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1. Introduction

A business activity is related to numerous 
connections and interdependences the entities, 
such as enterprises, suppliers, customers, 
business-related institutions or competitors 
establish due to the economic activity they 
run. The present reality is characterized 
by complexity and diversity of factors 
infl uencing the relationships of cooperation. 
These relationships stay in a close connection 
with a business model whose elements 
are people (employees, owners, suppliers, 
customers) as well as structures, processes 
and relationships the enterprises create with 
the environment. The increase of the interest 
in interorganizational relationships results 
from the growth of relationships paradigm, 
which refers to all activities associated with 
establishing, developing and maintaining 
a successful relational exchange (Morgan, Hunt 
1994, p. 20-38). The relationships paradigm 
gains in importance due to changes taking 
place in the environment of enterprises, which 
must adapt to or predict changes constantly in 
order to realize their goals. 

The aim of the article is to present the 
essence of the business model of the enterprise 
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as a tool of building interorganizational relationships. The paper defi nes the 
notion of a business model, indicates the components of relational exchange 
between a customer and a supplier as well as describes the elements of the model 
of interorganizational relationships.
 
2. The essence of the business model of the enterprise

Both in the theory and practice there are a number of defi nitions presenting 
the essence of the business model of the enterprise. 

According to T. Gołębiowski and others  (2008, p. 57) a business model 
is a set of components and relationships between them, which presents the logic 
of a particular enterprise operation in a particular branch. It includes the 
description of values offered by the enterprise to a group or groups of 
customers, together with defi ning basic assets, processes (actions), and also 
external relationships of the enterprise aiming at creating values and providing 
competitiveness for the enterprise in a particular area as well as enabling the 
increase of its value. Therefore, the conception of a business model proves that 
it is a tool allowing to use internal potential in favour of fulfi lling the environment 
needs. Business models allow to describe how assets are linked and transformed 
in order to generate values for customers and other interested sides (Magretta 
2002, p. 86-92, quoted after: Wikström and others 2010, p. 834). 

According to J. Galbraith a business model „expresses the internal logic 
of running a business and includes the manner of understanding basic business 
values, target market segments, channels of distribution, cost structure and 
return on the investment model (Kotes, Galbraith 2007, p. 6, quoted after: Bełz 
2011, p. 16.)

The research of Wikström and others (2010, p. 835) proves that business models 
are most often treated by management as the way of organizing the enterprise 
activity, the aggregation of possibilities and integration of business actions with 
external partners. It is connected with the ability of establishing relationships 
with the social environment, care about proper communication and clear 
information concerning the vision, mission and strategies of the organization 
in such a way as the coupling of goals and activities on its all levels takes place” 
(Miziołek 2010, p. 109). 

In the conditions of the environment changes the maintenance of relationships 
with customers (suppliers) is indispensible, whose manifestation is the 
orientation to customer (supplier), which makes better communication and 
responding to customer (supplier) needs easier. A supplier aims at obtaining 
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benefi ts from selling their products, gaining dues on time, stability of deliveries 
or satisfaction from cooperation. A purchaser, however, is interested in buying 
at low cost a high quality product quickly and on time. 

In practice there are a number of factors determining the exchange between 
a purchaser and supplier, which according to J. Thakkar, A. Kand, S.D. Deshmukh 
(2008, p. 95) are the factors: determining cooperation (culture, trust, reciprocity, 
communication, information exchange), maintaining cooperation (involvement, 
support), helping achieve success (change management, interdisciplinary 
activity, adaptation processes), referring to the means of operation, incurred cost 
as well as possible failures resulting from partner’s behaviour or changes on the 
market (fi gure 1).
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What allows to build business models is the elements including (cf. Marti 2001, 
p. 154-155):
 products/services, 
 architecture of basic and supportive actions (outsourcing),
 alliances: strategic, franchising networks, cooperation agreements, 
 competitive advantage, 
 research, development and innovation, 
 elementary competences, 
 culture: success based on cultural patterns, 
 managing and professional leadership. 
Moreover, business models should be properly adjusted to particular strategies, 

structures, culture and leadership roles. A business model of the company can be 
a source of competitive advantage (Wikström and others 2010, p. 834). Being more 
competitive on the market is not easy to achieve at all, however, it requires work 
over improving a present offer of products and services as well as introducing 
innovative solutions, gaining new knowledge and new competences. It all takes 
place with the participation of an entrepreneur and managing staff, who change 
values, rules and principles of operating in order to meet the environment needs 
and build relationships based on stable forms of cooperation. 

