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Abstract 
There has undoubtedly been rapid economic growth in China over the last few decades and 

the importance of the Chinese market for the aviation industry has greatly increased as China 

opens up its skies to the West. One of the key challenges for any foreign executive 

conducting business in China is to understand how cultural differences can impact on 

business deals. Therefore this study addressed the interesting question of how Chinese culture 

and in particular the traditional concept of guanxi can impact Irish executives in the aviation 

industry when conducting business in China. This was investigated through the experiences 

and perceptions of how Irish executives in the aviation industry establish business relations in 

China. This research is important because guanxi has often been associated with the success 

factor of business practices in China. 

Through a pluralistic research approach using both semi-structured interviews and a survey 

questionnaire, this research found that Irish executives perceive the use and benefits of 

guanxi to be extremely important for business success in China. The research examines the 

differing perceptions of the nature of guanxi while highlighting the main benefits and also the 

perceived disadvantages of guanxi. It demonstrates that the relevance of guanxi is increasing 

in modern day China, while at the same time the traditional disadvantages of guanxi such as, 

it being expensive or perceived as corruption have significantly reduced. 

  



7 
 

1 Introduction 

The 21st Century marketplace stretches around the globe and it is estimated that by 2040 

China will have the largest economy in the world (Meraz, 2011). As the Chinese economy 

experiences huge growth, so does the requirement for aviation and aviation services in China. 

The country’s aviation sector has made enormous strides with 296 million passengers and 11 

million metric tons of freight travelled to, within and from China in 2010 (International Air 

Transport Association, 2012). Air transport, including its role in tourism, contributes around 

1% of Chinese GDP. Furthermore, 4.8 million Chinese jobs depend on the aviation value 

chain, with workers in the industry unusually productive; the €38,250 (CNY327,000) 

generated by the average air transport services employee is 6.4 times higher than the overall 

average (International Air Transport Association, 2012). 

Growth in the Chinese aviation market has been so strong that it has tripled in size over the 

past 10 years and over the next 20 years Chinese airlines will need nearly 6,000 new 

airplanes, valued at €565bn, accounting for more than 40% of forecast deliveries to the Asia 

Pacific region (IDA, 2014). It is for this reason among many that the Industrial Development 

Authority (IDA) has made aircraft leasing one of its investment priorities in China. 

Ireland is positioned as the world’s pre-eminent centre for air finance, where it accounts for 

over 50% of the global market. With demand for aircraft leasing rising (it now accounts for 

40% of aircraft deliveries), the prospects for the 30-plus leasing companies centred here are 

positive (Gill, 2014).  Ireland’s dominance as the global hub for the aviation industry coupled 

with the staggering growth of aviation in China has resulted in an increased necessity and 

frequency of Irish companies and Irish people to deal with Chinese companies and Chinese 

people within the aviation industry. According to Sheer and Chen (2003), a lack of general 

knowledge of different cultures and cultural competency remains a hindrance to international 

business and Yu-Te, Shean-Yu and Yu-Yi (2011) suggest that despite the enthusiasm for 

increased global interaction and economic exchange, many people have found that their lack 

of understanding of cultural differences has hindered their ability to efficiently conduct 

business. 

China may be perceived as being a relatively new market for Irish companies and frames of 

reference in terms of actually doing business in China are consequently limited. To date there 

have been no studies that assess Irish attitudes to Chinese culture and examine the impact that 

these have on business transactions for Irish companies that conduct business with China.  
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Given that culture is something that many academics feel cannot be learnt, rather only 

experienced, the researcher feels that it would be helpful to examine the implications of 

Chinese culture based on those who have experienced it. By doing this it is possible to gain 

some insight into the relevant details and particular issues at hand. 

To explore the complexities surrounding the influence of Chinese culture, it is the intention 

of this research to focus specifically on ‘guanxi’, which is the interpersonal relationships and 

connections between business people. The objective of this research is to explore how Irish 

Executives in the aviation and aerospace industry experience, practice and perceive guanxi in 

their business dealings with China. 

As an increasing number of Irish aviation companies are seeking to conduct business in 

China, it is necessary to understand the concept of guanxi, as it ultimately affects the success 

of a company, as the practice of guanxi has often been linked to the success of a business in 

China (Lee and Ellis, 2000; Park and Luo, 2001; Su and Littlefield, 2001) 

Whilst there is extensive literature on how to do business in China (Sheer & Chen, 2003; 

Meraz, 2011; Volmer, 2013) as well as Chinese business etiquette, there is little consensus 

about whether traditional cultural dynamics such as guanxi still prevail whilst conducting 

business in modern day China. In addressing this question this research specifically focuses 

upon the experiences and perceptions of Irish executives in the aviation industry doing 

business in China and explores how they have built relationships and formed business 

networks in China. 

The researcher is employed in an international sales capacity in the aviation and aerospace 

industry in Ireland by a subsidiary of Boeing, the world’s largest aerospace and defence 

contractor. The researchers business is to provide hosted software solutions to aircraft lessors, 

airlines and Maintenance and Repair Organisations (MROs) that facilitate the management of 

high value aircraft assets.  The researcher plans to enter the Chinese market over the next 12 

months and has already begun prospecting Chinese lessors and airlines. Through researching 

the past experiences and perceptions of Irish executives who have conducted business in 

China, the researcher intends to facilitate an understanding of how Chinese culture and in 

particular the practice of guanxi will impact on these dealings. 
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1.1 Research Question 

What is the relevance and importance of guanxi when conducting international business, with 

specific reference to Irish companies doing business in China in the aviation industry? 

 

1.2 Research Objectives 

1. Conduct an analysis of Chinese national culture through the use of the 5 dimensions 

of culture framework (Hofstede, 1980) and the business culture framework for guanxi 

(Fock and Woo, 1998). 

2. Examine the impact that guanxi has in Irish-Chinese business dealings.  

3. Explore the overall implications of guanxi when Irish executives conduct business in 

China. 

4. Analyse the experiences and perceptions of guanxi among Irish executives. 

5. Compare the perceptions of guanxi between Irish aviation executives and the Fock 

and Woo (1998) research of Hong Kong executives. 
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2 Literature Review 

2.1 What is Culture 

With regard to culture, there is an inherent difficulty in that it is not possible to apply a 

distinct definition to culture itself. The various academics who have studied and wrote on the 

subject have applied interpretations that differ on various levels. This fact is cemented when 

we consider that Krober and Kluckholn (as cited in Craig & Douglas, 2006) have identified 

over 160 different definitions for culture. Bradley (2005, p. 77) comments that, “culture is so 

pervasive yet complex that it is difficult to define: each scholar seems to have a separate 

definition”. 

Craig & Douglas (2006, p. 323) posit that “culture is a pervasive influence which underlies 

all facets of social behaviour and interaction and it is evident in the values and norms that 

govern society”. Chang (2003, p. 567), while agreeing that culture is displayed in the values 

and norms of society, largely expands on Craig & Douglas (2006, p. 323) definition by 

defining culture as “the unique characteristic of a social group; the values and norms shared 

by its members set it apart from other social groups. And culture is concerned with economic, 

political, social structure, religion, education, and language”. According to anthropological 

concept, culture relates to a shared system of beliefs, attitudes, possessions, attributes 

customs and values that define group behaviour (Chang, 2003).  

Futurologist Herman Kahn saw himself as a “culturist”: Like Hofstede and Bond (1988), he 

held the belief that specific actions have specific cultural traits that are “rather sticky and 

difficult to change in any basic fashion, although they can often be modified”. Hofstede 

(1984, 1988, 1991 and 2010) likes to define culture as “the collective programming of the 

mind that distinguishes the members of one category of people from those of another”. This 

stresses that culture is: (i) a collective, not an individual attribute; (ii) not directly visible but 

manifested in behaviours; and (iii) common to some, but not all people. 

There is also a stark contrast in the research methods used in the study of culture between 

anthropologists such as Geertz (1993) and Kluckhohn (1951), as they often engaged in a very 

detailed meaningful description of human lives, by using qualitative research methods. This 

is in contrast to some of the studies conducted by Hofstede (1984, 1988, 1991) and Hall 

(1960, 1976), who mainly focused on dimensions of values and beliefs by using quantitative 

measures. 
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2.2 National Culture and Major Cultural Frameworks 

Torres (2010) details the relevant cultural frameworks that must be understood when 

conducting business with the Chinese as: Hofstede’s power distance, uncertainty avoidance, 

individualism and collectivism cultures, Hall’s low and high context cultures and Confucius 

values such as guanxi. This chapter will evaluate and contrast the literature on these cultural 

frameworks in relation to both Chinese and Irish culture. 

With the goal of helping individuals distinguish the various cultural differences of countries, 

Hofstede (1980) introduced his seminal theory of four cultural dimensions based on his study 

of work related values of IBM employees. The study was based on over 116,000 

questionnaires in 20 different languages from 72 countries (Hofstede, 2010).  

This theory identifies four major cultural dimensions on which various countries / cultures 

differed. As the cultures of Ireland and China are so far apart when using Hofstede’s indices, 

it is very interesting and relevant for this research to compare and contrast them:  

1. Power distance which looks at the qualities of power and wealth within a society.  

China is a high power distance culture, where the dependence is high of subordinates on 

bosses and superiors and subordinates are not equal. There is a centralization of power and 

salary can show wide gaps between top and bottom. Also privileges and status symbols are 

accepted and subordinates expect to be told what to do (Hofstede, 1991). 

Ireland is a low power distance culture, where subordinates can easily move toward and 

disagree with their bosses. Decentralization is popular and the salary range is narrow. 

Democratic bosses are seen as ideal and there is not much perceived hierarchy in 

organizations (Hofstede, 1991).  Hofstede & Bond (1988, p. 10) define power distance as 

“the extent to which the less powerful members of institutions and organizations within a 

country expect and accept that power is distributed unequally”.  

2. Individualism versus collectivism describes the relationships between individuals and 

other people around them.  

China is a collectivist culture, where identity is based on the social network to which one 

belongs and employer-employee relationships are intense like family. Management of groups 

is appreciated and relationship is more important than tasks. Harmony should always be 
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maintained and direct confrontation avoided (Hofstede, 1991). This is in line with the 

Chinese concept of giving and receiving mianzi or face. 

Ireland is an individualist culture, identity is based on the individual and relations between 

employer and employee are based on a contract. Management of individuals is accepted and 

tasks are more important than relationships. Speaking one’s mind is a characteristic of an 

honest person (Hofstede, 1991). 

3. Masculinity versus femininity describes the prevailing norms in society. 

Both China and Ireland score high on the masculinity index which indicates that the cultures 

in both countries are highly success orientated and driven. In China this need to ensure 

success can be exemplified by the fact that many Chinese will sacrifice leisure and family 

time to work whereas the Irish are proud of their successes and achievements in life, and it 

offers a basis for hiring and promotion decisions in the workplace. Conflicts are resolved at 

the individual level and the goal is to win (Hofstede, 1991). 

4. Uncertainty avoidance is an index that taps a feeling of discomfort in unstructured or 

unusual circumstances, while its inverse shows tolerance of new or ambiguous circumstances 

(Franke, Hofstede & Bond, 1991). Both China and Ireland score low in uncertainty 

avoidance. In China truth may be relative, though in the immediate social circles there is 

concern for it and rules (but not necessarily laws) abound.  None the less, adherence to laws 

and rules may be flexible to suit the actual situation and pragmatism is a fact of life. The 

Chinese are comfortable with ambiguity; the Chinese language is full of ambiguous meanings 

that can be difficult for Western people to follow.  

In Ireland ideas are important, being imaginative is appreciated. Irish businesses embrace 

creativity and are always looking for new ways to approach problems. Making a point with 

practical facts is more appreciated than the use of too much technical language (Hofstede, 

1991). 

Hofstede subsequently added a fifth cultural dimension, which he called “Confucian 

Dynamism” (also referred to in the literature as long-term versus short-term orientation).  

5. Confucian dynamism was added as a result of a second cross-cultural value measurement 

project called Chinese Values Survey (CVS), which was undertaken to identify values more 
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typical of Asian cultures and comprised of unique items associated with the thinking and 

philosophy of Confucius (Manrai & Manrai, 2010, p.73). 

The Confucian values included in this dimension were both future or long-term oriented as 

well as present and past or short-term oriented. Therefore, this fifth dimension is also referred 

to in the literature as long-term versus short-term orientation. Hofstede and Bond (1988) 

explain that for countries scoring high on this dimension such as China, long term values 

such as persistence and thrift are important along with ordering relationships by status and 

having a sense of shame. For countries such as Ireland who score low, short term values such 

as protecting face, respect for tradition, reciprocation of greetings and the giving of favours 

and gifts are of higher importance.  

Figure 2-1: Hofstede’s Indices for Ireland & China 

 

Source: http://geert-hofstede.com/national-culture.html  

 

Table 2-1: Hofstede’s Indices for Ireland & China 

  Power 

Distance 

Individualism Masculinity Uncertainty 

Avoidance 

Long-Term 

Orientation 

China 80 20 66 40 118 

Ireland 28 70 68 35 N/A 

Source: http://geert-hofstede.com/national-culture.html  
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While Hofstede’s work is seen as a key to understanding culture it is not without its’ critics. 

Hofstede himself points out that his sample was predominantly middle-class and therefore 

may not be representative of all employees in the countries concerned (Hofstede, 1984). 

Black (1994), when discussing Hofstede’s work, further points out that we would expect 

cultural differences among countries to be greater outside the corporation then they would be 

inside it and also that Hofstede’s data may be somewhat outdated as it was collected between 

1967 and 1973. This is backed up further by Bulow and Kumar (2011) who identified several 

limitations, including the criticism that it is incorrect to generalize a nation with one single 

culture, as often a country will be compromised of several regions and ethnic groups within 

one country. Based upon Bulow and Kumar’s perspective it could be argued that there is no 

such culture as ‘the Chinese culture’, instead it is a composite of its regions like Hong Kong, 

Taiwan and provinces within the People’s Republic of China, who as independent groups will 

display different values and behaviour. 

 

Edward Hall was another author who attempted to construct ‘culture clusters’. However, Hall 

distinguished between cultures on the basis of communication and understanding (Manrai 

and Manrai, 2010). Hall (1960) identifies five areas pertinent to international business which 

he describes as the “silent languages of culture”. These are; the language of time, the 

language of space, the language of things, the language of friendship and the language of 

agreements. According to Albaum and Duerr (2008, p. 127) these five dimensions can form 

the basis of a real understanding of foreign culture. 

The silent language of time examples discussed by Hall (1960), provide some very useful 

insights related to cross-cultural differences in the concept of time in international business 

negotiations. These insights include attitudes and behaviours of individuals pertaining to the 

following: 

1. Punctuality and adherence to schedules.  

2. Influence of relationships on amount of time needed to get things done.  

3. Influence of the importance of decision on decision time.  

4. Individual’s responses to delays and time pressures.  

5. Treatment of time as fixed or elastic. 

The silent language of space examples tell us that cross-cultural differences exist in the 

symbolic meaning attributed to: 
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1. Size of office space. 

2. Location of the office space. 

3. Crowdedness of space. 

4. Arrangement of furniture and objects in the space. 

5. Sense of personal space. 

The silent language of things relates to what means are used to ascertain and assess status: 

material things or social connections? Further, if using material things, what is the emphasis: 

bigger the better or old is gold? 

The silent language of friendship relates to cultural differences in the meaning of 

relationships and expectations of reciprocity. Are friends supposed to help out in distress or 

are they used for getting ahead or getting things done? Do we keep track of and expect 

reciprocation of favours or is there no such expectation?  

The silent language of agreements examples include:  

1. Whether the signing of a contract means conclusion of the international business 

negotiation or is simply a ‘‘way station’’ (Hall, 1960) on route to destination 

negotiation that is the completion of work. 

2. Trust in a partner’s word being just as binding as the written contract. 

3. Assumptions of fairness of price. 

4. Influence of timing of agreement on price. 

Hall (1976) asserts that in terms of communication there are high and low context cultures. 

