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ABSTRACT 

Although international business-to-business marketing is pervasive, little 

systematic empirical work has been conducted on face-to-face interaction between 

channel members from different cultures. Greater knowledge regarding cross-cultural 

communication strategies (e.g. verbal and non-verbal language choices) and behavioral 

adaptations (e.g. rapport building, increased flexibility with timing, and contractual 

format) will enhance the strength, efSciency and longevity of relationships between 

channel partners from distinct cultures. More importantly, a lack of this knowledge 

seriously jeopardizes cross-cultural understanding and the ability to develop and maintain 

intercultural exchange relationships. This dissertation presents an empirically derived 

conceptual framework of cross-cultural communication and behavioral processes. This 

framework is drawn from extensive ethnographic fieldwork in two intercultural channels 

of distribution and from academic literature. Acculturation moderates the influence that 

culture of the producer and the power situation have on the choice of communication 

strategies and behaviors in interactions between intercultural channel partners. The more 

the choice of communication strategies and behavioral adaptations is consistent with 

cultural traditions of the channel members, the higher the levels of trust engendered 

through the relationship. Hence, trust was expected to be a critical predictor of 

satisfaction and performance. This was consistent in the interview data, but not in the 

observation data The conceptual firework is tested using survey research in the same 

industries. Power and acculturation were found to have limited effects on the choice of 



17 

communication strategies. Trust was shown to play a very limited role as a mediating 

variable. However, significant correlations between the communication strategies and 

behavioral adaptations and the business outcome variables were revealed. In the 

conclusion, implications for marketing managers are discussed, limitations of this 

research are outlined, and future research ideas are proposed. 
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CHAPTER I 

OVERVIEW OF DISSERTATION 

A. RESEARCH PURPOSE 

The purpose of this research is to examine the impact culture and power have on 

the choice of communication strategies and behavioral adaptations as well as how these 

choices impact levels of trust for individuals in cross-cultural channels of distribution 

relationships. In the first phase of the research, using a constant comparative method as 

outlined by Glaser and Strauss (1967), I develop a conceptual fi-amework of 

conununication and behavioral processes in two industries: one where the producers are 

Mexican and the other where they are Navajo. In each industry, the intermediaries are 

Anglo American. Through the examination of cross-cultural processes across cultures 

and industries, propositions are outlined which are instructive for Anglo American 

managers who venture into intercultural marketing relationships. In the second phase of 

the research, I use a broad based survey methodology in order to evaluate the model 

developed in the first phase of the research. 
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B. RATIONALE 

Twenty percent of the annual gross world product is traded internationally, 

representing an amount that is increasing at a steady seven percent per year (Kirpalani 

1990). The U.S. is reported to be one of the leading players, conducting $981 billion 

worth of international trade in 1992 (McFaul 1992). These trends will continue as the 

development of communication and transportation technologies make distances easier to 

traverse. Hence, it is becoming increasingly critical to extend research in marketing to 

include international and intercultural dimensions. 

Although the literature on intercultural business-to-business marketing is 

growing, it is still quite limited. The majority of this work has been conducted in 

developed economies (e.g. Campbell, Graham, Jolibert and Meissner 1988; Tse, Lee, 

Vertinsky and Wehrung 1988), despite the fact that 41% of U.S. foreign trade is with 

developing countries (McFaul 1993). This distinction is important since there is 

suggestive evidence that managerial strategies in developing economies differ from those 

in developed economies (Tse et. al. 1988). Frazier, Gill and Kale (1989) found that 

theories that are supported within the U.S. economy cannot be generalized to other 

economies. In particular, channel partners from economies with different levels of 

development likely consist of relationships characterized by more asymmetrical power 

distributions than relationships between domestic channel partners or charmel partners 

who are both from countries with developed economies. 
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Nfiscommunication and misinterpreted actions across cultures have been 

recognized by social scientists as sources of conflict in intercultural relationships (Hall 

1981; Reishauer 1977; Basso 1979). Although there has been some attention to the 

importance of communication in domestic channels (Mohr and Nevin 1990; Frazier and 

Summers 1984,1986; Scheer and Stem 1992), intercultural negotiations have only been 

cited anecdotally as being more susceptible to conflict due to communication problems 

(Graham 1985). Specific communication strategies and behavioral adaptations in cross-

cultural channels have not been examined per se in the marketing literature. Graham 

(1985) incorporates a communication style construct into his model of cross-cultural 

negotiations and finds that bargaining strategies are more instrumental in cross-cultural 

negotiations than in intracultural negotiations. This is an important finding, but as Hall 

(1981) illustrates, it is only one crucial element of communication in cross-cultural 

negotiation. In sum, the work that has been done is limited to very few aspects of 

intercultural communication. Since power conditions as well as cultural differences 

between channel members create great potential for misunderstanding and subsequent 

conflict, it is imperative that specific communication strategies and adaptive behaviors in 

intercultural marketing relationships characterized by a range of power conditions be 

examined. 
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C. BACKGROUND RESEARCH 

Chapter two of this dissertation presents a conceptual framework and 

propositions that are derived from ethnographic data as well as from the literature 

published in marketing, consumer behavior, sociology, anthropology, bilingual and multi

cultural education. This includes a description of the two cultural contexts that are 

included as well as the power conditions that prevail in the industries examined. The 

research suggests that the culture of the producer and the power conditions extant in the 

relationship between the producer and the intermediary determine the communication 

strategies and adaptive behaviors that are chosen for use. Communication strategies 

include comfort with silence, proxemics, language use, specificity of instructions, and 

humor. Adaptive behaviors include rapport building, flexibility regarding time, and the 

format of agreements. The degree of acculturation of one or both of the channel partners 

moderates the effects of the producer's cultural context and the power situation on the 

choice of communication strategies used in these intercultural dealings. In turn, the 

communication strategies and adaptive behaviors generate the level of trust in the 

relationships. Based on the findings from the ethnographic research, trust is posited to 

have a positive relationship with satisfaction and performance. 
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D. RESEARCH METHODS 

The research methodologies employed in this dissertation include both 

ethnographic and survey research. These methods are fiiUy described in chapter three. 

The sample includes 23 S producers and intermediaries in the Navajo silver jewelry 

industry and a Mexican ceramics industry. These participants were involved in in-depth 

interviews (57) and the survey project (178). Both methods revealed the participants' 

perceptions of the phenomena under investigation. As a result, the findings might not 

reflect actual situations within intercultural exchange relationships. 

The ethnographic data were collected over a three year period in the early 1990s. 

The survey data were collected using the procedure recommended by Dillman (1978). 

The procedure consisted of a number of steps. First, a survey packet was sent to each of 

the respondents. This included a typed personalized letter on university stationary, a 

hand-written thank you note, the survey instrument complete with consent form, and a 

stamped and addressed reply envelope. Two weeks after the first mailing a follow up 

letter was sent to all respondents. Another survey packet was sent out to the non-

respondents three weeks after the initial mailing. Finally, follow up phone calls were 

made to encourage participation. 

In developing the survey instrument, appropriate existing scales were used when 

possible. Next, following the guidelines suggested by Churchill (1979), new measures 

were developed. For this purpose, a literature search and input fi'om intermediaries and 
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producers in the target industries proved useful. A small scale pretest was conducted 

using the surv^ instrument to assess reliability and construct validity of the measures. 

F. DISCUSSION 

In this section the contributions of this dissertation research to the development 

of theoiy of communication in intercultural marketing situations are discussed. A 

summary of the results and managerial implications and future research ideas follow. 

I. Results and Managerial Implications 

From the ethnographic research, we learn that the importance of power is 

highlighted in an intercultural channel, particularly when one of the channel members is 

from a culture within a developing economy. Power has an impact on the selection of 

conmiunication and behavioral processes. Secondly, this framework builds on the 

growing body of literature on communication and trust in the channels of distribution. 

The extension of the literature into an intercultural industry context highlights the 

importance of intelligible and thoughtful communication strategies and behaviors in the 

establishment and maintenance of trust. Moreover, this research outlines the specific 

types of communication strategies and adaptive behaviors that are important in the 

establishment and maintenance of satisfying and productive channel relationships. 
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The survey research found mixed results in support of the conceptual framework. 

The four different groups (intermediaries and producers in each of the two industries) 

were analyzed separately and were found to exhibit different patterns of effects. While 

trust was expected to play a mediating role between the channel processes and the 

business outcomes, it was shown to play a limited role for all groups. The survey data 

provided signijGcant correlations between most of the communication strategies and 

behavioral adaptations and the business outcomes. So although trust is not shown to be a 

significant mediating variable, the use of appropriate communication strategies and 

behavioral adaptations is linked to satisfaction and performance.. 

It is critical for participants in intercultural channels to carefully and sensitively 

evaluate their channel partners. Awareness of cultural backgrounds, relative power 

levels, as well as degree of acculturation are keys to determining and utilizing 

appropriate communication strategies and adaptive behaviors. ICnowledge of one's level 

of relative power not only increases tolerance of cultural differences but also allows 

channel members to anticipate and interpret the actions of their channel partner. 

Understanding the degree to which an intercultural channel member is 

acculturated allows one to gauge the need and/or appropriateness of specific 

communication strategies and adaptive behaviors. If the channel partner's degree of 

acculturation is low, then it is imperative to know the specific communication and 

behavioral nuances of that partner's culture. This increases the ability to interpret the 

meanings of communication strategies and behaviors that may otherwise seem alien. On 

the other hand, if one knows that a channel partner is somewhat acculturated, greater 
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understanding with less adaptation in terms of communication and behaviors can be 

expected. In sum, the conceptual model underlines the importance of acknowledging the 

degree to which channel members are familiar with the culture of their partners. 

Through an examination of industries in two different cultural contexts, the study 

highlights the importance of the broader issues of cross-cultural interaction. 

Recognizing that one strategy or behavior that works well in one culture may not be the 

appropriate one in another raises our awareness of the types of communication strategies 

and behaviors that vary from culture to culture. For example, in this research it is 

observed that the use of rapport building behavior and humor is prevalent in both the 

Mexican and Navajo industries. However, the content of the discourse that occurs in 

each culture is distinct. Therefore, we learn that these processes are important, but that 

the language content of the processes is likely to vary from culture to culture. 

2. Future Research Ideas 

While this framework allows us to make generalizations about the cultures of the 

Navajo jewelers and the Mexican ceramics producers, more work is needed to see if 

these findings can be generalized to a larger number of Navajos and Mexicans. Naturally, 

there is likely to be considerable heterogeneity within the cultures represented in this 

research, and these industries represent only a minority of individuals within each cultural 

group. Type of industry, regional differences, and class differences serve to make 

Mexicans and Navajos two heterogeneous groups in themselves. While the particular 
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communication strategies and adaptive behaviors investigated here are, for the most part, 

already documented in the literature for each of the cultures, it still is important to 

conduct more research in these cultures to further confirm generalizability. For instance, 

it would be instructive to investigate the use of communication strategies and behavioral 

adaptations among producers of mass-produced industrial products in the Mexican and 

Navajo cultural context or among producers in different regions within Mexico and the 

Nav^o Nation. 

