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We have limited knowledge on the potential patterrsimilarities/differences of trust’s
role that may exist in information use obtained though intra- and extra-organizational
relationships. This study addresses this questionybinvestigating how trust leads to
information use. Data from 338 intra-organizationaland a sub-ample of 158 inter-
organizational dyadic information exchange-relatiorships showed that trust is an
important driver of the utilization of market infor mation in both cases. Trust has no
direct relationship to information use, instead hasa strong indirect effect through a
mediator, perceived quality of information. The efects of trust on the use of
information obtained through inter- and extra-organizational dyadic relationships
proved to be similar.
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1. Introduction

The organizational ability to use market imf@tion is a key to success. It improves a
firm’s organizational performance, market oriergati and contributes to long-term
competitive advantages (Jaworski and Kohli 1993nKuet al. 2011). Marketing managers —
due to their boundary spanner position — rely oformation obtained through intra-
organizational (hereinafter 10) as well as extrgamizational (hereinafter EO) relationships
(McAllister 1995). Competitive advantage of therfiis generated not only from corporate
resources housed within the firm but also exterasburces beyond their boundaries, using
information from both internal and external sourbesomes crucial (Li 2005).

Previous literature has acknowledged and #imaily suggested that potential differences
may exist in information use patterns between E@I@nrelationships and the role of trust in
this process may be different (Moorman et al. 199%®&)wever it has not yet been well
examined empirically. Scholars were mainly focusamghow marketing managers rely on
one specific type of information deriving eitheorn 10 or from EO source. As managers are
surrounded by a complex information environmemtiting research to one single, specific
type of information narrows our insights into thattprn-differences/similarities across
different information sources.

Against these backdrops the present papertaimdvance knowledge on how trust affects
the process of managerial use of market informadinth whether the role of trust is different
when information is obtained through inter- andarntrganizational dyadic relationships.

2. Context and Conceptual Framework

For studying marketing managers’ use of marké&rmation obtained through inter-
organizational and intra-organizational relatiopshmarketing manager-market researcher
and marketing manager-sales manager dyadic rethijom were considered. As this paper
investigates the use of market information, we faising on the information recipients’
perspective. Market research services were choserE® relationship because market
research services are important in environment reognas the global market research
turnover reached US $ 39.084 million in 2012, reprging a year-to-year increase of 5.2%
(www.esomar.ory For studying 10 information exchange relatiopshiwe choose
salespeople-marketing manager dyads, as salespgagrid a significant amount of time with
customers and, therefore, are in a unique positicgerve as a primary source of information
regarding marketplace problems and customer regeinés (Arnett and Wittmann 2013).

The role of inter-personal trust in the usenadrket information is still an issue to be
addressed. Studies on managerial use of EO marf@imation showed that trust has no
direct effect on managerial use of information, faiked to empirically investigate indirect
effects and the possible role of mediator varialjddeorman et al. 1993, Moorman et al.
1992). Scholars of marketing managers’ use of mankermation deriving from 10 sources
advocate for the central role of relationship gyabetween information user and sender.
Researchers however mainly focused on the degremtefration across departmental
interfaces (Troilo et al. 2009, Biemans et al. 201urprisingly little attention has been
devoted to the role of trust in literature of 10 nket information use by marketing managers
(for exception see (Massey and Dawes 2007). Fostneies were not explicitly investigating
the differential effects of trust on the use of kedrinformation obtained through EO and IO
relationships. Moorman (1992: 318) for example &st§)— but do not test empirically - that
J[rusts’ effects may be more tenuous in inter-oigational relationships than in intra-
organizational relationships.”

Our conceptual framework has 3 constructssttrperceived information quality and
information use. Scholars advocate that trust ardgived information quality should not be




regarded as direct antecedents of information nagber as a mediator between information
use and other antecedents (Maltz and Kohli 1996y bad Mohr 2001). As we aimed to

create a parsimonious model we captured these fmmatructs that are not information-

source specific.