China is a high context culture where words by themselves carry little meaning. The external 

environment, situation and non-verbal communication play an important role in the 

communication process. By contrast, Ireland is a low context culture where the spoken word 

relays the majority of the message being communicated. In other words, people tend to say 

what they mean.  

A breakdown of the characteristics of both high and low context cultures can be seen in Table 

2-2. 
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Table 2-2: Comparative Characteristics of a Culture. 

 

Source: http://www.jeitosa.com/knowledge/knowledge-culture/multi-cultural-talentforce-halls-contexts/ 

 

Interestingly the high context culture is strongly related to the Chinese culture and the 

element of guanxi, which will be explored in more detail later in this chapter. In the low 

context culture, such as in Ireland, there is less chance for misunderstandings, as people focus 

more on clear, direct messages and verbal communication. 

Overall there is little consensus for what constitutes ‘cultural factors’ (Sheer and Chen, 2003) 

and due to the complexity and abundance of literature that defines and classifies culture 

(Bulow and Kumar, 2011), it is practically impossible to comprehend the extensiveness and 

dynamics of its influence on all aspects of human behaviour (Manrai and Manrai, 2010). 

Bulow and Kumar (2011) further discuss the conflicting findings in relation to empirical 

studies of culture and the fact that the many cultural typologies do not lead to clarity. When 

discussing ‘cultural factors’ that are relevant to international business transactions many 

academics such as Hollensen, (2014), Albaum and Duerr (2008) and Bradley (2005), in 

http://www.jeitosa.com/knowledge/knowledge-culture/multi-cultural-talentforce-halls-contexts/
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recent years have opted for a more generic cultural framework that is made up of eight 

elements. This framework can be seen in Figure 2-2. 

 

Figure 2-2: The Generic Framework of Culture 

 

Albaum and Duerr (2008, p. 122) further break these elements down into a summary of their 

dimensions which can be seen in Table 2-3. 

Culture

Values & 
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Education

Language
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Technology & 
Material Culture
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Table 2-3: Dimensions from the Generic Framework of Culture 

 

Source: Albaum, G. and Duerr, E. (2008) International Marketing and Export Management. 6th edn. Essex: Pearson, pp. 122 

 

2.3 Impact of Chinese Culture on Business Transactions 

Sheer and Chen (2003) in their research noted four areas where Chinese cultural influences 

impact on international business transactions.  

1. Communication practice involves aspects of face-to-face social interactions, including 

etiquette, manners, greeting and the emphasis on food as a way to show hospitality 
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and good will. This was highlighted as the most obvious cultural influence, but also 

the easiest to address. 

2. Chinese Cultural values, is the second area and hierarchy and relationship orientation 

were the two main values discussed here. Guanxi refers to the interconnectedness 

among people. Torres (2010) states that in China things get done more effectively 

with guanxi and that Confucian dynamism in negotiation focuses on characteristics 

such as loyalty, reciprocal obligations, and honesty. This is where guanxi, reciprocal 

obligations generating mutual benefits through relationships, take root. Sheer and 

Chen (2003) also posit that without guanxi, little can be achieved in China. 

3. Business practices are the third area of note. Sheer and Chen (2003) detailed how the 

Chinese do not have a strong sense of business ethics and intellectual property rights 

and that they can be “less than truthful about their financial and manufacturing 

capabilities” (Sheer and Chen, 2003, p. 66). Chinese businesses are also noted as 

being driven by ‘pragmatism’ and that they are more interested in practical function 

than appearance. 

4. System constraints were noted as coming from three sources. China’s ever changing 

political policies, where politics is viewed as being more important than economics. 

Chinese management practices not being up to the same standard as western practices 

and legal constraints. Albaum and Duerr (2008, p. 142) detail how China represents 

an extreme case of internet regulation and control by government. 

Numerous studies have shown that culture is one of the most important factors in cross-

country negotiations (Yu-Te, Shean-Yuh and Yu-Yi, 2011) and that successful and effective 

cross-cultural negotiations requires an understanding of the other country’s culture, 

negotiation style, and wants, while respecting their beliefs and norms, and having a 

comprehensive awareness of non-verbal business behaviours and communications (Chang, 

2003).  

 

2.4 Chinese Culture and the Concept of Guanxi 

2.4.1 What is Guanxi? 

The English translation of guanxi literally means interpersonal relationships or connections. 

Wong (1998) describes it as “friendship with implications of a continual exchange of 
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favours”. Crombie (2011) takes this further to describe how it is made up of three parts: 

ganqing – the depth of a relationship; renqing – the moral obligation to the connection; and 

mianzi or face – which means social status, respect and prestige in China. Crombie (2011) 

states that guanxi is much more than just knowing someone; it is a continuing reciprocal 

relationship with banked favours; it is building a network wider than just the two at the 

middle; and it is individual-oriented, social-oriented and status-oriented, but not firm-

oriented. 

Additionally, guanxi usually involves the long-term cultivation of personal relationships 

through ritual receiving and giving, for example, gift-giving and wining-and-dining occasions 

with ulterior motives in gaining valuable information or assistance (Yang, 1994). In Chinese 

societies, guanxi plays an important role in business activities and organizational behaviours, 

with a functional purpose well known to cross organizational boundaries to build legitimacy 

and gain valuable resources (Wang, Tseng and Yen, 2012). Dunning and Kim (2007) 

developed a simple summary of the traits of guanxi for an empirical study into the cultural 

specificity of guanxi. This summary of traits is illustrated in Table 2.2. 

Table 2-4: Traits of Guanxi 

Traits  Description  

Utilitarian  Guanxi is purposefully driven by personal interests  

Reciprocal  
An individual‘s reputation is tied up with reciprocal 

obligations  

Transferable  Guanxi is transferable through a third party as a referral  

Personal  Guanxi is established between individuals  

Long-term  Guanxi is reinforced through long-term cultivation  

Intangible  Guanxi is maintained by an unspoken commitment  

Source: Dunning and Kim, (2007, p.331) 

Fock and Woo (1998) drew on previous studies such as Davies (1995), Leung et al (1996) 

and Ambler (1994) to develop definitions of the perceived characteristics, benefits and costs 

of guanxi. They then qualitatively refined these through the use of focus groups to develop a 

survey that defined eight characteristics, nine perceived benefits and three perceived 

disadvantages of guanxi. This research follows Fock and Woo’s (1998) survey however it is 

in specific reference to Irish executives instead of Hong Kong executives. 
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2.4.2 Is Guanxi Relevant? 

Western business people often see guanxi as a waste of valuable time and would rather focus 

on the task at hand of completing projects and making deals (Hodge, 2008, cited in Crombie, 

2008, p.5), however it is extremely relevant when doing business in China as it is the 

assurance of trustworthiness in a business climate where the Chinese legal system does not 

have the same protections on business contacts and dealings as the West. This is given more 

weight by Wang, Tseng and Yen (2012, p.4049), who state that guanxi becomes especially 

crucial when the market is defective because of constricting regulations and inefficiency.  

Su and Littlefield (2001, p.205) further emphasise the importance and relevance of guanxi 

when attempting to enter Chinese markets. They emphasise that using normal entry strategies 

such as export, licencing, equity joint ventures, or wholly owned subsidiaries will not get 

results as these disregard the importance of interpersonal relationships when doing business 

and are irrelevant for building guanxi, which should be given the first priority in Chinese 

business circles. Song et al (2007) even go so far as to urge potential investors and foreign 

managers to actively build guanxi and develop initiatives to build trust and reciprocity 

relationships. 

2.4.3 Building and Maintaining Guanxi 

To build guanxi it is necessary to exchange gifts or wine and dine with business partners. 

Elements of trust and credibility play another important role; they even may sometimes 

replace the legal contracts among businessmen (Su et al., 2007). Most authors have argued 

that in order to build guanxi, individuals need to utilise the key elements and dimensions. For 

example Tsang (1998) argued that exchanging of gifts is one way to initiate and maintain 

guanxi. Furthermore, mianzi or face has been identified as one of the key elements in the 

development of guanxi, and ganqing, the closeness of the personal relationship, should be 

cultivated in order to strengthen guanxi. Tsang (1998) also identified trust and credibility as 

important ingredients; however he mainly emphasized that ganqing, gifts and face are the 

major means to initiate, develop and maintain guanxi. 

Su and Littlefield (2001) have developed a four stage plan to build guanxi. The first step is to 

take the lead in making commitments, which will demonstrate the first level of trust in a 

business relationship and will demonstrate to the Chinese that there is a sincerity and desire 

to do business in China. The second step is to always be helpful, which is achieved by giving 

favours. This will develop a level of gratitude from the Chinese and the Chinese are much 
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more receptive to doing business with companies or individuals who have demonstrated that 

they are willing to help the Chinese in return. The third step is to always be empathetic. 

Favours tend to follow the depth and intimacy of a friendship and Su and Littlefield (2001) 

further point out that one of the most important things in intimate guanxi is “understanding”, 

which goes beyond “trust” and “commitment”. The fourth step is to use intermediaries. 

Intermediaries are people that have a close relationship or have saved face with at least one 

party. They introduce one party to the other via friendship or reciprocity. In Chinese society, 

using intermediaries is a popular way to develop and build guanxi. 

Song et al (2011) have a different interpretation on how to build guanxi. They posit in their 

research that once two people have established a sufficient level of guanxi, they can request a 

favour from each other knowing that the opportunity to reciprocate will come up some time 

in the future. Their research suggests that guanxi must be built first, before favours are given 

or received, whereas the research of Su and Littlefield (2001) and Su et al (2007) suggests 

that the giving of favours is actually one of the major steps involved in the building of guanxi 

and must happen in order for guanxi to be built in the first place. 

2.4.4 Trust and Guanxi 

Trust has often been examined and raised as a key issue in cross-cultural business (Fenny, 

2013; Song et al, 2012; Tat Koon, Fitchman and Kraut, 2012; Wang et al, 2012) and there is 

consensus among authors that using and cultivation of guanxi is an effective method of 

building trust when doing business in China (Song et al, 2011; Su and Littlefield, 2001; 

Wang et al, 2012).  Zolfaghari (2014) states that trust is an integral feature of human 

relations, and that it serves as a tool that enables organisational members to accept higher 

levels of risk and increases their willingness to cooperate with each other. He also goes on to 

explain that the development of trust can be significantly hindered or even obstructed in 

culturally unfamiliar settings, and between parties who come from different cultural 

backgrounds. 

In a cross-country study of trust, Bjørnskov (2007) produced an index of trust per country. 

This index measures the level of how trusting of strangers each country is. The lowest scoring 

country in Bjørnskov’s (2007) index was Brazil, which scored 2.8 and the highest scoring 

country in the index was Denmark, which scored 66.5. This index can be used to compare the 

level of trust that is apparent in both Ireland and China, with Ireland scoring 35.2 and China 

scoring 54.5, which indicates that the Chinese are far more trusting than the Irish. Fenny 
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(2013) conducted research into building of trust with Chinese and found that it is not only 

important to be culturally aware, but cultural intelligence is key when building trust with the 

Chinese. Possessing high cultural intelligence certainly includes a good understanding of 

guanxi and knowledge of how to build, maintain and use it correctly. 

The study conducted by Song et al (2011) concluded that relationships with stronger guanxi 

displayed higher levels of trust than relationships with lower levels of guanxi. This however 

did not translate into levels of reciprocity, as the same levels of reciprocity were evident 

among both high and low guanxi relationships. This implies that while guanxi significantly 

affects trust, it may not affect reciprocity. Granovetter (1973) has also demonstrated that the 

strength of a relationship is dependent on the amount of time, emotional intensity, intimacy 

and reciprocal services which characterise it. This is closely related to the discussion by Chua 

et al (2009), who argued that affective bonds among business partners in China are especially 

important relative to comparable relationships in the West. They further demonstrated that 

trust in relation to the perception that another person has the competency and integrity to be 

trustworthy is more intertwined with trust that is based on an emotional bond among Chinese 

than among Western managers. This is closely related to a discussion of guanxi by Chen and 

Chen (2004); they argue that guanxi quality is predicted by both trust and feeling, where trust 

is from the head and feeling comes from the heart. Song et al (2011) posit that for Chinese 

people, guanxi quality develops from a combination of both cognition-based and affect-based 

factors, which are closely related to the two types of trust that are discussed above. 

It is possible to conclude that there is a common thread between all the authors who have 

studied guanxi, in that they have all highlighted the importance of personal bonds, which are 

not necessarily commercial. In studying the components of guanxi, Fock and Woo (1998) 

highlighted the importance associated with personal loyalty and Crobmie (2011) goes so far 

as to say that the establishment of trust between two people is the key to guanxi. 

2.4.5 Guanxi in the West? 

Is there an equivalent to guanxi in Ireland? Redding, Norman and Schlander (1993) argued 

that guanxi is not a unique phenomenon in Chinese societies and that similar inter-personal 

relationships also exist in other societies. This view is shared by Park and Lou (2001, p.474), 

who state, “guanxi is by no means culturally unique to China. It exists in every human 

society, at least in terms of the norms of reciprocity”. 
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Granovetter (2005), when discussing social networks describes three main reasons why they 

affect economic outcomes. Firstly, social networks affect the flow and the quality of 

information. Much information is subtle, nuanced and difficult to verify, so actors do not 

believe impersonal sources and instead rely on people they know. Secondly, social networks 

are an important source of reward as they are often magnified in their impact when coming 

from a party that is personally known. Thirdly, social networks inspire trust and confidence 

that others will do the "right" thing despite a clear balance of incentives to the contrary. 

Similarities can easily be drawn between guanxi and social networks from Granovetter’s 

(2005) first and third reasons and the Wang et al (2012) article that positively links guanxi 

with both knowledge sharing and trust. 

The western concept of social capital has been recognised as becoming more and more 

important as British Prime Minister Tony Blair in a keynote address in 1999 stated, “We have 

always said that human capital is at the core of the new economy. But increasingly, it is also 

social capital that matters too - the capacity to get things done, to co-operate, the magic 

ingredient that makes all the difference” (Halpern 2005, cited in Crobmie, 2011). 

According to Huang (2010), social capital theory suggests that a social network provides 

value to its members by granting them access to resources embedded within the network. 

Accordingly, information about new ideas and opportunities typically moves through the 

interpersonal ties that link people in separate social clusters (Granovetter, 2006). In this 

sense, competition among firms is affected by individual social relations that can stem from 

guanxi and that create entrepreneurial opportunities for some firms over others (Huang, 

2010). 

Crombie (2011) posits that Western concepts of social capital characterise it as almost 

commercial, transactional and impersonal. However, guanxi is very personal as it is about 

close relationships built over time, and the exchange of favours. Crombie (2011) argues that 

guanxi is social capital, as both guanxi and social capital are based on reputation or face, 

trust, and reciprocity of favours. 

Guanxi has numerous similarities to social capital, as Davis (2009) explains how social 

capital enables dense communities to stick together and help each other with resources, 

information and business. China and guanxi may have it the right way round, because in 

China, transactions often follow successful relationships or the establishment of guanxi, 
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while in the West, where we are too focused on transactions, a relationship comes about only 

after successful transactions. 

Fock and Woo (1998) examined the similarities between relationship marketing and guanxi. 

They state that in relationship marketing effort is seen as being made by one side (the 

marketers) to reach selected targets in the market on the other side and that trust, 

commitment, satisfaction and mutual exchange are critical factors tying the two sides to each 

other. This is supported by Morgan and Hunt (1994), who theorised that both commitment 

and trust are required for successful relationship marketing. However, despite these apparent 

strong similarities between relationship marketing and guanxi, Alston (1989) defined three 

areas where they differ: First, guanxi can originate from family ties or other prior non-

business relationships, whereas relationship marketing only originates from purposely built 

relationship marketing arrangements. Second, while it is possible to cultivate the bonds of 

trust and commitment in guanxi, it is more commonly pre-established in the principles of 

Confucianism and/or family or social roles. Thirdly, in guanxi the bond in a business 

relationship is personal rather than inter-group or inter-organisational. Fock and Woo (1998) 

suggest that this can also explain why personal loyalty is often more important than 

organisational affiliation or legal status in Chinese society. 

