	[bookmark: _Toc442794651][bookmark: _Toc444851028]2016





[image: http://thepostonline.nl/wp-content/uploads/2011/12/Radboud-Universiteit-Nijmegen.jpg]

	Pre-sales and Culture

	Cross-cultural differences and similarities in the pre-sales process



 



ABSTRACT –  The relationship between the pre-sales process and culture is an underresearched topic of study within business economics. Understanding cross-cultural differences in the pre-sales process of the service sector is important, since this can help practitioners and firms to improve their pre-sales operations according to the specific cultural characteristics of a country. In this study, five countries (Belgium, France, Germany, the Netherlands and the United Kingdom) are studied using exploratory interviews and an online questionnaire. The results show that within the pre-sales process, these countries differ with respect to the location and duration of business meetings, the preference for communication channels, the importance of status, titles and last names and the speed of the decision-making process. Although there are differences between the countries, only in a few cases culture could explain them. Firstly, it was found that in countries with a relatively high score on uncertainty avoidance, people have a preference for trust-based relationships and the duration of business meetings is longer. Secondly, this study found that status is more important in countries with a higher power distance. Finally, it was found that in individualistic countries, it is less common to talk about personal affairs, as compared to collectivistic countries. 
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[bookmark: _Toc455478074]1. Introduction
Sales are of crucial importance to any organisation. Sales bridge the gap between the potential customer’s needs and the products or services that organisations offer (Oxford College of Marketing, 2016). According to McClintock and Media (2016), no matter how well an organisation operates, how cutting-edge the technology is, how tight the financial goals are or how progressive and forward-thinking the management techniques are, having a good sales mechanism is crucial for the generation of revenue. The importance of sales is also reflected in the large amount of blogs, websites, and journal publications about this topic. The term ‘’sales’’ for instance gives more than 2 billion hits on Google and more than 2 million hits on Google Scholar. This definitely reflects that sales is an important topic of study nowadays. Understanding the elements and good practices of sales can help an organisation boost their sales, which results in an increase in revenue. 
Researchers often distinguish different steps in the sales process. One of the oldest paradigms in the sales discipline is the traditional seven steps of selling (Moncrief & Marshall, 2005). Many studies have made use of these steps of selling to label the skills and actions required in the sales process (Dubinsky, 1980-1981; Futrell, 2002; Weitz, Castleberry & Tanner, 2004; Moncrief & Marshall, 2005). The seven steps present the typical sales scenario as composed of the following steps: (1) prospecting, (2) pre-approach, (3) approach, (4) presentation, (5) overcoming objections, (6) close, and (7) follow-up (Hawes, Rich, & Widmier, 2004, p. 34). Prospecting refers to the identification of potential clients who may have a need for a product or service. (Pre-)approach includes arranging appointments with those potential clients and the identification of relevant needs. Furthermore, the presentation is used to show how the product or service of a seller satisfies the needs of the potential client. Responding to objections is the ability to identify and then respond to the potential client’s concerns regarding the product or service. Moreover, closing is the ability to move the potential client to some action. Finally, follow-up includes ensuring proper initial use of the product as well as continuing the customer relationship (Hawes, Rich, & Widmier, 2004). 
An important aspect of the sales process is the phase before a sale decision is made, the pre-sales process. The pre-sales process refers to the actions that lead to the acquisition of products and services (Simon & Bouwman, 2004), the first five phases in the traditional selling model. According to these authors, the pre-sales process consists of five different actions. The first action refers to the identification of customers’ needs by the supplier in order to generate sales opportunities. The second action is to find out whether a product or service is good for the customers and how the suppliers can educate customers about their products or/and services. The third action entails that the supplier reduces uncertainty by customers to stimulate purchases. The fourth action refers to the generation of trust between the customer and supplier. The last action refers to the terms of a potential sale. According to Dubinsky (1980-1981), salesperson’s actions, such as those above mentioned, could be seen as part of each of the steps in the traditional selling model, because each phase in the sales process requires different skills and actions. Consequently, defining the pre-sales process in terms of the underlying phases is easier than to define the concept in terms of salespersons’ actions and skills. Hence, in this study, the pre-sales process refers to the first five steps of traditional selling (prospecting, pre-approach, approach, presentation and negotiation) in which different salespersons’ skills and actions are required to come to an actual sale.
Within the pre-sales process, understanding cross-cultural differences and similarities has become increasingly important. Developments in the second half of the twentieth century, such as globalisation, made it easier for multinational organisations (MNO’s) to access other geographic areas, which led to an increase in MNO’s trade volume as a percentage of the world economy (Moran, Abramson, & Moran, 2014). As a consequence of more international trade, people, products, organisations and countries became more interdependent of each other (Hirst, Thompson, & Bromsley, 2015). Another consequence of the increased international trade is that companies are operating in more countries than they did in the past. This means that companies have to deal with more and more people and institutions, which are sometimes similar, but most often different from the people and institutions in their domestic country. Understanding these differences and similarities between countries is important, since understanding can help MNO’s improve their operating in those countries (Lu, Rose, & Blodgett, 1999). Especially understanding the cultural differences and similarities is important, since culture enables and/or constraints individual behaviour and reflects the formal institutions in a country (Williamson, 2000). Therefore, understanding and utilizing the cultural differences and similarities should be a key building block for companies that strive to expand globally (Moran, Abramson, & Moran, 2014). 
Although cultural differences have become important, literature about cultural differences and similarities in the pre-sales process is scarce. In a literature review, López-Duarte, Vidal-Suárez & González-Díaz (2015) provide an overview of the studies concerning the relationship between culture and business economics which were published in the top 10 journal in business and management. The main conclusion of López-Duarte et al. (2015) is that the bulk of studies focuses on the impact of cross-cultural differences and similarities on (1) entry choice (Kogut et al., 1988; Tihanyi et al., 2005; Brouthers, 2002; and Agarwal et al., 1992), (2) foreign direct investment (Shane, 1994; and Holmes et al., 2013), and (3) home investment biases (De Jong, 2009; and Fuchs et al., 2015). Several studies (Simintiras et al., 1998; Mintu-Wimsatt & et al., 2000; and Chaisrakeo et al., 2004) looked at the relationship between cross-cultural differences and negotiations. These studies found evidence that the negotiation strategy is influenced by cultural and demographical factors. No studies so far have been conducted about the influence of culture on other phases of the pre-sales process. 
Studying the relationship between the pre-sales process and cross-cultural differences and similarities is relevant for two reasons. The first reason is that the relationship between cross-cultural differences and similarities on the pre-sales process is so far not studied and the previous discussion shows that there is a gap in the literature on this relationship. The second reason is that the results of this research can be used by practitioners and policy-makers to improve their pre-sales operations according to the specific cultural characteristics of a particular country. When this research shows for instance that within the pre-sales process, people in country A have different preferences than people in country B, practitioners can use this information to adjust their pre-sales process in line with the preferences of a particular country. Furthermore, if this research shows that the preferences of people in country C and D on a particular item are the same, practitioners can standardize their pre-sales process in order to improve their operations in these countries. 
To study this relationship, five countries (Belgium, France, Germany, the Netherlands and the United Kingdom) are selected which are geographically close to each other and have a similar income per capita. At the same time, they are very different in terms of their cultural characteristics (Gupta, Hanges, & Dorfman, 2002). In addition, this study focuses on the service sector since this sector is one of the most important sectors in these countries’ economies. The aim of this study is to find out whether there are cross-cultural differences and similarities in the pre-sales process between these five countries. The research question of this study is: 
What are the cross-cultural differences and similarities between Belgium, France, Germany, the Netherlands and the United Kingdom in relation to the pre-sales process in the service sector?
The setup of this thesis is as follows. In chapter 2, the theoretical framework will be discussed. The purpose of this chapter is to provide an overview of the literature regarding pre-sales, culture and the relationship between them. This chapter ends with several hypotheses, which will be tested in this study. In chapter 3, the methods used to test the hypotheses are described. The results of this study are discussed in chapter 4 and finally, in chapter 5, this study ends with a conclusion in which the research question is answered. 

[bookmark: _Toc455478075]2. Theoretical framework
[bookmark: _Toc442794656]This chapter discusses the theoretical framework of this study. In section 2.1 the different phases of the pre-sales process are described (prospecting, pre-approach, approach and presentation). This section is followed by a discussion about cross-cultural differences and similarities between the five countries of this study (section 2.2). In section 2.3 the literature regarding the relationship between culture and pre-sales is reviewed. Finally, section 2.4 presents the theoretical model.
[bookmark: _Toc455478076]2.1 Pre-sales
The pre-sales process refers to the first five phases of the traditional selling model (prospecting, pre-approach, approach, presentation, and negotiation) in which different salespersons’ skills and actions are required to come to a sale. Although the negotiation phase is part of the pre-sales process, it is excluded in this study because this topic has already been studied as the introduction shows. The next paragraphs elaborate on each of the four remaining phases of the pre-sales process. 
Prospecting
Prospecting refers to the method by which salespersons search for potential customers. An important aspect of this phase is the market segmentation. This is the process by which a heterogeneous segment (or group) is divided into several homogenous segments that have similar interests (Wedel & Kamakura, 2000, p. 4). For instance, a cigarette company can focus on one particular homogenous segment (smoking consumers) distinguished within a heterogeneous segment such as Western-European consumers. Well known segments used by companies to identify potential customers are geographic segmentation (location), demographic segmentation (such as gender, age, income, and ethnicity), psychographic segmentation (lifestyle), and segmentation by industry (Wedel & Kamakura, 2000; Clow & Baack, 2016). In case of segmentation by industry, companies focus on potential customers that are buying products in a particular industry. Which type of segment is used by companies depends on the company’s sector and the product or service it offers to potential customers (Clow & Baack, 2016). 
The methods used by companies to identify potential customers is another aspect of the prospecting phase. Classical methods to come in contact with potential customers are to use business directories in print, newspapers, trade publications, business journals, trade shows, and events. These classical methods have become less popular due to developments of the Internet (Clow & Baack, 2016). Ever since the introduction of the Internet, methods associated with the use of Internet (social networking, online databases and directories, advertising and direct e-mail) have become more important (Richmond, 2010). Some other methods distinguished in literature are cold canvassing in which salespersons directly call potential customers, or to use referrals from existing companies to come in contact with new customers or being a subject matter expert, which means that a company is an expert in a particular industry. When this is the case, customers will approach the company (Richmond, 2010). 
Pre-approach
The pre-approach phase includes all activities prior to the actual visit with a potential customer. Information acquisition is the core of the pre-approach (Richmond, 2010, p.376). Information collection is important since this boosts a company’s credibility and demonstrates personal commitment with potential customers (Usunier & Lee, 2005, p. 460). Information can be collected about either the company or a company’s contact person(s). Information about the company’s demographics or financial performance, for example, can help a salesperson to discover whether a company is willing and/or able to buy a product or service (Usunier & Lee, 2005). For instance, when the financial situation of a company is a cause of concern, this could prevent salespersons from approaching this particular company. Next to that, information about a company’s contact person could be useful, because a person’s motivations to buy a product or service could help a salesperson make a proposal which best fits the buyer. Personal information of the professional background is also important since this could tell the salesperson something about what kind of person (s)he has a meeting with (Richmond, 2010; Usunier & Lee, 2005). Internet applications are not only important to find potential customers (see prospecting), but also as a source of information collection about potential customers. Internet sources such as online data bases, directories, and social networking have become important sources for information collection by salespersons or companies (Richmond, 2010, pp. 386-387). 
The second aspect of the pre-approach step refers to the decisions surrounding the arrangement of the first business appointment. This involves actions and decisions, such as arranging the location of the meeting, which communication channels to be used to come in contact with potential customers, the time span in which an appointment is made, and the approaching and approached person (Richmond, 2010; Meyer, 2014). 
Approach
The approach phase consists of the strategies and tactics employed by salespersons when gaining an audience and establishing initial rapport with the customer (Moncrief & Marshall, 2005, p. 15). According to Dubinsky (1980-1981), the approach phase is approximately about the first five minutes of a first business meeting. The first impression is an important aspect during meetings since this determines how a potential customer looks at a seller. The first impression is influenced by many factors, such as the way a seller is dressed, whether (s)he arrives on time, the way of greeting, and eye-contact. Richmond (2010) argues that the choice of clothing is of crucial importance. The rule of thumb is to dress a little better than you think your customer will dress (Richmond, 2010, p. 437). The way of greeting and the initial are other aspects which are considered of being important for the first impression (Meyer, 2014).
Presentation
The presentation phase is the main body of a sales meeting or call and should occur after the salesperson has predetermined the needs of the customer (Moncrief & Marshall, 2005, p. 15). First-time buyers must get sufficient information to adequately understand the product’s benefits. This can be complex and therefore, preparation is essential (Moncrief & Marshall, 2005). 
The first aspect of the presentation phase is the elevator pitch. Richmond (2010) argues that most salespersons have a standardized sales talk (elevator pitch) about the product or service they are trying to sell. Sales talks can help salespersons to better present their commodities or services. Dubinsky (1980-1981) found evidence that the type of presentation can influence the performance of a salesperson. It appears that standardized presentations work better than semi- or tailor-made presentations. 
Another important part of the presentation phase is communication. In a comprehensive study, Meyer (2014) looks at several aspects of cross-cultural communication. People in some countries, such as the Netherlands, prefer direct communication, or low context communication (Hall, 1976). Direct communication is precise, simple and clear. In contrast, people in other countries, like France, prefer indirect communication, or high-context communication (Hall, 1976). This type of communication is sophisticated, nuanced and layered (Usunier & Lee, 2005). Understanding a country’s preference for a certain type of communication is important since firms can adjust their strategy in accordance with people’s preferences (Usunier & Lee, 2005). 
The last aspect of the presentation phase is the decision-making process. This covers multiple actions and decisions, such as formal versus informal arrangement, the relative importance of practical experience versus theoretical knowledge, individual versus group decisions, the type of relationship in the first meeting, and the speed of the decision-making (Richmond, 2010). These aspects are important in the pre-sales process since they influence aspects of the first meeting, such as the number of meetings before a decision is made, the duration of an appointment or the subjects of discussion in a business meeting. 
[bookmark: _Toc455478077]2.2 Informal institutions of the five countries
The five countries selected for this study are Belgium, France, Germany, the Netherlands and the United Kingdom. These countries were chosen based on their similarities with respect to their geographic location and economic development (income per capita as indicator) (World Bank, 2016), as well as their different institutional settings (Gupta, Hanges, & Dorfman, 2002). 
Understanding the differences in the institutional setting of these countries may provide an explanation for differences and similarities in the pre-sales process, since institutions enable and constrain the behaviour of individuals (De Jong, 2009; Williamson, 2000). Institutions can be defined as either informal institutions or formal institutions. Informal institutions refers to the customs, traditions, ethics and social norms, religions and some aspects of language and cognition in a society (Joskow, 2004, p. 10). The term ‘’culture’’ is often used as synonym of ‘’informal institutions’’ (De Jong, 2009). Formal institutions are defined as the institutional environment of a society (Williamson, 2000, p. 597). Formal institutions are the written laws of a society such as constitutions, political systems, and basic human rights. This study focuses only on the informal institutions since there are no written laws about pre-sales aspects. In addition, in the rest of this study, the term culture will be used to describe informal institutions in order to be consistent. 
Culture as a concept has been used in various ways in various disciplines (De Mooij, 2015). Explicitly defining the concept is important since the meaning of the concept is not always the same in different disciplines. The core of most definitions of culture is that it: (1) is a feature of a group and not of an individual (Geertz, 1973; Schwartz, 1992), (2) refers to values within a group (Hofstede 1980), and (3) refers to a humanly designed phenomenon which is transmitted from generation to generation through the same education and life experience (Hofstede et al, 2010; De Mooij, 2015). In line with the abovementioned characteristics, culture in this study refers to values of countries which are humanly designed and can be transmitted from generation to generation. The concept of ‘’groups’’ in the definition refers in this study to each of the five countries. Values are defined as beliefs of human beings about desirable modes of construct (De Mooij, 2015). These are often bipolar since humans often have to choose between alternatives. A country’s culture is often described in terms of cultural dimensions (Hofstede, 1980; Schwartz, 1992). The function of cultural dimensions is that they combine phenomena that are empirically found to occur in combination (De Mooij, 2015, p. 649). Each dimension forms a scale ranging from 0 to 100 and each group obtains a score on each of them. These scores can be compared among the groups. Not the absolute scores, but the relative scores say something about cultural differences or similarities between groups. 
The most well known models to measure national culture are those by Hofstede (1980), Schwartz, (1992), and the recent GLOBE study (Chhokar, Brodbeck, & House, 2013). These models are different with respect to the number of countries included, the level of analysis (individual versus culture level), the dimension structure, the number of dimensions, the subjects (Schwartz studied teachers and students; GLOBE studied middle managers; Hofstede studied all levels of employees in a company), and conceptual and methodological differences (e.g. measuring what ought to be versus measuring what is) (De Mooij & Hofstede, 2010, p. 87). 
Since these models of national culture are so different, the application of them to the pre-sales process could lead to different results. Especially the differences between asking for the desired or the desirable could potentially influence research results a lot (De Mooij & Hofstede, 2010). The desirable refers to what people think the world ought to desire whereas the desired is what people actually desire (De Jong, 2009). According to Hofstede & Hofstede (2005), statements about the desirable do not necessarily correspond to the way people really behave when they have to choose. The pre-sales process tends to appeal to the desired, since the desirable is too far from reality (De Mooij & Hofstede, 2010). This means that cultural models based on asking questions for the desirable (Schwartz & GLOBE) are less useful for measuring differences and similarities in the pre-sales process compared to cultural models based on asking questions for the desired (Hofstede). As a consequence, Hofstede’s cultural model is used to study the differences and similarities in the pre-sales process. 
The Hofstede model (Hofstede, 1980) originally distinguished cultures according to four dimensions: individualism, power distance, uncertainty avoidance, and masculinity. Individualism (high score individualism dimension) implies a loosely knit social framework in which people are supposed to take care of themselves and of their immediate families only, while collectivism (low score individualism dimension) is characterized by a tight social framework (Hofstede, 1980, p.45). Individualistic cultures are low-context communication cultures (Hall, 1976) with explicit verbal communication whereas collectivistic cultures are high-context communication cultures (Hall, 1976) with an indirect style of communication (De Mooij & Hofstede, 2010, p. 89). 
The power distance dimension indicates the extent to which a society accepts the fact that power in institutions and organizations is distributed unequally (Hofstede, 1980, p. 45). The central content of this dimensions is emphasis on hierarchy – seeing the people at the top of the hierarchy as very different from those at the bottom (Vinken, Soeters, & Ester, 2004, p. 35). In large power distance cultures (high score power distance dimension), everyone has his or her rightful place in a social hierarchy, which is in contrast to small power distance cultures (De Mooij & Hofstede, 2010, p. 88). 
The uncertainty avoidance dimension indicates the extent to which a society feels threatened by uncertainty and ambiguous situations and tries to avoid these situations by providing greater career stability, establishing more formal rules, not tolerating deviant ideas and behaviour, and believing in absolute truths and the attainment of expertise (Hofstede, 1980, p. 45). Strong uncertainty avoidance cultures (high score uncertainty avoidance dimension) are less open to change and innovation (De Mooij & Hofstede, 2010, p. 89) and find relationships based on trust (Vinken, Soeters, & Ester, 2004) more important than weak uncertainty avoidance cultures (low score uncertainty avoidance dimension). 
The masculinity dimension expresses the extent to which the dominant values in society are masculine – that is, assertiveness, the acquisition of money and things, and not caring for others, the quality of life, or people. These are called masculine, because men score higher on these values (Hofstede, 1980, p. 46). The dominant values in a masculine society (high score masculinity dimension) are achievement and success (Hofstede & Hofstede, 2006) while the dominant values in a feminine society (low score masculinity dimension) are caring for others and the quality of life (De Mooij & Hofstede, 2010, p. 89). Role differentiation is another important aspect of this dimension, which is large in masculine societies and small in feminine societies. For instance, in masculine cultures households work is less shared between husband and wife than in feminine cultures (De Mooij & Hofstede, 2010).
Later on in the 1990’s, two more dimensions were added to the original four Hofstede dimensions: the long-term/short-term orientation and indulgence/restraint dimensions (De Jong, 2009). The short-term/long-term orientation dimension indicates to what extent people focus on their future. Long-term orientation implies a cultural trend towards delaying immediate gratification by practicing persistence and thriftiness. Its opposite, short-term orientation means focusing on the past and present, by respecting tradition and by a need to follow trends in spending, even if this means borrowing money (Hofstede, 1999, p. 40). 
The indulgence/restraint dimension is defined as a society that allows relatively free gratification of basic and natural human desires related to enjoying life and having fun (Hofstede, Hofstede, & Minkov, 2010, p. 281). Indulgence stands for a culture that allows relatively free gratification of basic and natural human drives related to enjoying life and having fun (Hofstede & Hofstede, 2016). Restraint stands for a culture that suppresses gratification of needs and regulates it by means of strict social norms (Hofstede & Hofstede, 2016).
Each country has a score ranging from 0 to 100 for each dimension. Although the Hofstede model was originally developed in the 1970's, many studies provided evidence that the model is still valid nowadays (De Mooij & Hofstede, 2010). The table below provides an overview of the scores of each of the five countries on the six cultural dimensions by Hofstede. This table shows that there are some differences in the country’s score on each of the cultural dimensions. Especially the difference between France, Germany and the United Kingdom is considerable large. The Netherlands and Belgium show some similarities with the other three countries depending on the cultural dimension. 
Table 1: Scores Hofstede dimensions
	Country 
	Dimensions

