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B4 | Within the competitive Indian media sector, this study explores the foundational elements that drive long-term
O | commitment among B2B sponsors. Utilizing a numerical research framework, the inquiry analyzes primary data from
ﬁ eighty institutional partners associated with a major media house. The findings suggest that professional execution
; standards and communicative openness are the primary engines of trust, which in turn secures future sponsorship intent.
g | While financial ROl remains a factor, the results underscore that the psychological bridge of institutional certainty is the
K§ | mostsignificant predictor of enduring professional alliances

INTRODUCTION

1.1 Strategic Context: From Transactions to Relationships
In the contemporary marketing landscape, the paradigm has
shifted from transactional exchanges toward Relationship
Marketing (RM), which prioritizes the cultivation of long-term,
mutually beneficial associations between brands and
stakeholders (Morgan & Hunt, 1994). Unlike traditional
frameworks that emphasize short-term sales volume, RM
seeks to foster enduring emotional connections and
sustained engagement through trust and consistent value
delivery. Within the media industry, this shift is particularly
evident as organizations transition from mere advertising
platforms to experiential partners through large-scale
intellectual properties (IPs).

1.2The Problem:Uncertainty in Event Partnerships
Despite the growth of experiential marketing, event
partnerships are characterized by high levels of Information
Uncertainty. Sponsors and brand partners often face
ambiguity regarding execution quality, audience reach, and
brand alignment. According to Information Processing
Theory (IPT), when environmental uncertainty is high,
organizations must develop robust information-processing
mechanisms to maintain performance (Galbraith, 1974). In
the context of media-led events, such as those organized by
The Times of India (TOI), relationship marketing drivers—
including transparency, professional competence, and
communication—serve as these vital mechanisms to reduce
partner uncertainty and enhance satisfaction. Despite the
rapid growth of media-led experiential properties in
emerging markets like India, empirical research examining
the specific drivers of long-term B2B sponsorship loyalty
remains limited. Most existing studies focus on sports or arts
sponsorship, leaving a significant gap in understanding how
operational excellence and transparency influence retention
inthe mediaIP sector.

1.3 Study Rationale and Objectives

The traditional studies reflected to earlier literatures upon RM
in retail and banking, there is a significant research gap
regarding RM drivers within the high-stakes media-event
ecosystem in emerging markets like India. This study
addresses this gap by empirically examining the drivers of
event partnership satisfaction at TOI. By analyzing a
purposive sample of B2B stakeholders ($N=808$), the research
investigates how operational excellence and communicative
clarity influence long-term partnership resonance.

2. Literature Review and Theoretical Framework
2.1Theoretical Foundations

2.1.1Social Exchange Theory (SET)

Social Exchange Theory (SET) serves as the foundational
pillar for understanding long-term partnerships. According
to SET, organizational relationships are built on reciprocal
benefits and perceived fairness (Blau, 1964). In the context of

event sponsorships, partners maintain an association only
|

when the perceived benefits (brand exposure, lead
generation) outweigh the costs and risks involved. While
classic SET focuses on cost-benefit, modern research by
Rahman & Amin (2022) emphasizes that in digital-era media
partnerships, the 'Social Exchange' is increasingly driven by
consistent value-added communication rather than just the
final transaction.

2.1.2Information ProcessingTheory (IPT)

A critical addition to the study of event marketing is
Information Processing Theory (IPT) (Galbraith, 1974). IPT
posits that as the complexity and uncertainty of an
environment increase, an organization must develop robust
information-processing mechanisms to maintain per-
formance.

In the high-stakes ecosystem of media-led events (such as
those at The Times of India), sponsors face high "Information
Uncertainty" regarding logistics, audience quality, and
execution reliability. The study envisages that Relationship
Marketing (RM) drivers—specifically Communicative Clarity
and Functional Standards—function as these vital processing
mechanisms that reduce uncertainty and lead to partner
satisfaction.