2.4.6 Benefits and Risks of Guanxi 

There are many benefits to guanxi that have been researched and written about. Fock and 

Woo (1998) identified that the most important benefits were to enhance chances of success 

and gain business, whereas the least important benefit was the elimination of the competition. 

Fock and Woo (1998), in their study found that the benefits were more positively perceived 

by experienced business executives than the less experienced candidates. While Lee and Ellis 

(2000) suggested that to increase business prospects, gain new business and facilitate future 

transaction are the most important benefits of guanxi. 

Despite all the benefits, values and power which are associated automatically with guanxi, 

there are also many risks, problems and disadvantages. Indeed, many articles have covered 

the links between guanxi and corruption (Su and Littlefield, 2001; Fan, 2002; Bedford, 2011). 

Writers such as Chen and Chen (2009) strongly highlighted the problems and ethical issues of 

guanxi, and refer to them as potential risky and dangerous practices, while Fock and Woo 

(1998) and Lee and Ellis (2000) agree that guanxi could be expensive, time-consuming and 

perceived as being corrupt. While corruption is often seen as the response to a weak 
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institutional and legal system (Lee and Ellis, 2000), it poses a great risk for Chinese 

businesses using guanxi. Fan (2002, p.556) stated that business guanxi is the matchmaker 

between money and power, leading to corruption, and that “there is no corruption without 

using guanxi.” Despite the wealth of research citing the benefits of guanxi, Fan (2002) used 

this characterization to question the benefits of it, and emphasized the probability of 

corruption and personal gains incurred at social cost. 

 

2.5 Literature Review Conclusion 

Despite the broad range of literature available on culture, cultural frameworks and the impact 

of culture on business, there is no literature available on the specific impact that it has on 

Irish-Chinese business transactions.   

This chapter has defined the focus of this research from national culture to the specific 

Chinese business culture framework of guanxi. The relevant literature around culture and 

specifically around guanxi has been evaluated and discussed and a suitable background to the 

concept has been established. Hofstede’s 5 dimensions of culture have been examined and 

contrasted for both the cultures of Ireland and China.  

That the study of guanxi is important as is reflected in the number of academic disciplines in 

which it has been discussed. Guanxi has been discussed in disciplines including Marketing 

(Ambler, 1994; Buttery & Wong, 1999; Gao et al 2012); International Business (Crombie, 

2011; Dunning & Kim, 2007; Chua et al, 2009; Fan, 2002; Huanh et al, 2010); Strategy 

(Alston, 1989; Ambler, 1994); Strategic Management (Chen and Chen, 2004; Fock and Woo, 

1998; Park and Lou, 2001); Economics (Davies, 1995) and Business Ethics (Bedford, 2007; 

Leung et al, 1996; Su and Littlefield, 2001; Su et al, 2007). 

This research study will use the relevant literature contained in this chapter to substantiate 

and contrast the findings in chapter 4. 
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3 Research Methodology 

3.1 Introduction 

Having reviewed the literature relevant to the research question, this chapter details the 

methodology that was used to conduct the primary research central to this dissertation. 

Using the stages in the ‘research onion’ as described by Saunders et al (2012) as a template, 

this chapter will outline the reasons for selecting the type of research used and the techniques 

used in gathering and analysing the research information.  

According to Bryman and Bell (2007, p. 28), there is little difference between qualitative and 

quantitative research, other than the fact that quantitative research employs measurement and 

qualitative research does not. Saunders et al (2012, p.161) suggest that qualitative research 

data can be analysed quantitatively and can be used to inform the design of a subsequent 

questionnaire. And Silverman (2010) posits that one methodology is not superior to the other, 

rather it is wiser to think of qualitative and quantitative approaches as complementary parts of 

the systematic, empirical search for knowledge. In-line with Silverman (2010), it is the 

researchers opinion that the research question can be thoroughly addressed by combining 

different methods, using qualitative research to document the detail of how guanxi impacts on 

business dealings and using quantitative methods to measure and identify variance.  

Authenticity of human experience is a strong feature of qualitative research (Silverman 2010, 

p.6) and understanding the experiences and perceptions of Irish executives who have 

conducted business with China is key to achieving the objectives of this research. With this in 

mind, the qualitative research in the form of semi-structured interviews was carried out first 

in order to gain insight into these experiences and perceptions. 

Following-on from the semi-structured interviews quantitative research in the form of 

structured surveys were used to measure and bring clarity to the research question and as a 

vehicle to achieve the research objectives. 

The aim of the research methodology is to assist the researcher in getting an answer to their 

research question through the gathering of relevant information pertaining to their research 

topic (Fisher, 2004). The chosen research methodology will be explained using the approach 

proposed by Saunders et al (2012) who compare the research process to an onion by high-

lightening the layered approach to research. The following describes the different tools used 

and explains the rationale behind the choice of each tool. 
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Figure 3-1: The Research 'Onion' 

 

Source: Saunders et al (2012, p.160) 

 

3.2 Research Philosophy 

Saunders et al (2012) point out that one research philosophy is not ‘better’ than another and 

that the philosophy adopted mainly depends on the research question at hand. In fact they go 

on to say that the reality is that a particular research question can rarely be answered only 

within one philosophical domain.  

Snape and Spencer (2003) indicated that qualitative research is a naturalistic/interpretative 

approach concerned with understanding the meaning people give to the phenomena within 

their social setting. They outlined a number of key elements which distinguish the qualitative 

approach, among these: it is the approach which provides a deeper understanding of the 

social world; it is based on a small scale sample; it uses interactive data collection methods, 

such as semi-structured interviews; it allows new issues and concepts to be explored.  

The outer layer of the research onion identifies the main research approaches found within 

business, leadership and management research. The four areas are pragmatism, positivism, 

interpretivism and realism (Saunders et al 2012). 
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Pragmatism proclaims that concepts are only relevant when they support action, effectively 

meaning that the most important determination of the researcher’s position is the research 

question itself (Kelemen and Rumens, 2008, cited in Saunders et al, 2012, p.130). The 

research question in this case does not imply or require any particular philosophical position 

should be taken.  

Positivism proclaims that only observable phenomena can provide credible data and facts. 

Positivism focuses on causality and law-like generalisations thus reducing phenomena to its 

simplest elements (Saunders et al, 2012, p.140). The positivist approach is deductive in 

nature when the research develops a theory and subjects the theory to testing in the form of 

measurable hypothesis.  

The philosophy of realism is that there is a reality quite independent of the mind (Saunders et 

al, 2012, p136). What the researcher sees is only part of the picture that makes up the social 

world. 

Due to the nature of the research question and the topic of culture, a subjective philosophical 

approach to the research has been taken. As qualitative research was conducted initially in the 

form of semi-structured interviews, followed by quantitative research through structured 

surveys, the subjective philosophy is mostly interpretivist. An interpretivist philosophy has 

been chosen over a positivist philosophy as the latter assumes that the social world can be 

observed by collecting objective facts and consists of simple elements to which it can be 

reduced (Blumberg et al., 2011). This research is concerned with the experiences and 

perceptions of Irish executives, therefore it is necessary to research with an interpretivist 

philosophy, as positivism would not extract the appropriate data in order to answer the 

research question. The value-laden nature of the inherent biasness of the researcher in the 

choice of research, which is driven by the researchers own interests along with the 

researcher’s interaction with the interviewees during the interviews and the use of qualitative 

methods and small samples all serve to reinforce the subjective perspective of a mostly 

interpretivist research philosophy. 

While the research philosophy is mostly interpretivist, there are some elements of 

pragmatism which are necessary due to the mixed method of research design that used both 

qualitative and quantitative data collection methods. 
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3.3 Research Approach 

In general there are three different approaches to research which are based on the type of 

reasoning that is adopted for the research.  

Deduction involves the development of a theory that is then subjected to a rigorous test 

through a series of propositions. The results of this test will either conclusively prove or 

disprove the theory. Deduction is the dominant approach used in the natural sciences where 

laws present the basis of explanation. 

Induction is more suited towards the social sciences and this approach involves using known 

premises to generate untested conclusions. Therefore data collection is used to explore a 

phenomenon, identify themes and patterns which will lead to theory generation and building. 

Abduction combines deduction and induction. Where deduction moves from theory to data 

and induction moves from data to theory, abduction combines these by moving back and 

forth. In abduction, known premises are used to generate testable conclusions. 

This research takes an inductive approach as conclusions are drawn from the facts and 

evidence through subjective reasoning and through interpretation of the information 

collected. The research began by collecting data that is relevant to the research question 

through the semi-structured interviews. Once a substantial amount of data was collected, a 

high level view of all the data was taken. At this stage, patterns in the data were assessed 

through thematic analysis and theories developed to explain those patterns. 

Deductive research and abductive research were not necessary as there was no pre-formulated 

theory which needed to be either supported or refuted. 

 

3.4 Research Strategy 

The research strategy is a plan of how a researcher will go about answering the research 

question and there are numerous strategy types which will flow from the research approach. 

According to Saunders et al (2012, p.173), the choice of research strategy will enable the 

researcher to achieve a reasonable level of coherence throughout the research design which 

will enable the researcher to answer the research question and meet the objectives. 
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This research follows a multiple methods data collection procedure, which combines both 

qualitative and quantitative research design. According to Bryman and Bell (2007), this is 

likely to overcome weaknesses associated with using only one method as well as providing 

scope for a richer approach to data collection, analysis and interpretation. 

As this study undertakes sequential mixed methods research in which the use of qualitative 

research is followed by quantitative research which will lead to a double-phase research 

design, there are two different research strategies followed. 

The initial qualitative semi-structured interview stage follows grounded theory strategy as 

described by Saunders et al (2012, p. 567-572) as the analysis is less structured, relies on 

interpretation and is inductive. Following the approach of Charmaz (2006), the transcripts of 

the semi-structured interviews underwent a stage of initial coding followed by a stage of 

focused coding to establish relationships and links between the codes (nodes).  

The semi-structured interviews are used to find out what is on the respondents mind as they 

deal with feelings, thoughts, intentions, attitudes and behaviours (Aaker et al, 2007). In this 

process the experience and perceptions of the interviewees are probed to gain an 

understanding of how guanxi has impacted on their business transactions. 

The quantitative research element of this study follows a survey strategy which is used to 

measure the importance of the characteristics of guanxi and also to measure the positive and 

negative effects that guanxi has on Irish executives’ business dealings in China. Saunders et 

al (2012, p.177) describe the survey strategy as being generally accepted and perceived as 

authoritative by people in general. As the research question and objectives focus on the 

Chinese cultural concept of guanxi, the survey strategy employs a previous academically 

recognised and accepted survey design that was developed by Fock and Woo (1998). 

Saunders et al (2012) have indicated that there are several strategies that can be employed, 

these are: experiments, surveys, case study, action research, ethnography and archival 

research. The other available strategies were rejected due to their inappropriateness. For 

example with the case study strategy, a research topic is explored within its context, or within 

a number of real lift contexts (Saunders et al, 2012, p.179). The archival research strategy 

makes use of administrative records and documents as the principal source of data and 

therefore has no relevance to this study. 
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3.5 Research Choice 

A dynamic approach to the research process is used which is both interactive and iterative, 

where the use of qualitative research subsequently informs and directs the quantitative phase 

of the research. For the underlying research the mixed-method has been chosen as more than 

one data collection technique and analysis procedure had been used in order to answer the 

research question (Saunders et al, 2012).  

 

3.6 Time Horizon 

Cross-sectional studies are carried out once and represent a snapshot at one point in time, 

while longitudinal studies are repeated over an extended period (Blumberg et al, 2011, 

p.149). This research project was carried out and completed between June and August 2014. 

Due to these time constraints, a cross-sectional study was conducted. 

 

3.7 Data Collection 

The method of data collection to be employed can be classified as an interrogation / 

communication study (Blumberg et al, 2011), as the researcher questions the subjects and 

collects their responses by both personal means (semi-structured interviews) and impersonal 

means (surveys). In order to answer the research question and objectives of this study 

primary data collection techniques were employed. This study uses both quantitative and 

qualitative techniques to gather the data, this helps cover a wide range of information and 

allows inferences to be made in regards to the research questions and objectives.  

3.7.1 Secondary Data Collection 

“Secondary data is information or data that has already been collected and recorded by 

someone else, usually for other purposes” (Blumberg et al, 2011). 

The use of secondary data can provide the researcher with background information and 

provides a broader view of the context of study and another advantage is that it can be 

gathered quickly and inexpensively compared to primary data. 

The secondary data that were used in this research were gained from on-line sources and 

include publications on China from Enterprise Ireland, an environmental analysis of China 

from the Asian Development Bank, actual indices for China and Ireland from Hofstede’s 
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(1980) dimensions of culture, and the results of previous academic surveys about Chinese 

culture and guanxi such as the Fock and Woo (1998) study. Information available from The 

Universities Service Centre Databank for Chinese Studies was also consulted. 

3.7.2 Primary Qualitative Data Collection 

The exploratory nature of this research is in line with Blumberg et al (2011, p. 151), in that 

both quantitative and qualitative techniques are applicable, but the research relies more 

heavily on qualitative techniques. Qualitative research was selected for the first phase of this 

research. Qualitative research is a process where an interviewer focuses on the words of their 

interviewees to investigate behaviour, culture and society (Hogan, Dolan and Donnelly 

2009). Qualitative research is deemed appropriate for this dissertation because it enables the 

interviewer to get an in-depth understanding of the interviewees experience and due to the 

fact that it can be used to understand how the interviewees think and form their opinions in a 

significant amount of detail (Corbin and Strauss 2008).  

Semi-structured qualitative interviews are deemed appropriate for this research as these 

facilitate a deep understanding of the interviewees experience and thoughts and also give the 

interviewees the freedom to talk openly about topics and themes in the way they would like 

(Saunders et al, 2012). Aaker et al (2007) suggests that his type of interview is especially 

effective when interviewing busy executives, technical experts and thought leaders.  

Three interviews were conducted on a face-to-face basis with Irish Senior Executives from 

aviation companies that have experience of conducting business with Chinese companies and 

Chinese people. As recommended by Saunders et al (2012) all interviews were scheduled at 

times when the interviewees were not under pressure and lasted between 60 and 90 minutes. 

Interviewing people on a one-to-one basis, encouraged them to answer in a more open and 

honest manner rather than being influenced by the fact that other people were listening to 

their answers.  

The structure of the interviews enabled a frank discussion that did not inhibit the interviewees 

and encouraged a relaxed and informative discussion. The insights and data gained from 

these interviews also gave direction for further literature study. 

Prior to conducting the interviews, a semi-structured questionnaire or theme sheet was drawn 

up and used to guide the interviews in order to give the researcher the flexibility to change 

the flow of the questions as required and help the researcher ensure that all key themes were 
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explored adequately during the interviews. The theme sheet included 7 core questions and a 

list of 18 themes to discuss during the interviews. (Please see Appendix 1: Interview Theme 

Sheet). The interviews followed an unstructured format in order to allow the respondents to 

answer with their own content and in their own style (Saunders et al, 2012). As the research 

topic of guanxi is quite specific, semi-structured interviews were chosen over in-depth 

interviews in order to allow the interviewer to guide the conversation and ask specific 

questions that were relevant to the topic at hand. All interviews were recorded using a digital 

recording device and in order to expedite analysis a professional transcription service was 

used to transcribe all three interviews. The interviewer requested permission from all 

interviewees prior to recording and also advised that they should note anything of a 

confidential nature so that it can be excluded from the transcript. 

As recommended by Saunders et al (2012), all interviews were scheduled at times when the 

interviewees were not under pressure. The first interview took place with Oisin Murray at one 

of his company’s offices in Hong Kong on 26th June 2014. The second interview was with 

Richard O’Halloran and was conducted at his office in Dublin on 4th July 2014 and the third 

interview was with David Hanly as conducted at his home in Dublin on 8th July 2014. 

