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Abstract

This study investigates how tdevelop a better understanding of successful business
relatonships in the context of Saudi Arabihe main objectives of this research are to
explore how trust factors affect business relationship in Saudi Arabian comgmmeary

and secondary methods of data collection are explored and the methods usedutd co
gualitative data analysis are discussed and justiffeeimistructured interviews were

empl oyed to fulfil the studydos aims and ob
Arabian employees regarding how trust factors affect business relatioms&iasdi Arabian

companies.

This thesis identifies and@nalyseghe barriers to trust in business relationship that can exist

in Saudi companies, using a multiple interview approach. The research requitepthn
understanding to enable the developndritust factors (individual trusgrganisationatrust

and national trust). The result is the discovery that a lack of skills, knowledge and experience
of business relationship development and the correct approach to business and management
can affect tust factors in the context of Saudi Arabian companiéss fesearch study also

found culture to be a unique type of behaviour that influences the creation of profitable
relationships in Saudi companieshis study can be used in further research in other

organisationswhether in Saudi Arabia or other countries.

Finally, the researcher considersthe whole experience of conducting this study tbave
been reveding, and has confirmed tha strong potentialexists within Saudi Arabian
companieghat have been competely suppessedin past years by the involvement of the
social and businedsvel. Relationships are necessary at the individual, organisational,
and national levels in order for foreign companies to build trust with Saudi Arabian

ones.



Chapter One

1.0Introduction

The Kingdom of Saudi Arabia is rated as the 13th most economically competitive country

in the worl d, according to the 2010 annua
International Finance Corporation (IFC) and the WoBdnk (www 1). The report
highlighted the rapid rate of economic growth in Middle Eastern countries, Saudi Arabia

in particular, as a result of economic sector reform. Since 2004 Saudi Arabia has been
rated the best place to do business in the entire Migae and the Arab world (www 2).

Saudi Arabia has the | argest oil reserves
producer and exporter. Oil accounts for mor
75% of government revenues. Proven resenagrding to figures provided by the Saudi
government, are estimated to amount to 260 billion barrelkr(d), about onguarter of

the worl dos oil reserves (www 3). The Wor |l
Arabia was one of the strongest Ardonomies, although the reliability of that rating has

been called into question (www 4). The Kingdom of Saudi Arabia is a market that offers

good opportunities for foreign companies. For example, Saudi Arabia is the United

Ki n g d o"adrgest &gport mrket, worth $1.6 billion ($1= 3.64 (SR) Saudi Riyal). The

USA and the UK are the two largest trading partners in the Middle East, focusing
especially on Saudi Arabia, Qatar, Kuwait, and the UAE (www 8).

1.1 Background

Saudi Arabia is one of the large&tabian countries, with the Red Sea and the Gulf of

Aqgaba to the west and the Persian Gulf to the east. Its neighbouring countries are Jordan,
Iraq, Kuwait, Qatar, the United Arab Emirates, the Sultanate of Oman, Yemen and
Bahrain, which is connected toetlsaudi mainland by a causeway. Saudi Arabia contains

the worl ddéds | argest conti Kthadds 0s ard Aderd ryt |,
(www 5). Around 40% of the gross domestic product (GDP) of Saudi Arabia comes from

the private sector. Furtherngyraround 5.5 million foreign workers play an important role

in the Saudi economy, particularly in the oil and service sectors. The government is
encouraging private and public sector grow
and increase employmeapportunities for the expanding Saudi population. It has begun

to permit private sector and foreign investor participation in the power generation and

1



telecom sectors. As part of its efforts to attract foreign investment and diversify the
economy, Saudi Aabia joined the World Trade Organisation (WTO) in 2005 after many
years of negotiations (www 6). With high oil revenues enabling the government to post
large budget surpluses, the capital of Saudi ArdRigadh,has been able to substantially
boost spenidg on job training and education, infrastructure development and government
salariesSaudi Arabia is capable of producing more than 10 million barrels of oil per day

(Wwww10).

1.2The Need for Research

The key concept of this study is that there areethmgoortant types of factors relating to

trust in business relationships (BRs), namely national, organisational and individual,
which are examined in this study in terms of their potential use in empirical studies on
business in Saudi Arabia. the Arab ountries, including Saudi Arabia, there is a lack of
business management. Furthermore, international companies need to consider Saudi
Arabi ads business history, with respect t c
relationships, to ensure there is fraential for good investments and business in the long

term between themselves and Saudi companies.

According to Morgan and Hur{fL994), trust is the key element in business relationship
development (BRD), and they encourage business men and womerktatvpoeserving
relationship investments by cooperating with exchange partners. Thiagataaaf2001)

argue that, given the lack of theory and research in this area, especially outside of
developed economies, there is a need to develop knowledge on the subject, and it is
therefore a valid topic of researciChurchill (1979) suggests the importae of
commitment and integrity in improving trust at the individual level of a relationship.
Ndubisi and Charf2005) demonstrate the value of BRs with respect to customer loyalty,
and discuss the importance of elements such as trust, commitoenhunicdon and
cooperation. Therefore these elements are the key of business relationships and their
influence on the business economy in Saudi Araliiae strength of a business
relationship is based upon the degree to which each party wishes to connect witreth
parties. Saudi Arabia has little international experience with BRD, and it is therefore
anticipated that this research will be valuable in filling an existing gap in the available
knowledge This research is needed in order to gain insight intel$eaf trust inong-term

business relationships in Saudi companies.

2



1.3 The Aim of the Research

The aim of this research is to seek to bridge the gap in the literature and assess the relative

importance of trust in business relationships in Saudi Anatpanpanies.

1.3.1 Research Objectives

The aim of this research is to explore the following issues:

1 To review the relevant literature on BRD.

1 To ascertain the relative importance of trust at three levels: national, organisational and
individual.

1 To discover the Saudi Arabian perspective on the importance of trust in developing

business relationships.

1.4 Research Questions

The specific research questions are therefore as follows:

1 How does trust impact on the business relationship process frBau@d Arabian
perspective?

1 How can trust be developed in business relationships for the mutual benefit of Saudi
companies?

1 Why should trust be taken into account by Saudi Arabian companies when embarking
on business activities?

1.5 Expected Contritution to Knowledge

This research seeks to bridge the existing gap in the literature and develop a better
understanding of how to develop successful business relationships with Saudi Arabian
companies. There is the potential to discover unique types dvioein that could
influence the formation of profitable relationship#/allace and Wilkinson (2004)
discovered a gap in the knowledge and understanding of the implementation of BRD
practices in various regions of the world, such as Africa, the Middle &wabstSouth
America. There is also a lack of empirical studies relating to business relationships outside
of developed economiesTlfiagaraganet al, 2001). FurthermoreMouzas and Blois
(2008) argue that there is a lack of empirically based scholarly wodhderstanding the
nature and form of contractual arrangements between organisatibiss.study will
contribute to knowledge in the field of business relationshipsadihdn particular, make



an original contribution to the existing knowledge by prowdinsights into factors that
affect business relationships in Saudi Arabia. Furthermore, the researcher will consider
whether trust is a critical factor affecting the letegm duration of business relationships
and whether it is necessary in order tdabksh the three factors of trugiNational,
Organisational, and Individual). The next chapter contains the literature review which will
include a fact file about Saudi Arabia, and will then discuss business relationships, trust

factors and Saudi organtgaal behaviour.



Chapter Two
Literature Review

2.0Introduction

In all business activities good relationships are necessary and ,ifoleaay two parties,
whethercompanies or countriethat doa great deal of businesstiweach other, a strong
relationship will be required (Kaizen, 2012). This chapter will identify and examine the
existing literature concerning BRD; it will then identify trust factors asdess the

relative importance of trust within business relatiopsmvolving Saudi companies.

The Kingdom of Saudi Arabiaoversan area 0f2,250,000square kilometres. Saudi
Arabiads population in 2012 was estimated
million resident foreigners (www 7). The central ingiibn of the Saudi Arabian
government is the monarchy. The first language is Arabic and the religion is Islam. Saudi
Arabia has a relatively wealthy dilased economy and strong government control over
major economic activities (www }0Saudi traditionsra rooted in Islamic teachings and

Arab customs, which Saudis learn from an early age from their families and in schools.
Arab traditions also play an important role in Saudi life. These traditions include
generosity towardther people and hospitality,which all Saudi families offer to
strangers, friends and family. Saudi society has experienced tremendous development
over the past several decades. The Saudi Arabian people have taken their values,
traditions, customs, hospitality and even their styleress and have adapted them to

the modern worldThe following summary givesose brief facts about Saudi Arabia:

1 Official Name: AFMamlaka alArabiyaasSaudi ya A Ki ngdom of Saud
TArea: 2,250,000 square kilometres (868,730 square miles)

1 Popuation: 26.6 million (2012)comprising 80%Saudi citizensand 20% nonSaudi

residents

fLanguage: Arabic

TReligion: Islam

T Capital: Riyadh (population in 2012: 6.2 million)

fHead of State and Prime Minister: King Abdullah bin Abdalz, Custodian of the

two Holy Mosques.



TAdministrative Regions: ABaha, AtJouf, Asir, Eastern, Hail, Jizan, Madindhiakah

Najran, Northern Border, Qasim, Riyadh, Tabouk.

1 Saudi Arabia is the largest construction market in the Middle East and one of the fastest
growing in the wdd. Megaproject developments alone are worth US $129.7 billion.

T There are six new cities being budt presentthe largest being the King Abdullah
Economic City which will be akrgeas Hong Kong.

T There are over 14,000 Saudi students studying at IBriig/ersities.

1 Around 20,000 British citizens live and work in Saudi Arabia (www 5)

o Y
Saudi Arabia J

.
':—«(‘_\ 3

Taba® -
RN
oyba TABUKN_ 7o

Jayia f ASH SHARQIYAH
(EASTERN REGION)

W NNAIRAN !
Najran

T

Base BO:

Source; (www 9) MaghowingSaudi Arabid s p adrsthie tMiddieiast (Dee2012)

2.1 Business Relationships

A business relationship @efined asan association Ieen individuals or companies
entered into for commercial purposes and sometimes formalised with legal contracts or
agreementsThe concept of business relationships is discusse@royroos(2002), who
explains the role and scope of relationships asgbthe identification, establishment,
maintenance and enhancement of customer relationships. Business relationships are also
defined by Kotlerand Keller(2006) asinvolving the building of mutually satia€tory
long-term BR with key parties, in order to saand retain their business. Additionally,
Brooks (2008) states thah order to develop a business relationshtis essential that
businesss provide commitmenthigh-quality services and satisfactiom people so that

trust can be proven and crediiyi built.



Most business relationships include different forms of formal contracts. A business
relationship exists if therarerepeated business transaci@md a contract between the

parties (Blois, 1998Reasos for using a contract usualigcludethe following:

U It functiors as a communication tool for the transmission of information from one

party to another

0 Itreduceuncertainty and risk by stating each
U It sets outhe requirements of accepted practica given business settifBoxenhall
andGhauri, 2004).

The country has witnessed a number of improvements in competitiveness in recent years,
which hasresulted in a strong and solid institutional framework, efficient markets and
sophisticated businsss. Improvements to the institutional framework, in particular a
better assessment of the security situation by business and a stronger corporate governance
framework have contributed to theetter positioningn the global economgf the country

in 201Q In addition, the Saudi governmemtroduceda massive motivation package
aimed at improvinghe infrastructure in the country, although it led to deterioration
economic stability as the budget balance moved into deficit. As much as the recent
improvanents are commendable, the country faces important challenges going forward.
For example, health and education do not meet the standards of countries at similar
income levels. While some progress is visible in health outcomes as well as in the quality
of education, improvements are taking place at a Imwel. Furthermore, Saudi
organisations continue taank low in terms ofhealth, education and training support.
Finally, the labour marketis of critical importance to Saudi Arabia given the growing
numberof young people who will enter the labour mar&eer the following years (www

5).

The context in which trust occuis important.Organisational researchers and economists
disagree as to whether institutional trust iam of individual or cooperater action that

is constitutively embedded in the institutional environment in whicl business
relationship is placet(Bachmanrand Inkpen, 2011: 284). Fraziet al (2009) find that
trust factorscan lead to distributors shiag information with theirsuppliers Pimentel
Claro and OliveireClaro (2010) find that information sharifny distributors and retailers

enhances collaboration with supplier&urthermore, Wilsonand Charles (2000)



demonstrate various factordo be significanty related to busirss relationshig, among
them commitment, cooperation, communication and trust. The researchirstvidliefly

explain the first three factors, whileist will be explained in more detail section (2.4).

2.1.1 Commitment

Commitmentis based on thassumptiorthat the business relationship will bring future
value and benefits to its partners (Hardwaeid Ford, 1986). Also, Moormaet al (1992)

defines commitment as an enduring desire to maintain a valued business relationship. The
level of commitnent plays a key role in the success of business relationships (Rowlers
Reagan 2007). Commitment has to be understood in the context of the levels of
investment within a given relationship. One expects the partadre committed to the
well-being anddevelopment othe business, in the absence of which there can be no
relationship at all. In this respect, commitment has many different degrees and levels, as
does trust. In general, the greater the level of trust between partners, the greater the level

of commitment, although this is not always the case (Swift, 2008).

2.1.2 Cooperation

Cooperati on h asmild ereompleirertaryrc@dlinaéed actions taken by

firms in interdependent business relationships to achieve mutual outcomes oarsingul
outcomes with expected r e c angb Naous, al®9D:054). o v er
Morgan and Hunt (1994: 24) accept the above definition of cooperation and expand it by
emphasising that et he proactive aspect of
taking interdependent actionso. The interac
cooperative behaviouwhich allows the partnership to work and ensures that both parties
receive the benefits of the relationsh{pooperation makes it possible toadsish work

teams that consist of experts in different functional fields and adaptable structures that
encourage decentralised decision making (Bstieler, 2006). A key benefit of cooperation is

the development of more flexible, decentralised structuresshwtrovide access to new
resources, abilities and knowledtjet are required to achieve commercial success in a

new project (Elgand Paavola, 2008). @peration, mutual respect and the sharing of
expertise are some techniqukatcan be helpful in impramg trust an example being the
government helping Saudi companies to work togetsd improve their business
relationship (Styleset al., 2008).



2.1.3 Communication

Communication is an important concept that businesses understand not just as the act of
speaking or writing, but also as the act of sharing information, so that the other party in the
process can receive the message and respond appropiatiédyng new relationship
requires the ability to communicate efficiently and effectively with om@@other.
Communication has a significant positive roldhie developnent oftrust (Mukherjeeand

Nath, 2007). Janice (2003) suggests that communication is one of the most important
contributing factors to the success of any busingssording to Swift (P08) and Brooks
(2008), communication in a business relationship motisteial interaction. Therefore,
socialisation between the parties is increased as both parties transmit and transfer tactic
knowledge through shared experienic€he social relatiodsps enhance the business
relationship in one way oarother. Furthermore, communication helfs establish
commonness or shared perceptions that connect semdeceiver, thus enhancing the
business relationship (Donaldsand O'Toole, 2007). Consequént the establishment

and communication of a relationship with the target market should be the key objective of

all companies.

2.2 How Trust Works within Business Relationship Development

Customer trust can be affected by opportunistic behaviour @hoagd Hunt, 1994).
Opportunistic behaviour has been found to have a critical negative impact on trust, and
regulatory control has a significant role in controlling opportunistic behaviour (Mukherjee
and Nath, 2003).For example, in research conducted kbgrDet al (1995) amongst US
buyers and sellers, it was concluded that trust is the fundamental force behind the
development of trade relationski@nd should therefore ba priority for sales and
purchasing managersPersonal social bonds devedap through subjective, social
interactions tend to hold business together. Furthexmblummalaneni and Wilson
(1991 suggest that buyers and sellers who have strong personal relationships with each
other are more committed to maintaining the business relatiotiship less socially
bonded partnerd.his may range from produdével technology to the linking of computer
systems. The creation of shared technology has been found to strain business relationships
in the early stages of the development of the technddagynevitably, it contributes to a
stronger relationship once the technology is working (Vloakg Wilson, 1994). The
concept of mutual goalefers tothe degree to which partners share goals that can only be
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accomplished through joint action and thaimbenance of the business relationship. These
mutual goals provide a strong reason for the contioeiaof the relationship. Wilson
(19%) proposeghat mutualbusinesggoals can create work satisfaction which, in turn,
influences the level of commitmentd the relationship. Additionally, Morgan and Hunt
(1994: 25) define shared values as the extent to which partners have beliefs in common
about what behaviours, goals and policies are important, unimportant, appropriate or

inappropriate, and right or wrong.

Jo et al (2004) consider trust, commitment, satisfaction, exchange relationships and
communal relationship® beimportant elements of business relationships. Another aspect
of trust is, according to Mitchekt al (1998) the ability to share ideasonfidently
between peoplelheyalso definetrust as the willingness to rely on an exchange of ideas
with a partneiin whom one hasconfiderce (Mitchell et al, 1998) The literature review
suppors this finding, showingtrust to be an important factor rfGuccessful business
relationships Trust ensures an effective partnership and a beneficial relationship.
According toliterature review the personality and actions of a person indicate whether
they are trustworthy or no&imilarly, Rempelet al (1985)consider trust to be the level of
confidence placed by a party in another party, where caring, empathy, politeness,

similarity and concern for the other party are demonstthredighinteraction.

Trust is not only foundo be significant at thandividual level of relationships but also at

the organisational and national legeTrust is a vital factor for the expansion of business
relationships with companies from different countrisgch asSaudi companies. This

finding concurs withWi | s o n 0 s sitipnlt®adtigis amediating factor in business
relationship, affecting theirquality or performance. Interestingly, trusting a person can

give one confidenceéo otherperson. Johnson and Grayson (2005: 501) characterise trust

as a Nfeelyi agdofpeseeuwvied st rTaisigstinbt footfustt he r
comes from an individual 6és personality. Pe
on the basis of their personality. Additionally, this is supported by Nichetsah(2001),

who arguet h a't an individual 6s personality can
Nicholsonet al (2001) confirm this view, stating that trust is iaternalfeeling, which

affects personal behaviour and can lead to cooperation.
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However, Heide and Jah(1992: 34rcited inAli andBirley, 1998) suggest that norms of
behaviour differ depending on whether they relate to collective or individual goals.

Il ndi vi dual goals |l ead to norms of competit
norms are based othe expectation of mutuality of interest, essentially prescribing
stewardship behaviour, and are designed to enhance thbei@dl of the relationship as a
whol eo. A Swifd (2@D8) nhgre wiowdd be little purpose inexaminng all the
suggested parutations of BRD. Mutual goals encourage mutuality of intesesind
stewardship behaviouwhich will lead to the accomplishment of the mutual goals. It may

be easier to measure the degree to which partners share the same goals than to measure
values and orms, becausBRD requires the investment of time, behaviours, emotion and
money. Moreover, relationship building is a long process ttbaghiresmuch time and
communication. However, if the relationsbgreimplemented in an international context,

then a additional complicatiomrises Instead of developing business relationships within

the same cultural context, these relationships are developed within -@@ltasal context.

2.3 Business Contracts withirthe Saudi Economy

Contracts are essentifdr assuring quality inbusinessrelationshig. The actual role

played by the contract in a business relationship varies depending on the particular
business context (Roxenhadnd Ghauri, 2004). In many casea contract is rarely

discussed once it hagén concludedhere the contract exists mostly to give an overall

formal structure to the developing business relationship between the interacting parties.
According to Macneil (1978t he ter m fir el at i onadtuatoroimt r act
which the focusis on legalities and reaching mutual understanding about the true

meaning of the relationship and what the parties will gain from the arrangement. Business
contracs are also complemented with other methodsedto manage the dap-day

interactionbetween the parties (Brovat al, 2006).

The Saudi Arabian governmertas prepared some development @afor the national
economy startingin 2005 and ending in 202Based on an articulated vision with specific
policies programmesand execution strieegies. Diversification of the economic base has
been a key objective df h e ¢ oeeamdmic yarid ssocial development. Saudi Arabia is
developing strategies to reduce its dependence on oil as it knovisebdtreserveswill

be depleted in the futurendis thereforeenhancing the role of newil sectors in the
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national economy. It is also increasing its eBdd raise the production of high value
added services he drength and size of this sector and its ability to grow will determine
the progressand growth prospects of the national econamyhe longrun. A qualified
and educated labour force is a prerequisite for economic development. The government of
Saudi Arabia hasmade massive investmestin the education sector. The rapid
developmentof the countryrequiresa massive skilled and serskilled labour force
(Kayed and Hassan, 2011). In this business contéié contract plays clear role in
governing the relationship between the parti@®s instance, contractual relationshigre
created i public tenderingln such circumstanceshe contract plays a prominent role by
stating the explicit guidelines that govern the purchasing arrangements Hralhgan,
2005 Mouzaset al, 2007).

Business contracts in private companies act as comatigrictools for the transmission

of information from one party to the other, thus reducing uncertainty and risk by stating
each partyds contribution to the relations
in a given business setting (Roxenrald Ghauri, 2004) However the role the contract
actually plays in a business relationship changes depending on the business context
(Narulaand Hagedoorn, 1999Moreover, Roxenhall and Ghauri (2004) argue that most
business relationships include some fasmformal contract and those formal contracts
play different roles depending on the business context. Communication is a vits#lgdhrt

types of relationship building (Hakanssamd Snehota, 1997). This is typical within
companies where the supplier ahd buyer interact from an early g&dn the relationship
processsuch aswvhen the first enquiries reach the suppliateraction is important in all
stages of the relationship. This is in contrast to the public sedb@re relationshpare

based onformal contract from day oneThe negotiation procegdays a vitalrole in

helping companies teeach business agreem&rithe negotiation process also influesce
relationship building within all types of business conted Ertel (1999) states. In the
public sectorthere is no negotiation proceskie to the fact that laws and regulations set

the framework for business relationships and there is only room for minor adjustments in
the contrad Within Saudi companieghe negotiation process is a ngsay part of
relationship building and the contraitself plays a minor role in lowarg the level of

uncertaintyatthe beginning of the relationship.

12



One of the development challenges for Saudi Arabia in the age of globalisation is to
increase and idersify its exports to enhance its integrationoithe global economy.
Improving the efficiency of available economic resources to raise productivity is a must,
and such quality and efficiency improvenmewill benefit fromthe competitive advantage

of Saudi Arabia interms of itsenergy and financial resourcd$ie Saudi government has

put a strong emphasis on entrepreneurship and the vital role the peettecan playin

future economic development (Kayexhd Hassan, 2011)The next section will exXpin

trust andts three factorsindividual,organisational andational.

2.4 Trust

Trust isdefined asundamental building block within most relationship models (Cduaah
Barnes, 2 0 @grqup of Skitlsycerhpetensies,iand characteristies €énable a
party to have influence wiettah 1995: Bl9)iniethes peci f
keyfactor in any business relationship between two or more parties. According to Deutsch

( 195 8: trust &8 i}s relatdéd concepts are vital to thearstanding both of social life

and of personality development 0.

Trust is the most influential variable in interpersonal and group behaviours (Golembiewski
andMcConkie, 1975)lt is seen as a critical construct in a rangéis€iplines (Ringand
Vande-ven, 1992). Moreover, Leuthesser (1997) suggests that trsighificantly
influences relationships in business and marketikurthermore, within the field of
relationship marketing, trust has been recognised within the literature as an important
variabk in the success of relationshi@(met al, 2008) According to Sako (1992nd
Sirdeshmuktet al (2002) there are three components of trust in business relationships to

be found in the existing literature:

1 credibility: whether the partner has tbapability and expertise to undertake an activity
for the partnership

1 integrity. whether the partner will adhere to written or verbal promises

1 benevolencewhether the partner will be accommodating and act with equity when

new conditions relating to ¢hrelationship arise.
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These components of trust are identified as referring to the expectations of business
partners. Trust occurs when partners maintain the right level of behaviour, namely keeping

their promises (Sirdeshmukbt al, 2002). Trust isan important element in business
relationshig and all factors need to be accounted for, especially when using trust factors

as variable within business reltionship research (Wilsoand Jantranial995. Trust

between customers and suppliers leads touahngreater probability oincreasingthe

longevity of the business relationshigdrtin andSohi 1993;Mitchell et al, 1998).Trust

is a belief or confidence in the other par
Moreover, tust is identifiedas a key component in business relationship management by

manytheorists and practitioners (Patrick, 20B4asheaset al, 2003).

According to Huang and Dastmalchian (2006: 363) ust i s thedwdllingnesead as 0
one party to be vulnerable to thetions of another party based on the assumption that the

ot her wi | per f o ftimesaentipl &thetdevelogrerst ofeaehcsthge ofn 0 .

the business relationship. Furthermore, the expectation of trust drives the business
relationship in thesarly stages and, once trust has been achieved, it forms the basis on
which all subsequent interactions take place. As a rasidtthe key consideration at all

levels: individual, organisational and organisational. However, Blois (1999: 203) claims
thattr ist can only be . Ohiasnt edf Ibegc tiust tomeaofduad ts ¢
the more frequently used and yet least understood of significant concepts in the social

s c i e n c easddend, PO&19 Organisational trust is the trust placed &ynember of

the buying or selling firm in the partner organisation (GaatiNickerson, 2008).

2.4.1 Individual Trust

Individual trust is the confidence that a party places in another party based on the feelings
and emotions generated by the caring fmpathy, politeness towards, similarity and
concern for the other party demonstrated in their communication (Rexhpé&l 1985).
Furthermore, trust is based on the extent to which the buyer believes that the seller will
keep their promise (Ganesan, 499Additionally, individual trust is described sfeelings

of security and perceived antdGrasomg ROO5: 501). t he
According to Hakanssoand Ford(2002) building trust requires a social processhich

takes time to bid basedon personal experiensdnterpersonal interaction is important in

the creation of trustdarridgeMarch (2006), argued tha&kperience is considered to be
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more important thanrust in business relationship@arridgeMarch, 2006) Fritz and
Fischer (2007) suggest that trust is positively affected by good communication and
experiences of positive collaborationann epérsonal life. Trust ian effect based on an
emotional relationshighat is essential to the development of the mutuality obttru
(Nicholson et al, 2001). Trust on an individual level is the basisbefief, which is
important in creating an emotional bgrehd builds up, strengthens and supports the

structure of the business relationship (Svensson, 2004).

Individual trust caninclude friendship betweethe parties and theability to achieve

mutual goals (Cannoand William 1999). According to Coulteand Coulter(2003)
Aempathy, and politenessodo have a greater i
Therefore, the @mpatibility in a relationship is better winethe two parties share values,

beliefs, goals, status, lifestyles and personality traits (Morgan, 2000). Trust is based on
reliability and credibil i atyapesona levwlkeppmge s fr o
promises and fulfilling obligations (Kumar, 2005jtust is a particularly crucial factor
because it influences whether individual group members are willing to share and exchange
information and knowledg@HolsteandFields, 2010)Trust is a strategally critical issue

in any type of relationship because it is risky to build relationships with other partners or
firms without trust. In the longerm, business success is dependent upon a network of
positive relationships. Trust is invariably the caliccomponent in enhancing business
relationships. For example, @ person is not trusted by an individual ateam then the

chances of success within that group are reduced dramatically.

2.4.2 Organisational Trust

Organisatioal trust canmprove the pdormance ofbusiness relationshsgpetween dirm

andits clients (Moormanet al, 1993).The concept of organisational trusfatesto job
satisfaction and commitment to business relationstiipsie et al, 2010) For example,
employees whdeel that hey aretrust the company anueatwell are more likely to be
engagedn their work (Robinsonet al, 2004). According to Mayer and Gavin (2005)
when trust inthe senior management is high, employees can concentrate on their work,
increasing their levebf work engagement. The importance of trust as a resource is

perhaps unsurprising, as employees are less likehate areffort if they feel they are at
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risk of losing benefitsFor many firms labour conflicts and downsizingan result in

decreased leV® of organisationatrust (Schneideet al, 2010).

There aremultiple factors within the concept of trusind various types of organisational

trust are expected to have managerial implications for knowledigesive organisations.
According to Atkinen and Butcher (2003: 290), impersonal trust is based on the roles,
systems and reputations from which inferences are drawn about the trustworthiness of an
individual. Also,Grayson (2005) suggests that trust creates a sense of security and allows
memberdo develop emotional ties and personal links.

Organisational trust determines the efficiency and fairness of organigsatiersystems,

such as policies (Costigaet al, 1998: 309). According to McKnighet al (20032,
organisational trust means beliegithatthe necessary structures are in plisca firm to

enable one to act in expectation of a successful business. There are two different
approaches of organisational trustuational normality and structural assurance. Belief in
situational normalitystems from the appearance that things are normal and customary.
Structural assurance is defined as the belief that success is determined by contextual

conditions such as promises, contracts, and regulations

For Ulaga and Eggert (2006)elationalexchange norms are based on the expectation of
mutuality of interes, essentially prescribing stewardship behaviour, and are designed to
enhance the welbeing of the relationship as a wholeust at the level of organisations
refers to a collective commitmeand cooperation in order to achieve organisational goals.
Organisational level ofrust can affect any kind of business relationship fac&uch as
communication, cooperation and commitment. Trust has been descrilieth @pcidi

gl ue o t h a tffereatekimds di ordadisationalstructuretogether(Atkinson and
Butcher, 2003 Mishra and Morrissey, 1990)Accordingto Shamir and Lapidot (2003:
472) trust is both an interpersonal and a shared phenomenon. Tangtéx to operatat

three different levels within an organisatiorthe individual, the group andthe system

level

1) At the individual level trust is based on interpersonal interaction (Atkinaod

Butcher, 2003). Trust focason features such as integrity, competence, openness,
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vulnerabiity, reliability and positiveexpectations (Appelbaurat al, 2004: 13).
Trustis a positive expectatiothatanother persowill actin a certain way

2) At the group leveltrust is a collective phenomenon. Teams represent collective
values and identitie€ShamirandLapidot, 2003: 472). Interactional histories give
information that is useful in assessitig dispositions, intentions and motives of
others. Values are commonly believed to guide performamuksharing common
values helps team members todice each othér s b e hShared walues and
shared goals reduce uncertainty, but also determine which types of behaviours,
situations or people are desirableundesirable (GillespiandMann, 2004: 590).
Teamsalsoinvolve rule-based trust. Rulesanbe formal or informal andinclude
the knowledge that members hasfeeach other. Rulbased trust predominantly
consists of ashared understandingf the system of rules regarding appropriate
behaviourKramer, 1999).

3) At the system levelrust is instititional and based on roles, systems or reputation,
from which inferences are drawn about the honesty of an individual (Atkarsbn
Butcher, 2003). Trust can be seen as given, based on the role that an individual
plays Trust is tied to formal structuredepending on individual or firrspecific

attributes, e.g., certification as an accountant, doctor or engineer

Trustinanor gani sation refers to the gl obal eva
perceived by the employee. Employees continuadlges the organisational environment

when they consider whether or not to trust their organisation. Organisational processes
communi cate the organisati onodadempleyeeswillof i t s
respond tothe trust relations communicatedy lihe organisation (Taand Tan, 2000).

According to some researchers, managers play a central role in determining the overall
level of trust within organisations. For example, managers design reward and control
systems that are visible displays of basele of trust or distrust within the gainisation

as a whole. The beliefs and actions of managers also directly and indirectly influence trust

in organisations (Creednd Miles, 1996).Employesd t r us't i n an organ
affected by organisationglstice and perceived organisational support. Organisational

justice is the degree to which those affected by allocation decisions perceive that those
decisions were made according to fair methods and guidedrganisational suppors

thee mp | o geaezab lwlief that the organisation values their contributions and cares
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about their welbeing. Good treatment by the organisation creates an obligation in

employees that they should treat the organisation well in returnafidifan, 2000).