3. Hypotheses

In this study we define trust as the combination pbfessional capabilities and
responsible, co-operative behaviour of the inforamatsource (Moorman et al. 1992).
Former studies pointed out that relationship betwaarketing’s dyads with sales managers
and with market researchers are not always trustildrketing managers and market
researchers differ in cultural norms, knowledge dimmthought world, professional culture
and self identification (Moorman et al. 1993, Moammet al. 1992). Studies on sales-
marketing interface have also attributed lack speet between these two departments due to
goal differences, different perspectives toward thasiness environment, lack of
interfunctional integration and physical separati®ouzies et al. 2005, Beverland et al.
2006). The theory of two communities metaphor satgyéhat groups differing in culture,
norms, goals, foci of orientation may get involiadconflicts that weaken the collaboration
efficiency and trustworthiness of the partner (@aptt al. 1975). Previous literature suggests
that a trustor’s propensity to trust will be infheed by the perceived trustworthiness of the
trustee (Mayer et al. 1995). Since lack of truss baen identified as a potential source of
problem in marketing managers’ collaboration wit® Bnd 10 counterparts we argue that
there is no significant difference in the effecttnist on the use of market information in
inter- and intra-organizational differences.

Information quality has been conceptualizedtl@s accuracy, clarity, timeliness and
relevancy of data (Maltz and Kohli 1996). When mf@ation is obtained through interfaces
with either EO or 10 relationshipsiformation asymmetry arises between the user and the
provider of the market information (Maltz and KoHlR96). Marketing managers lack
statistical knowledge limiting their skill to asse$e accuracy of methods used for providing
market research information as they also lack baxkgl information about data gathering
and sampling methods (Moorman et al. 1993). Sityil&ales managers are in daily contact
with individual clients, but marketing managers @an overview about the whole market,
thus have limited insights about the credibility information on single accounts’ market
needs (Beverland et al. 2006). Thus informatiomasgtry limits the marketing managers’
objective judgment of the accuracy and comprehdngitof information from both the
salesforce and market research. Use of informaffom sources where the issue of
information asymmetry is prevalent may involve sisio an individual, such as a source
providing incomplete or having a questionable trestord (Holste and Fields 2010). A lack
of trust in the provider of market information hkeen shown to cause concerns in the
recipient about manipulation and hidden motivatjotsading to poor evaluation of
information quality (Fisher and Maltz 1997, MaltzdaKohli 1996) Therefore we posit that:

H1.: The more the marketing manager trusts thd&@.)provider b.) IO provider of
market information the better she/he will percetsequality.

Hlc.: The effect of trust on perceived informatmumality will not significantly differ
in EO and IO relationships

Managerial use of market information is a nalittiensional concept. The most important
and extensively researched mode is the instrumers@) defined as direct utilization of
information for solving a well-defined problem (Cap et al. 1975). One cornerstone of
decision-making literature is that managers rely information to reduce managerial
uncertainty (Galbraith 1977). Receiving too mucfoimation, however might be counter-



intuitive, and would lead to a decrease in decisigouracy. This phenomena has been
labelled ’information overload’ (O'Reilly 1980). €hitheory of information overload reports
that the relationship between information load aedision accuracy is inverted U-shaped.
Information load contributes to decision accuracytilua certain point, however when
information overload occurs processing new inforaratiecreases decision quality (O'Reilly
1980). Scholars argue that modifying the qualitynébrmation can have great effects on the
likelihood of information overload (Sparrow 1998nproving the quality of information can
improve the information-processing capacity of thdividual, as he or she is able to use
high-quality information more quickly and betterath ill-structured, unclear information
(Simpson and Prusak 1995). A willingness to useatedge and information was shown to
be based on an employee’s understanding of theramcwand validity of the information
(Choo 1998). Therefore we posit that:

H2.: The better the marketing manager perceiviEgnration a.) deriving from inter-
company source b.) deriving from intra-company seuhe more he/she will use it

We expect that trust will have an indirecieeffon use the of market information, through
information quality, thus have no direct effectinformation use. When managers solve well-
defined problems they primarily evaluate the sent@drmation available to them; instead of
relying their EO and IO relationships based ontwosthiness. Evaluating social relationships
as potential source of information was found toaeeasonable procedure when solving
complex, ill-structured problems (e.g.: finding ngyas) (Granovetter 1985). The evaluation
of EO and 10 information sources and to give theedits based on their trustworthiness
requires more effort than reviewing available infation. Task complexity affects
information seeking efforts, therefore managersldioot be willing to make extra efforts for
solving well-defined problems (Bystrom and Jarvéalé®5). Therefore we posit that:

H3: Marketing managers’ trust in a.) EO and b.)piOvider of marketing information
has an indirect effect on information use, throirgbrmation quality.

