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ABSTRACT

The role of culture in the development of international buyer/seller relationships has
attracted the attention of academics and practitioners in marketing and management
(for example, Adler 1997; Dabholkar, Johnston & Cathey 1994; Hofstede 1994; Soutar,
Grainger & Hedges 1999). This paper examines the role of national culture and
stereotyping in the development of a potential buyer/seller relationship, that is, their
influence at the early development stage of the relationship. Australia, Ireland and
Sngapore were the three countries chosen for the study. A two-stage methodology
involved convergent interviews and a survey to determine the impact of cultural
stereotyping on the buyer/seller relationship across these three countries. In the
preliminary findings, respondents said that stereotypes were present at the early stage
of the relationship and could hinder the later progress of the potential partnership.
These findings are the focus of this paper and were used in the second stage
methodology of a survey. Implications of these findings are that even though
international trade is becoming the norm for some countries, marketing practitioners
still need to be mindful of stereotypes when developing relationships with their buying
and sdlling agents.

INTRODUCTION

Understanding of business relaionships has increased through models and frameworks
in the literature (for example, Anderson & Narus 1990; Dwyer, Schurr & Oh 1987;
Gronroos 1994; Wilson 1995). These contributions have provided distinctions between
transactions and relaionships, and the dages through which rdationships move.
However, usudly only one sde of a reationship dyad has been examined (Ambler &
Styles 2000; Rinehart & Page 1992), and the differences between the two sides of the
dyad will be most important in the ealy sage of a rdationship because ‘working
procedures will not have been established. Research about the impact of culture and
dereotyping in this early devedopment stage of a rdaionship and international business
needs more attention (Burns, Myers & Kakabadse 1995; Zaidman 2000).

Thus, the purpose of this research is to examine the effect of cultura sereotyping on
internationa business relaionships from the points of view of the buyer and the sdler,
a the early devdopment stage of the rdationship. Essentidly, | argue that buyers and
slers enter potentia  partnerships with severd, inter-related preconceived notions or
dereotypes of the other paty. These may be associated with the other’s company



reputation, their past experiences in international markets or ther culture a a nationd
leve.

This research is important for two ressons - the dtage of the rdationship that is
examined and the effect of culturd Sereotyping on that stage.  Although research has
been carried out on established reationships about congtructs such as commitment, trust
(for example, Doney & Cannon 1997; Ganesan 1994; Morgan & Hunt 1994),
dependence (for example, Heide 1994; Rinehat & Page 1992), and culture (for
example, Dabholkar, Johnston & Cathey 1994; Ford 1984; Schultz, Evans & Good
1999), less research has focussed on the initial stage of the relationship. Moreover, the
under-researched impact of culturd sereotyping on this stage of the relaionship and on
the reationship’'s future posshilities, will be examined. This paper is presented in four
sections.  The firg section discusses the research problem in more detall. Next, the
methodology for this research is presented.  Findly, the prdiminary findings and
proposed implications are discussed.

RESEARCH PROBLEM

Although culture has been a point of focus for much research within the disciplines of
marketing and management, for example, the country-of-origin effect on products
(Samiee 1994) - there has been little atention given to the combined effects of culture
and dereotyping on a business rdationship (for example, Miller 1999). In particular,
there has been no examinaion of this combined effect a the early development stage of
the relationship and from both sdes of the dyad (for example, Ahmed, Paiterson &
Styles 1999; Conway & Swift 2000).

A theoretical framework was developed for this research from the literature that linked
culture, Stereotyping and reaionship marketing for both the buyer and sdler in a
business-to-business market, and is shown in Figure 1. That is, the framework proposes
the buyer or sdler's background (of early-relationd trust and experience) influences
culturd stereotyping (based on beliefs about one's own culture and the other’s culture),
which in turn influences the environment of theinitid relaionship.



Figure 1 Conceptual model for thisresearch (only the buyer represented here because the seller isareflection)
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This in turn determines whether this early dage leads to future anticipated interactions
or not. Further, it proposes that the three areas of background (first two boxes in Figure
1), culturd dereotyping (dotted area in Figure 1) and the rdationd environment (find
four boxes in Figure 1) affect the possbility of future transactions between the buyer
and sdler with the organisations (ovd in Figure 1). That is, these three aress influence
both the buyer and the sdller during their initil mesting.

