Identifying Differences in Foreign Customers
Relational Behavior: An Exploratory Study Using

Multidimensional Scaling

Identificando diferengcas no comportamento relacional
de clientes estrangeiros: um estudo exploratério

utilizando o escalonamento multidimensional

Bjorn Sven lvens”

Abstract

Most industrial companies sell their products anervices to domestic and non-domestic
customers. Many foreign sales transactions are ootatl in the context of ongoing buyer-seller
relationships. The extant literature hints to imjamt differences between long-term domestic and
export relationships in general. However, little kown about variations between selling

relationships with customers from different exporarkets. This study focuses on customers’
relational behavior as one aspect of internatiobakiness relationships. Using multidimensional

scaling we examined the dimensions of German expartagers’ perceptual space. The results
indicate that two major aspects permit to differatet cross-cultural business behavior, namely

“coordination” and “social vs. efficiency orientatin”.
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Resumo

A maioria das empresas industriais vende seus fea@uservicos para clientes domésticos e ndo-
domésticos. Muitas transacdes de vendas estramgeiEi@ conduzidas no contexto dos
relacionamentos comprador-vendedor em andamenlicerAtura existente aponta para diferencas
importantes entre relacdes domeésticas e de exportagongo prazo. No entanto, pouco se sabe
sobre as variagdes entre relagdes de venda comeslide diferentes mercados de exportacdo. Este
estudo focaliza o comportamento relacional dosnid® considerando-o como um aspecto das
relag6es de negocios internacionais. Utillizandesaalenamento multi-dimensional, examinamos as
dimensdes do espaco de percepcdo dos gerentepatéae#io aleméaes. Os resultados indicam que
dois aspectos permitem diferenciar o comportameméms-cultural de negdécios, a saber:

“coordenacao” e “orientacao social vs. orientadémeate”.

Palavras-chave: relagbes comportamentais; escala multidimensi@aatportamento transcultural
em negécios; relacdes de vendas internacionais.
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INTRODUCTION

Introducing an article on relationship marketing sigessing the tremendous importance of long-
term business relationships (LTBR) for marketingaity and practice has become a commonplace.
In the extant literature, many important aspectd ®BR, such as relationship outcomes (e.qg.
relationship quality, customer satisfaction) [13R,antecedents (e.g. power, trust, commitment) [4
5, 6] or the structure of relationships (e.g. peses, organizational approaches) [7, 8] have been
intensely discussed and empirical studies conducted

However, certain other issues have received ldsstan. Evaluating the research conducted on
international LTBR until 1992, Douglas and Craid $tate: «While the management of buyer-seller
relationships has become an increasingly importssite (...), the complexity of buyer-seller
relationships in an international context has bsadly neglected». A recent meta-analysis [10]
shows that, although new contributions to the fieddle been published, the appreciation made by
Douglas and Craig remains valid. This outcome ndgast be qualified as astounding, given that
the results of existing studies reveal importaféat$ of the international setting on LTBR, e.g\th

show that, as compared to domestic LTBR, in intgonal LTBR:

the frequency and intensity of contacts betweeretsignd suppliers are lower [11, 12, 13],

the social distance between the parties to aoelstip is higher [14],

the willingness for adaptation and investments theorelationship is lower [15, 16, 17],

the average duration of buyer-seller relationsisgewer [18],

the level of governance (market governance asagditust) is lower [19].

All of these studies focus on differences betweenthe one hand, domestic LTBR and, on the
other, LTBR with partners from a selected foreigmmtry. The underlying assumption appears to
be that a customer’s or supplier's non-domestigiorexerts an important influence on LTBR,

whereas his specific nationality shows only liitigact.
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Research treating the parties’ origin as a simplev@riable (foreign/domestic) has led to general
insights on the difficulties of relationship managmnt with foreign partners. Nevertheless, current
contributions to the field of relationship markegtisuggest that, in order to conduct an effective
management of international LTBR, marketers needak® into account the specific national
culture of their customers [20, 21, 22]. Moreovehas also been shown that marketers are well
aware of such international differences in relatfop management practices and that they develop
personal preferences for certain cultures’ relatiobehaviors [23]. However, which criteria
international marketers use when they evaluatdassify their foreign business partners remains an
unanswered question.