2.4.3 Nationd Trust

At the rational leve] trust is a part of business relationslsipthe public sector and
govermment, createdby norms, values and codes of conduct within a society (\\eatier
Smallbone, 2011)National trustis thusa form of general trust in thieinctioning of the
overall politicaland legal systenfLuhmann, 2000a Trustin governmentsas been a
critical issue in many parts of the world. Government and international organisations have
started to identify the reasons for the declinetrust and how to rebuild trust in
governmerg through reform measuresWeak trust in the government may affect the
efficacy of the policies that the government attempts to implement. Furthermore, declining
support for government activities mayake itdifficult for the public sector toecruit the

most talented employsdBraithwaiteand Levi, 1998). In addition, trust at the national
level is a critical factor in determining whethidie government and society can achieve
their business plasito enable the implemeation of business activities. In this view, trust

at the national level is a prerequisiteor designing sound governanc&he national
deterministic view of trust development maintains that shared or differing business and
social values and norms are emibed in partnersGhild andMollering, 2003). National

level trust can affect relationships among partner organisations and infltbecdevels

of trustin business relationships.

2.5 Why Trust is an Important Factor in Business Relationships

Trustis one of the most important factors in business relationships and a vaneble
according tothe existing literature (Morgaand Hunt, 1994). Competency refers to the
expectation that a partner can perform at a set level. The inclusion of trust asbéevari

does not always work in the way one expects (Wjl84885. For example, WaMart stores

did not work well in Germany (3duly-2006) The companyashad to pullout of the country

because oé cultureclash which meant thateople did not trust theompany from theoutset

The key characteristic of trust is the ext
intentions and motives are beneficial to the custometrttzaickhe sellers concerned with

creating positive customer outcomes (Ganed®®4). Trust is also linked to other

components namely bonding, reciprocity and empathy, which lead to cooperation,
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communication and bargainingylorganandHunt, 1994). Zaltman andMoorman (1998)

have proposed some important descriptions of trust:

1 A willingness to rely on an exchange partner in whom one has confidence.

1 One party believes that its needs will be fulfilled in the future by actions taken by the
other party.

T The belief t hat a partyos word orirpromi s
obligations in an exchange relationship.

Trust i S a bel i ef or confidence I n anoth
relationship. Furthermoreyust is identified as an important component in business
relationship management by theorists andcptioners (Patrick, 2004). The majority of
definitions of trust refer to a belief that one partner will act in the best interests of the

other. A business relationship has several factors can influence trust factors and affect
important physical, finanal and technological aspectSiven the investment involved,
companies are likely to have relatively significant business relationships (Hakamsson

Snehda, 1999. Christopheret al (1995) argue that business relationships should be
developed not juswith futurec onsumer s of a companyds produ
with a whole range of ot her stakehol ders v

reach and serve its customers effectively.

Most of the present research on the topic clearly shibatsthere is a role played by trust
in determiningthe dynamics that define interpersonal business interactions and the
formation of business relationships (Andersord Kumar, 2006). In fagtsome writers
have gone so far as to claim that trust is thetrimoportant variable in the development of
a business relationship (Conwagd Swift, 2000). However, Anderson and Kumar (2006)
disagree, suggesting thathile trust is indeed an important variable, it can by no means
be deemed the most important factor business relationshipsFor example,
communication isan important factorin a business relationshipsais the exchange
between buyer and seller (Cannand William, 1999). Successful relationships are
viewed as involving extensive perstmpersoncontact. Suchcontact enabkeinformation

to be exchanged whialeduce perceived risk and improseredibility (Nielson, 1998).
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Trust can lead to a good relationship and can focus, identify and link together the factors
that createstrong communication anetlation between peopl@lorganand Hunt, 1994;
Wilson, 1995). A number of relational construtitatcan cause the success or failure of a
business relationshig identified in the literatureFor example, Palmatiest al (2007
Jiang, et al, 201) provide empirical evidence that the objective variable of business
relationship investments has a direct effect on relationship performance, irrespective of
variables such as trust, commitment and relational notmdude power, conflict,
uncertainty, oppaunism, relationship benefits, termination costs, emotion,
interdependence, adaption, interaction, cooperation, mutual goals, social bonds, shared
values, promises, trust, commitment, communication and attraction (Gronroos, 1997).
Trust is a significanbehaviouralvariablethat influences customer loyalty in successful
relationalexchanges (Tazt al., 1998).

On the other handGarbarino and Johnson (199@xamined trust as a basis for
commitment, with the latter posited be a construct that involvesusceptibility and
sacrifice. High levels of customer satisfaction are linked with higher levels of trust in the
business relationship. Blois (2003) points out that trust and commitment are the
distinguishing characteristics of relationships. According ami®e and Walters (2003:
207), trust and commitment have not been crasiéurally validated and are worthy of
greater attention due to the important role both constructs pltheiestablismentand
mainenance ofbusiness relationshipdJnderstanding t power of relationships in
business is one of the keys to growing businesses effectively (Kaizen, 2012).
Relationships are built on the confidence of all those involved and the recognition at the

heart of successful business interactions.

2.6 The Signifi@ance of Trust

Trust is a central factor in the understanding of both social life and personality
development (Deutsch, 1958). Friedlander (1970) verified the significance of trust
showing it to bea facilitator in driving group performance, as theorised Gi bbés (19
model. Zand (1972) also found that trust is a significant determinant of prsbleimg
effectiveness whereby, for example, a more open exchange of relevant ideas and feelings
brings greater clarification of goals and problems, a morensite search of alternative

courses of action and greater motivation to implement conclusions. Trust began to be

accepted explicitly as an important variable in business marketing research in tee 1980
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although there were no real conceptual developméefsre those of Young and
Wilkinson (1989). According to Dwyeet al. (1987: 18) marketing channels are replete

with implicit references to trustwh i c h IS an Al mportant con
expectations for cooperation and planning in a relatiomaltcs act 6. Thi s vVvi ew
by Hallenet al (1991) who suggest that the building of trust is a central element in the
social exchange process. Trust at an organisational level is an important tifettor
contribuesto business performance and effiacy (Aulakhet al, 1996). A high level of

trust can reduce the perception of risk, increase confidence and reduce transaction costs in
an exchange relationship (Ganesan, 1994). When two parties trust each other they are able
to share confidential infornian (Doneyand Cannon 1997), reduce conflict (Zaheet

al. , 1998), try to understand each otheros
support the growth afn-goingrelationships (Singket al, 2005). While trust is considered

to be an importarfactor in the early stages of a relationship (Dwsteal, 1987; Grayson

and Ambler, 1999), it isalso often highlighted as an essential factor influencing the
continuity of longterm relationships (Geyskeret al, 1996). According to Williamson

and Ouch (1981: 241) business relationships characterised by high levels of personal

trusswsurcvanvei greater stress and display grea

Alternatively, |l ack of trust iIs |likely to
behaviour andhis can instigate a negative cycle of reciprocity which can escalate into
conflict (VanLangeand Carsten 2001). According to Geyskems al (1996) firms with

low levels of trust are more likely to carefully scrutinise and monitor the behaviour of their
partner for opportunism, and such vigilance is costly in a number of wagaclncases,

decisions as to whether to maintain or terminate the relationship are more likely to be

based on a calculation of immediate benefits versus costs.

2.7 Conceptualisaibn of Trust

There has been considerable uncertainty about the concept of trust (Reichman, 1989). Due

to its complex natutghe conceptual definition of trust varies in different research settings

and contexd. According to Porteet al (1975:497)trust Ai s wi dely tal kec
widely assumed to be good for organisations especially when it comes to specifying just
what it means i n aThisecomgents echaed by Banber(1983p7/ht e X t ¢
wh o st ain both sdaridus gocidhiought and everyday discourse, it is assumed that

the meaning of trust, and of its many apparent synonyms, is so well known that it can be
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|l eft undefined or t o Alsnodudker x1986:6) suggegis! tleatne nt a
firecognition of the importarcof trust has led to concern with defining the concept, but

the definitions proposed unfortunately have little in common other than the informal
character of trusto. Accorntdi mgt tios Mbc gainhi i
exchange parmtbnéin &y rRaed integrityo. One 0
conceptualisations of trust is provided Wjilson and Charle2000:5; Mayer et al,

(1995: 712) , w & ehe wilenfniess ef atparty ®© tbe valseraliie to the

actions of another partyabed on the expectation that the other will perform a particular
action important to the trustee, i rrespect.i
The ©partner6s cr edi bthey keepytheir word bandsfelfd thee n wh e
obligations(Van-Bruggenet al., 2005).

2.8 Dimensions of Trust

In most studiestrustis operationalised as a multidimensional construct with diverse and
manifold dimensions. Onhe one hand, Seppanest al (2007) reviewed around 21
different aspects of intesrganisational trust used in empirical reseamwhich comprise,

for instance, benevolence, credibility, faith and integrity. On the other hand, Monroy and
Alzola (2005) suggest that the concept of trust is mainly used to reflect two distinct
components: bavolence and credibility. Benevolence is based on the extent to which the
partner believes that the other party has intentions and motives beneficial to the partner,
aside from a selfish profit motive (Ganesan, 1994; Magteral, 1995). There are a
consicerable number of scholars who incorporate the element of benevolendheimto
dimensions of trust (Johns@md Grayson, 2005Credibility is also considered in many
studies to be an important ingredient of trust (Vessal, 2006; Ryuet al, 2007).
According to Lindskold (1978: 773)enevolence means thBsa per sonds wor ds

reliable and correspond with his or her dee

The characterisation of trust as a multidimensional concept usually rests upon two key
dimensions: an emotional and a cognitive one (McAllister, 1995). The emotional
component of trust consists of an emotional bond which ties indiddigether (Lewis

and Weigert, 1985). Cognitiotvased trust refers to the calculative or rational
characteristics of trustlemonstrated by individusland groups (Kanawattanachand
Youngjin, 2002).
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2.9 Antecedents of Trust

There are several factors identified in the literature as antecedents of trust. These include
communication, satisfaction, cooperation, commitmentetasgecificity, shared values,
soci al bondi ng, salespersondbs expertise, S
opportunistic behaviour and length of relationship. Most of these factors have been
empirically validated as the antecedents of frbat somehave notFor exampleDoney

and Cannon (1997) argue that reputation is positively related to trust, but this lthsory

not been verified duto dropping of this construct of people who have a good antecedent
of trust in business relationship$here are few authors who have high quality of
antecedents of trussharing of information (Donewnd Cannon, 1997), collaborative
communication (Joshi, 2009), communication quality (Menen al, 1999) and
communication openness (SmahdDonald 1997;McFarlandet al, 200§ have all been

identified as important factors in BRD.

2.10 Consequences of Trust

In business relationship research, trust is often considered one of the key factors
influencing business relationship quality or relationship perémce. The important
constructs to be considerbdreare commitment, communication, satisfaction, kbegn

orientation, relationship continuity, relationship performance, asset specificity,
cooperation and loyalty. Trust is an important fagtobuilding relationshig between
individuals or organisations but it idifficult to understand peoplevith different

mentalifes and it takes time to develop a strolayel of trust between individualor

groups. Taking the construct of communication as an exampgl acts as both an
antecedent and an outcome of trust for the reason that building trust and communicating is

an iterative process (AndersandNarus, 1990Aulakhet al, 1996: 1011 The reciprocal

effect of trust on communication is verifibg Anderson and Weitz (1999Anderson and
Narus (1990: 55) explain that Acommuni cat i
periods the accumulation of trust |l eads t
reciprocal effect on communicatiotine directon of relationship investigated will depend

on the research objective€how andReed( 1 9 9 7 : 279)aweldegtapksised t hat
stream of literature from both psychology and marketing view open communications as an

outcome of trusting relationshipso.
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However, Anderson and Nar(599Q Ganesan (1994:2icknowledge the reciprocal effect
of trust and communication, they explicitly spgaiommunication as a precursor to trust

within their model.
2.11 Determination of Trust

Levels of trust can be detemed by the manner in which the parties communicate
Anderson and Narus (1990) suggest that communication and trust have a direct
relationship whereby a high level of trust improves communicaliarst is equivalent to
reliability and can be determined thigh communication. Hallen and Wiedershi€awul

(1984) suggest that experiencdswork are used to determine levels of trust. Experience
and communicatioro not only affect the outcomes of trust empirically bgre also
considered to be the units by whitrustcan be measurednderson and Narus (1990)
further elaborate that communication is not only an outcome of trust but that the level of
communication determines the level of trdstan be concluded that trust is an instinct or

a personal belief, etermined by experienceat work The outcomes of trust are
communication and cooperation which, it is claimed, the units of measurement of trust,
although considers that a business relationship is compulsory for the development of trust
(Nicholsonet al, 2001).

2.12The Influence of Saudi Cultural Behaviour

Cultural behaviour is a set of values determined by an underlying structure of interacting
belief systems (Watsoand Papamarcqs2002). Several studies have shown that the way

in which individuaé perceive their social environment is directly related to their cultural
background (Hongand Chiu, 2002). According to Walter and Shyan (199®)is
necessary to consider the differences between countries by looking at several factors,
including culture as these are partly responsible for the marketing environment in any
market. Dumond (1995tates thatulture can affect the orientation of managers toward
customer focus and satisfaction. However, Lakhe and Mohanty (1994) suggest that
underlying politcal and legal systems have a significant effect on customer focus. An
example is thatin open societies such as the UK, the government has been found to act as
an intermediary between dissatisfiedstomers and industry (Fielahd Shutler, 1990).
Furthemore, the degree of competition in different economies can influence the level of

customer focus and satisfaction (Forker, 1990)ekhe level of competition goes up,
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customer expectations go up accordingly and customers become more demanding (Prasad
and Tata, 2003). According to ABhamdiet al ( 2000 : 72) , Ain ma ny
countries, consumers are reluctant to complain to the concerned bodies. This may be due

to lack of consciousness their basic rights or due to a lack of concern for customer

need O . Ther ef s mecguntrieso such tasn 8audi Arabiaay not know the

relevant bodies to complain to, or the rules governing sales.

In order to understand the culture of Saudi Arabree needs to understand the extensive
influence of religion orthe societythere The majority of the population of Saudi Arabia

are Arabs who are devoted followafkthe religion of Islam. Islam cont®Every aspect

of Muslimsd vds iAs a result, Arabian culture is often described as det&hted,
whereby emphas is placed on principleand expected social behaviours such as
generosity, respect and solidarity. The behaviours pervade the customs and social duties
that influence the Saudi business world and affect the way that Arabs handle business
dealings (Gortl, 2004a). The importance of maintainifitaced underlies Saudi business
culture. Dignity and respect are key elements in Saudi Arabian cudttidesaving face
through the use of compromise, patience andcseifrolis ameans of maintaininthem

Arabic culture employs the concept of facerésolve conflict and avoid embarrassing or
discomforting othersThus preventinga loss of face is essential for business success in
Saudi Arabia (Gorrill, 2004a)According to Hofstede (1991), Western countrieshsas

the UK and MiddleEastern countries are at opposite eofithe scalevhen it comes to
cultural valuesCountries in Europe tend to focus on the deal as the important element in
businesswhereaghe Saudi Arabian culture hdsr many centuriebeenknown to focus

on the relationship aspect of business (Gronroos, 1997). Additiord@pographic,
social, economic and cultural differences exist between countries. Communication, trust
and language are important aspeatdostering a good relationshipetween parties in

business situations.

Understanding the national culture makegasier to communicate with people and is

crucial to doing business in Saudi Arabkofstede (1984) equates culture with value

syst ems, and vi ews locks lofuceltare. @ther writers(inciudingi | di n g
Mayo andHadaway, 1994Kanterand Corn, 1994) emphasise the relative importance of

culture in enhancing or impeding the establishment of business relationships between
executives from different backgrounds. Wimifer et al (2006) have shown empirically
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that a supportive corporate culture needs to be developed as a prerequisite for successful
relationship marketing orientatiofcvanset al (2000a 377-378)talk of it he di st an¢
between the home market and aefgn market resulting from the perception and
understanding of cul t @Somatimesd is diffichituosbuildteusts di f f
where little exists, despite subsequent positive experiences. However, a negative
experience can be used to jusiifiyconfirm the low level of trust that one person has in
another. Thereforea negative experience can effectively put low trust levels into a
resistant downward cycle (Conwand Swift, 2000: 1395). Naude and Buttle (2000)

suggest that there are five féifent attributes of business relationshipat make them

more efficient: trust, power, integration, mutual understanding of needs and profit. Lang

and Colgate (2003) usthe following most consistently citectlementsof business
relationships: commitmentrust, satisfaction, social bonds and conflict.
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2.13Theoretical Propositions for each Interview Question

The table below describe the interview questions, resources for questions, and literature related to the questionsislise analy
composed of four parts; first, the opinions of the participants about trust at the general level are assessed, aresdasorthe r

guestions are assessed in relation to trust factors at the national, organisational and individual levels.

2.13.1 Trustat the General Level

Interview Questions Proposition Literature Related to the Questions

1. What does trust mean to | From the literatire mentioned, the researcher | Deutsch (1958: 265), Golembiewski

you? derives theoretical proposition to be investigate and McConkie (1975), Ring and Van
as below: de ven (1992), Sako (1992), Martin

2. How can you tell whether and Sohi (1993), Williamson (1993),

you can trust somebody or | Trust is a group of skills, competencies and Morgan and Hunt (1994), Wilson

not? characteristics that enable a party to have (1995, Mayeret al (1995: 717),
influence within some specific domain. Leuthesser (1997Mitchell et al

3. How does trust affect you (1998), Das and Teng (2001).

business relationships with | Trust is an important factor in rabbusiness
other companies? relationships in any country or company. The
researcher believes that trust affects business

relationships in Saudi Arabian companies beca
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4. Do you think trust is a it is necessary to support other business factory Joet al (2004), Chen and Barnes

, a company|(2007), Shuret al (2008).
business with Saudi Arabiar atrisk, harming the business.

necessary factorindoing (Wi t hout it

companies? Why/why not?

5. Do you know any foreign
companies that have found |
difficult to form a business
relationship with Saudi
Arabian companies?
How/Why?

2.13.2Trust at the National Level

Interview Questions Proposition Literature Related to the Questions

the rational level? relationships and related to the public sector | @hd Narus (1990), Hallezt al (1991),

government by the norms, values and code| Doney and Cannon (1997),
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2. Does trust at the national | The researcher believes that national level of § Luhmann (2000g Wilsonand Charles
level affect the business of

_ _ is part of the fundamental factors of busin{ (2000: 55)Child andMollering
Saudi companies?

relationshipsn Saudi Arabian companies, whi{ (2003), VanLange andCarsten
helps them to exchange mutual benefits and | (2001), Welter and Smallbone (2011

3. In your opinion, how coulc

a better understanding of business and stro
trust be developed for the g

, : relationship.
benefit of good business P
relationships at the national
level for Saudi Arabian

companies?

4. How do youevaluate
current business activities in
Saudi Arabian companies at

the national level?

5. In your opinion, what are
the steps required to develoj
business relationships at the

national level between Saud

Arabian companies?
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2.13.3Trust at the Organisational Level

Interview Questions

Proposition

Literature Related to the Questions

1. What is trust at the

organisational level?

2. What do you
consider when
developing trust in
Saudi Arabian

companies?

3. Do you think that the
Saudi Arabian culture
can affect business
relationships with
foreign companies at
the national level and
should this be taken
into account when they

start doing business?

The organisational level of trusan develop business
relationship performance, for example in firm and cli
relationships. Also, organisational trust means belie
that firms have the necessary structures in place to
enable one to act in expectation of organisational

development.

The researcher believes that organisational level of
affects business relationship development in Saudi
companies through elements such as the quality of {
product, brand name, the reputation of the company
employees, management, price, deliveongime,

honesty, higkguality service and technology. All thes
elements can support the Saudi organisational

perspective.

Mishra and Morrissey (1990),
Moormanet al (1993), Creed and
Miles (1996), McKnightet al (2002,
Costigaret al (1998: 309) Kramer
(1999), Tan and Tan (2000), Atkinso
and Butcher (2003: 290), Shamir an(
Lapidot (2003: 472), Gillespie and
Mann (2004: 590), Robinsaet al
(2004), Grayson (2005), Mayer and
Gavin (2005), Ulaga and Eggert
(2006), Gulati and Nickerson (2008)
Inoueet al (2010), Schneidest al
(2010).
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4. In your opinion, to
what extent can trust a|
the organisational level
affect the objectives of
Saudi Arabian
companies? Why/why

not?

2.13.4Trust at the Individual Level

Interview Questions

Proposition

Literature Related to the Questions

1. What is individual

trust?

2. How does trust
affect things at the
individual level?

3. What steps can you

take to improve trust af
the individual level

The individual level of trust is the basis of belief whic
is important in creating an emotional bond, and build
up, strengthens and supports the structure of the

busiress relationship development.

The researcher believes that individual trust is the 1
important level. Because it starts between two part

or people who trust each other and enter into busi

Rempelet al (1985), Ganesan (1994
Blois (1999), Cannoand William
(1999),Morgan (2000), Nicholsoat
al. (2001), Hakanssoand Ford
(2002), Coulteand Coulte2003),
Svensson (2004), Kumar (2005),
Johnson and Grayson (2005: 501),
HarridgeMarch (2006), Holste and
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between you and your
colleagues at work?

4. In your opinion,
what are the factors
that can enhance
individual trust
between Saudi Arabial
companies working
with each other? Why7

5. What
recommendations
would you give to
Saudi Arabian
companies who are
seeking to develop

business relationships]

together. They must start their communication V
horesty and have a contract that provides mu
benefits. This could include relationships between b
and seller, staff members and managers, businesg
doctors, engineers, lawyers, and others. There shou
good relationships between these peoplmdoease the
value of individual trust in their business relationsh
Without individual trust, risk of business relationshig

very high between two parties or more.

Fields (2010).
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2.14Chapter Summary

According to the literture, thisis the first studyo beconductedwith the aim of providing
empirical evidence of trust factotat affect business relationships in Saudi companies.
Saudi Arabia employees haudtle international experience witBRD, which means that

this research is expected to be valuable in filling an existing gépeiknowledge.There

is a need for this research in order to gain insightsth@tevels of trusthat existin long-

term business relationships in Saudi compafibs research highlightthe importance of

trust in Saudi compani@s b us i n e s s. It isedsential tlah Businegses provide
trust factors such as commitment, communication and cooperation. These factors will help
them to provide a higlquality services and satisfactiofhus, trust has a strategic role in
BRD.

Commitment is an important factor that needs to be understood in the context of the level
of investment within a given relationship. Cooperative behaviour ensures that relationships
work and that the parties mge the benefits of the relationship. Communication is a vital
concept that businesses understand, not just as the act of speaking or writing, but also as
the act of sharing information, enabling the other party to receive the message and respond
approprately. Relationship building is a long process that requires the investment of time,
behaviour, emotions and money. Trust plays a significant part in most business
relationships and most business activities. In Saudi companies, the negotiation process is a
necessary part of relationship building and the contract plays a minor role, simply

lowering the level of uncertainly at the outset.

Individual trust is a strategically critical issue in any type of relationship, because it is
difficult and risky to bud a relationship with a partner without trust. Saudi companies
needs to have good relationships with each other and need to engage in business
management in order to be satisfied in business and produceguagty services.
Organisational trust can helpith business relationship performance in terms of firm
client relationships. Saudi companies need to provide good job satisfaction, commitment
and communication to ensure successful {targn business relationships and to increase

empl oyees o iththgravgrle ment w
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The national level of trust also affects business relationships. It is related to the public
sector and the government and refers to the norms, values and codes of conduct within a
society. It can be defined as the general trust in thetitning of the overall political and

legal system. Trust at the national level is critical in determining whether the government

and society can achieve their business plans.

Saudi Arabian companies can alter their business relationships with pagaeisations

and influence the trust factors in their business relationships. Business relationships should

be developed not just with the future cons.¢t
also with a whole range of other stakeholders who codldinience t he compan
to reach and serve its customers effectively. Trust factors can help to build relationships
between individuals and organisations. However, it can be difficult to understand people

with different mentalities, behaviours andtates. It takes time to develop a strong level

of trust between individuals and groups. Trust is also an essential element in constructive
human relationship. It creates friendship and gives people the confidence to share their
business ideas and develoglationships. It provides a secure work environment and

reduces risk.

Based on the literature, this research looks at trust factors as the significant drivers of
business relationships in Saudi companies. There are several theories suggested that
trusting relationships between employees and organisations can create mutual benefits for
both. Finally, understanding the national culture makes it easier to communicate with
people (e.g. employees) and is crucial to doing business with Saudi companies. However
it is difficult to build trust where there is little work experience, knowledge and skills,
which can cause a low level of trust in BRD. The next chapter will discuss the research

methodology.
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Chapter Three
Research Methodology

3.0 Introduction

The aim ofthis chaptelis to explainthe technique by which the data will be collected. This
section will start with a discussion of the methodology and will justify the research
philosophy that will be used. The next stage will discuss the diffeesetarch approaches,
and theresearch strategwynd will justify the methodology chosen for this research. Primary
and secondary methods of data collection are explored and the metabadl be used to

conduct the data analysis are discussed andigakstif

AMet hodol ogy is a systematic approach or fr
process from the theoretical f oun@dlisand n t o
Hussey, 2009: 73).

3.1 Research Philosophy

The concept of phenomeingy stems from the view that reality is not objective and external,
but is socially constructed and given meaning by people. In addition, phenomenology focuses
on the ways that people make sense of the world (Eassemith et al, 2004).Towards the

endof the nineteentlkeentury, social scientists had adopted the natural scierggiroach of
positivism; howeversubsequentlysome social scientists argued against such an approach.
According to Easterb$mith et al (2004, research philosophy consigi$ three different

types of task:

1 It clarifies the design of the research and its methods and techniques for the
collection and interpretation of the data required to answer the questions investigated.

1 It guides researchers towards the best reseasigndeand indicates the limitations
of these designs.

1 It helps researchers to generate new research designs that are outside their previous
experience and helps to adapt designs according to the constraints of subjects or

knowledge structures.

Accordingto Saunderet al (2007)ar esear ch phil osophy is fArel a

knowledge and the nature of the knowledge, the research philosophy contains important
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assumptions about t he ways i n wWhe eskarcht h e re
philosophy refers to the progress of scienti
assumptions regarding the nature of knowledge. There are two main perspectives regarding

the nature of knowledgé¢he positivist paradigm and the interpretivist paradigm.i€aihd
Hussey(2009) suggest that positivism is a paradigm that originated in the natural sciences

and that it rests on the assumption that social reality is singular and objective, and is
unaffected by the act of investigating it. This type of reseanabives a deductive process

with a view to providing explanatory theories with which to understand social phenomena.

Interpretivism, by contrast, is a paradigm that has emerged in response to criticisms of
positivism. It rests on the assumption that dowgality is in the mind and is subjective.
Therefore, social reality is affected by the act of investigait. This type of research
involves an inductive process with a view to providing an interpretive understanding of social
phenomena within a partitar context (Collisand Hussey 2009). However, Collis and
Hussey (2009) suggest thhetmain paradigm is to treat people as being separate from their
social contexts anddolds thathey cannot be understood without examiningrtherceptions

of their awvn activities. Researchers are not objective, but are part of the research study (i.e.
they bring their own interests and values to the research). Therefore, attempting to capture

complex phenomena in a single measurement can be misleading.

Table (3.1) The differences between the two paradigmsf Interpretivism
and Positivism

Positivism Paradigm Interpretivism Paradigm

Tends to produce quantitative data Tends to produce qualitative data

Uses large samples Uses small samples
Concerned with hypothesissteng Concerned with generating theories
Dataarehighly specific and precise Dataarerich and subjective

Source: Collis and Hussey (2009: 62)

The above table shows the key features of the two paradigms. The objectivestlet for
current reseach require a deep understanding of the context, using qualitative data.
Interpretivismexplains that sociakality is dependent on the research philosophy at work in

the mind of the researcher.
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3.2 Qualitative Data

According to Bonoma (1985), allresea her s desire high |l evels of
currency. Data integrity describes the characteristidhedfesearch that affe¢he error and

bias in the results, whil st restheresaltd.incur r en
gualitative research, the datlm not takethe form of numbersRunch, 2005), anas argued

by Creswell ( 2 0 0 3is thelpdirBayy instrurheat inrdasscellaction hather

than some inanimate mechan@nConsequently, the researcher is highly imedl in the

actual experiences of the research participants (Creswell, 2003), and this allows for the
development of a deeper anwbrecomplete appreciation of theterpretivismbeing studied

(Collis andHussey, 2008). Methodologies used by interpretivstisch as case studjesnd

to be high in resultsd currency because th

methods, paradigms, settings and time.

3.3 Quantitative Data

Quantitative methods concentrate on relationships among variables (Ra, G8 and
Johnson(1997) claim that quantitative research is interested in the aggregation of data, most
of which take numerical values. In addition, Naslund (20@@mmentsthat quantitative
researchers tend to abstract themselves from the real amdidconsequently they seldom
study it directly, being less concerned with the importance of rich descriptions of ph@nomen
Moreover, Brymanand Bell (2008) state that quantitative researchers emphasise careful

control and measurement by assigning numteerseasurements.

3.4 Justification for Choosing the Qualitative Approach

This research is interested in rich descriptions and a deep understanding of the natural setting
of the various phenomena related to the factors affecting the implementationvaduabi

trust. The qualitative approachtigereforethe most appropriate method for this study. This is
supported by the relevant literature (Hussey Hussey1997; Bell, 1999; Nashd, 2002;

Patton, 2002; Ghauri and Gronha2@05). This is an exploratp study which involves an
investigative process looking into the meanings and experiences that people bring to the
phenomena in questionrhis shouldenable the researcher to delve into real life and
comprehend how and why different factors affect indigidtrust in business relationships in
countries such as Saudi Arabia. The study focuses on words rather than numbers, sequences

of events, interactions, behaviours, and the transformation of culture rather than calculation.
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This studyaimsto deduceappaent influences and draw related conclusidbata will be

collected through senrsitructured interviews.

3.5 The Positivism Processversus thelnterpretivism Process

The interpretive paradigm applies where there is no intention of analysing data aligtistic
and thus no desire to calculate research glagentitatively In the interpretive paradigm, the
emphasis is on the quality and depth of the data collected concerning the phenomenon,
because the qualitative data collected by interpretivists tend tctbé detail (Collisand
Hussey 2009: 60).

