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CROSS-CULTURAL INFLUENCES ON BUYER-SELLER INTERACTION PROCESS

ABSTRACT |

A vast number of marketing transactions are under-
taken in the international arena. Therefore, we need
to understand cross-cultural differences in selling
and negotiations. Each transaction consists of con-
tent {(what you offer) and style thow you offer). The
paper discusses how certain cultural factors affect
the content aspects and other cultural factors affect’
the style aspects of international buyer-selles nego-
tiations. Finally, the paper suggesrs which.of the SIX
stages (Prospetting, rapport; informalion, persta’

sion, closing, and follow-up} of personal selling need
to be changed in the presence ol diffecent typesof
cuttural factors.

INTRODRICTION

Even though buyer-seller interagtion/negotiation
process is receiving increasing attention from the
marketing scholars (Capon & Hulbert, 1976;
O'Shaughnessy, 1972; Sheth, 1976; Wilson, 1976;
Woodside, Bennett & Sheth, 1977), there is virtually
nothing in the literature on the influence of cross-
cultural and cross-national settings in which nego-
tiations take piace. And yet, we must reckon with
the cross-cultural influences on buyer-seller
interaction/negotiation process simply because a
vast number of marketing transactions transcend
national and cultural boundaries. In other words,
multinational and transnational marketing has
emerged as a way of life and transactions between
buyers of one country/culture and sellers of another
country/culture are commonplace.

The purpose of this paper is, therefore, to discuss
the cross-cultural influences on buyer-seller inter-
action process, and to provide a conceptual frame-
work which may become useful for future empirical
research.

NEED FOR UNDERSTANDING CROSS-
CULTURAL INFLUENCES

There are a number of reasons to study and under-
stand cross-cultural influences on buyer-seller
interaction/negotiation process.

First, despite market research and market opportu-
nities, there is an abundance of international busi-
ness blunders (Ricks, Fu & Arpen, 1974). The post
mortems performed on past marketing mistakes
strongly suggest that most mistakes occur in the
process of carrying out marketing plans rather than
in basic thinking. In other words, it is the execution
of marketing plans in terms of interpersonal com-
munication, negotiations and mass communication
where most mistakes occur. Therefore, the messa-
ge is clear: The cross-cultural setting creates situa-
tions in which the marketer must decide whether he
should extend or adjust his way of doing business in
a foreign market.

Second, the dependence on transnational markets
for technicalfindustrial products is increasing. It
would appear that engineering concepts of expe-
rience curve (Conley, 1970) is more and more com-
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pelling the manufacturers of highly technical indu-
strial products to think of worldwide market poten-
tial to achieve competitive cost and price advanta-
ges. While this was invariably recognized by most
European countries due to their small domestic
markets, it is also being increasingly felt by the Uni-
ted States and many large developing nations such
as India, Brazil and China. This mcreasmg depen-
dence;en wansnationat markelsrdad&ro more mar-
settings.

Third, it s almost -univessalty rew@nzed today that

‘there is a trus frﬂerdepende.co ‘relationship bet-

ween the advanced mdusmd mﬁgns (North coun-
§# the third world
(South countries), One cannot iestrially and eco-
nomicatly survive without access to markets, natu-
ral resources and capital of each other. Given the
fact that cultural differences are far greater bet-
ween the North and the South countries, it is inevita-
ble that cross-cultural influences must be recogni-
zed and understood to make this interdependence
work. At a very macro level, the failure of the recent
UNIDO conferences in Lima {Peru) and New Delhi

({India) to generate a dialog between the North and

the South countries is a good indication of the com-
plexity of cross-cultural differences in industrial ne-
gotiations.

Fourth, international trade is growing at a rapid rate
for most nations (Sheth, 1980). Both exports and im-
ports are an integral part of any nation’s industrial
development including East European and Socialist
countries. Furthermore, international trade is not li-
mited to bilateral agreements but extended to multi-
laterial agreements and arrangements. Organiza-
tions such as UNCTAD and GATT are a testimony to
the growth of worldwide international trade. There-
fore, buyer-seller negotiations and interaction pro-
cesses are more and more likely 1o be subjected to
cross-hational and cross-cultural influences.