Yeung and Tung (1996) argued that given the sensitive nature of guanxi, it is more relevant 

to conduct interviews through referrals, because it is easier to solicit information if the 

interviewer is known to the respondents. Saunders et al (2012, p.220) advise that access to 

candidates is greatly assisted by a networking approach, especially for sensitive research 

topics. Lee and Ellis (2000) also argued that the guanxi of the author assisted not only in 

gaining access to candidates but also resulted in greater confidence in the true value of the 

findings. The three interview candidates for this research were selected on the basis that they 

were previously known to the researcher as being senior figures in the aviation industry and 

also having a wealth of experience in conducting business in China. The researcher 

successfully utilised his own guanxi to gain access to the three candidates. 

 

3.7.3 Primary Quantitative Data Collection 

This research focuses on the implications of guanxi for Irish executives in the aviation 

industry. In order to answer the research question and objectives a questionnaire was 
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developed to assess the importance and impact that guanxi has had in Irish – Chinese 

business dealings in the aviation industry (Please see Appendix 2: Survey Questionnaire). 

For the questionnaire design, the researcher intended to use an existing design from 

previously published research on guanxi and apply it to Irish executives in the aviation 

industry. Fock and Woo (1998) used earlier studies of guanxi to develop definitions of the 

perceived characteristics, benefits and costs of guanxi. They then administered a survey to 

Hong Kong business executives with questions on eight characteristics of guanxi, nine 

perceived benefits of guanxi and three perceived disadvantages of guanxi. In addition to this 

there was also a question to assess the perceived importance of guanxi relative to the 

traditional western-style marketing mix. The researcher intended to use the same, previously 

proven and academically accepted survey designed by Fock and Woo (1998) and apply it to 

this research. The researcher investigated the contact details for both Professor Henry Fock 

and Dr. Ka-Shing Woo online and was able to acquire their email addresses from using a 

mixture of LinkedIn, Google search and the City University Hong Kong website. The 

researcher contacted both Dr. Fock and Dr. Woo by email to request a copy of their survey. 

(Please see Appendix 3: Emails to Fock and Woo). Replies were received from both Dr. Fock 

and Dr. Woo, but unfortunately they did not have a copy of their survey as the research was 

conducted many years ago in 1996. (Please see Appendix 4: Replies from Fock and Woo). 

The researcher then used Fock and Woo’s (1998) article to reverse-engineer the survey. 

There was enough information and the article was comprehensive enough for the researcher 

to develop and design a survey based on the work of Fock and Woo (1998). (Please see 

Appendix 1:  Survey Questionnaire). 

The purpose of pilot testing a questionnaire is to refine it to ensure respondents will not 

experience problems understanding or answering the questionnaire. Bryman and Bell (2007) 

state “however pressed for time you are, do your best to give the questionnaire a trial run’ as, 

without a trial run, you have no way of knowing whether your questionnaire will succeed.” 

Prior to issuing the questionnaire, it was pre tested with colleagues of the researcher who 

were outside the sample group. A number of changes to layout, spelling and grammar all 

played a part in the finalised survey.  

Survey Monkey was used as the vehicle to administer the survey to the population of 73 

people and also to collect responses. This study had 31 responses, of which all were usable, 
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which gives a statistically robust response rate of 43%. Because the likelihood of a small 

number of respondents to the survey was anticipated, the validity of the research was 

increased through triangulation with the semi-structured interviews. Bryman and Bell (2007, 

p.243) note that this is a recognised method to increase the validity of research that has a 

small number of respondents to a survey.  

In order to reduce the non-response rate, an invitation email (Appendix 5) was sent to 

participants to explain the purpose of the research and request their participation. A follow-up 

reminder mail (Appendix 6) was sent one week later to those who had not responded in order 

to encourage a response. 

The questionnaire used a mix of closed questions and forced-choice / rating style questions 

such as likert-style ratings. Both positive and negative statements were included to ensure 

that the respondent reads each one carefully and thinks about which box to tick (Saunders et 

al, 2012). 

3.7.4 Data Analysis 

For the semi-structured interviews, agreement was sought from the interviewees for the 

interviews to be recorded using a digital recording device. The researcher also took detailed 

notes during and after the interviews to ensure that as much information is captured as 

possible. A professional transcription service was then employed to transcribe the digital 

recordings. Specialised qualitative research software QSR NVivo 10 was used to analyse the 

interviews. The interview transcripts were initially coded into nodes and then a further 

focused coding took place. Relationships were identified between segments and NVivo was 

utilised to link these. 



37 
 

Table 3-1: Coding Summary from Semi-Structured Interviews  

 

This is in-line with the Saunders et al (2012) grounded theory approach to qualitative data 

analysis.  

For the questionnaires, Survey Monkey was used for basic analysis of the data and to export 

all of the respondents’ data to Microsoft Excel format. Once the data was available in Excel 

format, further analysis could be carried out. Excel was used to run correlation analysis and 

comparative analysis. IBM software package SPSS Statistics 22 was also utilised to analyse 

the data. SPSS was used to perform cluster analysis and also a check of the correlation 

analysis that was performed in Excel. 

 

3.8 Population and Sample 

The three semi-structured interviews were held with Irish Senior Executives from the aviation 

industry that were selected because of their vast experience of conducting business in China. 

The researcher’s own guanxi was utilised to gain access to these executives.  

All three interviewees have Executive Director level experience in different areas of the 

aviation industry and they each have over ten years’ experience in conducting business with 

the Chinese.  

Name Sources References

Background 1 2

Benefits and disadvantages 0 0

Benefit of guanxi 2 3

Disadvantage of guanxi 1 1

Corruption 2 7

Changing times 2 2

Characteristics of Guanxi 0 0

Exchange of favours or benefits 1 2

Exchange of information 1 1

Gift Giving 2 2

Giving and receiving face 2 6

Guanxi outside of China 2 5

Hierarchy 3 5

Mutual Co-operation 1 1

Personal Relationship 2 7

Intermediaies 1 3

Social activities and entertainment 3 5

Trust 2 6

Different priorities 1 1

Negotiation 1 3

Understanding of guanxi 2 2
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Oisin Murray is the Technical Director of a Chinese owned aircraft leasing business that is 

part of HNA Group. The HNA Group are a Chinese organisation that own 14 airlines with 

over 330 aircraft and have assets in excess of RMB 160 billion (€20 billion). 

Richard O’Halloran has a wealth of experience in the aircraft leasing world. From setting up 

his own business to buy and operate corporate jets in China to being a Strategic Advisor to 

the Chinese Aviation Industry Fund as well as various other sovereign wealth funds. He also 

serves as an Executive Officer for a Hong Kong based aircraft lessor. 

David Hanly was Group Chief Executive and Chairman of the aviation division for PARC 

Aviation, which is the leading global provider of aviation personnel and support services. 

While he was at the helm, the company set up permanent offices in Beijing and Shanghai. 

For the questionnaires, a complete census was used. The target population for this phase of 

the research was Senior Managers or key decision makers in Irish companies from the 

aviation industry that have regular experience of doing business with the Chinese since 2012. 

The population list was compiled with the assistance of Enterprise Ireland and consists of 73 

Irish executives that regularly conduct business in China. Contact details for the key decision 

makers in each organisation that has responsibility for the Chinese business dealings have 

been received from Enterprise Ireland and the researcher has been in contact and received 

assistance and guidance from Gary Fallon, whose title is Director China for Enterprise 

Ireland.  

This study had 31 responses, of which all were usable, which gives a statistically robust 

response rate of 43%. This can be contrasted against both Fock and Woo (1998) and Lee and 

Ellis (2000), whom whilst conducting research have all used questionnaires in Hong Kong. 

However they had a comparatively low response rate in their quantitative surveys. Davies et 

al (1995) received a 15%, Fock and Woo (1998) a 13% and Lee and Ellis (2000) a 16% 

response rate. They considered the low response rate as satisfactory, and justified it with the 

survey adverse climate in Hong Kong, where business people have to work long hours, under 

high pressure and generally are reluctant to complete surveys and questionnaires. 
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3.9 Ethical Issues 

“Research is designed to answer ‘who’, ‘what’, when’, ‘where’, ‘how’ and ‘why’ questions, 

not to focus on those who provide the data to answer these (Saunders et al, 2012). Ensuring 

the confidentiality of data and maintenance of anonymity of those taking part is an important 

aspect of this research. Any commercially sensitive data along with any requests for 

confidentiality or anonymity during the course of this research was honoured. All 

respondents to the questionnaire phase were guaranteed anonymity which is in keeping with 

Cooper and Schindler (2008), who state that the aim of ethics in research is to safeguard the 

participants or respondents from any potential harmful consequences from such research 

actions. 

As an aviation industry professional who has current and ongoing business dealings with 

Chinese banks, Chinese airlines and Chinese leasing companies, the researcher has bias and 

pre-conceived opinions about the effects of Chinese culture on Irish-Chinese business 

transactions.  Steering the interviewees towards the researcher’s views was identified as a 

risk; however the researcher is confident that the integrity and objectivity of the research was 

not be compromised by this. 

 

3.10 Conclusion  

This chapter outlined the aim and objectives of the research, the reasons for selecting a multi-

method approach, the limitations of this type of research and the techniques that were used to 

gather and analyse the research information. Three face-to-face interviews were conducted 

followed by a survey of the population of 73 Irish aviation executives that regularly conduct 

business in China. 
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4 Analysis, Findings and Discussion 

4.1 Introduction 

This chapter discusses the analysis and results of the data obtained by adopting the research 

design, methodology and strategies identified in Chapter 3 with the objective of answering 

the research question posed in Chapter 1. 

From the thematic analysis of the semi-structured interviews a number of key topics in 

relation to guanxi have emerged through the interpretation of the respondents words while 

talking about their experiences and perceptions of guanxi when doing business in China 

within the aviation industry. Table 4-1 details these key topics (nodes) and sub-topics (sub-

nodes) that emerged during the coding process used to analyse the interviews. 

Table 4-1 - Coding Summary from Semi-Structured Interviews 

 

Through the analysis of the qualitative data, relationships and links were then identified 

between the nodes and established within the NVivo10 software. These key topics will be 

explored and analysed along with their links and relationships in this chapter. 

The survey was designed to examine the current position and roles that guanxi plays in Irish – 

Chinese business transactions and how it affects Irish executives in the aviation industry. The 

survey stage of the research included questions on eight characteristics of guanxi, nine 

Name Sources References

Background 1 2

Benefits and disadvantages 0 0

Benefit of guanxi 2 3

Disadvantage of guanxi 1 1

Corruption 2 7

Changing times 2 2

Characteristics of Guanxi 0 0

Exchange of favours or benefits 1 2

Exchange of information 1 1

Gift Giving 2 2

Giving and receiving face 2 6

Guanxi outside of China 2 5

Hierarchy 3 5

Mutual Co-operation 1 1

Personal Relationship 2 7

Intermediaies 1 3

Social activities and entertainment 3 5

Trust 2 6

Different priorities 1 1

Negotiation 1 3

Understanding of guanxi 2 2
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perceived benefits of guanxi and three perceived disadvantages. In addition the survey 

incorporated a measure of the perceived importance of guanxi relative to the traditional 

western-style marketing – mix which is made up of the four P’s (price, promotion, product 

and place). This is in line with the research and survey completed by Fock and Woo (1998), 

which will facilitate the results of this research to be compared and contrasted with the 

somewhat dated research of Fock and Woo. 

This chapter will analyse the results of the survey along with the results of the semi-

structured interview and detail the findings from this research. 

 

4.2 Background of Respondents (Quantitative Data) 

The vast majority of respondents were male. This can be seen in the table below where 90% 

were male and 10% female and corresponds with the responses received by Fock and Woo 

(1998). The proportion of males to females in the responses is however, only slightly higher 

than the proportion of males to females in the total population for the survey, as the 

population has a sex breakdown of 85% male to 15% female. 

 

 

Table 4-2: Sex of Respondent 

Are you male or female? 

Answer Options Response Percent 
 

Male 90.3% 
 

Female 9.7% 
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Women have been involved in aviation since its earliest days. From E. Lillian Todd, who 

designed and built aircraft in 1906 to Helen Richey, who became the first female pilot for a 

U.S. commercial airline in 1934. Despite the role that women have played, it is still a very 

male dominated industry with women representing only 6% of the total pilot population 

(Women in Aviation, 2013). This low proportion of women in the industry is represented in 

the response rate from this survey. 

The majority of the respondents (48%) were aged between 31 and 40 years old, with the next 

highest cohort being in the 41 to 50 age group (21%), indicating that there is a high level of 

business experience among the respondents and is also in line with Fock and Woo’s (1998) 

survey respondents. 

 

Table 4-3: Respondent Age 

Which category below includes your age? 

Answer Options 
Response 

Percent  

Less than 

20   
0.0%  

21-30   13.8%  

31-40   48.3%  

41-50   20.7%  

51 or older   17.2%  

 

 

   

90.3%

9.7%

Male Female

Figure 4-1 - Chart Male vs Female 
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77% of respondents worked in organisations with less than 200 staff and less than 10% 

worked in organisations with more than 700 staff. This can be contrasted against Fock and 

Woo (1998), who had over a quarter of their respondents working in organisations with 

greater than 700 staff. This could be because Fock and Woo’s (1998) study was not industry 

specific and their sample was from all industries based in Hong Kong, while this research is 

specific to Irish executives in the aviation industry. 

Table 4-4: Company Size 

Please indicate your company size 

Answer Options 
Response 

Percent 

Response 

Count 

Less than 50 staff 41.9% 13 

51 to 200 staff 35.5% 11 

201 to 400 staff 12.9% 4 

401 to 700 staff 0.0% 0 

Over 700 staff 9.7% 3 

0.0%

13.8%

48.3%

20.7%

17.2%

Age of Respondents

Less than 20 21-30 31-40 41-50 51 or older

 

Figure 4-2: Respondent Age 
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Figure 4-3: Company Size 

 

 

The vast majority of survey respondents were very well educated with 65% having achieved 

graduate degree or higher. 

 

Table 4-5: Education 

What is the highest level of school you have completed or the highest degree you have received? 

Answer Options Response Percent 

Primary 0.0% 

Secondary 6.5% 

Bachelor degree 29.0% 

Graduate degree 64.5% 

 

Figure 4-6: Education 

 

 

41.9%

35.5%

12.9%

0.0%

9.7%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

Less than 50 staff

51 to 200 staff

201 to 400 staff

401 to 700 staff

Over 700 staff

0.0%

6.5%

29.0%

64.5%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0%

Primary

Secondary

Bachelor degree

Graduate degree
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25.8 of respondents have less than 2 years’ experience in business with the Chinese, however 

29% have over 10 years’ experience, which is a much higher level of experience than Fock 

and Woo’s (1998) respondents and suggests a richer insight into guanxi due to more 

experience. 

Table 4-6: Experience in China 

Please indicate your experience in business with China 

Answer Options Response Percent 

Less than 2 years 25.8% 

2 to 6 years 32.3% 

6 to 10 years 12.9% 

Over 10 years 29.0% 

 

Figure 4-4: Experience in China 

 

 

4.3 Perceived Characteristics of Guanxi (Quantitative Data) 

Table 4-7 below summarises the relative importance accorded to the difference 

characteristics of guanxi on a scale of 1-5 (5=high, 3=midpoint). This table defines what Irish 

executives thought guanxi means. 

 

 

 

 

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%

Less than 2 years

2 to 6 years

6 to 10 years

Over 10 years
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Table 4-7 - Relative Importance of Guanxi Characteristics 

Importance Rating Average 

Personal Relationship 4.58 

Giving 'face' (respect)  4.52 

Trust 4.19 

Commitment 4.13 

Social activities & entertainment  3.97 

Mutual co-operation 3.94 

Exchange of favours/benefits  3.84 

Exchange of information  3.77 

  

 

Figure 4-5: Relative Importance of Guanxi 

 

 

Of the eight characteristic, “personal relationship” received by far the highest rating, 

highlighting the importance that Irish executives place on the personal nature of conducting 

business with the Chinese. Personal relationships was also the highest scoring characteristic 

in Fock and Woo’s (1998) research, however in their study it scored 4.09, indicating that Irish 

executives doing business in China at present perceive personal relationships to be  a more 

important characteristic of guanxi than Hong Kong executives did in 1996 when Fock and 

Woo administered their survey.  