	
	Power Distance
	Individualism
	Masculinity
	Uncertainty avoidance
	Long-term Orientation
	Indulgence

	Belgium
	65
	75
	54
	94
	82
	57

	France
	68
	71
	43
	86
	63
	48

	Germany
	35
	67
	66
	65
	83
	40

	Netherlands
	38
	80
	14
	53
	67
	68

	United Kingdom
	35
	89
	66
	35
	51
	69


Note: This table provides an overview about the scores of Belgium, France, Germany, the Netherlands and the United Kingdom on each of the six Hofstede dimensions. Source: www.geert-hofstede.com
[bookmark: _Toc455478078]2.3 Culture and the pre-sales process
This section reviews the literature regarding the relationship between culture and pre-sales aspects. This literature review results in hypotheses in which an aspect of the pre-sales process is possible influenced by one or more cultural dimensions. The findings are summarized and synthesized based on each of the four phases of the pre-sales process. Only those aspects of the pre-sales process are discussed for which there is evidence that they are probably influenced by culture. 
Prospecting
The search methods used by salespersons to find potential customers is the only aspect within the first phase of the pre-sales process that might be related with culture. Differences between countries with respect to the individualism/collectivism dimension lead to differences in the importance of networks for collecting information. According to Hofstede et al. (2006, p.107), collectivistic countries rely more on their network in collecting information about potential clients compared with more individualistic countries. Individualistic countries focus more on collecting information for which they do not need others, such as internet websites and business journals (Hofstede & Hofstede, 2006, p. 107). The hypothesis is as follows:
1:	In countries with a high score on the individualism dimension, the importance of networks for collecting information about potential clients is relatively low.
Pre-approach
Within the pre-approach there are multiple aspects that are related to culture. The first one is people’s orientation towards time. Countries with a high score on uncertainty avoidance have a preference for monochromic time (Vinken, Soeters, & Ester, 2004, p. 258). This means that those cultures believe in the idea ‘’that time is money’’. People in such societies set agendas for meetings and adhere to preset schedules. On the other hand, countries with a relatively low score on uncertainty avoidance will have a preference for polychromic time (Vinken, Soeters, & Ester, 2004, p. 259). This refers to the believe in the idea that time is never wasted. If this study finds support for this hypothesis this can influence the strategy of firms conducting business in countries with a different score on uncertainty avoidance since a difference in cultures valuation of time leads to a different type of business meeting. The hypothesis is:
2:	Countries that are characterized by a relatively high score on uncertainty avoidance, have a preference for monochromic time whereas countries with relatively high score have a preference for polychromic time. 
The second aspect concerns the directness of communication. Studies by Gudykunst, Ting-Toomney & Chua (1988) and Meyer (2014) argue that collectivistic (or high context) countries primarily use indirect communication whereas individualist (or low context) countries primarily use direct communication. For instance, people in the United Kingdom (relatively high score individualism) are trained to communicate as literally and explicitly as possible whereas communication in countries such as France and Belgium (relatively low score individualism) is implicit, subtle and layered, which requires the listener to read between the lines (De Mooij & Hofstede, 2010). This leads to the following hypothesis:
3: 	In countries with a relatively low score on individualism, people attach more value to indirect communication compared to direct communication.
The studies mentioned in the previous paragraph indicate that the communication channels used to come in contact with potential customers and to communicate with them are influenced by culture. Other studies by Vinken, Soeters & Ester (2004) and Hofstede & Hofstede (2006) state that collectivistic (high context) countries rely more on indirect communication channels whereas individualistic (low-context) countries rely on direct communication channels. Direct communication channels are those channels through which people can communicate live to each other, such as the phone calls, trade-fairs, conferences, or social media. Indirect communication channels refers to channels which are not live such as letters and text messages through which people communicate (Meyer, 2014). In addition to individualism-collectivism, power distance appears to influence the communication channels. Meyer (2014) argues that hierarchical countries (high score on power distance) rely more on indirect ways of communication whereas egalitarian countries (low score on power distance) rely more on direct ways of communication. The mechanism behind this relationship is that in hierarchical societies status differences between people prevent people from using direct communication channels. This leads to the following hypothesis: 
4. 	Countries that score relatively low on the individualism and high on power distance dimension rely more on indirect communication channels whereas countries with a different combination of individualism and power distance dimension rely on direct communication channels. 
Finally, the location of business meetings tends to vary between countries depending on the country’s culture. The studies by Usunier & Lee (2005) and Garten (2011) argue that the individualism and uncertainty avoidance dimension influence the location of a business meeting. Individualistic countries tend to meet more in formal locations, such as an office in contrast to collectivistic countries which tend to meet in informal locations, such as restaurants, lunchrooms and bars. Furthermore, countries with a high score on uncertainty avoidance attach more value to trust-based relations and will more often meet in informal lunchrooms than countries with a low score on uncertainty avoidance. According to Meyer (2014), a possible difference for people’s preference for either a formal or informal location is the preference for a type of relationship. Countries with a relatively high score on the uncertainty avoidance dimension have a preference for trust-based relationships and are therefore more willing to meet in informal locations. Countries with a relatively low score on the uncertainty avoidance dimension prefer task-based relationship which means that they more often meet in formal locations. This leads to the following hypothesis: 
5:	Countries that score relatively low on the individualism dimension and high on uncertainty avoidance will more often have business meetings in informal locations whereas countries with a different combination of individualism dimension and uncertainty avoidance dimension will more often have business meetings in formal locations. 
Approach
People’s preference for a dress code is the first aspect of the approach phase influenced by cultural differences. According to De Mooij & Hofstede (2010, p.89), performance and achievement in masculine cultures are important and must be demonstrated, for instance, by wearing formal clothes. In most countries, wearing formal clothes at first business appointment is associated with professionalism, competence and success (Richmond, 2010, p. 502). Therefore, it is likely that masculine countries attach more value to a formal dress code than feminine countries. In feminine societies, the preference for a formal dress code is lower since these societies are more concerned about caring for others and the quality of life (Hofstede & Hofstede, 2006). In these countries, formal clothes are of less importance since they have no effect on the abovementioned factors. This leads to the following hypothesis: 
6:	Countries which score relatively high on the masculinity dimension will attach relatively more value to a formal dress code.
Furthermore, literature suggests that people’s acceptance of talking about previous achievements (either personal or business) of a person or company is influenced by the masculinity dimension. Garten (2011) argues that people in a masculine country have a higher acceptance for talking about achievements since this is seen as reliable and trustworthy. In feminine countries, the acceptance of talking about achievements is lower than in masculine societies, since modesty of men and woman is an important characteristic of a feminine society (Hofstede & Hofstede, 2006). According to Meyer (2014), talking about previous achievements is seen as bragging and arrogant behaviour by people in feminine societies. The hypothesis is:
7: 	In countries which score relatively high on the masculinity dimension, talking about personal or business success will be relatively more accepted. 
An important aspect of the approach phase is the type of relationships people prefer to build during business meetings. Cultures with a relatively high score on uncertainty avoidance have a relatively higher preference for trust-based relationships than cultures with a relatively low score (Vinken, Soeters, & Ester, 2004). These high uncertainty avoidance cultures try to avoid uncertain or unknown situations and have a preference for conducting business with firms they already know or have experience with. Building up relationships with other partners can help overcome uncertainty since this helps to learn to know each other in a better way. Societies with a low score on uncertainty avoidance are more focused on task-based relationships since the extent to which they feel threatened by uncertain or unknown situations is low (Vinken, Soeters, & Ester, 2004). This leads to the following hypothesis:
8: 	Countries that score relatively high on the uncertainty avoidance dimension, are relatively more likely to form trust-based relationships. 
The fourth aspect of the approach-phase, influenced by uncertainty avoidance, is the acceptance of being late at a business appointment. Earlier (hypothesis 2) we saw uncertainty avoidance is probably correlated with people’s valuation of time. In countries with a high score on uncertainty avoidance, people believe in the idea that time is money. In contrast, in countries with a low score on uncertainty avoidance, people believe in the idea that time is never wasted. As a direct consequence of differences in the valuation of time, the acceptance of coming late at business meetings could also be different. In countries with a relatively high score on uncertainty avoidance, people have a lower acceptance of coming late at appointments compared with countries with a relatively low score. The hypothesis is as follows:
9: 	Countries that score relatively high on the uncertainty avoidance dimension, have a lower acceptance of being late at a business appointment.
Studies furthermore show that status is an important concept in the approach phase of the pre-sales process. Status in this study refers to two elements. The first element of status is the importance of the function a person approaches. Differences in a culture’s valuation of status have practical implications since in some countries it might be inappropriate to approach people with a higher function (which have a higher status) whereas in other cultures this is more common. Studies by Hofstede (2001) & Hofstede & De Mooij (2010) suggests that power distance affects the use and importance of status in business meetings. Vinken, Soeters & Ester (2004, p.256) adds to this that the use of status and a person’s function is more appreciated in high power distance countries compared to low power distance cultures. This means that in countries with a high score on the power distance dimension, it is uncommon for (sales)persons to approach other person with a higher function whereas in countries with a low score on the power distance dimension, (sales)persons can approach other people independent of their function. 
A problem, however, is that the empirical findings contradict the findings of these studies. Germany for instance, has a low on score on the power distance dimension while it is often characterized as a country in which status is very important (Meyer, 2014). This suggests that the power distance dimension alone cannot explain status differences. A possible explanation is that the masculinity dimension also affects status. Countries with a relatively high score on the masculinity dimension, such as Germany, value status higher than countries which score low on the masculinity dimension (Vinken, Soeters, & Ester, 2004). Only in case a country scores relatively low on the power distance and masculinity dimension or relatively high on power distance and low on masculinity, (sales)persons can approach persons independent of their function. In all other combinations of power distance and masculinity dimension, it is uncommon for (sales)persons to approach people with a higher function. This leads to the following hypothesis:
10: 	In countries with a relatively low score on the power distance and masculinity dimension or high on the power distance and low on the masculinity dimension, salespersons can approach all persons independent on their function whereas in countries with a different combination of power distance and masculinity dimension, sales persons can only approach persons in the same or a lower hierarchical level. 
The second element of status is the use of titles and last names, which are probably influenced by the same cultural dimension as the first element of status. Studies by Vinken, Soeters & Ester (2004) and Meyer (2014) show that there are differences in the way people prefer to be called. Especially in Germany, the use of titles and last names appears to be very important (Meyer, 2004). Since status is determined by power distance and masculinity, and titles and last names are closely related to status, it is likely that power distance and masculinity also determine this aspect. This leads to the following hypothesis:
11: 	In countries with a relatively low score on power distance and masculinity dimension, politely calling people by their title and last name is less important whereas in countries with a different combination of power distance and masculinity dimension, people highly appreciate being politely called by their title and last name. 
The duration of a business appointment is the last aspect of the approach phase. Previous discussion (hypothesis 8) shows that uncertainty avoidance is an important dimension which influences the duration of a business meeting since cultures with a high score on uncertainty avoidance attach more value to trust-based relations instead of task-based relations. In these cultures, people tend to spend more time talking about non-business subjects during business meetings before start talking about business. Meyer (2014) argues that besides uncertainty avoidance, also the individualism dimension influences the duration of the meeting since persons in individualistic countries have the tendency to talk immediately about business at a first business meeting. This is in sharp contrast to collectivistic cultures which are more focused on trust-based relationships in which people will not immediately start talking about business but about personal topics. Hence, in collectivistic countries the duration of a meeting will be shorter than in individualistic countries. This leads to the following hypothesis:
12:	In countries with a relatively high score on the uncertainty avoidance and low score on the individualism dimension, the average time of an appointment is relatively high whereas in countries with a different combination of uncertainty avoidance and individualism dimension, the average time of an appointment is relatively low. 
Presentation
Within the presentation phase two aspects are identified. The first one is about the relative importance of practical experience. Hierarchical countries (high score on power distance) such as France and Belgium, have a relatively higher preference for theoretical knowledge compared with less hierarchical countries (Meyer, 2014). People in less hierarchical countries (low score on power distance), such as the Netherlands, Germany and the United Kingdom value experience of people more than theoretical knowledge. According to Vinken, Soeters & Ester (2004, p.256), this difference has its roots in a country’s valuation of status. In more hierarchical countries, status, which is derived from professional and educational background, is more important than in less hierarchical countries (Usunier & Lee, 2005, p. 465). As a consequence, people differ in their preference towards theoretical knowledge and practical experience. In the pre-sales process, differences in the preference for either theoretical knowledge or practical experience can be useful for salespersons to adjust their strategy in line with a country’s preference. This leads to the following hypothesis:
13: 	In countries which score relatively high on power distance, theoretical knowledge is relatively more important than practical experience during a business meeting. 
The second aspect of the presentation phase influenced by power distance is the speed of the decision-making process. Hierarchical countries are characterized by a relatively slow decision-making process compared to less hierarchical countries. People in hierarchical countries have less autonomy to make decisions on their own but need permission from their superiors which affects the speed of the decision-making process (Meyer, 2014). In less hierarchical countries, employees have more autonomy to make decisions which means that also the decision-making process is relatively faster (Meyer, 2014). This feature can be important for MNOs since this means that firms should have more patience in more hierarchical countries when doing business. The hypothesis is:
14:	In a country with a relatively high score on power distance, decision-making is relatively slow and more appointments are needed to come to a sales decision. 
[bookmark: _Toc455478079]2.4 Theoretical model
In this section the theoretical model is presented which combines all aspects discussed in this chapter. Table 2 below presents the theoretical model of this study. This table provides an overview about the relationship between pre-sales aspects and culture. In the first two columns the four phases of the pre-sales process and the associated aspects are presented. The others columns in this table provides an overview about the relationships found in the literature review (section 2.3) regarding the pre-sales aspects and culture. Although the model by Hofstede consists of six cultural dimensions, only four cultural dimensions are used (power distance, individualism, masculinity and uncertainty avoidance) since there is no available literature that suggests that either one of the excluded dimensions (long-term/short-term orientation and indulgence/restraint) affects any aspect of the pre-sales process. 
Table 2: Overview of the relationships found in the literature review
	Phase
	Aspect
	Power distance
	Individualism
	Masculinity
	Uncertainty avoidance

	Presentation
	1. Importance of networks
	
	x
	
	

	Pre-approach
	2. Valuation of time
	
	
	
	x

	
	3. Communication channels
	
	x
	
	

	
	4. Direct/indirect communication
	x
	x
	
	

	
	5. Location
	
	x
	
	x

	Approach
	6. Dress code
	
	
	x
	

	
	7. Talking about success
	
	
	x
	

	
	8. Type of relationship
	
	
	
	x

	
	9. Acceptance of coming late
	
	
	
	x

	
	10. Status
	x
	
	x
	

	
	11. Importance of titles and last names
	x
	
	x
	

	
	12. Average time of business appointments
	
	x
	
	x

	Presentation
	13. Technical knowledge/practical experience
	x
	
	
	

	
	14. Decision-making process. 
	x
	
	
	