Table (3.5) Comparison of Positivism andriterpretivism:

Positivism Interpretivism

Reality is objective and singular, separ| Reality is subjective and multiple, as seen
from the researcher the parttipants

Researcher is independent from whal Researcher interacts with what is be
being researched researched

Researcher acknowledges that researc

Research is valufree and unbiased .
valueladen and biases are present

Researcher writes ia formal style an¢ Researcher writes in an informal style g
uses the passive voice, accep uses the personal voice, accepted qualits
guantitative terms and set definitions | terms and limited definitions

Process is a deductive study of cause | Process is an inductive studyof
effect with a static design (categories § simultaneous, mutuallghaping factors witl
isolated beforehand) an emerging design (categories are identi
during the process)

Research is conteftee generalisationg
lead to predictions, explanations a Research is contextound
understanding
Patterns and theories are developed
Results are accurate and reliable thro| understanding

validity and reliability

Findings are accurate, reliable and verifiab,
Source(Collis andHussey, 2009: 6@ reswel] 1998: 75)

3.6 Research Approach

There are two primary research approacleiuctive and inductive. Vi#ghe deductive
approachthe researcher develops a theory and a hypotlaxisdesigns a research strategy

to test thetheory (Saunderst al, 2007). he deductive method is seen as a process of
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moving from the general to the particular. Furthermore, deductive research is a study in
which theory is tested by empirical observation (CalliisHussey, 2008)0On theother hand,

the inductive approacts a qualitative data method that analyses the findings and the data
collectedl nducti ve research is defined as a stud
observation of empirical reality; thus general inferene@s induced from particular

i nst anc e andHugs€yp 2008). $n a qualitative study there are several different
instruments that can be adopted. Methods such as controlled experiments, official statistics
and survey data may well be inappropriate $mme tasks withinthe social science
(Silverman, 2002).

The deductive approach traditionally implies an inquiry into an identified problem based on
the testing of theories. It moves from theory to empirical statistical examination. The
inductive approdt is generally an wiepth inquiry into a social or human problem from
multiple perspectives. It starts with an empirical investigatcmmducted through an
interpretivist approach, in order to develop a corresponding theory (Yin, 2009). Moreover,
via theinductive approach, the researcher does not commence with a theory but aims to

conclude with one, developed systematically using the data collected (Hammersley, 1992).

One of the most important sources of difference between the deductive and inductive
approaches is how the existing literature and theories are used totheiedsearch carried

out throughthese approaches. As the deductive approach is designed to test a theory, the
literature is utilised to identify questions, themes and -rdgktionshps before datare
collected (Creswell, 1998). The inductive approach, however, constructs theory as the
research progressehemes are identified throughout the research process and the literature is
used to explore a range of topics and generate bagkgjianowledge of the topic in question
(Creswell, 1998). Miles and Huberman (1994) conclude that induction and deduction are
related approaches, although tramdfs might be made betwedioose and fitighto initial
frameworks. The selection of a suitabesearch approach is critical to the success of any
research project and must be driven by the research questions and the status of knowledge in
the area being researched. As discussed above, a combination of research approaches may be

more effective in adhving specific research objectives.
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3.6.1 Justification for the Choice of Research Approach

This study adopts a qualitative, Ai nducti vect
work. Furthermore, a certain amount of tilmgpent with compaas in Saudi Arabian order

to obtain some of the information for the case studies. This is done in order to enhance and
support the analysis of the dat apprcachiTheect ed
dataare specificallyrelated to trust faors involved inthei busi ness ,andthat i ons
procedures, decisions and proposals concerning this concept within the organisations
examined in this studyThe inductive approach will enable the researcher to outline the

nature of the relationshipebnveen theory and resear¢@ilbert, 2003). The qualitative

method will be adopted as the key method for the collection efrels data. According to

Ghauri and Gronhau@ 005 ) , Aqualitative methods are mo

the studydemahindept h i nsight into a phenomenono.

Table (3.6.1) The major differences betweenthe inductive and deductive research
approaches
Deductive Emphases Inductive Emphases

Gaining an understanding of the meani

Scientific principles humans attach to ents

Moving from theory to data A close understanding of the research context

The collection of quantitative data | The collection of qualitative data

The need to explain caug A more flexible structure to permit charsgas the
relationships between variables research progresses

The application of controls to ensuy A realisation that the researcher is part of
validity of data research process

The operationalisation of concepts
ensure validity of data

Source: Saundeet al (2007)

Less concern with the need to generalise

3.7 Research Strategy

There are a number of research strategies that can be used for primaoplidation
According to Myers (2009)the qualitative approach comprises case studies, ethnographic
studies and action rearch.Saunder®t al. (2007) point out that thgualitative approachmay
include experiments, surveys, case studies, ethnography, action researebedaional and
longitudinal studies. There are many research stratagiedin social science research

(Velde et al, 2004) including experiments, surveys, histories, analysis of archival
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information and case studies. Yin (20@8dvidesthree criterigdhatcan be used to select the
appropriate strategy for a piece of research:

1. the type of research questiposed
2. the extent of control an investigator has over actual behavioural events, and
3. thedegree of focus on contemporary as opposed to historical events.

Table (3.7)The five main research strategies in social sciences research
Strategy Form of Reseach | RequiresControl of Focus on
Question Behavioural Events?| Contemporary
Events?
Experiment How, Why? Yes Yes
Who, What, Where
Survey How many, How No Yes
much?
Archival Who, What, Where
. How many, How No Yes/No
analysis
much?
History How, Why? No No
Case study How, Why? No Yes

Source: Yin (2003: 5)
Of thesefive types of research stratediie researcher has identified the case study strategy
as being the most appropriate for this rese@vetdeet al., 2004: 71;Yin, 2009)

3.7.1 Justification for the Choice ¢ Research Strategy

The justification for the research strategy, whereby qualitative methods are the main
approach, is that this allows the author to study and understand the subject to a greater depth
and in far more detailyin (2008) defineghe casetsidy as a research stratetpatinvolves

an empirical investigation of a particular contemporary phenomenon in itbfeeabntext,

using multiple sources of evidence. A characteristic of the case study is the concentration on
a particular site. In theense that the case occurs in a specified social and physical setting, the
phenomenon and the context cannot be isolated from each other (Robson, 2002).
Furthermore, Lubbe (2003) and Robson (208@ygestthat a case study approach is a
suitable choice foran empirical enquiry into a contemporary phenomenon. Yin (2008)
recommendt hat the case study i s an appropriate
are being posedt allows the researcher to determine not only what happened, but also why it
happend. Yin alsorecommends the case study strategy when the researcher has little control
over events and when the focus is upon contemporary events. The researcher chose the case

study strategy in order to gain andepth understanding of the phenomenon, elgnthe
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culturerelated trust factors affecting tleiccessof Saudi Arabian organisations and their

likelihood of investing in longerm business relationships.

3.8 Ethical Approval

The University of Salfordos dytfdretlical approvali cy r e
before conducting any fieldwork and, consequently, a request for such approval was obtained
before embarking othe field study (see Appendi®.All interviewees were informed of the
researchos gener al pw stgge ané alsp alli tieerintetviews wdree i n |
arranged at the most suitable time for the interviewees. Furthermore, having agreed to
participate, all individuals were informed that they could withdraw at any time without

having to provide a reason for doisg. For social researchers, ethical practice is vital. As
Saunderset al (2009) suggest, valid research requires that the researcher behaves
appropriately in relation to the rights of thoseoMecome the subject of the work, or are

affected by it. Furthermor&Gaunderst al (2007)and Blumberget al (2005: 92) state that

Amor al principles, norms or s talkoutodwr bebasiouo f betl
and our relationships with otherso. Il n cons
research, Anderson (2009) mentions two principles that emphasise such an approach, the first
being that the interests of all participants must gretected and the second that the
individuals from whom datare gathered should be no worse off at the end of the process

than they were at the beginning.

3.9 Pilot Study

The purpose of the pilot studyas to establish whether the interview questiorsenclear

and meaningful to the interviewees and to obtain feedbacledoh separate interview
guestion. Hoinville and Jowell (1977) point out that pilot sadcre extremely usefufor
refining the wording, order, and layout of the questions and fijethem. AsJankowicz
(2005)notes, the pilot study is the final opportunity to rectify any aspéefore committing

to the time and effort involved in data collection. A pilot study allows the identification of
potential problems in the process of theeach and should lead to their being remedied
where necessary (GiéindJohnson, 1997). Furthermore, Gill and Johnson (1997) state that a
pilot study provides feedback to the investigator that may be used to develogr alehr
moreaccurate questions tme utilised in thdreab interviews. Yin (2008) also mentisithat

pilot studes aid the researcher in refining data collection plans with respect to both the
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content of the data and the procedures to be followed. Additionally, Denzin and Lincoln
(1999 statethat pilot studesallow the researcher to focus on particular areas that may have
been unclear previously. A pilot study enables the researcher to conduct preliminary
interviews to ensure that thight datawill be collectedby the research questisjto evaluate

the validity of the questions and develop the final version of the interview questions
(Robson, 2002; Saundeat al, 2007; CollisandHussey, 2008)Saunders et al. (2012) define

a pilot stuly as fia smallscale study to @st a gestionraire, interview checHlist or direct
observation <hedule, to minimisethe likelihood of espon@énts haing problens in
ansvering the questions and of dataemording probéms as vl as to dlow someassessent

of the guestio n gabdity and the @iability of thedatathat will be collededo .

A pilot studywas conductedn this researcho ascertain the validity and credibility of the
interview protocol questiong.wo pilot interviewswere conducteéh order to determine the
suitability of the questionssed in the interviews for thargetaudience in Saudi Arabia. This
helped the researcher to improve and mothe interview questionbased on same minor
comments from the pilot audiencebefore data collection commenced@ihe two pilot
interviews suggestethat the researcher would most likegncounter responses to some
interview questions posexhd provided valuable inputto the development of the interview
guestionsMoreover, the pilot study helped the researcher to make sure that the interview
guesions were clear, understandable, and appropriate to the research objectives and
guestions. In additiorthe pilot studyensurd that the research questions were understandable

and answerable.

3.9.1 Conducted Pilot Study

The researcheconducted the twopilot studiesin Saudi Arabiaduring the period of June
to July 2012 A total number of 25 interviews were conducted during that period to
collect the data from the participants of Saudi compani the irterviews were
condwted in the Arabic language and translated i@ English by the Saudi Interpreter
English Agency andhenproofread in Englanduring the irterviews, the esearcher took
notes and asked the interviewees for permissiaio record the interviews. The ime
dlocaed for ead interview varied. On average, the interviews were appraximately 45

minutes to one hour in length.
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3.10 Case Study Research

Perry (1998) poirgtout that there are no precise guides for the number of cases to be included
in a study However, Vosset al (2002) statethat the fewer the casethe greateiis the
opportunity for indepth observation. Vosst al (2002) furtherarguethat, although a single

case study offers a greater depth of understanding, it places limitations on the generalisability
of the conclusionsdrawn. It could additionally lead to biases such as a possible
miscalculation of the representativeness of a single event and the exaggeration of easily
available dataMultiple casestudies organisationsan enhance external validity and assist in
guardng against bias. Yin (2009) argues that multiple case studies may be preferable to a
single case study and thathen the researcher opts to usmiltiple case organisations, this

can enhance the external and internal validitg offer a strong justificain to gain an in

depth study for this choice is needed in this research approach.

Case study research is a qualitative approach in which the investigator exploresfe, real
contemporary bounded system (a case) or multiple bounded systems (casesneyver t
through detailed, wadepth collection involving multiple sources of information such as
interviews, and reports case description and case th&nesaell, 200397 andYin, 2009).
Although, Stake (2005¥ktates that case study research is not a melibgg but a choice of

what is to be studied, others present it as a strategy of investigation, a methodology, or
a comprehensive research strateDer(zin 2005 Merriam, 1998 Yin, 2009). Interpretive
researchers are more likely than deductesearchers to change their view of the theory or
literature as a result of the analysis of collected data, and so they require greater flexibility to
modify the boundaries of their subject of study (Brynaeud Bell, 2007: 105). This study
might be more witable for qualitative researchers to search for research strategy which was

based on an interpretive epistemology and systematic review.

3.10.1 Justification for Choosingthe Multiple -Interview Approach

Based on the abovéie multiple interviewee appexh was selected to enable the researcher
to enhance the external validity attdprovide strong evidence. The researcher believed that
usingthe multi-interview approach would enhance the depth of the sfligy intervievees
were selected fromwenty-five different Saudi companie$i l[dwo and fiwhyo these cases
wereselected is a critical aspeditthe decisions the researcher thcEhere are four grounds
on which case study selection can be justified on the basis of the appropriatetess
selected casgDenscombe, 2007: 40)
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1. Typical instance Technique AThe most common justifi

cat

selection of a particular case is that it is typical. The logic being invoked here is that the

particular case is similar in crucial respects withdteers that might have been chosen

and that the findings from the case study

2. Extreme instance:i A case might be selected on the
provides something of a contrast with the normm iBustration of this would be the
selection of an organisation which is not a

3. Testsite theory:i The | ogic for the selection of a

relevance of the case for previous theoryo

4. Least likely instance AFol | owi n g -sitehfer thealye & case fmight kes t

selected to test the validity @heorydby seeing if it occurs in an instance where it might
be | east expectedo.

Silverman (2002) argues that accessibility and convenigrecgrounds to guide researchers
in their selection of case stied accessibility will help to provide appropriate and sensitive
data. Theidea of convenience is supported by Denscombe (2007 w9 stats, fi i t i
reasonable for the researcher to sethet one which involves the least travel, the least
expense and the | east di ff iDenstombe desdrigestwo t

different techniques:

1 probability sampling techniques:

U random sampling (each person/item has an equal chabegngfselected)

U multi-stage sampling (samples drawn from samples)

U stratified sampling (sampling based on subgroups in the population)
1 nonprobability sampling techniques:

U quota sampling (selected to meet specific criteria)
U purposive sampling (harpickedfor the topic).

The researcher agrees with Denscombeds
using thetypical instancetechniqueto test the validity of the case study organisations through
a multipleinterview approachThis will help to detenine and provide suitable, responsive
data and enhance the depth of the stddys study usedjualitative method to select the

S

co

(200

respondents that limits understanding the benefit of the trust level factors affect business

relationship in Saudi companies.
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3.11 Data Collection Methods

There are several methods that can beptsd to collect research data. Firstly, with
guantitative methods, the researcher will be attempting to measure variables or count
occurrences of a phenomenon. Secondly, qualitativeadetivill emphasise the meanings

and experiences related to the phenom(@uadlis and Hussey, 2008)Primary data refers to

the collection of data though interviews, direct observation, participlaservationfocus

groups and questionnairéSaunderst al, 2007; CollisandHussey, 2008)Secondary data

refers to information which already exists, for example archival records, company
documentation, phlications and annual reporf8ataare collected irBaudi Arabigor usein
semistructural modelling.T h e researchos awenm sichieged doy theb j ec t i

collection of both primary and secondary data using a blend of the following approaches:

1 Semistructured interviews
The researddr aimedto collect data on individual trust and analyse the feedback from
interviewees working in Saudi compani#snumber of activitiesvereundertaken during the
process of this research. Firstly, a literature revaed methodologyeview wasconducted.
Secondly, an empirical studyascarried out in Saudi Arabia and datare collected using
semistructured interviews and documents obtained from the participating companies. These
documents assistl the researcheio identify and obtain an hdepth understanding of each

c o mp any 6 Bigure(3.31) belowshows the flow of research methods:used

Research Philosophyi@terpretivism)

Research Strategy (inductive approach, ethical approval and pilot study)

CaseStudy (multiple-interview approach)

l

Data Collection Methods (semistructured interviews)

0

Qualitative Data Analysis

ResearchFindings

l

Discussion ¢liscuss the findings in the light of literature)

l

Conclusion & Recommendations
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Yin (2003)noted six potential sources data that can besal in case studies:

1. Interviews: one of the most important sources of information in case sfwdiesh
should be conductad person

2. Documents these provide specific details that caipygort verbal accounts and could
take the form of letters, memoranda, agendas, administrative documents, newspaper
articles or any document related to the investigation.

3. Archival records: these include service records, organisational records, lists of
namnes, staff and payroll records, historical correspondence and other such records.

4. Direct observation: this is a means of collecting reliable eviderargg could include
field visits, for example

5. Participant observation this approachsuffers from major mpblems due to the
potential for bias and therefore needs to be used with considerable care.

6. Physical artefacts:these include technological devices, tools, instruments or other
physical evidence that may be collected during the study as part of aiield v

According to Yin(2003) the combination of multiple sources of evidence can help to clarify
the real meaning of the phenomenon being obseivaedight lead to complementadata
collectionor thetriangulationof data. Therefore, a case study ddanclude as many sources

of data relevant to the studs possible. The researcher should be able to deal with all of
these and select those that are most appropriate.

Table (3.11)Strengths and weaknesses of the six soucef evidence

Source Strengths Weaknesses

U Retrievability can be low

U Biased selectivity, if collection is
incomplete

U Reporting bias reflects (unknown)
bias of authors

il Access may be deliberately blocked

U Stable- can be reviewed repeatedl|
U Unobtrusive- not created as a resu
of the case study.

Documentation | U Exact- contains precise names,
references and details of an event
U Broad coveragelong span of time,

multiple events and settings

, U (Same as above for il (Same aslaove for documentation)
Archlvgl documentation) U Accessibility potentially difficult due
Records U Precise and quantitative to privacyconcens

i Bias due to poorly constructg
U Targeted focuses directly on case| questions
Interviews study topic U Response bias
U Insightful - provides perceived U Inaccuracies due to poor recall
causainferences U Reflexivity - interviewee offers wha

interviewer wants to hear
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i Time-consuming
U Selectivity- unless broad coverage
: U Reality- covers events in real time| U Reflexivity - event may proceed
Direct N - o ;
Observation U Contextual covers context of differently because it is being
event observed
i Cost- hours needed by human
observer
Participant U (Same as above for direct U (Same as above for direct
Observation observations) observatins).
U Insighssinto interpersonal behavioy 0 Bi as due to i nve
and motives manipulation of events
Physical U Insightsinto cultural features a Selectivity.
Artefacts U Insightsinto technical operations a Availability.

Sourcei(Yin, 2003: 86)
Based orthe above discussion, tlesearcher decided to use fdodace interviews as the
major source of dat@and documents dke secondary source of data be collected from the

case study organisations.

3.12 Interviews

~

Husseyand Hussey(1997)definesi nt er vi ews as a fdmethod of
selected participants are asked questions
Interviews are associated wite interpretivism paradigm ancbnducted with individuals or

focus group. Interviewing is a research method that involves interaction between a
researcher and an interviewee, with the intention of gaining information from the latter
(Robson, 2002). Sekaran (2003) makes the additional point that interviews are conducted to
obtaininformation on the issue of interest. In order to be able to provide information, the
interviewees have to be knowledgeable in the area of specific interest to the researcher. The
interviewer should ask each interviewee the same questions in precisaignteetone of

voice. The interviewer should have the opportunity to identifyvenbal clues, for example,

in the inflection of the voice, facial expressions or the clothes that the interviewee is wearing.
Accordingly, these factors can subsequently beduse developing secondary questions
(EasterbySmithet al, 2004: 86)

The primary reason for conducting qualitative interviews is to understand how individuals
construct the reality ofheir situation from the complex personal framework of beliefs and
values they have developed over their lifetifBasterbySmith et al, 2004: 86) Anderson
(2009) explains that the key issue is to determi@etype of interview that is most suitable

for collecting the required information. Anderson (2009) adds that each individual type of
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interview has implications for the approatdken by the intervieweand will affect the
guestioningas well asthe recorthg of the data and subsequently the analysis. bétew

indicates the character of each of theéhtypes of research interview:

Concentrating particularly on sesiructured inteviews, Mason (2002) states that these are

characterised by three main features:

1. A relatively informal discussion rather thanformal questiorandanswer
format.

2. No requirement for the researcher to have a structured list of questadsise
could havea range of topics, themes or issues to cover.

3. The dataaregenerated through interactions.

In their discussiorof interviews, Easterb$mith et al (2004 Hall and Hall 1996 suggest

that the key motivationf qualitative interviews, are designed tely rich or indepth data

and can be very useful in practical social research projects, since they can provitiatdata
afford a fuller expression of the informantd
represent a valuable technique for afitey data and further claims that they are one of the

most vital sources of information in case studaxl particularly where the overall approach

is qualitative in nature. According to Robs(#002) and Saunderset al (2007) there are

three types of interviewsiamely fully-structured interviews, serstructured interviews and

unstructured interviews:

U Structured interviewswolve theuse of questionnaires based on a predetermined and
standardised or identical sstquestions.

U In samistructured interviews the researcher will have a list of themes and questions
to be coveredalthough these may vary from interview to interview.

U Unstructured interviews are used to explore a general area of interest to the
researchein depth. The basic aim is to place the interviewees at ease and allow them
to express themselves freely.

According to Yin (2009), there are no standards regarding the size of the sample in
gualitative researchrhe current study is placed within thdarpretivism paradigm, with an

emphasis on the collection of qualitative data.
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3.121 Justification for Choosing the Semistructured Interview

The semstructured interview format was chosen. This allowed for the topic and questions to

be known in adwvace, but for the questions to be open and ordered according to the flow of

the interview, rather than being asked in a strict ordlrkowicz(2005) suggests that semi

structured interviews are a powerful data collection technique when used within the context

of a case study search strategyere, the researcher adopted sstriictured interviews so

as to understand t he i rendedrquestiens eelatti@to how gusts t h i
factors can affect business relationships in Saudi Arabia.

According to Easterb$mith et al (2008: 30, semistructured interviews are recommended
when:

U itis necessary to understand the constructs that the interviewee uses as a basis for the
r e s e a ppintores andl beliefs about a particular matter or situation

0 one aim of the interview is to develop an
so that the researcher might influencend

U when $epby-step logic of a situation is uncledhne subjetis highly confidential or
commercially sensitive, and there are issues about which the interviewee may prove
reluctant to be entirely truthful.

The semistructured interview type/aschosen as the primary methfod this researclas its
flexibility allowedthe researcher to modify the questiacsoss the 25 interviews and several
different Saudi companies order to understand the phenomeraing investigated.The
semtstructuredfaceto-face intervieweesvere arranged by telephone and email before th
researchetravelled toSaudi ArabiaThere werea total of twenty five (25) interviewees;

each intervieweavas counted as each one came from different Saudi comJdreye

were Six senior managers, fifteen managers, and four staff members, locateghdin Ri
andJeddahFour managers were rejectien the faceto-face intervievs and they did not tell

any probably reason why refused to meet the resear8hemnportant advantage of this
approach was the fact that it alled/the researcher toeassureparticipants about the
confidentiality of the process. In the context of Saudi organisations,atresal concern
among interviewees that they should not be held answerable for their contributions. Thus,
organisingthe interview processgia this method offexd a protected means of gainirg

depth information of this studpaunder®t al (2009: 349) pointoyti € Thi s met hod

allow you to make contact with participants with whom it would be impractical to conduct an
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interview on a facéo-face basis becaasof the distance and expensive costs involved and

ti me required. I n other words, t hiHewevarp pr oac
Saunder®t al (2007) suggest that sesstiructured interviews not only reveal answers to the

fwha andfihowo quesions, but also place more emphasis on securing answersfiatige

of a particular phenomenon.

For the current studyualitative interviewsvere requiredn orderto gainan understanding

of how individual managers create the reality of their circuntgta from their complex

personal frameworks of beliefs, values and experience developed over time through their
work. As the research questioreal with Aihowd and fiwhyo, this type of interview is a

logical choice for attempting to establighe interviewee s 6 i deas and opi ni ol
the Saudi perspective) with regatd how trust factors affect business relationships in Saudi

companies.

3.13 Justification for Selecting the Sampled @mpanies

In choosing the companies to contact, the researcher aiseimber of criteria, namely
reputation, communication, power, company size, and position in the maHetSaudi
companies listed in Table 3.13.1 were selected as the sample for this research study for the

following reasons:

U The author emailed 70 Sauprivate sector companies, found through an internet
search, before commencing the collection of data (April 2012). Only 25 companies
responded and showed a willingness to be part of this research study. Therefore, these

25 were selected.

U Access to thes companies was secured due to their locations in the capital of Saudi
Arabia (Riyadh) and Jeddah. Companies in Jeddah or remote cities would have been

costly to visit.

U The researcher realised after 18 of the 25 interviews, the answers given to tlehresear
guestions started to look similar. Thus, the researcher decided to stop interviewing
and not to search to investigate another Saudi company, because the saturation point
had been reached.

U It is expensive to travel and stay in Saudi Arabian hotel, amdriduct all the semi
structured interviews faew®-face. Therefore, the researcher cannot do the entire

interview all the private Saudi companies in the context of Saudi.
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3.13.1 Sample Companies and Demographic Details of Interviews

Rl\él;r;:r?(;eor]:ts Name of Company Job Title Sex Age
QD A Senior Manager Male 33
2) B Manager Male 30
3) C Manager Male 35
4) D Manager Male 42
(5) E Manager Male 35
(6%) F Staff Member Female 32
@) G Manager Male 46
(8) H Manager Male 30
(9) I Senior Manager Male 33
(10%) J Staff Member Female 27
(1)) K Senior Manager Male 44
(12) L Manager Male 35
(23) M Senior Manager Male 29
(14) N Manager Male 36
(15) @] Senior Manager Male 43
(16) P Manager Male 44
a7 Q Manager Male 39
(18) R Manager Male 37
(29) S Staff Member Male 29
(20) T Staff Member Male 32
(21) U Manager Male 42
(22) Y Senior Manager Male 38
(23) w Manager Male 38
(24) X Manager Male 46
(25) Y Manager Male 39

This table lists the names of the companies in the context of Saudi Arabietails of the

25 respondents used in this research on trust factors at the national, organisational and
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individual levels.Pseudonyms are used instead of the company names in compliance with
the confidentiality act as stated in the ethical approppli@ation. The researcher used the
interviews to collect data and make connections by analysing differences of opinions

between interviewees in order to answer the research questions.

3.14 Ontology andEpistemology

In the following sections, the remeher will explain the ontology and epistemology of this
research. According to Guba and Lincoln (1994), there are three different elements of a
research philosophy: ontology, epistemology, and methodology. Ontola@gghgosophical
assumption about theature of reality and the specification of a conceptualisg@atiis and
Hussey, 20009: 3 B 7 9 | seayiighde gememate ch lofi of controversy in
discussions; it has a long history in philosophy, in which it refers to the subject of existence.
Whil e ontology is the fArealityo that resear
relationship between that reality and the researcher, and the methodology is the technique
used by the researcher to investigate that reality. Epistemology stama fGreek word that

is a term for knowledge. In simple terms, it is the philosophy of knowledge and how a person
knows the world. The methodology is how the person gains such knowledge in terms of the
methods that they utilise to try to gain a betterarsthnding of the world. According to
Collis and Hussey (20009: 334) , epi stemol ogy
constitutes valid knowledge in the context of the relationship of the researcher to that being
researchedo. Gu b ayntlesisg sclentific parddigms (ntb Jo8r4ategories:

(1) positivism, (2) realism, (3) critical theory, and (4) constructivism.

Qualitative research operates within three paradigms and the realism paradigm is one of the
most important for marketing resebers. Table (3.14) below summarises this importance in

a representative range of methodologies from thearging to more theoryesting
methodologies, and shows that realism research could underlie many of the methodologies.
The grounded theory methaldgy is clearly constructivist because no reality is meant to
impose on the research. For example, grounded theory researchers are urged not to read
reports of similar research done previously. However, realism becomes relevant when
moving on from this vy theorybuilding methodology to hdepth interviews and focus

group methodologies that have an interview protocol with investigation questions based on
what the researcher wants to find out about a prearranged outside reality.
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Table (3.14)llustrates the research philosophy of a qualitative research study

Constructivis

Elements Positivism Critical theory m Realism
AVirtual
Reality is shaped_by SO(.:'aI’ Multiplelocal | Real i ty i
land | €conomic, ethical, d ii i toctl q
Ontology realand | political, cultural _and spectiic | only imper ectly an
apprehensi ’ '| Aconst r probabilistically
and gender values] . :
ble crystallised over realities apprehensible
time
Obijectivist Subjectivist value Subjectivist Modified objectivist
Epistemology | findingsi mediatedindings | created findings findings1 probably
true true
Researcher is 4 Investigation of
Verificatio |A At r ansf Fbassio research issues by
n of intell ect g Ftioc gualitative and somg
Methodologies hypotheseg changes the social \F/)vithin the guantitative
9 , chiefly | world within which | %' 5 methods, such as
quantitativ | the participantsive | . oeing structural equation
investigated :
e methods modelling

Source: Guba and Lincoli994)

Grounded

from

t h e o rthe disceverydoé thoryrfrend data systeinatically obtained

s 0 c i dGlaserardsStaags,c1B65: 2). The notion of theoretical saturation

means that no additional data are being found whereby the sociologist can develop the

properties of theategory (GlaseandStrauss, 1967: 61). Theoretical sampling is the process

of data collection for the generation of theory, whereby the analyst jointly collects, codes and

analyses data and decides what data to collect next and where to find them, in order to

develop aheoryas it emerges (GlasandStrauss, 1967: 45).
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used to test and validathe developing codes, categories and concepts until the researcher

reaches the point of theoretical saturation. According to Glaser and Strauss (1967), grounded

theory has come to mean slightly different things to different people. Emerging categories

ard concepts can allow the researcher to test out these emerging concepts and verify the

developing theory as the research goes along. Corbin and Strauss (2008: 144) recommend
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The research is purposely looking for indicators of those concepts so that he or she might
examine the data to discover how concepts v
42) suggests that the t Imaaureibecauseatreyecamma grevr al |
directly out of research, and thus remain ungrounded. As a consequence, these theories very
often lack validity for the reason that they do not fit the real world and thereby remain

irrelevant to the people concerned.

One of the disadvantages of the grounded theory approach is that it does not lend itself to
precise planning. The use of theoretical sampling means that it is not possible to predict in
advance the nature of the sampling which will be used. Also, the oesthieve theoretical

saturation makes it impossible to state at the outset the eventual size of the sample. The
discovery comes at a price, and that price is the ability to plan all aspects of the research in

advance and anticipate when the researchbeittompleted.

3.15 Validity

Validity is the extent to which the research findings accurately represent what is really
happening in the situation. The validity in interpretivist research is high, while
phenomenological research is aimed at capturing etseence of the phenomena and
extracting data whiclrerich in their explanation and analysislence, validity is high when
operating in such a philosoplt§Zollis and Hussey, 2009)The question of validity cahe
summarised as whether the researchers see what they think th&jicdee2007) Validity

and reliability should be tested for at the pilot stage of an investigation, before the main phase
of data collection commencé¢BasterbySmith et al, 2004) Moreover, Cavanat al (2001)
conclude that validity is concerned with whether the researcher measures the right, concept
and reliability is concerned wht stability and consistency in the research study.
Interpretivism focuses on capturing the essence of the phenomena and extracting data that
provide rich, detailed explanations. The in
knowledge and meargs of those involved in the phenomen@md consequently validity is

high under such a paradigi@ollis andHussy, 2009: 60).
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3.15.1 Internal Validity

Internal validity helps the researcher to understand how their findings might be generalised
(Miles and Huberman, 1994). Internal validity establishes a causal relationship, whereby
certain conditions are demonstrated to lead to the emergence of other conditions, as

di stinguished from spurious relationohi ps.

highlight major patterns of similarities ant

beliefs but also tries to identify what components are significant for those examined patterns
and what mechani sms pr oduc ewldity vasmchieved y t hi
using the explanatichuilding method to analyse the data gathered. The use of the developed

theoretical framework was also helpful in increasing the internal va(idity 2009)

According to Yin (2003), internal validity establishes a causlationship, whereby certain
conditions are shown to lead to other conditions. Furthermore, there are some techniques
which may be used to increase internal validity:

1 used within case analysis, crassse and crossation pattern matching, in the data
analsis phase (MileandHuberman, 1994);

1 the use of illustrations and diagrams to assist explanation building in the data analysis
phase (MileandHuberman, 1994);

9 assurance of internal coherence of findings in the data analysis phase, which can be
achiewed by crosshecking the results (Yin, 1994).