Finally, future growth for most traditional products
in both consumer and industrial goods is likely to co-
me from the Asian and African markets. Of course,
the primary reason for this is that markets in the in-
dustrialized world are becoming mature or stagnant
whereas the Asian and African markets are at the
growth stage. Whiie we know a little about cultural
and nationa! differences among the industrialized
markets, we know very little about the unigue cultu-
res of Asian and African markets. At the same time,
we do believe that our learned experiences from the
European context are not likely to be generalizable
to these new and culturally unique markets.

In summary, all of the above five reasons for the
need to understand cross-cultural influences on
buyer-seller interaction process have one common
denominator: Marketing transactions involving ex-
change and negotiations between buyers and sel-
lers are increasingly taking piace in the world arena
rather than in the domestic markets.
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DIMENSIONS OF BUYER-SELLER INTERACTION
PROCESS

Before we discuss cross-cultural influences, we
need to define and describe the buyer-seller
interaction/negotiation process. Fundamentally, it
consists of two dimensions: content and style of
interaction/negotiation (Sheth, 1976)",
Content of Interaction: The content dimension of
interaction process represents the substantive
aspects of the purposes for which the two parties
(buyers and sellers) get together. It, therefore, inclu-
des suggesting, offering, promoting and/or negotia-
ting a set of product/service exchange specific va-
tues and their expectations. The content dimension
is presumed to consist of the following vector of ex-
change specific values and their perceived expec-
tations:

a. Functional Values representing the instrumen-
tal values associated with the product/service in-
volved in the exchangefinteraction process such
as the engineering specifications, packaging fea-
tures, product safety and other consequences di-
rectly related to the functions for which a
product/service is designed and offered.

b. Social/Organizational Values reflecting the
nonfunctional values associated with a
product/service because of its image or stereo-
types as being most appropriate for certain
socioceconomic, demographic and cultural
groups or certain types of organizations and in-
stitutions. For example, an automobile may ac-
quire social value as a prestige or status symbol
by being associated with certain upscale social
groups. Similarly, a computer system may pos-
sess organizational value by being associated
with basic R & D institutions such as NASA or
NSF.

c. Parsonal/Emotional Values representing tho-
se nonfunctional values which are created by the
product/service being associated with certain
personality types or with certain emotions. For
example, a cigarette may be considered a mas-
culine cigarette (Marlboro) or a liberated wo-
man’s cigarette (Virginia Slims) because of its as-
sociation with certain personality and emotional
traits. Similarly, a nuclear reactor may be percei-
ved as something to be feared because of the
emotional feelings it arouses.

d. Epistemic/innovative Values represent those
nonfunctional values which are generated by the
product/service being perceived as, something
new, different, or as a change of pace substitute
for what is otherwise a routine habitual choice. It
reflects noveity and curiosity appea! built in a
product/service. Most tourist attractions seem to
be dominated by epistemic values. Similarly,
most fads and fashions are dominated by innova-
tive values. Even in industrial products, role of
epistemic/innovative values is significant in most
office equipment and decoration product catego-
ries.

A particular product/service exchange and the con-
sequent buyer-seller interaction process is presu-
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med to be driven by one or more of the above four
values. Some products/services are primarily com-
modities and, therefore, driven by their functional
values only. On the other hand, differentiated
products/services are likely to also possess any of
the three nonfunctional (social, personal or episte-
mic}) values. Furthermore, a product/service driven
by more than one value can have a trade-off rela-
tionship among values such as functionally excel-
lent but socially unacceptable or socially relevant
but personally unexciting. In other words, each va-
lue is presumed to be independent of, and compen-
satory or complimentary to other values in a given
product/service.
Style of Interaction?. The style of interaction/
negotiation represents the ground rules (format,
structure, ritual or mannerisms) which the buyer
and the seller choose to adopt for making the sub-
stantive product/service specific exchanges of va-
lues. The style dimension is presumed to include
the following three actor specific characteristics
or style:

a. Task-Oriented Style represents preference for
those ground rules which facilitate the accom-
plishment of interaction and negotiations in the
most efficient and productive manner with re-
spect to time, money and effort considerations.
Task-oriented style reflects the professionalism
in the buyer-selier interaction process. Every ac-
tivity in the negotiation process is considered es-
sential and its format, structure and organization
with other acitivites are optimal. For example,
task-oriented peopie get impatient with social
chitchat, bureaucratic paperwork or delays, and
generally prefer mechanical precision and speed
in various tasks. The obvious stereotype of task-
oriented style is the American way.of doing busi-
ness in international business. Among the Euro-
peans, the Germans are exemplified by the task-
oriented style.

b. Tradition-Oriented Style represents preferen-

ce for those ground rules which are normatively
set by others and have been historically used in a
particular transaction. It is most critical that the
rituals, mannerisms and formats established by
tradition be observed even if it results in less effi-
ciency and productivity in the process of negotia-
ting.
The obvious stereotypes of tradition-oriented sty-
le are the Middle-East and the Far-East coun-
tries’ ways of negotiating business transactions.
Among the Europeans, the British tend to reflect
the tradition-oriented style.

c. People-Oriented Style represents preference
for those ground rules in a negotiation/inter-
action process which are set by the personal in-
terests and backgrounds of the parties (actors)
involved in it. In other words, what matters in the
ground rules for negotiations is based on »who is
who« or »who knows whomx attributes. Both par-
ties in the interaction process are more intere-
sted in the personal and social preferences, ha-
bits and backgrounds rather than in task accom-
plishment or tradition achievement.

131




The obvious stereotypes of people-oriented sty-
les are the highly expressive countries of Latin
America, Southern Europe, and parts of Africa.
Among the Europeans, the French and the lta-
lians are considered as the best examples of
people-oriented style.

It is hypothesized that unlike the content dimen-
sions, style dimensions are manifested as a single
element vector in a particular transaction. In other
words, only one type of style is preferred or preva-
lent, and there are no trade-off or complimentary re-
lationships among the three style dimensions.
Having defined and described buyer-seller interac-
tion process in terms of content and style dimen-
sions, we must now examine how cross-cultural set-
tings impact on it. There are several problems and
limitations, however.

First ot all, it is very difficult to define what we mean
by cross-cultural influences. Rather than define cul-
tures and their correlations with national bounda-
ries, this paper will attempt to list and examine so-
me key characteristics associated with cuitural and
national differences which have a direct bearing on
the buyer-seller interaction process. Secondly, it is
vitally important to separately examine the cross-
cultural influences on content and styte dimensions
since the factors influencing each aspect are not
the same. Finally, it is important that managerial or
policy impiications be derived so that the concep-
tual framework developed in this paper becomes re-
levant and useful in marketing practice.

CROSS-CULTURAL INFLUENCES ON CONTENT
DIMENSION

Based on past research compilation in cross-
cultural psychology (Triandis, 1979) and in ¢ross-
cultural consumer behavior (Sheth and Sethi, 1977),
we have identified five major dimensions of
cross-cultural differ which will impact on
the content aspect of buyer-seller interaction pro-
cess. We will examine each dimension in some de-
tail and show how it brings about differences in the
four values (functional, social, personal, epistemic)
associated with content of interaction/negotiation.