4.58

4.52

4.19

4.13

3.97

3.94

3.84

3.77

0.00 1.00 2.00 3.00 4.00 5.00

Personal Relationship

Giving 'face' (respect)

Trust

Commitment

Social activities & entertainment

Mutual co-operation

Exchange of favours/benefits

Exchange of information

Relative Importance of Guanxi Characteristics
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In fact, that is where the similarities end, as all of the scores from this research are a lot 

higher than those of Fock and Woo’s (1998) research. Also, respondents in their research 

were neutral on the importance of ‘face’ (respect) and exchange of favours, while on average 

they did not consider commitment and social activities/entertainment to be characteristics of 

guanxi.  

Respondents to this research perceived all eight of the characteristics to be important, with 

personal relationships, giving ‘face’ (respect) and trust clearly standing out as most important 

and exchange of information as the least important characteristic with a score of 3.77. 

As can be derived from Table 4-8, the respondents’ age affected the perceptions of guanxi, 

with the highest scores for all categories except exchange of information coming from the 

50+ age bracket. In particular, for social activities and entertainment, a steady increase in the 

importance is seen as the age of respondents’ increases. Very high importance is put on 

personal relationships and giving ‘face’ (respect) by respondents who have over 10 years of 

experience in China. This suggests a similar finding to Fock and Woo (1998), in that more 

experienced executives place more importance on guanxi than less experienced executives 

and that executives with greater Chinese experience understand the intricacies of Chinese 

culture better. Also, as a result of their greater experience, they place a much higher 

importance on mianzi or ‘face’ which indicates their better understanding of what is 

important to the Chinese when doing business. This is supported by what Tsang (1998) has 

argued in relation to face being one of the most important aspects of guanxi. 

Previous studies have posited that trust and commitment are the most important 

characteristics of guanxi (Chen and Chen, 2004; Song et al, 2011; Su and Littlefield, 2001; 

Tsang, 1998), whereas Fock and Woo’s (1998) study supports this research to highlight 

personal relationships as the most important characteristic of guanxi.  

 



48 
 

Table 4-8: Characteristics of Guanxi (Mean Rating) 

 

 

4.4 Perceived Characteristics of Guanxi (Qualitative Data) 

The semi-structured interviews revealed some interesting insights into the top three perceived 

characteristics of guanxi. These are extremely relevant as all three interviewees have 

Executive Director level experience in different areas of the aviation industry and they each 

have over ten years’ experience in conducting business with the Chinese.  

Oisin Murray (OM) is the Technical Director of a Chinese owned aircraft leasing business 

with offices on three continents and he is responsible for a portfolio of over 70 commercial 

aircraft. 

Richard O’Halloran (ROH) has a wealth of experience in the aircraft leasing world. From 

setting up his own business to buy and operate corporate jets in China to being a Strategic 

Advisor to the Chinese Aviation Industry Fund as well as various other sovereign wealth 

funds. He also serves as an Executive Officer for a Hong Kong based aircraft lessor. 

n

Personal 

Relationship

Exchange of 

Benefits/ 

Favours

Social Activities 

& 

Entertainment

Giving Face 

(Respect) Commitment Trust

Mutual Co-

Operation

Exchange of 

Information

Gender

Male 28 4.61 3.89 3.96 4.57 4.14 4.18 3.93 3.75

Female 3 4.33 3.33 4.00 4.00 4.00 4.33 4.00 4.00

Age

Less than 20 0 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00

21 t o30 4 4.00 3.50 3.50 4.00 4.00 4.00 4.00 4.00

31 to 40 15 4.80 3.87 3.73 4.47 3.93 4.20 3.73 3.60

41 to 50 6 4.00 3.67 4.00 4.67 4.17 3.67 4.00 4.00

Over 50 6 5.00 4.17 4.83 4.83 4.67 4.83 4.33 3.83

Company Size

Less than 50 staff 13 4.54 3.77 4.08 4.69 4.54 4.00 3.85 3.77

51 to 200 staff 11 4.73 3.91 3.91 4.45 3.64 4.27 4.09 3.73

201 to 400 staff 4 4.50 4.00 3.50 4.50 4.00 4.50 3.50 3.50

401 to 700 staff 0 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00

Over 700 staff 3 4.33 3.67 4.33 4.00 4.33 4.33 4.33 4.33

Education Level

Primary 0 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00

Secondary 2 5.00 4.00 5.00 5.00 5.00 5.00 5.00 4.00

Bachelor Degree 9 4.56 3.56 4.00 4.22 4.00 3.67 4.00 3.56

Graduate Degree 20 4.55 3.95 3.85 4.60 4.10 4.35 3.80 3.85

Experience in Business with China

Less than 2 years 8 4.63 4.25 3.63 4.38 3.75 4.63 3.88 3.75

2 to 6 years 10 4.60 3.70 3.80 4.20 4.20 4.00 4.00 3.70

6 to 10 years 4 3.50 4.00 4.00 4.50 4.00 3.50 4.00 4.00

Over 10 years 9 5.00 3.56 4.44 5.00 4.44 4.33 3.89 3.78

All Respondents 31 4.58 3.84 3.97 4.52 4.13 4.19 3.94 3.77

Characteristics of Guanxi

Demographic Profile
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David Hanly (DH) was Group Chief Executive and Chairman of the aviation division for 

PARC Aviation, which is the leading global provider of aviation personnel and support 

services. While he was at the helm, the company set up permanent offices in Beijing and 

Shanghai. 

4.4.1 Personal Relationships 

The interviewees had some strong views on the importance of personal relationships when 

conducting business in China. 

DH: “You had to deliver and you had to create one to one relationships and that’s very 

much the key.” 

ROH: “what you put into a relationship generally is what you are going to get out of 

it.” 

OM: “In the US, you ring someone up and say, hey I can do something for cheaper and 

they go…come on in. Whereas here (in China), it’s building a relationship.” 

“Once you establish a personal connection, it’s true calling, to spending time with 

people. And I think when I was in the US, we could perform a transaction without 

actually going to visit the client, everything could be done by email and by phone. 

There is greater importance on the personal connection. And I think it’s not just our 

particular business, but I think just China in general that once you have that 

connection, that you can build on the relationship.” 

An interesting link between personal relationships and another of the characteristics of guanxi 

emerged from the interview with DH. It seems that in order to keep the personal relationship 

going, it is important to exchange favours / benefits and also to engage in social activities and 

entertainment. 

DH: “The way we kept the relationship thing going was, the senior person and with 

some contracts it would be me, but then I would try to move back from these things and 

let other people do it, because you can’t do all of them, and you don’t want the thing to 

become too personal. But I use to go out once a quarter or once every six months, and I 

would just come on a visit to see these people to make sure everything was going 

alright, that’s the way we sort of build it with them. And with a dinner or two and 

generally kept a relationship as sweet as I could. Now the other thing of course that we 
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found we had to do quite a bit of, was inviting people here. So they like an opportunity 

to go and see what you are doing, in your own home base, but they need to be invited, 

and when they are invited then it’s an opportunity, an excuse for them to get away and 

to again they tend to come in hordes rather than ones and twos. But, nevertheless, so 

you’d be doing that at this end as well. But that it’s very much a relationship driven 

kind of business in the Far East generally.” 

 

4.4.2 Giving Face (Respect) 

Giving face (respect) when doing business with the Chinese is the second most important 

characteristic of guanxi. Face has been described by Huang, Baek and Min (2010) and Tsang 

(1998) as a crucial and important part of the Chinese social networks. Further Fock and Woo 

(1998) referred to face and respect as equivalent terms and important elements of guanxi. All 

of the respondents reported experiences of giving face and respect, while discussing the ways 

how to build and maintain guanxi. 

DH: “It’s extremely important, so at some level you have to be prepared to eat humble 

pie a little bit.” 

ROH explained how this can be a sensitive issue for the Chinese and also how it can affect a 

business deal.  

RH: “In the event on a particular transaction that I worked on, there was a loss of face, 

where a guy felt that because we were involved as outsider, call it the ‘gwai-lo’ 

(racially depreciative term for a foreigner in China) aspect that they had a loss of face 

internally with their senior management, because they were not able to do what we 

were able to do.” 

“The catalyst within the company was a Hong Kong individual, he wasn’t a party 

member and use to work for Western banks and he was our promoter and recognised 

that he needed us. And he drove the transaction and let us run it, as was required, 

because you had the relationships, the deal closed. But there was a lot of mistrust on 

behalf of some of the other party members - Chinese people within the company.” 

Interestingly, it also shows a link between giving face, trust and personal relationships and 

suggests that all of these characteristics of guanxi can affect each other and in actual fact 
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depend on each other because you cannot have a good personal relationship if respect and 

trust do not exist between parties. Fang (2003) also suggested that face is highly associated 

with other Chinese values, like relationships by status and favours and gifts.  

In the comment below, ROH describes a potentially sensitive situation where there may be a 

possible loss of face for the Chinese party and how the level of trust between parties can 

affect and cause this loss of face. 

ROH: “Once you are dealing with the state owned enterprises, like Air China, if it’s 

one of the big banks, they typically from a cultural point of view are very guarded and I 

wouldn’t say that there is no trust, but they are almost nervous of opening up to an 

outsider to give them advice, support, help and it almost shows there is a sign of 

weakness that they don’t know, and kind of questions their merit or position in a job, if 

an outsider needs to come in and help them.” 

The following comments by DH describe just how sensitive an issue giving face can be and 

how important it is for executives to be aware of. 

DH: “A lot of the time, you’ll find that they don’t have the knowledge and it’s very 

tempting to jump, but you just have to very careful. So there is a big face issue. And if 

something goes wrong as in something happens on their side that affects your deal or 

contract, or affects just a particular aspect of what you are doing at any moment in 

time, you again just have to be careful that no individual loses face, because they do get 

very upset about that.” 

 

4.4.3 Trust 

Trust was perceived as the third most important characteristic of guanxi with a high score of 

4.19 in table 4.7 and as can be seen from the interview analysis above there is a strong link 

between trust and the other most important characteristics. Trust has also been identified by 

many authors such as Chua et al. (2009); Fock and Woo (1998) and Tsang (1998) as an 

important element and characteristic of guanxi. 

The importance of trust is highlighted below along with the benefit of building good guanxi 

and strong relationships. 
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OM: “It goes back to the difficulty an outsider has trying to break into new business. 

They are not seen as a trusted counter party to deal with. And when our experience is 

that, we have dealt with airlines in the past, and we have a job and it was difficult to 

break into the airline, but once you did, you were the first person they called, the next 

time it was a transaction coming up, because you came in, you committed, you did what 

you said you’d do, and sometimes when something goes wrong, you are there to help 

them and support them, and that’s almost as important as coming and giving them the 

best price on something. And they know that you are a party they can work with and 

they trust that you’ll deliver, they trust that if something goes wrong, you’ll help them 

fix it. And it’s absolutely key to do what working in China, and you have to have your 

connection to get in.” 

Trust is also linked with the legal system and contracts in China. 

DH: “You absolutely have to get the contracts right, particularly in China.” “You have 

to get all of the ‘i’s dotted and all of the ‘t’s crossed and you have to be careful to hold 

out for the things that are important to you. Because one thing I did find with the 

Chinese which you would not find with the Japanese is that, the following day they are 

trying to change. They trying to squeeze an extra few dollars out of us here and there, 

whereas once the Japanese have signed up, they have signed up, and that’s it. And so 

long as you honour your contract they’ll honour their contract. And so long as you 

keep the relationship going at a personal level, then it will be no problem. With the 

Chinese there always seems to be somebody looking over their shoulder. So they come 

back a few days later, saying terribly sorry, but Joe Bloggs behind me, he might be the 

MD, he might be from the ministry, might be from wherever, but more senior than he. 

Would try to come back and chivvy another bit out of it. And they saw that almost as a 

bit of game.” 

DH: “Is it relationship driven or contract driven? It’s very relationship driven to get 

you there, it’s relationship driven to keep you there. But it’s very contractually driven 

to ensure that, it’s quite clear as to who is responsible for what and you need to get it 

down on paper. Unlike at some level in this part of the world you can eyeball a guy and 

shake hands with him, and you know and he knows that this is what we agreed. There 

it’s got to be written down and it’s got to be very clear. In our business, we also had to 

make sure that the Chinese translation of the contract, because usually at least then 
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contracts were in two languages and you have to make sure that their version and your 

version are the same. So the contract is absolutely important, but the relationship is in 

that part of the world almost equally important.” 

According to the respondents’ comments and experiences above, it is suggested that the 

element of trust is still an important part of business practices in China, however ensuring 

that contracts are robust is equally important even though people do rely on trust. This is 

contrary to Tsang’s (1998) and Su et al.’s (2007) argument, which stated that trust sometimes 

replaces the legal contracts of business partners. 

 

4.4.4 Hierarchy 

One important element of guanxi that emerged from the semi-structured interviews was 

hierarchy. Fock and Woo (1998) did not discuss hierarchy in their study of guanxi, however 

it is evident from more recent research (Bedford 2011; Crombie, 2011; Gao et al 2012) that 

hierarchy is closely linked to the characteristics of relationship building, face, trust and social 

activities and interestingly, people higher up the hierarchy should receive more face and 

respect.  

OM: “I think the big difference I have when we are involved in sort of transaction 

negotiation with a Chinese operator is that, we sometimes feel that the personnel we 

are dealing with, aren’t as empowered as we are to make decisions. And a lot of the 

time, we think we will discuss a point, we think we will have agreement on it, but then 

they will reserve the right to go back to their boss. And they seem a lot of the time, they 

are not prepared to make a decision unless their boss signs off or their bosses’ boss 

signs of. There is hierarchy there, where there seems to be a lack of empowerment to a 

lot of the staff. And ultimately bigger commercial decisions are made by the higher 

ranking personnel.” 

The following comment by DH illustrates the link between relationship building and 

hierarchy. 

DH: “Relationship building is absolutely key and in fact one of my main roles, in fact 

my main role full stop, was the relationship bit, because at that time, I was group chief 

executive of PARC, which had a number of companies, and I was chairman of PARC 



54 
 

Aviation which was a subsidiary of our group. And it was the guy who was chief 

executive of PARC Aviation frequently asked me to go out with him to just bring this 

senior level title, and just to be seen to be taking their business very seriously by having 

the most senior guy come out and deal with them.” 

DH also discussed the link between face and hierarchy. 

DH: “The other thing that I have found over the years is, if they are doing business 

with an Irish company, they expect to see an Irish person. Certainly at a senior level, 

and so if you do have people on the ground, certainly PARC Aviation have an office 

now, and Chinese people and there is an office in Japan and there is Japanese people. 

But it’s very important that the relationship at the top level is kept between the Irish, 

whoever the project manager is, whoever the senior person is, and the opposite number 

there (in China). But then things being smoothed below that…in China to some extent, 

certainly in Japan. Because I was the senior guy and I was the chairman and group 

chief executive of this Irish company, and I was dealing with either chief executives of 

airlines or flight operations directors. But I was dealing at that level. There was always 

a guy below me, who dealt with the guy below the other guy. So that there was never 

any loss of face for the senior guy. So we never got into a row, we were always having 

the most pleasant conversations and we were always agreeing the big print of 

something, while the guys below that, got the nitty-gritty out of the way, and then it was 

all very pleasant for your man to come and sign the contract, or take me out to dinner 

or vice versa. I suppose it depends on the business to some degree as to whether you 

can do that, but certainly we got all that nitty-gritty stuff out of the way at a lower 

level.” 

When discussing hierarchy ROH felt that within the traditional institutions in China and 

particularly the higher up the hierarchy you were dealing, there was an inherent mistrust 

when dealing with foreigners. 

ROH: “On the trust side of things, it’s not very often that you come across Chinese 

institutions that are certainly state owned at the top level where they are willing to 

operate in an open environment and where they are keen to lay their cards on the table, 

for whatever reason it is, they seem to be very guarded and whether it is that they don’t 

trust themselves or they don’t trust their own staff.” 
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However, both OM and ROH felt that this was changing as a younger, Western educated 

more outgoing generation ascends the hierarchy within organisations. 