3.152 External Validity

The last test of research quality is external validity, which is concerned with whether the
results can be generalised beyond the case studies (Yin, 2003). It is important tatnobe th
matter how good the external validity is, it cannot be taken for granted that the results can be
generalised outside of the organisations studiza Vaus, 200128). Miles and Huberman
(1994) describe validity as being concerned with the confidématecan be placed on the
constructs and theories developed, and the extent to which these can be generalised.
Amaratungeet al. (2002: 29)des cr i be exter nal validity as
findings can be generalised beyond the immediate research sample or setting in which the
resear ch .tHoweler, Ridge2008)@rgues that case studies rely on analytical
generalisation as a form of achieving extermalidity, whereby particular findings are
generalised to some broader theory. Furthermore, (2009) indicates that the external
validity problem has been a major barrier in conducting case studies. In this research, two

case studies were adopted to achieeplication and theoretical (analytical) generalisation.
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3.15.3Reliability

Reliability is concerned with the researchos
findings. The findings should be reliable to the extent that if anyone twerepeat the
research they would succeed in obtaining the same results. Reliability in positivistic studies is
usually very high, while in phenomenological studies it is very, lmd researchers should
follow a number of procedures to ensure reliabi{®pllis andHussey, 2008)The problem

with this is that no one can be sure that individual and other fagtibnsot be changed in the
interval between two occasions. Whilst quantitative studies lead temigbels of reliability,

it is problematic to repeat qualitative studies exactly and obtain exactly the same results
(Maylor and Blackmon, 2005)Consequently, interpretivists believe that the activities of the
researchers influence the resear¢hus replication in the positivissenseis difficult to
achieve. Therefore, the emphasisuch researcis on establishing protocols and procedures
that establish the authenticity of the findirf{@®ollis andHussy, 2009: 60).

According to Yin (2003), reliability means that the opemasi of a study, such as the data
collection procedures, can be repeated, with the same results. In addition, there are some
techniques that may be used to increase reliability:
1 the assurance of congruence between the research issues and featuresudi the st
design, and the use of a structured or s&mictured case study protocol (Yin, 1994);

1 meaningful parallelism of findings across multiple data sources (Yin, 1994);

1 Lincoln and Guba (1985) suggest developing a case study database at the end of the
data collection phase, to provide a way of organising and documenting the mass of
collected data.

Table 3.15.3 below summarises the sections on internal validity and reliability in terms of
critical research paradigms within the development of an ontbgind epistemological
stance and techniques. Also, some authors are mentioned who refer to methodological

Atrustworthinesso in the case study techniqu
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Table 3.15.3 Improving internal validity and reliability in ontological and epistemological tpawi

Brief description of | Case study techniques| Criteria for Criteria for Criteria for Criteria for
Developed for L . o : . L L
A . ., | criteria for this within this realism case research | naturalist qualitative reseach positivism
this research (i) : . : : . ..
realism research (ii) | paradigm (iii) (iv) research (v) (vi) research (vii)
. . Lincoln and Miles and Huberman | Chia (1997);
B | Major authors Yin (1994) Guba (1985) | (1994) Neuman (1997)
Research problem
deqls Wlt.h complex Selection of research (A s-lngle tapg-lble
Ontology social science reality consisting of
: problem. For example, (World 2 .
C | 1. Ontological | phenanena ) . ~ discrete elements
. ) : : it is a fAhod Magee, 1985) .
appropriateness| involving reflective roblem (World 1 in Magee,
people (world 3 in P 1985)
Magee, 1985)
Open nfu Z : Theoretical and literal
boundaryo replication, indepth
2. Contingat (Yin, 1994) PICE ’ Pt - -
- . . . guestions, emphasis or| Internal i Tr ut h | Internal validity/ -
D | validity involving generative | _ .. - . L ... | Internal validity
; Aiwhyo i s s ugvalidity or credibility | credibility/authenticity
mechanisms rather 2
. description of the
than direct cause
context of the cases
andeffect
. Multiple interviews, Valuefree, one
Epistemology supporting evidence way mirror (Guba
3. Multiple bporting ’ &y

perceptions of
E | participants and
of peer
researchers

Neither valuefree
nor valueladen,
rather valueaware

broad questions before
probes, triangulation.
Self-description and
awareness of own
values, published
reports for peer review.

Neutrality or
confirmed
ability

Objectivity/confirmed
ability

ard Lincoln, 1994
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Case study database
used to report relevant

Methodology . .
. quotations and matrices i
Trustworthyi the . : Reliability/
that summarise data, o Consistency or . o
F | 4. research can be . Reliability o dependability/ Reliability
. . and descriptions of dependability .
Methodological | audited ability
. procedures such as cas
trustworthiness . . .
selegion and interview
procedures
Analytic : . External
st . Identify research issueg .. .
generalisation : validity
. before data collection,
. (that is, theory through the -
5. Analytic . to formulate an N Applicability External
. building) . . specification of L .
G | generalisation ... | interview protocol that : . or validity/transferability/
rather than statistical . . relationships . .
. will provide data for . transferability | fittingness
generalisation (that . from which
. confirming or o
'S, disconfirming theory generalisations
theorytesting) can be made
Use of prior theor
6. Construct P Y, Construct -
H - case study database, - Construct validity
validity . . validity
triangulation
External validity,
I that is, atistical
generalisation
] Utilisation/application/,

action orientation

Source: Healy and Perry (2000: 122)
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3.15.4 Validity and Reliability

Yin (2003)suggested two tactics to achieve reliabjlltpth of which should be used the

data colleton phase, and both of which were followedtims research thesi§irst a case

study protocol was developed to enhance reliabigcond, tthe steps taken in carrying

out the case studies were clearly explained. Reliability almo be enhanced bthe use of

interview training for the interviewers and by checking the interview guides or generative
guestions in test interviews or following the initial interviéilick, 2007) To increase the

validity of this research, the interview questionsre carefully prepared, pilotednd refined

with the assistance of t helbelevbrefyrexphisthed s s up

tactics used to ensurnaternal validity, external validity and reliability.

Table (3.15.4Recommended case study tactised to ensure validignd reliability
Title
Tests Case study tactics Pha_se_ of research in which
tactic is used
1 Pattern matching Data analysis
Internal 1 Explanationbuilding Data analysis
validity f Address rival explanations Data analysis
{ Use logic models Data analysis
External 1 Use repllcatlon logic in multipkease| Research design
validity studies |
7 Use theory in single case studies Research design
Reliabilit 1 Use case study protocol Data collection
y 7 Develop case study détase Data collection

Sourceg(Yin, 2003: 33)

The following efforts were made to increase the validity and reliability of this study:
1 A multiple interview approach (25 interviews) was used rather than a single case
(Yin, 2009; Amaratungat al, 2002).

1 The research method used to collect data pvaperly justified on the grounds of

appropriateness to the circumstances and the research questinisng, 2000

1 The interview questions were carefully prepared and refined with the help of the
supervisor, and two pilot studies were conducted bef@actual study to ensure that

the interview questions eventually asked were completely valid (Appendib5).:
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1 In order to promote confidence between the researcher and the interviewees, the
researcher was provide with a letter by the supervispraa that the research being
undertaken was valid. In addition, before starting the interviews, the researcher spent
time with the interviewees, briefly explaining the purpose of the study and confirming
that their personal information would remain coafidt i al , using super

and a consent form (GhaamndGronhaug, 2005).

1 Draft transcripts of the interviews were validated by the respondents to confirm that

they accurately represented what they had said (GaAadGronhaug, 2005).

The unitof analysis of this study are individuals representing Saudi organisaticine

context of Saudi Arabia

3.16 Qualitative Data AnalysisMethods

According to Yin (2003: 111), fAanalysing cas
because theristat egi es and techni gqu e Sectibra3vié explaned b e en
the procedure used for the data analysis and how the researcher went through each category.
The overall goal in data analysis is to treat the eviderce farly, produce compelling,

analytic conclusionsand rule outalternative interpretations (Yin, 2003). The value of the

analysis of qualitative data depends on the quality of the reseacher6 s terpramtions. This

can beused to evaluatea phenomendogical study andthe quality of analysis.

The researcher usedligital tape recorer to ensure the accurate analysi§ t he respond
answers.According to Yin 009, there are five analytic techniques usedcase study

analysis:

1. Pattern matching: pattern matching logignvolves compamg an empirically based
pattern with a predied one. If the case matches the predicted patterns then the case supports
the theory in the same way as successful experimgiport a theory; if the pattern

coincides, the results can help to streegia ¢ a s e internalwaidgity. s

2. Explanation building: the goal of this technique is to analyse the case study data by
building explanations about the case. Yin (2009) suggests that, in explanation building

processes, the findings are comparedny statement or propositidimat has beeareated.
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3. Time-series: Yin (2009) argues thaif the events have been traced in detail and with

precision over timdf may be possible to uske timeseries analysis technique.

4. Logic model: The logic malel deliberately stipulates a chain of events over an extended
period of time. The events are phased in with a repeated-efasecauseeffect pattern,
whereby a dependent variable (evédrdn an earlier phase becomes the independent variable
for the rext phase (Yin, 2009).

5. Cross-casesynthesis: crosscase synthesis is a technique especially relevant to a research
study consisting of at least two cases. This technique treats each individual case study as a

separate case (Yin, 2009).

The researcheused two data analysis process$esn Yin (2009) patternmatching and
explanationbuilding, to analyse the qualitative datfa. addition, Robson (2007uggests
some qualitative anal ysliasel emesnprecesseb i ahalhye

U giving codes to the initial set of materials obtained from interviews and data analyses

U adding comments, reflections or keeping memos

U going through the materials to identify similar phrases, patterns, themes, relatipnships
sequenceanddifferences beveen subgroups

U gradually elaborating upon a small set of generalisations that cover the consistencies one
discerns in the data

U linking these generalisations to a formulised body of knowledge in the form of constructs

or theories.

A further attempt tadentify the main elements of qualitative data analyses was made by
Collis and Hussey (2009\vho mention four interrelated domains:

1. process where the analysis of the data takes place continuously throughout the study
2.reduction of data sorting: categoising and interrelating data by means of coding or
placing data in charts or matriges

3. explaining: understanding the coherence of meaning and action in the case being studied

4.theory: puttingthe analysis of qualitative dait&to context so as toffer explanations.

According to Miles and Huberman (1994), the three streams of analysis activity (data
collection, data reduction, data display) form an interactive, cyclical process. The researcher
steadily moves among data collection and then shuttles ameshgtion, display and

conclusion drawing/verification for the remainder of the study. The coding of data (data
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reduction), for example, leads to new ideas on what should go into a matrix (data display).
Entering the data requires further data reductios. the matrix fills up, preliminary
conclusions are drawn, but they lead to the decision, for example, to add another column to
the matrix to test the conclusion. For qualitative researchers, the typical mode of display has
been extended, usually in theroof writtenup field notes which the analyst scans through,
attaching codes and then extracting coded segments and drawing conclusions. The analyst
then writes a second form of extended text such as a case study repora(idiesderman,

1994).

The essential point to remember with qualitative data is that the hope is that a pattern will
emerge from the analysis of complex behaviours, needs, systems and cultural issues (Miles
and Huberman, 1994 For any research in the social sciences, it is difftaukvaluate the
honesty and accuracy of the responses of the interviewees. However, the overall impression
gained by the researcher was that the interviewees were open, friendly, and seemed interested

in this study.
In this research, the researcher addghe following process fahedata analysis:

U translating the interview transcripts from Arabic into English

U reading through all interview transcripts and notes taget-depth understanding of
the data

U classifying the collected data intoneanimgful idea developed from the interview
guestions

U combining thedata that is attaching relevant bits or chunksof data (referred to as
units of data) to the apprapriate category. A unit of data could be a number ofwords,
a sentence a paragraph or soméimes a compete answer to a particular question

asked in the inerviews.
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3.17Chapter Summary

This chapter has provided andepth explanation of the research methodology used in this
study. Based on the aim, objectives and research quegteriaterpretivism philosophy was
chosen as the most appropriate research approach. The approach is inductive jn nature
utilising qualitative data and a multipieterview approach wit no predetermined
hypothesis. Thecase studywas utilised as a vehie to realise the research aims and
objectives. The dataeve collected through faeto-face semistructured interviews as a key
source of primaryata;secondary datavere also gathered he data analysis folloed the

rules ofexplanatiorbuilding.

The mainsouce of eviderce in this researctvas face-to-face semi- structured interviews. As

a qualitative reseach study, the reseacher relied on a combnation of interviews and
secondary souces to addressthe objectives and answer the research questions. A total of 25
interviews were condwcted in June and July 2012. The data colleded from theseresearch
adivities were analysed in the context of the experiences of the participants. Thetime
alocaed for each interview was approximately 45 to 60 minutest, the disaetion of the
interviewees. On averagg, theinterviews lasted @e hour.However, the interviewer was able,

by continually asking Ahowo and fdAwhyo, t o
regard Successful business relationships requime building of relations between people
within organisationsin order to explore and investigate the important aspectgeshational
business relationships, data were collected from the chosen 25 interviewees representing 25
Saudi companies. The resea h e r ensured that permi ssion w

administration before starting the data collection process.

The nextchapter will discusshe researcHindings, explainingeach of theanswes given by
the respondentihat havebeen utilisedn the qualitative data analysis and analyskebugh

explanatiorbuilding.
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Chapter Four

Research Findings

4.0 Introduction

The aim of this chapter is preseheftfindingsof the empiricd investigation carried out within
25 different Sadi companiesdased on each respondeutise semistructured interviews
with seniormanagers, managers and staff membEngre arel9 interview questionshased

on how trust factors affect business relationships in Saudi companies

4.1 Findings from the interviews

Respondent 1 (a 33 yeald Saudi male) suggested that trust is a {tamgn process of
believing someone, which is developed throegmmitment and cooperationle added that

the behaviour and dealings of a person indicate whether that gersastworthy or not;
similarly, he proposed that trust is an essential factor in the development of business
relationships with companies from any country, and especially Saudi companies. He also
expressed the belief that doing business in Saudi Arebidd be difficult for foreign
companieshecause of cultural, political and other differendéstthermore, the respondent
argued that trust at the national level greatly influences the reliability of the relationships of
Saudi Arabian companies. At thedividual level, he saidjntegrity, equality, mutual
cooperation, acknowl edgment o f each ot her
politeness, flexibilityand credibilitycan creategood business relationships for Saudi Arabian

companies.

Respomdent 2 (a 30 yeasld Saudi male) stated thatust is all about honesty and the
fulfilment of promises, while at the national level trust is comprised of tkegefactors:
honesty, behaviour and respect. Similailydividual trust means social connexts and
interactions with different types of people living in a similar environment. Moreover, trust is a
vital factor in business relations with companies from any country. Trust at the individual
level, between colleagues, can be increased through komedtsincerity. Individual trust
between the employees of Saudi companies can be strengthened through fair dealings,

cooperation, mutual respect and the sharing of expertise.
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Respondent 3 (a 35 yeald Saudi male) defined trust asutual respect andrsierity, while
arguing that, at the national and organisational levels, it is developed through the combination
of various factors such as mutual cooperation, honest, integrity and dedication. However, at
the individual level, itmeans believing in the cabilities and skills of people, and
communication is a tool through which one can determine whether a person is trustworthy or
not. Qurrent and paseconomic statisticare key indicators with which tevaluate current
business activities between companigscording to this respondent, mutual interest comes
first and national interest comes later when a company wants to develop good business

relationships with a partner.

Respondent 4 (a 42 yeald Saudi male) suggested that people need to benfaded at

work, and that human nature indicates whether a person is trustworthy or not, at the national,
organisational and individual levels. The respondent considered trust to be an important factor
in building up business relationships with any company, éspeevith Saudi companies.
According to this respondent, Saudi companies in general have good relationships and
emphasise the importance of developing close relationship ties in order to increase levels of

trust.

Respondent 5 (a 35 yeald Saudi maleproposed that trust meabhglieving someone no
matter where he or she is from. The respondent argued that trust plays a vital role in the
development of business relations, especially with Saudi comp#&igealso expressed the
belief that workers need tanderstand each other so thhey can create a good work
environment and gain promotion. According ttos respondent, the inclusiaof different
systems of business management can improve trust between emptogleesdministrative

work of the companyand this should be encouraged in order to develop business relations.

Respondent 6 (a 32 yeald Saudi female) argued that trust is the confident sharing of ideas
between two parties, while at the national level it isagreement to help each otherade
between parties. Similarly, at the organisational level, it is the existence of a business
relationship between partners. Accordingttdh i s respondent , a pers
whether they are trustworthy or not. She also stated that there ateetatonships within

Saudi companies, andthar ust f actors do affect compani e

Respondent 7 (a 46 yeald Saudi male) suggested thaiyst is a belief between employees

who conduct business with each oth&ccording tothis respondentrust has no effect on
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business relationshipapwever, the respondent expressed the belief that Saudi companies had
recently begun to develop their business activities rapMbreover, he claimed that Saudi

companies can enhance their performanceripyoving their working conditions.

Respondent 8 (a 30 yeald Saudi male) stated thaust at the national level means trust
between two governments or organisatioAscording to this respondent, there is good
communication between Saudi companieswiver, he argued that trust is not necessarily an
important factor for the development of business relationships between Saudi companies, and

instead emphasised the importance of the safety of local and foreign workers.

Respondent 9 (a 33 yeald Saudimale) stated a belief that trust requires cooperation and
commitment, whilst atthe national level it is supported by government organisations.
According to this respondent, there are good relationships between Saudi companies and other
companies, both mianally and locally, which can be strengthened by making better plans for
the future regarding professionalism in business. This respondent also argued that doing

business in Saudi Arabia is not easy for foreign compéieause of cultural differences.

Respondent 10 (a 27 yeald Saudi female) stated that trust is an important factor in business
relationships between two people, while at the national level trust ngeaadsbusiness ties
between partiesTrust at the organisational level, meanwhileferg to the reliability of
companies in delivering the results to which they have commiBikd. also suggested that
Saudi relations can affect business. Howeitdgkes time to build the trust at the individual

level that is required for good businesfationships between two parties.

Respondent 11 (a 44 yeald Saudi male) expressed the ideathatust i s a per s
others, whilst at the national and organisational levels it igrtis¢ between companies and
organisations, respectively.céording to this respondent a per sonés natur e
or not they are trustworthy. Furthermore, trust is the key to business relationships with Saudi
companies, especially trust the individual level.

Respondent 12 (a 35 yeald Saudi malesuggested that trust meahslieving someone.
Moreover, individual, organisational and national level of trust factors is important element in

business relationships.

Respondent 13 (a 29 yeald Saudi male) argued thaust is reliability and the maen in
which a persocommunicates and makes deal wiiéudi companies.
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Respondent 14 (a 36 yeald Saudi male) stated that trust medmdieving someone. He
argued that it is an important factor in Saudi companies, and that trust factors can provide

goad communication, empathy and commitment.

Respondent 15 (a 43 yeald Saudi male, proposed that trust mebekeving someonegnd

that how a person communicategh fellow employees and does good work helps to develop
trust in relationships. According this respondent, trust can greatly influence the objectives

of Saudi companies and Saudi peopl eds rel a;

trust at the individual level.

Respondent 16 (a 44 yeald Saudi male) expressed the belief thatst is loyalty and
believing in someone elsehilst at the national and organisational levelstthst is between
companies and organisations, respectivAbcording to this respondent, trust is a significant

part of the relationships in any kind aidiness.

Respondent 17 (a 39 yeald Saudi male) argued that trust means believing people and
communicating with themwhilst at the national and organisational levels trust between
companies and organisations respectivefccording to him, trustaffects business
relationships only slightly, and not to a great extent. Furthermore, this respondent argued that
trust may be a factor in developing business relations between compamigsinfluences
compani es 6 oShajuedcit icvoeusms widindtiser natierls @an iaftect business

relationships

Respondent 18 (a 37 yeald Saudi male) argued that trust is one of the key factors in
business relationships, influencing commitment at the national and organisational levels.
According to this repondent, trust improves business relationships between Saudi companies,

by providing the benefits of good service and leading to successful business activities.

Respondent 19 (a 29 yeald Saudi male) suggested that trust is the fulfilment of duties
assigned by management and relationship, while at the national level it means good and
sociable business relationships between companies. According to this respondent, trust does

not influence companiesd objectives and the

Respondent 20 (82 yearold Saudi male) expressed the belief that trust is not a very
important factor in business relationships between compaheesrding to this respondent,
trust factors do not affect the national or organisational.level

68



Respondent 21 (a 42 yeald Saudi male) stated thatust means loyaltyand is a necessary
factor in developing business relationships. According to this respondent, trust at the national
and organisational levels meatnast between companies and members of the government,
respetively. Additionally, he stated thatusiness relationships between Saudi companies are

getting better but could be improved by working with foreign companies.

Respondent 22 (a 38 yeald Saudi male) expressed the belief thast is an understanding
between two parties, whilat the national and organisational levels it means integrity,

commitment and confidence in relationships between corporations.

Responden3 (a38 yearold Saudi male) suggested that trust leads to success and plays an
essentialrole in the development of business relationshiprist at the national and
organisational levels itrust between companie&ood relations can be developed through

communicating effectively with caorkers.

Responden4 (a46 yearold Saudi male) gued that trust plays a fundamental role in the
development of business relationships. Furthermoust &t the national and organisational

levels means shared association between companies and governments.

Respondent 25 (a 39 yeald Saudi male) expssed the belief that trust is honesty between
two people, whilgrust at the national level is confidenlbetween companies. Furthermore,

the respondent stated thatsiness relationships between Saudi companies are good but could
be improved withmorefree trade and investmeioreover, the respondent argued that Saudi
relations at the national level can affect business relationships for anyone wishing to invest

and do business with Saudi companies.

4.2 Demographic Data Analysis

There were25 Saudi conpanies involved in the study and all the interviewees were between
27 and 46 years of age. Additionall vy, al |
degree, irrespective of their position. As indicated above, there were only 2 females anong th

25 interviewees.
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4.3 Summary of Analysis of Findings from the Respondents
Table (4.3 belowpresentsa hort anal ysis of each responde

Table (2)

Question 1 What daesst mean to you?

Respondent | Summary of Analysis

Trust means how much people believe in each p#metr develops over tim
throughmutual communicatiobetween individualssee Appendix 3p19).

(1)

5 Trust is one of the important factors in business relatioegbge Appendix
(2) 4, pl163).

Trust is an invisible concept and defining it in words is difficult because
anintangibleelement (se Appendix 5pl16B).

3)

y Trust is an important factor when deciding whether to believe son{eea
(4) Appendix § p173).
Trust means faith. When people trust each other, they will have faith in

®) other(see Appendix 7pl17).
Trust is the key element of any kind of business, especially betwee
(6) people or companies who are working together or rafigendship cee
Appendix 8§ p18)).
Trust is belief in a persoto the extent thadneentruss thingsthat onevalue
(7) to that person é&e Appendix 9p184).
®) Trust is something that happens when two or more people share

without hesitation and treat eacther equallysee Appendix 10p18B).

Trust is about people being honest and truthful with otfsels Appendix 11
9) plP).

Trust is communic&n andthe ability of a person to rely on others and
comfortable with thenfsee Appendix 12p196)

Trust is the confidence a persdras in someone elseased onhis/her
behaviour(see Appendix 13p200).

Trust is the principles o relationshipbetweenone persorandanother ang
(12) the belief that the other person will do the rigtiting regarding the
relationship(see Appendix 14p204).

Trust is the confidence derived from belief in some(se® Appendix 15

(10)

(11)

(13) 0208).

14 Without trust between companies or peopteis difficult to carry ona
(14) businessor it might be risky talo so(see Appendix 16p212).

(15) Trust is a significant factan business relationstsgor manycompaniessee

Appendix 17 p216).

Trust is the value othe relationship and it is necessary in human.|
(16) Without trust it is risky to carry at busines between two parties af
difficult to make friendship (e Appendix 18p220).
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Trust is a fundamentgdart of a relationship it relatesto belief in someone
(17) the acceptance @fhat they say and how they act towards {gae Appendix

19, p224).

Trust is the key to starting a business or any kind of relationship w
(18) particular person or organisati(gee Appendix 20p228).

Trust can create a relationship awithout it, it is difficult to maintain g
(19) relationship over timésee Appendi 21, p232).

Trust isa very important element at the individual leiste Appendix 22
(20)

p236).

Trust means faith. If people trust each other, they will have faith in
(21) other(see Appendix 23p240).

Trust is a mutual understanding Wwetn parties such that they ca
(22) confidently start a relationship with each otfme Appendix 24p244).

Trust isa significant factorin relationshif. Without trust it will be difficult
(23) to havea successful businegsee Appendix 25p248).

Trust isavital part of social phenomen®@/ithout trust it can be difficult or
(24) risky for people or compani¢és communicataevith each othefsee Appendix

26, p252).

Trust is confidence between people and wilprove if peopleunderstang
(25) one andter, behavewell towards one anoth@ndarehonestwith each othel

(see Appendix 2/p256).

Summary of Table 1

Trust is an important factor, especially within developnadrusiness relationships a
in communications between companies. The condapust has been used poopose tha
there are a number of features of trust which account for the confidence between
or companies getting well on each othBEmuust means how much people believe on €
other with faith and communication. Trusttise key element to start a good busin
relationship between people or companies who are working together or ha
friendship. Furthermore, trust is the confidence and being honest from one partner
to obtain the value of relationship whichcessary in human life. Therefore, without tr
factor in social life or everydayorking it cause risky to carry on business betw|
particularlife. Trust is a significant factor and fundamental building block for any kin
business relationship develment. Finally, trust is an important factor in so(
phenomenon with communication which can develop a mutual benefit between

andorganisation®f business relationship.
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Table (2)

Question 2

How can you tell whether you can trusbsebody or not?

Respondent

Summary of Analysis

(1)

Trust is an important factor in human lifespecially inthe long term(see
Appendix 3 p13).

(2)

Trust can affect the persame isdealng with. Trusting someone is not eag
and requiregjuitealong period of timgsee Appendix 4p163).

3)

Trust isa vital factor in relationships buto be complete, it has to be linkg
with other factors, such as communication, commitment, behaviour, ho
experience, and skillsee Appendix 5p1@8).

(4)

Trust is the responsef two people who have close relationship(see
Appendix 6 p173).

()

By looking at the pers@nmanner and behawir with others(see Appendix
7, p1%).

(6)

Trusting someoneanbe difficult, especially the first timene makes adeal
with a partneror mees them. Thereforgeit canbe risky to rely on someor
and trust him/hefsee Appendix 8p18D).

(7)

The personédés | evel of ir parseralitychowt
he/shedealswith other peoplésee Appendix 9p184).

(8)

Trust can only bdormedbetween two partieafter a certain period of timg
for example throughmeetings and conversationEhen one can determir
whether a person is trustworthy or igde Appendix 10p183).

(9)

Trust is a very important fa@t in any relationshipwithout this factorjt will
be difficult to create a businesand continuewith it in the future (see
Appendix 11 p1D).

(10)

Trust isa fundamental part o& relationship between two peopl&trong
relationshig can be builtbut not immediatelybased ora single meeting
(seeAppendix 12 p196).

(11)

It is hard to know from talkingo someone whether one can trust him/i
Only by spending timewith them and gettingto knowthemvery well can
onejudgea persorfrom their actions, behaviour, work, communicaticand
honesty(see Appendix 13p200).

(12)

From a business perspectivepersod s t r a cdn helpetdoonrtrdst
(see Appendix 14p204).

(13)

People should teseach otherseveral times, and if they findach othe
trustworthy only thershouldthey trust them. Timavill reveal the truth One
canevaluatesomeondy feelings and how they act and deal with othésse
Appendix 15 p208).

(14)

Trust is the key factoin any relationshipSpending timewith someone il
reveal whether they agegood person or n¢gee Appendix 16p212).

(15)

One can look at a person and judgéether one canrust him/her (ge
Appendix 17 p216).

(16)

Apersoncap ust anot her per s onfalkingtothens
ther honestyand theircommitment (see Appendix 18220).

(17)

When people are cooperating or working with each other, theygaizma
better understamdg of e a ¢ h  deh&évieur @nd thusdeterminewhether
they are trustworthy or ngsee Appendix 19p224).
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Trust is a very important factor in social life and it takes timgetiotoknow
(18) apartnerbased on his/hexctiors (see Appendix 20p228).

By |l ooking at t h er repwation.cUsuallythigpcars ke
(29) done bytalking to p@ple close to the persam whowork with him/her,and
obtainingfeedbacksee Appendix 21p232).

Testing a person and loiokgy at their history before starting a businesgh
(20) themis a good ideaThis can make ieasier to carry oa relationshipwith
themin the future and build up trugtee Appendix 22p236).

If aperson is honest themecan trusthem otherwise nofsee Appendix 23

(21) p240).
Trust is an intangible factor and there is no measofethe principles of

(22) relationship (e Appendix 24p244).

(23) Trust can affect perso® $ehaviourtowards otherand depends on the
personality(see Appendix 25p248).

(24) Trust requirescommunication and a good history between partiises
Appendix 26 p252).

(25) Trust is the blief in someoné deelings, and carbe shown byhis/her

personality(see Appendix 2/p256).

Summary of Table 2

Trust is fundamental to effective interpersonal relations and to community life ove
periods of time. Othe one handtrust is abouhonesty and makingpromise to maintair
a good relationship between companies or people. On the other hand, it may be
or risky for foreign companies to invest and do business in Saudi Arabia becaus
have different systesof management, rak, poliges government organisation, cultsr,

and hab#, all of which arelinked to trust and business relationships.

According to most of the respondents, in the context of Saudi companies, trust ca
the building of a close relationship withparson or company one is dealing with. Tr
influences work and friendships with other people. However, for relationships
complete, trust must be accompanies by other relationship factors, su
communication, commitment, good behaviour, honestperience, faith and skills. Fro
the Saudi respondentsdé point of view
without which it will be difficult to form them in the first place and continue with th
| ong term. To tr usitals dmefbeo doyr ionn eocdnse ows
gain an understanding of a personods

trustworthy or not.
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Table (3)

Question 3 How does trust affect your business relationshgpwith other companies?

Respondent

Summary of Analysis

(1)

Trust can affect business relationghipith other companies in variol
ways. For example, if the company does not trust someone, then it W
accept their bids or contradsee Appendix 3p13).

(2)

Trug affectsme the respondehdirectly: the more people trust a compa
the strongerwill be the business relationshépbetween parties(see
Appendix 4 p163).

3)

Trust affects business relationships by developing good communic
between companiesyhich can cause godeeling betweenthey each adq
value to the other é& Appendix bplEB).

(4)

No businesswhethersmall or mediurrsized, can continue without trus
(see Appendix ppl73).

()

Trust is the main factoin any business relationship. dfde cannot star
doing businesstogetherif they do not trust each oth€see Appendix 7
pl7o).

(6)

Trust has noeffect on business relationshipsithin companies e
Appendix § p18)).

(7)

Trust does not affect business relationships, becausewiibedways be a
policy agreement between two part{ese Appendix 9p184).

(8)

Trust is very important for business relationship between rsiafitbes and
managers who are working together. For example, if the business dg
involve legalities and geerwork, then it means that people have to t
eachotherin orderto achieve afair and successful business d€sge
Appendix 10 p183).

