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Today

• What is strategy and how does it develop
• How does strategy impact decisions in relationships
• What actions should we take in business relationships?

Presenter
Presentation Notes
From Fields to People

Background
In 1980, Petty and Cacioppo developed the Elaboration Likelihood Model, which showed how humans respond to stimuli to result in attitude change.  This became the foundation for much of consumer behavior in the area of persuasion, which, although central to theories of mass communication and social influence, is also central to understanding buyer decision making in sales interactions. 
This research evolved over many years, drawing from social science relational models of marital relationships that had been expanded into sales relationships and identifying factors that would drive message processing to the Central and Peripheral routes.  This research broke down route processing along the two paths, showing the roles of schema and heuristics on the peripheral route.  One of the factors driving the process to a central route, though, was risk, which shortly lead to trust as a major driver toward central processing. 
In 1997, Doney and Cannon wrote the foundational piece, “An Examination of the Nature of Trust in Buyer-Seller Relationships,” published in the Journal of Marketing. They looked at antecedents and consequences of trust. From this:
With the following results:
This implies multiple factors that drive trust across several categories.  
Almost concurrently, Selnes published “Antecedents and Consequences of Trust and Satisfaction in Buyer-Seller Relationships” in the European Journal of Marketing in 1998. This extended the pivotal research on buyer-seller relationships from Dwyer, Schurr, and Oh in 1987, which discussed the buyer’s desire to enhance and continue the relationship. Although satisfaction was not as nuanced as that of Doney and Cannon, this work brought more from the relational side of understanding the role trust plays in sales relationships: 
In the Journal of Marketing Research, 2005, Johnson and Grayson considered two different types of trust in “Cognitive and Affective Trust in Service Relationships.”  One is around feelings (which would tend to align with the peripheral route) and the other more rational and calculated (aligning loosely to central route processing).  Their results showed: “moderate evidence in favor of conceptualizing trust as having cognitive and affective dimensions in financial service exchanges. Though the two dimensions are highly correlated, they are empirically distinguishable, and both dimensions of trust have unique antecedents. Service provider expertise and product performance are antecedents of cognitive but not affective trust, and sales effectiveness is a consequence of cognitive trust but not affective trust.”
In 2015, Naresh Malhotra, with grad student Chai, and Frank Alpert, extended this to include value as an explicit construct in their model published in the Journal of Retailing and Consumer Services, “A Two Dimensional Model of Trust-Value-Loyalty in Service Relationships,” which showed: 
So, where does this leave us today?
Trust is not something that just happens.  The implications for sellers are that we can use this knowledge to drive sales activities to develop trust efficiently.  We can identify when to involve humans in the sales process and marketing processes.
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Where does 
strategy come 
from? 
(And why we 
should care.)
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Human Behavior

1. All behavior is 
learned: “If X, then Y”

2. All behavior is goal 
driven; We want “Y”

Y+/-n

Y

Where am I 
now?

Where do I want 
to be?

What can I do to get “Y”?

Presenter
Presentation Notes
The importance of actual behavioral control is self evident: The resources and opportunities available to a person must to some extent dictate the likelihood of behavioral achievement. Of greater psychological interest than actual control, however, is the perception of behavioral control and is impact on intentions and actions. Perceived behavioral control plays an important part in the theory of planned behavior. In fact, the theory of planned behavior differs from the theory of reasoned action in its addition of perceived behavioral control. 

This approach is exemplified by Fishbein and Ajzen’s (1975) expectancy-value model of attitudes. According to this model, attitudes develop reasonably from the beliefs people hold about the object of the attitude. Generally speaking, we form beliefs about an object by associating it with certain attributes, i.e., with other objects, characteristics, or events. In the case of attitudes toward a behavior, each belief links the behavior to a certain outcome, or to some other attribute such as the cost incurred by performing the behavior. Since the attributes that come to be linked to the behavior are already valued positively or negatively, we automatically and simultaneously acquire an attitude toward the behavior. 
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1. All behavior is 
learned: “If X, then Y”

2. All behavior is goal 
driven; We want “Y.”

3. Deciding to use “X” 
resources in business 
is called a “NEED.”

4. Figuring this stuff 
out is called: 
“STRATEGY.”

Y+/-n

Y

Business Strategies and Needs

Money

Knowledge

People

Time
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Where do goals (“Y”) come from?

