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Abstract: A multi-dimensional cultural sensitivity concept be applied in the context of
exporter-importer relationships has been developéé. impact of this model on relational
characteristics — trust and information exchanlgas-been teste@the model was tested using
a sample of 111 salespeople in the Norwegian sdadaport industry. Regression analysis
based on the method of ordinary least squares wrducted to test seven hypothesdss
research has identified specific kinds of competemdicating a salesperson’s cultural
sensitivity which are essential to succeed in degaliwith customers in the export markets as
follows: open-mindedness, country experience, aptik business style and language skills.
For example, language skills enhance a personligyaiol negotiate successfully with foreign
partners.The multi-dimensional concept of cultural sensijivcould be tested further by
including various industry types and variationgype of products would allow comparison
between the different industry types. The scalgwesenting open-mindedness, country
experience, an adaptive business style and langilalgecan be used as guiding tools in the
process to identify capable salespeople and to wark individual plans to enhance
salespeople’s cultural sensitivity. Previous resedras proposed a one-dimensional concept
of cultural sensitivity, but researchers have higeir voices to suggest that this concept is
inadequately developed. A multi-dimensional congsptonsidered to be a better method to
identify specific competences that are requirediéal successfully with customers in the
export markets.Keywords — Multi-dimensional concept of cultural sensityyitseafood
industry, relational exchange, exporter-importéatrenships

Paper type— Research paper



1 Introduction

In recent years, how to maintain business relatigssin international distribution channels
has received attention by a number of researcleegs Belloet al, 2003; C. Zhanget al,
2003; Harich and LaBahn, 1998; LaBahn and Hari®®,71 Skarmeast al, 2002). Managing
business relationships in this kind of context ishallenging task, not least because of the
cultural differences between the business parifiBego et al, 2003; Chaisrakeo and Speece,
2004; C. Zhangt al, 2003; Harich and LaBahn, 1998; Kalé and Barn@82) The ability to
deal with customers in different cultural settingsonsidered essential in order to build and
maintain business relationships in internationalrkets (Harich and LaBahn, 1998;
Shankarmaheslet al, 2004). This ability may be viewed as an asskiagng the export firm

at an advantage in terms of performing effectivelycompetitive international markets

(LaBahn and Harich, 1997; Skarmedsl, 2002).

A few studies use the concegtltural sensitivityin the study of how to manage cultural
differences. The concept has attracted some imtaresng scholars whose interests include
non-equity strategic alliances (Johnseh al, 1996; Vosset al, 2006), international
marketing (Holzmuller and Stéttinger, 2001), cros#tural training of expatriates (Zakaria,
2000) and exporter-importer relationships (Haricll &aBahn, 1998; LaBahn and Harich,
1997; Skarmeast al, 2002). LaBahn and Harich (1997) and Skarnetaal. (2002) have
offered an investigation of the role of culturahsiivity in a selling-buying cross-border
context. In these studies cultural sensitivityiswed as a one-dimensional concept and refers
to a partner's sensitivity to national businesstwel Although these studies show that
cultural sensitivity has a positive impact on rnelaal qualities, which in turn influence
relationship performance in a positive way, resaans have raised their voices to suggest that

cultural sensitivity is still an inadequately demgéd concept (Harich and LaBahn, 1998, p.



87; LaBahn and Harich, 1997, p. 30; Skarmetaal, 2002, p. 773). Skarmeas al. (2002, p.
773) point out that cultural sensitivity, in thewiais defined by them, may not fully capture
its intended conceptual domain. LaBahn and Hald&9T) propose that future research could

identify other dimensions.

This research offers two major contributions. Fitisé advancement of the cultural sensitivity
concept by proposing a multi-dimensional conceptfal®ws: open-mindedness, country
experience, an adaptive business style and langsidatl® A multi-dimensional concept of
cultural sensitivity is viewed as a better methbent a one-dimensional concept to study
cultural sensitivity. Second, this research prosidew knowledge with regard to how
business relationships crossing national bordemsbeamanaged. This is done by regarding
the dimensions of cultural sensitivity as antecésleio relational qualities information
exchange and trust between business partners. lRlesg@ows that trust and exchange of
information are important characteristics of ongobusiness relationships in cross-cultural
contexts (Aulaktet al, 1996; C. Zhangt al, 2003; Johnsoat al, 1996; LaBahn and Harich,
1997). In the subsequent section, a review of theur@al sensitivity concept is given. A
section which reviews experience in internationarkets follows then. Experience is
considered as a prerequisite to advance cultunsitsety. A section devoted to developing a
model and positing hypotheses follows, and a ptatien of methodology and measurement
validation is then given. Finally, the findings aeported, followed by a discussion of the

theoretical and managerial implications of the aesle and directions for future research.