This theoreticd framework was drawvn mogtly from North American and European
sources that have examined the later development and adaptation stage, and relationd
continuity and maintenance stage of the relationship. In contras, this research examines
the rdationship within the context of Irdand, Audrdia and Sngepore a the early
development dsage.  Although some variables were adapted for this research's
framework from the literature such as reputation and comparison leve of dternatives,
other variables were developed in the first stage of this research such as early reationd
trust, and belief about another’s and one's own culture.

METHODOLOGY

This research focuses on how cultura Stereotyping affects the early development stage
of internationd buyer/sdler rdationships, with paticular reference to  Audrdia,
Singapore and Irdand. These three countries are of Europe and Orienta backgrounds,
and were indeed chosen because d ther contrasting cultures as shown by ther different
indices in Hofstede (1994). Moreover, they speak English so that the research can focus
on culture without a language filter. Further, their backgrounds are diverse - European
and Orientd - and there has been increasing trade between these countries in the last
five years (AUSTRADE 1999).

A two-gage methodology was used to collect the data.  Both quditative and quantitative
research methods have been used for this research. Quadlitative methods in the firg
dage helped to confirm or disconfirm a modd that had been introduced tentetively
developed in a ‘pre-paradigmatic’ field (Miles & Huberman 1994). In the second stage,
the researcher used quantitative research methods to test the mode’s applicability in a
larger representative sample. Both methods used purposeful sampling to  sdect
respondents with appropriate international experience (Patton 1990).  Respondents
included busness individuds from Audrdia, Irdand and Singapore, as noted above.



The focus groups were used to capture any dynamic, group aspects of Stereotyping
(Stewart & Shamdasani 1990). The convergent interviews were used to confirm,
disconfirm or extend the findings of the focus groups with individuals (Carson et 4.
2001). These methods helped establish Figure 1 and to develop scaes for the survey of
the second stage discussed briefly in this section.

In more detall, the firs stage was made up of focus groups and convergent interviews.

On the one hand, focus group methodology used groups of 6-10 people to generate
ideas about a researcher’s topic. This ability to discuss and query in a group Situation
was one of the strengths of focus groups and provided these groups with the tools to
improve the qudity of the ideas generated (Carson et a. 2001). For this paper, focus
groups provided opportunities for participants to interact and react to other's bdliefs,
and to develop questions for the second part of convergent interviews (Table 3). This
group interaction was important because the purpose was to examine the effect of
individua’s beliefs dout others on others and their experiences of internationd
marketing.

Next, convergent interviewing was used to explore an individud’s perceptions and
beliefs about a topic, n a more structured and progressve way. That is, each interview
built on the next to converge on important research issues (Nar & Riege 1995).
Convergence occurred when agreements had been unearthed and/or disagreements
could be explained. In this way, the early interviews were loosely structured.  This gave
the interviewer information about the individud’'s beiefs on the topic of interest, which
was then used for the next interview (Rao & Perry 2002). In turn, the later interviews
were more structured.

These convergent interviews were appropriate for this research for three reasons - they
were a way of quickly converging on issues important to the research in question, they
were an efficent way of andysng the data for each interview, and this method of
interviewing alowed the researcher to determine when to stop collecting data (Rao &
Perry 2002). Andyss of each interview's data provided the researcher with a summary
of progressive results thusfar.

The power of this technique is tha it is ungtructured in its content, structured and
didectica in its process. That is, the points of convergence and divergence were
examined after each interview, which helped deveop the quedtions for the next



interview. This process is illugrated in Table 3 where the early interviewees did not
answver as many questions as the later ones did, because they were not asked some of
them. The flexibility of convergent interviewing aises out of this continuous
refinement of content and process. These convergent interviews indicated when a
aufficient number of interviews had been reached, that is convergence on a lig of
emergent issues about stereotyping occurred, as defined above. In brief, Table 3 was
generated from the focus groups and convergent interviews and in turn is the bags for
discusson in the findings section.