OM: “there is certainly is a move towards more Western approach to doing business. 

And I think that’s a function of the times we are on. We have younger people coming in 

who are now more connected be it social media or whatever and more influenced by 

Western experiences, certainly doing business. So I think there is that transition going 

on right now, and it’s probably got to do with the different generations that are 

involved. So certainly the hierarchies in these companies that we deal with, what are 

old school, and you have the younger new-school outlook coming up. So I think it’s 

evolving, it’s changing and it will have a different impact on businesses over the future. 

But I still think though that there will always be that requirement for, certainly at super 

high levels.” 

ROH: “My experience has been that the junior guys who are usually educated in 

American or Australia see life differently to the elderly guys who are much more 

mainstream. And I think it’s the older generation who are very untrusting and the next 

generation coming through are more open and more capable of trust.” 

 

4.5 Survey Groupings 

The survey results were further analysed using SPSS and a cluster analysis identified that 

the respondents fell into 3 distinct groups. A two-step algorithm identified three clusters 

and Figure 4-7 below indicates that the overall model quality is in the middle of the "Fair" 

range. 

Figure 4-6: Cluster Quality 
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The demographic profile of each of the clusters can be seen in Table 4-9 below and a 

graphical representation of this is displayed in Figure 4-8 below. 

Table 4-9: Demographic Profile of Clusters 

Demographic Profile of Clusters 

(All Values are  in Percentages) 

Characteristics 

Cluster 

1 

(n=11) 

Cluster 

2 

(n=12) 

Cluster 

3 (n=8) 

     Gender 

   

 

Male 100% 100% 63% 

 

Female 0% 0% 38% 

     Age 

    

 

Less than 20 0% 0% 0% 

 

21 t o30 0% 0% 50% 

 

31 to 40 100% 0% 50% 

 

41 to 50 0% 50% 0% 

 

Over 50 0% 50% 0% 

     Company Size 

   

 

Less than 50 staff 18% 58% 50% 

 

51 to 200 staff 55% 33% 13% 

 

201 to 400 staff 18% 8% 13% 

 

401 to 700 staff 0% 0% 0% 

 

Over 700 staff 9% 0% 25% 

     Education Level 

   

 

Primary 0% 0% 0% 

 

Secondary 0% 17% 0% 

 

Bachelor Degree 18% 25% 50% 

 

Graduate Degree 82% 58% 50% 

     Experience in Business with China 

  

 

Less than 2 years 64% 8% 0% 

 

2 to 6 years 0% 17% 100% 

 

6 to 10 years 0% 33% 0% 

 

Over 10 years 36% 42% 0% 
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Figure 4-7: Demographic Profile of Clusters 

 

Cluster 1 consists of 11 respondents and all of them are aged between 31 and 40. Even 

though this is the most highly educated group with 82% achieving graduate degrees, cluster 1 

is the most inexperienced group with the majority of respondents having less than 2 years’ 

experience in business with China. Their perceptions of guanxi are the same as the overall 

population as they also conceived personal relationships, giving face and trust as the top three 

most important aspects of guanxi and exchange of information, mutual co-operation and 

social activities as the bottom three.  

The more experienced respondents from cluster 2 were generally older and the majority have 

over 10 years’ experience in business with China. Interestingly the scores given to the 

characteristics of guanxi by this group were generally much higher than the average scores, 

indicating that the more experienced executives placed a higher importance on guanxi than 

less experienced executives. Giving face was perceived as the most important characteristic 

instead of personal relationships and there was a much higher score given to social activities 

and entertainment thus implying that the more experienced executives understand the 
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intricacies of guanxi and through their experience in China they have actually used 

entertainment and social activities as a tool to build guanxi with the aim of securing their 

business goals. This is also in-line with the experiences of the interviewees from the semi-

structured interviews, who linked the importance of giving face to socialising and 

entertaining. 

Cluster 3 is made up of the youngest age group, all aged between 21 and 40. This group all 

have between 2 and 6 years’ experience in business with China. In general this group 

perceived the characteristics of guanxi as less important than the other two groups and 

attributed scores below the average for the total population. Of particular interest is the score 

given for the importance of face. A significantly lower importance was placed on giving face 

then the other two groups. 

These findings are similar to Fock and Woo’s (1998) findings from their cluster analysis in 

that the more experienced executives were found to be more competent at managing and 

building guanxi and certainly showed a deeper understanding of the intricacies of socialising, 

gift giving, and mianzi. Furthermore, the more experienced executives from both Fock and 

Woo’s (1998) research and this study were shown to have honed these skills and knew how 

to use them to achieve their business objectives with the Chinese. 

Table 4-10: Cluster Analysis on Perception of Guanxi 

 

 

Cluster Analysis on Perception of Guanxi

Gua nxi  De scrip tio n Me a n SD Me a n SD Me a n SD Me a n SD

Personal relationships 4.58 0.62 4.73 0.47 4.50 0.80 4.50 0.53

Exchange of favours / benefits 3.84 0.64 3.82 0.75 3.92 0.67 3.75 0.46

Social activities & entertainment 3.97 0.66 3.73 0.65 4.42 0.51 3.63 0.52

Giving 'face' (respect) 4.52 0.51 4.64 0.50 4.75 0.45 4.00 0.00

Commitment 4.13 0.72 3.82 0.87 4.42 0.51 4.13 0.64

Trust 4.19 0.79 4.36 0.81 4.25 0.87 3.88 0.64

Mutual Co-operation 3.94 0.68 3.73 0.65 4.17 0.83 3.88 0.35

Exchange of information 3.77 0.50 3.64 0.67 3.92 0.29 3.75 0.46

Cluster 3 (n=8)Cluster 2 (n=12)Cluster 1 (n=11)All Samples (n=31)
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4.6 Guanxi and the Marketing Mix 

For Irish executives, a particularly interesting finding from the survey was that the vast 

majority (81%) of respondents thought guanxi more important or as important in the Chinese 

market today than the traditional western marketing mix approach. This is in stark contrast to 

the study by Fock and Woo (1998), in which only 62% of respondents were in this category. 

As shown in table 4-11, only 19% of all respondents said that marketing mix strategies were 

more important than the practice of guanxi while 36% of respondents thought that the latter 

was more important. A staggering 45% of respondents agreed that marketing mix strategies 

are as important as guanxi. Despite the fact that the respondents in cluster 3 rated the 

importance of guanxi on average less than the other two groups, they have overwhelmingly 

said that it is more important than the marketing mix. 

Table 4-11: Relative Importance of Guanxi and Strategies of the Marketing Mix 

 

Figure 4-8: Relative Importance of Guanxi and Strategies of the Marketing Mix (All Respondents) 

 

 

Response 

Percent

Response 

Count

Response 

Percent

Response 

Count

Response 

Percent

Response 

Count

Response 

Percent

Response 

Count

35.5% 11 36.4% 4 16.7% 2 62.5% 5

45.2% 14 45.5% 5 50.0% 6 37.5% 3

19.4% 6 18.2% 2 33.3% 4 0.0% 0

Cluster 1 Cluster 2 Cluster 3All Samples

Guanxi  is as important as the 

Marketing Mix

Guanxi  is more important than 

the Marketing Mix

Guanxi  is less imprtant than 

the Marketing Mix

Relative Importance

35.5%

45.2%

19.4%

Comparing 'guanxi' in the Chinese market today to the traditional western 
Marketing Mix approach (Product, Place, Price, Promotion). 

Guanxi is more important than the
Marketing Mix
Guanxi is as important as the
Marketing Mix
Guanxi is less imprtant than the
Marketing Mix
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4.7 Perceived Benefits and Disadvantages of Guanxi (Quantitative Data) 

The findings in relation to the marketing mix are consistent with the importance which 

respondents attributed to guanxi in their own business experience. This data is shown in table 

4-12 and is also on a scale of 1-5.  As can be seen in the table, Irish executives on average 

agreed that guanxi benefits their business in six of the eight areas detailed in the table. They 

were pretty much neutral with regards to guanxi eliminating the competition and simplifying 

business processes. However these overall figures mask big differences between the three 

groups of executives identified in the cluster analysis.  

Respondents in cluster 1 were consistent with the results from all respondents, while the more 

experienced executives in cluster 2 were more positive about all the benefits of guanxi, 

indicating that they have experienced and reaped the benefits of using guanxi when 

conducting business with the Chinese. Respondents from cluster 3 were less positive about 

these benefits. 

Table 4-12: Benefits and Disadvantages of Guanxi 

Benefits and Disadvantages of Guanxi 

  All Respondents Cluster 1 Cluster 2 Cluster 3 

Perceived Benefit         

Increase business introductions. 4.26 4.18 4.33 4.25 

Increase sales revenues. 4.06 3.91 4.17 4.13 

Secure relationships. 4.29 4.18 4.58 4.00 

Facilitate future transactions. 4.00 4.00 4.33 3.25 

Improve negotiations. 4.06 4.18 4.25 3.75 

Simplify business processes. 3.45 3.36 3.75 3.13 

Enhance the chance of success. 4.13 4.00 4.33 4.00 

Gain new business. 4.17 4.20 4.42 3.75 

Eliminate the competition. 3.03 3.20 3.08 2.75 

Perceived Disadvantage         

It is expensive. 2.97 3.18 2.83 2.88 

It can be time consuming. 3.90 4.09 3.83 3.75 

It can be perceived as corruption. 2.73 2.91 2.55 2.75 
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Figure 4-9: Benefits and Disadvantages of Guanxi 

 

In this study, the perceived disadvantages of guanxi were also examined. All respondents 

generally agreed that guanxi can be time consuming, however they were neutral in relation to 

it being expensive and being perceived as corruption. In fact the more experienced group felt 

that all of the disadvantages of guanxi had less of an impact on their business than the other 

groups with the scores for all of the perceived disadvantages lower for cluster 2 than the 

average for all respondents. 

This is in contrast to the Fock and Woo (1998) study, in which more experienced executives 

perceived guanxi as corruption to a greater extent than less experienced executives. This may 

be due to the crackdown on corruption in political and economic circles that has taken place 

in China in recent years that was discussed during the semi-structured interviews. At the time 

of Fock and Woo’s (1998) research, perhaps corruption was more commonplace in China 

than it is today. 

  

4.26 4.06
4.29

4.00 4.06

3.45

4.13 4.17

3.03 2.97

3.90

2.73

0.00

1.00

2.00

3.00

4.00

5.00

Perceived Benefits and Disadvantages of Guanxi



62 
 

Table 4-13: Perceptions on Benefits and Disadvantages of Guanxi (with Standard Deviations) 

Perceptions on Benefits and Disadvantages of Guanxi 

  
All 

Respondents 
Cluster 1 Cluster 2 Cluster 3 

Guanxi Description Mean SD Mean SD Mean SD Mean SD 

Perceived Benefit                 

Increase business introductions. 4.26 0.58 4.18 0.75 4.33 0.49 4.25 0.46 

Increase sales revenues. 4.06 0.63 3.91 0.54 4.17 0.58 4.13 0.83 

Secure relationships. 4.29 0.53 4.18 0.40 4.58 0.67 4.00 0.00 

Facilitate future transactions. 4.00 0.73 4.00 0.40 4.33 0.49 3.25 0.89 

Improve negotiations. 4.06 0.63 4.18 0.30 4.25 0.45 3.75 1.04 

Simplify business processes. 3.45 0.89 3.36 1.03 3.75 0.62 3.13 0.99 

Enhance the chance of success. 4.13 0.50 4.00 0.63 4.33 0.49 4.00 0.00 

Gain new business. 4.17 0.53 4.20 0.42 4.42 0.51 3.75 0.46 

Eliminate the competition. 3.03 0.76 3.20 0.42 3.08 0.90 2.75 0.89 

Perceived Disadvantage                 

It is expensive. 2.97 0.80 3.18 0.87 2.83 0.94 2.88 0.35 

It can be time consuming. 3.90 0.54 4.09 0.70 3.83 0.39 3.75 0.46 

It can be perceived as 

corruption. 

2.73 0.91 2.91 0.70 2.55 1.13 2.75 0.89 

 

 

4.8 Perceived Benefits and Disadvantages of Guanxi (Qualitative Data) 

The semi-structured interviews facilitated some good insights into some of the benefits and 

disadvantages of guanxi that have been experienced by the interviewees. 

All three interviewees agreed that they have benefited from using guanxi and had some 

particularly interesting insights into the disadvantages of guanxi. 

OM: “You have got to put the hardy hours in. But then it’s once you do, it’s 

rewarding.” 
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ROH: “What you put into a relationship generally is what you are going to get out of 

it.” 

ROH agrees that in order to benefit from building and using guanxi it can take a lot of time 

and work, however in the end he feels that it is worth the effort. 

ROH: “The most recent one that I'm working with that fund, I have done an awful lot of 

pro-bono work, a lot of educating them, I have given them an awful lot of documents 

and support on the basis that I believe that they are a genuine outfit. And I think it will 

reap benefits in the future, maybe not just now.” 

In the following excerpt, ROH describes some of the benefits that can be achieved as a result 

of having good guanxi. 

ROH: “Certainly in aviation, if you are decent and are going to help people and are 

open and transparent, you don’t have to give away the kitchen sink. But if you are 

known as somebody who is approachable, you are definitely going to get more out of 

people when you need it. If it’s information, if it’s a deal, if you need to get a number 

lower on a transaction, you have probably a better chance of doing it if you are known 

as someone that’s going to be able to do something in the future or return the favour, 

as opposed to someone who is just going to hardball the whole thing.” 

Having good guanxi can also help with getting the inside track on what’s required to secure a 

transaction. OM describes how the characteristic of personal relationship can achieve this. 

OM: “they are more convivial when you have that rapport with someone. And you 

might find that after you sat around the table for 8 hours, had discussions you can go 

away and…if you have a good relationship with that person, you can go for something 

to eat, and they’ll tell you at that meal or that meeting, or you go for a drink, what’s 

really important to them for that transaction.” 

The interviews also highlighted some examples of the disadvantages of guanxi. And even 

though the survey respondents did not think that the disadvantages affected their business as 

much as the advantages which was reflected in the comparatively lower scores that were 

attributed to the three disadvantages of expensive, time consuming and corruption, some 

detailed discussion and insights into the disadvantages became apparent from the interviews. 
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Some interesting examples of how guanxi can be both time consuming and expensive were 

given by DH. 

DH: “Tony Ryan, it took him years and years to get an aeroplane into China and GPA 

I suspect were the first.” “But, it took them years to get aircraft leased into China. And 

it also took us years to develop the relationships and the trust to be able to put pilots in. 

But once you do that and once you have done it, and you have established that 

relationship, then it becomes much easier and in some ways, it is almost harder to get 

out of doing business with them then, once you have done that.” 

DH: “So our involvement in China really started off, well around the mid 80’s. It took 

us a long time to get a contact in China, it would be a lot quicker today. But it was 

partly because of the culture, it was partly because of the cost, and it was partly 

because you had to spend a lot of time just developing your relationships.” 

All three interviewees had a view on corruption and it also transpired from the interviews that 

there is a recognised strong link between the characteristics of gift giving, social activities 

and the disadvantage of corruption which is in-line with Fan (2002). 

DH: “Again you have to be very careful about it. We always took a position that 

anything we did there, had to be small, again you got to be very careful that you don’t 

cross that line between it being bribery and just being a small gift. So we pretty well 

always brought a small gift of some sort. Now, sometimes we kept them in the hotel 

room until we were sure we knew who we were dealing with, that you didn’t march in 

but you would bring something small. Now the something small might be a bottle of 

Irish whiskey, it might be a little bit of Irish linen, it would tend to be something Irish 

and again we tended to do it on the basis of, this is sort of our culture is to just give you 

something small, it’s really just a token of our friendliness and our being Irish, it’s 

nothing more than that, because they tend to do the same thing. And your problem 

tends to be how many guys are there. And then when you do this and who do you do it 

with, and you really have to sort of pick out who the key person is. And well I tended to 

get around that, by finding out who the guy was, who is the assistant that the guy that I 

need to give it to, and ask him the question, or give to him to give to him, I don’t really 

want to do this over dinner, because he might be embarrassed and it’s really something 

very small. It’s an Irish thing we do, we like to give a little token. But it’s got to be seen 
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to be something like that. Because anything more than that, you just run the risk that 

they think you are trying to bride them.” 