a. Resource vs. Need Orientation. It is possible
to examine cultures and nations with respect to
their fundamental societal value system which
reflects whether they are more dominated by re-
source conservation or need satisfaction. For
example, certain cultures are more concerned
with ecology and coexistence between man and
his natural surroundings. On the other hand, ot-
her cultures believe that natural resources are
for the use of mankind and its need satisfaction.
Whether a culture is resource oriented or need
oriented will clearly dictate the balance between
functional and nonfunctional values in a product/
service sought and offered in a transaction. Our
hypothesis is that resource oriented cultures will
be more driven by functional values whereas
need oriented cultures will be more driven by
nonfunctional values.
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b. Traditional vs. Modern Cultures. A second

major dimension on which culures vary is the
degree to which they are traditional or modern in
their outlook and values. Presumably, the higher
the degree of modernity, the greater is the pro-
pensity to change. Accordingly, more ‘modern
cultures will manifest more epistemic/innovative
values in a transaction than the traditional cultu-
res. Similarly, more modern cultures will be dri-
ven by self-oriented personal values whereas
more traditional cultures will be driven by social
stereotypes and product imageries.
Our hypothesis is that modern cultures witl main-
fest more epistemic and perscnal values in the
interaction process and less social values as
compared to the traditional cultures.

c. Climate. The physical environment of countries
have a lot to do with cultural values. in fact, some
even believe that cultural differences represent
mostly climatic differences. There is no question
that physical climate will influence the content
dimension of buyer-seller interaction process.
For example, the specific functional values desi-
red in a given climate will be significantly diffe-
rent than in another climate with respect to stora-
ge, packaging, preservation, use and disposal
activities associated with a product/service.
Thus, people living in hot climates will wear open
air sandals whereas people in cold climates will
wear shoes or boots; people living in deserts will
have far more imaginative ways to conserve wa-
ter than people who live near lakes and rivers.
Qur hypothesis then is that physical climate as a
cultural trait will create differences within func-
tional values of products/services across cuitu-
res.

d. Economic Development. The basic cross-

cultural difference with respect to economic de-
velopment is the predominance of time versus
money as the scarce resource. 1t would appear
that money will be the dominant constraint in
less developed countries whereas time will be
the dominant constraint in advanced industriali-
zed nations. The vast life style differences bet-
ween third world countries and industrialized na-
tions can be easily attributed to this fundamental
difference in money versus time as the scarce
resource.
Our hypothesis, therefore, is obvious: Degree of
economic development will create differences in
the functional values of a product/service across
different cultures. in particular, far more conve-
nience values associated with time and place will
be patronized by advanced countries as compa-
red to less developed nations.

e. Maslow’s Need Hierarchy. Cultures also vary
in terms of the dominance of specific needs in
Maslow's need hierarchy. For example, less dev-
loped nations by and large tend to be dominated
by safety/security and physiological needs, whe-
reas the more advanced countries tend to be do-
minated by lovefaffection and self-esteem needs.
This difference in dominance of needs is bound
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to generate cross-cultural differences in product/
service values. For example, the only way you
can successfully sell religion in less developed
countries is to claim that God will protect you,
whereas in most advanced countries, it is impe-
rative to claim that God loves you.

Our hypothesis, therefore, is that more nonfunc-
tional values in a product/service will be manife-
sted in those cultures which are dominated by
love/affection and self-esteem needs, whereas
more functional values will be dominated in less
developed countries.

While these five factors are found to be most signifi-
cant determinants of cross-cultural influence on
buyer-seller interaction process, they are neither
mutually exclusive nor exhaustive. In fact, our a
priori thinking suggests that they are likely to be
correlated with one another. Furthermore, many ot-
her cuitural characteristics such as abstract-
concrete thinking, literacy rate, population homo-
geneity and others are also likely to be relevant.
However, these five factors seem more fundamen-
tal and universal.

CROSS-CULTURAL INFLUENCES ON STYLE
DIMENSION

The style aspect of buyer-seller interaction/nego-
tiation process is likely to be influenced by several
other cultural practices and procedures. We will
again examine the most significant aspects and hy-
pothesize their impact on the three style dimen-
sions.

a. Silent Languages. In a classic book, Hall (1959)
has brilliantly summarized a number of cuitural
traits which generate significant differences in
business practices across cuitures and coun-
tries. He calls them as the silent languages of ti-
me, space, friendship and business agreements.
The basic idea is that cultures vary in their values
and perceptions on these four factors which are
$0 deep rooted that they are never explicitly dis-
cussed, and they atmost subconsciously create
differences in the way people conduct their busi-
ness practices. For example, a Westerner is per-
ceived 1o be very timeconscious, prefers spatial
distance, believes in legal written agreements,
and friendship is not above economic or moneta-
ry considerations as compared to an Easterner.
Qur hypothesis is that silent languages will pro-
duce significant cross-cultural differences in
task-oriented versus people-oriented styles of in-
teraction.