According to S. Nenonen and K. Storbacka (2010, p. 45), despite the existence 
of many defi nitions of business models, it is possible to point out some similarities. 
A part of them is related to economic categories (revenue, income), possibilities 
of generating a profi t. The other ones refer to external stakeholders or partner 
relationships. A big part of them also refers to the assets and possibilities of 
the company. However, a majority of defi nitions focuses on creating values for 
the enterprise, customer and supplier indicating the way the enterprise having 
a particular technology, assets and possibilities can confi gure the structure of the 
organization and relationships with external entities to make them favourable 
for the exchange of products and information. 

3. The elements of the model of interorganizational relationships 

The changeability of the conditions of enterprises operation infl uences the 
increase of the intensity of business relationships. Enterprises make efforts 
in favour of creating profi table relationships with entities in the environment. 
Building the enterprise relationships with entities in the environment heads 
towards creating interorganizational links, which are a special type of impacts 
between two or a bigger number of enterprises, where there is the information, 



34

Management 
2012

Vol.16, No. 2

Business model of the enterprise as a tool 
of building interorganizational relationships

material or energetic exchange, whereas the sides of the exchange show 
involvement and this attitude is mutual (Czakon 2007, p. 9).

Relationships become the stronger the bigger number of employees contact or 
cooperate with customers (suppliers) in issues essential for both sides (Ulrich 
2008, p. 106). If both sides head for building relationships and their impacts 
are very positive, thus the relationship will develop quickly and effi ciently 
(Biggemann 2010, p. 181). 

The process of creating and developing a relationship can be analyzed 
through factors, which infl uence the relationships in different stages of their life 
cycle. According to T.L. Powers and W.R. Reagan (2007, p. 1235), it is possible 
to distinguish fi ve stages of a relationship development including: selection 
of a partner, defi ning goals of a relationship, determining borders of a relationship, 
creating values and maintaining a relationship. The analysis of particular stages 
allows to trace activities supporting building a relationship as well as evaluate 
the obtained benefi ts and incurred cost. 

In order to present a complex nature of interorganizational relationships 
in this paper a model of interorganizational relationships elaborated by Croteau 
A.M., Léger P.M., Cassivia L. (2008, p. 145-161) was used. These researchers 
distinguished two areas in their model allowing to create interorganizational 
relationships. The fi rst one concerns proper adjustment of relationship sides to 
the demand for processing information, the second one, however, is connected 
with the possibilities of processing information (fi gure 2).
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Due to the fact that the needs for processing information are being developed 
in the context of uncertainty, where economic processes develop, the analysis 
includes three types of uncertainty: environment uncertainty (complexity, 
character and dynamics of relationships), partnership uncertainty (perception 
of mutual trust, specifi city of possessed assets) and tasks uncertainty (diversity 
of tasks, cooperation procedures). However, the second area is connected 
with the possibilities of processing information, which requires the ability 
of coordination within three dimensions of: structural solutions (plurality 
and formalization of interorganizational relationships), solutions in the sphere 
of processes (social-political processes, solving confl icts, common actions) 
and solutions in the sphere of information technology, i.e. using IT in the process 
of data and information exchange between involved sides. 

Relationships created in order to solve a particular problem or use a chance 
in a short-term perspective seem to differ a lot from these ones whose character 
is long-term. The length of a mutual exchange is perceived to be the possibility 
of creating strong and durable relationships. The undertaken actions are 
usually time-consuming, require involvement, active cooperation and skills of 
solving mutually problems. The essence of long-term relationships proves that 
the relationship is important for the enterprise, and that the enterprise is open 
to new possibilities of building relationships (cf. Jarratt 2008, p. 1114). Despite 
a number of advantages of long-term relationships, it is possible to point out 
their defects as well (table 1).  