The second stage of the methodology was dso in two parts — scale development and a
survey. These two parts are mentioned only briefly here because this paper’s focus is
on theory building thet led to Figure 1, and theory testing will be consdered later.
Scdes were devdoped for the four congructs under the heading of ‘culturd
derectyping shown in Figure 1. The fird stage methodology provided al possble
items to measure these four congdructs. Further scae development was carried out in
two steps (Churchill 1979; Flynn & Pearcy 2001).

The fird gep in pat one of the second stage involved asking 12 representative
respondents to assign items to the congtructs by associating terms (Anderson & Gerbing
1991). Table 1 shows, for example, which of the three countries could be measured
with the item of ‘domedtic focus. Then, subgtantive vdidity tests were conducted to
asess Whether the measures reflected the condructs in question (Anderson & Gerbing
1991) (shown in Table 2). In turn, these purification tests helped the researcher to
determine items for dimination. The next sep involved a larger group of respondents
who, again, assgned items to the podted condructs. This time a confirmatory factor
andyss was caried out to confirm the items measured the congtruct (Hynn & Pearcy
2001; Rosster 2001). Findly, these items were inserted into a survey in question form.
In brief, the framework of Figure 1 has been carefully established.



Table 1 Example of responsesfor scale development

Constructs, items or
measur es

Ausralia

Singapore

Irdland

Westernised

Trustworthy

Friendly

*| *| k| *

Easy-going

Domedtic focus

Arrogant

Time sengtive

*

Neutrd

Individudly focussed

Forma business people

Pragmatic

Aggressive

Globally focussed

Inflexible to change

¥ %] ¥| ¥ *| *

Honest

Price oriented

Group focus

Effident

Educated

Cut and dried

Informal business people

Note * indicates item attributed to construct.

Source: analysis fromfield data.

discuses the magor findings from these quditative research methods, which are dso
identified in Table 3. This table highlights the findings particularly appropriate for this
research. Essentidly, | found that the framework of Figure 1 was gppropriate because

RESULTS
Return to the fird, quditative stage of this establishment in more detal.

of itstreatment of trust, background and stereotyping.

This section



Constructs Company characterittics Individua characterigtics Assessment indices
Industry identity Reputation of Early relationd Ingroup Ne Ne- No
of thefirm thefirm trust perception: = — Cov =——
I[temsor measures similarity of N N
other to you
Honesty 0 8 3 1 0.67 042
Possess language of industry/product 10 1 0 1 0.83 0.75
Company product/service portfolio 6 3 2 0 054 0.27
Reiance 1 6 5 0 0.50 0.08
Qudlity of product/service 3 7 0 2 0.58 0.33
Similarity of socid culture 1 0 4 7 0.58 0.25
Business ethics 0 8 2 2 0.67 0.50
Size of company 10 2 0 0 0.83 0.67
Reputable brand/name 3 7 2 0 0.58 0.33
Industry experience 4 4 2 2 - 0
Payment history 1 7 4 0 0.58 0.25
Reciprocity 0 1 9 2 0.75 0.58
Business culture 2 1 1 8 0.67 0.5
Presencein the industry 10 1 1 0 0.83 0.75
Credibility 1 10 1 0 0.83 0.75
Expectations 2 5 4 1 042 0.08
Word of mouth 0 4 6 2 0.50 0.17
Confidence 0 4 4 4 - 0
Business experience of other 1 2 5 4 0.42 0.08
Size of transaction 4 1 2 5 0.42 0.08
Nationdity 3 0 4 5 042 0.08
Perception of other individua 0 0 5 6 054 0.09
Negotiaion kills 0 3 3 6 0.50 0.25