b. Institutional Norms and Practices. A second
cultural trait to impact on the style dimension is
the institutional norms and practices. They inclu-
de differences in organization structure, commu-
nication, coordination and control as well as in
managerial decision-making process which can
be attributed to centralized vs. decentralized
power structure, and autocratic vs. bureau-
cratic ways of doing business. For example, the
American institutions tend to be decentralized
and autocratic, whereas the Japanese institu-
tions tend to be centralized and bureaucratic re-
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sulting in »management by authority« versus
»management by consensus« philosophies of
conducting business transactions.

Our hypothesis related to institutional norms and
practices is straight forward: Cultures will vary in
their task-oriented style of negotiation/
interaction process depending on whether they
are bureaucratic vs. autocratic and whether they
are centralized vs. decentralized in their power
structure.

¢. Individualistic vs. Socialistic Orientation.
Cultures aiso vary with respect to the freedom
they provide for expressing highly individualistic
behaviour or constraining it with a lot of social
norms and legal rules. Individualistic cultures
tend to encourage and reward personal achieve-
ments, whereas socialistic cultures tend to re-
ward societal achievements. The obvious stereo-
types that come to mind are the United States
where personal freedom and achievement are
the dominant traits as compared to China where
collective behavior and achievement are the do-
minant traits.
Itis hypothesized that individualistic cultures will
be less tradition-oriented in their style of
negotiation/interaction than socialistic cultures.

d. Inner vs. Other Orientation. Riesman’s (1950)
classification of inner-directed, other-directed
and tradition-directed people is another major
cultural trait which is likely to influence the style
aspects of negotiationfinteraction. In fact, Ries-
man’s three-fold classification almost parallels
the three types of style discussed in this paper.
According to Riesman, other-directed people and
cultures tend to be influenced by other people’'s
desires, values and expectations; inner-directed
people and cultures tend to be driven by their
own personal philosophy and code of conduct;
and tradition-directed people and cultures tend
to be driven by patterns established by past ge-
nerations.
We, therefore, hypothesize that other-directed
cultures will tend to be more people-oriented in
their style of interaction/negotiation, whereas
tradition-oriented cultures will be more tradition-
oriented in their style of negotiation/interaction.
Finally, self-oriented cultures will be task-
oriented only if their silent languages are task-
driven rather than people-driven.

Once again, what we have identified and discussed
here as cultural determinants of style represents
only the major factors for which there is convergent
validity as well as some predictive validity in the lite-
rature. There may be other factors either as correla-
tes of the above four or as additional cultural deter-
minants of style aspects which are not discussed
here.

MANAGERIAL IMPLICATIONS

Having identified some cuftural determinants of
content and style dimensions of buyer-seller inter-
action/negotiation process, the next step is to dis-
cuss how this knowledge can be useful to manage-
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rial practice. The obvious dilemma in the internatio-
nal arena is whether to extend a successful strategy
or process or to adjust it, and if so, what elements to
adjust. The conceptual framework developed in this
paper must offer guidelines to managerial policy as
to what elements of buyer-seller interaction process
~ should be changed under different types of cross-
cultural influences. In order to do that, we must first
identify various types of activities involved in buyer-
seller interaction/negotiation process.
Recently, Taylor and Woodside (1980) have identi-
vied six stages in buyersellor Inter-
actions/negotiations based on empirical rese-
arch in the areas of health and life insurance selling
process. They are: contact initiation (prospecting),
rapport building, exchange of information, persuasi-
ve attempts, closure attempts, and foliow-up sta-
ges. We will utilize the Taylor-Woodside typology
partly because it is most comprehensive and partly
because it very closely parallels the managerial
practice in the personal selling area.
It is obvious that some of the six stages are mostly
substantive and directly relate to exchange specific
values or the content of interaction/negotiation
process. These include exchange of information,
persuasive attempts and closure attempts stages.
On the other hand, there are other stages which are
more directly related to the ground rules or style of
interaction/negotiation and, therefore, more concer-
ned with the actor specific style dimensions. These
are the prospecting, rapport and follow-up stages.
Since some cross-cultural influences impact on the
content dimension, whereas others impact on the
style dimension of interaction/negotiation, it is pos-