Note: This table provides an overview of the findings of the literature study regarding the relationships (either positive or negative) between pre-sales aspects and the cultural dimensions. 
[bookmark: _Toc455478080]3. Methodology
The literature study in the previous chapter showed that literature about culture and pre-sales is scarce and that most of the literature available is from disciplines other than business economics. As a consequence, exploratory interviews are conducted with salespersons from KGS Diamond, Randstad, Contact and MV Trainingen and Coaching to collect more information from salespersons working in one of the countries of this study. The advantage of conducting interviews is that it allows researchers to gain insights from the field which are not found in the literature. Prior to the interviews, a semi-structured interview guide is constructed which consists of questions related to the findings of the literature review of the previous chapter. This interview guide can be seen in appendix A. The results of the six interviews are discussed in section 3.1. In section 3.2 the data collection is discussed followed by the analytic strategy in section 3.3. Finally, an overview of the variables is presented in section 3.4. 
[bookmark: _Toc455478081]3.1 Exploratory interviews
The interviews confirmed most of the findings of the literature review. In line with the literature, most of the interviewees differ about the meaning of the pre-sales process and which steps it entails. According to one interviewee, an explanation for these differences is that the actions and steps of the pre-sales process depend on the type of product, industry and country in which salespersons are working. Since the interviewees are living in different countries, this could explain why they have a different idea about the pre-sales process. Regarding the pre-approach and approach phase, it turned out that most of the interviewees collect information both about the target company and the potential clients and that internet applications are most often used to collect such information. The interviews moreover showed that with respect to business meetings, trust-based relationships appear to be important and that most of the business meetings are usually held in formal locations. In Belgium and France business meetings are sometimes held in informal locations. In addition, the interviews show that differences in the formality of appointment do influence the topics discussed during those meetings. This finding is in line with the literature review which showed that in France and Belgium persons often speak more about informal topics compared to the other countries. As a consequence, the average duration of business meetings in France and Belgium is also higher and the speed of the decision-making process lower. 
Although most of the findings of the interviews are in line with the literature review, some are different. In particular the communication channels seem to differ between the countries of this study. Although most of the interviewees agree on the importance of e-mailing and calling, they disagree on the use of other communication channels such as LinkedIn, Whatsapp and writing a letter. In the Netherlands it seems to be more common to use social media to contact potential customers whereas in Germany and France this is very unusual. Also, the importance of speaking a country’s native language seems to vary between the countries of this study. According to Belgium and French interviewees, speaking the native language of the potential customer in their country is very important while interviewees in the other countries stated that this is less important in their country. 
Altogether, the interviews provide new insights with regards to the use of communication channels and importance of speaking a country’s native language. Based on the interviews, it seems that most of the pre-sales differences and similarities arise in the approach phase. Appendix B presents an overview of the findings in each interview. 
[bookmark: _Toc455478082]3.2 Data collection
The exploratory interviews alone could not provide enough information about the differences and similarities in the pre-sales process. Therefore, an online questionnaire (or survey) will be conducted in which primary data is collected about culture and the pre-sales process. Up till now, researchers have not used quantitative analysis to study the pre-sales process which means that pre-sales process data is unavailable. Data on Hofstede’s cultural dimensions is available, but these could cause problems since prior studies have not used salespersons as respondents. Using data of one group to represent another group (let say salespersons) could affect the internal validity since data of one group does not per se reflect actual behaviour of the other group (salespersons) (Vennix, 2011). The best way to avoid this problem is to collect primary data on culture and pre-sales while using salespersons in the five countries of this study as respondents. Alternative methods to collect data such as experiments or interviews are less useful in answering the research question than a survey since this study wants to compare countries, which requires many respondents to generalize from individual level to country level, and other methods usually do not work with a high number of respondents (Creswell, 2009). 
We have chosen to study only one service company (Randstad) in order to make sure that we control for business differences. If we would study more companies it could be the case that we measure business differences instead of cultural differences. Although one service company does not reflect the entire service sector (i.e. lack of external validity), this approach contributes to a stronger internal validity (measuring what we want to measure) (Creswell, 2009). The respondents of the survey are salespersons working for Randstad in either one of the five countries of this study. Randstad is a large Dutch MNO founded in 1960 which represents more than 90 percent of the global HR services market (Randstad, 2016). The company’s main goal is to find employees the work they are best suited for, and by finding employers who best fit the employees (Randstad, 2016). Currently, Randstad operates in 39 countries and has around 28,030 employees. 
[bookmark: _Toc455478083]3.3 Analytic Strategy
The first step of the analysis is to check whether there are significant differences between the five countries with respect to their score on each of the four cultural dimensions. The test which has to be used to determine whether countries’ cultural mean scores differ depends on whether the cultural dimensions for each country are normally distributed or not (Razali & Wah, 2011). The two standard tests for this purpose are the Shapiro-Wilk and Kolmogorov-Smirnov test (Bowerman, O'Connell, & Murphree, 2011). The main difference between these tests is that the Shapiro-Wilk test is restricted for a sample size less than 50 (Shapiro & Wilk, 1965) whereas the Kolmogorov-Smirnov test can also deal with larger sample sizes (Shapiro, Wilk, & Chen, 1968). According to Razali & Wah (2011, p.25) the Shapiro-Wilk test is the preferred test of these two because of its good power properties. There is, however, one problem with both tests for normality. Sometimes the Kolmogorov-Smirnov and/or Shapiro-Wilk test tells that sample sizes are not normally distributed while the graphical representation of the data shows that the assumption of normality is not severely violated. It is therefore important not to fully rely on the parameters of the tests but also to look at the data itself and its distribution (Howell, 2012). 
In case the cultural dimensions for each country are normally distributed, an Analysis of Variance (ANOVA) test will be conducted to test whether there are significant differences between them. The ANOVA test only shows whether the mean scores are the same (null hypothesis) or different (alternative hypothesis) from each other (Bowerman, O'Connell, & Murphree, 2011). In case the ANOVA shows that there is a statistically significant difference across the mean scores then a multiple comparison method can be used to look for differences between pairs of groups. Many different tests such as Tukey, Scheffe, Bonferroni, Dunnet and Newman-Keuls (Howell, 2012, p. 395), have been suggested to test differences in all possible pairs of means (Jaccard, Backer, & Wood, 1984, p. 589). According to Howell (2012, p.398), the Tukey test would be the most appropriate test for this study since we are interested in many comparisons between a large number of groups of equal sizes. 
In case the cultural dimensions for each country violate the assumption of normal distribution, a Kruskal-Wallis H test can be conducted for comparing the groups. This non-parametrical test requires no assumptions about the population probability distributions and assumes that we use independent samples chosen randomly (Bowerman, O'Connell, & Murphree, 2011, p. 818). The Kruskal-Wallis H test tests whether the populations under consideration are identical (null hypothesis) versus the alternative hypothesis that at least two populations differ in location (That is, they are shifted either to the left or to the right of one another) (Bowerman, O'Connell, & Murphree, 2011, p. 818). According to Bowerman et al. (2011) this test is valid when there are at least five observations in each sample. 
The second step of the analysis is to test whether there are significant differences in a country’s mean score on the aspects of the pre-sales process. The first step is again to test, by using a Shapiro-Wilk (sample size N<50), whether the variables are normally distributed. In case the variables are normally distributed in all countries, an ANOVA and Tukey test will be conducted to test whether there are significant differences between the mean scores of the five countries. In case the variables violate the assumption of normal distribution, a Kruskal-Wallis H test will be conducted. The abovementioned analysis can only be conducted for those pre-sales questions which had to be answered by a 7-point Likert scale or in which respondents had to give an indication how long pre-sales aspects take since comparing mean scores of these questions makes sense. For questions related to the communication channels used, respondents had to indicate how often these use several channels in percentages. For these questions, the average percentages will be calculated and compared to see whether there are differences and similarities. 
The third step of the analysis is to test whether culture and aspects of the pre-sales process are correlated. Ordinal logistic regressions will be conducted since the measure level of the dependent pre-sales variables have an ordinal scale. According to Bowerman et al. (2011, p.649), logistic regressions models relates the probability that an event will occur to k independent variables. The procedure of the ordinal logistic analysis is to first test whether culture is related to pre-sales aspects while all control variables are included. After this analysis, the most insignificant variables are removed to see whether the relationship between culture and pre-sales holds, or, in case there was no relationship found in the first analysis, whether there is a relationship. Within the ordinal logistic regression analysis a robust option is included to deal with minor problems about normality, heteroscedasticity, clustering, or some observations that exhibit large residuals, leverage or influence (Chen, Ender, Mitchell, & Wells, 2003). Clustering could be a problem in this study since culture is measured on the individual level and these individuals live in one of the five countries of this study. With the robust option, the estimates of the coefficients are exactly the same as in an ordinary regression analysis, but the standard errors take into account issues concerning clustering, heterogeneity and lack of normality (Chen, Ender, Mitchell, & Wells, 2003). An alpha of 0.10 is used for all tests in this study. 
[bookmark: _Toc455478084]3.4 Variables
The survey is built upon three categories of questions. The first category entails questions about demographic aspects of the respondents such as gender, age, education level, the company they are working for, and nationality. The variable ‘’gender (GEND)’’ measures whether a respondent is a man (1) or a female (2) while the variable ‘’age (AGE)’’ measures the age of respondents. For the variable ‘’education (EDUC)’’, respondents are asked to check a box indicating their level of education. For this purpose the standard answer possibilities in Qualtrics are used (1= less than high school, 2=high school graduate, 3=vocational degree, 4=university of applied sciences degree, 5=academic degree and 6=doctorate). The variable ‘’working company (WORK)’’ is about the company for which respondents are working. Finally for the variables ‘’nationality (NATI)’’ and ‘’country (COUN)’’, respondents can fill in whether they are Dutch (1), German (2), French (3), British (4), Belgian (5) or other (6) and in which of the five country respondents are working. The table below provides an overview about the demographic questions. 
Table 3: Operationalisation of demographic variables
	Variable code
	Survey question
	Answer possibilities

	GEND
	1. What is your gender?
	Multiple choice question

	AGE
	2. What is your age?
	Open question

	EDUC
	3. What is the highest level of education you have enjoyed?
	Multiple choice question

	COMP
	4. For which company are you currently working?
	Open question

	NATI
	5. What is your nationality?
	Multiple choice question

	COUN
	6. In which country are you working most of the time?
	Multiple choice question


Note: This table shows the demographic questions, the variables codes and the answer possibilities. 

The second category of questions is about culture. These questions are derived from the VSM 13 questionnaire of Hofstede (Hofstede & Hofstede, 2013). Questions about the long-term/short-term orientation dimension and indulgence/restraint dimensions are excluded from the survey since these dimensions are not incorporated in this study. This results in a total of 16 statements in which respondents are asked to indicate their opinion on a scale ranging from utmost importance (1) to very little or no importance (5). A country’s dimension score can be calculated by using the following formulas (Hofstede & Hofstede, 2013):
PDI = 35(m13 – m08) + 25(m19 – m21) + C(pd)				eq. (1)
UAI = 40(m18 - m17) + 25(m20 – m22) + C(ua)				eq. (2)
IDV = 35(m10 – m07) + 35(m15 – m12) + C(ic)				eq. (3)
MAS = 35(m11 – m09) + 35(m14 – m16) + C(mf)				eq. (4) 
In which PDI refers to the power distance index, UAI to the uncertainty avoidance index, IDV to the individualism index, MAS to the masculinity index, m to the mean of a particular question and C to the constant values. The constant values are calculated by taking the difference between a reference country and the Hofstede’s score and adding this to all dimension score of the countries. An advantage of the Hofstede questionnaire is that it is possible to calculate the cultural scores for an individual by not taking the mean of a question but by just use the score of an individual. Although this does not say anything about the culture of persons, this allows researchers to obtain more reliable parameter estimates since the sample size is bigger if one conducts regression analysis on individual level instead of country level. If a regression would be conducted only by using the cultural score on country level the sample size would be N=5 whereas this number is N=53 when it is conducted on individual level. Only one small adjustment is made in the original Hofstede VSM 13 questionnaire, namely that the term ‘’boss’’ is replaced by the term ‘’manager’’ since the interviewees argue that this term is more common to use nowadays. The table below presents the questions and answers of the Hofstede questionnaire. The table below provides an overview of the questions related to culture. 
Table 4: Operationalisation of cultural dimensions
	Variable code
	Survey question
	Answer possibilities

	PD
	8. Have a manager (direct superior) you can respect. 
13. Be consulted by your manager in decisions involving your work.
19. How often, in your experience, are subordinates afraid to contradict their manager (or students their teacher?)
21. An organisation structure in which certain subordinates have two managers should be avoided at all cost. 
	5-point Likert Scale
5-point Likert Scale
5-point Likert Scale

5-point Likert Scale


	UA
	17. How often do you feel nervous or tense?
18. All in all, how would you describe your state of health these days?
20. One can be a good manager without having a precise answer to every question that a subordinate may raise about his or her work.
22. A company’s or organisation’s rules should not be broken – not even when the employee thinks breaking the rule would be in the organisation’s best interest. 
	5-point Likert Scale
5-point Likert Scale

5-point Likert Scale

5-point Likert Scale

	IND
	7. Have sufficient time for your personal or home life.
10. Have security of employment.
12. Have a job that is interesting.
15. Have a job respected by your family and friends
	5-point Likert Scale
5-point Likert Scale
5-point Likert Scale
5-point Likert Scale

	MAS
	9. Get recognition for good performance.
11. Have pleasant people to work with.
14. Live in a desirable area.
16. Have changes for promotion
	5-point Likert Scale
5-point Likert Scale
5-point Likert Scale
5-point Likert Scale


Note: This table shows the operationalisation of the cultural dimensions (PD=power distance, UA = uncertainty avoidance, IND=individualism and MAS=masculinity) used by Hofstede in the VSM13 questionnaire and the answer possibilities. 

The last part of this survey consists of questions about the aspects of the pre-sales process. New questions were derived to measure these aspects since they have not been used in a questionnaire before. The questions can be distinguished in two types. The first type of question are about statements in which respondents are asked to indicate their opinion on a 7-point Likert Scale ranging from strongly agree (1) to strongly disagree (7). The second type of question consists of open questions in which salespersons have to give an indication about specific aspects of the pre-sales process. This is because some aspects are hard to measure using a 7-point Likert scale. The table below provides an overview of the specific questions regarding the pre-sales process (see appendix C for more details). 
Table 5: Operationalisation of pre-sales aspects
	Hypothesis
	Survey question
	Variable code
	Answer possibilities

	1
	30. It is common to use personal/business networks to collect information about potential customers.
	NETW
	7-point Likert Scale

	2
	28. During a first business meeting, strict time schedules are frequently used.
	VALU
	7-point Likert Scale

	3
	31. It is common that salespersons try to convince potential clients. 
32. It is common that salespersons have an open attitude and ask other people to consider their ideas.
	DICO1
DICO2
	7-point Likert Scale
7-point Likert Scale

	4
	42. Which of these categories is frequently used to get in contact with new potential clients?
43. Which communication channels are frequently used to get in contact with a potential client to arrange a first business appointment? 
	COMM1

COMM2
	Open question

Open question

	5
	35. It is common that business meetings are held in informal locations such as restaurants, lunchrooms, or bars.
	LOCA
	7-point Likert Scale

	6
	26. Wearing formal clothing to a first business appointment is important.
	DRES
	7-point Likert Scale

	7
	27. It is common to talk about previous (personal) success during a first business meeting.
	SUCC
	7-point Likert Scale

	8
	33. Building up a relationship with the potential client is not important during a first business meeting.
37. It is common to gather beforehand some personal information about the potential client with whom I have an appointment. 
41. How long does it on average take in a first meeting before you start talking about business? (minutes)
	RELA1

RELA2

RELA3
	7-point Likert Scale

7-point Likert Scale

Open question

	9
	29. It is acceptable to be late at a business appointment.
	COME
	7-point Likert Scale

	10
	23. It is common that a person approaches another person with a higher function. 
36. It is preferred to speak in the native language of the person I have an appointment with. 
	STAT1

STAT2
	7-point Likert Scale

7-point Likert Scale

	11
	24. People are used to politely call each other by their last name and/or their title within business.
	TITL
	7-point Likert Scale

	12
	34. It is common that people talk about personal affairs during a business meeting.
40. What is the average duration of a first business appointment? (minutes)
	APOI1

APOI2
	7-point Likert Scale

Open question

	13
	25. During a first business meeting, experience of a salesperson is more important than the technical knowledge (s)he has.
	TECH
	7-point Likert Scale

	14
	38. What is the average number of contact moments (phone, e-mail, Whatsapp, Facebook) before a first business meeting is scheduled?
39. What is the average number of meetings before a sales decision is made?
	DECI1

DECI2
	7-point Likert Scale

Open question


Note: This table shows the operationalisation of each hypothesis into survey questions and the corresponding variable code and the answer possibilities. 

[bookmark: _Toc455478085]4. Results
This chapter presents and discusses the results of the analysis described in chapter 3. Before discussing the results of the aspects of the pre-sales process the descriptive statistics are summarized (section 4.1). In section 4.2-4.5 the results of each of the phases of the pre-sales process are discussed (prospecting, pre-approach, approach and presentation). Not all the tables are presented in order to keep these sections clear. Only those tables are presented which shows significant differences between the countries or a significant correlation between pre-sales aspects and one or more cultural dimension(s). The rest of the tables is presented in appendix D. Finally, in section 4.6 some robustness tests are presented. 
[bookmark: _Toc455478086]4.1 Descriptive statistics
Table 6 shows that the percentage male and female differs substantially among Belgium, Germany, France, the Netherlands and the United Kingdom. The overall average between the percentage of males and females was around 50%. Belgium had the lowest levels of male respondents with 25% and Germany had the highest level of male respondents at 66,7%. 
Regarding the differences between age groups, most of the respondents are between 30-39 and 40-49 years of age. In France, Germany and the Netherlands the majority of the respondents is between 40-49 years old whereas in Belgium and the United Kingdom most of the respondents are between the age of 30-39 years old. The average age of people in France, Germany and the Netherlands, however, is considerably higher than in Belgium and the United Kingdom. The overall average age is 42 years. In Belgium respondents have on average the lowest age with 38,75 years while people in France have the highest age with 44,88 years. 
Furthermore, table 6 shows that the majority of the respondents of the survey are university of applied science (32,7%) or academic graduates (32,7%). Between the countries there are substantial differences. In the Netherlands and the United Kingdom more respondents have an academic degree while in France, Germany and Belgium this is considerably lower. Especially in France the majority of the respondents are high school graduates. This percentage is much lower in the other countries. These results suggests that the chosen education categories do not fully represent the education system in all of these countries. 
Regarding the nationality of the respondents in this survey there are some differences between the countries. All of the respondents in Belgium and France are native inhabitants. In Germany and the Netherlands a small minority of the respondents are foreigners while in the United Kingdom this amount is the highest of the countries. Only 71,4% of the respondents in the United Kingdom are born in that country. 
Table 6: Descriptive statistics of the demographic variables
	Variables
	Belgium
	France
	Germany
	Netherlands
	United Kingdom
	Total

	Gender
	
	
	
	
	
	

	Male
	25,0%
	52,9%
	66,7%
	42,9%
	57,1%
	48,1%

	Female
	75,0%
	47,1%
	33,3%
	57,1%
	42,9%
	51,9%

	Age
	
	
	
	
	
	

	20-29
	0%
	5,9%
	0%
	0%
	0%
	1,9%

	30-39
	66,7%
	17,6%
	22,2%
	14,3%
	57,1%
	34,6%

	40-49
	25,0%
	47,1%
	55,6%
	71,4%
	28,6%
	44,2%

	50-59
	8,3%
	23,5%
	22,2%
	14,3%
	14,3%
	17,3%

	60-69
	0,0%
	5,9%
	0,0%
	0,0%
	0,0%
	1,9%

	Average
	38,75
	44,88
	43,11
	43,71
	39,71
	42,31

	Education
	
	
	
	
	
	

	High school graduate
	8,3%
	41,2%
	22,2%
	14,3%
	28,6%
	25,0%

	Vocational degree
	16,7%
	0,0%
	22,2%
	0,0%
	14,3%
	9,6%

	University of applied science
	50,0%
	29,4%
	33,3%
	42,9%
	0,0%
	32,7%

	Academic degree
	25,0%
	29,4%
	22,2%
	42,9%
	57,1%
	32,7%

	Nationality
	
	
	
	
	
	

	Dutch
	0,0%
	0,0%
	11,1%
	85,7%
	14,3%
	15,4%

	Germany
	0,0%
	0,0%
	88,9%
	0,0%
	0,0%
	15,4%

	French
	0,0%
	100,0%
	0,0%
	0,0%
	0,0%
	32,7%

	British
	0,0%
	0,0%
	0,0%
	14,3%
	71,4%
	11,5%

	Belgian
	100,0%
	0,0%
	0,0%
	0,0%
	0,0%
	23,1%

	Other
	0,0%
	0,0%
	0,0%
	0,0%
	14,3%
	1,9%

	Observations
	12
	17
	9
	7
	7
	52



Moreover, Table 7 provides an overview of the cultural scores of the countries. This table shows that there are some differences between the five countries. Since the absolute scores of a country does not say anything about a country’s culture, the order of the countries for each dimension is presented. Since the sample is not representative for the entire service sector (only one service company studied), comparing the order of countries is more appropriate than the absolute values. Countries with the highest number (1) are the countries with a low score on a dimension whereas countries with a lower number have a higher score on that dimension. 
Regarding the power distance dimension, the order of the countries’ average mean scores are almost the same as those measured by Hofstede. The results suggests that power distance is more important in Belgium and the United Kingdom than in the other countries. Especially the score of the United Kingdom is surprising since Hofstede found that power distance in this country is relatively less important compared to the other countries. 
With respect to the average mean scores on the individualism dimension the order of countries is also similar as those measured by Hofstede. These results imply that the Netherlands and the United Kingdom are individualistic countries, in which people are supposed to take care of themselves more and of their immediate families only. Belgium, France and Germany are more collectivistic countries, in which people are characterized by a tight social framework in which they care not only for themselves and their immediate families. 
The mean scores on the masculinity dimension indicates that masculine values are in particular more important in France and less important in the Netherlands compared to the other three countries. The low score of the Netherlands is in accordance with the results found by Hofstede while the low score of France is surprising since Hofstede found that this country often scores lower (more feminine values) than the others countries of this study. 
Finally, the results on the uncertainty avoidance dimension show a remarkable pattern. The results show that France, the United Kingdom and Germany have a high score on uncertainty avoidance while Belgium and the Netherlands score lower. This indicates that in Belgium and the Netherlands people feel less threatened by uncertainty or ambiguous situations while people in the other countries feel more threatened in the same situations. Especially the high score of the United Kingdom and low score of Belgium are surprising. Hofstede found the opposite, namely that Belgium has a higher uncertainty avoidance than the others countries and the United Kingdom a lower score. 