2.1.3 Commitment-TrustTheory

As proposed by Morgan and Hunt (1994), trust and
commitment are the central mediators in relationship
marketing. In B2B event collaborations, trust is the "glue" that
allows a sponsor to commit resources to a media house,
believing that the media house will act in the partner's best
interest. In contemporary media branding, Tenenboim &
Cohen (2021) found that transparency is no longer an optional
ethical choice but a strategic necessity; for B2B partners,
transparency acts in the form of substitution for the media
house's overall brand integrity and reliability

2.1.4RMin Modern Contexts

Recent studies in the B2B event sector (Zhang et al., 2023)
suggest that 'Digital Touchpoints' now complement traditional
RM. Furthermore, the shift toward 'Experiential RM' implies
that partners look for immersive value rather than mere
visibility (Kumar & Reinartz, 2022).

2.2 Dimensions of Relationship Marketing in Event
Partnerships

2.2.1 Communicative Clarity and Communication
Communication in RM is defined as the timely, accurate, and
meaningful sharing of information (Ndubisi, 2007). In the
event industry, transparency is not just about sharing news; it
is an uncertainty-reduction tool. Accurate event materials,
proactive updates, and quick query responses are essential
for building the sponsor's confidence in the media partner.

2.2.2Functional Standards and Service Quality
Operational excellence in event management refers to the
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technical competence and smooth execution of promised
deliverables. According to Service-Dominant Logic (Vargo &
Lusch, 2004), value is co-created during the event. If the
operational execution (staff availability, technical support,
issue resolution) is flawed, the relationship quality diminishes
regardless of the media house's brand size.

In the post-pandemic landscape, 'Service Resilience' has
emerged as a key component of professionalism.Research by
Nguyen & Mutum (2024) indicates that a partner's loyalty is
now heavily influenced by an organization's ability to manage
logistical disruptions in real-time.

2.2.3Trustand Integrity

Trust in B2B partnerships is the belief that the partner is
reliable and possesses integrity. In media partnerships, this
involves honest dealings, keeping promises regarding
"deliverables" (like logo placement or VIP access), and acting
in the sponsor's best interest rather than just maximizing the
media house's profit.

2.3 Partnership Satisfaction and Future Intent

2.3.1 Event Partnership Satisfaction

Satisfaction is a summative assessment of the business
experience. Based on Expectation-Confirmation Theory
(Oliver, 1999), satisfaction occurs when the actual event
performance satisfies or dissatisfies the sponsor's initial
expectations.

2.3.2 Future Sponsorship Intent (Loyalty)

In a B2B context,loyalty is characterized by the intent to renew
contracts and a preference for a specific media partner over
competitors. Research consistently shows that satisfaction,
driven by professionalism and trust, is the strongest predictor
of repeat sponsorship (Zboja &Voorhees, 2020).

2.4 Conceptual Model and Hypotheses Development
Based on the synthesis of Relationship Marketing (RM)
principles and Information Processing Theory (IPT), this
study proposes a conceptual framework where organizational
drivers act as uncertainty-reduction mechanisms that directly
influence partnership outcomes.

2.4.1 Communicative Clarity and Partner Satisfaction
(H1)

Information Processing Theory (Galbraith, 1974) posits thatas
environmental complexity increases, the "Information Gap"
leads to strategic anxiety. In the event industry, sponsors often
face "Asymmetric Information" regarding audience metrics
and logistics. We argue that data openness (timely updates,
clear data, and accurate materials) functions as a processing
mechanism that fills this gap. When sponsors feel well-
informed, their perceived risk decreases, leading to higher
cognitive satisfaction.

« Hl: Data openness significantly and positively influences

Event Partnership Satisfaction.

2.4.2 Functional Standards and Future Sponsorship Intent
(H2)

While brand reputation may attract a sponsor initially,
retention is driven by Functional Standards. In the Service-
Dominant Logic (Vargo & Lusch, 2004), value is co-created
during the execution phase. If the technical aspects, staff
responsiveness, and issue resolution are handled with high
competence, the sponsor perceives high relationship value.
The study initially analysis opines that for B2B partners at The
Times of India, the "smoothness" of execution is a stronger
predictor of contract renewal than previous experience
alone.

» H2:Functional Standards is a primary positive predictor ofa

partner's Future Sponsorship Intent (Loyalty).

2.4.3Trustand Sponsorship Loyalty (H3)
Trust is the cornerstone of long-term B2B partnerships.
According to Commitment-Trust Theory (Morgan & Hunt,

1994),In a professional alliance, trust is established when one
entity maintains firm belief in the consistency and ethical
character of their collaborator. In the context of event
marketing, when a sponsor trusts the media house's ability to
deliver audience reach and brand alignment, the perceived
risk of the investment decreases.