More systematic empirical work on intercultural interaction between members of 

cultures other than those examined here would provide a more comprehensive typology 

of communication strategies and adaptive behaviors that would be appropriate for a 

larger number of cultures. The communication strategies and behavioral adaptations are 

ones that apply to all cultures. Compiled together this could serve as a comprehensive 

handbook for managers and/or boundary personnel embarking on an intercultural 

business relationship. Some have argued that the cultures in the world are converging, 

therefore the need to be sensitive to differences is minimal (Leavitt 1983). This research 

endeavor, along with numerous others which examine cultural groups which are 

strikingly different such as the Japanese (Reishauer 1983), and the Native American 

(Basso 1979) show that while cultures may co-exist alongside others, they do not 

necessarily converge. It would serve U.S. managers well to acknowledge the importance 

of recognizing cultural differences and customizing marketing interactions and strategies 

accordingly. 
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CEtAFTERII 

AN ETBNOGRAPHIC INVESTIGATION 

A. OVERVIEW OF THE CHAPTER 

The framework described in this chapter is derived from ethnographic data as 

well as from the literature published in marketing, consumer behavior, sociology, 

anthropology and bilingual-multicultural education. The next section of this chapter 

describes the method used to derive the conceptual framework of intercultural business-

to-business communication and behavior. Next, a schematic diagram of the conceptual 

framework is provided. A propositional inventory summarizing the linkages among the 

concepts follows. The conclusion of this chapter discusses implications for the direction 

of the survey research project that is presented in chapters three and four. 

B. RESEARCH METHOD 

1. Selection of Industries for Research 

The focus of this research is on the ways Anglo American intermediaries from the 

U.S. and producers from other cultures cope with cross-cultural differences and power 

disparities that are salient in their relationships. This research requires a sample of 

industries in which U.S. Anglo American intermediaries trade with producers from other 
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cultures and where there is variability in power holdings between them. The two case 

studies from two distinct cultures are included so that the channel communication and 

behavioral processes that are critical in cross-cultural channel relationships can be 

identified. It is important for the products in both industries to have some commonalties 

so that the specific communication strategies and behavioral adaptations used in each can 

be compared. Further, it is essential to select industries embedded in cultures that come 

from developing economies in order to observe relationships where producers and 

intermediaries hold various levels of power Gasld (1984) which is reflected in the degree 

to which they are in control of their marketing decisions. 

Two industries which meet these criteria were selected: Navajo silver jewehy 

made by Navajo producers and sold to Anglo American distributors, and Mexican 

ceramic products made by Mexican producers in Mata Ortiz, Mexico and sold to Anglo 

American distributors. Both types of products have aesthetic value allowing for some 

commonalties in the specific communication strategies and behavioral adaptations used. 

Producers in each industry were selected to represent differential power holdings. Both 

the Navajo and the Mexican national economies are considered to be developing 

economies whereas the U.S. economy is developed. Cultural differences are salient in the 

interactions between channel members in both industries. Key contextual details 

concerning each industry are briefly highlighted in the next two sections. 
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2. Industry Structures 

2.1 Navajo silver jewelry industry 

The Navajo tribe is the largest Native American group living within the United 

States. The Navajo word for their tribe is Dine, which means "the people". This study 

will focus on the artists and craftspeople who produce silver jewelry. Nationally this 

type of jewehy is called Navajo silver. Hence, in this dissertation, I will use the word 

"Navajo" to refer to these producers. These producers are also referred to as "smiths", 

which is short for "silversmiths". As this is a dissertation in Marketing which considers 

the relationships between producers and intermediaries, I will refer to this group of 

marketers as "producers" instead of "smiths". 

Navajo jewelers began large scale selling of their work to non-Navajos in the 

1880s in the United States (Adair 1944). Sales ofNavajo silver jewelry exceed $1 billion 

per year and there are over 10,000 producers (Link 1996). These numbers are gross 

estimates. There are no official records of business volume in this industry because there 

are so many informal selling arrangements such as flea markets and roadside selling, as 

well as trading that goes on without formal documentation. Many of today's Navajo 

silver jewelry producers are second or third generation producers. Craft production 

continues to be a sound career choice for many Navajos. It allows them to profit from 

their artistry while simultaneously working at their homes where they can tend other 

responsibilities (farming and ranching) to generate much-needed supplementary income. 



It is very common for Navajo producers to work on jewelry production in addition to 

other work. In the sample of producers examined in the survey portion of this research 

(see table 4-1), only nineteen percent regard jewelry production as their sole profession. 

Of these, ninety-two percent earn between twenty to eighty percent of their income from 

jewehy production. 

Producers live on the Navajo reservation as weU as in urban centers like 

Albuquerque and Phoenix, and other southwestern communities such as Gallup, NM and 

Flagstaff AZ. From the beginning, Navajo jewelers have been dependent on traders to 

get their products to distant markets. This is true for many producers today, but with 

increasing mobility, larger numbers are beginning to distribute their work independently. 

It takes a substantial amount of capital investment in materials and tools to enter 

production. Variable costs include the costs for materials (silver, semi-precious stones, 

tools, etc.) which must be purchased and distribution expenses. Retail price is a function 

of the producer's fame and technical quality; as is common for many other types of 

aesthetic products, the retail price is generally two times the wholesale price. If the 

channel is long, as is often the case, the product is wholesaled several times and the 

producer earns only a small fraction of the retail price for his or her efforts. 

In this industry, channels vary in length. Some producers take on the 

responsibilities of the intermediary, traveling extensively to art shows, galleries and other 

sales events. While this activity increases the dollar amount they receive for each piece 

and is consistent with the semi-nomadic cultural tradition of the Navajos, it increases 

costs and reduces the time and energy available for production activities. The majority 



of the producers included in this study, especially those in the higher end of the industry, 

regularly sell to a small number of intermediaries who then distribute the products to 

retailers and/or end consumers. However, more conunonly, producers sell to many 

different intermediaries who compete to acquire the best products at the best prices. 

Retail prices of the items vary from the inexpensive curio type items to the very 

expensive museum quality pieces. For example, one may easily purchase a simple silver 

bracelet produced by an anonymous silversmith for $5 at a curio shop or direct from a 

producer at a roadside stall or central plaza in one of the cities in Arizona or New 

Mexico. It is also possible to spend $5,000 for a one-of-a-ldnd bracelet that is signed by 

a well known artist which may contain silver and/or gold and precious and/or semi

precious stones. Most common however, are bracelets ranging from $25 to $100 which 

consist of sUver with semi-precious stones. These are often signed pieces by lesser 

known producers who are building their careers. Hence relative power level of 

producers in the Navajo silver jewelry industry was identified based on the retail value of 

the items they produce. Intermediary power levels are determined by the power they 

hold relative to their chaimel partners. 

In order to more explicitly describe the producers in this industry, the following 

section includes biographic descriptions of three producers who represent the three 

levels of the industry. First, consider Margaret (Navajo, 35 years old, low end producer) 

who produces fifty $5 bracelets/week. She learned how to make jewelry from her 

estranged husband. She is a single mother of four children ranging in age from 8 to 18 

years. She lives in a trailer on a tract of land that her family has had rights to for the past 
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SO years. She shares the tract of land with her parents who live in the main house, her 

grandmother who also lives in the main house, but likes to stay in the traditional hogan 

from time to time, and her sister and her &mily also have a trailer on the land. They have 

a small garden plot where they raise squash and com in the summers and a small herd of 

sheep. Margaret attended boarding school when she was of school age. There, she was 

punished for speaking Navajo. She never graduated from high school because she fled 

the boarding school when she became pregnant with her first child. Margaret speaks 

Navajo with her parents and grandparents and English with her children. Her children 

understand Navajo but do not speak it. Margaret sells her bracelets to intermediaries in 

Gallup, NM. She has one trader that she prefers to sell to, but he is not always willing to 

buy what she has to sell, if he still has several of her bracelets in his inventory. Then she 

must find another intermediary to sell her work to, or set up a table at the Flea Market in 

Gallup on Saturdays, which is where I met and interviewed her. 

William (Navajo, 50s, mid-range producer) has been making Navajo jewelry for 

35 years. He learned silver jewelry production skills from his father. William is the head 

of his family which resides on a piece of land in the center of the Navajo Nation. His 

father still produces jewehy occasionally. William has a full time job working with 

young Navajos where he shares his knowledge of Navajo cultural traditions. In his spare 

time, he produces jewelry with his son, who is a fiill time jewehy producer. William 

makes bracelets that sell for $100, bolo ties that retail for $100 and earrings that sell for 

$100. William has a few intermediaries who travel to his home to pick up inventory. 

They sometimes make special orders; however, they always buy what he has to sell. The 



only time he sells directly to the end consumer is when, for some reason, the 

intermediaries haven't come by or he or someone in his family is in urgent need of some 

money. Then William takes his work to local public institutions (hospitals, schools, gas 

stations, restaurants, etc.) where sells to Anglo employees and/or tourists. Before, when 

William worked fuU time producing Navajo silver jewelry, he traveled frequently to 

different arts and crafts fairs where he sold his work directly to end consumers. Now he 

has established relationships with a few intermediaries and finds that he does not have to 

travel to sell his work. If he has excess inventory, his son may take it on a sales trip. 

William also has a wife and two daughters. The daughters have moved off the 

reservation to Flagstaff where they attend the university. 

Peter (Navajo, 42, high end producer) was bom in Ganado, Arizona, which is on 

the Nav^'o reservation. There he spent most of his childhood, attending the public 

schools. When he was 18 he moved to Flagstaff Arizona, where he attended a 

university. After he finished his undergraduate work, he took graduate level courses in 

metallurgy. Today, Peter lives in a three bedroom ranch style home in Sedona Arizona. 

He has converted his garage into a shop where he has state of the art tools and 

equipment. He is divorced and shares custody of his two children with his ex-wife. 

Peter has won numerous awards for the jewelry he produces at art shows such as The 

Navajo Show which is sponsored by the Museum of Northern Arizona every summer in 

Flagstaff. Peter has developed a unique geometric design that appears on all the items he 

produces. The bracelets he produces retail for $300-$3000, depending on the quality of 

the stones he uses and the intricacy of the work. Peter sells his work through two 
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intermediaries in Sedona, the Museum of Northern Arizona, and directly to the end 

consumer at art shows. 

2.2 Mexican ceramics industry 

The Mexican ceramics items studied here are reminiscent of the ceramics that are 

found in the archeological sites in a region of Northern Mexico and in the Southwestern 

U.S. They are created by a group of artists and craftspeople in a small community in 

Northern Mexico. This is a large and very rapidly growing industry; the residents of the 

community where the production is centered are experiencing a level of prosperity 

uncommon in this region of Mexico. Estimated retail sales of the ceramics items total 

$10 million annually (this figure is derived fi'om my research — I have more data on 

production quantities and prices than any other source). There are approximately 200 

producers in the community (Carillo 1995). The resources needed for production (clay 

and water) are readily available fi'om the local environment. Designs painted on the 

pieces using a slip created fi'om other colors of clay and a brush that the producers 

construct fi'om a stick and a strand of fine human hair. Some producers use petroleum 

based graphite, which is very inexpensive and readily available, to polish the pots, but the 

majority take pride in the polish that results fi'om carefiil rubbing of the pot with a special 

stone or piece of bone that the producers collect firom their natural environment. 

Recently, some intermediaries have provided some of these stones that they have 

acquired in other locations to some of the producers. The firing occurs in a make-shift 
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kiln constructed from an old tin washtub; the fuel used in the firing is usually cattle dung 

or Cottonwood tree bark. Thus, both the capital equipment costs and variable costs of 

production are quite low. Because Anglo consumers assign higher levels of value to 

handmade, non-wheel thrown pots, producers maintain these non-mechanized 

production techniques. 