2. Cultural sensitivity
LaBahn and Harich (1997) were the first to offer iamestigation of the role of cultural

sensitivity in a selling-buying cross-border corteRultural sensitivity was defined as “...a



firm’s understanding of and adaptation to its exg®partner's domestic business practices
as perceived by its partn@r31, original italics” (LaBahn and Harich, 199They developed

a measurement scale; a one-dimensional constraoipased of four items. Three items
report the perceptual characteristics of the partnaerstanding, awareness and sensitivity to
a partner’'s way of conducting business. The fougimn reports the partner’'s willingness to
adapt. An adaptive business stylln the discussions LaBahn and Harich (1997, p. 44)
emphasise the ability to adapt: “...high levels afssgvity to national business culture can be
achieved by selecting salespeople who are pronadapt to their customers..These
researchers also emphasise the behavioural agpattarticle published in 1998. The essence
of cultural sensitivity is to what extent the saleson accommodates the customer’s buying
process needs in matters such as business eticqauettebusiness procedureSountry
experienceKnowledge about a business partner’s culturebarsiness practices is viewed to
be essential in order to succeed with accommodaildiarich and LaBahn 1998). This type
of knowledge can primarily be acquired on the basisxperience: through interactions with
business partners in international markets (HoR&0wv, p. 567). A diverse set of experiences
acquired in a specific market leads to in-depthwkedge about this market (Chetty al.
2006, p. 701). Repeating interactions provide thgidfrom where the code of social tact is
acquired. That is, he or she acquires understarafifgw to behave in that specific setting

(Magala 2005, p. 30).

Open-mindednessHolzmiuller and Stéttinger (2001) argue that nogsative skills —

affective abilities — are the critical dimensionafitural sensitivity. The affective dimension
iIs by some researchers associated with an indiveduaoss-cultural attitude, open-
mindedness toward new ideas, and experience (Hamiaty 1978). Open-mindedness and

non-judgemental attitude are viewed as importamradteristics of cultural sensitivity by



Chaisrakeo and Speece (2004). These researchemnatdhasise sensitivity to the verbal and
non-verbal cues of people from foreign culturesiraportant characteristics of cultural
sensitivity (Chaisrakeo and Speece 2004nguage skillsSensitivity to the verbal and non-
verbal cues of people from foreign countries carebleanced by language skills (Hofstede
2001; Terpstra and David 1985). Culture includesyleage, and language is not neutral
(Hofstede 2001, p. 21). Language influences outdmaew (Usunier and Lee 2005, p. 166),
and is the means by which cultural understandinglm communicated (Hofstede 2001, p.
21; Terpstra and David 1985, p. 18). Language guide for coding behaviour, expresses
social priorities and provides a frame of referelfidefstede, 2001; Terpstra and David,
1985). To conclude, the review shows that cultseasitivity is not only a varied concept but
also a challenging concept to study (Harich and dtaB 1998). Accordingly, a multi-
dimensional concept is considered a better methad & one-dimensional concept to study
cultural sensitivity. The cultural sensitivity camt proposed in this study is composed of four
dimensions as follows: open-mindedness, countrgeapce, an adaptive business style and
language skills. The theoretical definition is adldws: Cultural sensitivity refers to the
competence of a salesperson who has the attithdeskills and the experience required to
deal with cultural differences in the export maskérevious studies apply cultural sensitivity
to the firm level (Johnsoet al. 1996; LaBahn and Harich 1997; Skarmeasal. 2002).
Though, LaBahn and Harich (1997, p. 44) argue kiglh levels of sensitivity to national
business culture can be attained by means of sapkp In view of that, cultural sensitivity

applies in this study to the person responsiblsébes in the export market.

2.1. Experience: a prerequisite to advance cultseisitivity
One field within international business promoteg thew that experience is crucial to

succeed in business dealings in international nisufeeg. Chettet al, 2006; Erikssoret al,



1997; Johanson and Vahlne, 1977; 1990). Experiende this study considered to be an
important prerequisite to advance an individualidtwral sensitivity. The emphasis on
experience contrasts with the view put forward legearchers who argue that cultural
sensitivity can be acquired by learning about caltwlstandards expressing a range of
behavioural aspects that are typical for a padicabciety (Holzmuller and Stéttinger, 2001).
It is also contrary to the view of those who emp®ghe importance of comprehensive
cultural training programs (e.g. Johnsetnal, 1996; Zakaria, 2000). Other researchers refer
to Hofstede’s (2001) classification scheme, whiesaldibes how national cultures differ in
terms of five dimensions: power distance, uncetyain masculinity/femininity,
individualism/collectivism and short-term/long-teranientation. The argument is that the
scheme offers a basis for learning to know a cel{tfarich and LaBahn, 1998; Usunier and

Lee, 2005).

A businessperson should be careful in assessingy lisr partner, sitting across a negotiation
table, on the basis of a classification schemehat fartner's culture (Graham, 2003;
Sebenius, 2002). Stereotyping can obstruct comratiait because stereotyping implies that
individuality is being overlooked (Guirdam, 200&very individual represents a number of
cultures, such as gender, ethnicity, profession gedgraphical area (Guirdham, 2005;
Sebenius, 2002). The person to whom a set of alltl@scriptions applies may not behave in
accordance with such descriptions (Adler, 2002hpRewho work across cultures are often
surprised by behaviours that challenge their stgpes (Osland and Bird, 2000). Persons who
have prepared for entering a new culture are likelybe faced with situations in which
behaviours appear to challenge the very norms werg told to expect (Biret al, 1999).
They must be prepared to adjust stereotypes, lmaseddservations and experiences (Magala,

2005; Osland and Bird, 2000). Biret al. argue as follows: “Moving beyond cultural



stereotypes and continually refining one’s categgorand knowledge of the other culture
characterise self-learners” (1999). Knowledge altimwt to carry out business in a different
culture does not necessarily imply a total undeditey of the foreign mind-set and sharing of

value systems (Shankarmahestal, 2004).

