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Abstract 
 

The study examined how communication elements and relational norms such as power 

asymmetry influence relationship quality from the perspective of grape growers in their 

relationships with wineries using an integrated model of the relationship between the 

two actors (grape grower and winery) in the Australian wine industry. 

First, a review of the literature identified a deficiency of research examining 

communication between grape growers and wineries and the effect that power 

asymmetry has on relationship quality. The literature review also identified that 

relationship quality is measured both uni-dimensionally and multi-dimensionally. 

Second, a qualitative exploratory study, involving in-depth interviews with grape 

growers, examined how dimensionality of collaborative communication and power 

asymmetry in the relationship (favouring the winery) influenced relationship quality. 

Furthermore, the elements of collaborative communication were found to influence the 

relationship quality, in particular the modality, formality, directionality and the non-

coercive abilities of communication. The exploratory study, combined with the 

literature review, created a conceptual model based on a multidimensional measurement 

of relationship quality and an alternative conceptual model based on a uni-dimensional 

measurement. 

Finally, the study involved a questionnaire administered to grape growers to test 

quantitatively the conceptual models. The conceptual models were tested via Structural 

Equation Modelling using Partial Least Squares Regression. The main results showed 

that direct modes of communication (for example, face to face and direct email 

communication) positively affected relationship quality, while non-direct modes (such 

as seminars and newsletter) negatively affected relationship quality, and that the power 

asymmetry led to decreased grape prices and lower relationship quality. The linkages in 

the main conceptual model between satisfaction (an element of relationship quality), 

and many of the relational dimensions, were insignificant. The reason for this was due 

to the price per tonne that the grape growers received for their produce (grapes). The 

estimation of the alternative model, based on a uni-dimensional estimation of 

relationship quality, showed a greater fit of the data with less significant path 
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estimations. Further analysis of the models showed a direct correlation between the 

relationship quality and price of grape supplied, whereby the higher the price they 

received, the higher the level of relationship quality they experienced.  

The quantitative phase of the study also highlighted three clusters of respondents‟ 

relationships with wineries.  

Firstly, there was an “unsustainable relationship”, whereby the respondents experienced 

low levels of relationship quality, high power asymmetry favouring the winery, and a 

very low price per tonne for their grapes. Respondents in this cluster were mainly 

located in warm climate grape growing regions, and mainly dealt with large, publicly 

owned wineries. 

Secondly, an “OK relationship” was observed, whereby respondents experienced higher 

levels of relationship quality and lower high power asymmetry favouring the winery 

than the “unsustainable relationship” cluster. They received a higher price per tonne 

than the “unsustainable relationship‟ cluster, were located in cool to warm climate 

grape growing regions, and dealt with more small, privately owned wineries than the 

“unsustainable relationship” cluster. 

Thirdly, there was a “good relationship”, whereby respondents experienced the highest 

level of relationship quality and the least amount of power asymmetry favouring the 

winery, of the three clusters. This cluster also received the highest price per tonne of the 

three clusters and was mostly located in cool climate wine growing regions. This cluster 

dealt with more small, privately owned wineries than the other two clusters. 

Wineries will need to take into consideration the results of this study, particularly the 

dimensionality of communication and power asymmetry effects, when dealing with 

grape growers. 

 

 

 

 

 



iv 
 

Statement of Declaration 

 

I declare that this thesis does not incorporate without acknowledgement any material 

previously submitted for the award of any other degree or diploma in any university or 

other tertiary institution; and that to the best of my knowledge and belief, it does not 

contain any materials previously published or written by another person, except where 

due reference has been made in the text. 

 

 I give consent to this copy of my thesis, when deposited in the University Library, 

being made available for loan and photocopying, subject to the provisions of the 

Copyright Act 1968. I also give permission for the digital version of my thesis to be 

made available on the web, via the University‟s digital research repository, the Library 

catalogue, the Australasian Digital Theses Program (ADTP) and also through web 

search engines, unless permission has been granted by the University to restrict access 

for a period of time. 

 

      

 ................................................................ 

 

        Simon Alexander Somogyi 

 

  



v 
 

Acknowledgements 
 

I would like to acknowledge the following people and parties for their assistance during 

my study. 

Firstly, I would like to acknowledge my supervisors, Dr Elton Li and Assoc Prof Johan 

Bruwer who provided great advice and encouragement over the duration of the project. 