H3c.: The effect of trust on information use wibt significantly differ in EO and IO
relationships

4. Method

We used mail questionnaires to gather dataeryEsingle marketing executive of
companies belonging to the top 10 percent in terhssles revenues in one country of the EU
were involved in the survey (Database of the NatidBtatistical Office was used as a
sampling frame). 972 letters were sent out, raesyllith 338 returned questionnaires (response
rate of 34%). We used this sample to test the modethe use of information from intra-
company source. To test information use from ictanpany use we selected respondents
that were using market research services withirldbeone year. The selection resulted 158
companies.

The respondents were marketing managers, enag® one level below top management in
hierarchy, with decision-making authority. The moesinmon reason for refusal was a lack of
time (as we were informed when contacting the responding companies via phone),
leading us to conclude that non-response doesausecsystematic errors in the sample.

To measure the constructs we used five-pakdrtscales taken from former studies. Trust
in the market researcher was measured with 6 ifeong Moorman, Zaltman et. al (1992),
trust in sales counterparts was measured withngsittom Maltz and Kohli (1996). Market
research quality measures were taken from DeshpandéZaltman (1982) and measured
with 5 items, quality of information from sales wagasured with 5 scale items adopted from
Maltz and Kohli (1996). Use of market research weesasured with 4 items by scales taken
from Deshpandé and Zaltman (1982) and use of g&l@snation was measured with 4 items
adopted from Maltz and Kohli (1996).



To assess the validity and properties of thdtiniem scales we conducted confirmatory
factor analysis (CFA). CFA indicates good fit forarket researchy®/df=1.31, p<.01,
CFI=0.97, IFI=0.97, TLI=0.96, RMSEA=0.04) and fonformation from sales as well
(x2/df=2.10, p<.001, CFI=0.95, IFI=0.95, TLI=0.94MBEA=0.05). All factor loadings are
statistically significant and above .60 (Andersord &erbing 1988). All constructs show
acceptable values of composite reliability (>.76he average variance extracted (AVE)
values are greater than .50 (Bagozzi and Yi 1988) the square of the inter-correlation
between two constructs is less than the AVE estémat the two constructs for all pairs of
constructs signalling discriminant validity (Forhahd Larker 1981).

5. Analyses and Results

For testing the model SEM has been used tal&@nmeously measure the hypothesized
relationships between constructs (with AMOS 2010)e model yielded good fit for market
researchy2(73)=110.69,x 2/df=2.59, p<.001; RMSEA=0.057; SRMR=0.056; NNFB4B;
CFI=0.959) and acceptable fit for sales informati(@(72)=187.14, 2/df= 1.516, p<.001;
RMSEA=0.069; SRMR=0.048; NNFI=0.938; CFI=0.951).

For the use of information from EO source H&asupported because has a positive
significant effect on managerial perception of miation quality (b=.62, p<.001). H2a is also
supported, suggesting perceived information qudhifg a positive significant effect on
information use (b=.45, p<.001). H3a is supporteecause trust has no direct effect on
information use, but has a significant indirecteeffthrough perceived information quality
(b=.20, p<.01). For the use of information from $Gurce H1b is supported because has a
positive significant effect on managerial perceptaf information quality (b=.64, p<.001).
H2b is also supported, suggesting perceived infoomaguality has a positive significant
effect on information use (b=.51, p<.001). H3buported, because trust has no direct effect
on information use, but has a significant indireifect through perceived information quality
(b=.21, p<.01). Hlc is supported as the effectradtton perceived information quality does
not differ in EO and IO relationships (b=.619, @x10b=.639; p<.001). H3c is also supported
as the indirect effect of trust on information ukees not differ in EO and 1O relationships
(b=.203, p<.01; b=.21; p<.01).