Table 7: Comparison of the cultural dimensions between Hofstede and this study
	
	Power Distance
	Individualism
	Masculinity
	Uncertainty avoidance

	
	Measured
	Hofstede
	Measured
	Hofstede
	Measured
	Hofstede
	Measured
	Hofstede

	Belgium
	65 (5)
	 65 (3)
	20 (2)
	75 (3)
	31 (4)
	54 (3)
	23 (2)
	94 (5)

	France
	 53 (3)
	 68 (5)
	36 (3)
	 71 (2)
	44 (5)
	43 (2)
	86 (5)
	86 (4)

	Germany
	 52 (2)
	35 (1)
	8 (1)
	 67 (1)
	29 (3)
	66 (4)
	42 (3)
	65 (3)

	Netherlands
	 29 (1)
	38 (2)
	80 (5)
	 80 (4)
	8 (1)
	14 (1)
	3 (1)
	53 (2)

	United Kingdom
	 54 (4)
	35 (1)
	45 (4)
	89 (5)
	28 (2)
	66 (4)
	45 (4)
	35 (1)


Note: This tables compares the cultural scores measured in this study and the ones found by Hofstede, and shows the relative order of both studies (between brackets). Countries with the lowest ranking (5) have the highest score on that dimensions, whereas those with the highest ranking (1) have the lowest score on the same dimension.  
[bookmark: _Toc455478087]4.2 Prospecting
Within the prospecting phase only the importance of networks was identified in the literature review as a possible aspect influenced by culture. This study found that there is no significant difference between the five countries with respect to the importance of networks. This means that in the countries of this study, networks are of equal importance to collect information about potential clients. Based on the literature review it was expected that individualism is related with the importance of networks. The hypothesis was that in countries with a high score on the individualism dimension, the importance of networks for collecting information on potential clients is relatively low. The results shows that the individualism dimension is not correlated with the importance of networks (hypothesis 1). This result is unexpected since literature (Hofstede & Hofstede, 2006) suggests this relationship would exist. A possible explanation for not finding this relationship is that there are insignificant differences in countries’ mean score on the individualism dimension. 
[bookmark: _Toc455478088]4.3 Pre-approach
In the pre-approach phase four aspects were identified. The first one was people’s valuation of time. Based on the literature review it was expected that people in countries with a relatively low score on uncertainty avoidance would have a preference for monochromic time whereas cultures scoring high on uncertainty avoidance prefer polychromic time. 
The results (Table 8, column VALU) show that there are no significant differences regarding countries’ valuation of time. The countries of this study seem to have a preference for monochromic time in the service sector which means that these cultures believe in the idea that ‘’time is money’’. This result is also supported by the results of the interviews. Respondents from different countries stated that time schedules and agenda setting, two characteristics of monochromic time, are important in the country where they work. In addition, no relationship is found between uncertainty avoidance and a country’s valuation of time (hypothesis 2). A possible explanation for not finding this relationship is that the range of countries’ valuation of time is small. 
Table 8: Mean score analysis of pre-approach aspects
	Country
	VALU
	DICO1
	DICO2
	LOCA

	Belgium
	3,09
	2,09
	2,00
	4,82

	France
	2,56
	1,81
	2,56
	3,13

	Germany
	1,89
	1,89
	2,11
	4,56

	Netherlands
	2,57
	1,71
	2,14
	4,14

	United Kingdom
	2,71
	1,86
	2,00
	2,14

	Average
	2,58
	1,88
	2,22
	3,76

	Chi-square
	6,086
	1,169
	4,003
	20,111

	Df
	4
	4
	4
	4

	Asymp. Sig.
	,193
	,883
	,406
	,000***


Note: Statistical significance is indicated as follows: * p<0.05, ** p<0.01, *** p<0.001. This table provides information about the countries’ mean scores for the variables: the valuation of time (VALU), people’s preference for either direct (DICO1) or indirect communication (DICO2) and the location of business meetings (LOCA). The Kruskal-Wallis H test shows whether there are significant differences between the mean scores.

The second aspect of the pre-approach phase is about people’s preference for direct versus indirect communication. The results (Table 8, columns DICO1 & DICO2) show that people in all five countries of this study have a preference for both direct and indirect communication. An explanation for this finding could have to do with the operationalisation of direct and indirect communication. On the one hand, people were asked whether: ‘’it is common that salespersons try to convince potential clients’’ whereas on the other hand they were asked whether: ‘’it is common that salespersons have an open attitude and ask other people to consider their ideas’’. Although these questions contain the essential parts of direct and indirect communication, the distinction between them appears not to be clear. Perhaps if the order of these questions was different, respondents would have recognized the distinction. In contrast to the results found in the survey, respondents of the interviews suggested that people in Belgium and France have a relatively higher preference for indirect communication whereas in the other countries direct communication is preferred. Contrary to expectations, no relationship is found between the individualism dimension and the preference for direct versus indirect communication (hypothesis 3). This means that culture cannot explain difference in people’s preference for direct or indirect communication at Randstad. 
The third aspect of the pre-approach phase is the communication channels used. This study looked at both communication channels used to come in contact with potential customers and to make an appointment with them. This paragraph looks at the results of the communication channels used to come in contact with potential customers. Although only one service company is studied which operates in multiple countries, differences in the communication channels used are found. It appears (Table 9) that e-mailing and the use of networks are the two most important channels to come in contact with potential customers. Other communication channels such as trade-fairs and cold-canvassing are in particular important in the service sector of Belgium, Germany, the Netherlands and the United Kingdom while these channels are seldom used in France. The last category ‘’other’’, refers in most of the cases to the use of LinkedIn. Especially in Belgium, France and the Netherlands LinkedIn is popular in finding potential customers. These results indicate that in some countries other communication channels can be used to come in contact with potential customers. For practitioners it is advised to look at the special communication channels used in a country since this provides new sources in finding customers. 
Table 9: Communication channels used to come into contact with potential customers
	Country
	Trade fairs
	Cold canvassing
	Networks
	Outsourcing
	E-mail
	Other

	Belgium
	16%
	12%
	36%
	4%
	20%
	12%

	France
	3%
	6%
	33%
	8%
	39%
	11%

	Germany
	18%
	13%
	26%
	0%
	39%
	4%

	Netherlands
	0%
	21%
	31%
	0%
	32%
	16%

	United Kingdom
	10%
	21%
	32%
	0%
	32%
	5%


Note: This table provides an overview about the relative importance of the usage of several communication channels in the five countries, in order to come into contact with potential customers. 

Regarding the communication channels used to make an appointment with customers, small differences are found. The results (Table 10) show that all people in the countries of this study rely for 75-90% on the use of e-mailing and phone calling for making an appointment with potential customers. In Belgium and the United Kingdom a small minority of the people make use of LinkedIn to make appointments while this percentage is considerably lower in the other countries. Interesting to see is that in people in Germany make use of Xing and letters to communicate with potential customers while these channels are totally absent in the other countries. In line with the results found in previous paragraph, trade fairs appear to be of small importance in Belgium and Germany and of no importance in the other countries. Altogether, in the countries of this study the communication channels used to come in contact with potential customers differ while the channels used to make an appointment with potential customers is almost completely the same. 
Table 10: Communication channels used to make appointments with potential customers
	Country
	Phone
	E-mail
	Letter
	Trade fairs
	LinkedIn
	Xing
	Whatsapp
	Other

	Belgium
	47%
	34%
	0%
	5%
	14%
	0%
	0%
	0%

	France
	50%
	40%
	0%
	2%
	8%
	0%
	0%
	0%

	Germany
	47%
	32%
	4%
	6%
	5%
	6%
	0%
	0%

	Netherlands
	52%
	40%
	0%
	0%
	8%
	0%
	0%
	0%

	United Kingdom
	46%
	36%
	0%
	0%
	17%
	0%
	1%
	0%


Note: This table provides an overview of the relative importance of several communication channels in the five countries, in order to make appointments with potential customers. 

The fourth aspect of the pre-approach studied is the location of business meetings. This study found that salespersons in France and the United Kingdom, people more often meet in informal locations such as restaurants and bars compared to people in Belgium, Germany and the Netherlands (Table 8, column LOCA). This is surprising since the interviews suggested that especially in Belgium and France, people more often meet in informal locations compared to the other countries. Literature suggests that differences in the location of business meetings could be explained by the individualism and uncertainty avoidance dimension (Usunier & Lee, 2005; Meyer, 2014). The results show that neither one of these cultural dimensions is correlated with the location of business meetings. Hence, there are differences between the countries regarding the location of business meetings but culture cannot explain these differences (hypothesis 5). 
[bookmark: _Toc455478089]4.4 Approach
In the first two phases of the pre-sales process, only small differences were found between the countries of this study. Especially in the approach phase, most of the pre-sales aspects differ between the countries. 
The first aspect of the approach phase is the importance of a formal dress code. Contrary to expectations, no significant differences are found in the importance of wearing formal clothes (Table 11, column DRES). In all countries, people find it of utmost importance to wear formal clothes to business appointments. In the literature review (chapter 2), we saw that Hofstede & Hofstede (2006) and Richmond (2010) suggested that differences in the masculinity dimension could explain differences in the importance of formal clothes. The results of the ordinary logistic analysis (Table 12, column DRES) show there is no empirical evidence for this hypothesis (hypothesis 6). For practitioners in the service sector who work in one (or more) of the countries these results indicate that wearing formals clothes to any business appointment is the best strategy to follow since it is highly appreciated by people in these countries. 
Table 11: Mean score analysis of approach aspects
	Country
	DRES
	SUCC
	RELA1
	RELA2
	RELA3
	COME

	Belgium
	2,25
	3,73
	5,82
	2,82
	8,00
	6,36

	France
	1,76
	3,25
	5,69
	1,94
	19,67
	6,13

	Germany
	1,56
	3,67
	5,56
	1,89
	8,89
	6,11

	Netherlands
	2,00
	3,71
	6,43
	2,43
	12,86
	6,57

	United Kingdom
	2,00
	3,57
	5,57
	2,29
	9,00
	6,14

	Average
	1,90
	3,54
	5,78
	2,24
	12,67
	6,24

	Chi-square
	5,440
	1,235
	2,655
	3,739
	13,958
	,923

	Df
	4
	4
	4
	4
	4
	4

	Asymp. Sig.
	,245
	,872
	,617
	,442
	,007*
	,921


Note: Statistical significance is indicated as follows: * p<0.05, ** p<0.01, *** p<0.001. This table provides information of the countries’ mean scores for the variables: the importance of a formal dress code (DRES), peoples’ acceptance of talking about success (SUCC), the type of relationships (RELA1), the importance of gathering personal information about potential clients (RELA2), the average duration of a conversation about non-business topics (RELA3) and the acceptance of being late at business meetings (COME). The Kruskal-Wallis H test shows whether there are significant differences between the mean scores.  

Table 12: Ordinary logistic regressions of approach aspects
	Variables
	DRES
b/se
	SUCC
b/se
	RELA1
b/se
	RELA2
b/se
	RELA3
b/se
	COME
b/se

	Masculinity
	-0.00328
	-0.0027
	
	
	
	

	
	(0.005)
	(0.004)
	
	
	
	

	Uncertainty avoidance
	
	
	-0.0108**
	-0.00367
	0.0104**
	-0.00982*

	
	
	
	(0.004)
	(0.004)
	(0.004)
	(0.005)

	Age
	0.0234
	0.0466
	0.0628
	-0.0488
	
	0.0304

	
	(0.041)
	(0.039)
	(0.038)
	(0.044)
	
	(0.045)

	Gender
	0.0121
	-0.319
	
	0.482
	
	

	
	(0.527)
	(0.56)
	
	(0.548)
	
	

	Education
	0.498
	0.131
	
	0.11
	
	

	
	(0.256)
	(0.306)
	
	(0.264)
	
	

	Nationality
	0.209
	0.124
	
	0.0564
	-0.488*
	

	
	(0.199)
	(0.135)
	
	(0.199)
	(0.19)
	

	Observations
	52
	50
	50
	50
	48
	50

	Pseudo R-squared
	0.0474
	0.0126
	0.0595
	0.0344
	0.0773
	0.0526


Note: Statistical significance is indicated as follows: * p<0.05, ** p<0.01, *** p<0.001. This table provides an overview of the results of the six different ordinary logistic regressions in which the dependent variables are the following: the importance of a formal dress code (DRESS), the acceptance of talking about success (SUCC), the type of relationships (RELA1), the importance of gathering personal information about potential clients (RELA2), the average duration of a conversation about non-business topics (RELA3) and the acceptance of being late at business meetings (COME). The independent variables are the masculinity and uncertainty avoidance dimension. The control variables are age, gender, education and nationality. 

The second aspect of the approach phase is about people’s acceptance of talking about personal and/or business success. The literature review showed that according to some authors (Garten, 2011, Meyer, 2014) people in masculine countries have a higher acceptance for talking about achievements whereas feminine countries have a lower acceptance for it. This study finds (Table 11, column SUCC) that there are no significant differences between the people in five countries regarding their acceptance of talking about achievements. Although the mean scores suggest that in France it is more common to talk about success than in the other countries, the differences were insignificant. People in the countries of this study are somewhat indifferent whether they agree or disagree with the statement that talking about success is common. The ordinal logistic analysis (Table 12, column SUCC) also provides no evidence for a relationship between the masculinity dimension and this aspect of the pre-sales process. The only conclusion that can be drawn based on these results is that people in the countries of this studies are similar towards their acceptance of talking about achievements and that there is no relationship with culture (hypothesis 7). 
The preference of people for a trust-based or task-based relationship is the third aspect of the approach phase. This aspect consists of three variables: (1) the importance of building up relationship at business meetings, (2) the importance of collecting personal information on potential clients before a business meeting, and (3) the average time before people start talking about business during a meeting. Regarding the first variable, this study finds that people in all countries have a higher preference for trust-based relationships compared to task-based relationships (Table 11, column RELA1). This means that building up relationships in the service sector during business meetings is more important than relationships solely based on tasks. Moreover, regarding the second variable it appears to be important in all countries to collect personal information about potential clients before a business meeting (Table 11, column RELA2). This is also in line with results found in the exploratory interviews. It is not only important to collect information about the company and its financial situation, but also to collect personal information about the potential client(s). With respect to the third variable, significant differences are found in the average time before people start talking about business during a meeting (Table 11, column RELA3). Especially in France and the Netherlands people talk much longer about non-business subjects compared to Belgium, Germany and the United Kingdom. In sum, building up relationships is important in all countries but in France and the Netherlands, people take more time than people in the other countries to build up relationships with their potential customers in the service sector. 
Literature (Vinken, Soeters, & Ester, 2004) suggested that the uncertainty avoidance dimension probably influences the type of relationship. The ordinal logistic analysis shows that the uncertainty avoidance dimension is significantly negatively correlated with the importance of building up relationships, not correlated with the importance of collecting personal information about potential clients and significantly positively correlated with the average duration of business meetings (Table 12, columns RELA1-3). In line with the expectations, countries with a higher score on the uncertainty avoidance dimension find it more important to establish trust than countries with a lower score on the uncertainty avoidance. This is also reflected in the positive relationship between uncertainty avoidance and the duration of business meetings. The average duration of business meetings is higher for countries with a relatively high score on uncertainty avoidance compared to countries with a relatively low score (hypothesis 8). 
Furthermore, the results show that people’s acceptance of coming late at first business meetings is the same in the countries. The results (Table 11, column COME) show that in all countries it is not acceptable to arrive too late at business meetings. Since this aspect is closely related to people’s valuation of time, and no differences were found in people’s valuation of time, it makes sense that there are no differences in people’s acceptance of coming late. In addition, it was expected that countries with a higher score on the uncertainty avoidance would have a higher acceptance of coming late compared to countries with a lower score. In line with the expectations, a significant negative relationship was found between uncertainty avoidance and coming late (Table 12, column COME). This means that countries with a higher score on uncertainty avoidance have a lower acceptance of coming late compared to countries with a lower score (hypothesis 9). When someone is late during business meetings, people who live in high uncertainty avoidance countries will feel more unsecure when uncommon events occur, such as coming late, and therefore have a lower preference for such events. 
Status is another important aspect of the approach phase which significantly varies among the countries. Status consists of the importance of persons’ function and the preference for speaking the other person’s native language during business meetings. Regarding the first variable, the results (Table 13, column STAT1) show that there are significant differences in the importance of status. In the Netherlands it is accepted that salespersons in the service sector approach other persons independent of their function. In contrast, in Belgium, France and the United Kingdom this is less accepted to do, and in Germany it is even unaccepted for salespersons to approach people which a higher function. This indicates that status is most important in Germany and less important in the other four countries. This finding is also supported by the interviewees who mentioned that status is of utmost importance in Germany. Regarding the importance of speaking the native language of the potential client, there are no significant differences found between the countries of this study (Table 13, column STAT2). This means that in all countries, people appreciate it when the native language of a country is spoken during business meetings. Based on the literature review, the power distance and masculinity might be correlated with both variables of status (hypothesis 10). The ordinary logistic analysis show only a significant positive relationship between power distance and the importance of a person’ functions (Table 14, columns STAT1-2). In accordance with the expectations, in countries with a relative higher score on the power distance dimension it is uncommon to approach persons with a higher function compared to countries with a relative lower score. 
Table 13: Mean score analysis of approach aspects
	Country
	STAT1
	STAT2
	TITL
	APOI1
	APOI2