ROH: “And then you talk about gifts, in China no political communist party members 

give a gift anymore or receive a gift. Because, they weren’t buying gifts as gifts, they 

were buying gifts for their wife’s and for the mistress and god knows what else. Private 

dining stopped and they have been curtailed on the amount of international travel they 

are allowed do. So there has been a massive clamp down in China on corruption and 

excess.” 

It was stressed that the disadvantage of corruption being associated with guanxi has been 

lessened in recent years due to official political clampdowns on the tradition of gift giving 

and entertaining. This official clampdown and zero tolerance approach to corruption in 

modern day China (Oster, 2014) may explain the reason that corruption had the lowest score 

from all of the items associated with guanxi in the survey with respondents generally 

disagreeing that guanxi can be perceived as corruption. 

OM: “There has been a change in the Chinese leadership recently and there has been 

this huge thing about corruption and the new leadership is cracking down on 

corruption by officials and very prominent senior…officials who are going to jail and 

are in big trouble. And there seems to be that shift that gift giving right now is frowned 

upon. Certainly the high end gift giving that might have been in the past that senior 

officials would have gone, they are not buying the expensive drinks anymore, they are 

getting more modest things, they are all not going to the Four Seasons they are staying 

somewhere else. So there is a greater awareness of gift giving or whatever for want of 

a better term.” 

ROH: “And then you talk about gifts, in China no political communist party members 

give a gift anymore or receive a gift. Because, they weren’t buying gifts as gifts, they 

were buying gifts for their wife’s and for the mistress and god knows what else. Private 

dining stopped and they have been curtailed on the amount of international travel they 

are allowed do. So there has been a massive clamp down in China on corruption and 

excess.” 
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4.9 Correlation Analysis 

A correlation analysis was carried out on the data from the surveys to determine the strength 

and direction of the relationship between all of the variables. The complete table with all of 

the coefficients of correlation results from the analysis is available in Appendix 7. 

Interestingly there was a positive relationship between the age of respondents and the 

importance placed on social activities and entertainment with a correlation coefficient of 

0.657, which indicates that as executives get older, they place more value on wining and 

dining to help achieve their business goals in China. 

There was also a positive relationship between age and the perception that guanxi can 

facilitate future transactions and also enhance the chance of success with correlation 

coefficients of 0.618 and 0.645 respectively. This suggests that the older executives get, the 

more they think about using guanxi in a more strategic manner with the view of attaining 

long term goals. 

In relation to the level of education of respondents, it is interesting to note that there was no 

significant statistical relationship between education and giving face, or no relationship with 

between education and the relative importance of guanxi in comparison to the marketing mix. 

The correlation coefficients for these to relationships was 0.075 and -0.007 respectively.  

Surprisingly, with a correlation coefficient of -0.066, there was no significant relationship 

between the importance of social activities and entertainment and the disadvantage of guanxi 

being expensive. Therefore as the importance of socialising increases, the perception of 

guanxi being expensive does not change. 

There is a positive relationship of above 0.5 between trust and mutual cooperation and 

exchange of information, indicating that as the level of trust increases between parties, the 

level of cooperation and exchange of information also increases. 

With a correlation coefficient of 0.692, there is a positive relationship between the guanxi 

benefit of increased business introductions and enhancing the chance of business success.  

This also became apparent during the interviews with DH discussing the use of 

intermediaries to facilitate business introductions. 
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DH: “It just gives you a sort of authenticity, or authenticates you in some way in the 

context of the Chinese.” “I mean if you are talking to someone in one of the Chinese 

airlines, you can always ask for a contact in another Chinese airline, and you will 

usually get them.” “I tended again to use the people either in the embassy or in the 

Irish export board, or to either make a recommendation or to check somebody out for 

me.” 

This is supported by Su and Littlefield (2001), who posit that the use of intermediaries is one 

of four steps to be used in order to build good guanxi. 
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5 Conclusion, Recommendations and Limitations 

The core focus of this research was to establish the relevance and importance of guanxi for 

Irish aviation executives conducting business in China. This research not only supports the 

importance and relevance of guanxi that is emphasised by scholars such as Su and Littlefield 

(2001) and Song et al (2007), but takes it a stage further by defining the actual importance 

placed on guanxi by Irish aviation executives. 

The findings of this research, which attributes scores the importance of guanxi has found that 

Irish executives perceive guanxi to be very important. In fact they agreed that all eight 

characteristics of guanxi were important.  

Overall the scores given to the characteristics and also the benefits of guanxi by Irish 

executives was far higher than the scores attributed to the same characteristics and benefits by 

Hong Kong managers in Fock and Woo’s (1998) research. This could be due to the changing 

nature and relevance of guanxi (Leung, 2010) over the years between 1998 and 2014 and also 

the greater level of experience that the respondents in this research have. An interesting 

common finding is that the more experienced executives place a greater importance on 

guanxi than less experienced executives. This indicates that less experienced executives do 

not understand the intricacies of guanxi as much as more experienced and skilled executives 

and as such they do not realise the same level of benefits from it. 

The higher level of importance placed on guanxi by Irish executives today is demonstrated by 

the much greater ratio of respondents who perceive guanxi to be as or more important than 

the traditional western concept of the marketing mix. This supports Su and Littlefield (2001), 

who also emphasised that guanxi will get better results than traditional market entry strategies 

and they stated that it should be given first priority in Chinese business circles. 

Despite previous research that cautioned the links between guanxi and corruption (Chen and 

Chen, 2011; Fan, 2002; Lee and Ellis, 2000), Irish executives did not agree that corruption is 

a disadvantage of guanxi. In the study by Fock and Woo (1998), corruption also had the 

lowest score out of the disadvantages of guanxi, however with a score of 3.48 it was 

significantly higher than the score of 2.73 from this research study. This can be explained by 

the chronology between the two studies and the steps that have been taken in recent years to 

stamp out corruption in China. This clampdown has obviously affected the perceptions that 

Irish executives have of corruption in China and through their recent experience it has not 
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had an impact on their business dealings there. There are other possible reasons for this 

significant difference. One reason can be attributed to the high working standards and focus 

on ethical business that is common in the aviation industry. Ethical practices have long been a 

major element of the aviation world (Hoppe, 2012) as topics of pricing, maintenance and 

manufacturing outsourcing, cost control, corporate and social responsibility along with 

governance responsibility, are closely related to the issue of safety which is held paramount 

in the industry. Another reason for the disagreement that guanxi is linked to corruption could 

stem from the industry reliance and importance that is placed on watertight contractual 

arrangements. This became very apparent from the interviews when discussing about how 

business is conducted in China. Because contracts are so tight, it does not leave any room for 

corrupt practices to occur.  

Sheer and Chen (2003) detailed how the Chinese do not have a strong sense of business 

ethics and intellectual property rights and that they can be “less than truthful about their 

financial and manufacturing capabilities” (Sheer and Chen, 2003, p. 66). This was supported 

by the experiences of the interviewees, with ROH describing one instance:  

ROH: “in the case of one deal I had, we signed up the transaction and unfortunately 

the institution that we were working with didn’t have dollars, even though they claimed 

that they had the money to do the deal and they didn’t have even 1% of the funds to do 

the deal.” 

Sheer and Chen (2003) also noted system constraints as another area where Chinese cultural 

influences impact on international business. As the legal landscape in china is not as 

advanced as in the West, it was suggested by Tsang (1998) and Su et al (2007) that guanxi 

can be used to build a level of trust in order to replace legal contacts in certain instances. 

While Irish executives perceived trust to be a very important characteristic of guanxi, it was 

stressed at numerous times during the interviews that it is essential to ensure that contracts 

are in place when doing business in China and also that they are watertight. This is perhaps 

due to the industry sector that this research is focused on, as the aviation industry is generally 

very contractual in nature. One universal way used by aviation executives to overcome the 

weak legal system in China is to base all contracts on the laws of England, which upholds 

strong recourse for aviation transactions. 

Hofstede (1991) defined China as a collectivist culture where identity is based on the group 
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of organisation to which one belongs. This is at odds with the personal nature of guanxi as 

guanxi is established between individuals and is not transferred to organisations or firms 

(Alston, 1989; Crombie, 2011; Dunning and Kim, 2007; Fock and Woo, 1998). As China is a 

high power distance culture (Hofstede, 1991), Irish executives should be very mindful of the 

hierarchal nature of guanxi when developing or using it to achieve their business objectives in 

China. Understanding it and using it can help build guanxi, however not being aware of a 

hierarchy can damage relationship as was cautioned by DH during the semi-structured 

interviews. 

It is also apparent that all the characteristics of guanxi are interlinked and depend on each 

other. For example, a good personal relationship cannot exist if respect and trust are not 

present and as highlighted during the interviews, the exchange of gifts, socialising and 

entertainment are essential to building personal relationships in China. 

Both the more experienced survey respondents from cluster 2 and the three very experienced 

interviewees from the semi structured interviews placed a very high importance on 

socialising and entertaining to achieve business goals in China. This suggests that these more 

experienced executives have seen the fruits of wining and dining as a way to build guanxi and 

get things done successfully in China. 

This study suggests that the characteristics of guanxi are closely related to each other and it is 

interesting to note that a single element, like providing favours cannot establish a business 

relationship. It is necessary to consider all the elements of guanxi together when attempting 

to establish business relations with the Chinese. 

 

5.1 Limitations of this Research 

While qualitative research gives a lot of flexibility, it has been criticised for its lack of 

reliability due to the fact that every interview is conducted in a different manner and other 

interviewers might get different answers if questions were asked in a different manner 

(Saunders et al, 2012). There is also a possibility with qualitative research that interviewer 

bias may occur in an interview. This can occur when the interviewer influences how the 

interviewee responds to a question (Saunders et al, 2012), when the interviewer selectively 

observes and records some of the interviewees’ responses and interprets the information in 

the manner they want rather than what the interviewee actually said (Saunders et al, 2012). 
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Despite having all of the semi structured interviews transcribed for comparison against the 

recordings previously made by the researcher in order to identify possible transcription errors 

or misinterpretation, the use of only one interviewer and the use of this same interviewer to 

interpret results may also have introduced unintended biases into the interpretation of the data 

as the interpretation of the interviews can be biased by the researchers background, 

experiences and cultural values. 

The timeline for the research was also a limiting factor as the research was conducted in June, 

July and August of 2014 and due to the nature of the aviation industry most executives spend 

a lot of time travelling around the globe. The summer time is particularly difficult to secure 

meetings with executives as the normally heavy travel schedule is made more difficult due to 

summer the vacation period. This had an impact on this research as it was difficult to secure 

times to conduct the semi structured interviews and also difficult to schedule meetings with 

suitable executives during this period. In fact one of the interviews had to take place in Hong 

Kong while the researcher and the interviewee were there independently on business during 

the same week at the end of June. 

The population for the quantitative research survey was small at 73 and with the time 

constraints for the research it was a challenge to reach a minimum response rate of 30 as to 

calculate with significance any type of parametric statistics (a mean for example) a response 

rate of at least 30 observations is required. This study had 31 responses, of which all were 

usable, which gives a statistically robust response rate of 43%. Because the likelihood of a 

small number of respondents to the survey was anticipated, the validity of the research was 

increased through triangulation with the semi-structured interviews. Bryman and Bell (2007, 

p.243) note that this is a recognised method to increase the validity of research that has a 

small number of respondents to a survey. 

 

5.2 Areas for Further Research 

This current research has added to the existing academic debate surrounding the practice of 

guanxi; however there are areas that warrant future research. With China rapidly changing 

and embracing globalization, there is a need for constant research and academic study into 

the effects of this. Through the economic shift from a socialist to a more market led economy 

(Cheung, 2005), China has adopted a number of international management practices. This 
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shift has arguably resulted in the traditional work values to change into more modern day 

Chinese business practices. This research has revealed that the importance of guanxi 

characteristics and the impact that guanxi has on business has increased since Fock and 

Woo’s (1998) study. With China now opening its skies to business aviation (Forbes, 2014), 

the Chinese will be even more exposed to Western ways of doing business in the aviation 

industry. There is an opportunity for further research into how Chinese culture and guanxi 

will change as a result of this and be affected by high exposure to Western managerial and 

business practices. 

This study suggested an interesting theme in that the various elements of guanxi are 

fundamentally related to each other and cannot independently secure a personal relationship. 

In order to take this body of knowledge forward, further research is suggested, in order to 

explore the relationship of the elements of guanxi and possible further changes. 
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6 Self-Reflection 

6.1 Introduction 

“Live as if you were to die tomorrow. Learn as if you were to live forever.” (Mahatma 

Ghandi) 

This chapter will reflect on the researcher’s experiences, learning and personal development 

throughout the dissertation process. It will outline the approach to learning that was 

undertaken, identify new skills that were developed and reflect on the dissertation process. 

The key learnings and skills identified will also be assessed to gain an understanding of how 

they can be utilised and developed further beyond the dissertation. This chapter will start with 

a review of learning theories and styles, reflect on the process then move on to reflect on the 

sources used and dissertation formulation and it will end with a reflection on the researchers 

own learning and learning styles. 

 

6.2 Learning Theories and Styles 
Kolb’s (1984) book on experiential learning is the formative and inspirational work that has 

been used by researchers and theorists alike. Kolb (1984, p.41) defines learning as “the 

process whereby knowledge is created through the transformation of experience. Knowledge 

results from the combination of grasping and transforming experience.” Kolb asserts that 

learning takes place at its optimal level when the learner has an adequate balance of the 

following four abilities; concrete experience, reflective observation, abstract 

conceptualisation and active experimentation. Therefore, it is a cycle and learning takes place 

only after the learner has passed through all four phases of the cycle.  Kolb’s (1984) learning 

styles cycle has been adapted and extended by other theorists such as Chapman (2006) and 

Honey and Mumford (1986). 
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Figure 6-1: Kolb’s Learning Styles Including Honey and Mumfords. 

 

Source: Ruspat. Available at: http://ruspat.wordpress.com/tag/kolb-learning-styles/ (Accessed 18 August 2014). 

Honey and Mumford (1986) took Kolb’s learning styles model (1984) and extended it 

slightly to amalgamate Kolb’s learning styles with their own learning styles. They added the 

following types of styles to Kolb’s (1984) model: 

1. Activist = Accommodating: People who learn by actively applying or doing things. 

Activists do not like theory and are ‘hands-on’ type learners who prefer to have a go 

and learn through trial and error. 

2. Reflector = Diverging: People who reflect / think mostly prior to making decisions. 

Tend to be slow and cautious when making decisions and like to be thoroughly 

briefed before proceeding. 

3. Theorist = Assimilating: Thinks logically and plans carefully. Want to fully 

understand the theory of subjects before making decisions and want reassurance that a 

project makes sense. 

4. Pragmatist = Converging: More practical and easily apply theories. Want to see the 

practical use of what they are learning and would prefer a demonstration from an 

acknowledged expert. 

http://ruspat.wordpress.com/tag/kolb-learning-styles/
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On completing Honey and Mumford’s Learning Style Questionnaire (LSQ), the learning style 

best suited to me is that of pragmatist. Pragmatists are down to earth individuals who are more 

task oriented than people oriented. Therefore, while attracted to new challenges in both my 

work and personal life, I am focused on getting things done choosing to get involved in a 

hands-on capacity and applying practical application of ideas. Some of the weaknesses 

common to pragmatists that I need to be mindful of are a tendency to reject anything without 

an obvious application, not having a huge interest in theory or basic principles, a tendency to 

seize on the first expedient solution to a problem and displaying impatience with ‘waffle’. 