(9)

Trust has a great impact on business relationships with other com
(see Appendix 11p1®).

(10)

Trust ketween companiesenables smooth and successful busing
transactions between firmseg Appendix 12p196).

(11)

Trust canmprovebusiness relationships between Saudi compahedging
the developnent ofgood communications with other partisse Appedix
13, p200).

(12)

Trust is the core aspect of any kind of business agtiitithout trustit
would be difficult to build busineseelationships witfSaudi companietsee
Appendix 14 p204).

(13)

Trust can affect business relationships in companiesraahs that peopl
respond welto othergsee Appendix 15p208).

(14)

Trust affects business significantly.partners do not trust each other, th
theywill struggle todo business é&e Appendix 16p212).

(15)

Trust is the core aspect ahy business relationship. Without truspeople
will find it difficult to communicag with other partieswhich will affectthe
c 0 mp ahusméss in the futursee Appendix 17p216).

(16)

The relation between trust and commitment is \&@rgng. Thus without
trustit is difficult to do business with Saudi companiésse Appendix 18
p220).
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Trust is an essential aspeftall business activities, as it allows people

(17) form relationships with othelsee Appendix 19p224).

Trust is part ol busiress relationships between companies. Without,t
(18) companieswill struggleto continuein business in th&audi market(see
Appendix 2Q p228).

Trust is not that important in business relationshigut along with othe
(29) factors it might affect busess relationships with other companigse
Appendix 21 p232).

Trust has no effect on business relationskipsvities (€e Appendix 22

(20) p236).

Trustis a necessary factor any business relationshifsee Appendix 23

(21) p240).

Trust canaffect business relationships between companies. Thergtuwd

(22) communicationgire vital (8e Appendix 24p244).

Trust is a way taachievea successful business relationship between

(23) parties(see Appendix 25p248).

Trust affects businesglationships with other companies; because it is

(24) of the key factors in many kis@f businesgsee Appendix 26p252).

Trust can affect business relationship with other compahiesighgood
(25) communicatios and business contractThus it can dfect the busines
donebetweercompanies @e Appendix 2/p256).

Summary of Table 3

Trust can affect business relationships with other companies; if a company does 1
well with others it will be at a disadvantage. However, dealing well witerstban helf
to develop the credibility of a company. Trust can affect business relationships witl
companies or organisations in several ways. When the people who work togeth
each other, they will communicate well, and develop businessoregdhips that offe
good value to the company. Some respondents suggested that trust does n¢
business relationships, because there will be a policy agreement between two pi
companies anyway, that they will have to follow according to busifes. However
most of the interviewees stated that trust is the core aspect of any business relg
between companies, as it is essential to all business activities, and allows people

relationships with others.
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Table (4)

Question 4 Do you think trust is a necessary factor in doing business with Sau
Arabian companies? Why/why not?

Respondent Summary of Analysis

) Trust is necessarynot only with Saudi companies, but with a
organisationanywheren the world(sees Appenit 3, p13).

@ Trust is the key objective of Saudi companies st@rut in businesgsee
Appendix 4 p163).
Without trust,a businessmay decline in the long terms¢e Appendix 5

3
p168).

4) Trust' is' a necessary facﬁordoing business with Sali companiesit is key
to building relationshipgsee Appendix 6p173).

(5) Trust isa vital factor in business relationsigvith Saudi companieésee
Appendix 7 p17).

(6) Trust is not that important for business relationships, but legal agree
are helpful and support good business relationgbgesAppendid8, p18)).

) Trust is not a significant factor when doing business with Saudi comp
(see Appendix 9p184).

(8) Trust isa fundamental part of doing business with Saudi compa(sess
Appendix 10 p183).
Trust is one of the main factors when doing business with any com

9) and in any countryput especially in Saudi Arabigsees Appendix 11|

1P).

'FIJ'rusz is one of the core factons doing business with Saudi compani

(10) beause Saudis demand trust due to their religious convictises
Appendix 12 p196).

(11) Trust is extremely important for someone who wants to do business
Saudi companiesr with any other companfsee Appendix 13p200).

(12) Trust isthe principd factor when deciding to do business wahSaudi
company(see Appendix 14p204).

(13) Trust is not important for businesses relationshipommunication ang
agreements are more necessary than gsastAppendix 15p208).
Trust is a significant part of any business relationshipCompanies whg

(14) want to work with Saudi companies should be willing to be open
honest with thenfsee Appendix 16p212).

(15) Trust isa valuable factor in business relationshipiith people andwith
Saudi companiess well (e Appendix 17p216).

(16) Trust is a necessary factor in business relatiosshifh Saudi companie
(see Appendix 18p220).
(17) Trust is a vital factor in business relationghipf one does not trust

someone theone doesiot have faith ithem(see Appendix 19p224).
Trust is a fundament&hctorin the Saudi context, because it is risky to st

(18) doing business with someone whone finds ithard to trus{see Appendix

20, p228).
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Trust is an added bonus but not essentialbosiness relationship, becay

(19) business law providdegal protectior(see Appendix 21p232).
Trust is not important for business relationships, no matter who the p
(20) is or which country they come from. This is because policy agreer
creategood business relationshifge Appendix 22p236).
21) Trust is an essential factor when conducting proper business witt

company in Saudi Arabi@ee Appendix 23p240).

Trust is not an important factor, because business between compani
(22) be done according to the stated rules and regulations pertaining
businesgsee Appendix 24p244).

Trust is the key element for any comgamishingto do business in Sau

(23) Arabia(see Appendix 25p248).
Trust is part ofany business fationship andkey to doing business witl

(24) Saudi companies. Therefore, Saghould establish good communicatig
with their companies, to build up trust and commitm@ae Appendix 26
p252).

(25) Trust isa necessary factor fany business relationgh If people do nof

trust a Saudi company, theiis reputationwill suffer andit will find it
difficult to make any kind of profifsee Appendix 2,/p256).

Summary of Table 4

Trust is an essential aspect of doing business with Saudi Arabian compdagtsof
respondents believe that trust is the powerful factor and can affect business relati
factors in the context of the companies. According to the respondents, trust is a ne
factor in doing business with Saudi Arabian companies; thexeitois a key objective
Saudi companies. Trust is vital in Saudi Arabia because Saudis demand trust due
religious convictions. Companies wishing to work with Saudi companies shou

willing to be open and honest so as to start doing businils a good service history.

The majority of the respondents argued that trust is a part of any business relati
therefore, Saudi companies must develop good communications with their busit
order to build up trust, a good reputation anditgoHowever, some interviewees did 1
agree that trust is an essential factor in business relationships, instead argu

business can be done by complying with company policies and regulations.
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Table (5)

Question 5

Do you know any foreigrcompanies that have found it difficult to form
business relationshig with Saudi Arabian companies? How/Why?

Respondent

Summary of Analysis

(1)

The respondentid not know any foreign compées, but it can belifficult
to build up business relationship#th Saudi companies for various reasg
(see Appendix 3p19).

(2)

The respondentid not know any foreign compaes that had found i
difficult to communicate with Saudi compan{ese Appendix 4p163).

®3)

The respondentid not know any foreign aopanes but expressed th
belief thatcompaniesdoing business in Saudi Arabia would be forbid
from sellingalcohol(see Appendix 5p169).

(4)

Did not know any foreign companiésat had beeanable to build up trus
with a Saudi company, baidmitted thatit was possiblegsee Appendix 6
pl73).

(5)

Did not know ofa companythat hadfound it difficult to form a busines
relation with a Saudi comparigee Appendix 7pl7).

(6)

Did not know of any foreign companythat had had difficulty doing
business with Saudi Arabiésee Appendix 8pl18D).

(7)

Did not know any foreign companidsit assumd it might be difficult to
sell itemsthatare forbidden in Saudi Arab{gee Appendix 9p184).

(8)

Did not know any foreign companies that hlaad difficulties buildng
business relationshgpvith Saudi compaes (£e Appendix 10p18B).

(9)

Talked ofsome foreign companies thiaad faced difficulies invesing in
or doing business with Saudi organisatipasthey wereprohibited due tq
Islam andhe culture(see Appendix 11p19).

(10)

Did not know any foreign comp&s but hadheard that most foreig
countrieswere extremely happy doing business in Saldibia, in sectorg
such as oil, gas, telecommunicasprconstructionof hospitals, schools
universities, and offices andother business activitiegsee Appendix 12
pl196).

(11)

Unaware of any foreign compesthat hal found it difficult to do busines
with Saudi companieshut admitted thatsome differences might affe
business relationshspand makecommunicationdifficult (see Appendix
13, p201).

(12)

Any foreign companyvould need to understand the poliand culture of
Saudi companies before stag doing business with therfsee Appendix
14, p204).

(13)

Did not knowof any foreign companthat hal foundit hard todo business
with Saudi companiesee Appendix 15p208).

(14)

Knew of somecompaniesArgued thatit is not easy to do business w
Saudi organisations because government ha puta lot of regulationsn
place thatmany foreign corpanies do not agree wiilsee Appendix 16
p212).

(15)

Did not know of any compaies that hadfound it difficult to invest in
Saudi Arabigsee Appendix 1/p216).
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(16) Some foreign companies may not have difficult to form busi
relationshig with Sawi compaies (e Appendix 18p220).

Knew of some foreign companig¢hat hadfoundit difficult to do business
(17) with Saudi companiesnot only in the MiddleEast but in some othg¢

countries too,due to different regulations, polies and culture (e
Appendix 19 p224).

Did not know of any compares, but admitted thata few foreign firms

(18) might find it difficult to build business relationships with Saudi compat
(see Appendix 20p228).

(19) Did not agree that any foreign company would faiggcdlties in building
business relationships with Saudi compaxges Appendix 21p232).

(20) Did not knowof any foreign compaas that hadfound it difficult to start
doing business in Saudi Aral{see Appendix 22p236).

1) Did not knowof any compamesthat hadfound it difficult to form busines

relationshig with Saudi companiesee Appendix 23p240).

Agreed that, because foreign companies have different organisal
structures and polies, they can come tadisagreemest with Saud

(22) companiegsee Appendix 24p244).
Did not knowof any, butstated thaforeign companies/ould not establish
(23) a businesselationshipwith a Saudicompanyunless an agreemewas put
in place (see Appendix 25p248).
(24) Knew ofa few companieshaithadnot been able talo business with Sau
companiegsee Appendix 26p252).
(25) Agreed that some foreign companies have different systemakng

businesselationships difficult (se Appendix 2/p256).

Summary of Table 5

Some foreign compaes find it difficult to do business or invest in Saudi Aradiggause
they have different systems of management, rules, policies, government organi

cultures and habits, all of which dneked to trust and business relationships.

According to he respondents, some foreign companies are unable to do busine
Saudi companies, because the Saudi government has a different system and impg
of regulations, which many foreign companies do not agree with, and which might n
risky to invest in Saudi Arabia and harm their letggm success in the country. HoweV
the majority of the respondents suggested that they did not know of any f
companies that had found it difficult to do business with Saudi companies. Th¢
mention, thogh, that some foreign companies might not be able to do business or
allowed to invest, for example those selling alcohol because it is forbidden by the

government and prohiteid under Islamitaw or Sharidaw.
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The reason why foreign compasimight be unable to start or carry on doing busine
Saudi Arabia is because the culture of the country is different. On the other ha
Saudi government has a good level of business relationships and communicatig
international companies, ¢ as those in the oil, gas, telecommunications,

construction sectors.

Table (6)
Question 6 What does trust mean at the national level?
Respondent Summary of Analysis

Trust at the national level means cultural, political andnemic

(2) similarities between nations thatlow them tobenefitfrom onearother
(see Appendix 3p19).

@) At th.e.r.\ationaI. IeveI: trusts a comb‘inationof three key factors: honest
credibility and integrity(see Appendix 4p164).
Trust at the n@onal level is made up of a combination of several fact

(3) such as mutual cooperation, honesty, integrity and dedicaea
Appendix 5 p160).

@) Trust at the national level means relationships between companies
government levelsee Appendi, p173).

(5) Trust atthe national level means trust between governments or coul
(see Appendix 7pl17).

6) The rational _Ievel of trust is trust between organisations and governr
(see Appendix 8p180).

) Nationatlevel trust is faithbetween two countriesthat conduct busines
together(see Appendix 9pl1).
Trust forms at the national level when the government of pattbnenters

(8) into an agreement to hetpe other in areas whelithey require assistanc
(see Appendix 10p189).

) Trust at the national level is supported by governmésets Appendix 11
p1:M).

(10) When two countries have good business ties and share/exchange b
relationships with each othésee Appendix 12p197).

(11) Trust at the national level deperats how countries communicate with o
another(see Appendix 13p201).

(12) Trustatthe national level is the trust between nations, their leaderthar
people who are in chardgsee Appendix 14p205).

(13) Nationallevel trust is the trust share@tiveen companiesnd their leve
of confidence in each othé&ee Appendix 15p209).

(14) Trust between companies will bring natiotelel trust, asit will lead o
relationships between countriesee Appendix 16p213).

(15) Trust at the national \el refers tohow government departmerftem two

countries work with each othésee Appendix 1/p217).
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(16) Nationatllevel trust occurs between organisations, governments
citizens and includes political ties€s Appendix 18p221).

At the rational leve] trust occursbetween people who are working w
17) governments to exchange benefistweencounties (see Appendix 19
p224).

Trust at the national level determines which organisat@nnatiors are
(18) trustworthy and candevelop busines relationshipsvith each other(see
Appendix 2Q p228).

The rational level of trustrefers tohow two countriesdo business an
(19) benefitfrom the exchange or salef products to each othémports and

expors), and to business relationstgpbetweenthe two parties (see
Appendix 21 p232).

(20) The rational level of trusbccus when two countries haw agreement tg
start doing business with each otfgge Appendix 22p236).

It meansthat anation is trustworthyn its dealing with other @unties, so

(21) that it issafe to do businessith it, andto exchange benefitwith it (see
Appendix 23 p240).
Trust at the national level means a relationship of integrity, commit

(22) and confidence amongst countries doing businveis each other fee
Appendix 24 p245).

(23) The national level of trust is an important element in business relatior]

with other state (e Appendix 25p248).

Nationatlevel tust occus when an organisation is concerned W
(24) building a good relationship drgood communications witanother party
(see Appendix 26p252).

The rational level of trustefers topeople working with the governme
(25) and doing business with other governmento support and exchang
benefitsbetweerboth countriegsee Appendi 27, p256).

Summary of Table 6

The importance of nationdgvel trust has long beeemphasisedy organisations fo
building up relationships between companies. Natitead| trust is an essential eleme
of business relationships antow organisatios communicate with governme

departments.

Trust at the national level refers to relationships between organisations at the gove
level. Also, the national level of trust is made up of a combination of several factorg
as mutual cooperationphesty, integrity and dedication. The national level of trust r¢
to faith in a country to conduct business relationship development, especially w
government enters into agreements with other countries or governments to help ea
should thg require assistance. Moreover, trust at the national level can depend ¢

countries communicate with one another, particularly leaders. As a result, rbgiaii
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trust occurs between people who are working with the government or the public se
exchange benefits between countries. As well as culture, the political and economi
of a country <can influence the govert

relationships with other countries.

Table (7)

Question 7 Does trust d the national level affectthe businessof Saudi companies?

Respondent Summary of Analysis

) Trust at the national level strongly affects the relatiorsluptween
parties(see Appendix 3pl16D).

) Trustat the national level i;icreases the el of honesty in businesset
Saudi companies€e Appendix 4p164).

3) Trust atthe government level will facilitate and encourage investors f
other stategsee Appendix bp169).

Many national and international companies have joint ventar&audi
(4) Arabiabecause the purchasing power is strong and the mareod (se
Appendix § p174).

(5) Trust atthe national level positively affects Saudi compadies b u S
(see Appendix 7p176).

The Saudi government has made a lot of provssitor the safetyof
(6) companies,especially international companié®m the USA, the UK,

Europe and Asiadoing business with Saudirabia (£e Appendix 8
pl81).

Saudi Arabia already has good tmstthy connections with man
(7) international companieswhich is reflected in the trade links betwe
countrieg(see Appendix 9p185).

8) Trust at the national level makes it easy for companies/busméss
interact with each othgsee Appendix 10p189).

Trust at the national level affects most othe businessof Saudi
©) companies.For example, lte partiesinvolved need to have a go(

communication tdrust each otheand have a long relationship tooeés
Appendix 11 p193).

(10) Nationatlevel trust between countries or companies does not affect
business dealings with each other (see Appendix1i7)p
(11) Nationatlevel trust in Saudi Arabia has affected business with o
countiesthatmightinvest anddo businesshere (ge Appendix 13p201).
(12) Trust between national partners is wngant for the forming ofgood
business relationshépsee Appendix 14p205).
TrustinSaudi organi sationsd rel atd.
(13) fruitful business opportunities between countrigge Appendix 15
p209).
If organisatons do not trust each otherthe national level then there wi
(14) be too much riskn the way ofgovernments dag business, for exampl

import and exporitems taxes angbroducts (se Appendix 16p213).

The national level of trusfffects Saudi Aabian companie§ he people in

(15) charge andhoseworking withthe government sectareed taconsider the
value of business relationskimside companiegsee Appendix 17p217).
(16) Nationatlevel trust isa significant part of business relationshipsvioetn

nationswishingto create mutuabenefits(see Appendix 18p221).
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(17) Trust atthe national level is one of thenost important factors ina
business relationshijgee Appendix 19p225).

(18) Trust at the national level is a necessary part ofnlessi between twor
morecountries (sedppendix 20, 229.
(19) Nationatlevel trust carprovidecompanies irSaudi Arabia witha secure

working environmenfsee Appendix 21p233).

Saudi Arabian companies have the ability have good busines

(20) relationships with other partiebecause Saudi Arabia has strong
relationshig with other countries such as the USAeés Appendix 22
p237).

(21) Nationatlevel trust can affecthe business relationships between t

companies who ar@ealng with each othe(see Appendix 23p240).

Saudi companies would nbe able tostart joint business venturegth
(22) other countriesunlessthe twogovernments lthagood and trustworthy
relationship(see Appendix 24p245).

Trust affects business relationshigt the national level of governmer

(23) (see Appendix 25p249).

(24) Trust is an important factor in businessthé national level helping
organisations to achieve succése Appendix 26p253).

(25) The national level of trust affects business relatiops betweern

government sectofsee Appendix 27/p256).

Summary of Table 7

Trust between companies at the national level does affect country in business relat
According to most of the respondents, trust at the national level affects the dusi
Saudi Arabian companies. However, one respondent suggested that the national
trust is not important in the country. The majority of the respondents suggested th
at the government level will facilitate and encourage investors from coloatries. At the
same time, there are many international companies who have formed joint ventur
Saudi companies because the purchasing power is strong and the market works v
Saudi government has made a lot of provisions for the safetyeshational companie
operating and investing in Saudi Arabia, including those from the USA, the UK, E
and Asia. The national level of trust is important because, without it, there will b
many obstacles preventing governments from doing busisesh as import and expc
laws, and taxes. The respondents also suggested that Saudi companies and the
charge of and working with the government sector need to consider the value of b

relationships within company.
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Table (8)

Quesion 8

In your opinion how could trust be developed for the benefit of gooc

business relationships athe national leveland for Saudi Arabian companies?

Respondent

Summary of Analysis

(1)

Governments should make policies which encourage the launciutogl
business ventures with other countriasd individuals should respect eg
ot her 0 @see appdndixe3pld).

(2)

Trust between companies can be developed by making conditions eaj
business companiésee Appendix 4pl&d).

3)

Raise tle level of trust between companies and increase the levg
communicatior(see Appendix bpl160).

(4)

Good relationship alreadyexist between companiegut they can be
improved by establishing more agreements and joint vent(ses
Appendix § p174).

()

Trust can be develop for the benefit of business relatiosshiBaudi
companieghroughgood communication, commitment, horeand work
experiencewhich will drive business in the rigldirection (ge Appendix
7, p177).

(6)

Trust is not importanat the national level, but legal agreements and s
are highly necessary (see Appendix 831.

(7)

Nationatlevel trust between countries can be strengthened by devel
suitablerelationships in the government sedmee Appendix 9p185).

(8)

Nationatlevel trust can be developed by looking at hother states hav
done business with organisatiorthat can benefit Saudi companie@see
Appendix 10 p18).

(9)

Trust can be developed the national level in the country by implement
the rightbusiness management and business plans (see AppendiO3],

(10)

Trust can be developed at the national ldsekpecifyingbusinessralues
to guideSaudi compaies (e Appendix 12p197).

(11)

Trust can be developeabtroughbusiness relationshighat demonstrate th
quality of Saudi companiés w oee Rppéndix 13p201).

(12)

Nationatlevel trust can affect the business relationship between cou
and might allow them to have a mutual benefit and have a strong re
(see Appendix 14,305).

(13)

Trust can be developed if two countries support each other a
international level at global ever{teee Appendix 15p209).

(14)

Trust can be developed if companies have good communisatod
business between each otfmge Appendix 16p213).

(15)

Trust can be develep throughcommunication and experienoghich are
the most valuablelementsat the national level of busineqdsee Appendix
17, p217).

(16)

Trust cannot provide the full benefits of business relationships. Adver
and communications media should be used to project a good imag
Saudi companies (see Appendix 1321.

(17)

Trust is an important factor in business relationships at the national
Leaders, managers and workers need to have good connection
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Appendix 19, g25).

Trust can be developed between Saudi companies by the offering
(18) incentives to importers, the conducting of workshops, and fair bus
practices (see Appendix 229).

Trust can be develagl in business relationstspat the national level

(19) through flexiblepolicies and regulatianto increase the level of busine
(see Appendix 21p233).

(20) Trust is not an important issue at th_e national !evel, but policy and bug
contracts are necessary for companies (see Ajpea, 237).

21) Trust building in Saudi companies should take place at high |g

including at the government levake Appendix 23p241).

Trust can be developed by the government to provide more suppq
(22) Saudi companies that are intesbtin joint business ventures (S
Appendix 24, p45).

Trust can be built through communication between companies, and th

(23) increase their market share (see Appendix 289p

Trust can be developed through business relationships andingn
(24) . ; .
commitment to business values (see Appendix 263p

Trust can be developed if the government makes it easier for business
(25) perhaps provides incentives and creates an easier process for lega
and arbitration (see Appendix 22556).

Summary of Table 8

Trust can be developed through good business relationships for Saudi com
However, the Saudi government should make its policies more flexible and e
contracts between companies to encourage the launch of mutual busitreties and
increase the value of companies. Trust can be developed for the benefit of b
relationships in Saudi companies through good communication, commitment, hone
work experience. This will drive businesses in the right direction. Getadionships
already exist between companies, and this can be improved by the establishment
agreements and joint ventures. This will raise the level of trust between compan
will also increase the level of communication. In addition, toast be developed at tf
national level by implementing the right business management and business plang
will benefit the country. The Saudi government should form policies that encoura
launch of mutual business ventures with other countriegewndividuals should respe
each otherdés values. Further mor e, adv
to i mprove companiesd6 and the country

importers, workshops should be run, and busisbhesld be conducted fairly.
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Table (9)

Question 9

companies at the national level?

How do you evaluate current business activities in Saudi Arabia

Respondent

Summary of Analysis

1)

There is a good level of trade between companies in Saudi Afsdss
Appendix 3 p1@)).

(2)

The business activities in Saudi Arabian companies are increasing we
other companies and foreigner t(see Appendix 4,164).

3)

Evaluation of business activitiecan only be done by looking at tl
background of the eopany and how they deal or communicate with Sg
companiegsee Appendix 5pl1@).

(4)

Business activities in Saudirabia aregetting better as there are ma
companies investg and entering intojoint venture with international
companiessuch asin the oil, gas, telecommunicatisrand constructior
sectors (e Appendix pl7).

()

There are many organisations supporting business activities in Saudi
(see Appendix 7pl77).

(6)

The business activities of companies are very good in SaudiaAfsde
Appendix § p18l).

(7)

Business activities in Saudi companies/egrown rapidly overthe last 20
years(see Appendix 9p1&).

(8)

Governments and companies are already working to establish a stron
for good mutual working relationships the country(see Appendix 10
pl189).

(9)

The business activities of companies in Saudi Aradoi@ better than eve
andcompaniesire operatingvith high efficiency (see Appendix 11p194).

(10)

Business activities in Saudi Arabia ammproving because e Saudi
governmenthas put a strategic planin placeto increase their econom
value(see Appendix 12p197).

(11)

Both the public and private sectors have improved their business act
and, as of now, there are more projects worth billions dadothan eve
before (see Appendix 13201).

(12)

Business activities between national public companies have helped to
more jobs; hencebusiness is currently going well for Sausliabia (®e
Appendix 14 p205).

(13)

The husiness activitiesf Saudi companies are developjmgcreasingvalue
(see Appendix 15p209).

(14)

Business activities have a strong value &imeke aregood relationships
betwe@& companiegsee Appendix 16p213).

(15)

Saudi Arabiais doing business quite well and that eefis well on its
companiegsee Appendix 1/p217).

(16)

Saudi companies have good business prospects; becauseatiesyood
communicatios andgoodservice(see Appendix 18p221).

(17)

The value otthe business activitiesf Saudi companieareincresing (€e
Appendix 19 p225).

(18)

Business activities in SaudArabia are growing in value becaus
communicatios haveimproved and business managembas developed
as well (ge Appendix 20p229).

(19)

Business activities in Saudi companies are swaksjudging by the
statistics(see Appendix 21p233).
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(20) Saudi companiedave increased their businesghrough total quality
managemen(isee Appendix 22p237).

The current businesses activities are good based onciieasedumber of

(21) Saudi ompaniegsee Appendix 23p241).

22) The busi_nes_s activities are great between co_mpanies, bextay s
communicatios and relationshipésee Appendix 24p245).

(23) There are good business relationships between Saudi companiessast
of trustand other factorésee Appendix 25p249).

(24) Saudi companies have good relationships with each other; theréfey

have trust, cooperation and commitméseie Appendix 26p253).

The business relationships between companiedea@ing to a god level
(25) of business actiwt (see Appendix 2,/p257).

Summary of Table 9

The business activities of Saudi Arabian companies are well developed. Recently
projects worth billions of dollars have been initiated in Saudi Arabia, and more bu
adivities are being developed than ever before. Business relationships are be
stronger and there are more Saudi companies working with each other in various

including banking, education, roads, services and hospitals.

According to the respatents, Saudi companies can be deemed successful based ¢
background and how they deal with other companies and communicate. There i
investment from international companies and joint ventures in areas such as @
telecommunications and cstnuction. Business activities in Saudi Arabia have incre
due to the support of government organisations and companies working to estg
strong basis for good mutual working relationships in the country. Business relatio
between Saudi compi@s are good and the market is strong. The business activit
companies are working well than before because of good communication, relatiq

and better quality management.
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Table (10)

Question 10 In your opinion, what stepsare required at the national levelto develop
business relationships in Saudi Arabian companies?

Respondent

Summary of Analysis

1)

The Saudi Arabian government should makeasier for businessmen |
offering flexible trading termésee Appendix 3p1@).

(2)

The development of business relationships is entirely based on tru
companies need to work ha@hdthe rightlegal framework is requirect
the nationallevel, to increase businessege Appendix 4pl16b).

3)

At the national leveltrust within Saudcompanies needs toe improved,
such as how to solve iss@f unemploymen{see Appendix 5pl170).

(4)

To develop business relationships in Saudi Arathia,Saudi governmen
needs to deal more with foreign companieshilp them build good
business @, and deliver a high level of service. Also, goo(
communications and commitmemeeds to be developedeésAppendix 6
pl74).

(5)

Close ties between companies are needed in order to develop by
relationshipsn Saudi Arabia (@e Appendix 7p177).

(6)

Firstly, a goodbusinessplan is needed Secondly, good communicat®
with foreign or international companiese required Finally, companies
need to follow governmergolicy, work legally and hire more employe
with experiencegee Appendix 8p18l).

(7)

The g@vernment needs tgut suitable policies andthe right legal
frameworkin place todevelopthe businesssuccessf Saudi companie
(see Appendix 9pl1&).

(8)

Communication and commitment thie national levelwould increase trus
andgradudly develop business relationshifsee Appendix 10p19D).

(9)

Trust is the first step in building a business relationship with compg
therefore Saudi companies needs to have a good relationship with fi
national to develop é& Appendix 11p19).

(10)

Trust will be developed and will help increasing business relationsh
national level; positive newswill be reflected by market interest
investment. (8e Appendix 12p197).

(11)

The hgh-technology and serviceectos can help Saudi corapies to
develop better business management and equip(seat Appendix 13
p202).

(12)

Honesty, communication and delivering on time, keeping promises,
relationshig and trust willall increase and develop the Saudi markee
Appendix 14 p205).

(13)

Working together at the political level would be beneficial for compatr
The Saudi government should offer more job opportunitsdsch could
encourage investment in Sadiabia (£e Appendix 15p209).

(14)

Improving sale technology ould increase the profg of Saudi companie
and develop business tte national level. Alsoforeign or internationa
firms oould make frequentvisits to support Saudi distributor (e
Appendix 16 p213).
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The Saudi government should work through their loegiresentatives t

(15) develop business relationshipsésAppendix 17, 217).

Saudi companieseed to be efficient and utilise the best resoulses

(16) Appendix 18 p221).

(17) The lkeaders or managers of Saudi companies should make sure that
trustthem (®e Appendix 19p225).

Saudi Arabian companies should have flexible terms of trade with fo
(18) companies. Also, benefits and relaxations on importing and expq
should be considerddee Appendix 20p229).

The Saudi government suld take measures to review busin
(29) managemerthroughcommunication, customer care, and time managel,
(see Appendix 21p233).

Saudi companies should have good relatioith the nationallevel so asto

(20) develop relationshgpbetween each othéee Appendix 22p237).
The government must adopt policies to attract international compan
(22) invest in our companythat would increase our budgdsee Appendix 23
p241).
22) There is aneedto provide security for investors in Saudi Arabia,tkat
companies feel secure doing business in S@adi Appendix 24p245).
(23) Companies should have strong polices and be elastice same time t
increase thie profitsin business e Appendix 25p249).
(24) Conditions and ru_IefD_r investmen ha_ve to be standardised and there n
be good communicatior{see Appendix 26p253).
The Saudi government should create more free trade agreements, ho
(25) business fairs and provide easy access to compésesAppendix 27

p257).

Summary of Table 10

The development of business relationships in Saudi companies is entirely based ¢
communication, honesty and commitment. Also, directors need to work togethe
government departments or organisations to gain support with theiessisgguirements
Furthermore, Saudi companies should try to attract employees with experience ar
skills, which could encourage greater investment in Saudi Arabia. However, export¢
investors should be aware that corruption of their public iafficis prohibited unde

domestic law.

Trust at the national level is needed to improve the business and managemen
Saudi companies, for example regarding unemployment issues. Developing b
relationships at the national level requires thedbawmabian government to deal with a

invest more in foreign or international companies, to help them buildstvatitured
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business plans and provide a high level of service. Additionally, good communig
and commitment needs to be developed betw&smdi companies. Companies neeg
follow government policy, work legally and hire more employees with experience s¢
increase the level of trust in business relationships. Furthermorejegighology ang
service sectors can help Saudi companieet@ldp equipment. Saudi companies shq
take measures to review their business management through communication, c
care and time management. They need to have strong polices and at the same
elastic in order to increase their profits. The@gmment should provide business fairs {
easy access to companies. Finally, the Saudi government should work through thg¢

representatives to develop business relationships at the national level.