My main purpose in this article is to present tbgufts of an exploratory study which had the aim to
identify such criteria along which export manageosnpare their foreign customers’ relational
behavior in LTBR. In the remainder of this artitlerst describe the research approach chosen for
this purpose. Next, | present and discuss thetsestila survey conducted among German export
managers using multidimensional scaling. Theselteesomprise the initial MDS configuration,
property fitting, and the determination of the exted dimensions’ relative weights. Finally,
limitations of the study are discussed and pos$ililee extensions presented.

THE RESEARCH APPROACH

The choice of multidimensional scaling

Identifying the criteria along which an object ieimg classified implies discovering the
dimensionality of the judging individual's perceptispace [24]. Globally, two alternative methods
exist for perceptual mapping, factor analysis andltidimensional scaling (MDS) [25, 26].
Whereas the objective abnfirmatory factor analysis to verify whether a factor structure posited
on the basis of deductive theoretical reasoningesponds to the structure of empirical data,
exploratory factor analysiserifies whether it is possible to reduce the disenality of a set of

items characterizing an object to a lower numbefactors representing the original items. In both
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cases, the researcher needs to dispose of somwudmerconcerning the characteristics that
adequately describe an object. Whenever this isheicase, to provide respondents to a survey
with characteristics describing an object may leahcorrect results (factor structures) because th
characteristics given may not cover all relevameatss.MDS on the other side, does not require
any ex antespecification of items describing the object(9)d#d [27]. It is based on global
similarity judgements a respondent makes abouvengnumber of objects. In the method’s purest
version, the criteria on which the respondent basegidgements remain concealed.

In the context of international LTBR, undoubtedlylamge number of characteristics potentially
underlying export managers’ perception of theirefgn customers (e.g. their trustworthiness, their
flexibility, their planning behavior, or their roletegrity) exist. However, to the best of our
knowledge, even in a domestic setting ho compraberset of items describing customer behavior
in LTBR is available. Existing operationalization$ the construct ‘relational behavior differ
considerably [28, 29, 4]. Furthermore, no empiriegearch examining cross-cultural variations in
the dimensions of relational behavior exist. Herites character of our study is exploratory.
Accordingly, we opted for the method which exehe teastex anteinfluence possible on the
potential outcome of our study. For this reasorggroach based upon MDS has been chosen.
The design of the study

In order to detect the implicit dimensions alongaehhinternational salesmen perceive their foreign
customers’ relational behavior we conducted a amiturvey among German export managers. The
research setting chosen for the study compriseddgstries in which German companies hold
strong positions on export markets: electronicsghimee building, pharmaceutics, food processing,
and chemical products. These groups were selectedler to capture a sufficient variety of selling
relationships. Our sampling frame consisted o$taof companies with their headquarters located in
Germany. The companies were contacted by teleplmopeder to identify qualified respondents

who had sufficient experience in selling relatiapshwith customers from all countries included in
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the study and in order to solicit their participati It was also required that participants be of
German nationality in order to exclude potentiashbiThe final response (after followup) comprised
130 questionnaires. Of these questionnaires, 1@ledrto be usable.