It was their encouragement that aided me through the journey.  I would also like to 

thank Dr Amos Gyau who not only gave wise advice and comment but reinvigorated 

my enthusiasm when things were not working as they should. I consider Amos not only 

a colleague, but also a friend and confidant.  

Secondly, this project would not have been possible without the assistance and advice 

of many Australian wine industry stakeholders. In particular, I would like to thank 

Lyndal Sterenberg of Morton Blacketer who not only shared her vast experience, but 

also gave me access to respondents. I would also like to acknowledge Mark McKenzie 

of Wine Grape Growers‟ Australia, Mike Stone formerly of the Murray Valley Wine 

Growers‟ Association, Brian Simpson of the Riverina Wine Grapes Marketing Board, 

Di Davidson and Sam Burton or Davidson Viticulture, Hamish Franks of Foster 

Groups, and John Hahn and Elise Hayes of the Barossa Grape and Wine Association 

who gave advice and access to respondents. Their assistance is greatly appreciated. I 

would also like to thank the numerous regional grape growers‟ associations, too many 

to list, who gave access to respondents. Their good humour and willing cooperation 

toward me and the project was remarkable considering the harsh economic and social 

issues facing their constituents. They cannot be thanked enough. 

I would also like to acknowledge the anonymous grape growers who graciously gave 

their time and effort assisting in the pilot phases of the study, including the 

questionnaire design process. These individuals must be commended for their good 

humour and patience when it appeared that I was bothering them. Thank you all very 

much. 

 

On a personal note, I would like to thank my mother and father, Lydia and Andrew, and 

my sister Julia. They constantly encouraged me and were always there during the good 

and bad times throughout the journey. 



vi 
 

 I would also like show my immense appreciation of all the grape growers who 

participated in this study. This project would not have existed without their 

participation. I thank you from the bottom of my heart and hope you keep on fighting. I 

would also like to thank Dr Vic Beasley who professionally edited this thesis. 

And lastly I would also like to thank my fiancée, Justine, who not only performed the 

task of proofreading this document, having to deal with my spelling and grammatical 

foibles, but also provided me with support and encouragement during the bad times. I 

cannot thank her enough for what she has given me. 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



vii 
 

Table of Contents 

 
Abstract ........................................................................................................................... ii 

Statement of Declaration .............................................................................................. iv 

Acknowledgements ......................................................................................................... v 

Table of Contents .......................................................................................................... vii 

Table of Tables ............................................................................................................. xiii 

Table of Figures ............................................................................................................ xv 

Chapter 1: Introduction ................................................................................................. 1 

1.1 Chapter outline ................................................................................................... 1 

1.2 History of the Australian wine industry ............................................................. 1 

1.3 Current state of the Australian wine industry .................................................... 2 

1.4 Research problem and objectives and thesis title .............................................. 5 

1.5   Research Design and significance of the study .................................................... 7 

1.6   Structure of the thesis ......................................................................................... 10 

Chapter 2: Literature Review ..................................................................................... 11 

2.1    Introduction ....................................................................................................... 11 

2.2    Australian wine industry context for discussion of literature ............................ 11 

2.3    Business to business interaction ........................................................................ 12 

2.3.1    Industrial markets and inter-firm relational development .......................... 12 

2.4     Business to Business Marketing ....................................................................... 14 

2.4.1    B2B purchasing .......................................................................................... 14 

2.4.2    Exchange relationships ............................................................................... 19 

2.4.3    Relationship development and relationship marketing .............................. 22 

2.4.4 Business to Business networks ...................................................................... 24 

2.5    Relational norms ................................................................................................ 28 

2.6    Communication ................................................................................................. 30 

2.7     Relationship quality .......................................................................................... 32 



viii 
 

2.7.1    Trust as a dimension of relationship quality .............................................. 33 

2.7.2    Satisfaction as a dimension of relationship quality .................................... 35 

2.8    Power Asymmetry ............................................................................................. 36 

2.9    Literature Discussion ......................................................................................... 38 

2.10   Chapter conclusion ........................................................................................... 40 

Chapter 3: Exploratory research methodology and results ..................................... 41 

3.1    Chapter introduction .......................................................................................... 41 

