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Inter-organizational or business-to-business relationship marketing literature
reveals the importance of determinants such as trust, commitment, interdependence,
coordination, flexibility, communication, and compatibility. As well, it is evident that
worthy relationships lead to marketing support, financial success, and relationship
satisfaction. Since various environmental changes occur in tourism industry, such as
the official commencement of ASEAN Economic Community in 2015, as well as
political conflict in Thailand, it is essential to identify key determinants of business
relationships in order to thrive in the Thai-Vietnamese business context.

This research compared quantitative data from 207 Thai and 114 Vietnamese
travel agencies. In-depth interviews were conducted with five Thai travel agencies. In
addition, recommendations from 39 Vietnamese travel agencies were utilized to
verify determinants arising from quantitative analysis undertaken.

Factor analysis and multivariate regression analysis were applied to data. The
findings indicate that there are cultural differences in Thai and Vietnamese business
relationships. The most important determinant for Thai travel agencies is trust. Other
significant determinants for Thais are formalization, coordination, participation,
frequency of interaction, and conflict resolution. For Viethamese agencies, important
determinants are participation, frequency of interaction, and commitment. The
findings suggest that frequency of interaction is a good predictor for any beneficial
business relationship.

Content analysis of qualitative data supported the quantitative findings and
this outcome enhanced marketing insight with regard to the improvement of

interorganizational relationships between Thai and Vietnamese travel agencies.