The managers were asked to evaluate the similafitiusiness-to-business relationships with
customers from 10 selected countries The natioeslihcluded in the study cover Germany’s main
trading partners on four continents: Sweden, Poldtady, France, USA, Brazil, South Africa,
Japan, and the People’s Republic of China. Domestationships with German customers were
included as a tenth object to obtain a referenaetpBespondents were asked to make pairwise
similarity judgements about the behavior a typicastomer from each country shows in LTBR,
attributing ranks from 1 = very similar to 7 = vedyssimilar (see appendix 1). The number of
similarity judgements required in a complete questaire is n- (n — 1) / 2 = 45. Hence, the
administration of the sole similarity section oétfuestionnaire represented a time consuming task
for respondents with obvious consequences on thelsa willingness to participate in the study.
THE RESULTSOF THE BASIC MDS SOLUTION

The main advantage of MDS in its most basic fornhes easy presentation of data, displaying
interrelationships among stimuli [30]. MDS is based an iterative process with the aim of
mapping objects in a space of low dimensionalitwhich the perceived dissimilarity between two
stimuli is represented by a corresponding distalmcthe final solution, more similar objects wik b
located closer to each other than more dissimiiggads [31]. The main task for the researcher is to
determine the dimensionality of the perceptual epalsich best fits the data.

Data analysis has been conducted using nonmetri& MCSPSS. For the aggregation of individual
similarity judgements, the replicated MDS technig(lfMDS) has been applied. RMDS is
considered to lead to relatively exact solutiong@®pared to alternative approaches. It offers the

additional advantage that (based upon programs dike INDSCAL) the individual weights
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attributed to the dimensions in the final solutmnrespondents may be represented. This method is
called weighted MDS (WMDS) [32].

In order to determine the dimensionality of Germaamagers’ perceptual space, solutions for 1 to 6
dimensions have been calculated using WMDS. Fdr saltition, the stress value is represented in
table 1. The stress measure permits to evaluatectiierence between an n-dimensional
configuration and the original data. The lower shess measure, the better the configuration. The
stress measure may be reduced by a modificatidineofonfiguration or by increasing the number
of dimensions. Based upon figure 1, a 3-dimensigoaltion appears to best represent the data on

the lowest possible dimensionality.

A second criterion applied to the determinatioraqiferceptual space’s dimensionality is coefficient
Q. Q permits to evaluate the level of compresdiendata suffers through the process of iteration. |
is calculated by dividing the number of similaritiey the number of output data. A common rule is
that Q should be equal or superior to a value [882 Figure 2 shows the values of coefficient Q for
1- to 6-dimensional configurations. Based upon trigerion, a maximum of two dimensions

should be extracted from the data.

A third and last criterion to be applied to theeatatination of the optimal dimensionality of an
MDS configuration is the interpretation the solatman be given. Only those dimensions which can
be interpreted contribute to the aim of MDS. OrSasiffmann, Reynolds, and Young put it: “(...)

dimensions that cannot be interpreted probablyatceerist” [32]. Accordingly, a configuration may
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represent a ‘good’ solution despite of high stredaes [34].Anticipating the following section, the
introduction of an additional third dimension tcetkonfiguration did not lead to an improved
interpretability. Hence, the two-dimensional spappears to best fit the empirical data collected on
German managers’ perception of their foreign custsimrelational behavior. This solution is

presented in figure 3.

In this configuration, a clear distinction between, the one hand, ‘the western world’ in a broad
sense of the term, and on the other, the two Astamtries included in the study, Japan and the
P.R. of China, appears. Obviously, German manggerseive a wide gap between the relational
behavior of these two groups of customers. Thezbatal axes of the configuration is the one
which accounts for this variance. Clearly, westeustomers merely differ on this dimension.
However, dimension two is the one which permitsditferentiate between the (culturally very
heterogeneous) countries in this group. The viguptession that two groups, one situated in the
southern hemisphere and comprising romaine culisuel as France and Brazil, one located in the
northern hemisphere and comprising anglo-germand& slave cultures, has been tested using
cluster analysis. The results confirmed the thiester solution.