3.2   Exploratory research design ............................................................................... 41 

3.3   Participant sample selection and interview format ............................................. 43 

3.4   Structure of the interview format ....................................................................... 45 

3.5   Research objectives ............................................................................................ 45 

3.6    Audio transcription and data analysis technique ............................................... 46 

3.7    Exploratory study results ................................................................................... 46 

3.7.1  Research results related to uncovering the effect that collaborative 

communication theory has on relationship quality ................................................. 47 

3.8    Exploratory research findings and relevance to literature ................................. 53 

3.8.1     Research results on communication modality and relevance to literature 

and hypothesis development .................................................................................. 53 

3.8.2   Research results on communication directionality and relevance to literature 

and hypothesis development .................................................................................. 53 

3.8.3    Research results on non-coercive communication attempts and relevance to 

literature and hypothesis development ................................................................... 54 

3.8.4    Research results on communication formality and relevance to literature 

and hypothesis development .................................................................................. 55 

3.8.5     Research results on power asymmetry and relevance to literature and 

hypothesis development ......................................................................................... 55 

3.8.6   Relationship quality and relevance to research results ................................ 56 

3.9     Exploratory study research objectives overview .............................................. 56 

3.10    Limitations of the exploratory study ............................................................... 57 

3.11   Hypothesised model ......................................................................................... 57 



ix 
 

3.12  Alternative model .............................................................................................. 59 

3.13    Chapter conclusion .......................................................................................... 62 

Chapter 4: Descriptive and Causal Research Methodology ..................................... 63 

4.1    Chapter outline .................................................................................................. 63 

4.2   Quantitative research methodology design ........................................................ 63 

4.3    Data collection method ...................................................................................... 64 

4.3.1   Quantitative study sampling procedure and sample size ............................. 65 

4.3.2   Administration of survey instrument ........................................................... 67 

4.3.3    Questionnaire design .................................................................................. 69 

4.3.4   Modification of questionnaire to online format .......................................... 70 

4.3.5  Protection of questionnaire information against online fraud ...................... 72 

4.3.6    Section 2: Scale items relating to research hypotheses .............................. 73 

4.4    Data preparation and data analysis techniques .................................................. 78 

4.4.1  Univariate Analysis ...................................................................................... 79 

4.4.2  Multivariate Analysis ................................................................................... 79 

4.5    Chapter  summary ............................................................................................. 82 

Chapter 5: Descriptive statistics of respondents and trading relationships ........... 83 

5.1    Chapter outline .................................................................................................. 83 

5.2    Section 1: Descriptive statistics of grower/winery relations. ............................ 84 

5.2.1   Duration of relationship with winery .......................................................... 84 

5.2.2    Volume of grapes supplied to winery ......................................................... 84 

5.2.3   Value of grapes supplied to winery by respondents .................................... 85 

5.2.4   Average price per tonne of grape supplied to winery ................................. 86 

5.2.5    Other wineries supplied and the amount of grapes supplied to those 

wineries. ................................................................................................................. 87 

5.2.6   Business details of the winery that was supplied grapes ............................. 88 

5.2.7    Summary of trading relations of grape grower respondents ...................... 92 

5.3    Section 3: Descriptive statistics of respondents ................................................ 92 

5.3.1   Size of the respondents‟ vineyards .............................................................. 93 



x 
 

5.3.2   Number of years respondents operating their viticultural business ............ 93 

5.3.3   Number of people employed by respondents‟ businesses ........................... 94 

5.3.4   Wine region location of respondents‟ businesses ........................................ 95 

5.3.5    Technical viticultural qualifications of respondents .................................. 97 

5.3.6   Summary of descriptive statistics of respondents ....................................... 98 

5.4    Chapter Summary .............................................................................................. 98 

Chapter 6: An integrated model of buyer-seller relationships in the Australia wine 

industry .......................................................................................................................... 99 

6.1   Chapter outline ................................................................................................... 99 

6.2    Measurement model of constructs ..................................................................... 99 

6.2.1    Evaluation of the outer model .................................................................. 100 

6.2.2     Evaluation of the inner model ................................................................. 105 

6.2.3   Results of the structural model .................................................................. 110 

6.3    Consideration of structural model results ........................................................ 112 

6.4    Alternative structural model estimation .......................................................... 115 

6.5    Power, Satisfaction and Trust cluster analysis ................................................ 124 

6.5.1   Cluster analysis methodology ................................................................... 125 

6.5.2    Cluster 1: “Unsustainable Relationship” .................................................. 130 

6.5.3   Cluster 2: “OK relationship” ..................................................................... 130 

6.5.4   Cluster 3: “Good Relationship” ................................................................. 130 

6.6   Chapter conclusion ........................................................................................... 132 

Chapter 7: Discussion, conclusion and implications for further research ............ 133 