3. Hypotheses

Figure 1 shows the conceptual model. It is hypaseelsthat an adaptive business style
mediates open-mindedness and country experienceadaptive business style originates
from the adaptive selling literature, which propodkat the performance of a salesperson
depends on the salesperson’s ability to adapt drishehaviour and style to different

customers in different situations (Gengtemal, 1995).

Figure 1. Conceptual model.
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The shaded areas represent the variables repregémsi cultural sensitivity concept

Salespeople dealing with customers in various matisonal markets are exposed to a variety
of selling situations (Chaisrakeo and Speece, 200%) the ability to adapt should therefore
be of great relevance. A key element of an adaftiugness style is negotiation capabilities.

Negotiations are a core activity of salespeoplea{§iakeo and Speece, 2004), and business



negotiations are highly culturally sensitive sitaas (Holzmduller and Stéttinger, 2001). The

ability to adapt is assumed to be partly a redutipen-mindedness.

3.1. Open-mindedness

Open-mindedness is the extent to which an indiVvidaiaeceptive to new information and
situations including cultural differences (HarichdaLaBahn 1998, p. 94). One of the major
obstacles to effective international dealings ie tndency to refer to one’s own culture
norms, thereby risking to ignore some of the essleatements of the other party’s culture
(Usunier and Lee 2005, p. 509). “Routinized” mentabdels are likely to hinder a
salesperson’s receptiveness of subtle and newnmafiton. Unless one is motivated to learn
and correct misperceptions, the locus of a proldamnmot be discovered and improvements
cannot take place (Morgan and Stoltman 1990, p.“#)utinized” mental models continue
to operate unless an individual questions thens tipening up to new ways of viewing the

marketplace (Sinkulat al. 1997, p. 309).

An individual’s beliefs or preconceived ideas abihgt characteristics of people affect her/his
behaviour (Guirdham 2005, p. 149). An open-mindestspn recognises a partner’s
perspective and way of carrying out business, whschundamental to ensure effective
interactions with customers in international mask@tenwick,et al. 2003, p. 308; Skarmeas
et al. 2002, p. 763). A successful negotiator is ableate cues from his or her business
partner and adapt accordingly (Cavusgibl. 2002, pp. 141, 149). Open-mindedness enables
a salesperson to accept new information more easily predisposes him or her to carry out
necessary adaptations when dealing with foreigtoousrs (Harich and LaBahn 1998, p. 94).
The hypothesis is as followkt 1. Greater open-mindedness increases salespeoplbty i

perform an adaptive business style.



3.2.  Country experience

Country experience refers to experience acquiretherbasis of prior and current business
assignments in the market of the ongoing busin€bsttyet al, 2006). Experience refers to
the business climate, cultural patterns and straobf a specific foreign market and to the
characteristics of the buyers in this market (Jsbanand Vahilne, 1977, p. 28). This
knowledge can only be acquired through experieialtiple business assignments in a
specific market is likely to deepen the salespésskmowledge about how business is carried
out in that market (Chettgt al. 2006, p. 701). Axinn (1988, pp. 64, 67) shows firalvious
experience in a specific market is important beeatugnhances an export manager’s ability
to assess and capitalise on export opportunitieslesly, Denis and Depelteau (1985, p. 86)
find that “...the exporter's most valuable informatis obtained in the field, in the course of
business transactions rather than through officieditablished information services, whether
public or private.” Export marketing managemenfailitated by export experience acquired
in the buying firm’s country. Such experience letmsnproved understanding of the market,
and a network of personal contacts; consequentiyduyst decisions, agents/distribution
selection, and communication with partners in tfaekat are improved (Madsen 1989, p. 50).
Experience of the market targeted is essentiatjingato improved understanding of the
foreign business partner’s culture and enabling eékport firm to manage the business
relationship better (Kalé and Mcintyre, 1991; Margd al, 2003). The following hypothesis
has been proposeH2. Greater country experience increases salespsogbdity to perform

an adaptive business style in that market.

3.3.  Trust between exchange partners



Trust is defined as a partner’s confidence in actharge partner’s reliability and integrity
(Morgan and Hunt, 1994). The presence of trust lesahe business partners to focus on the
long-term advantages of the relationship (Dwgéral, 1987; Morgan and Hunt, 1994).
Johnsoret al. (1996), who focus on non-equity strategic allianbetween US and Japanese
partners, find that there is a positive relatiopdhetween a higher level of cultural sensitivity,
including adaptations, to a partner’s cultural eleteristics of the focal firm and a higher level
of the partner trust of the focal firm. They fingat trust results in trust: when your partner
trusts you, you trust your partner (Johngoml, 1996). Mutual trust is more likely than one-
way trust (Anderson and Weitz, 1989). Awarenesamaf adjustments to cultural differences
seem to signal and strengthen trust (Johnson ahenC@002). The hypothesis is as follows:
H3. Greater levels of an adaptive business styleeas® trust between business partners.
3.4. Exchange of information