Although this configuration hints to some importaariation between the relational behaviors of
foreign customers with different national backgrasinit does not grant us with any information on
how to interpret the two dimensions. This shorteognof traditional MDS may be overcome by
including information about typical characteristafghe stimuli into the analysis. Such an approach
is called property fitting. The results of the peoy fitting analysis conducted are presented é th

next section of this article.
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INTERPRETATION USING PROPERTY FITTING

In order to facilitate the interpretation of thadl MDS configuration, the questionnaire comprised
additional scales to measure to what extent regggedconsidered specific properties to be
characteristic for their foreign customers’ relaib behavior. A total of eight properties was

included in the questionnaire. The respective states were derived from existing studies on
cultural dimensions [33, 36, 37]. The scales maaguhe properties are included in appendix 2.
The properties cover the following aspects: Formagion, frequency of contacts, importance of
context in communication, improvisation, self-ase@; importance of private contacts, individual

vs. collective decision making, and time orientatio

Based upon these data, property-fitting was comdlicEince not all properties included in the

guestionnaire dispose of natural ideal points,dmali vector model was chosen for this part of the
analysis. In addition, a comparison of F-valueswsdw higher significance of the ideal vector as
compared to the ideal point model. The calculabbmhe property vectors was conducted on the
basis of regression analysis [33]. The resultingpprty vectors were then compared with the two
dimensions extracted in the initial MDS analysieeTpositions of the eight property vectors allow

the following interpretation of the two-dimensiomainfiguration (figure 4).

The horizontal dimension discriminates between tyypes of business cultures. On the one hand,
LTBR with nationalities located toward the left exihe are characterized by high formalization,
self-assertion and the importance of context fanrmwinication. Customers from Japan and the P.R.
China represent this relational style. German exp@nagers consider them to concentrate rather
on their own interests than on mutuality, they f@lt numerous explicit and implicit rules govern

relationships in these two countries, and, whenmamicating with their sellers, the verbal content
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of Japanese and Chinese customers’ messagesnsacftempanied and completed by contextual
information, such as gestures, status, or timing.

On the other hand, we find the nationalities lodat@wvard the right of the horizontal dimension.
They comprise all non-Asian business cultures ohetlin our study. Properties characterizing this
group are improvisation, frequent contacts andviddal decision making. Businessmen from
countries such as the USA, France or Italy areidensd to be able and willing to show flexibility
when new situations arise. Hence, German managensider their relational style to be
characterized by a talent for adaptation or immation. Finally, the correspondents feel that, in
business relationships with partners from thesenit@s, contacts take place frequently and on
diverse levels. Based upon the proximity betweendit properties discussed and the horizontal
dimension it appears that the central aspect gpg#s the way the continuos cooperation between
buyer and seller takes place. Hence, we name ithsndion “cooperation”.

The second dimension spans between the extremiegemdy orientation vs. social orientation.
Sweden, Germany, Poland, and the USA are situateth® efficiency side of this dimension.
German export managers feel that the attitude eir ttustomers from these countries is best
described by the statement “time is money”. Acaagtyi, close personal interaction or friendship
are not attributed high importance. Rather, thagte@mers expect a convincing quality / cost ratio
and value timely and correct execution of ordarsL TBR with countries like Italy, South Africa,
France, and Brazil, on the other hand, close patsefationships with the respective partners play
an important role. In some cases, like for exan@ena, personal relationships are not so much the
result of, but may often constitute a prerequifsiterepeated economic transactions.

Weights and preferences

As the above presented results show, two dimensioogperation and efficiency vs. social
orientation, structure the respondents perceppetes However, the configuration does not give

any indications as to how much importance expomagars attribute to these distinct aspects of
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relational behavior. The WMDS method used for asialylso calculates the subjective weights
each individual attributes to the dimensions. Thesgghts are represented in figure 5. Each
subjective weight represents the end of a vectantisg at the point of intersection of the two
dimensions.