Unlike simple transactions, event partnerships are

"experience-heavy" and require high levels of mutual

confidence. Therefore, it is posited that a high level of trust

directly leads to a higher probability of contract renewal and

brand advocacy.

« H3: Higher levels of institutional confidence (Trust) will
lead to a noteworthy increase in the likelihood of
partnership renewal (Loyalty).

2.4.4 Acquired Utility and Future Intent (H4)

Acquired utility represents the trade-off between the benefits
gained from the event and the costs incurred by the sponsor.
In high-stakes B2B environments, even if execution is
professional, the partnership must demonstrate a clear
Return on Investment (ROI) to justify renewal.

* H4: Acquired utility positively influences Future

Sponsorship Intent (Loyalty).

Based on the hypotheses developed above, the following
conceptual framework (Figure 2.1) illustrates the proposed
relationships between the independent variables, the
mediating role of trust, and the ultimate dependent variable
ofloyalty.

Information
Transparency

Operational “ Trust Future Sponsorship
Professionalism — ——— X" ritenit

Perceived Value

Figure 2.1: Conceptual Framework

The conceptual framework for this study is grounded in the
integration of Information Processing Theory (IPT) and
Commitment-Trust Theory. The architecture of this research
evaluates how various foundational factors—specifically the
clarity of shared data, the caliber of professional execution,
and the recognized benefits—function in tandem with the
relational strength of trust to shape long-term dedication
(Future Sponsorship Intent). This configuration enables a
detailed exploration of how the combination of functional
high-performance and emotional security fosters enduring
B2Balliances.

Independent Variables (The Drivers): Communicative clarity

and Functional Standards serve as the primary signals of

reliability. Acquired utilityis included as a critical economic
driver to account for the ROI-driven nature of corporate
sponsorships.

1. The Mediating Mechanism (Trust): Consistent with
Morgan and Hunt (1994), the model suggests that these
drivers do not just lead to loyalty directly; they first build
Trust. Trust acts as the "psychological bridge" that
transforms a single successful event into a long-term
partnership.

2. The Dependent Variable (Loyalty): The ultimate
outcome of the model is Future Sponsorship Intent
(Loyalty). This represents the partner's willingness to
renew contracts and provide positive word-of-mouth
within the industry, which is the primary goal for The
Times ofIndia's experiential IPs.

3. Research Methodology
3.1 Research Philosophy and Design

This study adopts a positivist research philosophy, utilizing a
|
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deductive approach to test existing theories of Relationship
Marketing (RM) and Information Processing (IPT). The
research design is quantitative and cross-sectional, providing
a "snapshot" of partner perceptions. This design was chosen
to allow for the use of Multivariate Regression Analysis, which
is essential for identifying the specific weight of different
relationship drivers.

3.2Target Population and Purposive Sampling

Unlike general consumer studies, this research targets a

specialized B2B (Business-to-Business) audience.

*+ The Population: The study focuses on corporate
sponsors and brand partners of The Times of India (TOI)
who have participated in experiential events (e.g., Times
of Pujo,Times Sharad Shrestha).

+ Sampling Technique: A Purposive (Judgmental)
Sampling technique was employed. This ensures that only
respondents with direct decision-making authority or
involvement in the partnership were included.

* Sample Size (N=80): Despite the participant count being
N=80, it remains statistically appropriate for regression
modeling, as the data-to-predictor ratio surpasses the
15:1 benchmark recommended in established literature
(Hair et al., 2018). Furthermore, given the specialized B2B
environment of media branding, this sample represents a
substantial portion of the sector's primary decision-
makers.

3.3The Research Instrument (Measurement Scales)

The primary data was collected via a structured

questionnaire. To ensure Construct Validity, the survey was

divided into thematic sections based on established

academicscales:

1. Communicative Clarity: 4 items adapted from Ndubisi
(2007) focusing on accuracy and timeliness.

2. Functional Standards: 8 items developed to measure
technical competence and execution "smoothness."

3. Trust & Reliability: 4 items adapted from the
Commitment-Trust Theory (Morgan & Hunt, 1994).

4. Loyalty & Future Intent: 3 items based on Oliver's (1999)
loyalty framework.

The survey instrument utilized a five-point Likert scale,
ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).The
reliability of the constructs was confirmed via Cronbach's
Alpha,with all values exceeding the 0.70 threshold.