Exchange of information is defined as the extentwtnich the partners of a business
relationship openly share information, formal adl\&e informal (LaBahn and Harich, 1997;
Morgan and Hunt, 1994). Findings show that those wiaintain a continuous flow of
communication with the market are also likely teceed in their export ventures (Czinkota
and Johnston, 1983). However, communication difiesi are likely to lead to
misunderstandings between business-partners irs-ctoural contexts (Adler, 2002; Adler
and Graham, 1989; Kalé and Barnes, 1992). In otmaninimise problems and enhance
exchange of information, the extent to which a §adeson is prepared to deal with cultural
differences is of vital importance (Kalé and Barn&892). Evidence shows that partner
awareness, understanding of and adjustments tot@epa way of conducting business lead
to more open communication and sharing of inforamafiLaBahn and Harich, 1997). The
hypothesis is as follow$i4. Greater levels of an adaptive business style isereachange of

information between business partners.
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3.5. Exchange of information and trust

Time, effort and problems solved involve exchanfientormation, which serves to bring
business partners closer to each other (Andersah Végitz, 1992). And a close and
committed exchange relationship is likely to berabterised by trust (Anderson and Weitz,
1989; Morgan and Hunt, 1994). Aulalkh al. (1996, pp. 1011, 1024) find that exchange of
information fosters trust between partner firmsinss-border contexts. In their view, trust
implies expectations about future behaviour, anthésefore guided by past behaviour of an
exchange partner. Past interactions, such as egehaiinformation, form the basis from
where trust can be built. Similar findings have rbggoduced by a study carried out by
Anderson and Narus (1990, p. 45), focusing on tationship between distributors and
manufacturers in a domestic market. They view comgation as an antecedent to trust
building, based on the argument that constructoraraunication between interacting firms is
a necessary mechanism for trust to evolve. Findgigs support to this link (Anderson and
Narus 1990, p. 52). In the same way, Morgan andt KiL®94, p. 29) find support for the
argument that exchange of information is requigedhtiintain and strengthen trust. Although
trust is present between partners in cross-bortlanees, it can still be enhanced (Johnson
and Cullen, 2002, refer to Sarker al, 1997). The hypothesis is as followd5. Greater

levels of exchange of information increase trustveen business partners.

3.6. Moderating effect: Language skills

Language can be understood asd means of communicatiomithin a particular culturep.

18, original italics (Terpstra and David, 1985). Language plays annésserole in
intercultural interactions (Hofstede, 2001). Beealmisiness people share a professional

culture with their business partners, they freglyamderestimate obstacles that may emerge
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because of language differences and problems ofeontation (Usunier and Lee, 2005). A
person who has limited language skills is temptedhe fallacious assumption that what a
foreign person can express in English words ighali this person has in mind. By mastering a
partner’'s language, one gets to know the subtlefitisat specific culture (Hofstede, 2001). A
salesperson who is receptive to the verbal andvednal feedbacks from a foreign buyer is
more likely to succeed in communications (Kalé d@afnes, 1992). Researchers argue
“...that bi- and even multilingualism have a positigfect on psychological adjustment”
(Hofstede, 2001, refers to Sarawathi and Dutta,71L98hose who are aware of language
differences are better prepared to adapt (Usumer lzee, 2005). Thus, salespeople who
master multiple languages have an awareness afidgegdifferences and should be prepared
to deal successfully with customers in internatiomarkets, even when they encounter
customers whose language they do not master. Tloavfiog hypotheses have been proposed:
H6. Mastering several foreign languages strengthéesrélationship between: a) open-
mindedness and an adaptive business style, and djaptive business style and exchange of

information.

4. Methodology and data analyses

The Norwegian seafood export industry provideseimpirical setting. The unit of analysis is
the salesperson and one selected business retapofitie perspective of the selling side has
been taken into account to assess a dyadic busieles®nship. As a first step, a review of
the literature focusing on selling/buying businedationships, both in domestic and in export
marketing channel settings, was carried out. Aterinew guide was developed and
interviews with six persons, each one representifterent firms located in Norway
exporting seafood, were carried out to ascertaietidr the theoretical approach chosen

would be relevant (Shankarmaheshal, 2004). Then a new literature review followed.
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Various fields of literature have been used to tgyva multi-dimensional concept of cultural
sensitivity, including international business, nehkg and adaptive selling. The literature
review provided the basis from where measuremealesavere identified. The scales were
accommodated to the context studied. Languagessikidl a new scale. The items included in
the questionnaire were translated into Norwegiad #ren back-translated into English.
Various people have read through the questionrnaiidentify statements and formulations
that may be difficult to understand. The questiogrenavas pre-tested by four persons
responsible for sales of seafood in export marteetdentify any problems (de Mortange and

Vossen, 1998). Some changes were carried outesul of feedbacks.