The graphic representation clearly indicates thattay foreign customers cooperate in an LTBR is
attributed higher importance by respondents thargtlestion if the customer emphasizes personnel
interaction and friendship. Note that this resaitleast as much as the basic configuration, may be
culturally biased. German export managers come faoaulture which, on the customer side, is
considered to attribute low importance to sociapeass of business relationships. As a
consequence, it is not astounding, that an effiaed frictionless coordination of transactionshwit
foreign customers is more important to them thandbgree of human exchange their customers
seek. We would expect that the distribution of satiye weights would be different from the one in
this study if it was to be repeated in a differemitural setting, e.g. in countries such as the BfR

China or Brazil.

In addition to the scales measuring certain prageedf relational behavior, the marketers partici-
pating in our study were asked to rank the differaationalities according to their preferences for
specific national relationship styles (see appe®jixAgain, a choice had to be made between the
ideal point and the ideal vector model. A comparisd F-values indicated that the vector model
would be more appropriate. In addition, 14 idealn{® calculated proved to be anti-ideals,
rendering their interpretation difficult. The inddual preference vectors of the participants are

represented in figure 6.
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figure 6 about here

In fact, only three managers show preferencesraiffefrom the prevailing attitude represented by
the field of vectors directed toward the right loé tfigure. The majority of German export managers
clearly appreciate customers whose interaction \nehas characterized by flexibility, frequent
contacts and individual decision making.

An assumption made in certain schools of thoug8t B®] is that preferences for certain cultures
exert an impact on the importance attributed tomsaations with economic actors from the
respective countries. In order to examine whethisrassumption could be verified on the basis of
our sample we also asked respondents to give tla¢ivee annual turnover they made with

customers from each of the countries integratédarstudy. The results are represented in table 1.

Country Correlation coefficient | Level of significance
(Spearman-Rho)

Brazil 0,394 0,05
P.R. of China 0,438 0,05
France 0,088 non significant
Italy 0,167 non significant
Japan 0,350 0,05
Poland 0,104 non significant
Sweden 0,413 0,01
South Africa 0,151 non significant
USA 0,085 non significant

Table 1: correlation between preferences for LTBE wustomers from
specific countries and the total annual turnovealized with the country.

On the basis of these data, the hypothesized aa&dtip can not be confirmed. A general influence
of the preference for a specific “customer-courtfgrigin” obviously does not exist. In the light
of the fact that export managers only dispose lohéed degree of freedom concerning the choice
of their customers and their economic success uatltain customers, these results appear to be
realistic. In fact, the global sales strategy ofdcanpany is only partly influenced by the single

marketer. His role is to execute strategic impeesti irrespective of his personal likes and dislike
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Also, only few sales managers would refuse selimgducts to a customer for the sole reason of a
subjective cultural distance. On the other haneénaf/the export manager feels culturally close to
his customer, a broad set of other factors (suclpraduct quality, product range, prices and
conditions, timely delivery, the customers’ finaadcsituation and many more) will also influence
the overall economic success with customers frospexific country. The relative importance of
cultural closeness seems to exert only reducedeinfle. However, these results might be somewhat
different if the correlated outcome variable repreéed facets of perceived relationship quality,

such as trust or commitment.

CONCLUDING REMARKS

Summary and limitations of the study

The initial observation made in the introductiontimf article was that today, despite considerable
emphasis given to relationship marketing in managerpractice and theory, the literature about
the impact of national culture on relational bebavin LTBR is merely developed. Hence, we
attempted to contribute to the development of eicgdievidence on international LTBR.

Our study analyzes whether export managers pert¢baie foreign customers’ relational purcha-
sing practices to vary systematically. Particulaviye attempted to detect those dimensions along
which this relational behavior varies. Summarizing results, international LTBR prove not to be
all alike. Export managers distinguish betweenedéht national relationship styles.