As in the Navajo silver jewelry mdustry, price is based on the quality of the item 

and the fame of the producer. The base price of the items is set by the producers and the 

price doubles each time the product changes hands as it travels to the markets in the 

United States. As in the Navajo silver jewelry industry there are various levels of 

quality. Low quality mid-sized pots are available for $5 each. Pots of the same size, but 

of the highest quality produced by famed artists may retail for as much as $5,000. More 

typically, medium quality items retail for $40-$ 150. 

Channel length varies less in the Mexican ceramics industry than in the Navajo 

silver jewehy industry. This may be because it is a younger industry and there are fewer 

producers who are concentrated in one community. The typical channel consists of one 

Anglo American intermediary who purchases the product directly from the producer and 

transports it to outlets in the U.S. where it is sold to Anglo American retailers or end 

consumers. The national border presents a formidable barrier to Mexican producers 

who might otherwise want to assume the distribution function. 

In order to provide a richer description of the different types of producers in the 

Mexican ceramics industry, the following section includes descriptions of producers who 

are typical for each level of the industry. 



Flora (44, Mexican, low power producer) was bom and raised in Mata Ortiz. 

Her parents worked in the bean fields for very low wages and she was fairly certain that 

that was going to be the way she and her husband would provide for their ^mily. Ten 

years ago, her husband passed away. Around this same time, her sister learned how to 

make pots fi-om one of the nieces of Juan Quesada, the producer who re-ignited the 

pottery industry (Parks 1993). Soon, Flora learned how to make pots fi-om her sister. 

Flora makes medium sized black pots. These pots sell for $5 each. She typically sells 

the pots to the first intermediary to arrive at her home when they are ready, or to the 

intermediary who has placed a special order. Frequently she fills orders for 

intermediaries who need pots of different sizes. However, she always makes black pots. 

These pots are typically fairly rough, non-symmetrical, but attractive enough to be 

reasonably good sellers at flea markets and curio shops in the Southwestern US. Flora 

makes about 30 pots/week weather permitting. She lives in a home on the main road 

that runs along the railroad tracks that is adjacent to her sister's home. Flora is thankful 

that the intermediaries come to Mata Ortiz regularly as she depends on the income fi'om 

the pots for her livelihood. Flora has a daughter who lives in the village down the road 

and a son who is in the city of Chihuahua. She doesn't get to travel to see them much, 

but her daughter visits her fi-equently. She is able to assist both children financially with 

the income she earns fi'om pottery production. 

Ricardo and Amalia (30s, Mexican, mid-range producers) work as a team. 

Together they go to the mountains to get the clay to be used in production, bring it 

home, and wash it. Amalia is the one who carefully forms, sands and polishes the pots. 
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Ricardo paints them with his trademark designs. Together they fire the pots. They have 

three children ages 11,9 and 1. The older children are often found in fi-ont of the TV 

playing Nintendo or watching videotapes of movies or cartoons. Their daughter, Maria, 

is nine years old and she is often the one washing the dishes, preparing meals or doing 

laundry. Ricardo and Amalia are proud of their home which boasts an indoor bathroom 

with a shower, sink and toilet, car-port under which they store their pick up truck, 

modem living room, kitchen and separate bedrooms for the two older children. Every 

time I go to their home, they are working on a home improvement project. They have 

carefully refined systems of production. Ricardo built a special outdoor structure which 

shields the fire fi'om winds and inclement weather. They know exactly how long they 

must preheat the pots in the gas oven before they take them out to the fire. Ricardo and 

Amalia are proud of the fact that they rarely lose a pot in the firing process. The medium 

sized pots that they produce retail in US markets for $100. Buyers consider this a 

bargain as these are pots of very high quality that rem^s consistent. They produce an 

average of 30 pots per week that they sell to the intermediaries who periodically. 

Occasionally, they will fill orders for specific quantities and colors of pots, however, the 

designs do not vary from the five or sue designs that are Ricardo's trademark. 

Juan Quesada (57, Mexican, high end producer) is the best known potter in Mata 

Ortiz. He is responsible for the revival of this art form (Parks 1993). The stories of this 

revival vary; however, each version suggests that Juan was inspired by the old pottery 

shards he found while working for the railroad which were left by the prehistoric 

inhabitants of the region, the people of Casas Grandes (1275-1400 A.D.). Now, Juan's 
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pots sell for as much as $5000 apiece. Juan and his wife have eight children who all 

make pottery. This large family lives in the center of the community in a large home that 

takes up most of a city block. While the items Juan sells are very valuable, it appears 

that he spends his earnings elsewhere. The home is large, but not as modem or full of 

appliances as other high end producers' homes. It is said that he invests in cattle and 

that his many children and grandchildren help him spend his money. 

3. Sampling Within Industries 

In both industries, data was collected through participant and passive participant 

observation (Spradley 1980) and unstructured interviews. Over a three year period, 

participant and passive participant observation of informants was used to evaluate verbal 

claims made by informants and to document the use of nonverbal communication 

strategies in the Navajo silver jewelry industry. A similar observational method was used 

in sporadic field visits which occurred over a nine month period in the Mexican ceramics 

industry. In both industries combined, a total of 186 hours of observation involving 

multiple producers and intermediaries were documented. I observed marketing activities 

of producers and intermediaries as well as production, purchasing and sorting activities. 

These observations took place at retail locations such as shops, shows, swap meets, in 

ofiSces of intermediaries, and at production sites in many locations throughout the 

Southwestern U.S. and Northern Mexico. 
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Theoretical sampling (Glaser and Strauss 1967) was employed to select channel 

dyads representing a variety of power situations. In particular, three power situations 

were of interest; 1) asymmetrical power favoring the producer, e.g., high end producer 

and low end or mid range intermediary; 2) symmetrical power in which the producer and 

intermediary have similar levels of power; and 3) asymmetrical power favoring the 

intermediary (e.g. low end producer and mid range or high end intermediary). Sampling 

of variation in channel members' power situations was guided by the hierarchical 

structure of the industries. As described above, the products have been classified as 

being low end products, mid range products and high end products. In order to sample 

from a variety of power levels, producers from each of the three power levels were 

selected for interviews and observation. Intermediary power level is determined 

according to the amount of power they hold with respect to the producers from whom 

they purchase. 

Producers (n=37) and intermediaries (n=20) representing the three power 

situations in each of the two industries were identified and interviewed. In the Navajo 

silver jewelry industry, intermediaries were selected from 1) the directory of the Indian 

Arts and Crafts Association; 2) at juried art shows and Indian art markets; and 3) from 

phone du-ectories of larger towns and cities in the Southwestern U.S. Contacts were 

made with producers at sales events such as juried art shows and Indian art markets. 

This sampling plan eliminates a whole class of producers, those that work for an hourly 

wage in the bench shops (also known as sweat shops) in the larger cities. The 

intermediaries who own and operate these factory-like production sites denied interviews 
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and blocked access to their employees. The relationships between the producers and 

intermediaries would not be comparable to the other relationships examined here because 

of various differences. These include: payment by the hourly wage, producers working 

as employees who agree from the start to fill orders, tools and materials are provided for 

the producers which eliminate the producers' need for making any capital investments. 

Private interviews were scheduled so that attention would be focused on the 

interview topics rather than the sales activities themselves. This also reduced the amount 

of interference the research activity had on the actual business practices of the producer. 

These interviews were all conducted in English. My knowledge of Navajo is 

rudimentary. However, after having lived on the Navajo reservation for two years, my 

familiarity with the area and the language as well as some of the non-verbal behaviors 

allowed me to establish rapport more quickly than would have been possible otherwise. 

Observation took place at sales settings, in the homes of producers and intermediaries, as 

well as at a few production sites. About one half of the observation hours were spent 

with producers who had been interviewed and the other half were spent observing other 

individuals involved in the production and sale of the products. 

In the Mexican ceramics industry, access to the producers was facilitated by the 

fact that they all reside in a single small rural community. Producers were typically 

interviewed in their homes which also were production sites. These interviews were all 

conducted in Spanish. I have studied Spanish for many years and hold a bachelor's 

degree in Latin American studies with a minor in Spanish. I have lived in Spanish 



41 

speaking countries in Latin American for a total of four years and therefore am very 

familiar with the Spanish language and Latin American culture. 

Producers identified the intermediaries who buy their products. A sample of 

these were subsequently interviewed. The intermediaries were interviewed in their 

offices, homes, at sales events and at restaurants in the US and in Mata Ortiz. These 

interviews were all conducted in English, the native language of all of the intermediaries 

in the sample. 

4. Empirical Grounding 

The data are comprised of interview data and observation data. Initial interviews 

were very general and informal. The data from a first wave of interviews were analyzed 

to identify the most important issues in intercultural channels of distribution in the 

Navajo silver jewehy industry. A return to the channels literature and a review of the 

cross-cultural communication literature highlighted issues which called for fiarther 

observation and more interviewing with expansion into the Mexican ceramics industry. 

Subsequent observation experiences and interviews guided a more focused review of the 

literature. This iterative cycle between literature and field research continued throughout 

the development of this conceptual framework of intercultural interaction in the channels 

of distribution. 
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4.1 Interviews 

An interview schedule was developed and refined over time to provide 

consistency, comparability and focus m the data base. The first set of questions served 

two purposes: collection of basic information for classification purposes and the 

establishment of rapport (Briggs 1986). Initially, each interview included questions 

about: (1) the informant's cultural and educational background, (2) career history, (3) 

work situations, and (4) characterizations of relationships with channel partners. After 

the first wave of interviews and the return to the literature, more questions were added 

to probe informants': (5) communication skills, (6) language preferences, (7) 

perceptions of culture and cultural differences, (8) definitions of trust, commitment, and 

success, as well as (9) perceptions of how their channel partners define trust, 

commitment, and success. 

Each interview lasted between 30 and 120 minutes. In the Navajo silver jewelry 

industry, the interviews with both Navajo producers and Anglo American intermediaries 

were conducted in English. My rudimentary knowledge of the Navajo language was 

helpfiil in establishing rapport with producers; however, it was neither sufiBcient nor 

appropriate for the interview context. Interviews are not a part of Navajo meta-

communication (House 1994), and all of these Navajo producers speak English. In the 

Mexican ceramics industry, interviews with producers were conducted in Spanish and 

those with Anglo American intermediaries were conducted in English. The use of 

Spanish was necessary because none of the producers in the sample speak English. 
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Interviews of the Navajo silver jewelry producers were audiotaped (n= 23) unless 

the interviewee requested otherwise (n=l) or problems were encountered with the tape 

or recording equipment (n=2). The interviews were transcribed into computerized text 

files and analyzed using Ethnopraph. a qualitative data coding and analysis software 

program. This data set includes 832 single spaced pages of transcripts, with 

approximately 50% derived fi"om interviews with producers and 50% interviews with 

intermediaries. 