The sampling frame was developed on the basis It deld by the Norwegian Seafood
Export Council. By November 2005 the number of stagied exporters was 528. Every firm
was contacted by telephone to identify those fithed qualified to take part in the survey.
The effective sample consists of 272 exporting $irn224 accepted to respond and a
questionnaire, including a cover letter and a @et@nvelope, was sent to each of them. An
electronic version of the questionnaire was alsemias an option. Participants in the survey
were ensured anonymity. To motivate the respontdergspond, a report describing the main

results of the study was offered in return.

O’Grady and Lane (1996, p. 317) argue that businelssionships selected for a study
investigating ongoing business relationships shputderably be running for a minimum of 2
years. The respondent was asked to select a bsslasionship with duration of 2 years or
more. In addition, it is of great importance to wes some variation in the responses
(Anderson and Narus, 1990; Skarmetal, 2002). The following instructions were given: If

the respondent has served 3 or less customerspiortemarkets for 2 years or more, the
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respondent should select the customer who boughtatiyest volume seafood products in
2005. If the respondent has served 4 or 5 custoffoer years or more, the respondent
should select the customer who bought the secagddavolume in 2005. If the respondent
has served more than 5 customers for 2 years oe,ntlbe respondent should select the
customer who bought the third largest volume in320@8 responded after the first wave of
questionnaires, 23 responded after the secondl@mésponded after the third wave. One
questionnaire was excluded due to excessive migkatg 111 usable questionnaires were
included in the analysis, which makes up a respoate of 40.8 percent. A test of non-

response bias, fatest of mean differences across the early andrésponse groups, shows

that there are no significant differences for numbg employees, turnover, export sales

experience and key variables at the significancel I8.05 (Armstrong and Overton, 1977).

4.1. Development of measures

Trustis defined as the partner's confidence in an exgbgartner’s reliability and integrity
(Morgan and Hunt, 1994). Five items were derivennfrstudies carried out by Aulaldtal.,
(1996), and Ganesan (199&)xchange of informatiors defined as the extent to which the
partners involved in the exchange relationship bpsehare information, formal as well as
informal (Labahn and Harich, 1997; Morgan and Ha894). Two studies have been used as
the sources of five items: Heide and John (1992) emBahn and Harich (1997Dpen-
mindednesss the degree to which an individual is receptiv@ew information and situations
including cultural differences (Harich and LaBali898). Three items were adapted from a
study carried out by Sinkulket al. (1997).An adaptive business stykedefined as the altering
of business style during a customer interactiora@ioss customer interactions based on
perceived information about the nature of the bessnsituations (Weitet al, 1986). Five

items were adapted from a study carried out by ks et al. (2002). All items were
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measured on a five-point scale, ranging from “v@gor description” to “very good

description.” The items are presented in the appditable Al).

Country experiencés inspired by a study carried out by Chettyal. (2006, and is viewed

as a continuous variable; it consists of one irtdicand is logarithmically transformed (In).
The use of logarithmically transformed variablebased on the assumption that an additional
assignment in a foreign country is assumed to laaesser impact on a person who is highly
experienced than on a person who has just startgdttsuch experience (Cheétyal, 2006).
The question put forward was as follows: Pleask stee number of customers that you have
been serving in this market, previously and cutyefithe respondents were asked to include
business relations with duration of 1 year or marg] to include all business relationships
throughout their careerbkanguage skillsare a new variable and are viewed as a moderator
variable. 60 salespeople are classified in thegoayedefined as mastering several foreign
languages, and 45 salespeople are classified ioategory defined as mastering one foreign
language, which is EnglishThree control variables are included and are HBewis: export
sales experience, frequencies of deliveries in 28@% total number of long-term business
relationships (duration of 2 years or more) managethe respondent. In the adaptive selling
literature, experience viewed in terms of saleseerpce is frequently used to test the
nomological validity of adaptive selling (e.g. Spiand Weitz, 1990). The control variables

are continuous variables and are logarithmicalingformed (In).

4.2. Measurement validation
Reliability tests extracted in SPSS 14.0 show daed®#@ scores. All inter-item correlations are

above 0.30, suggesting that the items relate vWdir(et al, 1996). Also, all item-to-total

! This article was first published as a forthcomamticle in Lindbergh’s thesis published in 2004.
25 respondents did not report their language skills one person reported that he or she speakselyizmv
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correlations are well above 0.30, providing evidetitat the items correlate well with the
total score (Field, 2005). Cronbach Alphas are altbe cut-off level for all constructs (Hair
et al, 1996). Factor loadings and Cronbach Alphas aesemted in the appendix table Al.
Composite reliability and variance extracted aretlaer two reliability measures. They were
computed in LISREL 8.72, and the results are piteseim the appendix table All. Composite
reliability values exceed the recommended leve0.GD, and the variance extracted values
exceed the recommended level of 0.50 (Haial, 1996). There is a problem related to the
construct open-mindedness: LISREL cannot producsolation. Anderson and Gerbing
(1984, pp. 170-71) find that “...with only two indicas per factor, problems can arise with
sample sizes of 150 or lower.” Sample size and murobindicators per factor may explain
why non-convergence and improper solutions occiwe $ample size is 111, and open-

mindedness is composed of two measures. One itend&lated as a result of factor analysis.