	Belgium
	2,17
	1,82
	4,17
	4,09
	63,33

	France
	2,41
	2,63
	3,18
	4,38
	97,67

	Germany
	3,44
	3,00
	1,67
	3,78
	70,00

	Netherlands
	1,14
	3,14
	6,00
	2,71
	76,43

	United Kingdom
	2,71
	2,57
	5,57
	2,43
	55,71

	Average	
	2,40
	2,58
	3,85
	3,70
	76,38

	Chi-square
	17,165
	6,529
	23,977
	11,981
	17,119

	Df
	4
	4
	4
	4
	4

	Asymp. Sig.
	,002*
	,163
	,000***
	,017*
	,002*


Note: Statistical significance is indicated as follows: * p<0.05, ** p<0.01, *** p<0.001. This table provides information of the countries’ mean scores for the variables: the acceptance of approaching people with a higher function (STAT1), people’s preference for speaking in their native language (STAT2), the usage of titles and last names (TITL) the acceptance of talking about personal affairs (APOI1) and the average duration of business meetings (APOI2). The Kruskal-Wallis H test shows whether there are significant differences between the mean scores



Table 14: Ordinary logistic analysis of approach aspects
	Variables
	STAT1
b/se
	STAT2
b/se
	TITL
b/se
	APOI1
b/se
	APOI2
b/se

	Power distance
	0.0113*
	-0.00402
	-0.0005
	
	

	
	(0.006)
	(0.006)
	(0.005)
	
	

	Individualism
	
	
	
	-0.0112*
	

	
	
	
	
	(0.005)
	

	Uncertainty avoidance
	
	
	
	
	0.0130**

	
	
	
	
	
	(0.005)

	Masculinity
	
	-0.0016
	-0.00477
	
	

	
	
	(0.004)
	(0.007)
	
	

	Age
	
	0.0206
	0.0156
	
	

	
	
	(0.044)
	(0.042)
	
	

	Gender
	
	-0.831
	1.738**
	
	

	
	
	(0.573)
	(0.637)
	
	

	Education
	
	-0.112
	0.660**
	
	

	
	
	(0.193)
	(0.248)
	
	

	Nationality
	
	-0.257
	0.139
	
	

	
	
	(0.223)
	(0.21)
	
	

	Observations
	52
	50
	52
	50
	47

	Pseudo R-squared
	0.0319
	0.0383
	0.0900
	0.0236
	0.0681


Note: Statistical significance is indicated as follows: * p<0.05, ** p<0.01, *** p<0.001. This table provides an overview of the results of five different ordinary logistic regressions in which the dependent variables are the following: the acceptance of approaching people with a higher function (STAT1), people’s preference for speaking in their native language (STAT2), the usage of last names and titles (TITL), the acceptance of talking about personal affairs (APOI1) and the average duration of business meetings (APOI2). The independent cultural variables are power distance, individualism, uncertainty avoidance and masculinity dimension. The control variables are age, gender, education and nationality. 

Closely related to the importance of status is the use of titles and last names during conversations and business meetings. This study finds (Table 13, column TITL) that there are significant differences between the countries. The use of last names and titles is in particular important in Germany, slightly less important in France and not important in Belgium, the Netherlands and the United Kingdom. This result is not surprising since it was also found that status is important in Germany, and the use of titles and last names is closely related to status. The results found in this study support those found by Meyer (2014). This result furthermore indicates that in Germany and France it is important to approach people by using their titles and last names during conversation and other contact moments. In the other countries this is not necessary since in these countries people value them as not important. Although a relationship with power distance and masculinity was expected (hypothesis 11), no relationship between either one of them was found in the ordinal logistic analysis (Table 14, column TITL). 
The last aspect of the approach phase is the average time of business meetings. Significant differences are found in both variables of this aspect: whether it is common to talk about personal affairs during business meetings and the average duration of business meetings (Table 13, columns APOI1-2). This study found significant differences between the countries with respect to the acceptance of talking about personal affairs during meetings. In the Netherlands and the United Kingdom it is more common to talk about personal affairs compared to the other countries. Although this would indicate that also the average duration would be higher in these two countries, this is only the case in the Netherlands. The average duration (in minutes) in France (98) is the highest followed by the Netherlands (76), Germany (70), Belgium (63) and the United Kingdom (56). Interesting is that the order of countries with respect to the average duration of business meetings is almost the same as those with respect to the average duration before people start talking about business during meetings. 
Moreover, the literature review suggested that both the uncertainty avoidance and individualism dimension influences the average time of an appointment. The ordinal logistics analysis shows that there is a negative relationship between the individualism dimension and the acceptance of talking about personal affairs and a positive relationship between the uncertainty avoidance dimension and the average duration of business meetings (Table 14, columns APOI1-2). As expected, in countries with a relatively high score on the individualism dimension (individualistic cultures), it is less common to talk about personal affairs. Finally, in countries with a relatively high score on uncertainty avoidance, the average duration of business meetings is higher (hypothesis 12). 
[bookmark: _Toc455478090]4.5 Presentation
The relative importance of technical knowledge versus practical experience and the speed of the decision-making process were identified as the two aspects of the presentation phase. Regarding the first aspect, no significant differences are found (Table 15, column TECH) in the countries’ mean score. This implies that in the countries of this study, people prefer practical experience above technical knowledge. A note of caution is due here since this study focuses only on Randstad in which salespersons sell services and no products. Perhaps in other sectors such as manufacturing, people prefer technical knowledge above practical experience since knowledge about products is sometimes more important than experience. Contrary to expectations, no significant relationship between the power distance dimension and this aspect is found (hypothesis 13). 
Table 15: Mean score analysis of presentation aspects
	Country
	TECH
	DECI1
	DECI2

	Belgium
	3,50
	4,00
	3,56

	France
	3,76
	5,86
	4,07

	Germany
	3,11
	7,22
	4,22

	Netherlands
	3,57
	3,57
	6,14

	United Kingdom
	3,86
	4,00
	4,29

	Average
	3,58
	5,11
	4,34

	Chi-square
	1,933
	1,547
	9,864

	Df
	4
	4
	4

	Asymp. Sig.
	,748
	,818
	,043*


Note: Statistical significance is indicated as follows: * p<0.05, ** p<0.01, *** p<0.001. This table provides information of the countries’ mean scores for the variables: people’s preference for technical knowledge or practical experience (TECH), the average number of contact moments (DECI1) and meetings (DECI2) before a sales decision is made. The Kruskal-Wallis H test shows whether there are significant differences between the mean scores

Regarding the decision-making process, the results show that there are no significant differences in the average number of contact moments but that the number of meetings significantly differ between the countries (Table 15, columns DECI1-2). The average number of contact moments in Belgium, France, Germany, the Netherlands and the United Kingdom is five. In addition, in the Netherlands the number of business meetings is considerably higher than in the other countries of this study. This indicates that the speed of the decision-making process is slower in the Netherlands than in the other countries. Based on the literature review it was expected that the decision-making process would be faster in less hierarchical countries compared to high hierarchical countries. Contrary to expectations, no empirical evidence for this hypothesis was found in this study. This implies that power distance does not influence the decision-making process (hypothesis 14).
In testing the hypothesis with the demographic variables, it is found that nationality is significantly negatively correlated with the average time it takes in first business meetings before people start talking about business. Gender and education are both positively correlated to the use of titles and last names. This indicates that for males and people with a higher education last names and titles are more important than for females and people with a lower education. 
[bookmark: _Toc455478091]4.6 Robustness tests
To check the robustness of these results, two additional analyses were run using different estimators and specifications. In the first analysis respondents who were not born in the country where they are currently working are removed from the dataset since these respondents might bias the original results. In total, four respondents working in Germany (1), the Netherlands (1) and the United Kingdom (2) were removed from the sample. Overall the comparison between both analyses shows that most of the results appear to be the same but that there are two differences. First, uncertainty avoidance is no longer negatively correlated with the importance of being on time. This indicates that differences in countries’ score on uncertainty avoidance no longer explain differences in the acceptance of being late at business meetings. Second, power distance is no longer significantly positively correlated with status. Differences in country’s power distance scores no longer explain why in certain countries, salespersons can approach all other persons independent of their functions while in other countries this is not common to do. 
In the second robustness analysis an ordinary least squared regression (OLS) is conducted instead of an ordinal logistic analysis. Ordinary least squared regression is another method frequently used by researchers to analyse ordinal data. This robustness checks has no influence on the average mean scores of the countries concerning the pre-sales aspects but perhaps affects the correlation coefficients between culture and pre-sales. Altogether, the results found in the original data appears to be robust for all analyses. Appendix D provides an overview about the results of both robustness checks and the differences with the original analysis. 


[bookmark: _Toc455478092]5. Conclusion
This study investigated the differences and similarities between Belgium, France, Germany, the Netherlands and the United Kingdom in relation to the pre-sales process in the service sector. Furthermore, this study investigated whether cultural differences between these countries could explain those differences and similarities. The literature review showed that the pre-sales process can be distinguished in four phases (prospecting, pre-approach, approach and presentation) in which 14 aspects were identified which were possibly influenced by culture. Two research methods, namely exploratory interviews and an online questionnaire, were conducted to answer the research question. The results of this study show that the pre-sales process differs a lot between the countries of this study but that culture could not explain most of these differences. Most of the differences in the pre-sales process are in the pre-approach and approach phase while in the prospecting and presentation phase there are no differences at all. 
Regarding the pre-sales aspects, it appears that within the prospecting phase, networks are of equal importance in all countries to collect information about potential customers. This is not surprising since the countries of this study are similar with respect to their economic structure and only one company was studied. Furthermore, within the pre-approach phase, the results show that the location of business meetings and the communication channels differ among the countries whereas there are no differences with respect to the valuation of time and the preference for a type of communication. In France and the United Kingdom people more often meet in informal locations compared to the other countries. Regarding the approach phase this study found that status is an important aspect that varies between the countries. Especially in Germany status is important while in the Netherlands and the United Kingdom this seems to be of less importance. In addition, the results show that building trust relationships is important in all countries but that people in the Netherlands and France take more time to build up those relationships. As a consequence, also the average duration of business meetings is longer in these countries compared to Belgium, Germany and the United Kingdom. The importance of a formal dress code, people’s acceptance of talking about previous success or being late are similar in these countries. In the presentation phase, it appears that the decision-making process is slower in the Netherlands than in the other countries. In addition, no differences were found between the countries with respect to people’s preference for technical knowledge versus practical experience. 
Although the pre-sales process differs between the countries, culture could in just a few cases explain them. The uncertainty avoidance, power distance and individualism dimensions are the only cultural dimensions that can explain some of the differences in the pre-sales process. This study found that uncertainty avoidance is correlated with people’s preference for a type of relationship, the acceptance of coming late and the average time of business appointments. In countries with a relatively high score on uncertainty avoidance, people find trust-based relationships more important, have a lower acceptance of coming late at business meetings and the average time of such meetings is higher compared to countries with a relatively low score. Regarding the power distance dimension, this study found that this is correlated with the importance of status. In countries with a relatively high score on the power distance dimension it is uncommon to approach people with a higher function. Finally, this study found that in individualistic countries it is less common to talk about personal affairs compared to collectivistic countries in which this is more common. 
The present study makes several noteworthy contributions to the existing literature about culture and pre-sales. As the literature review of this study points out, literature regarding this topic is scarce, especially in business economics. This is one of the first studies within the discipline of economics that studies this relationship by using a quantitative research design. Although a quantitative design is not per se better than a qualitative design, in the few studies about the pre-sales process (which used a qualitative design), it was totally unclear how they derived their results. Another contribution of this study is that culture is measured by using salespersons as respondents. Researchers often rely on the already measured cultural scores by Hofstede or other cultural researchers while it could be the case that culture differs in sectors and companies. This study showed that there are indeed differences between the Hofstede scores and those measured in this study among salespersons. Although the sample size of this study is limited this indicates that the culture of salespersons working in the service sector is somewhat different from culture measured by a different sample.  
Next to that, there are also some limitations of this study. Firstly, only one company was studied representing the service sector (Randstad). The justification for this is that we are interested in culture, and when we measure culture by using multiple companies it might be possible that we measure company differences instead of cultural differences. Using one company only leads to a lack of external validity in the sense that the results of one company can hardly be used to represent the entire service sector. Secondly, most of the pre-sales aspects were measured as a one-dimensional construct in which one survey question represents a pre-sales aspect. This could bias the results since it could be the case that some aspects such as the importance of networks and the valuation of time consists of multiple-dimensions. This limits the results of this study since only specific dimensions of a pre-sales aspect were measured. Thirdly, the number of control variables measured is relatively small which leads to the problem that it is hard to explain the causes of differences and similarities in the pre-sales process. Since this is an exploratory research, a lot of pre-sales aspects were studied which led to the restriction that only a small number of control variables could be measured. Fourthly, the sample size of this study is probably too low to get reliable estimations for the cultural dimensions. In other studies which use culture as an explanatory variable, the sample size is often higher than 55. 
As a consequence, further research should focus on several topics. First of all further research should focus on the conceptualization of pre-sales aspects. This could result in other (perhaps more) survey questions which better reflect a specific aspect. This could lead to a better internal validity. Second, further research could look at different sectors and incorporating multiple companies to solve the lack of external validity. It seems likely that the relationship between culture and pre-sales is different in other sectors (and perhaps between companies). Important in further research is that respondents are used who represent a sector or company instead of using data which is collected from a sample with other respondents. Also the sample size is important to take into account since this could lead to more reliable estimations for both culture and pre-sales aspects. 
In sum, this research found that the pre-sales process is different in Belgium, Germany, France, the Netherlands and the United Kingdom but that culture could not explain most of the differences. 
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[bookmark: _Toc455478094]Appendix A: Interview Guide
0. Introducing of ourselves
1. Who are we?
1. What are we researching?
1. Interview completely confidential!
1. Voice recording only for research purposes?

1. General questions
1. Who are you?
1. For which company are you working?
1. In which countries is the company currently active?
1. Could you describe your function, role and responsibilities?
1. For how long have you been working for this company?
1. Have you been employed in other functions or countries inside this company?

2. Pre-sales process
1. What does the process before a business deal look like?
1. Are there different steps that can be distinguished? 
1. How exactly would you define the concept of culture?

3. Prospecting
Market Segmentation
1. How would you define the target market of your company?
1. Which factors are taken into account when determining the boundaries of this target market?

Search methods
1. How does your company find customers that fall into this target group?
1. Is the company outsourcing this activity?
1. Who inside your company is responsible for this search?
1. Which methods is the company using to approach potential clients?
1. Does it also occur that new customers find your company on their own?
1. How, through which channels is this happening? Why?
1. References, referrals, being a subject matter expert
1. Trade fairs, events, social media, business journals.. 

4. Pre-Approach
Gathering information
1. In which ways would you indulge yourself in the person you have an appointment with, in order to tune your approach to fit the customer’s needs? What kind of information, about what, would be interesting for you to know?
1. In which ways would you find information about the company where you have an appointment? What kind of information would be interesting for you to know?
1. In which ways would you use this information in the sales process?
1. Which sources would you mostly use to gather this kind of information?

Making the first appointment
1. Which communication channels would you use to approach potential new customers in order to make a first appointment?
1. Which function does your contact person usually have? Which function would you prefer him/her having? 
1. Which function does the person inside your company contacting people for a first appointment usually have, or would you do this yourself? 
1. Would you prepare contacting potential clients for the first time? How? What exactly would you say in such an initial conversation?
1. How far/long are you willing to travel for a first appointment?
1. On what notice is a first appointment on average being made?
1. Where are you most often meeting with a potential customer? At your own office, the customer’s office or somewhere on an informal location outside of the office over lunch or dinner? Why is that your preference?
1. What time does a first appointment on average take? On what factors is this dependent?

5. First appointment
Presentation
1. How would you prepare for a first appointment?
1. How important is a first impression for you? In this respect, what is the most important in a first appointment? What do you pay most attention to?
1. At what time do you usually arrive at a first meeting? What does ‘being on time’ mean for you? Is it acceptable for you to be late for a first meeting? If yes, how many minutes would you see as appropriate? How important is it for you that your potential customer is on time?
1. How would you dress when going to a first appointment? What factors do you keep in mind when making this decision? Contact person, the company... 
1. How would you greet a potential client at a first appointment? 
1. Do you have an ‘elevator pitch’ that you can always use if necessary? 
1. Is this something you change every time, tailored to each individual meeting? Or would you use the same presentation for each customer, or would you make some small adjustments based on the company, the person, the needs...?

Communication
1. How important is clear and direct communication for you? Do you always say exactly what you mean in a first appointment?
1. Do you ask many questions during a first meeting? What kind of questions?
1. Who takes the lead in a first appointment? What factors play a role here?
1. Are personal matters often discussed during a first appointment, or is the conversation directly going to the business affairs? What time is used for this?
1. Imagine: You are not entirely agreeing with what seems to get decided in a meeting. What would you do? In which way is this dependent on the functions of the other people present at the appointment? 
1. Would you give direct negative feedback during an appointment? Would you try combining this with some positive remarks in order to soften the message? Would you do this the same if other people were around as well?
1. Would you mention previous personal successes and achievements in a first meeting in order to create credibility and reliability? How would you see this if someone you were meeting with does that? As positive, a signal of expertise and trustworthiness, or bragging and full of arrogance?

Decision-making process
1. During a first meeting with a potential customer, would practical experience be more valuable or theoretical knowledge? Why?
1. What is more important to you when doing business; the relationship that has been build with the potential new client and the trust that was gained from that, or the previous results and success?
1. Who is taking the final decision? The highest function present in the meeting, is the group trying to reach consensus on the decision, is the majority enough for the decision to be made or does the decision have to be passed forward to a higher placed colleague that was not present?
1. How many appointments are made on average before a decision is being made? On what factors is this dependent?
1. When a decision is being made at a meeting, is this formally and contractually agreed upon, put on paper and send forward, or is it sufficient to have a verbal agreement? Why?

6. The End
Thanks a lot for your cooperation with this interview, we appreciate it a lot. In case we are wondering about some details afterwards, is it possible for us to contact you for that again?
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Interview 1: Mireille Wagener – ter Bogt
1. General Information
1. Owner Contract ‘’contacten vinden en binden’’
1. Train en coach individuen en teams in het vergroten van hun commerciële slagkracht
1. Actief in Nederland
1. 12 jaar gewerkt als leidinggevende van commerciële mensen bij Randstad Holding Nederland.
1. Experience with cultural differences: the extent to which people communicate direct or indirect. 