The interviews with Mexican ceramics producers were not audiotaped for a 

number of reasons. Based on initial field experiences, I believed the presence of tape 

recording equipment would adversely affect the development of trust and rapport 

between herself and the Mexican producers. While many of the producers are 

comfortable in the presence of cameras and appreciate receiving copies of photos taken 

of them and their work, there is more suspicion surrounding the use of audio recording 

equipment. The interviews began as unfocused conversations which were instrumental 

in the development of rapport and trust. Hence, pertinent parts of the interviews were 

documented in comprehensive written notes that were later entered into computerized 

text files for analysis using Ethnoigraph. These data comprise 109 pages of notes. 

Interviews conducted with U.S. Anglo American intermediaries who purchase Mexican 

ceramics (n=4) were taped and transcribed onto 143 pages of single spaced text files. 
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4.2 Observation 

Participant and passive participant observations (Spradley 1980) of producers 

and intermediaries were conducted in production and sales settings. In the Navajo silver 

jewelry industry the majority of these experiences took place in the sales settings. In the 

Mexican ceramics industry, the home is the center of both production and sales, and the 

observations took place predominately in the homes of the producers. On one occasion, 

I observed the interaction between an intermediary and a Mexican producer at a sales 

setting in the United States. This is very rare because the producers typically do not 

travel to the United States. 

The purpose of the observations was to acquire more complete knowledge of 

how the producers and intermediaries interact. After some interviews were complete, 

the observations served to verify verbal claims of informants. Verbal and nonverbal 

communication strategies were observed and noted. These include the choice of 

language that was used, the degree of specificity involved in the language that was used, 

the use of humor, as well as the nonverbal language of proxemics and silence (Hall 1976, 

Lincoln and Guba 1985). This has culminated in 215 single-spaced typewritten pages of 

fieldnotes fi-om observation experiences in the Navajo silver jewelry industry. The 

aforementioned 109 pages of interview notes taken in the Mexican ceramics industry 

include observation notes. 
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More data were collected in the Navajo silver jewelry industry than in the 

Mexican ceramics industry for two basic reasons. One, there are many more producers, 

intermediaries and activities such as arts and crafts shows in the Navajo silver jewelry 

industry than in the Mexican ceramics industry. I needed to observe a broad array of 

settings and events to feel that I had acquired adequate information to delineate the 

channel processes that were common. Two, the fieldwork began in the Navajo silver 

jewelry industry three years before it began in the Mexican ceramics industry. Many 

communication strategies and behaviors had been identified as being salient in the Navajo 

silver jewehy industry before I entered the Mexican ceramics industry. Once I 

determined that the same processes were occurring m the Mexican ceramics industry, no 

more observation was deemed necessary. This is consistent with the strategy described 

by Glaser and Strauss (1967) where once definite patterns are recognized and confirmed, 

observation activities begin to taper off. 

4.3 Grounding in the Literature 

Diverse literatures provided perspectives that were compared and contrasted 

with the data to provide richer insight into cross-cultural phenomena. This research 

draws on and extends work on cross-cultural processes reported in the marketing and 

consumer behavior literatures (Penaloza 1994; Graham 1981; Graham 1985a; Campbell 

et. al. 1988; Clark 1990; Feldman and Homik 1981; Tse et. al. 1988; Usunier 1991; 

Grenhaug, Gilly and Penaloza 1993; Graham 1985b). 
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The ethnographic interviews and observation data are also tempered with the 

findings presented in the literature fi'om sociology and anthropology. Researchers in 

these latter disciplines have long investigated cross-cultural differences using observation 

and sociolinguistic methods (Bonvillain 1993; Scott 1990; Basso 1983; Hall 1969, 1973, 

1981, 1983; Giroux and Freire 1988; Weiler 1988; Macionis, 1994; Kottack 1994; 

Tannen 1990; Ishi and Bruneau 1988; Nwoye 1985; Stewart and Bennett 1991). 

Specific literature citations appear in the discussion of propositions in the following 

sections of the chapter. 

C. CONCEPTUAL FRAMEWORK 

The communication strategies and behavioral adaptations that are highlighted in 

the following propositions are ones that are important in interactions involving 

relationships between individuals fi'om any two distinct cultures. The fi'amework is 

empirically derived using the data collected in the Navajo silver jewehy and Mexican 

ceramic industries. However, the fi'amework is postulated to hold in all other cultural 

contexts. 

As Figure 2.1 illustrates, the culture of the producer and the power relationship 

between the producer and the intermediary determine the communication strategies and 

adaptive behaviors the channel partners use. Communication strategies include language 

use, specificity of instructions, comfort with silence, proxemics and humor. Adaptive 

behaviors include flexibility regarding time, rapport building, and the format of 
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agreements. The degree of acculturation of one or both of the channel partners 

moderates the effects of the producer's cultural context and the power situation on both 

channel members' choice of communication strategies used in these intercultural 

dealings. In turn, the communication strategies and adaptive behaviors generate the level 

of trust in the relationships which has an impact on the satisfaction and performance. 

The following discussion of Propositions 1 and 2 includes comprehensive 

definitions and descriptions of each of these communication strategies and behavioral 

adaptations. Furthermore, these propositions outline the specific patterns that are 

observed in each of the producers' cultural contexts. Propositions 3 through 4 describe 

the effects of the various power conditions on the choices of communication strategies 

and adaptive behaviors. Therefore, the justification for the propositions related to power 

is limited to a discussion of the control each channel member has in the range of power 

conditions. Proposition S outlines how acculturation moderates the effects of the 

producer's cultural context and power conditions. Propositions 6 and 7 consider the 

importance of each of the communication strategies and behaviors for the establishment 

and maintenance of trust in these cross-cultural channel relationships. Proposition 8 

delineates the impact of trust on satisfaction and performance. 

1. Producers' Cultural Context 

In this section of this chapter, I will discuss some cultural patterns that have been 

documented in the literature as well as observed in my ethnographic research. As Figure 
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2.1 indicates, power also has an impact on the choices of communication strategies and 

behavior adaptations. I will deal with the impact of power in the next section of this 

chapter. 

The fact that culture is an important concept to consider in international 

marketing is well documented in international marketing textbooks and in the popular 

press (Cateora 1993; Harris and Moran 1987). Nonetheless, it has received surprisingly 

little empirical attention in the academic literature in marketing, particularly given the 

critical importance of the emerging global economy. For each cultural context, the set of 

culturally appropriate conmiunication strategies and behaviors is distinct. 

Propositions 1 and 2 deal with how cultures vary in the specific sets of strategies 

and behaviors that are utilized. Note that the focus here is on the variance that is 

exhibited between different cultures and not within cultures. I acknowledge the fact that 

there are some differences within cultures, however the purpose of this research is to 

highlight generally observed patterns within and differences between cultures. 

Intermediaries fi'om both industries acknowledge differences between their Anglo 

American culture and the culture(s) of the producers. Tara (Anglo American, Navajo 

silver jewelry industry, Intermediary) stated: 

Yes, I understand fi-om having my Navajo brother that they are truly 
people of less words. They dont go "Yak, yak" like I do all the time. 
They express, they have a darling sense of humor and they express 
themselves, but not like, yeah, I do know how to talk, yeah, and get along 
with them. And it doesnt require that I be them or that they be me. 

Tara's words convey some key differences between Navajo communication style and 

that of the Anglo American culture. First of all, she points out that the Navajos speak 
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less and when they speak, it is to say something that is of importance. She contrasts that 

to Anglo American speech. She uses herself as an example of an Anglo American. By 

mimicking her own words by quoting herself as saying "Yak, yak" all the time, she 

implies that although many words are used and much talking is observed, the meaning of 

the message is limited. 

Another important feature of Navajo discourse that Tara underlines in this quote 

is the fact that humor is important to the Navajo. She indicates that the Navajo sense of 

humor is unique by her use of the word "darling" to describe it. It has been said that one 

really knows another culture when he or she understands the jokes that are told in that 

culture. To acknowledge and appreciate the role of humor in Navajo life demonstrates 

Tara's comfort with the Navajo culture. 

Tara's family has been in the Navajo silver jewelry industry for generations and 

she was raised by a Navajo nanny. Therefore, she reports feeling comfortable within that 

culture. However, as she points out, she retains her own cultural identity. Here she 

articulates the idea that Navajos communicate and behave differently than Anglo 

Americans. She and other intermediaries imply that it is critical to understand and be 

capable of using culturally appropriate communication strategies and behaviors. 

1.1 Communication Strategies 

Interactions between Anglo American intermediaries and Mexican producers 

generally call for attention to a different set of communication strategies and behaviors 
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on the part of Anglo American intermediaries than those used with Navajo producers. 

For example, Hall (1973) discussed a disastrous business encounter between an 

ethnocentric Anglo American intermediary and a Mexican manager. This intermediary 

had expectations of arriving and getting right down to business. When he noted that the 

Mexican businessman seemed to be "dragging his feet," he became suspicious as well as 

unimpressed with this Mexican's business practices. At the same time, the Mexican 

businessman felt that the Anglo American intermediary was treating him disrespectfully 

and that the intermediary was not trustworthy as he could not even engage in meaningful 

conversation about important topics such as Mexican history or the health of his family. 

Tannen's work (1990) also cites some of the specific diflferences between Anglo 

American and Mexican discourse. In a more general manner, Stewart and Bennett 

(1991) identify and discuss many of the characteristics of the Anglo American and 

contrast these with a broad spectrum of other cultures. Verbal and non-verbal 

communication strate^es are included in this analysis of Anglo American culture and 

implications for intercultural interaction. 

The first proposition in each set that follows is stated very generally. The 

following sections break doAvn the category of communication strategies and into a set of 

sub-propositions which deal with each strategy individually. There are five 

communication strategies: use of silence, language choice, use of specific language, use 

of humor, use of silence and proxemics. 

P1: The preferred choice of communication strategies in productive 
interactions between producers and intermediaries is determined by the 
producer's culture. 
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The following sub-propositions represent specifications of the general 

proposition stated above. These are derived firom the literature and empirical evidence 

yielded through the ethnographic research in each cultural context. This proposition 

and proposition two deal exclusively with the effect of culture on the use of 

communication strategies and behavioral adaptations. Propositions three and four deal 

exclusively with the effect of power on the use of communication strategies and 

behavioral adaptations. 

1.1a Use of Silence 

Silence refers to the amount of time that is allowed to pass between the 

utterances between chaimel partners. Silence is a non-verbal communication pattern that 

reflects the comfort one feels with silence in conversations. Silence varies considerably 

by culture (Basso 1979; Tannen 1990). Graham (1985b) included this construct in a 

study of intracultural business negotiations in three countries, Brazil, U.S. and Japan. 

Videotaped negotiation processes revealed that 10 second periods of silence occurred 

more fi-equently in Japanese dyads (5.5 in 30 minutes) than in U.S. dyads (3.5 in 30 

minutes) or Brazilian dyads (0 in 30 minutes). The fact that the Latin Americans had 

significantly fewer 10 second periods of silence than the U.S. dyads is consistent with the 

observation data collected for this dissertation. 

Tannen (1990) describes the tendency of high involvement speakers to fill 

conversation time with speech to avoid uncomfortable periods of silence. She notes 
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differences among Anglo Americans (e.g. east coast speakers tend to be high 

involvement as compared to west coast speakers) as well as among peoples from 

different cultures (Italians, Hispanics, Arabs). The Navajo are accustomed to significant 

amounts of silent time during a conversation (Basso 1979; Downs 1972). Similarly, 

Nwoye (1985) describes in great detail the importance of silence to the Igbo of Nigeria. 