Key Psa = proportion of substantive agreement
N = total number of respondents

Csv = Substantive vaidity coefficient

ne = number of respondents assigning item to construct

Ny = highest number of assignments of the item to any other construct in the set




Trust. Ovedl, thee prdiminay findings offer assstance in the undergtanding of this
dage of the reationship and of international busness buyer/sdlers negotiations.  Firdly,
comments made during the focus groups and interviews suggest that the factors
conddered when entering a foreign market or international negotiations are different to
those that are consdered later in the reationship. Incidentdly, these findings about
factors were relevant whether the person involved was a buyer or a sdler.  Although
past literature has identified established reationship factors such as commitment and
trust (for example, Morgan & Hunt 1994; Ramsey & Sohi 1997), there has been little
evidence of how they are consdered at this early stage. For example, trust emerged as
an esentid component when in the early development stage of any rdationship.  As
one participant said, ‘...someone has to show trugt first to build the rlaionship. If that
doesn't happen, it stays redtricted and its hard to do busness like that on an ornrgoing
bass’ Thus, early rdationd trust should remain in the initid theoretical framework.

Indeed, this early rediond trust can be the foundaion on which the rdaionship is
built. For example, “trust is very important and | think before you get to this stage
[culturd dereotyping], to be able to understand that, they have to be able to trust
you...” and “...you have to trus each other if you want to develop this relationship”.
Respondents agreed that this was an important aspect in the initid phases of the
relationship (totad column at top of Table 3).

Cultural background and experiences. Previous literature has suggested that a smilar
culturd background would ad in the devdopment of the reaionships (for example,
Conway & Swift 2000; Hetcher 1996). However, the prdiminary findings suggested
otherwise. Indeed, one paticipant from Audrdia sad that he would not do busness
with the British agan because “they were the most untrustworthy [business

counterparts] you can get”.



Table 3 Preliminary findings from convergent interviews and focus groups of particular relevance to this research’ s theoretical framework.

Interviewee | FG1 | cl1 | clz| a3 | ca| cas| ce | a7 | c8 | C19 | FG2 | Totd
Elements of framework Sample constructs of element agee
Background Product/market demand 4 4 4 4 v v 4 4 4 4 4 11
Market research - - - v v v v v v v v 8
Company research v v v v v v v v v v v 11
Assess competition v v - v v v v v v v - 9
Culturd awareness v v v v v v v v v v v 11
Business practices - v - v v v v v v v v 9
Ealy-rdationd trust H H v v H |V v H H H H 11
Past experiences (internationa and domestic) v v v v v v v v v v v 11
Industry identity Qudlity of product/service v b b nc | v Hb - v v v v 9
Portfolio of company - - - v n'c b - v v - v 5
Reputable brand - - v v v v - v v v v 8
Industry experience - v v v v v v v v v v 10
Payment history v v v v v v v v v v v 11
Language of industry v v v v v v - v v v v 10
Beliefs about other/own culture Smilar culturd background 4 - 4 X X nn | nn| nn| nn| | nn 2
Examples of perceptions Australia— domestic focus - v - v 4 v v - v - v 7
Singgpore— westernised - v v - v v - - v v v 7
Irdland — friendly - v - - v v v v v - - 6
Environment Face-to-face mesting to begin business - v nc | v v H H H H H H 9
Comparison leve of dternaives Number of options (competitors) v v v v v v v v v v - 10
Reputation of other company Honesty - v v v v v v v v v v 10
Reputation of company v v nc | v v H - v v v H 9
Reciprocity - 4 b |V v H | v v v v v 10
Power and importance Size of transection ($) X | v v v v v - | v v v - 8
Ability to meet demand v H - |V H | v v v H | v - 9
Key FG focusgroups Cl convergent interviews
v mentioned/agree - not mentioned  H strong agreement X disgree n/n not necessarily afactor b buyer'sconcern  n/c not considered

afactor
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Another respondent told of a sory that led his company into a foreign market before
they could operate domestically, smply because the home market wanted evidence that
the product sold overseas. That market needed more reasons to support the company
than just that it was a company from ther ‘homeand’. Indeed, some business
executives have been reported entering markets that may not be defined as culturdly
gmilar to ther own but because they have a family or friend connection there or
because they spesk the language. Thus, culturd smilarity was not necessarily a factor
that made internationd trade easer (totad column in middle of Table 3).