Factor loadings antlvalues for three of the constructs are presentatidrappendix table
All. All t values are significant gt < 0.01, providing evidence that convergent valid#
attained (Hairet al, 1996). Discriminant validity was tested by camngyiout an orthogonal
(varimax) rotated factor analysis including eag@mtcomposing the summated scales (Buvik
and John, 2000). The items load properly on thertigally correct factor. All loadings are
above 0.600. Correlations between each pair oftamts are at acceptable levels (including
all constructs in the conceptual model), providawvgdence of discriminant validity. Common
methods variance was tested by using the one-féesbrdescribed by Podsakoff and Organ
(1986). All four variables (summated scales) weméered into a factor analysis, and the
analysis produced four factors. The largest faetmrounted for almost 30 percent of the

covariance. This result indicates that common nagh@riance is not a problem.
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5. Findings

Hypotheses were tested by using ordinary leastreqegression method. As a first step, the
effects of open-mindedness and country experiencanoadaptive business style were tested
(Model 1). Open-mindedness and country experieaee Bignificant and positive effects on
an adaptive business style. Thitsl, and H2 are supported. These results imply that: the
greater the open-mindedness, which implies thas#éihesperson continuously updates his/her
view with regard to customers and markets, thetgreae likelihood that this person will
perform an adaptive business style; and the gréla¢ediverse set of country experience, the
greater the likelihood that a salesperson will genf an adaptive business style. Regression
results show that open-mindedness and country iexuer do not have direct effects on trust
and exchange of information, providing evidencet taa adaptive business style is an
intermediate variable. The overall pattern is namgd when control variables are included
(Model 2). Frequency of deliveries demonstrategyaificant and positive effect on adaptive
business style, while the other two variables db simw significant effects. An adaptive
business style does not have a significant effecttrast, which means that3 is not
supported (Model 3). The explanation may be thatadaptive business style can only
influence trust through information exchange, whitie following results indicate. An
adaptive business style has a positive and sigmficmpact on exchange of information,
though only at @ < 0.10 level (Model 4). Thu$j4 is supported. The finding indicates that a
high level of an adaptive business style facilgaexchange of information between the
salesperson and the foreign business partner. Bgehaf information has a significant and
positive effect on trust between business part(idiedel 5), and gives support td5. This
result shows that exchange of information servebriog business partners closer to each
other expressed in terms of trust, which is an ingm mechanism for coordinating business

relationships crossing cultural borders (JohnsahGuilen, 2002).
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Sub-group regression analyses were conducted tottesmoderating effect of language
skills. The GLM ANCOVA analysis (analysis of covamice) using SPSS 14.0 was carried out
to check for the homogeneity of regression analyBisld, 2005). The test of between-
subjects effects shows that the regression slopégitwo groups — mastering several foreign
languages and mastering one foreign language sigréficantly differenf A model was
estimated including open-mindedness as an indepéendeable (Model 6). The results show
that open-mindedness has a stronger effect onagtiae business style when the salesperson
masters two or more foreign languages. The relghipnhas strengthened frqme 0.01 top<
0.001. This means thai6a is supported. Three independent variables are deduvhen
estimating model 7 as follows: open-mindedness,nitguexperience and frequency of
deliveries. Open-mindedness and frequency of dédisdave positive and significant effects
on an adaptive business style, while country egpeg does not have a significant effect. For
this group open-mindedness and frequency of dédisdrave direct and significant effects on
information exchange (Model 8). An adaptive businesyle has a significant effect on
information exchange (Model 9), and gives suppmH®@b. The results show that an adaptive
business style has a stronger effect on exchangdasmation when the salesperson masters
two or more languages. The relationship has sthemgid fromp < 0.10 top < 0.05. This
shows that mastering several foreign languagesneeaa salesperson’s ability to perform an
adaptive business style, leading to improved comacation between the business partners.
The results show that for the English speaking uagg group, open-mindedness does not
have a significant effect on an adaptive busingds,sand an adaptive business style does not
have a significant effect on information exchang@dels 10 and 11). The regression results

are reported in table I.

% The result attained for the open-mindedness —daptive business style relationshipps0.05. The result
attained for an adaptive business style — inforomatixchange relationship [8<0.05. A comparison of means
shows that there is a significant difference betwsalespeople mastering one foreign language (&1géind
salespeople mastering several foreign languagéis,regard to an adaptive business style and opaedeadness
(p<0.05).
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Table |. Regression results.

Independent variables:

B

Model 1

Model 2

Model 3

Model 4

Model 5

Model 6

Model 8

Model 9

Model 1

D

Model 1

Open-mindedness

0.282*

e

0.305**

k

Country experience

0.218*

0.231*

Adaptive business style

0.012

0.170¢

Exchange of information

0.576****

Several foreign language:

Open-mindedness

0.439*+**

0.383***

0.296**

Country experience

0.170

Frequency of deliveries (2004

—

0.256**

0.3%5%

Adaptive business style

0.296

=3

Oneforeign languages:

Open-mindedness

0.074

Adaptive business style

-0.144

Control variables:

Nr of business relationships

-0.083

Export sales experience

0.016

Frequency of deliveries (200%)

0.228*

AdjustedR?