On ordinary occasions, the Igbo are gregarious, however there are specific rituals which 

require extended time periods of silence. In contrast, Anglo Americans do not feel so 

comfortable with silent time during a conversation (Tannen 1990; Bonvillain 1993; Ishii 

and Bruneau 1988). Bonvillain (1993) explains that silence is often given negative 

interpretations such as feelings of hostility, disdain, disinterest or anger. Ishi and 

Bruneau state that "one function of speech is to avoid silence" (1988: 313). Tannen 

(1990) illustrates the heterogeneity of the Anglo American culture by providing examples 

from her research that show differences within Anglo American culture. While the 

speakers on the West coast are observed to tolerate moderate amounts of silence, those 

on the East coast experience greater di£5culties dealing with silence between utterances. 

Latin American cultures are also characterized as high involvement (Tannen 

1990). There is greater emphasis on personability and exchanging pleasantries (Harris 

and Moran 1987). There is also a tendency to speak while another is speaking so as to 

avoid any uncomfortable silences. This is similar to Tannen's (1990) observations of 

Italian conversations in the Eastern U.S. Thus, Mexican individuals are likely to feel less 

comfortable with silence than their Anglo American counterparts. In sum, silence is 
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culturally based with Anglo American/Mexican interactions exhibiting shorter periods of 

silence than Anglo American/Navajo interactions. 

PI a: Productive interactions between Anglo American intermediaries and 
Mexican producers exhibit less comfort with silence between utterances 
relative to productive interactions between Anglo American 
intermediaries and Navajo producers. 

1.1b Proxemics 

Proxemics is another non-verbal communication pattern that is important in 

business-to-business cross-cultural contacts. For this research proxemics is measured by 

the distance and amount of physical contact between speakers. This non-verbal 

communication strategy is cited by Stewart and Bennett (1991) as an important element 

in cross-cultural communication. They suggest that smce this non-verbal behavior is 

perceived as less controllable, it is more believable than other verbal communication and 

that discrepancies between verbal and non-verbal communication are usually resolved in 

favor of the non-verbal cue. As Hall (1969) illustrates, different cultures have distinctive 

values regarding personal space and physical contact. When one is not familiar with the 

norms and values of another culture, there is a huge potential for miscommunication. 

Graham's (1985b) research, which is published in the academic literature in marketing 

found cultural differences in the amount of touching behavior as measured within 

intracultural dyads of Japanese, Brazilian and U.S. business associates. 
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Interactions observed within the context of this research exhibit more space and 

less physical contact in the Navajo producers* context than in the Mexican producers' 

context. Notions regarding proxemics are culturally based where Anglo 

American/Mexican interactions exhibit less distance between speakers and more physical 

contact than the Anglo American/Navajo interactions. 

Plb; Productive interactions between Anglo American intermediaries and 
Mexican producers exhibit less comfort with more distance between 
speakers and greater physical contact relative to productive interactions 
between Anglo American intermediaries and Navajo producers. 

1.1c Language 

Perhaps the most obvious communication difference among individuals from 

different cultures is language. In the international context, Anglo Americans are known 

for being monolingual in English (Hall 1976/81). Hence, channel partners from other 

language backgrounds generally learn English as a foreign language in order to negotiate 

with channel partners representing U.S. firms. The ethnographic data collected are 

consistent with the research on Japanese/U.S. negotiations (Graham 1985a), non-native 

English speaking channel partners find this troubling. In the industries examined here, 

there are historical and political explanations for the general language patterns between 

the producers and intermediaries. 

Due to their embeddedness in the Anglo American society, most Navajos 

communicate fluently in English. On the other hand, the Mexicans in this study have not 

had much direct contact with the Anglo Americans; none of the Mexican ceramics 
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producers encountered in the ethnographic phase of the research speak English. 

Intermediaries who buy Mexican ceramics products agree that it is difficult and very 

finstradng to not know Spanish. Therefore, a number of the intermediaries have 

acquired at least a working knowledge of Spanish. 

This makes sense, as Spanish is easier to learn and is more accessible to 

mtermediaries than English is to the Mexican producers. That is, compared to English, 

Spanish has fewer complicated constructions as weU as exceptions to basic grammatical 

rules. Furthermore, the Anglo American intermediaries have had ample opportunity to 

study Spanish in public schools and conmiunity colleges and they enjoy more mobility 

across the national border than the Mexican producers. The majority of the Mexican 

producers over 15 years of age have not completed high school or attended any college 

or university classes. Therefore, their opportunities to formally study English have been 

much more limited. The national border is more difficult for them to cross due to U.S. 

inmiigration laws and regulations. 

The ethnographic data indicate that choice of language for conducting business 

transactions is likely to be based on the language proficiency of the most powerful 

channel member. Producers and intermediaries in both industries concur that bilingual 

language proficiency (in English and in the producer's language) facilitates the 

development of satisfying relationships. 

Pic: Productive interactions between Anglo American intermediaries and 
Mexican producers exhibit greater use of the producers' language 
relative to productive interactions between Anglo American 
intermediaries and Navajo producers. 
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l.ld Specificity 

In both industries, intermediaries sense the need to give instructions to producers 

regarding special orders or specific product designs, ranging fi-om very specific to very 

general instructions. The literature indicates that preferences for degrees of specificity 

and explicit communication are culturally based. Hall (1976/81) differentiates between 

high context and low context cultures. Low context cultures, such as the Anglo 

American culture, exhibit direct and explicit communication; high context cultures 

exhibit more implicit and less specific communication styles. The theory Hall posits is 

that high context cultures are ones in which the population is more group oriented and 

densely intertwined with a sense of coUective knowledge. Alternatively, low context 

cultures are comprised of groups that value independence and consequently, there is less 

shared knowledge. Hence more explicit language is essential for communication in low 

context cultures. 

Since Anglo American intermediaries are fi^om a low context culture and they are 

oriented toward compiling adequate inventory levels, they tend to want to give more 

explicit instructions to producers. Since the Mexican and Navajo producers are firom 

cultures which Hall categorized as high context cultures, they would perceive use of an 

explicit and elaborated code as "talking down" or disparaging them. So, the use of 

explicit language would not be the preferred communication strategy. 

P1 d: Productive interactions between Anglo American intermediaries and 
Mexican or Navajo producers are likely to exhibit little reliance on 
specific instructions. 
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l.le Humor 

Humor refers to the time spent laughing and engaging in joking behavior during 

an intercultural exchange interaction. This hypothesis considers whether the content of 

the humor is culturally appropriate (Basso 1979; Scott 1990). 

Intermediaries acknowledge the importance of humor in their intercultural 

business dealings. Tara (Anglo American, Intermediary, Navajo silver jewehy industry) 

describes the interpersonal dynamics present at her son's produaion shop in Santa Fe. 

And they laugh. I mean, there's a bunch of the silversmiths ... all day 
long, they tease and they have a very specific sense of humor that Emile 
learns to dance with and it's a very different sense of humor than I have or 
Emile has. And it's a charming sense of humor and so he learned how to 
be with them in a very comfortable way and they adore him and he does 
them too. 

Tara asserts twice that the Navajo sense of humor is unique implying that one must 

know the culture to understand the humor. Tara's assertions about Navajo humor are 

consistent with those cited in the academic literature (Basso 1979; Downs 1972). Also 

noteworthy about this quote is that she brags that her son, Emile, has the special skill to 

participate in the humor of the Navajo sUversmiths. It is interesting that she uses the 

verb "to dance" to refer to the way her son interacts with the Navajo producers. In 

order for a person to be able to dance, he or she must be in sync with his or her partner. 

That is, dancing, as well as sharing humor cross-culturally is an interactive activity. One 

needs to anticipate the other's reactions in order to avoid stumbling in either activity. 
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Fieldnotes and journal entries from participant and passive participant 

observation experiences in the Mexican ceramics industry also point to the importance of 

humor. Observations of interactions are also marked by much laughing and joking 

behavior. There is evidence in the data that this is noteworthy to chaimel intermediaries 

as well as producers. Humor is cited by intermediaries as something that is not as salient 

in Anglo American/Anglo American relationships. 

Pie; Productive interactions between Anglo American intermediaries and 
Mexican or Navajo producers are likely to exhibit considerable use of 
humor. 

1.2 Adaptive Behaviors 

Adaptive behaviors are actions which are modified by a channel member to 

accommodate the cultural differences of his or her channel partner. As with the above 

communication strategies, the choice of adaptive behaviors is influenced by the cultures 

of the channel members. The three adaptive behaviors that are examined here are 

rapport building, flexibility with time, and contractual format. Proposition 2 generally 

states the importance of the producer's cultural context on the selection of adaptive 

behaviors. Again, I acknowledge that there are individual differences within cultures. 

However, the purpose of this research is to highlight differences between cultures. Thus, 

I will not be focusing on individual differences. The following three sertions break down 

the category of behavioral adaptations into a set of sub-propositions which deal with 

each behavior individually in the empirical contexts of the present study. 



59 

P2; The preferred choice of behavioral adaptations is likely to be determined 
by the producer's culture. 

1.2a Rapport building behavior 

Rapport building refers to the time spent talking about subjects that are unrelated 

to the business at hand. Rapport building is important in all cultures. However, there is 

variation among cultures in how it is done. The Anglo American businessperson is 

known for his or her tendency to dive directly into business discussions. As Graham 

(1981; 1985a) points out, U.S. business partners spend less time participating in "non-

task" interaction. This is not characteristic of Mexican or Navajo cultures. More time is 

expected to be necessary build rapport in both the Navajo and Mexican contexts than in 

the Anglo American situation. However, the topics that would be appropriate for 

discussion would be culturally distinct. The literature (Downs 1972; Trimble 1993) 

suggests that Navajos prefer to discuss non-personal topics such as the weather, work, 

future shows, Mexicans (Hall 1959/73) are comfortable talking about personal topics 

such as health and family matters. The following excerpt from my fieldnotes in the 

Mexican ceramics industry describes an observed interaction between an intermediary 

and a producer. 
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Gary [the intermediary] drove up in front of the house. The kids began to 
yell with excitement and they ran out to greet him. He hugged the little 
ones and made jokes with the older ones. When he came in the house 15 
minutes later, he sat down and chatted with Sara and Margarita while 
they finished making tortillas. Th^ talked about Jose Maria who was out 
tending the cattle. They gossiped about Linda and her illicit aSair with 
\fike. Finally, after 25 minutes, Sara mentioned that she and Jose Maria 
had completed a couple of the pots that Gary had ordered. 

This intermediary had established long-term relationships with a number of producers. It 

is through this type of rapport building that he has been able to gain the trust of a large 

number of producers. 

In the Navajo silver jeweliy industry, it is important for the intermediaries to 

establish and maintain good rapport with the producers. Much of what was observed in 

these interactions included questions about work, livestock, the weather, business 

conditions and business relationships with other producers and/or intermediaries. 

Personal topics such as family, health, and ceremonies were reserved for channel partners 

who have known each other a long time. When an intermediary, who was not fiilly 

aware of this topical preference, would ask producers personal questions, the producers 

simply did not answer them. After such intermediaries leave the scene, producers 

comment or grimace about their inappropriate behavior. For both Navajo and Mexican 

artists, taking time to discuss topics that are not necessarily related to the business at 

hand is important. However, it is critical that the topics be appropriate for the producer's 

background. 
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P2a; Productive interactions between Anglo American intermediaries and 
Mexican or Navajo producers are likely to contain considerable rapport 
building dialogue at the beginning of each meeting. 