 

6.3 Process 
As I am employed in a sales capacity in the aviation industry with responsibility for the Asian 

market, I have a keen interest in understanding the cultures and formalities of the countries in 

which I am developing new business. China is a market in which we have not had much 

access to or success in to date, yet it is of huge importance and there are what seems to be 

limitless opportunities available there. Over the next 12 months I will be focusing my efforts 

to develop new business in the Chinese market and it was a logical choice for me to combine 

this task with the requirement for a research dissertation. So a study of Chinese culture was 

among my first ideas when thinking of a topic for this dissertation. The dissertation process 

began at the abstract conceptualisation stage (Kolb, 1984). 

It was a practical consideration to focus the research on the aviation industry and Irish-

Chinese business dealings. Initially I had thought to focus on the topic of national culture and 

had consulted many academic articles on this subject. I progressed to the active 

experimentation stage (Kolb, 1984) quickly as I was frequently travelling to China on 

business and used these opportunities to observe their culture and link what I had read in the 

journal articles to what I was experiencing while there. I also discussed the topic of culture 

with many colleagues and associates (both Irish and Chinese) within the industry.  

The research began to focus after the first meeting with my dissertation supervisor as it was 

apparent that the topic of national culture was too broad and some focus and narrowing down 

of the subject area was required. Through dialogue with my supervisor and reflection on 

informal research discussions that I had conducted with industry figures, I decided to narrow 

the research topic to the more focused area of ‘trust’ within culture. It was while researching 
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the area of trust and the cultural implications of it, that I came across two articles on the topic 

of guanxi that I found particularly interesting. I discussed these with my supervisor and it was 

agreed that the concept of guanxi was a niche area within the confines of ‘culture’ and that my 

research would focus on this cultural framework. At this stage of the learning process I was 

feeling a lot happier and more confident in the route the dissertation was taking. I had moved 

to the concrete experience stage (Kolb, 1984). 

While in China again in June and July, I was able to identify my own guanxi, put it to use and 

observe how it worked. I had now moved into the reflective observation stage of the learning 

cycle (Kolb, 1984). 

 

6.4 Use of Sources 
The main source of information that was used during this dissertation was the DBS online 

library resource. Countless books and peer reviewed journal articles have been consulted to 

get background information on the subject matter. Up until this dissertation these resources 

were appropriate for previous EMBA course work. For the purposes of this dissertation there 

was a requirement to consult sources that I had not previously considered, such as trade 

bodies including the IDA and Enterprise Ireland. These resources proved to be invaluable, 

particularly as I did not foresee them as being useful prior to starting the dissertation. During 

the analysis stage of the research, it was necessary to use software tools to assist with data 

analysis, both for the qualitative and quantitative elements. I have never had any previous 

training or experience in the use of tools such as NVivo and SPSS, so YouTube was a 

valuable source for training material on the use of these systems and one that was never 

considered when starting out on this learning process. 

 

6.5 Dissertation Formulation 
The sources consulted during the dissertation process provided ample information to support 

the thesis. In fact I had spent so much time reading and researching about cross-cultural 

studies and guanxi and how these could affect business, that by mid-June I was eager and 

excited to start the primary research phase of the dissertation and compile my own data on the 

topic. It was not until after I had completed the interviews and reflected on data in relation to 

what I had researched through reading, that I could see the similarities between the Fock and 
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Woo (1998) study and what I was doing. The article by Fock and Woo (1998) provided 

particular support for this research and mirroring their study was in line with my pragmatist 

learning style, as I was able to apply a previously proven method to my research. 

When conducting the research I had assumptions on what the results were going to be; my 

assumptions were based on my experience and also the research I had done in the literature. I 

learnt however, that my assumptions were not entirely correct and it surprised me to learn 

that when I followed the process outlined by my supervisor, my research would result in key 

findings that I could not have anticipated. The findings also proved some of aspects 

concluded in previous literature but also provided new information, especially in relation to 

the Irish executives’ perceptions of the link between guanxi and corruption. I fully expected 

to find a strong link, however as detailed in Chapter 4 and Chapter 5, this was not so. 

 

6.6 Own Learning 
Part of the outcome and the learnings from conducting this research and subsequent 

dissertation has been very relevant to my business life. As the Chinese aviation market is 

heating up, I am scheduled to spend an increasing amount of time there and the learnings from 

this research have provided me with a deeper understanding not just of how I can build and 

use guanxi to my advantage in business, but also a better understanding and awareness of 

Chinese business practices and customs in general.  

Since undertaking the EMBA course, I have noticed a clear improvement in my strategic 

thinking abilities and business confidence in general, particularly in areas where previously I 

would shy away from. One such area was financial management and accounting. Previously, I 

would avoid this area as I did not have the understanding or confidence to engage in any form 

of financial analysis or discussion, whereas now I find myself attracted to and enjoying this 

area of business.  

Using the Myers-Briggs (1995) personality typology, I am an ENTJ (Extravert, Intuitive, 

Thinking, Judging). One of the traits of an ENTJ is that they are interested in personal growth 

and development, which is very relevant when reflecting on both the dissertation and the 

EMBA course; as that was the main reason behind my decision to take the course.   Another 

trait of an ENTJ is that they are sincerely interested in what other people think. This makes a 

lot of sense to me as I also thoroughly enjoyed and gained a lot of knowledge and insight 
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from class discussions throughout the course. This was particularly relevant when other 

members of the class shared their insights into topics under discussion which demonstrated, 

alternative perspectives (covering different industries to mine) on the issue.  

 

6.7 Action Plan 
Currently I work in a sales function in the aviation industry and have been involved in sales 

across various industries throughout the last 15 years. My motivation for taking part in the 

EMBA programme was to improve myself academically but also to look at the industry from 

a new perspective and gain knowledge and skills that would help facilitate a move into other 

business functions across the industry. This I believe has been achieved through my 

participation in the MBA programme; it has not only given me the confidence to explore new 

internal opportunities as they present, but also the skills required to be a contender in areas 

outside my sales and marketing comfort zone. Through interacting and closely working with 

the other members of the Executive MBA course, I now have an insight into other business 

function roles and also how different industries approach and tackle various business issues. 

The timing to complete the course is also good for me as my company has recently been 

purchased by Boeing. This will open up many more opportunities available to me in the near 

future and allow me to leverage the skills and learnings from this EMBA course. 

Taking everything into account, I have thoroughly enjoyed and benefited from the EMBA 

course and have most definitely come away from it with additional insight and skills that will 

enable me to manage situations (both work related and extracurricular) with better 

understanding and competence. 
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Appendices 

Appendix 1: Theme Sheet from Semi-Structured Interviews 

Questions: 

1. Describe your approach in building up your relationships with your business partners 

in China? 

2. Describe your approach in maintaining your relationships with your business partners 

in China? 

3. What are the determining factors to strike a business deal?  

4. Have you ever felt that having good connection is the main part for a successful 

business deal? (Is the deal based on a contract or trust? How do you conduct 

meetings?) 

5. How important is ‘face’ in China? How do you and your business partners ‘save face’ 

and ‘give face’? 

6. How important is trust in China? How do you and your business partners build trust? 

7. How do you deal with Chinese businesses compared to Western organizations? 

Themes: 

Cultural differences 

Impact they have had 

Guanxi – do you know? 

What is it? 

Is it relevant? 

Do you use it? How? 

Benefits / advantages / disadvantages? 

Equivalent in Ireland? 

Outside China? 

Has it helped? 

Could business function without it? 

How do you build it? 

Social Capital? 

Reasons for it? 

Hierarchy – Power distance? 

Socialising 

Evolving towards Western approach? 

Trust? 
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Appendix 2: Survey Questionnaire  
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Appendix 3: Emails to Fock and Woo 
From: Alan Geoghegan  

Sent: 08 July 2014 22:48 

To: 'hfock@hkbu.edu.hk' 

Subject: Guanxi research survey 

Dear Henry, 

I am an Executive MBA student in Ireland and am currently conducting research on the implications 

of guanxi for Irish-Chinese aviation industry transactions and I have read with great interest your 

study on the Strategic Implications of Guanxi. 

I also intend to use quantitative research in the form of a survey and my Supervisor has advised that 

I should familiarise myself with previous surveys on the same subject and use these to guide my 

survey and also to compare and contrast findings. 

Would it be possible to send me a copy of your survey to assist my research? 

Any assistance would be greatly appreciated. 

Best regards, 

Alan Geoghegan 

 

Appendix 4: Replies from Fock and Woo 
From: H Fock [mailto:hfock@hkbu.edu.hk]  

Sent: 09 July 2014 09:29 

To: Alan Geoghegan 

Subject: Re: Guanxi research survey 

 

Hi Alan, 

Thank you for your interest in my old paper. However, the field work of this project was 

done in 1996 and I have thrown away my old questionnaires when I moved office some years 

ago. Thus, I'm afraid that I would not be able to provide you a copy of the questionnaire. 

Wish you good luck in your project. 

Regards, 

Henry Fock 
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From: Dr. WOO Ka Shing [mailto:kswoo@ouhk.edu.hk]  

Sent: 10 July 2014 04:37 

To: Alan Geoghegan 

Subject: RE: Guanxi research survey 

Dear Mr Geoghegan 

I am afraid that the captioned research had been done many years ago and I am not able to 

retrieve the relevant survey questionnaire.  

I have to apologize that I am not able to help.  

Regards 

Ks 

 

Appendix 5: Survey Invitation Email 
To: [Email] 

From: "alan.geoghegan@aerdata.com via surveymonkey.com" <member@surveymonkey.com> Verify 

Subject: Irish-Chinese Business Research 

Body: We are conducting a very short survey, and your response would be greatly appreciated.  

This survey forms part of a research study into the impact that Chinese cultural values have on Irish-

Chinese business transactions.  

 

The survey should take approximately 2 minutes to complete and your input will assist in the 

understanding of the importance and role that 'guanxi' plays in Irish-Chinese business dealings and 

the perceptions that Irish Executives have of it.  

 

Please note that all responses will be anonymous so this information will not be available for the 

researcher.  

 

 

Here is a link to the survey:  

https://www.surveymonkey.com/s.aspx  

 

This link is uniquely tied to this survey and your email address. Please do not forward this message.  

 

 

Thanks for your participation!  

 

 

Please note: If you do not wish to receive further emails from us, please click the link below, and you 

will be automatically removed from our mailing list.  

https://www.surveymonkey.com/optout.aspx 

 

https://www.surveymonkey.com/MyCollector_Message_Verify.aspx?sm=Y%2bkk7hv5DHFVtuLTa6SRslyocjwMWTEqIJ77SCde%2bcs%3d&TB_iframe=true&height=475&width=650
javascript:void(null);
javascript:void(null);
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Appendix 6: Survey Reminder Email 
To: [Email] 

From: "alan.geoghegan@aerdata.com via surveymonkey.com" <member@surveymonkey.com> Verify 

Subject: Reminder: Irish-Chinese Research 

Body: Hi, I’d like to ask for some help with a 2 minute survey for my MBA thesis.  

 

I am conducting research into the impact that Chinese cultural values have on Irish-Chinese 

business transactions and your response would be greatly appreciated.  

 

Your input will assist in understanding the importance and role that 'guanxi' plays in Irish-Chinese 

business dealings and the perceptions that Irish Executives have of it.  

 

Please note that all responses will be anonymous so this information will not be made available in 

the research paper.  

 

Here is a link to the survey:  

https://www.surveymonkey.com/s.aspx  

 

This link is uniquely tied to this survey and your email address. Please do not forward this message.  

 

 

Thank you for your participation.  

 

Best regards,  

Alan Geoghegan  

 

 

Please note: If you do not wish to receive further emails from us, please click the link below, and you 

will be automatically removed from our mailing list.  

https://www.surveymonkey.com/optout.aspx 

 

  

https://www.surveymonkey.com/MyCollector_Message_Verify.aspx?sm=Y%2bkk7hv5DHFVtuLTa6SRslyocjwMWTEqIJ77SCde%2bcs%3d&TB_iframe=true&height=475&width=650
javascript:void(null);
javascript:void(null);
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Appendix 7: Coefficients of Correlation 
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Male / Female 1.000

Age -0.387 1.000

Company size 0.641 -0.344 1.000

Education -0.133 -0.231 -0.222 1.000

Business experience in   China -0.127 0.403 -0.420 -0.325 1.000

Personal relationships -0.133 0.217 -0.089 -0.126 0.131 1.000

Exchange of favours / benefits -0.264 0.232 0.000 0.160 -0.343 -0.008 1.000

Social activities & entertainment 0.016 0.657 0.000 -0.361 0.493 0.293 0.146 1.000

Giving 'face' (respect) -0.338 0.463 -0.379 0.075 0.544 0.075 -0.146 0.351 1.000

Commitment -0.060 0.347 -0.153 -0.174 0.323 0.200 -0.026 0.574 0.268 1.000

Trust 0.059 0.232 0.174 0.103 -0.132 0.442 0.064 0.204 -0.008 0.306 1.000

Mutual Co-operation 0.032 0.250 0.121 -0.382 -0.004 0.250 0.052 0.443 -0.286 0.495 0.581 1.000

Exchange of information 0.151 0.081 0.221 0.115 0.066 0.007 0.092 0.181 -0.183 0.271 0.538 0.448 1.000

Response -0.380 0.248 -0.225 -0.007 0.087 -0.446 0.156 -0.287 -0.037 -0.464 -0.174 -0.155 0.079 1.000

Increase business introductions -0.149 0.204 -0.048 -0.340 -0.128 0.407 0.026 0.287 -0.357 0.159 0.252 0.555 0.210 -0.056 1.000

Increase sales revenues 0.142 0.281 0.350 -0.526 -0.131 0.242 0.193 0.328 -0.212 0.202 0.041 0.244 0.048 -0.049 0.505 1.000

Secure relationships -0.183 0.455 0.104 -0.328 0.264 0.180 0.242 0.411 0.044 0.337 0.339 0.425 0.511 0.210 0.184 0.443 1.000

Facilitate future transactions -0.607 0.618 -0.264 -0.074 0.116 0.441 0.430 0.347 0.359 0.191 0.230 0.134 0.092 0.124 0.317 0.435 0.518 1.000

Improve negotiations -0.387 0.392 -0.175 -0.355 0.049 0.242 0.276 0.408 0.101 0.497 0.108 0.400 -0.058 -0.049 0.505 0.495 0.343 0.580 1.000

Simplify business processes -0.419 0.339 -0.341 -0.008 0.117 0.234 0.251 0.425 0.131 0.532 0.298 0.381 0.389 -0.140 0.482 0.185 0.421 0.514 0.662 1.000

Enhance the chance of success -0.086 0.361 0.055 -0.357 0.068 0.396 0.068 0.521 -0.008 0.324 0.440 0.614 0.524 -0.214 0.692 0.397 0.485 0.457 0.397 0.691 1.000

Gain new business -0.532 0.645 -0.211 -0.086 0.139 0.432 0.485 0.505 0.299 0.387 0.506 0.313 0.279 0.091 0.324 0.372 0.668 0.787 0.576 0.698 0.555 1.000

Eliminate the competition -0.310 0.303 -0.147 0.031 -0.019 0.319 0.708 0.350 0.133 0.054 -0.179 -0.133 -0.261 -0.111 0.059 0.207 0.059 0.546 0.348 0.183 -0.016 0.326 1.000

Expensive -0.126 -0.155 -0.104 0.309 0.123 -0.366 0.252 -0.066 0.373 0.066 -0.360 -0.497 -0.188 -0.066 -0.710 -0.462 -0.215 -0.115 -0.196 -0.073 -0.493 -0.165 0.406 1.000

Time consuming -0.146 -0.042 0.102 -0.125 0.229 0.074 -0.144 0.367 0.432 0.206 -0.267 -0.200 -0.209 -0.378 -0.024 0.019 -0.015 0.085 0.314 0.303 0.172 0.166 0.091 0.226 1.000

Percieved as corruption -0.149 -0.021 -0.335 0.154 -0.049 0.210 0.274 -0.186 0.149 -0.257 -0.449 -0.584 -0.518 -0.085 -0.122 -0.028 -0.256 0.256 0.032 -0.107 -0.295 -0.116 0.661 0.362 -0.056 1.000