3.4 Data Analysis Strategy and MeasurementValidation
To ensure the empirical rigor of the findings, the data analysis
was conducted in three distinct phases using IBM SPSS v.26.

3.4.1 Measurement Model Assessment

Before testing the hypotheses, the reliability and validity of

the constructs were established:

* Reliability: Internal consistency was evaluated using
Cronbach's Alpha. Following Nunnally (1978), a threshold
of >0.70 was set to ensure the items consistently measured
their respective constructs.

* ConstructValidity: To assess the suitability of the data for
factor analysis, the Kaiser-Meyer-Olkin (KMO) measure of
sampling adequacy and Bartlett's Test of Sphericity were
performed. AKMO value >0.70 and a significant Bartlett's
test (p <0.001) were required to proceed.

3.4.2 Regression Assumptions and Diagnostics

To prevent statistical bias, the four classical assumptions of

Multiple Linear Regression were tested:

1. Normality: Assessed via P-P plots and Shapiro-Wilk
tests.

2. Linearity: Confirmed through scatter plot analysis
betweenindependent and dependent variables.

3. Multicollinearity: As per the reviewer's requirement,
the Variance Inflation Factor (VIF) was calculated for all
predictors. Values below 3.0 were established as the

cutoff to ensure that independent variables were not
|

overly correlated.

4. Autocorrelation: The Durbin-Watson statistic was
monitored to ensure independence of residuals, with a
target value near 2.0.

3.4.3 HypothesisTesting

The study utilized Multiple Linear Regression (MLR) to
determine the predictive weight ($\beta$) of data openness,
Functional Standards, and Acquired utility on Future Loyalty
Intent. The model fit was determined by the Coefficient of
Determination (R) and the Adjusted R’,which accounts for the
number of predictors in the model.

4.DATA ANALYSIS AND RESULTS

4.1 Measurement Model: Reliability and Validity

Before testing the hypotheses, the internal consistency of the
constructs was evaluated using Cronbach's Alpha (7). As
shown in Table 4.1, all major constructs—Data Openness,
Functional Standards, Trust, and Loyalty—exceeded the
recommended threshold of 0.70 (Nunnally, 1978).

Table 4.1: Construct Reliability and Descriptive Statistics

Construct Items |Mean |Std.Dev |Cronbach'sa
Communicative (4 4.12 0.65 0.921

clarity

Functional 8 3.95 0.72 0.851
Standards

Trust & 4 4.25 0.58 0.927
Reliability

Future Loyalty |3 4.15 0.69 0.864

Intent

Interpretation

The reliability analysis demonstrates that the research
instrument possesses high internal consistency. The
Cronbach's Alpha (o) values for all constructs (ranging from
0.85 to 0.93) significantly exceed the threshold of 0.70
established by Nunnally (1978). Specifically, the
Communicative Clarity (o = 0.92$) and Trust (o = 0.93%)
constructs show exceptional reliability, suggesting that the
survey items used to measure these drivers were clearly
understood by the B2B partners and provided a stable
measurement of their perceptions.

4.2 Correlation Analysis

To evaluate the degree of association between the identified
Relationship Marketing (RM) drivers and partner outcomes, a
Pearson Correlation analysis was performed. All variables
showed strong, positive, and statistically significant
correlations (p <0.01).

Table 4.2:Inter-Construct Correlation Matrix (N=80)
Variables 1 2 3 4 5
1. Info Transparency 1
2. Functional Standards 0.65%*| 1
3. Acquired Utility 0.58**|0.70%* |1
4. Trust 0.72*%%|0.81%%|0.75%*|1
5. Future Loyalty Intent 0.80%*|0.85%*|0.82%*|0.88%%* 1
Note: ** Correlation is significant at the 0.01 level (2-tailed).

Interpretation

The Pearson Correlation results reveal strong, positive, and

statistically significant relationships between allindependent

variables and the dependent variable (Future Loyalty Intent).

1. Functional Standards shows the strongest association with
Loyalty Intent (r = 0.85, p < 0.01), indicating that as the
perceived competence of TOI staff and execution
smoothness increases, the partner's intent to renew their
contract increases significantly.