0.118

0.155

-0.000

0.020

0.326

0.179

0.246

0.177

0720

-0.018

-0.002

F

5.922%+*

4.351%*

0.015

3.247*

54.148%**

13.825***

7.407%*

7.363***

5.581**

0.239

0.911

N =111: models 1-5, N = 60: models 6-9; N = 45deis 10 og 11 < 0.10; **p < 0.05; *** p < 0.01; **** p < 0.001
Dependent variable: Models 1-2, 6-7, 10: an adagiiwsiness style; Models 3, 5: trust; Models 4, 819 exchange of information.
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6. Discussions and managerial implications

This study contributes to theory by proposing atirdimensional approach to researching the
impact of cultural sensitivity on relational quedg. This provides the basis from where new
knowledge with regard to how trust between busipasters and information exchange can
be enhanced. This research identifies specifickmfdcompetence indicating a salesperson’s
cultural sensitivity: open-mindedness, country eigmee, an adaptive business style and
language skills. To enhance personnel’s cultunasisigity is one strategy to the maintaining
of business relationships in a cross-border contegen-mindedness predisposes the person
to negotiate more effectively with customers. Areyninded attitude facilitates the learning
of skills. Open-mindedness is a kind of attributattcannot easily be acquired by individuals
who do not already possess it (Johnebal. 2006, p. 535). This implies that to identify those
persons who are open-minded should be a key isstieirecruitment process. The positive
and significant effect of country experience on asaptive business style shows that
interactions with various business partners fatés a person’s ability to practice flexibility,
and improves the awareness of the differencesspeaific market. Various assignments in
the market of the ongoing business enhance a psrsonfidence and ability to deal with
customers in this specific country. The positivepatt of frequency of deliveries on an
adaptive business style demonstrates the importaficeepeating interactions with the
customer to enhance negotiation skills and thetgltd adjust to the specific customer. Thus,
frequency of deliveries is important to enhance ohehe key competencies indicating a
salesperson’s cultural sensitivity: an adaptiveirnrss style. This gives support to the view
that experience is important to advance the abibtydeal successfully with partners in a
different cultural setting. An adaptive businesglesthas a positive effect on information
exchange, though only atpa< .10 level, but no effect on trust. The finding®whthat an

adaptive business style influences trust througbramation exchange. This gives support to
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previous research which shows that a high levaehfadfrmation exchange leads to trusting
business relationships in seller — buyer cross droobntexts (Aulakret al. 1996). In an
export marketing channel context, trust needs tdobtered and enhanced on a continuous
basis: there is a physical distance between busipastners and buyers use multiple

suppliers.

The following two relationships are strengthened tfte group including salespeople who
speak two or more foreign languages: the open-ndimeles — an adaptive business style
relationship (fromp < 0.01 to 0.001), and an adaptive business stylérnration exchange
relationship (fromp < 0.10 to 0.05). An adaptive business style doednihtence trust for
this group either. This indicates that informatexchange is required to the maintaining of
trust between business partners. These findinggestighat persons who are aware of
language differences are better prepared to adsbtib terms of mind (Hofstede, 2001) and
behaviour (Usunier and Lee, 2005). Sensitivityhte verbal and non-verbal cues of people
from foreign countries can be enhanced by languskiées (Hofstede, 2001; Terpstra and
David, 1985). Having such sensitivity is of partauimportance to avoid misunderstandings
and to ensure two-way communication, which agaistefis trust. Language skills have
frequently been viewed as one of several comporeolgded in the definition of concepts
such as psychic distance (e.g. Johansson and Vdiliié) and business distance (Evans and
Mavondo, 2002). It is pointed out however that ligwing language skills separately could

help to identify its impact on the information flgweltokorpi, 2007).

By viewing language skills as a moderator variaihle impact of language skills on the

information flow between business partners couldnestigated. Finally, open-mindedness

and frequency of deliveries do not only influeno@®rimation exchange through an adaptive
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business style for the group including salespeagple master two or more languages. These
two factors do also have direct and significane@f on information exchange. This shows
that mastering several foreign languages in contibimawith having an open mind and
frequent interactions with the customer enhance Idvel of information flow between
business partners. Enhanced knowledge with regarthdtors that promote information
exchange is highly relevant because frequent twp-seamunication is an important way to
achieve coordination in distribution channels (&Agderson and Weitz 1992; Medlat al.

2005).

6.1. Managerial implications

The Norwegian seafood industry exports world-willenajor share of the respondents report
that the firm exports to two or more different gexqghic regions. About 50 percent of the
business relationships assessed in this studyatneegulated by formalised contracts. About
50 percent of the business relationships are reggllay contracts that determine volumes
and/or price. However, contracts are re-negotiatada regular basis. This shows that
salespeople in the Norwegian seafood export ing@s® required to have negotiation skills

in order to deal successfully with buyers in vasiawltural settings. Buyers make use of
multiple sources of supplies, and food safety reime a critical issue. The major share of
products exported is fresh, which means that coatiin of tasks in the distribution channel

must be effective. Trust between exchange partaeds exchange of information are two

relational aspects that help stabilise businesgiogiships. Information exchange is essential
in order to stay updated about important markeditmms, events and changes that are of
significance (Aulakhet al, 1996; C. Zhanget al, 2003; LaBahn and Harich, 1997), and

influences trust in a positive way. One approactenbance these relational qualities is to

22



identify capable salespeople in the recruitmenc@sse and to work out individual plans to

enhance salespeople’s cultural sensitivity.