7.1   Chapter outline ................................................................................................. 133 

7.2   Summary of the research process ..................................................................... 133 

7.3   Hypothesis discussion ...................................................................................... 135 

7.3.1    H1:  Direct modes of communication positively influence trust. ............. 135 

7.3.2   H2:  Direct modes of communication positively influence satisfaction ... 135 

7.3.2.1    H1a: Direct modes of communication positively influence relationship 

quality. .................................................................................................................. 136 



xi 
 

7.3.3   H3: Indirect modes of communication negatively influence trust ............ 136 

7.3.4    H4: Indirect modes of communication negatively influence satisfaction. 136 

7.3.4.1   H2a: Indirect modes of communication negatively influence relationship 

quality. .................................................................................................................. 137 

7.3.5   H5- Uni-directional communication from the winery positively influences 

trust ....................................................................................................................... 137 

7.3.6   H6- Uni-directional communication from the winery positively influences 

satisfaction. ........................................................................................................... 138 

7.3.6.1   H3a- Uni-directional communication from the winery positively 

influences relationship quality. ............................................................................. 138 

7.3.7  H7- Non-coercive communication attempts from the winery negatively 

influence trust. ...................................................................................................... 138 

7.3.8   H8- Non-coercive communication attempts from the winery negatively 

influence satisfaction ............................................................................................ 139 

7.3.8.1    H4a- Non-coercive communication attempts from the winery negatively 

influence relationship quality. .............................................................................. 139 

7.3.9   H9- Formality of communication from the winery negatively influences 

trust ....................................................................................................................... 139 

7.3.10  H10- Formality of communication from the winery negatively influences 

satisfaction. ........................................................................................................... 140 

7.3.10.1    H5a- Formality of communication from the winery negatively 

influences relationship quality. ............................................................................. 140 

7.3.11  H11- Power asymmetry in the relationship, favouring the winery, is 

decreasing growers trust in the winery. ................................................................ 141 

7.3.12  H12- Power asymmetry in the relationship, favouring the winery, is 

decreasing growers‟ satisfaction with the winery. ............................................... 141 

7.3.12.1    H6a- Power asymmetry in the relationship, favouring the winery is 

decreasing grape growers perceptions of relationship quality. ............................ 141 

7.4   Cluster analysis results discussion ................................................................... 142 

7.4.1 “Unsustainable Relationship” cluster .......................................................... 142 

7.4.2   “OK relationship” cluster .......................................................................... 143 



xii 
 

7.4.3   “Good Relationship” cluster ...................................................................... 144 

7.4.4    Questionnaire item results discussion, by cluster ..................................... 144 

7.4.5   Cluster results summary ............................................................................ 146 

7.5   Research Question Summary ........................................................................... 146 

7.5.1   Question 1: Which relational constructs constitute relationship quality? . 147 

7.5.2   Question 2: Which elements of the grape grower/ winemaker relationship 

affect grape growers‟ perceptions of relationship quality? .................................. 147 

7.5.3   Question 3: Are there any commonalities between wine grape growers in 

their perceptions of relationship quality? ............................................................. 148 

7.6    Conclusion ....................................................................................................... 149 

7.7    Study Limitations ............................................................................................ 150 

7.8    Recommendations for further research ........................................................... 152 

7.9   Study contribution ............................................................................................ 153 

7.10    Study implications for the Australian wine industry ..................................... 155 

Appendix 1: Questionnaire ........................................................................................ 156 

Appendix 2: Cluster Analysis Results ...................................................................... 165 

Appendix 3: IDI discussion questions ....................................................................... 175 

Bibliography ................................................................................................................ 176 

 

 
 

 

 

 

 

 

 



xiii 
 

Table of Tables 
Table 2.1:   List of relational norms ............................................................................... 29 

Table 3.1:   Location and size of grape grower participants‟ businesses ....................... 43 

Table 3.2:   Frequency of topic (code) discussion in in-depth interviews ...................... 47 