2. Communicative Clarity also correlates highly with
Loyalty (r = 0.80), confirming that data accuracy and
timely communication are critical for long-term retention.

3. The moderate-to-high correlations between the
independent variables (r < 0.90) suggest that while the
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RM drivers are related, they represent distinct
organizational functions, thus satisfying the requirement
for discriminant validity.

4.3 Hypothesis Testing (Multiple Regression Analysis)

To test H, and H,, a Multiple Linear Regression was performed
with Future Loyalty Intent as the dependent variable. The
model was highly significant (F = 60.23, p < .001) and
explained 76.3% of the total variance (R*=0.763$).

Table 4.3:Regression Coefficients (Predicting Loyalty)

Predictor Unstandar|Std. |Standar |t- Sig. |VIF
Variables -dized B |Error|-dized p|value|(p)
(Constant) 0.412 0.222-- 1.85 |0.068 |--
Functional 0.54 0.15 |0.8589 |3.605|0.001%|1.42
Standards

Acquired 0.285 0.112/0.324 |2.527|0.014*1.38
Utility

Communicative| 0.095 0.108/0.109 |0.882|0.381 |1.55
Clarity

Model Fit Metrics:

R%:0.763

AdjustedR*:0.751

F-statistic:60.23 (p <0.001)

Durbin-Watson:1.88

DependentVariable:Future Sponsorship Intent (Loyalty)

Findings: The data strongly supports H2. Functional
Standards emerged as the single most powerful driver of
future partnership intent. This proves that for The Times of
India, technical execution and staff responsiveness are the
primary factors that secure long-term sponsor retention.

Interpretation

The results of the Multiple Linear Regression provide the

statistical basis for testing the proposed hypotheses. The

model summary indicates a high degree of predictive power,
with an R? value of 0.763, meaning that the independent
variables (Data Openness), Functional Standards, and

Acquired Utility) collectively explain 76.3% of the variance in

Future Loyalty Intent.

*  Multicollinearity (VIF): "Variance Inflation Factor (VIF)
values for all predictors were below 3.0, indicating that
multicollinearity does not bias the results."

+ BRutocorrelation: "The Durbin-Watson statistic was near
2.0, confirming the independence of residuals.

1. Hypothesis 1 (Communicative Clarity): While the
correlation was strong, the regression coefficient (f=
0.109, p > 0.05%) indicates that transparency alone, when
controlled for other factors, is not the primary driver of
loyalty.This suggests that while transparency is necessary,
itis not sufficient to guarantee contract renewal.

2. Hypothesis 2 (Functional Standards): This hypothesis
received strong empirical support.With a Beta coefficient
of 0.589 (p < 0.001), Functional Standards is the most
significant predictor in the model. This implies that for
every l-unit increase in the perceived professionalism of
TOI's execution, partner loyalty increases by 0.589 units.

3. Hypothesis 3 (Acquired Utility): This was also
supported (B = 0.324, p < 0.08), confirming that the
tangible ROI (Return on Investment) perceived by the
sponsor remains a critical secondary driver of the
relationship.

5. DISCUSSION, IMPLICATIONS, AND CONCLUSION
5.1Discussion of Findings

The primary objective of this study was to identify the drivers
of relationship marketing that most significantly impact B2B
event partnership satisfaction and loyalty at The Times of
India. The empirical results offer several groundbreaking
insights into the modern B2B event ecosystem.

5.1.1 Professionalism as a Strategic Uncertainty-Re-

duction Tool

The overwhelming impact of Functional Standards ( =0.589,
p<0.001) confirms the core tenet of Information Processing
Theory (IPT). In the chaotic and high-stakes environment of
large-scale cultural events like Times of Pujo, sponsors
operate under extreme "Information Uncertainty." Our
findings suggest that partners do not value "brand talk" as
much as they value execution certainty. Professionalism—
defined by staff competence, technical reliability, and
"smoothness" of delivery—acts as the ultimate uncertainty-
reduction mechanism. This aligns with the "Service
Resilience" model proposed by Nguyen and Mutum (2024),
which suggests that in post-pandemic B2B settings, the ability
to manage logistical disruptions in real-time is the primary
builder of trust.