2. Pre-sales Process
1. Prospecting, pre-approach, approach and presentation.

3. Prospecting
1. Warme en lauwe contacten benaderen. Ook via via contacten benaderen. 
1. Doelgroep: vakspecialisten. 
1. Koude contacten worden binnenkort benaderd via een ander bureau (oursourcing). 

4. Pre-approach
1. Functie van persoon die je benaderd: liefst leidinggevenden want die kunnen beslissingen nemen (liefst bij sales). Ook weer niet te hoog, daar waar ze het probleem voelen. 
1. Termijn afspraak: 4-6 weken. 
1. Locatie: altijd bij de klant op kantoor.

5. First appointment
1. Kledingkeuze: business casual
1. Eerste indruk erg belangrijk: pitch van 40 seconden erg belangrijk, kom op tijd (liefst iets te vroeg).
1. 2-3 afspraken voordat er een beslissing genomen wordt.
1. Vertrouwen opbouwen is belangrijker dan direct zaken doen. 
1. Bereidheid om te reizen: heel Nederland. 



Interview 2: Karen Ponne
1. General Information
1. Owner and Founder of MV Trainingen & Coaching (2004)
1. Helpen met ondernemender maken.
1. Employee of Digne Consult  efficient werken & stress management (in het engels)
1. History at KLM
1. Culture  andere normen en waarden voor wat betreft gebruiken

2. Pre-sales Process
1. Pre-sales process consists of several steps: (1) determining the target group, ,(2) preparation and (2) making a first appointment. This is done through cold canvassing by another firm. The core is that the pre-sale process entails findings customers. 
1. Differences between countries: the duration of the decision-making process, location of the meeting and topics discussed during a first meeting.

3. Prospecting
1. Goed in mensen helpen die heel slim zijn en technisch maar niet goed in communicatie.
1. Focus vooral op bedrijven met technische mensen.
1. Erg goed in het opbouwen van relaties. 
1. Zodra we binnen zijn bij een bedrijf dan blijven we er vaak langer zitten.

4. Pre-approach
1. Eerste gesprek is vooral een kennismakingsgesprek en geen afspraak waarbij je gelijk zaken wilt doen. 
1. Liefst contact met iemand die uitvoerende beslissingen kunnen nemen (hoofd sales bv). 
1. Gaan nooit naar beurzen omdat er erg weinig uitkomt. Voor de uitvinding van het internet moest je naar beurzen om dingen uit te zoeken, tegenwoordig heb je daar het internet voor en heb je geen beurzen meer nodig.
1. Afspraken worden meestal op het kantoor van de potentiële klant gemaakt omdat dit extra informatie oplevert. 
1. Altijd rekening houden met kledingkeuze (business casual). 
1. Voorbereiding bestaat uit informatie vinden over het bedrijf en de persoon met wie je een afspraak hebt (linkedIn)
1. Bereidheid reizen: afhankelijk van opdrachten portefeuille

5. First appointment
1. Veel vragen stellen tijdens een afspraak.
1. Meeste afspraken met mannen. 


Interview 3: Erik Jansman
1. General Information
1. KGS Diamond
1. COO
1. Culture: they are some differences between countries when doing business. German people are more formal than other cultures whereas Belgium people are very indirect. 

2. Pre-sales Process
1. KGS Diamond uses only to a small extent cold canvassing to approach new clients. Usually people come to KGS Diamond when they want something. This is due to the fact that KGS Diamond is a specialized company in industrial diamond tools. 
1. No clear steps in the pre-sales process. 

3. Prospecting
1. Trade fairs: these are very important since these fairs can help to make contact with new clients. For every indudstry there is a particular trade fair which is important (Stone industry: Verona, Glass: Dusseldorf etc).

4. Pre-approach
1. Information collection: websites, URMS.
1. Making the first appointment: through e-mails, phone-calls/skype.
1. Willingness to travel depends of the size of a potential sale. If this is very big, salespersons are willing to travel over the entire world for an appointment. 

5. First appointment
1. Location: officie of the potential buyer. 
1. Duration of an appointment: couple of hours. 
1. Dress code: depends of the appointment. For formal appointment the dresscode is formal whereas it is less formal when we visit a factory at a first appointment. 
1. Communication: Dutch people are very direct and informal. German people are indirect and very formal. French people are less indirect than German people but status is very important in France. People in Brittain are also less direct than Dutch people but hierchical differences are important in Brittain. They also have often a hidden agenda. 



Interview 4: Dennis Westerburger
1. General Information
1. Randstad holding
1. Junior Salesperson
1. Previous worked at ING sales
1. Worked in all 5 countries we study

2. Pre-sales Process
1. The steps and actions in the pre-sales process depends on the product. 
1. Culture depends on the history of a country. 
1. The language in which you talk is very important. If you speak the native language in a foreign country, this is often highly appreciated. 

3. Prospecting
1. The target group of Randstad is already determined and is given to salespersons. 
1. Trade fairs are important for the collection and diffusion of knowledge. 

4. Pre-approach
1. Collecting information about the potential client and the company for which (s)he works is very important. Most of the information is collected thought the use of internet. 

5. First appointment
1. First impression: always come in time. 



Interview 5: Glenn Phillips
1. General Information
1. KGS Diamond
1. Manager of development and application engineering
1. Worked in all of the five countries of our study. 

2. Pre-sales Process
1. No simple answer to what the pre-sales process exactly is. The pre-sales process depends of the industry and country. 

3. Prospecting
1. Market segmentation depends on the market. 
1. Focus on trust-based relationships instead of task-based relationships. 
1. Trade fairs are extremely important for KGS Diamond to develop new business. Every market has its own important trade fair. 

4. Pre-approach
1. Collecting information: size, hungry companies, financial performance
1. Communication channels: internet, e-mails, visits and calls
1. Person approached: owner (stone industry), product/sales manager (international glass industry).

5. First appointment
1. Communication: people in France require more face to face contact moments whereas people in the UK require less of those contact moments. According to Glenn this is due to the speed of the decision making which is faster in the UK than in France. 
1. Location: French people like to do lunch whereas Germany and the UK prefer appointments in office. 
1. Dress code: adjust on your expectations about the person you have an appointment with. 
1. Theoretical knowledge is very important in this industry since it is all about the technical capabilities of the product. 

Interview 6: Martial Canuet
1. General Information
1. Randstad Holding
1. Works in France
1. In charge of sales in France (focus on pharmaceutics-, banks and insurance companies) 

2. Pre-sales Process
1. No clear steps in the pre-sales process. 
3. Prospecting
1. Search critiria: Randstad France uses two approach: (1) a local approach with a local strategy and (2) a national approach. Minimum amount of recruitment placed in a company is 200. 

4. Pre-approach
1. Martial uses mainly internet to get more information about companies/potential clients (LinkedIn, Google). The organisational part is the most important aspect. The capacity to pay is less important since Randstad is conducting business with large companies which have no problems. The strategy of a company is more important to know. 
1. Communication channels to approach clients: Social media (LinkedIn, Google, Twitter) is the main channel but also e-mail are frequently used. 
1. Randstad has to look for opportunities since Randstad is not very known in France and therefore, companies seldom approach Randstad. 

5. First appointment
1. Willingness to travel: main meetings are in Paris. 
1. Location of the meeting: office of the potential client. 
1. Semi-standardized presentation at an appointment. 
1. First impression: always be in time, shaking hands, smile. 
1. Dress code: suit
1. Communication: direct communication is very important since he works in new markets. During the first meeting only business is discussed whereas personal affairs are not discussed. 
1. Mentioning previous business achievements/successes is important to give references to potential clients. I says something about who they are and how they work. 
1. Results are more important than relationships. Results will be good if the relationships are good and the relationship is good when the results are good. 
1. Long-term process before a sales decision (2-3 years) when working with big companies. This means that there a many meetings. On average, 7-8 appointments. 
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Appendix C: Survey
We are conducting a scientific research project about the cross-cultural differences and similarities between France, Germany, Belgium, The Netherlands and The United Kingdom regarding the pre-sales process. In order to collect more information about these differences and similarities, this questionnaire has been developed. We are trying to collect your opinions about several aspects of culture and the pre-sales process. We would appreciate it if you would take about 15 minutes of your time to complete the following survey. Your response will be completely confidential. The results of this survey will be provided to you within a couple of months. The first questions are aimed at collecting some general information about our respondents. After that, this survey will focus more on different aspects of culture and the pre-sales process.
Q1 What is your gender?
Male (1)
Female (2)

Q2 What is your age?
Q3 What is the highest level of education you have enjoyed?
Less than high school (1)
High school graduate (2)
Vocational degree (3)
University of applied sciences degree (4)
Academic degree (5)
Doctorate (6)

Q4 For which company are you currently working?
Q5 What is your nationality?
Dutch (1)
German (2)
French (3)
British (4)
Belgian (5)
Other, namely: (6) ____________________

Intro Culture Please think of an ideal job, disregarding your present job. In choosing an ideal job, how important would it be to you to....
Q7 have sufficient time for your personal or home life.
Extremely important (1)
Very important (2)
Moderately important (3)
Slightly important (4)
Not at all important (5)

Q8 have a manager (direct superior) you can respect.
Extremely important (1)
Very important (2)
Moderately important (3)
Slightly important (4)
Not at all important (5)

Q9 get recognition for good performance.
Extremely important (1)
Very important (2)
Moderately important (3)
Slightly important (4)
Not at all important (5)

Q10 have security of employment.
Extremely important (1)
Very important (2)
Moderately important (3)
Slightly important (4)
Not at all important (5)

Q11 have pleasant people to work with.
Extremely important (1)
Very important (2)
Moderately important (3)
Slightly important (4)
Not at all important (5)

Q12 have a job that is interesting.
Extremely important (1)
Very important (2)
Moderately important (3)
Slightly important (4)
Not at all important (5)

Q13 be consulted by your manager in decisions involving your work.
Extremely important (1)
Very important (2)
Moderately important (3)
Slightly important (4)
Not at all important (5)

Q14 live in a desirable area.
Extremely important (1)
Very important (2)
Moderately important (3)
Slightly important (4)
Not at all important (5)

Q15 have a job respected by your family and friends.
Extremely important (1)
Very important (2)
Moderately important (3)
Slightly important (4)
Not at all important (5)

Q16 have chances for promotion.
Extremely important (1)
Very important (2)
Moderately important (3)
Slightly important (4)
Not at all important (5)

Q17 How often do you feel nervous or tense?
Always (1)
Most of the time (2)
About half the time (3)
Sometimes (4)
Never (5)

Q18 All in all, how would you describe your state of health these days?
Very good (1)
Good (2)
Fair (3)
Poor (4)
Very poor (5)

Q19 How often, in your experience, are subordinates afraid to contradict their manager (or students their teacher?)
Never (1)
Sometimes (2)
About half the time (3)
Most of the time (4)
Always (5)

Intro To what extent do you agree or disagree with each of the following statements?
Q20 One can be a good manager without having a precise answer to every question that a subordinate may raise about his or her work.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q21 An organization structure in which certain subordinates have two managers should be avoided at all cost.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q22 A company's or organization's rules should not be broken - not even when the employee thinks breaking the rule would be in the organization's best interest.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Intro Pre-Sales The next questions are about the pre-sales process. 
Q5 In which country are you working most of the time? (in case you are working in multiple of countries we study, please pick just one)
Germany (1)
Belgium (2)
France (3)
The Netherlands (4)
The United Kingdom (5)

Q53 The next statements are only about the country in which you work and not about your personal behaviour. Could you indicate to what extent you agree or disagree with each of the following statements? 
Q23 It is common that a person approaches another person with a higher function.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q24 People are used to politely call each other by their last name and/or their title within business.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q25 During a first business meeting, experience of a salesperson is more important than the technical knowledge (s)he has.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q26 Wearing formal clothing to a first business appointment is important.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q27 It is common to talk about previous (personal) success during a first business meeting.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q28 During a first business meeting, strict time schedules are frequently used.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q29 It is acceptable to be late at a business appointment.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q30 It is common to use personal/business networks to collect information about potential customers.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q31 It is common that salespersons try to convince potential clients. 
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q32 It is common that salespersons have an open attitude and ask other people to consider their ideas.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q33 Building up a relationship with the potential client is not important during a first business meeting.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q34 It is common that people talk about personal affairs during a business meeting.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q35 It is common that business meetings are held in informal locations such as restaurants, lunchrooms, or bars.
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q36 It is preferred to speak in the native language of the person I have an appointment with. 
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

Q37 It is common to gather beforehand some personal information about the potential client with whom I have an appointment. 
Strongly agree (1)
Agree (2)
Somewhat agree (3)
Neither agree nor disagree (4)
Somewhat disagree (5)
Disagree (6)
Strongly disagree (7)

In the following questions you will have to give an rough indication of how long certain aspects take in the pre-sales process.
Q38 What is the average number of contact moments (phone, e-mail, Whatsapp, Facebook) before a first business meeting is scheduled?
Q39 What is the average number of meetings before a sales decision is made?
Q40 What is the average duration of a first business appointment? (minutes)
Q41 How long does it on average take in a first meeting before you start talking about business? (minutes)
Q42 Which of these categories is frequently used to get in contact with new potential clients?
Trade fairs (1)
Cold Canvassing (2)
Personal/business networks (3)
Outsourcing (4)
E-mail (5)
Other, namely (6) ____________________
Q43 Which communication channels are frequently used to get in contact with a potential client to arrange a first business appointment? Please use percentages totalling 100% to indicate the proportion in which the different channels are used.
______ Phone (1)
______ E-mail (2)
______ Letter (3)
______ Trade fairs (4)
______ Whatsapp (5)
______ Facebook (6)
______ LinkedIn (7)
______ Twitter (8)
______ Xing (9)
______ Other, namely: (10)
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4.2 Prospecting
Mean score analysis about prospecting aspects
	Country
	NETW

	Belgium
	1,91

	France
	2,38

	Germany
	2,56

	Netherlands
	1,71

	United Kingdom
	1,71

	Average
	2,12

	Chi-square
	3,637

	Df
	4

	Asymp. Sig.
	,457


Note: Statistical significance is indicated as follows:* p<0.05, ** p<0.01, *** p<0.001. This table provides an overview of the mean score of the variables: importance of networks (NETW). The Kruskal-Wallis H test shows whether there are significant differences between the mean scores.

Ordinary logistic analysis prospecting phase
	Variables
	NETW
b/se

	Individualism
	-0.00151

	
	(0.006)

	Age
	-0.0737

	
	(0.042)

	Gender
	-0.807

	
	(0.557)

	Education
	0.271

	
	(0.267)

	Nationality
	-0.173

	
	(0.171)

	Observations
	50

	Pseudo R-squared
	0.0731


Note: Statistical significance is indicated as follows: * p<0.05, ** p<0.01, *** p<0.001. This table provides an overview of the results of five different ordinary logistic regressions, in which the dependent variable is the importance of networks (NETW). The independent cultural variable is the individualism dimension. The control variables are age, gender, education and nationality. 



4.3 Pre-approach
Ordinary logistic analysis pre-approach phase
	Variables
	VALU
b/se
	DICO1
b/se
	DICO2
b/se
	LOCA
b/se

	Uncertainty avoidance
	-0.00469
	
	
	-0.00162

	
	(0.005)
	
	
	(0.004)

	Individualism
	
	-0.00566
	-0.0106
	-0.00476
	

	
	
	(0.007)
	(0.007)
	(0.006)
	

	Age
	0.0626
	-0.025
	0.00859
	-0.0659

	
	(0.052)
	(0.046)
	(0.037)
	(0.051)

	Gender
	-0.243
	-0.263
	-0.295
	0.295

	
	(0.67)
	(0.574)
	(0.569)
	(0.544)

	Education
	0.325
	-0.0788
	-0.13
	-0.266

	
	(0.246)
	(0.218)
	(0.302)
	(0.218)

	Nationality
	0.388
	0.0272
	-0.0118
	-0.0679

	
	(0.235)
	(0.2)
	(0.205)
	(0.222)

	Observations
	50
	50
	50
	50

	Pseudo R-squared
	0.0475
	0.0119
	0.0301
	0.0206


Notes: Statistical significance is indicated as follows: * p<0.05, ** p<0.01, *** p<0.001. This table provides an overview of the results of different ordinary logistic regressions, in which the dependent variables are the following variables: the valuation of time, the preference for either direct (DICO1) or indirect (DICO2) communication and the location of business meetings (LOCA). The independent cultural variables are the individualism and uncertainty avoidance dimension. The control variables are age, gender, education and nationality. 