The undertaken actions in the sphere of developing and maintaining stable, 
long-term relationships require bigger involvement of sides and improvement 
of solutions in the area of a business model, which would include long-term 
relationships.

Tabela 1. Advantages and Disadvantages of Developing 
and Managing Long-term Relationship between Buyers and Suppliers

Advantages Disadvantages

Better understanding of needs and requirements of 
partners (Kalwani and Nayarandas 1995)

Increased dependence leading to increased 
switching costs and increased barrier to 
exit (Kalwani and Nayarandas 1995)

Reduced transaction costs: appropriation and 
monitoring costs and reduced relationship and 
environmental uncertainty (Andersson et al. 2002; 
Gundlach et al. 1995)

Reduced fl exibility to access other partners 
(Kalwani and Nayarandas 1995)
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Access to knowledge and information and 
opportunity to learn from one another (Andersson et 
al. 2002; Kalwani and Nayarandas 1995; Landeros et 
al. 1995)

Knowledge spillover resulting in over-
stepping intellectual property boundaries

Bilateral governance and safeguarding mechanism, 
especially crucial due to intellectual property (Heide 
and John 1990)

Unable to reduce uncertainty effectively

Strengthen competitive position by improving 
quality, productivity, delivery, technology, processes, 
etc. (Cannon and Homburg 2001; Heide and John 
1990; Kalwani and Nayarandas 1995; Landers et al. 
1995)

Source: Khoja, Adams,  Kauffman 2010,  s. 291

Stable relationships give a sense of safety and certainty as well as the perspective 
of long-term cooperation. A complex and dynamic nature of relationships has 
an impact on the process of evaluating relationships by involved entities. These 
are them who identifi es variables and make decisions connected not only with 
initiating, maintaining, investing, but also with terminating a relationship. In 
the conditions of change management a business model is also assessed and 
modifi ed. 

4. Conclusion 

Business models present the manner of running the economic activity, fulfi lling 
the environment needs. They help build interorganizational relationships, which 
based on skills of establishing, maintaining and developing relationships with 
entities in the environment. 

A business model shows relationships and obligations between purchasers 
and suppliers including the environment conditions. For example in case of 
appearing a crisis there can be an increase or fall of the involvement of sides. 
A business model also has to take into consideration management infrastructure 
consisting of organizational structure, strategies, methods, processes and 
their regulation as well as intellectual capital (Skalik 2011, p. 9). The length 
of a relationship duration can be connected with a business model as well. While 
realizing investments requiring substantial outlays it seems to be signifi cant to 
build long-term relationships including changes in the sphere of structures, 
processes or information technology. 
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Summary
Business model of the enterprise as a tool of building 
interorganizational relationships
The deliberations included in the article concentrate on the 
essence of the business model of the enterprise as a tool 
of building interorganizational relationships. The importance 
of interorganizational relationships has been indicated, the 
ones, which stay in a close connection with the business model 
whose elements are people (employees, owners, suppliers, 
customers) as well as structures, processes and relationships the 
enterprise establishes with the environment. The elaboration 
defi nes the notion of a business model, presents the components 
of relational exchange between a purchaser and supplier as well 
as characterizes the elements of interorganizational relationships 
model. 

Keywards:  business model, relational exchange, interorganizational relationships, 

Streszczenie 
Model biznesowy przedsiębiorstwa, jako narzędzie budowania 
relacji międzyorganizacyjnych
Rozważania zawarte w artykule koncentrują się wokół istoty 
modelu biznesowego przedsiębiorstwa jako narzędzia budowania 
relacji międzyorganizacyjnych. Wskazano na znacznie relacji 
międzyorganizacyjnych, które pozostają w ścisłym związku 
z modelem biznesu, którego elementami są ludzie (pracownicy, 
właściciele, dostawcy, klienci) oraz struktury, procesy 
i relacje, jakie kształtuje przedsiębiorstwo z otoczeniem. 
W opracowaniu przybliżono defi nicje modelu biznesu, wskazano 
na komponenty wymiany relacyjnej pomiędzy nabywcą 
a dostawcą oraz scharakteryzowano elementy modelu relacji 
międzyorganizacyjnych.

Słowa 
kluczowe:  model biznesowy, wymiana relacyjna, relacje międzyorganizacyjne 
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