• Goals come from Beliefs that derive from experiences.
• Nearly always unconscious
• May be deeply held
• Tied to view of self
• Guided by past experiences
• Not always positive or politically correct
• Not always rational
• Must be kept in balance (dissonance)
• Can lead to conflicting goals
• TRUST is a Belief. And it’s tied to our understanding 

of these relationships

Beliefs

Goals

Needs

Experiences
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What are some examples of this relationship?

Beliefs

Goals

Needs

Experiences
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Strategies Drive the Decision Process

Confirm

Need 
Recognized

SearchEvaluate

Choose

Decision 
Process
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Experiences and Beliefs can be so strong that they 
shortcut the decision process

Confirm

Need 
Recognized

SearchEvaluate

Choose

Decision 
Process

Shortcut
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Changing use of information in decisions.

How does it work?

How does it work for me?
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What does this 
mean for how 
we develop 
business 
relationships?
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A business relationship requires 
understanding their strategy.

What are their real 
goals?

Y+/-n

Y
Where are they on 
those goals right 
now?
How are they using 
their resources to 
reach their goals?
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Account managers understand individual
customer’s FARM journeys, not just their journeys 
with your tools and contracts

Production
Fertility, 

Residue, Tillage, 
Preparation

Crop Plan, Seed 
Selection, 

Placement, and 
Planting

Crop Protection, 
Monitoring, 

Scouting

Harvest, 
Transportation, 

Storage

Business
Strategy, 
Growth, 
Planning

Profitability, 
Efficiency, 

Financing, Tax 
Accounting

Marketing, 
Managing Risk

Record Keeping, 
Regulatory, Data 

Analysis

Operations
Land, 

Landlords, Rent 
Arrangements

Machinery, 
Equipment, 

Maintenance

Structures, 
Offices, Grain 

Handling

Vehicular 
Transportation

People

Advisors: 
Agronomy, 

Equipment, Tax, 
Finance

Hiring, Training, 
Retention

Supervision, 
Deployment

Family, 
Succession, 
Community, 
Leadership
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Align our strategies to theirs.

Y+/-n

Their
Y

Y+/-n

Our
Y

Dealer
Y
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Use our resources to serve them.

Y+/-n

OUR
Y

How are we using 
OUR resources to 
help them reach 

THEIR goals?

How are they 
using their 
resources to reach 
their goals?

Y+/-n

Money

Knowledge

People

Time

Money

Knowledge

People

Time
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• How do you keep track of the ways each customer’s strategy is 
unique? 

• How do you intentionally customize the way you are helping your 
customer execute their strategy? 

• How do you make sure that what you’re doing is customized for 
them?
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Understand what it 
means to manage.

Analyze

Plan

Execute

Measure

Adapted from Philip Kotler, Kellogg 
School of Business, Northwestern 
University

Measure: 
What are they measuring? What am I 
measuring?

Analyze: 
What are the factors that move those 
metrics?

Plan: 
In what ways should we use 
resources to move those metrics?  
How should we combine our 
resources with our customers?

Execute: 
Use (our’s and our customer’s) time, 
money, knowledge, and people to 
move those metrics

Presenter
Presentation Notes
Strategy starts with decisions of what we want the future to look like.  Then we determine how we compare on those things today.  And then choose how to use our resources to get to the desired future.
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What we’ve done today.

• What is strategy and how does it develop
• How does strategy impact decisions in relationships
• What actions should we take in business relationships?
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What you need to do tomorrow.

• Identify three actions (ways you can use resources) that you can take 
today that will help a specific customer toward accomplishing their 
goals.  

• Identify three actions you need to take in order to manage the 
process of understanding your customer’s journey
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For More Information
Visit our website: www.agribusiness.purdue.edu

Stop by Purdue’s booth during GEAPS Exchange #841

• GEAPS & Purdue Partnership

 Use code GEAPSpartner to receive 10% off registration

Contact Aissa Good aissa@purdue.edu
Contact Emily Hoeing hoeing@purdue.edu

http://www.agribusiness.purdue.edu/
mailto:aissa@purdue.edu
mailto:hoeing@purdue.edu
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We want your feedback!
Download the “GEAPS 

Exchange” app to take the 
session survey.

Share on Social!
#GEAPSExchange

Wifi Network: GEAPS   Password: Exchange92
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FEBRUARY 25-28, 2023
Kansas City Convention Center

Kansas City, Missouri

SAVE THE DATE!
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