4.5 Presentation
Ordinary logistic analysis of the presentation phase
	
	TECH
b/se
	DECI1
b/se
	DECI2
b/se

	Power distance
	0.00802
	-0.00528
	-0.00596

	
	(0.006)
	(0.006)
	(0.004)

	Age
	0.0231
	-0.0163
	0.017

	
	(0.065)
	(0.048)
	(0.05)

	Gender
	0.981
	-0.571
	0.424

	
	(0.639)
	(0.565)
	(0.594)

	Education
	0.115
	-0.237
	0.159

	
	(0.353)
	(0.252)
	(0.22)

	Nationality
	-0.0679
	-0.0559
	-0.349

	
	(0.221)
	(0.162)
	(0.187)

	Observations
	52
	47
	47

	Pseudo R-squared
	0.0309
	0.0165
	0.0399


Note: Statistical significance is indicated as follows: * p<0.05, ** p<0.01, *** p<0.001. This table provides an overview of the results of five different ordinary logistic regressions, in which the dependent variables are the following variables: the preference for technical knowledge or practical experience (TECH), the average number of contact moments (DECI1) and meetings (DECI2) before a sales decision is made. The independent cultural variable is the power distance dimension. The control variables are age, gender, education and nationality. 
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Demographic variables

	Case Processing Summary

	
	Cases

	
	Valid
	Missing
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent

	AgeGroup * COUN
	51
	96.2%
	2
	3.8%
	53
	100.0%

	GEND * COUN
	52
	98.1%
	1
	1.9%
	53
	100.0%

	EDUC * COUN
	52
	98.1%
	1
	1.9%
	53
	100.0%

	NATI * COUN
	52
	98.1%
	1
	1.9%
	53
	100.0%



	AgeGroup * COUN Cross-tabulation

	
	COUN
	

	
	Germany
	Belgium
	France
	Netherlands
	United Kingdom
	Total

	AgeGroup
	1.00
	Count
	2
	8
	3
	1
	4
	18

	
	
	% within COUN
	22.2%
	66.7%
	18.8%
	14.3%
	57.1%
	35.3%

	
	2.00
	Count
	5
	3
	8
	5
	2
	23

	
	
	% within COUN
	55.6%
	25.0%
	50.0%
	71.4%
	28.6%
	45.1%

	
	3.00
	Count
	2
	1
	4
	1
	1
	9

	
	
	% within COUN
	22.2%
	8.3%
	25.0%
	14.3%
	14.3%
	17.6%

	
	4.00
	Count
	0
	0
	1
	0
	0
	1

	
	
	% within COUN
	0.0%
	0.0%
	6.3%
	0.0%
	0.0%
	2.0%

	Total
	Count
	9
	12
	16
	7
	7
	51

	
	% within COUN
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%




	GEND * COUN Cross-tabulation

	
	COUN
	

	
	Germany
	Belgium
	France
	Netherlands
	United Kingdom
	Total

	GEND
	Male
	Count
	6
	3
	9
	3
	4
	25

	
	
	% within COUN
	66.7%
	25.0%
	52.9%
	42.9%
	57.1%
	48.1%

	
	Female
	Count
	3
	9
	8
	4
	3
	27

	
	
	% within COUN
	33.3%
	75.0%
	47.1%
	57.1%
	42.9%
	51.9%

	Total
	Count
	9
	12
	17
	7
	7
	52

	
	% within COUN
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%







	EDUC * COUN Cross-tabulation

	
	COUN
	

	
	Germany
	Belgium
	France
	Netherlands
	United Kingdom
	Total

	EDUC
	High school graduate
	Count
	2
	1
	7
	1
	2
	13

	
	
	% within COUN
	22.2%
	8.3%
	41.2%
	14.3%
	28.6%
	25.0%

	
	Vocational degree
	Count
	2
	2
	0
	0
	1
	5

	
	
	% within COUN
	22.2%
	16.7%
	0.0%
	0.0%
	14.3%
	9.6%

	
	University of applied sciences degree
	Count
	3
	6
	5
	3
	0
	17

	
	
	% within COUN
	33.3%
	50.0%
	29.4%
	42.9%
	0.0%
	32.7%

	
	Academic degree
	Count
	2
	3
	5
	3
	4
	17

	
	
	% within COUN
	22.2%
	25.0%
	29.4%
	42.9%
	57.1%
	32.7%

	Total
	Count
	9
	12
	17
	7
	7
	52

	
	% within COUN
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%




	NATI * COUN Cross-tabulation

	
	COUN
	

	
	Germany
	Belgium
	France
	Netherlands
	United Kingdom
	Total

	NATI
	Dutch
	Count
	1
	0
	0
	6
	1
	8

	
	
	% within COUN
	11.1%
	0.0%
	0.0%
	85.7%
	14.3%
	15.4%

	
	German
	Count
	8
	0
	0
	0
	0
	8

	
	
	% within COUN
	88.9%
	0.0%
	0.0%
	0.0%
	0.0%
	15.4%

	
	French
	Count
	0
	0
	17
	0
	0
	17

	
	
	% within COUN
	0.0%
	0.0%
	100.0%
	0.0%
	0.0%
	32.7%

	
	British
	Count
	0
	0
	0
	1
	5
	6

	
	
	% within COUN
	0.0%
	0.0%
	0.0%
	14.3%
	71.4%
	11.5%

	
	Belgian
	Count
	0
	12
	0
	0
	0
	12

	
	
	% within COUN
	0.0%
	100.0%
	0.0%
	0.0%
	0.0%
	23.1%

	
	Other
	Count
	0
	0
	0
	0
	1
	1

	
	
	% within COUN
	0.0%
	0.0%
	0.0%
	0.0%
	14.3%
	1.9%

	Total
	Count
	9
	12
	17
	7
	7
	52

	
	% within COUN
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%





Cultural dimensions
The tables below show how the cultural dimensions are calculated. The first table provides the original data. The second table centered the data from first table between 0-100. In the third table the difference between the reference country (Individualism = the Netherlands; Masculinity = France; Uncertainty avoidance = France and Power distance = Belgium) and the Hofstede scores is added to all dimension scores from the second table and rounded. 
	Report

	COUN
	IND
	MAS
	UA
	PD

	Germany
	Mean
	23.33
	15.56
	-115.56
	3.89

	
	Std. Deviation
	39.131
	55.646
	66.682
	48.462

	Belgium
	Mean
	35.00
	17.50
	-134.58
	17.08

	
	Std. Deviation
	42.212
	60.622
	46.732
	62.248

	France
	Mean
	51.47
	30.88
	-71.47
	5.00

	
	Std. Deviation
	41.260
	36.880
	76.501
	52.738

	Netherlands
	Mean
	95.00
	-5.00
	-187.14
	-19.29

	
	Std. Deviation
	43.875
	58.666
	54.380
	42.566

	United Kingdom
	Mean
	60.00
	15.00
	-92.86
	6.43

	
	Std. Deviation
	43.875
	27.538
	82.404
	52.019

	Total
	Mean
	49.81
	18.17
	-112.12
	4.52

	
	Std. Deviation
	45.632
	48.264
	75.143
	52.190




	COUN
	IND
	MAS
	UA
	PD

	Germany
	23,33
	25,56
	74,44
	23,89

	Belgium
	35,00
	27,50
	55,42
	37,08

	France
	51,47
	40,88
	118,53
	25,00

	Netherlands
	95,00
	5,00
	2,86
	0,71

	United Kingdom
	60,00
	25,00
	77,89
	26,43




	COUN
	IND
	MAS
	UA
	PD

	Germany
	8
	29
	42
	52

	Belgium
	20
	31
	23
	65

	France
	36
	44
	86
	53

	Netherlands
	80
	8
	3
	29

	United Kingdom
	45
	28
	45
	54





Pre-sales aspects
The next tables presents the mean scores for all the pre-sales aspects. 
	Case Processing Summary

	
	Cases

	
	Included
	Excluded
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent

	NETW * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	VALU * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	DICO1 * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	DICO2 * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	LOCA * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	DRES * COUN
	52
	98.1%
	1
	1.9%
	53
	100.0%

	SUCC * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	RELA1 * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	RELA2 * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	RELA3 * COUN
	48
	90.6%
	5
	9.4%
	53
	100.0%

	COME * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	STAT1 * COUN
	52
	98.1%
	1
	1.9%
	53
	100.0%

	STAT2 * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	TITL * COUN
	52
	98.1%
	1
	1.9%
	53
	100.0%

	APOI1 * COUN
	50
	94.3%
	3
	5.7%
	53
	100.0%

	APOI2 * COUN
	47
	88.7%
	6
	11.3%
	53
	100.0%

	TECH * COUN
	52
	98.1%
	1
	1.9%
	53
	100.0%

	DECI1 * COUN
	47
	88.7%
	6
	11.3%
	53
	100.0%

	DECI2 * COUN
	47
	88.7%
	6
	11.3%
	53
	100.0%



	Report

	COUN
	NETW
	VALU
	DICO1
	DICO2
	LOCA
	DRES
	SUCC

	Germany
	Mean
	2.56
	1.89
	1.89
	2.11
	4.56
	1.56
	3.67

	
	Std. Deviation
	1.236
	.782
	.782
	1.269
	1.236
	.726
	1.803

	Belgium
	Mean
	1.91
	3.09
	2.09
	2.00
	4.82
	2.25
	3.73

	
	Std. Deviation
	.701
	1.136
	1.136
	.447
	.874
	.622
	1.104

	France
	Mean
	2.38
	2.56
	1.81
	2.56
	3.13
	1.76
	3.25

	
	Std. Deviation
	1.586
	1.209
	1.047
	1.031
	1.408
	.664
	1.732

	Netherlands
	Mean
	1.71
	2.57
	1.71
	2.14
	4.14
	2.00
	3.71

	
	Std. Deviation
	.488
	1.618
	.488
	1.345
	1.069
	.816
	1.254

	United Kingdom
	Mean
	1.71
	2.71
	1.86
	2.00
	2.14
	2.00
	3.57

	
	Std. Deviation
	.756
	1.254
	.378
	.577
	1.069
	1.155
	1.718

	Total
	Mean
	2.12
	2.58
	1.88
	2.22
	3.76
	1.90
	3.54

	
	Std. Deviation
	1.154
	1.214
	.872
	.975
	1.479
	.774
	1.515





	Report

	COUN
	RELA1
	RELA2
	RELA3
	COME
	STAT1
	STAT2
	TITL

	Germany
	Mean
	5.56
	1.89
	8.89
	6.11
	3.44
	3.00
	1.67

	
	Std. Deviation
	1.878
	.601
	4.167
	1.616
	1.509
	1.323
	.707

	Belgium
	Mean
	5.82
	2.82
	8.00
	6.36
	2.17
	1.82
	4.17

	
	Std. Deviation
	1.168
	1.601
	2.582
	.674
	.718
	.982
	1.528

	France
	Mean
	5.69
	1.94
	19.67
	6.13
	2.41
	2.63
	3.18

	
	Std. Deviation
	1.078
	1.063
	20.395
	1.500
	1.004
	1.258
	1.741

	Netherlands
	Mean
	6.43
	2.43
	12.86
	6.57
	1.14
	3.14
	6.00

	
	Std. Deviation
	.535
	.976
	7.559
	.535
	.378
	1.773
	2.236

	United Kingdom
	Mean
	5.57
	2.29
	9.00
	6.14
	2.71
	2.57
	5.57

	
	Std. Deviation
	1.718
	1.380
	5.657
	.900
	1.113
	1.718
	1.272

	Total
	Mean
	5.78
	2.24
	12.67
	6.24
	2.40
	2.58
	3.85

	
	Std. Deviation
	1.298
	1.188
	12.827
	1.170
	1.176
	1.386
	2.090




	Report

	COUN
	APOI1
	APOI2
	TECH
	DECI1
	DECI2

	Germany
	Mean
	3.78
	70.00
	3.11
	7.22
	4.22

	
	Std. Deviation
	1.641
	22.500
	1.691
	7.328
	.833

	Belgium
	Mean
	4.09
	63.33
	3.50
	4.00
	3.56

	
	Std. Deviation
	1.300
	18.028
	1.382
	2.357
	1.424

	France
	Mean
	4.38
	97.67
	3.76
	5.86
	4.07

	
	Std. Deviation
	1.668
	24.558
	1.562
	5.736
	2.576

	Netherlands
	Mean
	2.71
	76.43
	3.57
	3.57
	6.14

	
	Std. Deviation
	1.113
	17.008
	2.070
	1.134
	1.864

	United Kingdom
	Mean
	2.43
	55.71
	3.86
	4.00
	4.29

	
	Std. Deviation
	.976
	20.702
	1.464
	1.000
	2.628

	Total
	Mean
	3.70
	76.38
	3.58
	5.11
	4.34

	
	Std. Deviation
	1.568
	25.995
	1.564
	4.678
	2.119



Kruskal-Wallis H test
The tables below represent the results of the Kruskal-Wallis H test for both culture and pre-sales aspects. 


	Ranks

	
	COUN
	N
	Mean Rank

	IND
	Germany
	9
	17.00

	
	Belgium
	12
	22.04

	
	France
	17
	28.00

	
	Netherlands
	7
	40.00

	
	United Kingdom
	7
	29.21

	
	Total
	52
	

	MAS
	Germany
	9
	26.89

	
	Belgium
	12
	27.21

	
	France
	17
	29.56

	
	Netherlands
	7
	20.36

	
	United Kingdom
	7
	23.50

	
	Total
	52
	

	UA
	Germany
	9
	25.94

	
	Belgium
	12
	22.33

	
	France
	17
	34.26

	
	Netherlands
	7
	11.36

	
	United Kingdom
	7
	30.64

	
	Total
	52
	

	PD
	Germany
	9
	26.94

	
	Belgium
	12
	31.25

	
	France
	17
	25.79

	
	Netherlands
	7
	19.14

	
	United Kingdom
	7
	26.86

	
	Total
	52
	




	Test Statisticsa,b

	
	IND
	MAS
	UA
	PD

	Chi-Square
	11.261
	2.330
	12.954
	2.899

	df
	4
	4
	4
	4

	Asymp. Sig.
	.024
	.675
	.012
	.575

	a. Kruskal Wallis Test

	b. Grouping Variable: COUN






	Ranks

	
	COUN
	N
	Mean Rank

	NETW
	Germany
	9
	31.89

	
	Belgium
	11
	24.36

	
	France
	16
	26.59

	
	Netherlands
	7
	21.21

	
	United Kingdom
	7
	20.86

	
	Total
	50
	

	VALU
	Germany
	9
	17.56

	
	Belgium
	11
	32.32

	
	France
	16
	25.09

	
	Netherlands
	7
	23.43

	
	United Kingdom
	7
	28.00

	
	Total
	50
	

	DICO1
	Germany
	9
	26.72

	
	Belgium
	11
	27.68

	
	France
	16
	23.06

	
	Netherlands
	7
	24.21

	
	United Kingdom
	7
	27.36

	
	Total
	50
	

	DICO2
	Germany
	9
	22.33

	
	Belgium
	11
	23.91

	
	France
	16
	30.63

	
	Netherlands
	7
	22.00

	
	United Kingdom
	7
	23.86

	
	Total
	50
	

	LOCA
	Germany
	9
	33.28

	
	Belgium
	11
	35.77

	
	France
	16
	19.03

	
	Netherlands
	7
	29.36

	
	United Kingdom
	7
	10.29

	
	Total
	50
	

	DRES
	Germany
	9
	20.00

	
	Belgium
	12
	33.46

	
	France
	17
	24.26

	
	Netherlands
	7
	28.50

	
	United Kingdom
	7
	26.36

	
	Total
	52
	

	SUCC
	Germany
	9
	26.56

	
	Belgium
	11
	27.91

	
	France
	16
	22.44

	
	Netherlands
	7
	27.43

	
	United Kingdom
	7
	25.43

	
	Total
	50
	




	Test Statisticsa,b

	
	NETW
	VALU
	DICO1
	DICO2
	LOCA
	DRES
	SUCC

	Chi-Square
	3.637
	6.086
	1.169
	4.003
	20.111
	5.440
	1.235

	df
	4
	4
	4
	4
	4
	4
	4

	Asymp. Sig.
	.457
	.193
	.883
	.406
	.000
	.245
	.872

	a. Kruskal Wallis Test

	b. Grouping Variable: COUN



	Ranks

	
	COUN
	N
	Mean Rank

	RELA1
	Germany
	9
	25.06

	
	Belgium
	11
	25.27

	
	France
	16
	22.97

	
	Netherlands
	7
	32.93

	
	United Kingdom
	7
	24.79

	
	Total
	50
	

	RELA2
	Germany
	9
	22.72

	
	Belgium
	11
	30.73

	
	France
	16
	21.72

	
	Netherlands
	7
	29.57

	
	United Kingdom
	7
	25.43

	
	Total
	50
	

	RELA3
	Germany
	9
	20.83

	
	Belgium
	10
	16.70

	
	France
	15
	33.67

	
	Netherlands
	7
	26.79

	
	United Kingdom
	7
	18.43

	
	Total
	48
	

	COME
	Germany
	9
	26.67

	
	Belgium
	11
	24.95

	
	France
	16
	25.34

	
	Netherlands
	7
	28.57

	
	United Kingdom
	7
	22.14

	
	Total
	50
	

	STAT1
	Germany
	9
	37.22

	
	Belgium
	12
	25.00

	
	France
	17
	27.24

	
	Netherlands
	7
	8.29

	
	United Kingdom
	7
	31.71

	
	Total
	52
	

	STAT2
	Germany
	9
	30.78

	
	Belgium
	11
	16.91

	
	France
	16
	26.66

	
	Netherlands
	7
	30.71

	
	United Kingdom
	7
	24.36

	
	Total
	50
	

	TITL
	Germany
	9
	10.17

	
	Belgium
	12
	29.33

	
	France
	17
	22.15

	
	Netherlands
	7
	40.93

	
	United Kingdom
	7
	38.79

	
	Total
	52
	






	Test Statisticsa,b

	
	RELA1
	RELA2
	RELA3
	COME
	STAT1
	STAT2
	TITL

	Chi-Square
	2.655
	3.739
	13.958
	.923
	17.165
	6.529
	23.977

	df
	4
	4
	4
	4
	4
	4
	4

	Asymp. Sig.
	.617
	.442
	.007
	.921
	.002
	.163
	.000

	a. Kruskal Wallis Test

	b. Grouping Variable: COUN



	Ranks

	
	COUN
	N
	Mean Rank

	APOI1
	Germany
	9
	26.17

	
	Belgium
	11
	30.14

	
	France
	16
	31.38

	
	Netherlands
	7
	15.71

	
	United Kingdom
	7
	13.71

	
	Total
	50
	

	APOI2
	Germany
	9
	20.22

	
	Belgium
	9
	17.67

	
	France
	15
	34.70

	
	Netherlands
	7
	24.14

	
	United Kingdom
	7
	13.93

	
	Total
	47
	

	TECH
	Germany
	9
	20.72

	
	Belgium
	12
	26.75

	
	France
	17
	28.50

	
	Netherlands
	7
	25.86

	
	United Kingdom
	7
	29.29

	
	Total
	52
	

	DECI1
	Germany
	9
	27.89

	
	Belgium
	10
	22.35

	
	France
	14
	22.11

	
	Netherlands
	7
	22.50

	
	United Kingdom
	7
	26.64

	
	Total
	47
	

	DECI2
	Germany
	9
	26.78

	
	Belgium
	9
	20.72

	
	France
	15
	19.47

	
	Netherlands
	7
	37.29

	
	United Kingdom
	7
	21.07

	
	Total
	47
	



	Test Statisticsa,b

	
	APOI1
	APOI2
	TECH
	DECI1
	DECI2

	Chi-Square
	11.981
	17.119
	1.933
	1.547
	9.864

	df
	4
	4
	4
	4
	4

	Asymp. Sig.
	.017
	.002
	.748
	.818
	.043

	a. Kruskal Wallis Test

	b. Grouping Variable: COUN





Relationship culture and pre-sales & robustness tests
The following tables shows the results of the ordinal logistic analysis. In all tables also the robustness tests are included. In the column ‘’1’’ the data set in which respondents which were not born in the country where they currently work are removed. In the column ‘’2’’ an ordinary least squares (OLS) analysis is conducted instead of an ordinal logistic analysis. 
Hypothesis 1
	Variables
	NETW
b/se
	 (1)
b/se
	(2)
b/se

	Individualism/collectivism
	-0.00151
	-0.00175
	-0.0000918

	
	(0.006)
	(0.007)
	(0.004)

	Age
	-0.0737
	-0.0665
	-0.0466

	
	(0.042)
	(0.041)
	(0.026)

	Gender
	-0.807
	-0.898
	-0.552

	
	(0.557)
	(0.587)
	(0.317)

	Education
	0.271
	0.304
	0.139

	
	(0.267)
	(0.265)
	(0.148)

	Nationality
	-0.173
	-0.216
	-0.104

	
	(0.171)
	(0.215)
	(0.116)

	Log pseudolikelihood
	-57.994103
	-54.180298
	

	R-squared
	0.0731
	0.0788
	0.2079

	Adjusted R-squared
	
	
	0.1179

	Observations
	50
	46
	50



Hypothesis 2
	Variables
	VALU
b/se
	(1)
b/se
	(2)
b/se

	Uncertainty avoidance
	-0.00469
	-0.00802
	-0.00203

	
	(0.005)
	(0.006)
	(0.003)