Two major dimensions have emerged from our studhe first dimension distinguishes between
relationships with customers from cultures showagather formalized, distant, and egoistic
relational style. The second dimension differeegdbetween, on the one side, those cultures which
are relatively more content oriented, focusinglm¢ore business and following a “time is money”

mentality and, on the other, those cultures in Wwipcivate contacts play a more important role
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when conducting business. The German export masagarstituting our sample clearly attribute
more importance to the first dimension. In additidrey show a clear preference for the relational
styles of their western customers as compared stomers from the Asian countries included in
our study. When examining the link between thesefegpences and the relative economic
importance of customers from different countriesy@lationship could be detected.

Obviously, the generalizability of the results frams study is restricted. Given the exploratory
character of our analysis, various limitations neetle highlighted.

First, the empirical basis of our study is relayveestricted. On the basis of a sample of 121
respondents, we were able to conduct all intendedysis. Nevertheless, compared to many other
empirical studies in the field of relationship metikg, this sample size is situated toward the fowe
end of the size continuum. However, the requiresmar@ncerning potential respondents were
exceptionally high. Particularly, the export managaitially contacted needed to have a substantial
experience in conducting business with customens @ different countries. These countries are
located on four different continents and their emoit and cultural background is very
heterogeneous. Given the often prevailing regiom@anization of foreign sales and export
departments, only few managers actually work witetemers world-wide throughout their carrier.
Hence, it was difficult to identify a large numhbErcompetent respondents. Given this situation, we
consider our sample to be of a reasonable, if wipdetely satisfactory size for this type of study.
Second, concerning the origin of the respondentisstudy has a clear mono-national focus. In fact,
the sample is exclusively made up of German expartagers. Again, this situation is based upon a
deliberate decision to restrict the scope of thelystThe nature of this work is exploratory. Hence,
we considered it appropriate to focus on respodieatn only one country. The concentration on a
single nationality allowed us to control for culdibias in the data gathered.

Third, only a limited number of target markets oustomer-country-of-origins” has been included

in this study. We restricted our questionnaire éo targe foreign trading partners of Germany
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covering four continents and very heterogeneousii@llbackgrounds. Of course it would have
been desirable to obtain results about perceivédratisimilarities or distances for a larger numbe
of countries, like for example in the large scatekvconducted by Hofstede [35] which covers over
50 countries, describing each national cultureuglofive dimensions. However, a conflict exists
between the method chosen for this study, multidsienal scaling, and the number of nationalities
that can be studied. MDS is based upon similanitiggments individuals make about given stimuli.
Different approaches exist in order to collect shmilarity judgements required [40]. The approach
chosen in our case, pairwise similarity judgemenesessitates the lowest possible number of
similarity judgements. In our case including teniomalities, a total of 45 similarity judgements
was required from each respondent. Thus, the soiasty judgements in the questionnaire were
time consuming and respondents needed to concerdraeach pair to be compared. With each
additional stimulus included, the number of reqdiisemilarity judgements increases progressively,
limiting both the sample frame’s willingness to fi@pate in the study and the reliability of the
respondents’ judgements. On the other hand, gierctrrent state of theoretical knowledge and
the aim of our study, we wanted to benefit from thktive openness of the MDS approach as
compared to factor analysis. Clearly, in orderrtclude a larger set of stimuli, a switch from the
purely exploratory approach MDS represents to faatalysis will be inevitable. Nevertheless, we
believe that for the purpose of this study, MDS jmamsen to be a helpful analysis instrument.
Research directions

As highlighted at the beginning, the characterhig study is exploratory. Hence, it is meant to
provide first insights into a potential field ofselarch. From our results as well as the limitatmins
our work, different research directions emerge.

First, since the sample was only constituted byn@&r export managers, our study should be
replicated in different national contexts. Relialslad valid results about the dimensions that

structure the perceptual space of e.g. Americaendfr or Japanese export managers will allow to
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verify whether the dimensionality of the space #meldenomination of the dimensions are alike in
different cultures or not. If so, then a matricestaining the distances export managers perceive
between them and their foreign customers mightomstituted.