Table (11)

Question 11 What is trust at tle organisational level?

Respondent Summary of Analysis

Organisational trust is sharing communication and expgdese Appendix

(1) 3, p160).
There is nomuch difference between trust at the individual level @nithe
(2) organisational level; the @mition of trust will remain similar in both casg
(see Appendix 4p165).

Trust at the organisational level is all about changing business proces

3) order to facilitate exchange between compafses Appendix 5p170).

Trust at the organisanal level is when partnethave confidencén each
(4) other due to agreemerst regardingbusinesspractices (se Appendix 6
pl74).

A trustworthy relationship between organisations can tlemto conduct

) their business well and without any conflisee Appendix 7pl177).

Organisationalevel trust is a part cd business relationshipetweertwo or
(6) more partieswith policy agreements, which means that people can
together and trust each otl{eee Appendix 8p181).

Trust at the organadional level is trust between corporatiotigt are

() dependent on how they treat each ofsee Appendix 9p18).

When two organisations share personal experiences with each oth

®) struggle to achieve combined succese Appendix 10p19D).

Trust at the organisational level is when two companies are willing to
together and invest funds in joint ventu(sse Appendix 11p1%).

(9)

Trust at the organisational level is the reliability of an organisatio

(10) deliver results to which has committedsee Appendix 12p198).
Trust at the organisational level is trust between companies and
(11) essential for business performance and reve(me Appendix 13p202).
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Trust atthe organisatioal level is about loyaltyand fair dealings with

(12) suppliers, customers and all those associated twélbusiness, including
shareholderssée Appendix 14p206).

(13) Trust at the organisational level is the level of trust between compan
partiesthatdo businessvith each othefsee Appendix 15p210).

(14) Trust at the organisational level is trust between companieseates to
how they do business with each otfsre Appendix 16p213).

(15) The extent to which organisations are linked at the business partng
managemerievels(see Appendix 1/p217).

(16) Trust is one of the most important factansbusiness an@ccursbetween
companies doing businexjether (se Appendix 18p222).

(17) The level of organisational trust is indicated by the amount of bus
beingdone between companiége Appendix 19p225).

Trust at the organisational level is trust between corporatantsjnvolves

(18) friendliness honesy and longterm business relationshiggsee Appendix
20, p230).

(19) Trust means the realisation of thights of the people who are workin
around yoysee Appendix 21p233).

At the aganisational leveltrust is the vital factor between people &

(20) processes and the communicabn o f t he or gantosta
employeegsee Appendix 22p237).

(21) Trustworthy relationships between organisations supjbern to conduct
business without conflidsee Appendix 23p241).

22) Trus.t at the organisational level is when two orgapisations have trustw
relationships at the level of governmésge Appendix 24p246).
Organisationalevel trustusuallyoccurswhena company is trying to find ¢

(23) partner with whom thegan work and build up a good relationshigee
Appendix 25 p249).

Organisationalevel trust isthe general belieby an employee that the

(24) organisatiod saluesare good and itares aboutits business relationshi
(seeAppendix 26 p253).

(25) Organisationalevel trustoccursbetween organisations or companies 1

deal with each other and have agreemangdace (se Appendix 27 p257).

Summary of Table 11

Trust at the organisational level occurs when a company does business witl
companies. It involves commitment in achieving a goal. Trust at the organisatior
means sharing communication and experiencghdtorganisational level, it is all abg
changing the business process in order to facilitate exchange between companies

each other conduct business well with no conflict.

On the one hand, the organisational level of trust is a part of anyelsgsielationshij
between two or more parties with a policy agreement, meaning that people ca
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together and trust each other. Trust means that an organisation will deliver the re
which it has committed and is essential for business performaogalty ensures fai
dealings with suppliers, customers and all those associated with a business, i
shareholders. Finally, at the organisational level, a company finds a partner with
they have the capability to work and build up a good imeahip. Trust at the
organi sational | evel can al so mean th

values, make good contributions and care about their business relationships.

Table (12)

Question 12 What do you consideto be important aspects of developing trust in Saudi
Arabian companies?

Respondent | Summary of Analysis

The level of commitment, integrity, mutual cooperation and equédig

@) Appendix 3 pl6L).

The abilities of two companies to adapt to the environr(sest Appenik 4,

2) pl6b).

Various factors can affect trysuch as the level of cooperation, attity
3) towards commitments, behaviour towardsrkers and managementsee
Appendix § p170).

(4) Commitment, communication, empathy and honésgg Appendix 6pl7).

Behavioual differences between companies can be consideiexy &actor

©) when building trusf{see Appendix 7pl177).

Safety is a big issue in Saudi Arabia aldcompanies need to ensuresd
that they can developtrust, commitment, honesty, ogperation ang
communication between the compariesl do busiess well in the short ar
longterm(see Appendix 8p181).

(6)

@) Trust exists when there is respect; thus companies need to understar
other in order to be able to trust each other (sqeeAgix 9, (186).

All business factorsare important wherdeveloping business relationshi

(8) between Saudi companiéee Appendix 10p19D).

Trust develops when companies work togetheafong time and have goo

(9) experiences of working with elaother(see Appendix 11p19%).

It is necessary to develop trust with other compar@specially when othe
(20) paries have a goodelation; name and histoip the marketsee Appendix

12, p198).

The rules and goals of organisatiorshould be considered Also,
(11 understanding the mentality and behaviour of people is importaahyg

communicabn between companigsee Appendix 13p202).

Trust can be realised by looking ate o p peesénalies and judging
(12) whetherthey canbe consideed trustworthy One mustalsolook at how a
companytreas its employees and customdeee Appendix 14p206).
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(13)

Trust meansbelieving that apersonor companywill behave welland deal
honestlywith the other party Acting in this waywill make the procss easie
and more successf(dee Appendix 15p210).

(14)

One reeds to consider the quality othe product, brand name, value a
advertisng. These elementkelp to develop trust in Saudi companiéee
Appendix 16 p214).

(15)

Commitment is an impaaht element of trusAlso, gopodcommunication anc
work canhelpto build up trus(see Appendix 1/p218).

(16)

Developng trust between consumandcompanyshouldcreate good stron
relationshig. Investment can process knowledge about their work ar
company (se Appendix 18p222).

(17)

Trust needs to be developedamployees and owners who need to aday,
each other with respedietween companieggegarding their culture an
market (ge Appendix 19p226).

(18)

Companies have to work togethes a team in order to develop trysee
Appendix 20Q p230).

(19)

The development of trust Bnecessary factor iany business relationshiy,
especially between buyer and sell@rust will lead to greateprofits and
otherbenefis of developing busineselationship between companies in {
context of Saudjsee Appendix 21p234).

(20)

An organisatiod sbehaviouris a big issuewhen starting to build g
relationshipwith anothercompary (see Appendix 22p237).

(21)

Differences between companiased ¢ be considered when building try
(see Appendix 23p241).

(22)

Business management nedd consider aim&nd objectives, commitmen
investment, the development of technologies, skills and learning more
how to communicate between compar(geeAppendix 24 p246).

(23)

Communications, behaviour, honesty and commitment; all these facto
help to develop trust in business relationships in Saudi compésges
Appendix 25 p249).

(24)

Saudi companies need to develop cooperative businessmslafs in order
to have good management with the right regulati(se® Appendix 26
p253).

(25)

The taditiors and behaviour of people must be focused yparthey can
influence trust when developing business relationships between com
(see Appentk 27, p257).

Summary of Table 12

Companies need to considmore about the quality of their products, advertising, b
name, services, and information technology. All those aspectshelnto develop
business relationships. Thaevelopment of trusbetween Saudi companies requi

commitment, integrity and relationships. According to the respondents, Saudi com
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should consider business factors such as commitment, communication, empat
honesty in order to develop trust when working with ottempanies. Safety and secur
are the most fundamental elements in Saudi Arabia. They will help companies to ¢
in business in the short and the long term. Good aims and objectives and a good re
in the market are important. Trust requirdsetief that the person or company can proy
what they have promised and will behave well towards their partner, making the g

easier and more successful.

Table (13)

Question 13 Do you think that the Saudi Arabian culture may affect business
relationships with foreign companies at theorganisational level, and should this be taken
into account whenfirms start doing business?

Respondent | Summary of Analysis

It may have some effects becaudeesign companies might misundersta

(1) the culture ad the religion othe Saudi peoplésee Appendix 3p16L).
The Saudi Arabian culture is very sociahd they can do business w
(2) foreign companiebut have to understand the culture before they dtang

businesgsee Appendix 4p16b).

Yes, foreign companies should consider cultural factors beforérgjaany
3) business venture in Saudi Arabia; becaiises a religiously dominateg
society(see Appendix 5p170).

Companies based on foreign organisational structures usually have
4) professional working style and great experierar@ong their staff e
Appendix § p174).

Yes, the Saudi Arabian culture affects business relatiorshijth foreign
(5) companies as they work more efficiently and has better experience
business strateghen Saudi companiésee Appendix 7pl78).

Yes, the Saudi Arabian culture affects business relationships with for
(6) companies, because they have a different siyld better knowledgef
working (see Appendix 8p182).

Foreign companies shalllearnaboutthe Saudi culture before startinig do

(7) businessere (ge Appendix 9pl1&).

The Saudi Ar abi an cul ture doeg
(8) relationships because they need
Appendix 10, A90).

Foreign people should be taught abthé Saudi Arabian culture and way
(9) of doing business and Saudis ateed tounderstand their partners to ens
better result¢see Appendix 11pl1%).

Yes, everyculture has its own way of working andnemunication. The
(20) Saudi Arabian culture is different from the cultures of many fors
companiegsee Appendix 12,498).
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(11)

Yes, the culture and environment in Saudi Arabia are fairly different fi
mostforeign countries. Aso the way of conduictg busnessis different(see
Appendix 13 p202).

(12)

Foreign employeebs work all/l day
with friends, family and waste time, which can cause Saudi compan
work more slowly than foreiganes (se Appendix 14, 206).

(13)

Yes, the differences in culture can cayseblemsbetween companies :
every culture has its own ideas and ways of doing busiisessAppendix
15, p210).

(14)

Yes, foreign companies often disagree on many aspects of business
the differencedbetween theSaudi culture and valueand those of foreig
countries (se Appendix 16p214).

(15)

Foreign companies have a different attitude towards time and this ¢
problems (see Appendix 17218).

(16)

Yes, Saudi companies do not have méayale emppyees While in the
USA andthe EU women are able to work as long as they have qualifica
and work experiencel herefore culture can play a very importapart in
businesgsee Appendix 18p222).

(17)

Yes, Saudi cultureaffect business relationshvwath other foreign companie
therefore professional working is based on projects with company obje
(see Appendix 19p226).

(18)

Yes, | believe that cultural differences can greatly affect busi
relationships at therganisationalevel in Saud Arabia (e Appendix 20
p230).

(19)

Yes, the effects of culture will be diminished when different national
recognise their differences and give proper respect to each (e
Appendix 21 p234).

(20)

Yes, the Saudi Arabian culture affects buosss relationships, becau
country has a differentsystem and culture too, therefore foreign coul
needs to have a better understanding of how to start business in @&
Appendix 22 p238).

(21)

In Saudi Arabiatime is slightlylessimportant wich may delay the gosibf
actual business developmewhereas foreign companids not liketo slow
down. Therefore, culturbas a significanteffect onbusiness relationstsg
(see Appendix 23p242).

(22)

Yes, it carhave an effedbut not a greabnebecause cultural differences c
be reduced by increasirige interaction between parti€see Appendix 24
p246).

(23)

Yes, the Saudi Arabian culture affects business relationships with for
companies becausé a differentstyle of working(see Appedix 25, p250.

(24)

Yes, Saudi Arabia has a different culturehich is built on religion anc
socety, that might affect foreign companies investing and doing busine
Saudi Arabig(see Appendix 26p254).

(25)

Yes, Saudi Arabian culture is totallyfidirent from foreign cultur¢see
Appendix 27 p257).
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Summary of Table 13

Saudi Arabia has a different culture that is built on religion and society and might
foreign companies investing and doing business in Saudi Arabia. Foreign compani
not understand the Saudi culture and religion before they start doing business. Hg
when they have worked with Saudi companies for a while, they will understand an
better relationships with them. Foreign companies should consider cultural faetons

starting any kind of business projéctSaudi Arabia.

The Saudi Arabian culture can affect business relationship with foreign com
because of different styles of working and different business strategies. Foreign
doing business in SduArabia need to be taught about the Saudi Arabian culture a
ways of doing business but Saudis should try to understand their partners as well t(
better results. Differences in culture can cause problems between companies g
culture hadts own ideas and ways of doing business. Companies can work in ling
other objectives and then the impact of culture can be greatly minimised. For ex
time is slightly less important for Saudi Arabian people than for foreign companies
may delay the goals of business development which foreign companies can find |
accept. However, cultural differences can be reduced by increasing the inte

between the parties involved.

Table (14)

Question 14 In your opinion to what extent cantrust at the organisational level affect
the objectives of Saudi Arabian companies? Why?

Respondent | Summary of Analysis

Trust at the organisational levislimportant for companies who are trust e:
(1) other. Profit earning is the primary objectiveatl companies and cannot |
achieved or be successful if companies cheat on each other (see Appe
pl61).

Trust affects businesses relationship in Saudi Arabia because withou

(2) businessscannot develogsee Appendix 4p165).

The obgctives of Saudi companies daagreatly affectedy trust in busines:
management dhe national levelsee Appendix 5p170).

3

Trust can affect business objectives in Saudi Arabia but not to a very

() extent(see Appendix 6pl7).

Trust atthe national level can affect the objectives of Saudi compdsees
(5) Appendix 7 p17).
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(6)

Saudi companies have benefited greatly from foreign companies and
work principles(see Appendix 8pl1&).

(7)

The trust of companies depends upon the lessitommitments between tv
companies such as; be on time at work, honesty, fulfilling commitment
following policies all these aspects can increase the level of tries.
Appendix 9 p1&).

(8)

Trustdoes notffect the objectives dbaudicompanis to agreatextent(see
Appendix 10 p190).

(9)

It depends on how much the Saudi companies are involved with oth
businesgsee Appendix 11p194).

(10)

Trust at the organisational level is the reliability of an organisattio
delivertheresultsto which it has committe(see Appendix 1,20198).

(11)

If there is no trust at the national levéis means there is no trust betwe
organisatiog/companies and they will not be able to contidoeg business
with each othefsee Appendix 13p203).

(12)

Companies have different aims and objectives. Also, they can collab
There needs tbetrustbetweerpeoplein orderfor abusiness to be success
because they are supporting each other in the mgsket Appendix 14
p206).

(13)

Legalities ad agreements are very importanttlé national level. Every
aspect of business is covered regarding-periormance; thereforerust is
not a significart factor(see Appendix 15p210).

(14)

Trust can affect business relationghigreatly through othe factors of
business such as communication, commitment, cooperation and nx
security(see Appendix 16p214).

(15)

Trust can essentially affect business relationship objectives and
companieswill work betterand earn higér revenuesf they have trust (se
Appendix 17 p218).

(16)

Trust at the national level is important for people who are working
government sectprnt will also reduce therisks of doing business in th
country and thisvill affect Saudi companig&ee Appendix 18p222).

(17)

If there is no trust between staff memband managers then it will b
difficult for them to communicate andichieve business objectivessde
Appendix 19 p226).

(18)

Trust can affect the objectives of Saudi companies because it can |
create fiendly relationships between employg¢s=e Appendix 208p230).

(19)

Trust cannot affect the objectives of Saudi companies beaampanies
havepolicies and regulatios so staff memberand managers follow the ru
of businesgsee Appendix 21p234).

(20)

Trust in business relationships at the national levetrsated bylegal
agreements and policiésee Appendix 22p238).

(21)

If there is no trust in Saudi companies then busesssly suffer or fail (see
Appendix 23 p242).

(22)

Trust can affet the objectives of Saudi compani®éithout trust people will
find it difficult to communicatewith each other and cargut the tasks of th
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business andhis might be a risk for Saudi companiésee Appendix 24
p246).

It depends on the level tfust. Without trust and communication there carf

(23) no sustainable relationships between compgsassAppendix 25p250).

Trust atthe organisationalevel is very important fothe country Without
(24) trust it will be very difficult forthe governmat to carry on doing busines
with othercountries (see Appendix 26p254).

Trust at organisational level can effect on the objectives of Saudi Ar
(25) companies and the value of business relationship in Saudi compaee
Appendix 27 p257).

Summary of Table 14

Trust at the organisational level affects the objectives and business relationships (¢
companies. Especially when they collaborate, there needs to be trust in order for
be successful. Some respondents do not agree tisataffacts the objectives of Say
companies, and some claim that it depends on how much Saudi companies are
within other businesses. Companies have different aims and objectives, and collal
and trust can aid business success. Trust ahisgjeoonal level is important for peop
who are working in government sector and not to take a risk as it will affect the by
relationship greatly by using the other factors of business by Saudi companies; S
communication, commitment, coopecat and national security. Without the elements
trust, people will find it difficult to communicate with each other and do business,
might present a risk to Saudi companies.

Table (15)

Question 15 What is individual trust?

Respondents | Summary of Analysis

(2) Individual trust is a on#¢o-one relationship of commitment, integrit
credibility and cooperatio(see Appendix 3pl16L).

Individual trust means social connections and interactions with diff¢

(@) types of people living in aimilar environmeng¢see Appendix 4p16).
Individual trust meanthatone pary believesinanot her 6 s ¢
3) skills. Also, individual trust is the beginning afsocial relationship (se
Appendix § p17).
Individual trust isa type & contractbetween partnerésee Appendix 6
(4)
pl7o).
5) Trust between peoplenvolves relationships and communication at

individual level(see Appendix 7p178).
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Trust meansbelieving in people and having faith in them, and having

6) ability to maintain relationshipé&ee Appendix 8pl&).
) Individual trust is trust between people. It requires that a persog
cooperative, give respect to others and be hdeestAppendix 9p186).
(8) Trust at the individual level is the first step towardrust at the
organisational and national levétee Appendix 10p191).
Individual trust is when two people trust each other by understandin
9) respecting each other and being hoifg=et Appendix 11p195).
Trust occurs when people dealthviothers and express their feelings w
(10) honesty and respeftee Appendix 12p199).
Individual trust is trust between people based on how they commun
(11) andtheirhonesy with each othefsee Appendix 13p203).
(12) Individual trust carmeancreaing and shang the important things in life
with a partner(see Appendix 14p206).
Individual trust is trust fronthe people around you, how they perceive Y
(13) as a person and how reliable they think you are based on their experig
you ove a long period of tim¢see Appendix 15p210).
Trust from family, relatives, workcolleaguesand friend are called
(24) individual trust It also occursin relationshig between employees ar
managergsee Appendix 16p214).
(15) Individual trust isfaith between two people and it comes from the way
deal with and respect each otligre Appendix 17p218).
(16) If two peopletrust each other #m thisis called individual trust. It is als
the trust between friends, family and colleag{ses Apendix 18 p222).
(17) Individual trust can occur between any two people, friendsyorkers or
anyone els¢see Appendix 19p226).
Trust between people is individual trust. For example, if someone
(18) their friends or colleagues, managers atiger stafthatis called individual
trust(see Appendix 20p230).
Trust between two people which stems from them dealing with each
(19) in the right way is called individual trugdee Appendix 21p234).
Trust can instigate a relationshiggtween two peoplésee Appendix 22
(20) | p23g).
Individual trust is having faith and belief in an individs¢e Appendix 23
(21)
p242).
22) At the inqlividual level, trust is all abo_ut giving and receiv?ng respect, b
honest with each other and comnuating well(see Appendix 24p247).
The individual level of trust isvheretrustis created between one pers
(23) andanotherand this is needet build a strong and successful relations
(see Appendix 2pp250).
Trust is a legal arrangemeirt which you place trust in others for t
(24) benefit of the beneficiarigsee Appendix 26 p254).
Working independently demonstrates trustworthiness as does showing
(25) people or companies that you have the capability to communicate

them(see Appendix 27 p257).
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Summary of Table (15)

Individual trust means social connections and interactions with different types of ¢
Trust at the individual level is the consideration shown between partners. Trust
when people deal correctly withlliev employees and express their feelings v
honesty and respect. Working independently demonstrates trustworthiness &
showing other people or companies who have the capability to communicate. Ind
trust means social connections and inteoastiwith different types of people who &
living in a similar environment. It is a ofie-one relationship of commitment, integrit
credibility and cooperation between partners. Trust occurs when people deal with
and express their feeling with hesty and respect, based on their experiences of
other and how reliable the other person is. Individual trust can also be thought of

between two people, and comes from the way they deal with and respect each

can occur between friendmmily and colleagues.

Table (16)

Question 16  Hw does trust affectbusiness relationship athe individual level?

Respondents| Summary of Analysis

Trust affects the mutual benefiof a relationshipat the individual level

(1) Without trust it will be difficult for two peopleto carry on a relationshi
(see Appendix 3pl6L).

@) Trust at the individual level affects how people communicate with
other(see Appendix 4pl6).

3) T;-u;-; at the individual level affects relations ammh@ing(see Appendix 5
pl71).

The working environment is affected when the level of trust is (sga
(4) Appendix § p175).

Trust at the individual level can affect cooperative g¢sde Appendix 7

©) pl7).

Individual trust affects staff merebs and managers axcompany. Alsoa
(6) buyer and seller will find it difficult to work together if they cannot tr
each othe(see Appendix 8p182).

Individual trust can affect the relationskipf people communicating ¢

(7) doingbusinessvith each ther Gee Appendix 9p187).

Individual trust is a very important aspect of business and afieeto p

®) relationshi (see Appendix 10p191).

Trust isa key factorin business relationshs@t all levels but it is critically

©) significant at thendividual level(see Appendix 11p195).
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(10)

Trust does affedhings atthe individual leveljn termsof how peopletreat
one anotherdealwith one anothercommunicat, andtheir honesy (see
Appendix 12 p199).

(11)

If there is no trust betweeregple thenthey will not be able towork
properly and efficientl{see Appendix 13p203).

(12)

Trust is the basis of any relationship and helps businesses (geav
Appendix 14 p207).

(13)

Trust can positively affect relationsisipt theindividual lewel, overtime,
through positive experiencg, skills and good communicatiorfsee
Appendix 15 p211).

(14)

Trust affectghings atthe individual level in many ways. Mainly it affeg
how people work together and and
companiegsee Appendix 16p214).

(15)

Trust is the basic key to human behaviour and if we do not trust the [
we are workng with then we cannot do busingsse Appendix 1/p218).

(16)

Trust affects individual relationshipi is difficult to develop a friendshiy
with another person whoit is difficult to trust andvhom youcannot feel
comfortable with(see Appendix 18p222).

(17)

If you trust someone you care about him/her and you want to be cl
that person and have a friendsspe Appendix 19 p226).

(18)

Without trust it is not possible to make associations or friendships at
and it will be hard to do any kind of businésse Appendix 20p230).

(19)

Trust at the individual level is important in the matters of every i
individual (see Appendix 21284).

(20)

People cannot work together if they cannot trust each other. Also,
work is an important factor for a good professional environnfez
Appendix 22 p238).

(21)

Trust at the individual level can affect goalsthe organisational leve
because they are related to each ofsex Appendix 23p242).

(22)

Trust at the individual level can positively affect relationshigsween
people (se Appendix 24p247).

(23)

Trust at the individual level can influence peb e 6 s expe
community characteristics and how much they trust each other
Appendix 25 p250).

(24)

Individual trust isan important factor and can affect employees at w
For example, goodbehaviour and hongstare necessaryaspects of
communicatng with others at worksee Appendix 26p254).

(25)

Trust affectsthings atthe individual level in many wayslthough mos
relationships with partners and colleagues run smoothly because thg
regulations in place which they follo{gee Apgendix 27 p257).

Summary of Table 16

The respondents suggest that trust affects the individual level of relapion
providing mutual benefits. Therefore, without trust, two individuals will find it diffig

to carry on a relationship. Furthermoradividual trust can also affect relationsh
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between people who are communicating or doing business with each other. Mo
individual trust can affect managers, staff members, buyers and sellers in a co
All will find it difficult to work together if they cannot trust each other. Trust is one
the key factors in business relationships at all levels but is critically important
individual level. It affects how people treat each other, deal with each

communicate, and their honestyirtiproves relationships at the individual level, o
time, by providing positive experiences, skills and good communication. Trust
basic source of human behaviour. For example, if a person does not trust the
working with him/her, then it wilbe difficult to do any kind of business. Mainly tru
affects how people work together a
companies. It is difficult to develop a friendship with someone who is difficult to
and with whom one does not femimfortable. Without trust, it is not possible to ma

associations or friendships at work and it will be difficult to do any kind of businesg

Table (17)

Question 17 What steps can you take to improve trust at the individual level betweg
you and you colleagues at work?

Respondents | Summary of Analysis

To improve trust at the personal level you need to fulfil commitment

(1) kind and politeto others and show integritysee Appendix 3p161).
People need to have good communication, biebayv respect an

(2) commitment to improvéheindividual level of trust between colleagues
work (see Appendix 4pl65).

Improving your behaviour at the personal level will facilitate

3) development of trugsee Appendix bpl7l).

Time arrangemant arevery important in the management hierarciyd
(4) keepingpromises at work canreatea strong relationship between a|
two people (se Appendix 6plh).

Communication with colleagues at work is a good way in which to

(5) building up trus{see Appendix 7p17M).

Politeness, honesty, being on time, and dairggpodjob i all those things

(6) can improve trust at the individual leske Appendix 8p182).
To improve trust at the personal level you should communicate
(7) othes at work and create good relationshipsth your colleagues(see

Appendix 9 pl187).

Trust between colleaguas important to have and it can improve
sharing information, support each other as a team, work with respe
behave, and keep in contact himher in the companysee Appendix 10
p19l)

(8)
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(9)

To develop trust at the individual level with colleagues at wagh as
keep in good respect and relation, and keep good communicatio
commitment between each other, titas help to encourage busisemd
build relationship (e Appendix 11p1%).

(10)

Trust can be greatly enhanced by showing commitment, abiding by
and being honest and on tirfeee Appendix 12p199).

(11)

To improve trust at thpersonal level, smile, be friendly, be sddteand
be honest; these thingsan improve relationshipgsee Appendix 13
p203).

(12)

You can do this by helping your eeorkers and assisting them in th
own goalsthat will increase the level of truee Appendix 14p207).

(13)

People should fstly be nice to their colleagues and become friend
helping them through difficult timesee Appendix 15p211).

(14)

Trust can be built by working as a team, especially when people wc
close proximity(see Appendix 16p215).

(15)

To improve tle individual level of trust, people need to acknowledge ¢
ot herodés efforts; this <can beee
Appendix 17 p219).

(16)

People can talk with and help each otheat only for their benefit, bu
also for everyone's bengfi. Peopl e shoul d u
problems and be there when they need sugpeetAppendix 18p223).

(17)

Delegation and responsibilityw@rdsothers inthe business can general
help to build up trusfsee Appendix 19p227).

(18)

Communicaing with each other so that misunderstandings will
avoided and creating an interactive environmesee Appendix 20
p231).

(19)

Being polite, friendly and easily accessible so that colleagues can
communicate witlyou (e Appendix 21p234).

(20)

People should be clear and discuss problems with their bodstale
orders from him/herThiscan enhance trugtee Appendix 22p238).

(21)

Communicatingwell with colleagues can start the process of build
trust in a relationshifsee Appendix23, p242).

(22)

People should be honest and flexible with their collegghes would be
part of the processf bringng themcloser togethef(see Appendix 24
p247).

(23)

Building up trust,communicating positively and openly, expecting
best fromyour staff and also giving credit and taking responsib(sge
Appendix 25 p250).

(24)

Building up individual trust is very important this requires
communicabn, empathy, knowledge and having a flexible mifse
Appendix 26 p254).

(25)

To improve trust at the individual level you need to have goud,
politeness and good communication with your colleagees Appendix
27, p258).
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Summary of Table 17

The steps individuals can take to improve trust include fulfilling commitments,

kind andpolite to others, and showing integrity. It is also important to communi
show empathy, be flexible, demonstrate knowledge, and have good relationsl
addition, trust between colleagues is important to have and it is not only
individual peformance but it does affect the overall performance of department
companies which can help to encourage business and build the relationship K
each other. Trust can be greatly enhanced by showing commitment, abiding by
being honest, keepy promises, being on time, being friendly and beha
appropriately; these elements are significant in relations between colleagues
personal level. People can support and help each other not only for their benefit
ever yone6s elneed oofunderstandPeaah pther and work towards n
benefits and sort out each otheros |

avoid misunderstandings.

Table (18)

Question 18 In your opinion, what are the factorghat can enhance indivilual trust in
Saudi Arabian companies especiallybetween thosevorking with each other? Why?

Respondents | Summary of Analysis

Mut ual cooperation, acknowl edgr
(1) respect to each other, sharing, politeness andbility (see Appendix 3

ple2).

Faimess cooperation, mutual respect and sharing expertise are
(2) requisites for building trust at the individual leyste Appendix 4p165).

There are many factoithat can enhance individual trugt compaires,
(3) such as cooperation, respegbod behaviour and being friendly. Mutu
goals would also suppditie development of trugsee Appendix bp171).

Commitment, cooperation and communication alimcrease the level g

(4) individual trust in Saudi qopaniegsee Appendix ppl75).

Good behaviour, communication, experience and hgnesin support
) individual trust in Saudi companiese€ Appendix 7pl7m).
(6) Trust can be enhanced by providing woskeith adequatdacilities and

treating them ewaplly (see Appendix 8p182).

Trust factors is influence individual level between colleagues in S
companies by respecting and sharing information and communig
(7) between each other, so thean be enhanced by improving worki
conditions and fatitating their business activitiedor expats. (se
Appendix 9 pl187).
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(8)

Meetings in which ideas are discussed and welcomed with open
can helpa companyto enhance individual trugsee Appendix 10p19L).

(9)

Saudi companies should understahd regulations and ways of doif
business, which wilimake iteasier to develop trugsee Appendix 11
pl%b).

(10)

Business relationships have nothing to do with individual relationshij
people should show their corporate commitment to gain one emo
trust and loyaltysee Appendix 12p199).

(11)

Managers should not discriminate against Saudi workers and eve
should be rewarded according to their infsae Appendix 13p203).

(12)

Individual trust carbe supporedthroughcooperation anda@nmunication
and that could contribatto the management of Saudi compan(s=e
Appendix 14 p207).

(13)

Respecting, doing the right things of work, behaviour and ¢
communication in the company can cause tidividual trustin better
level and give them ahigher regard for their jobs (See Appendix,]
p211).

(14)

Communication, commitment and honesty are factbes can enhancs
individual trustin companiegsee Appendix 16p215).

(15)

Respect, patience and loyalty are the key factors in enhamdingdual
trustbetween colleagues in Sawtimpaniegsee Appendix 17p219).

(16)

Understanding and respecting each other are important elements
development of individual trust for any compafsee Appendix 18
p223).

(17)

Saudi companies shlob understand business law very well and
motivated to achieve their business objectives. Thishedimto improve
individual trust(see Appendix 19p227).

(18)

Saudi companies should consider cooperation, commitment, cdpal
and experienceén order to develop individual trust in Saudi compan
(see Appendix 20p231).