sible to suggest that the content-oriented stages or
the style-oriented stages or both will need adjust-
ment and adaptation in a cross-cultural or Cross-
national setting whenever the respective cultural
determinants are likely to be present.

A more formal summary is provided in Table 1. It
states that when the cultural determinants for both
content and style aspects are the same between
countries involved in the negotiation/interaction pro-
cess, it is possible to successfully extend the same
selling procedures developed by a company from
one country to another. Obviously, this is very likely
to be true between U. 8. and Canada or between
Germany and Scandinavian countries since they
are more or less homogeneous with respect to the
cultural determinants presented in this paper.

On the other hand, if the two countries are homoge-
neous with respect to content-related cultural deter-
minants, but heterogeneous with respect to style-
related cultural determinants, it will be necessary to
adjust and adapt the prospecting, rapport buiiding
and follow-up stages. It is this aspect which Halll
(1960) so beautifully describes in his paper between
the American and the Latin American negotiation
process. Also, it is this adjustment of style-related
stages which can explain the dilemma of American
businessmen about offering bribes and other cor-
rupt practices or being subjected to bureaucratic
red tape and delays in the Middie-East and the Far-
East countries.

The third possibility arises when the two countries
are homogeneous with respect to style related cul-
tural determinants but quite far apart with respect to
content related cultural determinants. In this situa-

TABLE 1 —
EXTENSIONS VS. ADJUSTMENT
STRATEGIES FOR BUYER-SELLER Languages Practices " Culture Orientation
INTERACTION PROCESS T ‘ | l
v
Style of
Interaction

Different

| Physical Climate —

Resource vs. Need

'—-’

Adjustment Needed
1. Prospecting stage
2. Rapport stage

3. Follow-up stage

Complete
Extension

Orientation
’ Content of
Traditional vs. Interaction
Modern Cultures
Maslow's |

Need Hierarchy

y
I Ditferent I———h

Economic Development

Adjustment Needed

1. Information
exchange stage

2. Negotiation /
persuasion stage

3. Closure stage

Complete
Adjustment
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tion, the selter must adjust the information exchan-
ge, persuasive attempts and closure stages which
are content specific. The obvious examples here
are the differences between the advanced coun-
tries and the less developed countries with respect
to functional vs. nonfunctional values in products/
services. Specifically, the same product such as a
bicycle or a motorcycle can be sold only on its func-
tional values in less developed countries, whereas it
can be sold on social, personal or epistemic values
in the U. S. Accordingly, product/service informa-
tion as well as the process of persuasion and closu-
re need to be adjusted between these two sets of
countries for the same product/service.

Finally, it is very possible that the two countries are
culturally so different that the seller must adjust the
six stages of buyer-seller interaction process. In
other words, complete adjustment will be necessa-
ry affecting both what you offer and how you offer
products/services in the international arena. The ob-
vious example is the recent selling activities of
American product/services to China.

CONCLUSIONS

We must examine cross-cultural influences on the
buyer-seller interaction/negotiation process simply
because a vast percentage of all marketing transac-
tions are undertaken in the international arena. In
order to understand cross-cultural influences, the
paper has separated the content and the style
aspects of buyer-seller interaction/negotiation pro-
cess. The content dimension reflecting functional,
social, personal and epistemic values of a
product/service is hypothesized to be influences by
the following five cultural determinants: resource
vs. need orientation, physical climate, traditional vs.
modern cuitures, economic development and Mas-
low’s need hierarchy. Similarly, the style dimen-
sions reflecting task-oriented, tradition-oriented or
people-oriented ways of conducting business trans-
actions is hypothesized to be influenced by the follo-
wing four cultural attributes: silent languages, indivi-
dualistic vs. socialistic cultures, institutional norms
and practices, and inner-other-traditional directed
societies.