Second, in an inverse perspective, it would berasténg to study the perceptions of customers
about their foreign sellers’ relational behaviohisTway, the results of the studies on the selling
side might be validated. Also, it could be verifietiether the dimensions underlying purchasing
managers’ perceptions are identical with the odestified among their sellers.

Moreover, additional countries will have to be ledkat. Depending upon the export market
studied, different nations constitute importantding partners. Even if similar studies to this one
will not cover all potential target markets on éadt least more major industrialized and emerging
markets should be studied.

Finally, the relationship between the preferencesfeecific national relational styles and important
outcome variables in relationship market shouldtoelied using other performance measures than
turnover. Particularly, idiosyncratic relationshijpitcomes, such as trust, commitment or loyalty
might be focused upon. In addition, these variatlesld more appropriately be measured on the
customer than on the seller side of the dyade.

On this basis, future studies in the field of intional LTBR, e.g. in the area of export
management, might integrate relationship styles their analysis by considering the similarity of
relational behaviors between buyer and seller. Behal distances might prove to be an important
explaining variable for different key constructs r@lationship marketing, such as relationship
quality or customer satisfaction. Currently, Hofis cultural dimensions are usually drawn upon
in order to represent cultural distance. Howewemay be doubted whether these universally used
and recognized characteristics of national cultane the most appropriate descriptors of the gap
between the relational behaviors of an export mandgm country A and his customer from

country B. A more relationship-focused set of dggors might prove to be a useful tool for studies
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in the field of international LTBR. However, we da from disposing of even a sketch of what
these descriptors might be. The purpose of thidysisi to contribute some first insight into what

relational descriptors might look like.
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Appendix 1

Questionnaire: collection of similarity judgements

22

Example: You feel that business relationships with customers from China and from Brazil

are very similar whereas you feel that business relationships with customers

from France and from Germany are not similar at all:

Brazil

China

7

China

Germany

Germany

France

1

Brazil

China

China

Ger-
many

Ger-
many

France

France

Italy

Italy

Japan

Japan

Poland

Poland

Swe-
den

Swe-
den

South
Africa

South
Africa

USA
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Appendix 2

Scales for the measurement of properties characterizing different nationalities’ relational
behavior.

e To what extent does “time is money” appropriately characterize the behavior of
customers from the following countries? (7-point scales for each country, 1 =

completely correct, 7 = absolutely not)

* Sometimes in business, what is said is less important than how, where, and by whom it
is said. Does this appropriately describe your business relationships with the following
countries? (7-point scales for each country, 1 = completely correct, 7 = absolutely not)

* To what extent would you say that business relationships with customers from the
following countries are formalized? (7-point scales for each country, 1 = very
formalized, 7 = not formalized at all)

e To what extent would you say that customers from the following countries seek
frequent personal contacts in an ongoing purchasing relationship? (7-point scales for
each country, 1 = very frequently, 7 = very rarely)

e To what extent do customers from the following countries make decisions on an
individual basis? (7-point scales for each country, 1 = only individuals make decisions,
7 = only the group decides)

* In situations of conflict, do customers from the following countries rather seek to
impose their own interests or do they seek a solution that fits both parties? (7-point
scales for each country, 1 = impose own interest, 7 = seek mutually beneficial solution)

* To what extent do customers from the following countries typically show flexibility in
new or unexpected situations? (7-point scales for each country, 1 = completely flexible,
7 = absolutely not flexible)

e To what extent are private contacts and a close personal relationship with you
important to customers from the following countries? (7-point scales for each country, 1

= very important, 7 = not important at all)
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Appendix 3
Question for the measurement of preferences

With customers from which countries do you prefer to collaborate? Please attribute ranks

from 1 (preferred country) to 9 (least preferred country).
Brazil ...
China ...
France ...
Italy ...
Japan ...
Poland  ......
Sweden ...
South Africa .......

USA ...
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Figure 4
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Figure 5

efficiency vs. social orientation

cooperation
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