Table 1.: Parameter estimates (standardized structal coefficients) and variance explained (R?).

Inter-organizational Intra-organizational
relationship (n=158) relationship (n=338)

Direct effects

Trust—PIQ 619** (Hla: +) .639%* (H1b:+)

PIQ->USE 454 (H2a:+) 516*** (H2b:+)

Mediated effects’

TRUST—PIQ— USE

Total effect .131(.035/.268)* .226(.060/.380)**

Direct effect -.072(-.217/.021)ns .016(-.115/.2Kl)n

Indirect effect .203(.097/.426)** (H3a:+) .210(.1@BB1)** (H3b:+)

Variance Explained

PIQ .38 41

USE 21 27

#90% Bias-corrected bootstrap confidence interdalser and upper confidence intervals in parentheSesfidence intervals containing
zero are interpreted as non significant (ns), camfce intervals not containing zero are significant
PIQ — Perceived Information Quality; *** p<.001;*4p01; *p<.05

6. Discussion and Implications

We created and tested a parsimonious modekistong of three variables, a.) trust that
effects b.) perceived quality of information, whichturn determines c.) information use. This
simple model yielded acceptable model fit and reghlanatory power in the context of both
inter-company and extra-company relationships. Wmd that trust is an important driver of



the utilization of market information from intran@ extra-organizational sources as well.
However trust has no direct relationship with iml@tion use; instead has a strong indirect
effect through a mediator, perceived quality obmfation.

Our results imply that the role of trust irethse of market information does not differ
significantly in cases of marketing managers’ dyadth inter-organizational and extra-
organizational relationship partners. Former swidie knowledge transfer suggested that the
role of trust in sharing knowledge may be higherinter- than in extra-organizational
relationships, because trust is more vulnerableextra-organizational relationships, as
monitoring and formal controls are difficult andstly to establish, trust may be the primary
organizing principle to safeguard against opposgtimibehaviour (Li 2005). Our findings on
the use of market information do not confirm priesults on transferring information and
knowledge. Market knowledge transfer does not reudyg lead to the use of such
information; therefore relationships between ardeaés of the two different phenomena may
also differ. Furthermore, in this study we wereugiaog on the perspective of the marketing
manager. Marketing managers represent the 'voi¢keotustomer’ within the company, and
are often described as boundary spanners (McAll285). Therefore marketing managers
may be more used to collaborate with extra-compaanyies, such as customers, agencies,
market researchers. This expertise may reduce ask&sciated to collaborations with such
partners. Therefore marketing managers may notestigrate the role of trust in extra-
company relations compared to intra-company reiatigps. Our results imply that marketing
managers give higher credits to information degviftom sources they regard to be
trustworthy. Relationships between marketing marsgend their sales counterparts,
however, are rarely harmonious (Beverland et 80620We argue that the lack of trust may
lead to loss of valuable information already avddavithin the company. Sales managers are
in daily contacts with the customers and have thiergial to provide valuable information
(Arnett and Wittmann 2013). However, marketing ngera may fail to exploit this
information ‘golden mine’, just because they do trast their partners. Former studies on
sales-marketing interface were mainly focusing csw hto integrate and set up the
configuration of these two functions (Biemans et28110). Our results emphasize the role of
interpersonal trust in using market informationnircsales. Similarly, parties of extra-
organizational relationships should also dedic#farts to maintain trust-based relationships.
If — for some reasons — marketing managers’ trusharket researchers is diminished or lost,
he or she will evaluate the market research inftionao be of low quality and would be
reluctant to rely on it when making decisions. Lo$drust may ultimately lead to negative
perceptions of the usefulness of market researcfcss.

Our study advocates that decision makers wie able to formulate trust-based
relationships with extra-organizational and intrgamizational partners will be able to rely on
a more diverse set of information pool perceivechigh quality, which decreases loss of
information and leads to superior market perforneanc
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