1.2b Flexibility of timing 

Flexibility regarding time refers to adjustments that are made in schedules to 

accommodate cultural differences and/or logistical difficulties. The Anglo American 

conceptualization of time is different from that of many other cultures, including the 

Navajo and the Mexican (Hall 1983). This is a value that is likely to be critical in 

intercultural relationships. 

The notion that perceptions of time vary for individuals from different cultures 

has been cursorily acknowledged in a special issue of the Journal of Consumer Research 

(Graham 1981). Hall (1983) outlines how Anglo Americans conceptualize time as linear 

while Latin Americans conceptualize time as circular and cyclical. The Latin American 

perception is that there are always going to be other opportunities, as opposed to the 

Anglo American linear conceptualization where time is considered lost once it passes. 

Hall (1983) also describes the Native American conceptualization of time as cyclical, but 

adds that there is a procedural dimension in which devout attention is paid to the steps 

involved in activities. Hence, time economy is generally not as important in Native 

American cultures as is correctness in following procedures and sequence. 

This cultural phenomenon creates tension between channel members from 

cultures with distinct conceptualizations of time. For example, Martha (Anglo 
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American, Intermediary, Navajo silver jewelry industry) finds the cultural pattern difiScult 

to deal with. 

They have to be able to answer somewhat to a deadline, like for example, 
Billy was two hours late...So you have to learn how to deal with those 
things and my patience sort of runs away. I cant, Fm not as good as a lot 
of other people I know who are in this business, who love the whole 
process of it and who you know, the mafiana mentality is fine for them. I 
mean, I run a business, Tm in a high rent district, I cant afford to do 
things like that, so I, I tend to not get caught in the charm of the whole 
profession. (Martha, Anglo intermediary, Navajo silver jewelry industry). 

It is noteworthy that Martha chooses to use a term borrowed fi'om the Spanish language 

to describe the Native American producers' conceptualization of time. Manana is the 

Spanish word for tomorrow and is used commonly by Anglo Americans to refer 

(somewhat disparagingly) to the Latin American conceptualization of time; that there is 

always a tomorrow, another opportunity to do whatever needs to be done. By resorting 

to a foreign language term to describe this time orientation, intermediaries communicate 

its foreignness to them, and the impossibility of explaining or understanding it within 

their own language and cultural system. She emphasizes the fact that she adheres to the 

Anglo American conceptualization of time through the expression "I run a business". 

Her tone and words imply that business is in the domain of the Anglo intermediaries and 

to get into the "charm of the profession" is to stray fi-om the Anglo ways. 

P2b: Productive interactions between Anglo American intermediaries and 
Mexican or Navajo producers are likely to exhibit considerable flexibility 
with timing. 
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1.2c Contractual format 

Consistent with points articulated by Stewart and Bennett (1991), Hall (1973) 

and Harris and Moran (1987), different perceptions regarding the meaning of written and 

formal contracts are held by individuals from different cultures. While Anglo Americans 

typically consider that the negotiations are completed once the contract is signed, 

business people from other cultures place more importance on the spoken word. This 

creates complexity in understanding as it is likely that one group perceives that a 

conunitment has been made, and the other group believes that further negotiation is 

necessary and appropriate (see Parks 1993). In the two industries investigated, personal, 

verbal, informal agreements are the norm. The producers in the Navajo silver jewehy 

industry are literate in the English language whereas the producers in the Mexican 

ceramics industry are not. I don't think that literacy or lack of it is the reason for the 

reliance observed on informal, spoken agreements. It is likely that a spoken agreement 

carries as much weight as a written one for individuals in these cultures. Navajos are 

likely to be leery of Anglo American written contracts given the history of broken 

treaties. Mexicans are not as used to the tradition of litigation, and therefore, probably 

do not see much point is signing a formal written contract. 

P2c: Productive interactions between Anglo American intermediaries and 
Mexican or Navajo producers are likely to exhibit little reliance on formal 
written contracts. 



64 

2. Power 

Power, a key construct in the distribution literature in marketing, has received 

much attention (see Gaski 1984 for a review). Consistent with previous research in 

marketing distribution, power is defined as the ability to control the marketing decision 

variables of a channel partner. Early research showed power to have a positive 

relationship with conflict (Lusch 1976; Brown and Frazier 1978; Wilkinson 1981). In 

contrast, more recent research indicates a positive relationship between power and the 

use of non-coercive strategies which can minimize conflict (Frazier and Summers 1984, 

1986; Frazier and Rody 1991). Thus, communication strategies used between channel 

partners can succeed in resolving differences and reducing potential for conflict. This is 

particularly important in intercultural channels where both verbal and non-verbal 

language patterns vary rather dramatically. 

Power is defined differently in the literature in anthropology and sociolinguistics. 

Macionis (1994:271) cites Max Weber's definition of power as "the ability to achieve 

desired ends despite opposition." This definition identifies opposition as a necessary 

condition to power. Gaski's definition (1984) is more relevant for this examination as it 

applies to buyer/seller interactions whether there is opposition or not. More recent 

writings in anthropology (Kottack 1994) discuss the different modes of domination 

including that of multinational corporations and core nations that threaten indigenous 

people and their environment. Kottack (1994) also cites religious proselytizing as 

another dominating force within indigenous societies. Scholars such as Giroux (1983) 



and Scott (1990) have written about the strategies that the subordinated groups have 

used to resist domination by more powerful groups. These recent works are instructive 

in that they give the subordinated groups agency to take action against the dominating 

forces. 

A large number of scholars are focusing on the power of language to establish 

and maintain hegemonic relationships between groups (Bourdieu 1991; Weiler 1988; 

Willis 1981; Philips 1994). While this is a fascinating line of research, it is not the focus 

of this particular research project. In this project, language is observed as a tool for 

developing trust and productive and satisfying exchange relationships between channel 

partners. 

2.1 Asymmetrical power 

In an asymmetrical power condition, one channel member would have more 

power than his or her channel partner. Mohr and Nevin's (1990) theory of 

communication in the channels suggests that the more powerful channel member will 

focus and shape the nature of the communication between the two parties. Consistent 

with Mohr and Nevin (1990), the data indicate that in the absence of acculturation (see 

proposition 7 below for a discussion), power dictates the communication and behavioral 

choices that are made in intercultural channels. A typical example of this is highlighted 

by Vincent (Navajo, producer) who explains how vulnerable he was as a low end 

producer dealing with a more powerful intermediary. 



...Yeah, it was like that in the beginning. I just run around and hit all the 
galleries and try to sell and some of them were really, really unresponsive, 
some of them kind of were, I guess, maybe, subhuman, you know. "Well 
take this for this. That's it." You know, no negotiation or anything. 

As the less powerfiil channel member, Vincent had little choice in the pricing of his 

products. The specific problems he cites such as unresponsiveness of the intermediary 

and the refusal to negotiate are common among the producers who are less powerful 

than their channel partners. These problems reflect the impact that this asymmetrical 

power condition has on the communication strategies chosen by this intermediary. This 

pattern is salient in the data throughout both industries. 

Similarly, in asymmetrical power conditions where the power is in favor of the 

producer, it is the producer who in charge of the marketing decision variables. Mid-level 

channel intermediaries commonly complained that high end producers were flighty, 

unreliable and very assertive. This is in stark contrast to the behavior described by mid-

range intermediaries discussing the behaviors or low end producers who were more 

dependent on them. Producers in more powerful positions are able to determine where 

and how their work is to be shown and are assertive in making the appropriate business 

arrangements with their less powerful channel partners. 

P3: In an asymmetrical power condition, the choice of communication 
strategies and behavioral adaptations used in intercultural contexts is 
influenced disproportionately by the most powerful charmel member. 
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2.2 Symmetrical power 

Symmetrical power conditions are likely to be associated with collaborative 

communication strategies and adaptive behaviors. Therefore under more balanced, 

symmetrical power conditions, the selection of communication strategies and behavioral 

adaptations within each dyad represents mutual efforts to cooperate. The selection of 

these cross-cultural processes is negotiated. This quote from interview data indicates the 

approach a mid-level intermediary took when dealing with mid-level Navajo producers. 

...But I do always try to remember, you know, to be very respectful, 
either way, especially with the older people, and try to learn from 
whatever things that they're willing to share with me, you know, that will 
help me to learn more about their culture. But I never push myself on 
them, you know, I figure that by the time, hopefully, when I'm eighty 
years old, like my father, there's a lot of things that I will have learned 
over the years, that I don't push myself on them, getting real nosy, unless 
that's something they're willing to share. (Gina, Anglo, Intermediary, 
Navajo silver jewelry industry). 

Gina, an intermediary who shares power with producers, knows her business depends on 

good relationships with the producers and thus strives to communicate and behave in a 

manner that is consistent with their cultural expectations. Twice, she uses the phrase 

"push myself on them". This, along with her reference to trying to learn as long as 

they're willing to share indicate her goal of working with them to reach an understanding 

that will serve both of their needs. Gina is likely to feel this way because she values the 

products and services provided by these producers and hopes to maintain positive 

working relationships with them. Therefore, she and the producers strive to negotiate a 
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business environment that allows them to overcome their differences and enjoy positive 

business outcomes. 

A typical symmetrical power situation observed in a sales setting is presented 

below. This incident illustrates how there is more give and take in the symmetrical 

power condition. 

The producer (Navajo) removed a bracelet from a velvet pouch and 
placed it on the counter. The trader (Anglo American) examined it 
carefully, picking it up, holding it to the light. The trader commented on 
the quality of the material and the work. Then he asked the producer 
how many more he had. The producer replied that was the only one. 
The trader explained that he was expecting the producer to bring in more 
than one bracelet. The producer explained that he hadn't had the time to 
make any more. They made an agreement that the producer could bring 
in the other bracelets the following week. 

Here we see that a producer and an intermediary who share relatively equal amounts of 

power (i.e. a mid range producer and a mid range intermediary) use conmiunication and 

understanding as a means to resolve the disappointment of the intermediary. This 

producer and the intermediary worked out their differences through thoughtful 

communication. 

PS; In the symmetrical power condition, the choice of communication 
strategies and behavioral adaptations used in productive intercultural 
contexts is one that is negotiated by the charmel partners. 

3. Acculturation 

Acculturation is defined as the process of adaptation to a cultural environment by 

persons fi'om another culture (adapted from Penaloza 1994). This is consistent with 
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definitions provided in the anthropology literature where both Kottack (1994) and 

Spradley and McCurdy (1994:431) define acculturation as ''the process that takes place 

when groups of individuals having different cultures come into first-hand contact which 

results in change to the cultural patterns of each group." Stage by stage descriptions of 

the process of acculturation is provided in the cross-cultural education literature. Acton 

and Walker de Feliz (1986) summarize the academic literature on acculturation in 

disciplines as disparate as psychology, education, motivation, and language acquisition. 