5.1.2The Evolution from Transactional to Transformative
RM

Our results further reflect the theoretical evolution identified
by Zhang, Watson, and Palmatier (2023), who argue that
Relationship Marketing (RM) has moved from a simple
retention tool to a "Transformative" framework. For The Times
of India, this transformation is manifest in how operational
competence creates a "lock-in" effect. When TOI
demonstrates high professionalism, the relationship moves
beyond a mere contract into a strategic alliance where the
media house acts as a reliable extension of the sponsor's
brandteam.

5.1.3 Transparency: A Hygiene Factor, Not a Competitive
Advantage

Interestingly, while communicative clarity showed a high
correlation with loyalty (r=0.80), its impact was marginalized
in the final regression model when Professionalism was
present. This indicates that for elite B2B partners, trans-
parency is a "Hygiene Factor"—a minimum requirement for
entry—rather than a "Competitive Advantage." While
sponsors demand the strategic transparency described by
Tenenboim and Cohen (2021) as a proxy for brand integrity,
they ultimately base their renewal decisions on the tangible,
professional execution of the event itself.

5.2Theoretical Implications

This research contributes to the literature on Relationship

Marketing (RM) in three ways:

1. Contextual Expansion: It moves RM research from
traditional sectors like banking and retail into the under-
studied Media-led Event sector.

2. Theoretical Integration: By successfully applying IPT to
event marketing, this study provides a new lens to view
B2B relationships as "Information-Risk Management"
systems.

3. B2B Logic: It reinforces the Service-Dominant Logic,
proving that in experiential marketing, the "service
process" (Professionalism) is the actual product being
sold.

5.3 Research Contributions

This research offers three primary contributions to the field:

1. Theoretical Extension:

a) Conceptual Broadening: This work shifts relationship
marketing inquiry from conventional fields like financial
services into the intensive, high-stakes domain of media-
driven events.

b) Framework Synthesis: By successfully merging
Information Processing Theory with event marketing, the
study offers a novel perspective on B2B collaborations as
systems for managing informational risk.

2. Framework Integration: By applying Information
Processing Theory (IPT) to event marketing, it provides a
new lens to view B2B partnerships as "Information-Risk
Management" systems.

3. Emerging Market Evidence: It provides rare empirical

data from the Indian media landscape, specifically
|
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regarding how operational excellence drives
"transformative" rather than just "transactional"
relationships.

5.3 Managerial Implications (Recommendations for TOI)
Based on the results, The Times of India management should
consider the following:

+ InvestinFront-line Competence: Since Professionalism
is the #1 driver ofloyalty, TOI should prioritize the training
of on-ground event coordinators and relationship
managers. Their technical competence is the brand's
strongest retention tool.

+ Standardize Execution Protocols: To reduce partner
uncertainty, TOI should implement standardized
"Execution Dashboards" that give sponsors real-time
visibility into logistical milestones, moving beyond
simple communication to "demonstrated professiona-
lism."

* Focus on Value Co-creation: Rather than selling "logo
space," TOI should focus on "Value Perception," asit was a
significant predictor of loyalty (§ =0.324).

5.4 Limitations and Future Research

While this study provides significant insights, it is subject to
several limitations. One primary constraint involves the
participant pool (N=80), which, while sufficient for analysis, is
concentrated within the Kolkata market. This may limit the
ability to generalize these results to significantly different
media landscapes. Additionally, the study's one-time data
collection approach provides a momentary 'snapshot' of
perceptions rather than tracking loyalty shifts over a longer
period.

Most importantly, regarding the theoretical model, while this
study confirms a strong correlation between Trust and Loyalty
(r=0.88), it did not formally execute a mediation analysis.
Future research should utilize Structural Equation Modelling
(SEM) or the Hayes PROCESS Macro to formally test Trust as a
mediator between organizational communication and
partnership resonance, as suggested by the initial
correlational findings. Additionally, researchers could
explore the impact of self-reported bias by incorporating
objective performance data from media houses.

5.5 CONCLUSION

In conclusion, the study proves that in the world of high-value
media partnerships, the "Relationship" is built on the
foundation of Operational Excellence. While trust and
transparency are vital, the ability of a media house to execute
complex events with professional precision is what ultimately
secures long-term loyalty. By bridging the gap between
theory and practice, this study provides a roadmap for media
organizations to thrive in the competitive experiential
marketing landscape.
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