From a manageriat point of view, the buyer-seiler in-
teraction process consists of the following six sta-
ges: prospecting, rapport building, information ex-
change, persuasive effort, closure and follow-up
stage. It would appear that prospecting, rapport
building and follow-up stages are more style-related
activities, whereas information exchange, persuasi-
ve effort and closure are more content-related acti-
vities. Accordingly, a seller must adjust each type of
selling activity depending upon whether content-
specific or style-specific cultural determinants are
present in a given international transaction.

It is my hope that the conceptual framework deveio-
ped in this paper will facilitate empirical research
on international buyer-seller interaction/negotiation
process.
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FOOTNOTES

1. The specific elements of contents have been re-
duced to four values by excluding the situational
value from previous conceptualization. This is
primarily because situational values are more
difficult to operationalize in a given empirical stu-
dy.

2. The style dimensions are also revised aithough
the number of dimensions remains the same as
in previous conceptualization. The major change
is to replace tradition-oriented style for self-
oriented style.

REFERENCES

Capon, Noel and James Hulbert (1976), »interpersonal Interac-
tion and Persuasion Processes: An Overview,« in Advances in
Consumer research, Yolume 3, B, B. Anderson {ed.), Cincinna-
ti: Association for Consumer Research, 364—369.

Conley, Patrick (1970), »Experience Curves as a Planning Took.«
IEEE Spectrum, 7, (June), 63—68.

Hall, Edward T. (1959), The Silent Language, Doubleday.

Hatl, E. T. (1960). »The Silent Language in Overseas Business«,
Harvard Business Revies, 38, (May—June) 87—96.
(OShaughnessy, John (1972), »Selling as an Interpersonal In-
fluence Process«, Journal of Retatling, 47, 32—46.

Ricks, D., M. Fu and J. Arpan (1974), International Business
Blunders, Cincinnati, Grid, Inc.

Riesman, David (1950), The Lonely Crowd: A Study of the
Changing American Character, New Haven: Yate University
Press.

Sheth, Jagdish N. (1976), »Buyer-Seller interaction: A Conceptual
Frameworke, in Ad in C F h, Vol. 3, B.
B. Anderson (ed.} Cincinnati: Association for Consumer Rese-
arch, 382—386.

Sheth, Jagdish N. (1980), »Emerging Importance of Export Mar-
keting for U. S. Productse, in J. N. Sheth and H. M. Schoenfeld
(eds.) Export Marketing: Lessons from Europe, BEBR, Uni-
versity of lllinois (in press).

Sheth, J. N. and S. P. Sethi (1977), »A Theory of Cross-Cuitural
Buyer Behavior:, in Woodside, Bennett and Sheth (eds.) Consu-
mer and Industrial Buying Behavior, Elsivier, North Holland,
369—386.

Taylor, J. S. and A. G. Woodside {1980), »An Examination of the
Structure of Buying-Selling Interaction Among Insurance Agents
and Prospective Customerse, in Advances in Consumer Rese-
arch, Vol. 7, Jerry Olson (ed.) Ann Arbor, Association for Consu- -
mer Research, 387-392

Triandis, Harry (ed.) (1979), Handbook of Cross-Cultural Psy-
chology, Vol. 1—6, Allyn & Bacon.

Wilson, David (1976). »Dyadic Interaction: An Exchange Pro-
cesse, in A inC h, Vol. 3, B. B. An-
derson (ed), Cincinnati Association for Gonsumer Research,
394—397.

Woodside, Arch, P. Bennett and J. N. Sheth (eds.) 1977, Consu-
mer and Industrial Buying Behavlor, Elsivier, North Holland.

Quelle: Faculty Working Paper No. 710. University of ittinois.
135