Open-mindednessAs emphasised above, to identify those persoms dne open-minded
should be a key issue in the recruitment processombination with interviews, managers
could also consider the use of a questionnaire lwhim is to capture a person’s cultural
awareness and ability to question their own assm@nd to update their beliefs about the
customers and marketdn adaptive business styldlanagers should make sure that they
recruit those that know how to flex and adjust riegion style. Simulations of negotiations
can be used as a tool to identify those people llaat a talent to perform flexibility.
Managers could also consider mentoring arrangemewtsch involves that senior
salespeople supervise newly recruited people veigfand to how to negotiate (Williams and
Attaway 1996) Country experienceManagement should ensure that salespeople ihtgitdc
various business partners in a target market, lugldttain an in-depth knowledge about how
business is carried out in this markeanguage skills To master other languages than
English should be obligatory. One approach to eochdmnguage skills is to offer employees a
stay in a target market. A stay in a target markdit also enhance a person’s knowledge

about that specific market, including how businesaranged and practiced.

7. Conclusions and directionsfor futureresearch

A number of issues could be addressed in futureareh. One condition that may be
worthwhile investigating is: What kinds of compeatenndicating cultural sensitivity are of
critical importance to maintaining business relasioips in countries classified as culturally
dissimilar? Future research could also look deeyerthe role of language. What differences

does it make to know the language of the customesug not knowing it, not only with
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regard to relationship building, but also with neb&o performance measures? For example,
do those who know the language of the customendititer deals, such as price, volume and
regular/predictable orders? In this study, the sagdpnt was asked to report the languages
he/she could master moderately and fluently. Therght be other ways to assess

salespeople’s language skills, and to study itsarhpn the nature of business relationships.

Various tests indicate that the findings can beegaised to the population, that is, the
Norwegian seafood exporters. However, the extewadillity is limited. To what extent
characteristics that have been disclosed appliiegd\torwegian seafood exporters only, or if
they can be found across various industries in ldgrand/or in other countries, remains to be
answered. Testing out similar hypotheses, includitiger types of industry, is one way to
investigate this issue. The inclusion of varioudustry types and variations in type of
products would allow comparisons between the differindustry types (Humphreys and
Williams, 1996). Future research could developdbecept further by including other types
of business ventures and studying other cross+aliltontexts. To investigate to what extent
it is important that both partners involved in thesiness venture is cultural sensitive could be
a part of this. The cultural sensitivity conceptsinbe accommodated to industry and type of

cross-cultural context that is studied.
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Appendix. Table Al. Constructs, items, factor loagi and Cronbach Alphas extracted in SPSS 14.0

Constructsand items Factor Cronbach
loading | Alpha
Open-mindedness .785

Opm1: | willingly reflect critically upon assumptionsahl have about my
customers.*

Opm2: | constantly try to question my own interpretataf the market. .948

Opma3: | often question the foundation (information sas@and fixed .875
assumptions) of my interpretation of the customer.

Adaptive business style .841
Adal: | can easily change to another negotiation stfylegerceive that

the style | am using does not work. .580

Ada2: | like testing out different ways of approachirgancustomers. .871

Ada3: | am very flexible with regard to which negotiatistyle | apply. .910

Ada4: | can apply a wide range of different ways of rteging. .871

Ada5: | try to understand how one customer differs framother.*

Trust between business partners 741
Trul: This buyer and | can generally rely on each othearry out .575

promises made.

Tru2: The negotiations between this customer and meaireharacterised
by openness. (Reversed coded).*

Tru3: This buyer and | are generally sceptical to theherge of information
between us. (Reversed coded).*

Trud: The buyer and | are open about problems that emsugh as .806
delayed deliveries, price changes, and so on.

Tru5: Overall, trust between this buyer and me is charaed by a high .893
degree of trust.

Exchange of information .816
Infl: Exchange of information between this customerrapdakes place .899
frequently and informally.

Inf2: This business relationship is characterised bywagp 733
communication.

Inf3: In this business relationship, information thadfigny use to the .656
other part is given.

Inf4: In this business relationship we communicate apeetations to .663
each other.

Inf5: In this business relationship, each of us infotinesother part about 722
events or changes that are of significance to ther part.

* The item was deleted as a result of the factafyais carried out in SPSS 14.0.

Appendix. Table All. Factor loadingsyalues, composite reliability and variance exeddn LISREL 8.72

Constructs Factor t values Composite | Variance
loadings reliability extracted

Open-mindedness n.s. n.s. n.s. n.s.

Opm2

Opm3

Adaptive business .89 .66

style

Adal .69 8.01

Ada2 .79 9.55

Ada3 .93 12.31

Ada4 .82 10.18

Trust .86 .68

Trul 77 8.86

Tru4 .68 7.54

Tru5 1.00 12.46

Exchange of .87 .57

infor mation

Infl .80 9.66

Inf2 .87 11.01

Inf3 .66 7.48

Inf4 74 8.71

Inf5 .68 7.72

. Computation is based on the correlation matrix.
n.s. means no solution.
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