Th^ illustrate how acculturation has been conmionly characterized as four stage 

process. Similarly, a four stage process is provided by Gaston (1984) in her book on 

cultural awareness teaching techniques. As she describes each stage, she offers 

strategies for teachers to follow. Stage one is called "tourist" and according to Gaston 

(1984) it is in this stage that individuals are recognizing cultural differences. She urges 

teachers to be non-judgmental. Stage two is called "survivor" and Gaston (1984) urges 

teachers to try to cope with ambiguity. If this is not possible, it is impossible for one to 

pass to the next stage. Stage three is called "immigrant" and this is a stage that is 

beyond the acculturation threshold. Gaston suggests that at this stage one has either 

begun to act and think biculturally or is ethnocentric or incapable of empathy. Stage 

four is called "citizen" and Gaston likens it to transcendence where teachers are able to 

appreciate their own cultural roots as well as that as the other culture with which we are 

in contact. 

A certain degree of acculturation can take place without travel or immigration 

through media exposure or contact with travelers (Gerbner 1984). Television programs 



from the Anglo American culture are accessible via cable and satellite television systems 

on the Nav^o reservation and to a lesser degree in the Mexican ceramics industry. 

Probably individuals with contact with a culture through the medium of television are in 

the first or second stage of acculturation. Certainly intermediaries in both industries are 

in contact with the Navajo culture or the Mexican culture and are experiencing some 

degree of acculturation as well. Thus, it can be argued that a certain degree of 

acculturation of the producers and intermediaries is likely to have occurred. 

Acculturation is included in this model to account for the variation in the degree 

of awareness and understanding of each culture. 

Consumer behavior researchers have been interested in the effects that 

acculturation or cultural assimilation has on attitudes and behaviors of individuals 

(Perialoza 1994; Wallendorf and Reilly 1983; Laroche et. al 1993; Grenhaug, Gilly and 

Penaloza 1993; Wallendorf and Amould 1988; O'Guinn et. al. 1986). Salient in these 

works is the theory that acculturation occurs at different rates for different individuals. 

In this research, acculturation is taken to refer to the degree of understanding and 

empathy a channel member has toward his or her partner's culture. This concept can be 

represented on a continuum ranging from recognition of the other's cultural values to 

acceptance and complete understanding of the other's constellation of values. Moderate 

levels of acculturation occur when the other's cultural values are recognized and some 

acconmiodation is made. 

This definition of acculturation allows for the incorporation of heterogeneity in 

each of the cultures. As individuals progress through the process of acculturation, skills 



71 

are developed which allow them to avoid ethnocentrism (Harris and Moran 1987). 

Thus, it is expected that acculturation moderates the effects of power and culture on the 

selection of cross-cultural communication strategies and behaviors. 

Evidence of the role of acculturation in the determination of strategies and 

behaviors is abundant in the data. Vincent (Navajo, Producer) credited his success to the 

confidence and assertiveness he developed in the U.S. military. He describes how he 

believes Navajo producers are typically perceived by Anglo American intermediaries. 

...they would kind of stereotype you as being young and Indian and 
thinking that you're not gonna, that they just can kind of rip you off and 
get you like that you know. Talk you down or whatever. Lo and behold, 
I came out of the military and I knew what I was doing. I could stick up 
for myself and all that. 

Here, the producer proudly asserts that he gained the knowledge and confidence in the 

military to defend himself against Anglo American held stereotypes. The stereotype he 

describes involves a young Indian who is more vulnerable to opportunistic actions by the 

intermediary. A more experienced and powerful Navajo artist would likely ah-eady be 

moderately to highly acculturated . Vincent's high level of acculturation enables him to 

anticipate the conununication strategies and behaviors of the intermediaries and defend 

his work. This has led him to achieve a high degree of satisfaction and success in 

production as well as in sales activities. 

Mexican producers also agree that a knowledge of English and Anglo American 

ways would be helpful. Two of the more renowned producers are studying English and 

have profited fi-om experiences they have had traveling within the U.S. Moreover, 



recognizing the benefits of knowing the language of the intermediaries, one family of 

Mexican producers has begun to study English. 

Intermediaries in both industries point out that the more acculturated a producer 

is to the Anglo American culture, the greater his or her chances are for success. 

Nonetheless, intermediaries also agree that it is important for them as Anglo Americans 

to be sensitive to the producers' cultures. Jack (Anglo American, Intermediary, Navajo 

silver jewehy industry) told me about his experiences growing up in a well known Native 

American settlement. This gave him the opportunity to become fully acquainted with the 

culture of this Native American group. He summed up his perception by saying; 

and you see, that's their way of life and this is our way and generally 
speaking we are trying to impose our ways on somebody else.... But it 
doesn't work in our business. 

Jack is an acculturated intermediary who has considerable power over producers. He 

supports the use of accommodating strategies and behaviors because he feels strongly 

about the importance of this for success in the business. With the sensitivity and 

knowledge that comes with acculturation, he has been able to use communication 

strategies and behavioral adaptations such as language, humor, rapport building, and 

flexibility of timing that are more congruent with that which is most easily understood by 

the producers. Although he is a powerful intermediary, he modifies his communication 

and behavioral choices according to the salient cultural patterns he has learned and his 

perceptions of the degree of acculturation of the producer. 
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P7; The degree of acculturation of one or both of the channel members 
modify the choice of communication strategies and behavioral adaptations 
in intercultural marketing relationships so that they are more congruent 
with their partner's culture. 

4. Communication strategies 

Producers and intermediaries in both industries agree that it is difiBcult if not 

impossible to trust a channel partner with whom one has trouble communicating and 

with whom one has no prior experience. Trust is defined as the belief that a partner's 

word or promise is reliable. Trust has received a considerable amount of attention in the 

marketing literature (Schurr and Ozanne 1985; Scheer and Stem 1992; Anderson and 

Weitz 1992). Other work in marketing postulates that trust mediates business practices 

and positive business outcomes (Andaleeb 1992). 

Propositions 8 and 9 generally state the relationship between communication 

strategies and behavior adaptations respectively with trust. The sections that follow 

break up the category of communication strategies into a set of sub-propositions that 

outline the specific communication strategies that encourage the development of trust. 

P8: The greater the comfort of each channel member with the choice of 
communication strategies, the more trust engendered through the 
intercultural interaction. 
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4.1 Silence 

As noted in Proposition la, the length of silent periods between utterances varies 

by culture (Graham 198Sb). This is a particularly important communication strategy to 

understand because it is much more difficult to leam than other linguistic features such as 

grammar or vocabulary. Numerous observations revealed that Anglo American 

intermediaries do not understand the meaning of a silent periods in interactions with 

Navajo silver jewelry producers or feel rushed and overwhehned by the lack of silent 

time in interactions with Mexican ceramics producers. Mike describes the type of 

misunderstanding that this can create. 

If you dont have anything important to say, you don't say it, you just sit 
there. It doesnt mean that the other person has to get up and leave. So if 
there is a lapse in the conversation, a lot of times, the trader then will go, 
will get up and excuse himself or herself and go and everybody's 
wondering what's going on because everyone was just having a nice visit. 
They think, "well, you know, they're (those Anglos are) always in a rush." 
Well, it wasn't that they were in a rush, they just thought that they were 
getting the message to go because in their society that's you know. What 
they heard was somebody saying "Leave, now." And nobody else in the 
room heard that.(Anglo American, intermediary, Navajo silver jewelry 
industry). 

This informant highlights an extremely important point regarding the implication 

of not understanding the non-verbal behavioral patterns, specifically those related to the 

silent period between utterances. Here, the Anglo intermediary perceives that a message 

has been sent via the non-verbal behavior, however, the Navajos never sent that 

message. 
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P8a; The greater the comfort of each channel member with the amount of 
silence between utterances, the more trust engendered through the 
intercultural interaction. 

4.2 Proxemics 

The use of physical space is another important non-verbal behavior that has been 

salient in the work of Hall (1969), Tannen (1990), Bonvillain (1993) and Stewart and 

Bennett (1991) and in the observational data. This is another aspect of communication 

that people do not generally speak about or are able to articulate. It is also very difGcult 

to leam unless one knows to observe and emulate. Hall's (1969) analysis was the most 

detailed and Tannen (1990) and Stewart and Bennett (1991) cite him as the expert in this 

area. 

As Hall (1969) points out, conversational distances are relatively easy to observe. 

If a person comes closer than what is accepted as the cultural norm, the other person 

backs up. One person is trying to increase the distance while the other tries to decrease it 

for the same reason. Hall (1973) observes that interaction distance is much shorter in 

Latin America than in the U.S. The result is that Anglo Americans may perceive that the 

Latin Americans are crowding them and Latin Americans perceive the Anglo Americans as 

cold, withdrawn and unfriendly. On the other hand, the interaction distance among the 

Navajo is further apart than it is for Anglo Americans (Downs 1972). During sales 

activities and interviews, the distances sought out by the Navajo silver jewelry producers 

were greater than I was accustomed to. 
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P8b: The greater amount of comfort of each chatmel member with the 
amount of space and physical contact between speakers, the more 
trust engendered through the intercultural interaction. 

4.3 Language 

Of all the strategies and behaviors described in this research, language is the one 

that is the hardest to accommodate. Learning a foreign language takes skill and practice. 

Anglo Americans are notoriously monolingual in English. Nonetheless, the data show 

that producers appreciate small gestures on the part of the intermediary towards learning 

their languages. 

Although, as noted above, the interactions between the Navajo producers and the 

Anglo American intermediaries are likely to occur in English, the data indicate that 

channel members in both industries would prefer to be able to communicate in the 

producers' language. Intermediaries in both industries have stated their belief that the 

ability to use the languages of the producers is a tremendous asset. Jack (Anglo 

American intermediary, Navajo silver jewelry industry) discusses his experiences. 

People who do very well in our business are people who speak the 
languages. I remember and I don't... Fortunately all the people I deal with 
speak English. You have certain families in our business that have really 
excelled as traders and in every instance, they speak the language. And 
that kind of lets down any barrier, particularly with the older people. 

Intermediaries, such as Jack, are not likely to be able to speak Navajo. Because Navajos 

have learned the English language, intermediaries do not need to learn Navajo. 
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However, many intermediaries lament their inability to speak Navajo. This was not the 

case a generation ago and earlier. In those years, it was essential to know the producers' 

languages. 

In the Mexican ceramics industry, the producers are not proficient in English and 

the intermediaries are becoming more competent in the producer's language for a number 

of reasons. First of all, few Mexicans in this community have had the opportunity to 

learn English. Most ofthe producers interviewed did not complete high school. Second, 

Spanish is easier to learn than English given its consistent patterns and mostly regular 

grammatical forms. Third, Anglo Americans have had much more access to the Spanish 

speaking world than the Mexicans have had to the English speaking world. Finally, non-

Spanish speaking intermediaries such as David, who purchase Mexican ceramics feel that 

it is difiScult and very fiiistrating to not know Spanish. 

I can't have any small conversation with these people at all. If I have 
something that I want to order, I'm not able to. About the only thing I can 
do is negotiate a price. And that's it. Not being able to speak the 
language, just making arrangements, 'Til be back tomorrow", you know. 
That's about the extent of what I can say, you know. After that, it's more, 
anything beyond that, I'm not able to communicate to them. If I want to 
ask them anything, when the pots are going to be ready, or something like 
that, that's hard. (David, Anglo Intermediary, Mexican ceramics industry) 

David knows that he is missing out a lot on business related communication. His 

inability to speak Spanish also prevents him fi'om participating in the exchange of humor 

or in rapport building with the producers fi'om whom he buys. These activities are very 

important to the establishment of good working relationships with the producers. 
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Producers from both industries indicate a preference for intermediaries who are 

proficient in their languages. Although most Navajos speak English, that is, they have 

acculturated in their language use, there is currently a movement to preserve and restore 

the Navajo language (Trimble 1994). The impact this will have on the Navajo silver 

jewehy industry is that the producers appreciate an intermediary's e£fort to leam the 

language. 