In turn, past experiences and perceptions held about other cultures are suggested to
affect the success of internationd trade negotiations.  Firdly, these experiences can be
postive or negative and can have a dSgnificant effect on the future of the transaction.
For example, one respondent made the comment that “past experience would affect you
going into markets again or where you go...”. Others said that “bad experiences can
burn them and prevent them from going back in” and “you use your previous experience
in that region and check out that agent on (certain) conditions’. Furthermore, these
experiences did not only sem from past busness with internationa markets, individuas
aso drew on persond experiences outsde the business context — “you may have had no
experience from international markets but you may have had some experience with
people from other countries. International experience doesn't necessarily have to be a
market specific experience.” (shown at top of Table 3).

Cultural stereotypes. Congder cultura dereotypes next, that is, perceptions and
preconcelved ideas hed about other cultures in internationd markets.  Individuas did
hold preconcelved ideas about different cultures and these ideas could hinder future
busness with the organisation in question.  Moreover, most were aware of the
preconceptions held by individuas but dso esch busness individud should enter a
transaction mindful of the other's culture and their own preconceived ideas held about
that culture. One respondent said, “if you dlow it to become an issue then you're just
cooked. You can either confirm his [buyer's initid perceptions of you being an
arrogant group of people or you can have him say that this guy is somewhat different
that what | expected.” Smilarly, another interviewee mentioned, “I do think that we do
have preconceptions but if you're aware of this then it doesn’t become an issue’.

-11 -



In turn, these preconcelved notions could stunt the progress of the interaction or
relaionship, for example, “preconceived ideas can cloud judgement and jeopardise
future business rdationships...” Furthermore, these perceptions were present only at
the beginning stages of the transaction. Respondents stressed that these preconceived
ideas disspated once trust and a relationship were developed between parties. These
comments have supported the framework that will be tested in the second stage of the
methodol ogy.

Findly, thee was a shared undersanding of what culture is in busness in the
convergent interviews. Not only did respondents use smilar words and phrases to
describe what they understood as culture, but they aso differentiated between a socid
or country culture and a business culture. That is, both socid culture and business
culture to be important when deding internationdly. For example, one respondent
acknowledged that “the way people see you socidly and business wise is important and
you have to give 100 per cent to both. If you fal on one and are successful on another
then it won't work. They've both got to work.” Others distinguished between the
socid or country aspects of culture that included rdigion, food, the way one thinks, for
example, and the busness aspects of culture that included gestures, sense of time and
how these social aspects affected the business culture.

Broadly, this firsd stage methodology indicated support for the theoreticd framework
and uncovered items that can be used in the survey. Respondents provided feedback on
the modd in Figure 1 indicating that it was a sound one. For example, a focus group
participant said, “If you're looking at building a relationship or a number of transactions
over time then wha you have here and what we've been taking about is totdly
rdlevant. | think it gpplies to the view of building relaionships’. Another respondent
confirmed that the modd ‘put t [the process] nicdy’. In brief, the respondents believed
that the modd was comprehensve and illustrated the process well.

Implicationsfor practiceand policy

Findings will help marketing practitioners in therr training or indructiond techniques
for their buying and sdling agents.  Furthermore, globa and domedtic firms will be able
to use these findings to improve ther negotiaing power and accuracy in the
international market in order to gain competitive advantage over the current market. In

turn, government trade organisations will be adle to use the findings rdated to culturd
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dereotypes, with a view to modifying or changing these perceptions, and thus enhance
trade relations between these three countries.

Implications for further research include extending the ressarch beyond the limitations
of the three countries of this research and integrating cultural Stereotyping into other
dages of reationship marketing models. Of course, the second, survey stage will dso
extend the anaytic generalisation of the first stage described here (Yin 1994).

CONCLUSION
In concluson, there is little research about the interaction between culture and
dereotyping a the initid stage of the internationd business reationship.  This paper has
presented the prediminary findings for this reserch and indicated tha culturd
dereotypes do exis and can hinder future transactions.  This research will further
extend these findings to a larger population and in turn, the generdisation of the find

results.