(19)

Honesty, consideration, honesty and a committed attitude are facto
can enhance individual trust in Saudi compa(ses Appendix 21p235).

(20)

Individual trust can & enhancedhrough good behaviour, commitme
and cooperatianThis can increase theutput of Saudi companiegsee
Appendix 22 p238).

(21)

To support individual trust at work, employees and managers have
polite, respect each other and dogoodjob. Then trust will develop
automatically(see Appendix 23p242).

(22)

Integrity, mutual understanding, benevolent behaviour, a fle
approach and skills can benefihe individual level trust inSaudi
companiegsee Appendix 24p247).

(23)

Skills, qualification, communication, good behaviour with respect
social can increase the level of individual trust whichmportantfactor
in maintaining good relationships with a part(ee Appendix 25p25L).

(24)

Trust, commitment, experience and couomtation #&ctors that can
improve theindividual level of relationshipsin Saudi companiegsee
Appendix 26 p254).
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Individual trust can helgmployees who are working Baudi companie
(25) to improve communication, and commitment witltheir business
managemenandrelationshig (see Appendix 2,/p258).

Summary of Table 18

The factors which can enhance individual trust in Saudi companies include bei
i n oneods deal i ngs, cooperation, co
respect and sharirexpertise; those elements can increase the level of relationsh
the company and factors of trust . A
factors which can enhance individual trust in Saudi Arabian companies inclug
dealing with good éhaviour and mutual respect and expertise sharing are

requisites for building trust at the individual level.

In addition, the respondents believes that trust can be enhanced by providing \
with sufficient facilities and treating them equally as to improve their workin
conditions and develop the business activities in Saudi Arabian companies.
respondents argued that senior managers and managers should not discriminat
workers and employees should be rewarded according to tipeit. ISaudi companie
should understand the regulations and ways of doing business, which will n

easier to develop trust and performance.

Table (19)

Question 19 What recommendations would you give to Saudi Arabian compani
seeking to develop busiess relationships?

Respondents| Summary of Analysis

Saudi companieshould follow Islamic business values because t
(2) include everything that is essential for building ugood business
relationshipgsee Appendix 3pl&).

Saudi companies shtil communicate more with foreign companies
2) planning joint conferences, exhibitions and other business activities td
ot her 6s (saedAppemdix 4pd66).

Saudi companieshould becapable of developing good relations, &
3) should have a sitegic managememepartment t@lan andguidethem in
the rightdirection (e Appendix 5p172).

Saudi companieshould improve their working environments byor
(4) example,creating effective working procedures to avoid administrg
delays(see Apendix § p175).
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(5)

Saudi companiesshould develop their equipment and maching to
increase thie revenue gee Appendix 7pl179).

(6)

Saudi companiesneed to hire suitable peoplavith the right work
experience and the ability to work hard alwda goodob (see Appendix 8
p183).

(7)

Saudi companies should provideore foreign companieswith high
knowledge and technologyto guide them on how to be successful ir
business and develop the level of skills and experience of bus
relationship (se Appeni 9, p187).

(8)

Saudi companieshould do mordocal or national adveriisg to attract
more people and companiesdo into business with thenisee Appendix
10, p191).

(9)

Saudi companies should learn the real technicalities of doing bugsees
Appendix 11 p195).

(10)

Saudi companieshould engage in fair and equal treatment of th
employees irrespective of their nationality, show resteetttem and avoid
judging people based on their religi(eee Appendix 12p199).

(11)

Saudi companiesieedto look at their weaknesss aspects and try t
develop better conditian and hire more peoplavith appropriatework
experience, skills and qualificatisrisee Appendix 13p203).

(12)

Saudi companieshouldadopt an attitudef accepancetowardsand m&e
sure there is good corporate and individual tru§audi companie&ee
Appendix 14 p207).

(13)

Saudi companies should make sure that there is no corruption be
people whichwill resultin poor performance é& Appendix 15p211).

(14)

Saudi ompanieseedto develop better worgracticesand learn how to b
professiona(see Appendix 16p215).

(15)

Saudi companies should be competitwith other companieswith lower
prices and higér quality of products and also deliver on timésee
Apperdix 17, p219).

(16)

Saudi companieseedto hire more employeesith high qualificatiors and
work experiencén orderto be moresuccessfu{seeAppendix 18 p223).

(17)

Saudi companies need to understhod to deal a businessid respondh
a corporateway, in terms of theirmapproach to work and the way in whi
they operatésee Appendix 19p227).

(18)

Saudi workers should learmew businessstrategiedrom other national o
international companies taid communicabn deatmaking with foreign
compaies(see Appendix 20p231).

(19)

Saudi companiesneed to make good business deals with fore
companiesand also tax incentives should pevidedto Saudi companie
(see Appendix 2,1p235).

(20)

Saudi companieseed todevelop strong business relatships that Wi
give thema good reputation with international companisse Appendix
22, p239).

(21)

Saudi companieshould create tiesvith the government which will
supportthe building of trust(see Appendix 23p243).
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Saudi employeeseedtraining in bang professional in their workThis

(22) can be achieved througpecialiss (see Appendix 24p247).
Saudi companieseedto produce or el a higker quality of productat a

(23) lower price. Also,they needbetteradvertisng and communication ith
national companies tonproverelationshig and increase the value tfeir
businesss (ge Appendix 2pp251).

(24) Saudi companieseed todevelop good relationships in order to build

trust between employees in the long t€sae Appendix 26p255).

Saudi companieseed towork more with international companies to g
(25) skills and experiences in being professional in their wiegle Appendix
27, p258).

Summary of Table (19)
According to the r eSpdocordpameseédo dpveloptheir

businesssby working with international companiesho canprovidethem withwork
experience technology equipment andbetter business strategy. Moreover, Sa
employees need tranyg in howto be professional arftexible in theirjobs; also Saud
companies should communicate with foreign companies by planning joint sen
exhibitions and other business acti

should adopt an accepting attitude towards and make sure there is good eapd
individual trust in Saudi companies. Saudi workers need to learn how t
professionalin their work for the sake of easier communication andirgsawith

foreign companies in the future.

Saudi companies need to improve their relationship capebjliand implemen
strategic management to plan and guide them in the right direction. Saudi con
need to hire suitable people with the right experience and the ability to work hard
need to advertise locally and nationally to attract more peapd companies to go in
business with them. They also need to treat their employees fairly and €
irrespective of their nationality, and avoid judging people based on their rel
Furthermore, Saudi companies need to look their weaknesses @aodlévelop bette
conditions so as to hire more employees with suitable work experience, skil
qualifications. They need to reduce corruption and put a new policy and regulat
Saudi private companies. Finally, they need to be competitiveffényng lower prices
and higher quality and delivering on time. They also need good relationships w,

government to support trust building.
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4.4 Summary of Analysis of the Three Levels of Trust

4.4.1 Analysis of Trust at the National Level

Trug at the national level is trust between nations and their lead@mording to the
respondents, the national level of trust affects the objectives and business relationships of
Saudi companies, especially when they collaborate; there needs to be tounderirfor
business to be successful. Saudi companies should gain more benefits from their government
because most of them have good relationships with each other. Furthermore, the
development of business relationships at the national level in Saudi Agatrely based

on trust, communication, honesty and commitment. Directors need to work with government
departments to support each other with business requirements. Moreover, Saudi companies
should look for people with good experience and work skillich could encourage greater
investment in Saudi Arabia. However, exporters and investors should be aware that they
generally need to prohibit the corruption of their public officials under domestic laws, to

create more trust in the nation as a whole

Basd onthe opinions of respondents, it can be stated that trust at the national level is a
societal factor that is achieved through human qualities suctteggity, equality, honesty

and credibility.

The question of the role of trustt the national lesl in the development of business
relationships between Saudi companiess answered differently by different interviewees.

In answeringquestion (7), respondent (10) stated that trust at the national level does not
affect business relationships $audi ompanies, whereas the rest of the respondegtsed

that trust in Saudi Arabia does play a significant role for Saudi compdniesiswering
guestion (8), most of the respondents agreed that trust at the national level can benefit
business relationshipsr Saudi companies through good communication, commitment,
honesty and work experience. However, question (8) respondents (6), (16) and (20)
expressed the belief that trust is not an important issue at the national level, but that policy
and business comtcts are necessary for Saudi companies to succeed. The analysis of
guestions (9) and (10) shows that all the respondents are agreed that, overall, business
activities in Saudi companies are good and getting better, with the support of the government
and oher organisations helping to provide a better quality of management.r8gpoadents

stated that trust does not play a substantial role in the development of business relationships
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in Saudi companies. However, the majority of participants expressed plosiag view.

Most respondents asserted thasiness relationships in Saudi companies are good but could
be further improved througmore free trade agreements, business fairs, good relations, good
planning, suitable policies, the right legal framework,odjocommunications, better
technology and mutual understandifdney argued that trustan be developed by making
conditions easier for companies in Saudi Arabia and through greater investment. For
example, respondent (1), in answer to question (8), conethehat the Saudi government
should make better policies to encourage the launch of mutual business ventures with other

countries and that individuals from different nations should respect each other.

All the respondents agreed thationatlevel trust influences the objectives of companies
and isanimportant factor in business relationshipxceptfor respondent$6), (16) and (20)

in question (8) and respondent (10) in question (7), asghmentioned above arguat trust

at the national levek not a key factorin business relationshspOverall, though, th@bove
responses suggest thatthe Saudicontext trust at the national level is required to maintain
good relationships.

4.4.2 Analysis of Trust at the Organisational Level

Someof the respndents proposed thatganisationalevel trust affects the objectives of

Saudi companies. Various questions were asked in order to analyse the role of trust at the
organisationalevel. In answering question (11), all respondents showed an understahding
trust at the organisational level. Respondents (16) and (20) stated that it is an important part
of achieving successful business relationships and aids the communication of the
organi sationds views through its (12)mptheoyees
respondents stated that trust affects business relationship development in Saudi companies,
claiming that business factors such as commitment, communication, empathy and honesty
help to develop trust. In answer to question (13), all theorelgmts agreed that Saudi
Arabian culture affects business relationships with foreign companies at the organisational
level. For example, respondents (5), (6) and (20) felt that foreign companies have better
business strategies, higher skills and more mepee of different styles of working.
Furthermore, answering question (14), respondent (4) stated that trust does affect the
objectives of Saudi companies but not to a great extent. However, respondents (8), (13) and

(19) felt that trust does not affedtet objectives of Saudi companies at the organisational

110



level, because policy, regulations and agreements made between companies are more

important aspects of business within the Saudi context.

As a result, out of 25 participantly three respondentsid that trust has no effect on the
objectives of Saudi companies (question 14), which reveals that the majority were in favour
of the presence of a high level of trust at the organisational level. According to some
respondents, at the organisational letreist means effective interaction and communication,
while for the other respondenitsis developed through a combination of multiple factors
including mutual cooperation, honesty, integrity and commitniéodvever, respondents (9)

and (23) saidhattrust at theorganisational levetlepends on the relationships at that level
(question 14). Without trust, it is not possible to have a sustainable relationship between
Saudi companies. Respondent (10) felt that trust at the organisational level is thkgtyelia

of an organisation to deliver the results to which it has committed. The above discussion
reveals that, for the respondents, the meaning of trust at the organisational level is similar to
the connotations of trust at the national level, as sevérdleorespondentsuggestedhat

trust at the organisational levelears effective communication, loyaltyfaith, honesty,

integrity and dedicatian

In addition some esponderst elaborated that trust is all about honesty and fulfilment of
promiseswith aconnection between trust at the personal leveltarst between companies.
One of therespondentalsospoke ofthe strong role of trust in companieanminimises the
chances of corruptiorAdditionally, some respondentsxpressed the beli¢ghat thee is no
role for trust in maintaining business relationships airganisationalevel because business

dealings are secured by set legal agreements partycanattempt to defraud

The above responses suggest that the majorityegfarticipantselt thattrustplays a strong

role in the development and establishment of strong business relationships at the
organisational and only a few rejedthis notion.For many participants, foreign companies
may face problems when establishing businesseswdiSArabiabecause of religious and
cultural differencesThe respondents also gave their opirs@bout the significance of trust

in business relationships, saying that it is a critfeaitor in the expansion of business
relationships between Saudi coampes.Business relationshgran be difficult to develop in

a corrupt environmenfThe respondentselt that mutual trust between businesses should be
strong for the expansion of good business relationships.
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4.4.3 Analysis of Trust at the Individual Levd

One of therespondergtsuggested that goadll, tradition and friendship can improve trust at
the individual level between work colleagues. All of the participants defined trust at the
individual level inlargely similar waysOne of theresponderstdefined trust at the individual
level as a on¢o-one relationship of commitment, integrity, credibility and cooperation
while anotherdescribed itas a social connection and interaction between different people
living in the same environment. The defians given by these participants are fairly similar
as for them trust at the individual level can be developesbughinteraction or cooperation.
However, for the majority athe respondents, trust at the individual level means believing in
anot h eabildiss ard &kils. According teomerespondentsindividual trustrefers to
other people withim n en@r&ing environmentSomerespondentexpressed the beli¢hat
trust at the organisational, national and individual eeffectively meanssharing Another
defined trustas believng in others Yet another defined it dsonesty and the fulfilment of
promises between peopl@ne of theresponderstsaid that trust at the individual level is an
understanding between two individuatowever, thisesponlent also differd slightly from

the others as trust at tidividual level was alscabout legal agreementbBhe responses also
reveal another very significant point, which is tHat the respondentghere is no difference
between trust at the individland organisational level§he answers to thguestion of how
individual trust can affect business relationship in Saudi compasiesv that the
interviewees bld different views.Two of the respondents said that the development of
business relationshsmffects trust, commitment and cooperatiémother arguedhat at an
individual level trust means believing in the capabilities and skills abfier people and
communication.Similar views were expressed by other respondefitsew respondents
argued thg althoughindividual trustinfluencesbusinessorganisationalevel trust is also
needed Most of respondentdelt that individuaklevel trust affects business dealings

however

Overall it can be stated that aif the respondents pladegreat sigrficance on trust athe
individual level. The majorityfelt that trust also affecthe business relationshgf Saudi
employeesFor the majority ofthe participants, trust at the individual level caelp to
developa business through communicati@md cooperation.They also argued thatust
between employees can be develogadugh thefulfilment of commitments and helpful

behaviour towards each other.
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4.5 Chapter Summary

The researcher decided to include all three levels of trust in order tcagamdepth
understanding anaclear perceptionf how they affect business relationships in companies.
The majority ofthe respondents were managers and employetssufficient knowledge
and experience of the work context of their organisations. Tlespemdentsvere able to
provide sufficient insights into the influence of trust on compaiilets. examination will be
done with the aims and objectives of the reseasistated in Chaptér in mind Thus the
research questionsill be answeredhroughthe similarities or disagreements betwélea
participans regarding trust at different levels. This will help the researcher to make
connections between the research resitltgill also facilitate the discussion on the research

methodology adopted arnig limitations.

A number of espondents defined trust as maintaining belief in someone over the long term,
which is developed througtommitment, cooperation, integrity, equality and sinceatyd

t hr ough iimedactioniOdeuch these$pondenbelieved that trust imutual respect

and sinceritySeveral espondents considattrustto play a vital role in developing business
relationships. However, some respondedisagreed with this viewThe majority of
respondents cited communication as #ey channel for measuring trust at any level
whether national, organisational or individuBlhe majority ofthe respondents proposed that

i ndi v bethaviaur @@ manner of dealing with people demonsitthéelevel of trust and

this is supported byhe structural model which proposed eight constructs: trust, reliance,
affective  commitment, behavioural commitment, communication, social satisfaction,

economic satisfaction and lotgrm orientation.

This chapter has presentdgt tfindings from the fiel study, which included qualitative data
analysis of 25 companies utilig semistructured interviews with managers, senior
managers and staff membgdoased orl9 research questions. The overall situation regarding
the status of trust and the reasons wthy considered a key factor in business relationships
has been identified. However, from the analysis of the different levels of trust, it can be
concluded that the majority of participamere generally agree@s tothe importance of
trust at the natinal, organisational anihdividual levels. Furthermore, the analysis of the
findings confirmed that answers to the research questions pos€bapter one of the
research can be providetihe analysis of the findings from the interviews provides a clear

picture that indicates witigerthe respondents place a lowadnigh degree of importance on
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trusting a partner company. Moreover, the lewal trust you have inanother person can
determine whether you continurethe relationship. This decisiamill depem on the existing
conditions of the business relationship including quality of work, skills, commitment,
communication, bonds, behaviour, honesty, reliability and validity. The key component for
successful relationships in Saudi companies is developioiggstrational, organisational and
individual levels of trust within business relationshipee next chapter will bancluding a

discussion ofhe literature review and the findings.
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Chapter Five
Discussion

5.0 Introduction

The research findings from the fieldwork analysed in the previous chaptemowl be
discussed in depth by linking and contrastthgm with the literature from the literature
review. This will give a better understanding of how trust factors can affect kasine
relationships inSaudi companies.The discussionwill initially identfy findings from this
research that have alsobeen mentionedn the literature, linking thetwo together. It will then
identify research- speific findings that may not have been idertified in the literature, which

are unigue tothe context of this reseach.

Furthermore, this chapter is divided into three-sabttionsconcerning the three levels wlist
in business relationsisorganisationalnational andndividual). All aspect®f trust, whether
positive ornegative,are discussed imelation tothe literature review. Trust ithe Saudi
Arabian context ha beeninvestigated in tis research antlerethe similarities and differences

with existing researchre discussed

According to the respondents this researchtrust is developed through commitment,
cooperation and sinceritand also through interaction between people. As mentioned in the
literature review irChapter 2 Anderson and Narus (1990) suggest that concepts wlgaify

trust include communication, satisfaction, cooperation and social bon@ing. of the
responderst in this researcluggested that trust the opposite of riskand thathonesty is
crucialto it. Other respondents deemed communicatiobethe bet way to check whether a
person is trustworthy, which is elaborated uporfFhtz and Fischer (2007)vho suggests that

trust is positively affected by good communication and experiences of positive collaboration in
o n epérsonal life. Trusis accordedyreat significance ithe building of relationships at every

level, and specifically at an individual level. Trust is regarded as a necessary factor for the

development of business relationships with multinational companies.

Trust is also related to thiand the responses from this stgtipwthat it takes various forms;
it can be national, organisational or individual. The resposts@sthat if a person has faith in

someone, no matteat what level, cooperation will follow, along with dedication and
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commitment In Saudi Arabiapeoplehavestrong faith an@resociale, which means thait is

possible to determine the individual level of trust between people and organisations. After
having determined what trust is, the question arises of how to ettestkher two persons or
parties trust each other or ndihe esponses identifiethe level of communication as an
indicator of trust.Trust is significanin personal relationships and some respondents agreed
that trust is important in developing a busmeslationshipwvhile othersdenied that this was

the case.The importance of trust was further elaborated upon and supported by other
respondents who assumed trust to be an important issue when deciding whether to believe
someone andho stated that honesis the means of assessing of trust. The role of trust in the
enhancement of business relationships was emphasised, especially in terms of relationships
with Saudi companie®©ther respondentsuggested that differences in religion are an obstacle

to truging relationships. However, some respondents corsildetigion in Saudi Arabia to be

a key factor in the improvement of business relationships because of the role it can play in the
development of trust. According to Gorrill (2004agligion can provié the basis for an
orientation towards good ethical values acah promote presocial behaviours such as

generosity, respect and solidarity.

In this research, trust is argued to be an important factor in building business relationships with
any companyput is shown to be of even greater importance in building up trust with Saudi
companies, although the respamsenfirmed a perception that companies in Saudi Arabia are
confident in most types of business activity. Seppanen al. (2007) describe social
environments such as that in Saudi Arabia as characterised by benevolence, credibility, faith

and integrity.

Some respondents considdrtrust to be an unimportant factor in business relationships and
however, several respondentargued thattrust is impetant for business relationsisip
especially with Saudi companies. The literature reviewkst suggests that a successful
business relationship is important in Saudi Arabia and can facilitate strong and successful long
term relationships with companid®ere In this researchnternational companies are not found

to face difficulties establishing business relationships with Saudi companies.
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5.1The Link betweenTrust and the Value of Saudi Arabian Companies

Trust is considered to be important for tihgrovement and development of good business
relationships. Gorrill (2004a) states that there are some customs and social duties thand in
Saudi culture which influence the Saudi business world simdilarly, there are culturally
specific methods of malling business dealings in Arab countries. HakansswohFord(2002)
suggests that building up trust, even in business relationships, is a social process which takes

time and must be based on personal experience.

The majority ofthe responses identifiethatfactors such as mutual understandiagenhance

the level of trust im relationship. According tthis research, business relationships in Saudi
companies could be strengthenedeytermanagemendo aso provide ahigh-quality service.

Ford et al. (2003) suggest that business relationships can be divided into different,phases
according towhich relationships in Saudi businesses can be regarded as in the growth phase.
This stage of relationship development involves a high level of engagemenitaradtion
between partiegndintensive mutual learning about the specifics of the relationship. From the
responses obtained this researchit can benoted that most of the respondents believe that
trust brings valudy improvinginteractionswhile interactions camlsobe used as a means of
measuring the level of trust. The same applies for all relationships, including business
relationships.

Zaltman and Moorman (1998) define trust in business relatiomakiphe willingness to rely

on an exchage partner in whom one has confidence. Trust has a similar significance in
corporate relationships as in any other relationsgpording tahe case study. It determines
the level to which assigned duties will be fulfilled and whether there will beradiy attitude
between employees. Reputation affects trust relationships and is considered to be a means of
assessing trust. Doney and Cannon (1997) claimithatder to be trustedbusinesses need to
have a good reputation and tlwian beobtained thragh honesty and concern for customers.
The importance of trust in business relationships is confirmed by respondentth@senin
higher age groups and with significant business experienced dtade trust is valuable
although some of the participarfdt that trustwas not important for a business relationship.
Sirdeshmukhet al (2002), state thatn contractual relationshipsrust refers to each partner

adhering to specific written or oral agreements.
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5.2 Discus®n of Trust in Business Relationsip Development

Trust is an important factor in the Middieast, especially in the development of business
relationships and communication between people working in organisations. The concept of
trust has been used tine literature as case studies orgationsto propose that a number of
features of trust account for the confidenceesippondentsr companies in each oth@must

is fundamental to effective interpersonal relations and community living over long periods of
time. Onthe one handtrust isabout honesty ankkeepingpromisesso asto ensuresuccessful
relationshipetween both companies and people. On the other hand, doing business in Saudi
Arabia may be considered difficult or risky for foreign companies, because they have
different poliges, regulations, people, governments, services, management ands;aitutre

all of these dimensions alieked to trust factors and business relationships.

Trust can affect business relationships with other companieso people doing good job,
delivering on time,andfollowing anyrules and conditionthat have been set oUtrust is a
necessary aspect of doing business with Saudi companies. However, some interviewees did
not agree that trust is a necessary factor in business relationships betwegarties or

companies.

5.3 Discus®n of Trust at an Organisational Level

Trust at an organisational level is the belief or confidence that the other party has good
intentions. The first category of respondents considered trust to be an importantédcto
only for individual relationships but also for business relationships. Based on Sheth (2000)
trust is the building block of any relationshipccording to Hakanssoand Ford(2002),
business relationships have specific structural characteristiosh velie accompanied by
physical, financial and technological resources. Sirdeshratigh (2002) define contractual
relationships as adhering to specific written or oral agreements. The effective sharing of
resourcess mentionedn the literatureas leadig totrust whencombinedwith other factors

such as commitment, communication, honesty, integrity and dedicationthis isat the
national and organisational levels. These factors are considered to be the building blocks of
trust which, when combined@an result in a successful relationship. Bstieler (2006) agrees,
claiming that cooperation makes it possible to establish work teams that consist of experts in
different functional fieldsOverall, thefindings of this researcleonclude that the presencke o

trust results ilgoodrelationshis atthe organisational level.
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Huang and Dastmalchian (2006) suggest that trust is the key consideratioth athe
national and theorganisationallevel. Trust at the organisationdvel is also accorded
significancein the responseis this researchMorgan (2000) further argues that trust sheds
light on the process of relationship building and motivates the development of business
relationships. Furthermore, the level of trusiedaines the level of the businessatbnship.
Additionally, HenningThurauet al (2002) stats those customer satisfaction and customer
commitments, which are based on trast thiselement through which a relationstdgan be
measured Trust and commitment are two factdrst affect thebuyerseller relationship
(Hewettet al, 2002).Tax et al (1998) state that trust is one of the key variables influencing
customer loyalty in successful relational exchanysst of the respondents emphasised the
importance of trust and statghat orgaisational trust is vital in business relationships
between companieblowever some of theespondents did ndhink thattrustis an important

factor forbusinesgelationships at an organisational level.

5.3.1 Organisational Trust in Saudi Arabian Conpanies

Hakansson (1982: 253) suggeshat there are three sets of variables to be taken into

consideration when assessing the importance and influedeusiness interaction:

U the environment in whictheinteraction takes place
U the atmosphere swunding the interaction, and
U the elements and process of the interaction itself.

Some other factors were also identified by the respondents, one of them being adaptability.
The need for adaptability was examined in the development of trust between Saudi
companies; adaptation takes place when one party in a business relationship alters its
processes with relation to the item being exchanged to accommodate the other party (Wilson
andJantranial995). A comfortable business environment was considsréaerespondents

in this researchto be one of the key factors in developing trust in Saudi companies.
Moreover, Leuthesser (1997) suggests that trust inflgetiee quality of relationships in
business and marketirgignificantly. Thus, from the investigatigrof this research study, it

can be concluded that Saudi companies cannot develop successful relationships without trust.
It is clear that most of the respondents in the case study believe that it is vital to have trust in

the business relationships of Sacdmpanies.
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5.3.2The Effects ofthe Saudi Culture on Organisational Trust

According to Watson and Papamarc¢@902), culture is a set of values determined by an
underlying structure of interacting belief syste®audi Arabian culture also has a sfigant

role in facilitating business environments between companidse importance of
understanding the culture is another consideration in the promotion of a comfortable working
environment.Strong cultural bonds between companies are important inasioge trust at

the organisationallevel. Several studies have shown that the way in which individuals
perceive their social environment is directly related to their cultural background @thohg
Chiu, 2002).

There were diferent opinions amongst the resplents concerning the effect ihie Saudi
Arabian culture on organisational trust. It was argued thatgaificant amount of times
requiredto develop successful and strong business relationdhipstwas found to be a vital
factor in the achievemerdf friendly business relationships in Saudi Arabian companies.
Also, Tax et al (1998) consider trust to be a key variable in organisational influencing
customer loyalty in successful relational exchangdse more important factorfor the
objectives of Sudi companiess a secure and trust environment This may enhance
relationshig and makecompaniesmore profitable as, according to Grayson (2005), trust
creates a sense of security and allows members to develop emotional ties and personal links.
For mast of the respondentspoperation, attitude towards commitments, behaviour towards
co-workersand how parties manage their relationship viggortant aspects of trust that can
help the development of trust and thus better business relationships betaegn S
companies. Martin and Sohi (1998)ggest that a relation between customer and supplier
helps to ensure successful letegm business relationship&ccording to the respondenits

this researchrelationshipsare necessaryn orderthat companiesvill trust each other, as
Saudi culturgplays a strong rolen the achievement of the objectives of all types of business

relationship.

The culture in Saudi Arabia must be considesdn trying to build trust. Commitmeand
punctual delivery can be impres in order to develop better corporate relatiorsshgiween
companiesTrust for example, islefined asan enduring desire to maintain a valleginess
relationship (Moormaret al, 1992). Organisationdével trust can be described as the
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reliability of an organisatiorio deliver the results to which it has committedltman and
Moorman (1998) describe corporate trust as the belief that a party is reliabldlaidfiints
obligations in an exchange relationsh@ulture and eputation affects triisrelationshig
betweenorganisationsAccording to Doney and Cannon (1993\pplier firms have to have

a good reputation, which means that they have to be honest and concerned about the feelings
of their customersOrganisationalrelationships require i@lty and fair dealings and a
company needs to be able to keep its word and fulfil its pronms#dge context of Saudi
culture Furthermore, Wilson (1995) places a lot of emphasis in this regard on the satisfaction
of the business partne@n the other had, some of the responderigdt that although trust

plays a vital role in the achievement of the objectives of Saudi companies, culture does not
always affect business relationst)ipnd this is supported by Patrick (200@jhers feltthat

culture may b important for building ties between Saudi companies but that trust has no

significance intheachiexementoc o mpani es ® objectives.

Several studies have shown that the way in which individuals perceive their social
environment is directly related todin cultural background (Hongnd Chiu, 2002). It is
therefore expected thatabe values and standards which are typical in a certain society affect
organisations and customers in this society. Cultural differences play an important role in the
developmen of business in Saudi Arabia, buwt the organisationallevel business
relationshig can also be developed using legal agreements and poltazfications to

these legal agreements and policies are expected to affect the objectives of relationships in
Saudi companies. According to the relationship stages identified byefaid (2003) the

growth stage of a relationship requires a high level of interaction, mutual learning, investment
and adaptation. Trust and corporate relationships are interrelated;trust relationship is

good then the corporate relationship between companies is known to be stable as well.

Saudi Arabian culture is described as detaiéntated, whereby emphasis is placed on ethics
and expected social behaviours such as gsitgr respect and solidarity. These are
behaviours and social duties that influence the Saudi Arabian business world and affect the
way in which Arabs typically handle business deali@srrill, 2004a).Similarly, according

to someof therespondents, dture can play a significant role in the development of effective
relationships with companies. However, trust is still an important factor which needs to be

considered and can affect the objectives of Saudi companies.
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Furthermore, according fareviousresearch studies, how individuals perceive a relationship
depends orheir social environment, which is directly related to their cultural background
(Hong and Chiu, 2002) and thus business relationships are greatly affected by cultural
influences, both pmtively and negatively. It is claimed that culture affects business
relationships as, according to Dumond (1995), culture affects the orientation of managers
towards customers and their satisfaction, and this is the case with Saudi Gdtueeof the
respondentsn this research argudtiat Saudi culture may have some influence on business
relationships at the organisational level and that trust may not have any effect on objectives
because of the many legalities and agreements. According to Heide fand1982)and

Ulaga and Eggert (2006Yelational exchange norms are based on the expectation of
mutuality of interest essentially prescribing stewardship behaviour, and are designed to
enhance the weleing of the relationship as a whole.

A previousresearch studwrguesthat trust is important in business relationships to some
extent and that culture may also affect business relationships, but not significaklig.and
Mohanty (1994) consider cultute affect business objectives since it undergastical and

legal systems. These systems have significant effects on customer focus. Thus, we can state
that business relations between companies are influenced by cultural diffefdreceslturs

of countriescan affect their business relationshipscording to the literature reviewhe

Saudi culture determines the level of trust in business relationships with other countries.