	Age
	0.0626
	0.0972
	0.0379

	
	(0.052)
	(0.057)
	(0.029)

	Gender
	-0.243
	-0.803
	0.0545

	
	(0.67)
	(0.756)
	(0.356)

	Education
	0.325
	0.182
	0.218

	
	(0.246)
	(0.259)
	(0.172)

	Nationality
	0.388
	0.641**
	0.195

	
	(0.235)
	(0.238)
	(0.128)

	Log pseudolikelihood
	-67.819415
	-59.360583
	

	R-squared
	0.0475
	0.0851
	0.0970

	Adjusted R-squared
	
	
	-0.0056

	Observations
	50
	46
	50





Hypothesis 3
	Variables
	DICO1
b/se
	(1)
b/se
	(2)
b/se
	DICO2
b/se
	(1)
b/se
	(2)
b/se

	Individualism
	-0.00566
	-0.00349
	-0.00183
	-0.0106
	-0.0108
	-0.0043

	
	(0.007)
	(0.006)
	(0.003)
	(0.007)
	(0.008)
	(0.003)

	Age
	-0.025
	-0.0127
	-0.00177
	0.00859
	0.00707
	0.00798

	
	(0.046)
	(0.049)
	(0.021)
	(0.037)
	(0.041)
	(0.023)

	Gender
	-0.263
	-0.133
	0.0312
	-0.295
	-0.379
	-0.254

	
	(0.574)
	(0.574)
	(0.265)
	(0.569)
	(0.575)
	(0.289)

	Education
	-0.0788
	-0.0295
	-0.076
	-0.13
	-0.148
	-0.0607

	
	(0.218)
	(0.217)
	(0.124)
	(0.302)
	(0.294)
	(0.136)

	Nationality
	0.0272
	0.127
	0.04
	-0.0118
	-0.0497
	-0.0648

	
	(0.2)
	(0.228)
	(0.097)
	(0.205)
	(0.269)
	(0.107)

	Log pseudolikelihood
	-50.397419
	-46.121809
	
	-55.359409   
	-53.318248
	

	R-squared
	0.0119
	0.0103
	0.0293
	0.0301
	0.0317
	0.0716

	Adjusted R-squared
	
	
	-0.0810
	
	
	-0.0339

	Observations
	50
	46
	50
	50
	46
	50



Hypothesis 5
	Variables
	LOCA
b/se
	(1)
b/se
	(2)
b/se

	Uncertainty avoidance
	-0.00162
	0.000122
	-0.00093

	
	(0.004)
	(0.004)
	(0.003)

	Individualism
	-0.00476
	-0.00581
	-0.00429

	
	(0.006)
	(0.006)
	(0.005)

	Age
	-0.0659
	-0.114*
	-0.0464

	
	(0.051)
	(0.057)
	(0.037)

	Gender
	0.295
	0.653
	0.159

	
	(0.544)
	(0.614)
	(0.448)

	Education
	-0.266
	-0.313
	-0.203

	
	(0.218)
	(0.229)
	(0.217)

	Nationality
	-0.0679
	-0.166
	-0.0731

	
	(0.222)
	(0.218)
	(0.165)

	Log pseudolikelihood
	-82.568117
	-72.281644
	

	R-squared
	0.0206
	0.0461
	0.0593

	Adjusted R-squared
	
	
	-0.0720

	Observations
	50
	46
	50





Hypothesis 6
	Variables
	DRES
b/se
	(1)
b/se
	(2)
b/se

	Masculinity
	-0.00328
	-0.00539
	-0.00128

	
	(0.005)
	(0.005)
	(0.002)

	Age
	0.0234
	0.0302
	0.0111

	
	(0.041)
	(0.043)
	(0.017)

	Gender
	0.0121
	-0.162
	0.0128

	
	(0.527)
	(0.549)
	(0.218)

	Education
	0.498
	0.447
	0.202*

	
	(0.256)
	(0.263)
	(0.1)

	Nationality
	0.209
	0.303
	0.0898

	
	(0.199)
	(0.229)
	(0.08)

	Log pseudolikelihood
	-55.253555
	-50.671642
	

	R-squared
	0.0474
	0.0569
	0.1068

	Adjusted R-squared
	
	
	0.0097

	Observations
	52
	48
	52



Hypothesis 7
	Variables
	SUCC
b/se
	(1)
b/se
	(2)
b/se

	Masculinity
	-0.00267
	-0.00346
	-0.00223

	
	(0.004)
	(0.005)
	(0.005)

	Age
	0.0466
	0.0422
	0.0414

	
	(0.039)
	(0.041)
	(0.036)

	Gender
	-0.319
	-0.34
	-0.229

	
	(0.56)
	(0.634)
	(0.457)

	Education
	0.131
	0.121
	0.0929

	
	(0.306)
	(0.324)
	(0.216)

	Nationality
	0.124
	0.0758
	0.0896

	
	(0.135)
	(0.155)
	(0.164)

	Log pseudolikelihood
	-82.805408
	-77.656817
	

	R-squared
	0.0126
	0.0112
	0.0421

	Adjusted R-squared
	
	
	-0.0667

	Observations
	50
	46
	50





Hypothesis 8
	Variables
	RELA1
b/se
	(1)
b/se
	(2)
b/se
	RELA2
b/se
	(1)
b/se
	(2)
b/se
	RELA3
b/se
	(1)
b/se
	(2)
b/se

	Uncertainty
	-0.0108**
	-0.00916*
	-0.00717**
	-0.00367
	-0.00321
	-0.00201
	0.0104**
	0.0111**
	0.0552*

	
	(0.004)
	(0.004)
	(0.002)
	(0.004)
	(0.004)
	(0.002)
	-0.004
	(0.004)
	(0.025)

	Age
	0.0628
	0.0503
	0.0463
	-0.0488
	-0.0689
	-0.0391
	
	
	

	
	(0.038)
	(0.039)
	(0.026)
	(0.044)
	(0.05)
	(0.028)
	
	
	

	Gender
	
	
	
	0.482
	0.533
	0.252
	
	
	

	
	
	
	
	(0.548)
	(0.603)
	(0.346)
	
	
	

	Education
	
	
	
	0.11
	0.0386
	-0.0625
	
	
	

	
	
	
	
	(0.264)
	(0.258)
	(0.168)
	
	
	

	Nationality
	
	
	
	0.0564
	0.0474
	0.0928
	-0.488*
	-0.440*
	-1.476

	
	
	
	
	(0.199)
	(0.218)
	(0.124)
	-0.19
	(0.195)
	(1.28)

	Log pseudolikelihood
	-64.43769
	-60.6035
	
	-68.70482
	-63.9893
	
	-64.12395
	-57.7828
	

	R-squared
	0.0595
	0.0424
	0.1720
	0.0344
	0.0419
	0.1049
	0.0773
	0.0795
	0.1140

	Adjusted R-squared
	
	
	0.1367
	
	
	0.0031
	
	
	0.0747

	Observations
	50
	46
	50
	50
	46
	50
	48
	44
	48



Hypothesis 9
	Variables
	COME
b/se
	(1)
b/se
	(2)
b/se

	Uncertainty avoidance
	-0.00982*
	-0.00837
	-0.00632**

	
	(0.005)
	(0.005)
	(0.002)

	Age
	0.0304
	0.0229
	0.0242

	
	(0.045)
	(0.048)
	(0.024)

	Log pseudolikelihood
	-50.820834
	-46.933737
	

	R-squared
	0.0526
	0.0397
	0.1489

	Adjusted R-squared
	
	
	0.1127

	Observations
	50
	46
	50



Hypothesis 10
	Variables
	STAT1
b/se
	(1)
b/se
	(2)
b/se
	STAT2
b/se
	(1)
b/se
	(2)
b/se

	Power distance
	0.0113*
	0.0106
	0.00637*
	-0.00402
	-0.00195
	-0.00042

	
	(0.006)
	(0.006)
	(0.003)
	(0.006)
	(0.007)
	(0.004)

	Masculinity
	
	
	
	-0.0016
	-0.00568
	-0.00072

	
	
	
	
	(0.004)
	(0.005)
	(0.004)

	Age
	
	
	
	0.0206
	0.00617
	0.000204

	
	
	
	
	(0.044)
	(0.049)
	(0.033)

	Gender
	
	
	
	-0.831
	-0.963
	-0.438

	
	
	
	
	(0.573)
	(0.646)
	(0.419)

	Education
	
	
	
	-0.112
	-0.102
	0.00972

	
	
	
	
	(0.193)
	(0.216)
	(0.197)

	Nationality
	
	
	
	-0.257
	-0.538*
	-0.183

	
	
	
	
	(0.223)
	(0.253)
	(0.154)

	Log pseudolikelihood
	-72.81807
	-63.539174
	
	-75.128215
	-63.976362
	

	R-squared
	0.0319
	0.0295
	0.0800
	0.0383
	0.0816
	0.0696

	Adjusted R-squared
	
	
	0.0616
	
	
	-0.0602

	Observations
	52
	48
	52
	50
	46
	50



Hypothesis 11
	Variables
	TITL
b/se
	(1)
b/se
	(2)
b/se

	Power distance
	-0.0005
	0.00179
	-0.00217

	
	(0.005)
	(0.005)
	(0.005)

	Masculinity
	-0.00477
	-0.00885
	-0.00509

	
	(0.007)
	(0.007)
	(0.005)

	Age
	0.0156
	-0.00497
	-0.00729

	
	(0.042)
	(0.05)
	(0.042)

	Gender
	1.738**
	1.829*
	1.747**

	
	(0.637)
	(0.729)
	(0.521)

	Education
	0.660**
	0.561*
	0.685**

	
	(0.248)
	(0.256)
	(0.238)

	Nationality
	0.139
	0.0288
	0.122

	
	(0.21)
	(0.261)
	(0.195)

	Log pseudolikelihood
	-88.684012
	-80.360811
	

	R-squared
	0.0900
	0.0934
	0.3203

	Adjusted R-squared
	
	
	0.2297

	Observations
	52
	48
	52



Hypothesis 12
	Variables
	APOI1
b/se
	(1)
b/se
	(2)
b/se
	APOI2
b/se
	(1)
b/se
	(2)
b/se

	Individualism
	-0.0112*
	-0.0108*
	-0.00998*
	
	
	

	
	(0.005)
	(0.005)
	(0.005)
	
	
	

	Uncertainty avoidance
	
	
	
	0.0130**
	0.0159**
	0.161**

	
	
	
	
	(0.005)
	(0.005)
	(0.046)

	Log pseudolikelihood
	-85.175921
	-79.801129
	
	-70.203482
	-63.118959
	

	R-squared
	0.0236
	0.0229
	0.0832
	0.0681
	0.0982
	0.2115

	Adjusted R-squared
	
	
	0.0641
	
	
	0.1939

	Observations
	50
	46
	50
	47
	43
	47



Hypothesis 13
	
	TECH
b/se
	(1)
b/se
	(2)
b/se

	Power distance
	0.00802
	0.00861
	0.00559

	
	(0.006)
	(0.006)
	(0.004)

	Age
	0.0231
	0.018
	-0.00106

	
	(0.065)
	(0.067)
	(0.036)

	Gender
	0.981
	0.848
	0.775

	
	(0.639)
	(0.656)
	(0.446)

	Education
	0.115
	0.00833
	-0.0484

	
	(0.353)
	(0.366)
	(0.203)

	Nationality
	-0.0679
	-0.029
	-0.0872

	
	(0.221)
	(0.242)
	(0.166)

	Log pseudolikelihood
	-88.472395
	-82.189855
	

	R-squared
	0.0309
	0.0317
	0.0907

	Adjusted R-squared
	
	
	-0.0081

	Observations
	52
	48
	52



Hypothesis 14
	
	DECI1
b/se
	(1)
b/se
	(2)
b/se
	DECI2
b/se
	(1)
b/se
	(2)
b/se

	Power distance
	-0.00528
	-0.0108
	-0.0127
	-0.00596
	-0.00653
	-0.00544

	
	(0.006)
	(0.008)
	-0.014
	(0.004)
	(0.004)
	(0.006)

	Age
	-0.0163
	0.0184
	0.0318
	0.017
	-0.00256
	0.0731

	
	(0.048)
	(0.055)
	-0.112
	(0.05)
	(0.051)
	(0.051)

	Gender
	-0.571
	-0.719
	-1.323
	0.424
	0.779
	0.106

	
	(0.565)
	(0.605)
	-1.43
	(0.594)
	(0.65)
	(0.647)

	Education
	-0.237
	-0.148
	-0.833
	0.159
	0.212
	0.175

	
	(0.252)
	(0.235)
	-0.658
	(0.22)
	(0.223)
	(0.293)

	Nationality
	-0.0559
	0.0444
	-0.283
	-0.349
	-0.435
	-0.188

	
	(0.162)
	(0.189)
	-0.512
	(0.187)
	(0.228)
	(0.236)

	Log likelihood
	-81.301377
	-73.144779
	
	-80.807845
	-71.017021
	

	R-squared
	0.0165
	0.0287
	0.0857
	0.0399
	0.0539
	0.0933

	Adjusted R-squared
	
	
	-0.0258
	
	
	-0.0172

	Observations
	47
	43
	47
	47
	43
	47





[bookmark: _Toc455478099]Appendix F: STATA Do-file
***Ordinal Logit Analysis***
***H1***
ologit NETW IND AGE GEND EDUC NATI, or robust
est sto c1, title(NETW) 

***H2***
ologit VALU UA AGE GEND EDUC NATI, or robust
est sto c2, title(VALU) 

***H3***
ologit DICO1 IND AGE GEND EDUC NATI, or robust
est sto c3, title(DICO1) 

ologit DICO2 IND AGE GEND EDUC NATI, or robust
est sto c4, title(DICO2) 

***H5***
ologit LOCA UA IND AGE GEND EDUC NATI, or robust
est sto c5, title(LOCA) 

***H6***
ologit DRES MAS AGE GEND EDUC NATI, or robust
est sto c6, title(DRES) 

***H7***
ologit SUCC MAS AGE GEND EDUC NATI, or robust
est sto c7, title(SUCC) 

***H8***
ologit RELA1 UA AGE, or robust
est sto c8, title(RELA1) 
ologit RELA2 UA AGE GEND EDUC NATI, or robust
est sto c9, title(RELA2) 
ologit RELA3 UA NATI, or robust
est sto c10, title(RELA3) 

***H9***
ologit COME UA AGE, or robust
est sto c11, title(COME) 

***H10***
ologit STAT1 PD, or robust
est sto c12, title(STAT1) 
ologit STAT2 PD MAS AGE GEND EDUC NATI, or robust
est sto c13, title(STAT2) 

***H11***
ologit TITL PD MAS AGE GEND EDUC NATI, or robust
est sto c14, title(TITL) 

***H12***
ologit APOI1 IND, or robust
est sto c15, title(APOI1) 
ologit APOI2 UA, or robust
est sto c16, title(APOI2) 

***H13***
ologit TECH PD AGE GEND EDUC NATI, or robust
est sto c17, title(TECH) 

***H14***
ologit DECI1 PD AGE GEND EDUC NATI, or robust
est sto c18, title(DECI1) 
ologit DECI2 PD AGE GEND EDUC NATI, or robust
est sto c19, title(DECI2) 

esttab c1, label title (Ordinal Logit Analysis) varwidth(25) mtitles model (8) ar2
esttab c2 c3 c4 c5, label title (Ordinal Logit Analysis) varwidth(25) mtitles model (8) ar2
esttab c6 c7 c8 c9 c10 c11, label title (Ordinal Logit Analysis) varwidth(25) mtitles model (8) ar2
esttab c12 c13 c14 c15 c16, label title (Ordinal Logit Analysis) varwidth(25) mtitles model (8) ar2
esttab c17 c18 c19, label title (Ordinal Logit Analysis) varwidth(25) mtitles model (8) ar2

esttab c1 c2 c3 c4 c5 c6 c7 c8 c9 c10 c11 c12 c13 c14 c15 c16 c17 c18 c19 using ‘’STATAH1-H19.xls’’, replace label title (Ordinal Logit Analysis) ///
varwidth(25) mtitles model (8) ar2 cells(b(star fmt(a3)) se(fmt(3) par))

***Ordinary Least Squared***
***H1***
reg NETW IND AGE GEND EDUC NATI
est sto c1, title(NETW) 

***H2***
reg VALU UA AGE GEND EDUC NATI
est sto c2, title(VALU) 

***H3***
reg DICO1 IND AGE GEND EDUC NATI
est sto c3, title(DICO1) 

reg DICO2 IND AGE GEND EDUC NATI
est sto c4, title(DICO2) 

***H5***
reg LOCA UA IND AGE GEND EDUC NATI
est sto c5, title(LOCA) 

***H6***
reg DRES MAS AGE GEND EDUC NATI
est sto c6, title(DRES) 

***H7***
reg SUCC MAS AGE GEND EDUC NATI
est sto c7, title(SUCC) 

***H8***
reg RELA1 UA AGE
est sto c8, title(RELA1) 
reg RELA2 UA AGE GEND EDUC NATI
est sto c9, title(RELA2) 
reg RELA3 UA NATI
est sto c10, title(RELA3) 

***H9***
reg COME UA AGE
est sto c11, title(COME) 

***H10***
reg STAT1 PD
est sto c12, title(STAT1) 
reg STAT2 PD MAS AGE GEND EDUC NATI
est sto c13, title(STAT2) 

***H11***
reg TITL PD MAS AGE GEND EDUC NATI
est sto c14, title(TITL) 

***H12***
reg APOI1 IND
est sto c15, title(APOI1) 
reg APOI2 UA
est sto c16, title(APOI2) 

***H13***
reg TECH PD AGE GEND EDUC NATI
est sto c17, title(TECH) 

***H14***
reg DECI1 PD AGE GEND EDUC NATI
est sto c18, title(DECI1) 
reg DECI2 PD AGE GEND EDUC NATI
est sto c19, title(DECI2) 

esttab c1, label title (Ordinary Least Squared) varwidth(25) mtitles model (8) ar2
esttab c2 c3 c4 c5, label title (Ordinary Least Squared) varwidth(25) mtitles model (8) ar2
esttab c6 c7 c8 c9 c10 c11, label title (Ordinary Least Squared) varwidth(25) mtitles model (8) ar2
esttab c12 c13 c14 c15 c16, label title (Ordinary Least Squared) varwidth(25) mtitles model (8) ar2
esttab c17 c18 c19, label title (Ordinary Least Squared) varwidth(25) mtitles model (8) ar2

esttab c1 c2 c3 c4 c5 c6 c7 c8 c9 c10 c11 c12 c13 c14 c15 c16 c17 c18 c19 using ‘’STATAH1-H19.xls’’, replace label title (Ordinal Logit Analysis) ///
varwidth(25) mtitles model (8) ar2 cells(b(star fmt(a3)) se(fmt(3) par))
I
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