REFERENCES

Ahmed, Farid, Paul Petterson and Chris Styles (1999), “The Determinants of Successful
Redationshipsin International Business,” Austrdasan Marketing Journd, 7 (1), 5-21.

Ambler, Tim and Chris Styles (2000), “The Future of Reaiond Research In
International  Marketing: condtructs and conduits” International Marketing Review, 17
(6), 492-508.

Anderson, James C. and James A. Narus (1990), “A Modd of Digributor Firm and
Manufacturer Firm Working Partnerships,” Journd of Marketing, 54 (January), 42-58.

---- and David W. Gerbing (1991), “Predicting the Performance of Measures in a
Confirmatory Factor Anayss with a Pretes Assessment of their Subdtantive
Vadlidities” Journa of Applied Psychology, 76 (5), 732-740.

Churchill, Gilbert (1979), “A paradigm for developing better measures of marketing
congtructs,” Journa of Marketing Research, 16 (10), 64-73.

Conway, Tony and Jonathon A. Swift (2000), “International relationship marketing: the
importance of psychic distance” European Journa of Marketing, 34 (11/12), 1391-
1413.

Dabholkar, Pratibha A., Wedey J. Johnston and Amy S. Cathey (1994), “The Dynamics

of Long-Tem Business-to-Busness Exchange Rdationships” Journd of the Academy
of Marketing Science, 22 (2), 130-145.

-13-



Doney, Patricia M. and Joseph P. Cannon (1997), “An Examination of the Nature of
Trugt in Buyer-Sdler Relationship,” Journd of Marketing, 61 (April), 35-51.

----, Joseph P. Cannon and Michad R. Mullen (1998), “Understanding the Influence of
Nationa Culture on the Development of Trugt,” Academy of Management Review, 23
(3), 601-621.

Dwyer, F. Robert, Paul H. Schurr and Sgo Oh (1987), “Developing Buyer-Sdler
Redationships,” Journa of Marketing, 51 (April), 11-27.

Ekici, Ahmet and Ravipregt Sohi (2000), “The Role of Pre-Reationd Trust in Frgt
Time Supplier Sdlection,” Peaper presented to the AMA Winter Educators Conference,
Marketing Theory and Applications, Eds, Workman, J. and Perreault, W., San Antonio,
Texas, 5-8 February, 265-274.

Flynn, Leisa R. and Dawn Pearcy (2001), “Four Subtle Sins in Scale Development:
Some Suggestions for Strengthening the Current Paradigm,” International Journa  of
Market Research, 43 (Quarter 4), 409-423.

Ford, David (1984), “Buyer/Sdler Rdationships in Internationa Industrid Markets,”
Industrial Marketing Management, 13, 101-112.

Ganesan, Shankar (1994), “Determinants of Long-Term Orientation in Buyer-Sdler
Reationships’, Journd of Marketing, 58 (April), 1-19.

Gronroos, Chrigian (1994), “From Marketing Mix to Relationship Marketing: Towards
apaadigm shift in marketing,” Ada-Audtralia Marketing Journd, 2 (1), 9-29.

Heide, Jan B. (1994), “Interorganisationd Governance in Marketing Channds” Journd
of Marketing, 58 (January), 71-85.

Morgan, Robert M. and Shelby D. Hunt (1994), “The Commitment-Trust Theory of
Relationship Marketing,” Journa of Marketing, 58 (Jduly), 20-38.

Rinehart, LIoyd M. and Thomas J. Page J. (1992), “The Development and Test of a
Modd of Transaction Negotiation,” Journal of Marketing, 56 (October), 18-32.

Samiee, Saeed (1994), “Customer Evauation of Products in a Globa Market,” Journal
of International Business Studies, 25 (3), 579-604.

Schultz, Roberta, Kenneth Evans and David Good (1999), “Interculturd Interaction
Strategies and Rdaionship Sdling in Indudrid Markets” Indudrid Marketing
Management, 28 (6), 589-599.

Wilson, David T. (1995), “An Integrated Modd of Buyer-Sdler Rdationships,” Journd
of the Academy of Marketing Science, 23 (4), 335-345.

-14-