5.4 Discus®n of Trust at the National Level

This section will evaluate the importance of trastthe national level for the business
relationshipsof Saudi companiesThe national level of trust can bé¢hought ofas a
strategically critical issue in any type of relationship becawghout trust a relationship is

not possible(Brashearet al, 2003 Leuthesser, 1997 This researchshowsthat trust at a
national level plays a vital role strengthening business relationships, particularly for Saudi
companies. However, further steps are required for the improvement of business
relationships. According to Wilsoand Jantraia (1995), the value stage of a business
relationship involves mutual goals, nogtrievable investments, adaptations, structural bonds
and commitment. Business relationships between companies are only possible with the
development of trust. Thus if Saudirabia is interested in building close business

relationships, according to the literature review, thik rgquire sufficient trust.
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Trust at the national leveéfers to trust betwer nations. Morgan and Hunt (199cognise

the contribution of trusto relationships. Trust plays an important role in the development of
business relationships between companies, as trust at the natiormbani$ationalevels

are strongly correlated. Trust is linked to thotieerdimensionsnamelybonding, reciproity

and empathy. These components further lead to cooperation, communication and bargaining
(MorganandHunt, 1994).

The importance of trust #te national level has long be@mphasisetty businesssbecause

it can help tobuild up relationship betwe@& companies. Nationdével trust is an essential
element ofhow businesses from different countriesmmunicateTrust in Saudi companies

at the national level affectwhether firms fromother countriesvant to do business with
them Increasd trust in Saudi Arabia as a whole help® achieve successful business
relationships between partigsthe short and long territhe governmenmneeds to implement
policies to encourage the launch of mutual business ventures between companies from
different nationsrespecinge a ¢ h o t h ©vedal Savdacbnupangeare judged to have
improvedtheir performance of lateRecently, more projects worth billions of dollars and
more business activitiehave been launchetthan ever before. Business relationships are
bemming stronger and more Saudi compariesvorking with foreign companies in various
sectors, including banks, schools and hospifefe development ofinternationalbusiness
relationshipsy Saudi companies is entirely based on trustraonde work needsto be done

at the national levekith foreign countries to improve the business activities and economy of
Saudi Arabia The Saudi Arabian government should offemore technology in
communication, no tax for work, easy accessl more job opportunitiesvhich could
encourage greater investmenthe country At the same time, Saudi companies need to take

more account ofulture andearnhow to deal with businessmé&om abroad

5.4.1The Evaluation of National-Level Trust in Saudi Arabia

At the nationd level, trustin Saudi companies can be achieved by enhancing levels of
communication, aghis will have asignificant positive effect on trust. Speed of response is
the most critical aspect klcommunication (MukherjeandNath, 2003)lIt is considered tht

quality of response is also a significant component of communication between customers and
retailers.The importance of trust at the national lefal the business relationshipsf Saudi

companiess huge According to Foraet al. (2003) investment ad adaptation are required to
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encourage relationship growth. It is quite clear frons tiesearch that there is a direct
relationship between the trust between nations and their business relationships with each
other as, according to Hallest al (1991); Mukherjee and Nati{2007), the building of trust

is a central element in the social exchange promedcommunication developmeifrt order

to develop good business relationshap the national leveimutual trust between companies

is important.

Anothe factor identified in this research in relation to the enhancement of business
relationships betweerSaudi companies washe improvement of working conditions.
According to Hakanssoet al. (2004) and Wilsomnd Charle$2000), adaptation takes place

whenone party in a business relationship modifies its processes or the item being exchanged

in order to accommodate the other party in the context of the national Aeldstionally,

Hallen et al (1991) state that adaptive behavioutan affects the life-span of business
relationship. Furthermore, Wilsoand Charles(2000) emphasisethe importance of

i nvest ment s, defining the structur al bond as
While Saudi companieare acknowledged to beloing quite well, further investmenis

required to improve business relationships and the government must put considerable effort

into this.

High levels of customer satisfaction are linked to higher levels of trust in business
relationships at national and organisatiotevel. Most of the responses supported the
importance of trust and stated that high levels of trust in Saudi companies are imjoortant
evaluate and develop customer relationsBipe respondent claimed that trade facilities must

be provided to businesen in order to improve and develop trasta national leveland thus

create better business relationships between companies. Trust, according to previous studies,
has many forms€Companiesn Saudi Arabia would be encouraged to expand their business if
provided with a better environmeriowever, Christopheet al. (1995) argue that business
relationships should be refined, not just with regards to the fatwren s umer s of a <co
products and services, but also with relgato a whole range of othert ak eh ol der 6s

could influence t he c¢ o misaustgniess mardeffdctivelyy t o r e a

During the researcht was interesting to note that the provision of security is not only

important for organisational trust but can also be héligh the improvement of trust at the
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national level. Johnson and Grayson (2005) argue that trust is a feeling of security in
a relationship. One respondémtthis researcstated thatrustcould be improvedhrough the
provision of proper security and safetyAnother respondentgreed stating that the
governmentneeded togrant companiesthe freedomto conducttheir business operations
smoothly. Additionally, Mayeret al (1995) describe business relationships as contractual
national trust based on written and oral agreemeiisperience is a factor that is often
considered to be more important than trdisfarridgeMarch, 2006),a s a customel
experience may affect their trust when it comes to purchasing products or services within
business relationship at organisational and national le&etording tosomerespondentin
guestions (7) and (8) Chapter 4 believes thast does not affect relationships in Saudi
Arabia at the national level. The researcher noted that one respondent slibswitbe to the
ideathattrust could be present at either the nationdgherorganisationdevel. However, for

most, tust is seen as being supported by governments at the nationallewak also
commented thagaome foreign companies may have peots doing business in Saudi Arabia.

As several studies have shown, the way in which individuals perceive their social
environment is directly related to their cultural background (Hand Chiu, 2002). It is
therefore expected that the valuewl astandarsl in a society may affect organisations and
customersat national level of the countryilliamson and Ouchi(1981) referred to good
business relationships as containing high levels of personal trust, which produces greater
support and greater adaptabiliban affect trust at organisational and national level of

relationship.

5.4.2 Indicators of Trust at the National Level in Saudi Companies

According to Garbarino and Johnson (1998)siness relationships are important for any
country Thus,Saudi Arabias working to establish successful and strong {targh business
relationships througlits companies. Saudi companies have close relationshifh each

other, which can beseen fronthe rate of trade in Saudi Arab&sdiscussed irthe literature
review. HenningThurau (2002) regards customer satisfaction and customer commitment as
elements by which the quality & relationship can be determine8ome respondents
believed trust to be an insignificant factor but nevertheless confirmed that the security of
relationships at the national level between companies was satisfactory in Saudi. Other
respondents demonstrated different levels of satisfaction towards business relationships in

Saudi Arabia at the national level and some certainly indicated that sisgh&sonships in
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Saudi Arabia were not very satisfactory in whole courtdgwever,a few respondentgelt

that the relationshg were satisfactory, although the government could still play

a fundamental role in further enhancing atreéngthening the relationskigAccording to one
respondent, trust at the national level means a relationship of integrity, communication
commitment and mutual benefits between countries or governmEmisSaudi Arabian
government needs to build higheréls of trust and communication in order to create strong
business relationshspwvith other counies so as to continue workingith themin the long

run.
5.5 Development and Improvement of the Subactors of Trust

In the above sectigntrust is seen asaving an essential role in the establishment of
relationships at the individual levéh number of factorareneededor the developnent of
personaltrust. Churchill (1979) suggesthe importance of commitment and integrity in
improving trust at the indidual level.Other factos which can improve trust at the individual
level are the presence of benevolent behaviour, the fulfilment of commitmentbeing
helpful. Sako (1992) an&irdeshmuktet al (2002) consider the three components of tiwist

be benevolence, credibility and integritilonesty is necessafgr theimprovement ofsocial
connections and interactions. Furthermore, Kumar (2005) asserts that reliability and
credibility stem from a partner 6sratétdioynteest y
reliabi | it yworddfthe&eepngof gromises @rsihe fulfil mentof obligations.
Politeness iamother factor which can develop a better level of trust ielationship athe
individual leve| according to thdindings of this esearch Coulterand Coulter(2003) too
foundthatfactors such as empathy and politeness laayeater an impact on trust when the
partiesare uriamiliar with each otherTrust canalsobe established by listening attentively to
others.

Anderson and Nas (1990) consider communication to be both an antecedent and an
outcomeof trust for the reason that communication and trust building are iterative processes.
Communication waslsoaccorded much importance by the respondiantsis research, with
regads the development of trust at the individual level, whether between colleagues or
managers and their subordinates. Beneficial communicationheresult of a satisfactory
level of trust. Communication plays a positive role in the development ofarbstth the

individual andthe organisationdkevel. Speed of response is critical in the development of
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trust (MukherjeeandNath, 2003). This is supported by one respondent who claims that trust
is positively influenced by good communicatiat both levds and can lead to the

development of a good relationship.

Commitment and abiding by rules and principles can help in the development of a good
relationship Moormanet al (1992) defines commitment as an enduring desire to maintain a

valued business rdalanship.

Cooperation is thought to be a useful factor and is seen as being essential for the development

of trust and thus for a good relationship at the individual level. By helpingockers and

assisting themwith their own goals, the developmentaf good r el ationship
colleagues is possibleCooperation has been defined a&smilar or complementary
coordinated actions taken by firms in interdependent business relationships to achieve mutual
outcomes or singular outcomes with expected recgtion over timgAndersonandNarus,

1990). Cooperation makes it possible to establish work teams that consist of experts in
different functional fields and adaptable structures that encourage decentralised decision
making (Bstieler, 2006).

Trust at he individual level can be improved by maintaining friendly relationshipthe

social life of people. Bonger trust will exist when parties share a set of values, principles and
standards. Personal social bonds develop through subjective social imefgctmmalaneni

and Wilson (1991) propose that friendly relationships, where individuals work together with
cooperation and with mutual goals are recognised as being good relationships. The
respondents assert that trust is significantly affected by thavimir of individuals at the
individual level For example, a good relationship can be established by maintaining polite

behaviour with ceworkers.

At the organisationalevel, individuals interact in order to achieve organisational goals and

the develpment of trust is possible if the individuals work together for the achievement of
mutual goals. CannaendWilliam (1999) supports this theory, stating that the characteristics

of personality which are conducive to trust include friendship between patetingness

to make sacrifices for the other and a desire to achieve mutual Goglsermore, Dumond

(1995) assestt hat cul ture affects individual sdé beha
ot her . Respect and ac k n dswareeimpgrtarg fattors affectimga ¢ h 0

trust at the individual level. Accordirtg Brasheaet al, (2003), thebasic element of trust is
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the perception of respect, which is directly related to effective. ffbgt meansthatwhat is

important is not necessigrthe amount of interaction but the quality of relations.

5.6 Discussion of Trust at thelndividual Level within Organisations in Saudi Arabia

In this sectionlevels of individual trustn companies in Saudi Arabiaill be investigated.

Also, the facors that might affect trushg relationships at the personal level are discussed.
Mut ual cooperation, acknowl edgment o f each
sharing, politeness and flexibility are factdhst can enhance individual trust cithis was

backed up byhe literature review (Dwyest al, 1987; Gronroos, 2002).

Saudi companies following basic business valghsuld be ableto develop business
relationships with foreign companies. These are customs and social duties whiclcanfluen
Saudi Arabian business and affect the ways in which Arabs often handle business dealings
(Gorrill, 2004a).Dealingfairly with people cooperation, mutual respect and the sharing of
expertise are recommended as ways for Saudi companies to estabkshtrbstt at the

individual levelto improve the level of business relationsiyleset al, 2008).

The relationships between Saudi companies can be further improved by implementing
elements which can create strong, kegn business relationshipsrubt at the individual

level between employees of Saudi companies can be strengthened through friendly and
sincere behaviour. Han and Wilson (1993) consider sharibgsiness and sincere behaviour

to be similar investments which enhance trust levelsfi@emce is an important outcome of

trust; Zaltman and Moorman (1998) suggest that trust requires a willingness to rely on an
exchange partner in whom one has confidence. Saudi companies are advised to include
persons of different nationalities in thenaragement hierargls in order to improve trust
between colleagues. Furthermore, communication can improve relationships between Saudi
employees at the individual level. This will help build trust between parties, which is also
supported byFritz and Fische(2007)who suggest that personal trust is very much affected

by communication.
Individual trust entails social connections and interactions with different types of people. The

individual level of trustmvolves trustin the working environmerdnd congleration between

partners. Trust occurs when people deal correctly eattvorkersand express their feelings
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with honesty and respect. Working independently demonstrates trustworthiness, as does
showing other people or companies that you have the caépabil communicate.
Furthermore, trust can help individuals to manage their time, experamtekills, and

contributes towardsgood communicationdeople will find it difficult to work together in

companies if they cannot trust each otlenthermorethere are positive relationship in the
companies which can ensure good communications and empathy derived from individual

trust within the business relationshif a u d i companies need to uni
cultures and be motivated in their businesgeaives, with communication, commitment and

honesty as factors which can enhance individual beisteen people.

In this sectionissues concerning trust at the personal level will be investigated. Qualities of
individual trust as a basis for affectisist are important in creating an emotional bond,
which builds up, strengthens and reinforces economic and structural bonds (Svensson, 2004).
Individual trustis defined, accordingp Churchill (1979),as the perception at the personal
level of commitmentintegrity, credibility and cooperation; this is something which greatly
affects relationships among people working in the same place. Trust at the individual level is
relatedto social connections and interactions with different types of people liviagsimilar
environment.A trusting personality, according to sonoé the responsesn this study
highlights the capabilities and skills of people. In addition, Walter and Shyan (1999) believe
that it is necessary to consider cultural differences, as trespartly responsible for the
marketing environment in any mark€&umond (1995) supports the theory that culture has a
significant effect, as it can affect the orientation of managers towards customer focus and
satisfaction; thus, trust develops whenltume is taken into consideration and as a
consequencethe actions of the other party are perceived as being honest. Trust at the

personal level is crucial to the way in which managgeal with employees.

Individual trust can be se@shauvng an efiect on every environment, whether organisational

or of the market, and consequently is crucial in developing good relationships. In order to
establish individual trust, one respondent stdt@t partners in an exchange nraged to

consider the backgrouraf their suppliers or customerBhis isan important factor since the
existence of common social and cultural norms can make a satisfactory exchange easier to
achieve (Aliand Birley, 1998). All the responses showed the importance of trust at an
individud l evel and, similarly, good communicat.

an indicator of a satisfactory level of trust.

129



5.7 Chapter Summary

The majority ofthe responses obtainad this researchndicate thathe individual level of

trust is kased on equal and fair treatment in Saudi Arabian compahiast factors of
business relationship in Saudi companies can enhanced and develop the level of individual,
organisational and national in the context of Saudi Arali. literature supports theew

that fair treatment creates trust the organisationaland individual levels Brooks, 2008).
Moreover, Watson and Papamar¢@902) suggest that culture can affect the relatiosship
between managers and their assistants. Trust atrgiamisationalevel is how organisations

can achieve their goathrough goodelationshi. Corporate governance is fundamental to
the efficient and successful lotgrm operatios of any organisation andndeed, of any
society or economyThe developmentof trust in Saudi companies involves building
relationshig and working togetherso asto have good experiences with each ather
Companies have different aims and objectivEserefore when they collaborajerust is
requiredin order forthemto be successfuMoreover, Saudi companies benefit from their
government and from the people working with them to increase the profitable of the
companies and develop trust factors in business relatiornBhg.nextchapterwill draw

conclusios and recommendatigrand summares the previoushapters.
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Chapter Six
Conclusion and Recommendations

6.0 Introduction

In this chapterthe author will firstly summarise the outcomes of the research study, which
was conducted to investigate how individual trust constituteBagegic factor in business
relationships. The author will then make recommendations to assist Saudi companies.

6.1 Conclusion

The researcher concluded from the literature review that trust detsrimime business
relationships will develop and play tactical role in actual organisational outcomes. In this
study, it has been highlighted that Saudi Arabiaompaniedack experience, skills and
knowledge inbusinesgelationshipsand therefore development is needed to encourage the

implementation of ppropriate relationships.

In order to lild effectivetrust loyalty andcooperation are required at every levahd all

empl oyees must be aware of their business o
opportunities. There must be sufficiemanagement skills in the organisation to analyse

what is neededo build trust and to ensure dh business activitiesare carried out

appropriatelyandoffer value.

This research investigag how trust affe business relationships in Saudi Arabian
companies will be irrelevant without an understanding on the parttlod executive
management of the value of individual trust toirtherganisatios or businesss The
executive management should be willing to invest in Hggality managerial stafto trus
them,andto require of them that they develop their abilities and personal knowledge of the
business. Senior management commitment is necessary to promote trust between employees
and management regarding the involvement of employees in demsiking the
development of business relationshipad their own selflevelopmentFor example, if a
business management has an experiencing for economic problems; it may mean that they are

unable to contribute to the losigrm development of their business.
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Perhaps the most significant barrier from the perspectiveth& government is an
unwillingness to commit to a strategy of promoting high skill levels nationwide. In this
century, with all of the available technological innovations, governments may beeattt@act
the idea of promoting natiordvel trust as a means to fasack the business development
of ther counties This research study h#&sghlighted that Saudi companiésck skills in
businesselationshipdevelopmentncluding the building ofrust There is arabsence of any
legal requirement for honesty and trust between partners and compatinescontext of
Saudi Arabia

In addition, the social dimension of relationships between workers affextslationships
among managers in Saudi orgaations and these personal considerations have contributed to
inappropriate selection of companies with which to begin business relationships.
Furthermore, the perception of women and their role in society has created barriers to their

development withifbusiness.

The ains and objectives of 1B study were to collect both primary and secondary data by
conducting a review of the literature and undertaking a piece of empirical work in Saudi
Arabia to collect information about how trust factors can influencgness relationships in
Saudi companies through understanding managerial and employee attifadet-face
semistructured interviews were conductedth 25 employees of Saudi compani&his
study was carried out using a research strategy basduk amtérpretivist paradigm using an
inductive approach. First, an intensive literature review was conducted in order to understand
the various issues relating to trust and to develop the concejBusiness Relationship

De v el o parkercanceptual candt for this research. Secondly, an empirical study was
undertaken in Saudi Arabia in order to collect information regarding managerial and
employee attitudes in Saudi companiEse data collected eveof a high qualityandopen

ended interview questiongere used in the context of Saudi companies

The intervievees were senior manageysmanagersand staff membersfrom 25 different
companies This providedan indepth understanding of the three levels of trust (national,
organisational and individualyith the main focus othe individual level. To obtain tdepth
information and collect the necessary data, the researcher amad#ort to make the
interviewes feel secure and protectdzkfore conducting each intervieWy explaining the
importance and th purpose of the researcto as to emphasiseh e r esearcher 6s
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and enhance the reliability of the study. The validity of the content of the interview questions
was assuredhroughtwo pilot studies, carried out by the researcher and the sapervi

A qualitative approaclwvas used so a® understand the data depth. The researcher used
primary andsecondary data of the literatute increasethe validity of the results. The
interviews were conducted with all levels of employeegrovide in-depth informatiorand

verify the data collected.

The goal of this study was to investigate the individual trust factors that infliBuseness
Relationship Developmemtin Saudi companies. Trust is crucial for cooperation and
collaboration ininterpersonal and intergroup relationships in organisations. Performance
benefits associated with high levels of trust have been documented in traditiortal fiaoe

work groups. Trust is not only vital among team members but also across different
hieracchical levels ofan organisation. Trust improgerelationships between companies,

makingcooperatn more likely.

6.2 Findings Related to the Research @@stions

This section briefly answers the research questions, which are considered them in earlier
chapters:

1. How does trust impact on the business relationship process from a Saudi Arabian
perspective?
Various factors were identified during the research study and these included different

perspectives oBRD in the context of Saudi companies.

U A few people did not agree that trust is a key element in business relationships.
However, most of participants did believe that trust is needed in order to do business;
without trust, relationships could be damaged or risky in the short or the long run.
Also, theliterature states that weak trust in the government may affect the policies of

companies (BraithwaitandLevi, 1998).
U The impact ofbusiness relationship process, it is essential that businesses provide

commitment, highguality services and satisfactiathus, trust can be proven by the

credibility built within a given market scenario (Brooks, 2008).
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2. How can trust be developed in business relationships for the mutual benefit of Saudi

companies?

Trust factors are emerging from the field study in bussrelationship fomutual benefit and

the sharing of expertise some techniques identified in the field study as helpful for improving
trust include the government helping Saudi companies to work together and improving trust
factors (national, organisatiahand individual) in business relationships in the context of
Saudi. Sharing and sincere behaviour in business are considered to be invesineénts
demonstrate a significant facttbrat enhance trust levels and develop relationships (Styles

al., 2008;Wilson andCharles 2000;HanandWilson, 1993).

3. Why should trust be taken into account by Saudi Arabian companies when embarking

on business activities?

Trust is one of the most important factors in business relationships according to the existing
literature (Morganand Hunt, 1994). The overall results of this research study showed the
reasons, Owhyodé trust is important in Saudi
activities. Factors of trust can lead to be the top level of businessmskafidn the company

and sharing the information with the benefits of the relation and the enhancement of
collaboration, which is in line with the literature (Frazegral, 2009;PimentelClaro and
Oliveira-Claro, 2010). The researcher collected datenf@ Saudi companies, where every
person has different view to answer the interview questions with each respondent have
different knowledge, experience and skills based on their cultural and political backgrounds

and these experiences could influence pabfe relationship in the context of Saudi Arabia.

6.3 Contribution to Knowledge

This research seeks to bridge the existing gap in the literature and develop a better
understanding of how to develop successful business relationships Satiidi compaies.

There is the potential to discover unique types of behaviour that could influence profitable
business relationships. This study has made significant contributions to the body of
knowledge on trust factors affectif@usiness Relationship Developmeirt Saudi Arabia
companies. There is a dearth of literature on trust factors with regards to implentieeing

in business relationshspand of those studies that do exist, the majority faoushe private

sector,with only a few addressing the issue lmisinessrelationshipswithin the specific
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context of Saudi companieslhere is a shortage of empirical studies on business
relationships which this study helps to addresSoltaniand Lai (200 recommendthat
empirical research ofiBusiness RelationghiDevelopmerd i s im @rded ® djather
critical information regarding the pursuit of continuous improveroéttie value of business
activities by modifyingthe value systento contexispecific organisational requirements.
However, the lack of empirad studies outsidef developed economies is a problem given

the growing awareness of the importance of business development around the world. This
study will provide benefits to academics and practitiomregarding thedevelopnent of
business relationghiin developing economiesyhere there is a shortage of data relating to

the effect of individual trust. The systematic approach adopted in this study could also be

enhanced and applied to different cultural contexts.

On the other hand, Wallace and Wilkon (2004) identified a gap in the knowledge and
understanding of the implementation BRD practices in various regions of the world,
including Africa, the MiddleEast and South America. There is a lack of empirical studies
relating to business relatiamps outside developed economidiggaragaret al., 2001).
This study contributeto knowledge in the field of business relationships. In particthés,
research study makan original contribution to knowledge by providing insights relating to
trust factors that affect business relationships in Saudi companies. The reséaokbdrat
whether nationalevel trust, organisationdkvel trust and individualevel trust are critical
factors affectingousinesgelationships in the lonterm. The researctwasconducted using
multiple-interview approach, which has provided ardepth understanding ofithresearch

As far as the researcher is aware, this is the first study using this approach and thusgrovides
richer appreciation of the three levels tofist (Individual, National and Organisational)
factors affectindpusiness relationship tBaudi companie®s little empiricd literature exists

in the context of Saudi Arabia,this research makes a contribution to the literature on
business relationshspn developing counties, namely théentification ofinfluencing fadors
within the Saudicontext.
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6.4 Limitations

During this research, efforts were made to ensure thatduglity data were collected so as
to answer the research questions actdewve the research aim and objectives. Most research
studies are limited by the constraints placed upon the researcher (Yin, 2003), and this study is

no exception. In this research work, these limitations included the following:

U This research was restied to just 25 Saudi companies, limiting the generalisation of
the findings to the selected cas&se researcher could not conduct more than 25
interviews, because, first of allhe answers started to be repeated (replication) after
18 interviews, impling data saturation, and secondllge visa obtained from the
Saudi Arabia embassy wasnly valid for one month, with @ingle entrance.This
limitation was minimised by ensuring that the interviewees varied in terms of their

experience and age.

U There vas a lack of literature on how trust (at the national, organisational and
individual levels) influences BRD within the Saudi context.

U The research could be influenced by the personal views of the scholar (Miles and
Huberman, 1994; Yin 2003), so any pditahshortcomings in this study may be
associated with these views (Eastefiyith et al, 20@B). However, this limitation
was identified in advance and considered during data collection and analysis by the
researcher, who used a multipheerview approaa as explained in Chapter 3.

U During interviews, a researcher may give out indirect signals/clues that guide the
respondents to give the answers he/she expects (Miles and Huberman, 1994). This
was avoided as much as possible by the researcher keepiraif mengral and giving
the interviewees the confidence to answer the questions truthfully (Sawtdars
2007).

U While interviewing respondents, researchers may find it difficult to determine
whether or not they are being truthful. Respondents maycamsciously conceal
information, but may have imperfect recall. This could be one of the limitations of
this research as the interviewees were asked questions about experiences that had

occurred. This, however, is a problem with all interviews.
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6.5 Impli cations

The implications of this research study are important and substantial for BRD, practitioners,
developers, vendors, businesses and academics with an interest in studying or building
successful business relations in Saudi Arabia. There is a shofteggearch in trust factors

and BRD in the context of Saudi companies. Thus, this research can be used as a potential
base for further researchhe findings of this research study are related specifically to Saudi
companies. Thereforethis research carprovide recommendations to Saudi Arabian

companies and foreign companies wanting to build sustainable relationships with them.

Furthermore, Saudi Arabian companies have little experience of BRD, because this
phenomenon has occurred relatively few timesmd) collected data, the decision makers in

firms considering this study as a reference, which could enhance their decisions. The decision
makers can now gain some idea of the circumstances of how trust factors affect business
relationship in Saudi compas, since the study explains the benefits and disadvantages of

the level of trustlf the decision is used legitimately, it would solve many problems that
Saudi compani es has. This decision would he
position wauld make the firm more competitive, decrease borrowing costs, increase trust, and

help it enter new markets and businesses in Saudi.

There are certain trust factors that may impagatively onthe exchange of knowledge,
though, for example miscommunitm, loss of information and assumptions about available
expertise Companies operating in Saudi can adopt some suggestions which might help them

in going business relationship. Decision makers in firms can improve their position when:

1 Separating managemt from ownershipvho could not leadrery well and hiring
professional personnel to lead the company

T Reshaping the companyés organisational st
Di sclosing more information about the conm
Enrolling in training programmesfor employeesto increase their knowledge and
skills of any issues can delay the management system in the campany
Allowing nontSaudi investors to participate freely in the country
Easing the regulations for firms and persons willing to loasprs

It should allow foreign companies to join with Saudi companies.

137



Finally, the study provides important information about how trust factor can influence Saudi
companies that are more likely to be succesSfulst factors can strengthen data sharing
between partners, which can positively impacteam performance and job satisfactidhe
government could now focus on these kinds of firms and adopt regulations which would

encourage them to be more equity.

6.6 Recommendations for Further Research

This study has prompied many interesting areas that could be explored in further research;

with the current changing business relationship process in Saudi Arabian compaities
research represents a beginning rather than an end to an oppatunity of exploring further

trust levels factors in BRDOn Saudi companies This research has not been entirely
conclusive and further study is recommended. Studies need to be conducted into several
types of Saudi companies in order to extend this research and theheliy meprove the
relationshipsin Saudi companies. The author recommends that additional research be
conducted to identify variables that could affect the results of this study, such as new foreign
companies entering the Saudi market to invest andwdlb business. Differences in
organisational culture between companies, and different management styles within business
development might have a detrimental effect on the Saudi culture and society as a whole.
The researcher feels that there area number ofrecmmendationsshoud be developed

further research in th&uture:

1 The reseacher recommends a further study on how trust factors can affect the BR
and enhance trust at national, organisational, and individualevels within Saudi
companiesamongst the various people and regions with the view toexplore the BRD in
countries.

1 Spedfic research should aso investigate and understand more about the impaa of
informal organisaions that inflence trust levels factors in the context of Saudi and
developing countes

1 Create a suitable framework with good methods and techniques to ovassu®sto
trust factors (national, organisational and individual); this could affect the structure of
Saudi companies.

1 Undertake further research to investigate how indididusst factors affect BRD to
assist and support organisational practices in Saudi Arabia.

1 Thelevelsof trust factors identified by this research could be used by other researchers
who are interested in investigating and implatmg how trust factorswvolve in BRD.
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Appendix (1)

Mr. Almetni Ben Mansur Dr. Jonathan Swift
PhD Student ID @00042686 PhD Supervisor
School of Business

The Cover Letter of Semistructured Interview

University of

Salford

MANCHESTER
Dear Sir/Madam

This semistructure interview has been designed to find out the opinions and attitudes that the
seniors, manager, and staff members have an experience to what is going about their work.
Specifically, interviews questions deals with trust in businessaesdtip and discover how it
works, and where the important factors can satisfy the relationship into Saudi companies. It
will not take you more than 45 minutes to answer the questions. There is no need to write
your name or address. The researcher enthaeshe information you provide will be treated

confidentially and only used for the research proposes.

You have been chosen to test interview questions and your response is very important to
response the form of interview questions. The reseawitidoe grateful to hear the answer
or the feedback from you and also the comments and the suggestions from the interviewee

will provide the researcher to carry on finding and analysis the data of my research.

Yours Faithfully

University of Salford
United Kingdom
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uUniversity of

salford

MANCHESTER

SemiStructure Interviews Questions

There are some questions to be used for the-segoature interviews with senior managers,
managers and staff members at Saudi Amlgompanies in Riyadh and Jeddah. Please read
through the questions carefully and the interview itself should take up no more than 45

minutes of your valuable time.

1.0 Demographics Data;
Name cEééeéeéeéecécécéeceé.
Current Job Titleéééeeéeeéeéeé.

Male Female

Sex

//////

Age éeeéee

,,,,,,,,,,,

Hi ghest Qualification eéééeééeecéce.

2.0General questions about Trust;

1. What does trust mean to you?

2. How can you tell whether you can trust somebody or not?

3. How does trust affect your business relationshiph other companies?

4. Do you think trust is a necessary fadtoidoing business with Saudi Arabian companies?
Why/why not?

5. Do you know any foreign companies thaavk found it difficult to formbusiness

relationshipg with Saudi Arabian companies? How/Why?

3.0Trust at the National Level;

6. What does trust mean at the national level?
7. Does trust at national levdifect the busines®f Saudicompanies?
8. In your opinion howcould trust be developed for the benefit of good business

relationship atthe nationallevel andfor Saudi Arabian companies?
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9. How do you evaluate current business activities in Saudi Arabian compantbe at
national level?

10. In your opinion what stepsare required at the n#onal level to develop business
relationships irbaudi Arabian comgmies?

4.0 Trust at the Organisational Level,

1. What is trust at therganisationalevel?

2. What do you consideto be important aspects afeveloping trust in Saudi Arabian
companies?

3. Do you think that the Saudi Arabian cultumay affect business relationgisiwith foreign

companies at therganisational level, and should this be taken into account when firms start

doing business?

4. In your opinion, to what extent can trust at the organisational &ffeat the objectives of

Saudi Arabian companies? Why?

5.0Tru st at thelndividual Level

1. What is individual trust?

2. How does trust affediusiness relationship #te individual level?

3. What steps caryou take to improvetrust at the individuallevel between you and your

colleagues at work?

4. In your opinion, what aréhe factorghatcan enhancendividual trust inSaudi Arabian
companiesespecially between thoserking with each other? Why?

5. What recommendations would you give to Saudi Arabian companies seeking to develop

business relationshsp
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