Table 4.1:   Grape grower associations and private organisations that provided access to 

respondents ..................................................................................................................... 68 

Table 4.2:   Questionnaire scale times regarding the formality of communication ....... 75 

Table 4.3:   Questionnaire scale items regarding winery feedback ................................ 76 

Table 4.4:   Questionnaire scale items: non-coercive communication attempts ............ 76 

Table 4.5:   Questionnaire scale items regarding trust ................................................... 77 

Table 4.6:   Questionnaire scale items regarding satisfaction ........................................ 77 

Table 4.7:   Questionnaire scale items regarding power ................................................ 78 

Table 4.8:   Statistical criteria for model estimation via PLS ......................................... 82 

Table 5.1:   Years of contractual relationships between respondents and wineries ....... 84 

Table: 5.2:   Volume of grapes supplied to winery by grape grower respondents ......... 85 

Table 5.3:   Value of grapes supplied to winery by respondents .................................... 86 

Table 5.4:   Price per tonne of grapes supplied to the winery by respondents ............... 87 

Table 5.5:   Number of other wineries to which respondents supplied grapes ............... 88 

Table 5.6:   Percentage of grape production supplied to the other wineries .................. 88 

Table 5.7:   Ownership of the winery to which respondents supplied grapes ................ 89 

Table 5.8:   Size of the winery to which respondents supplied grapes ........................... 90 

Table 5.9    Wine region winery was located in ............................................................. 90 

Table 5.10:   State wineries were located in ................................................................... 91 

Table 5.11:   Summary of the trading relationship of respondents and wineries ........... 92 

Table 5.12:   Size of respondents vineyards in acres ...................................................... 93 

Table 5.13:   Number of years respondents operation of business ................................. 94 

Table 5.14:   Number of people employed by respondents‟ businesses ......................... 94 

Table 5.15:   Wine region location of respondents viticultural businesses .................... 95 

Table 5.16:   State respondents were located in ............................................................. 97 

Table 5.17:   Viticultural qualification of respondents ................................................... 97 

Table 5.18:   Summary of descriptive statistics of respondents ..................................... 98 

Table 6.1:   Outer model evaluation of collaborative communication dimensions, trust, 

satisfaction and power. ................................................................................................. 101 

Table 6.2:   Loadings and cross loadings of indicators and constructs ........................ 106 

Table 6.3:   Correlations of the latent variables and the AVE square roots ................. 109 



xiv 
 

Table 6.4:   Results of the structural model .................................................................. 111 

Table 6.4:   Outer model evaluation of collaborative communication dimensions, trust, 

satisfaction and power of alternative model. ................................................................ 116 

Table 6.5:   Loadings and cross loadings of indicators and constructs in the alternative 

model ............................................................................................................................ 119 

Table 6.6:   Correlations of the latent variables and the AVE square roots ................. 122 

Table 6.7:   Results of the structural model for the alternative model ......................... 123 

Table 6.8:   Factor analysis and results of Trust, Satisfaction and Power dimensions . 125 

Table 6.9:   Questionnaire item mean, median and standard deviation score by cluster

 ...................................................................................................................................... 127 

Table 6.10    Summary of cluster analysis results ........................................................ 131 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xv 
 

Table of Figures 
Figure 3.1:   Conceptual model of grape grower perceptions of relationship quality in 

the Australian wine industry ........................................................................................... 58 

Figure 3.2    Alternative model based on uni-dimensional definition of relationship 

quality and grape grower perception of collaborative communication and power 

asymmetry ...................................................................................................................... 61 

Figure 4.1:   Questionnaire scale items regarding the mode of communication ............ 73 

Figure 6.1   Conceptual model of grape grower perceptions of relationship quality in the 

Australian wine industry .............................................................................................. 110 

Figure 6.2 A graphical representation of the of main structural equation model results

 ...................................................................................................................................... 112 

Figure 6.3  Alternative model based on uni-dimensional estimation of relationship 

quality ........................................................................................................................... 115 

Figure 6.4   Graphical representation of the alternative structural model results ........ 124 


	TITLE: An Integrated Model of Buyer-Seller Relationships in the Australian Wine Industry
	Abstract
	Statement of Declaration
	Acknowledgements
	Table of Contents
	Table of Tables
	Table of Figures