Consistent with this Navajo perspective, observations of interartions in the 

Mexican ceramics industry reveal a parallel language situation and the producer's 

preference for intermediaries with Spanish language proficiency. A group of producers 

explained that the intermediaries who do not speak Spanish use mime, sign language and 

numbers on paper to communicate. They said that this does work but that they would 

prefer it if the intermediaries spoke better Spanish. One producer said that she gets 

angry with intermediaries who do not speak Spanish. She said she doesn't like to 

conmiunicate using numbers and calculators. 

Hence, the data demonstrate that choice of language for conducting business 

transactions is likely to be based on the language proficiency of the most powerful 

chaimel member, but is moderated by the degree of acculturation of one or both of the 

members of the channel dyad. Both producers and intermediaries in both industries 

concur that proficiency in the language of the producer facilitates the development of 

trusting relationships. 

P8c; The greater the comfort of each channel member with the language used 
by their channel partner, the more trust engendered through the 
intercultural interaction. 
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4.4 Specificity 

As mentioned above, the degree of specificity necessarily depends on the culture 

of the producer and the power situation. Producers in low power positions prefer or at 

least do not niind receiving highly specific instructions. This clarity promotes higher 

levels of trust. The ideal situation is when the appropriate levels of specificity are 

utilized. Elena explains that that way she has a clear idea of what is expected and she can 

feel confident that she can work to produce something that the intermediaries will 

purchase without hesitation. 

Elena is a producer who is just getting started in her career. She remains at a low 

power level as the pots she produces are simple and inexpensive. For her, what is 

important is the ability to produce what the intermediary will buy so that she can buy 

food for her family. 

However, this situation changes as the producers gain power and experience. 

High end producers generally do not appreciate high levels of specificity. Mark, 

(Navajo, Producer) who is a critically acclaimed jeweler does not appreciate specific 

instructions. 

Like one thing we definitely do not ever do is, people are not allowed to 
come in here and say, "I want you to make me this." Too bad, you know, 
this is the stuff that gets made and you can choose to buy it or not. 

This high power producer takes pride in the artistry of his work and is not keen on 

having intermediaries provide him with highly specified instructions. His words "you can 
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choose to buy it or not" indicate an ultimatum. He knows the product will sell. Due to 

the high level of demand for his products, Mark enjoys the luxury of rejecting specific 

instructions. He perceives himself as an artist who should be the one to specify design 

features. 

For channel members in the mid-range in the symmetrical power condition, the 

mutually preferred communication strategy is likely to be determined through negotiation 

between the channel members. William (Navajo, Producer) explains how he works with 

an intermediary. 

When you really get to know your trader or people you do business with 
(William lists a number of traders and then quotes an intermediary) 
"William, this particular jewelry you made, if you make it like this 
(gestures), it will really sell." So then you kind of follow that instruction 
and sure enough, it sells. 

In the asymmetrical power condition favoring the intermediary, producers are 

likely to appreciate more explicit instructions from the Anglo American intermediaries. 

In the asymmetrical power condition favoring the producer, less detailed instructions (or 

none at all) are likely to be preferred. 

P8d: The greater the comfort of each channel member with the degree of 
specificity used in instructions, the more trust engendered through the 
intercultural interaction. 

4.5 Humor 

While it cannot be denied that Anglo Americans enjoy a joke during a business 

transaction, humor is even more important for the Mexican and Navajo producers. Jack 
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(Anglo American, Intermediary) explains by quoting his father who was one of the 

leading intermediaries in Gallup, NM, the major trading town near the Navajo 

reservation. 

[My dad said] "Whenever you're dealing with them, always give them a 
moment of laughter." And uh, he said, "That may be the only laughter 
they are gonna have all week, give them a moment to laugh." So that has 
always been something that we do...Even when you get to the point when 
you want to ring their neck, dont leave mad, give them a chance to laugh. 
And and, they're very easy to laugh, if you noticed. They love to laugh. 

The fact that Jack made a point to explain the deliberate use of humor in the 

Navajo silver jewelry business indicates that it is distinct from what he is accustomed to 

in an Anglo American/Anglo American channel where strangers do not necessarily joke. 

In the Mexican ceramics industry, humor is central to interactions between intermediaries 

and producers. One producer explicitly explained that if a very serious trader came 

around, she would think that he was rich man who didnt want to share himself with the 

poor people. Humor provides channel members a way to feel better about working with 

others who may seem foreign. It makes them feel closer to the other culture in that they 

share perceptions. This is consistent with anthropologists Hall (1973) and Macionis 

(1994), as well as consumer behavior researcher Hoyer (1993), who assert that humor is 

based on incongruities within a culture. Thus, understandmg a joke made by individuals 

from another culture signals an understanding of the subtleties of the culture. 

The content of humor is also important. Western Apache humor has been 

brilliantly documented in Keith Basso's Portraits of the "The Whiteman" (1979). Much 

of the humor in the stories and jokes told by the Western Apache men and women mock 



and criticize the Anglo American. At the same time, telling these stories gives these 

individuals a way to construct and maintain their own identities as non-Anglo American. 

Basso (1979:102) writes "The appreciation of Western Apaches for caricature and 

parody is shared by other American Indian groups". He supports this assertion by 

quoting Simon Ortiz who compares this behavior to Pueblo Indians, Franz Boas who 

noted the importance of humor to the Kwakiutl Tribe, Robert Netting who identified a 

similar use of humor among the Kofyar in Nigeria, and others working with humor in a 

number of different cultures. Given the pervasiveness of Navajo humor and the wit of 

the Navajo people observed in the ethnographic data, it is likely that this behavior is 

prevalent among the Navajo people as well. 

In his seminal book on the agency of dominated populations, Scott (1990) 

discusses the uses of humor and face-saving techniques as ways to deal with domination 

and to assert resistance. This implies that a producer in a low power position would be 

inclined to laugh at the intermediaries' jokes whether or not he or she found them 

humorous. Navajos are said to use humor to test the sincerity of another human being 

(Parezo 1995). Thus, consistent with what the intermediaries say, humor is important; 

however, it also appears to be a complex construct which calls for more observation. It 

will be important for future research to look below the surface of the informants' claims, 

particularly under asymmetrical power conditions. 

P8e; The greater the comfort of each channel member with the amount 
and content of humor used, the more trust engendered through 
the intercultural interaction. 
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5. Adaptive behaviors 

Similar to the use of communication strategies, the willingness and ability to 

adapt one's behaviors to that of the culture of one's channel partner is instrumental in the 

establishment and maintenance of trusting relationships. Proposition 9 states the general 

relationship between the choice of appropriate adaptive behaviors and the development 

of trust. The following sections break down the category of adaptive behaviors into a 

set of sub-propositions which consider each specific adaptive behavior individually. 

P9; The greater the comfort of each chaimel member with the choice of 
adaptative behaviors, the more trust engendered through the intercultural 
interaction. 

5.1 Rapport building activities 

Rapport building refers to the part of the business interaction that is not related 

to the specific task at hand. As Proposition 2 states, Navajo silver jewelry producers and 

Mexican ceramics producers engage in substantial amounts of rapport building. Earlier, 

rapport building activities were cited as being important in the Navajo and Mexican 

industries. This proposition links rapport building activities to the development and 

maintenance of trust. In the ethnographic data, rapport was consistently referred to as 

essential element in both industries. In the Mexican ceramics industry, the intermediaries 

are often invited to serve in the role of "Padrino" or "Madrina" (a form of god-parent) 
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when the children of producers graduate from elementary school or are confirmed in the 

church. Not only are intermediaries usually pleased to become part of the producers' 

extended family, but producers find this relationship to be very helpful. God-parents 

serve to inspire and encourage the children as th^ move through their lives and to 

provide material as well as monetary support for the families. 

Producers also express how important it is to spend time chatting and discussing 

non-business topics. A Navajo producer describes a typical meeting with the 

intermediary he claims to trust the most. 

Just talk to him, you know, just like I was talking to my own brother or 
something, you know. He's really, he's real warm and he's easy to talk to. 
(Vincent, Navajo, Producer) 

Here the producer claims to feel like a family member of the intermediary. This is 

extremely important for the establishment of trust across cultures. 

P9a; The greater the comfort of each chaimel member with the amount of 
rapport building, the more trust engendered through the intercultural 
interaction. 

5.2 Flexibility With Timing 

Perhaps the most common complaint heard from the intermediaries in both 

industries is that producers do not meet deadlines. One explanation that is consistent 

with Hall (1983) and with some intermediaries is that this behavior is cultural. For 

example, John discusses this. 



rm gonna get the most money today, tomorrow we'll worry about 
that...All Indian folks have that one cultural attribute in common and that 
is that they are today thinkers, not tomorrow thinkers.(John, Anglo 
intermediary, Navajo silver jewelry industry). 

John makes a sweeping generalization about all Indians to emphasize his point that this is 

a phenomenon that intermediaries must deal with. This over-generalization dramatically 

signals the adherence to the stereotypes of the differences in the conceptualization of 

time between cultures. An explanation of the different ways that Anglo Americans 

conceptualize time as compared to Mexicans and Navajos is provided in section 1.2b of 

this chapter. Furthermore, this is a behavior that frustrates intermediaries. 

Interviews with producers indicate that there are several reasons for problems 

with meeting deadlines. Some of these relate to the production process, some to 

economic problems, and some to the nature of production of art objects. Success in 

producing Mexican ceramics products is heavily dependent on climatic conditions. In 

the winter, it is often risky to fire the pottery, as one cold breeze can result in breakage. 

In the summer, the dry air causes the pottery to dry which can also result m breakage. 

The ideal conditions to fire the pottery occur on days Avithout wind or rain. In hot dry 

sunmier conditions, it is essential to fire the pieces before they completely dry out. 

Cultural differences are highlighted by economic differences which impact 

inventory management. Since these Navajo and Mexican producers are from cultures 

with developing economies, they often have an urgent need for cash, a problem common 

to producers in small scale industries. Hence, when a producer completes an order 

placed by one intermediary, it is frequently sold to a different mtermediary who arrives 



earlier with cash resources. One intermediary explained the problems and opportunities 

he encounters in purchasing the Mexican ceramics. 

In the case of having left a deposit and being disappointed when we arrive, we 
always wonder i^ if indeed th^ had sold our merchandise to somebody else. We 
know that it's, it's, they're capable of that because we have bought other people's 
merchandise.(Cary, Anglo, Intermediary, Mexican ceramics industry). 

As Cary points out here, this selling off of inventory to an intermediary other than the 

one it was produced for produces disappointment for them. On the other hand, it also 

provides a purchase opportunity for the intermediary that happens to be there at the right 

time. 

Perceptions of the process of creating a work of art is also a reason given by 

producers to justify missed deadlines. A young producer who is gaining recognition in 

the high end of the Navajo silver jewehy industry, expresses his feelings about this issue. 

As an artist I cant be forced to make items. It's kind of hard to be forced 
to make items, or meet deadlines. I think the items to be made are going 
at their own pace. They wanna be made the way they wanna be made. 
They dont wanna be made by a deadline... (Peter, Navajo, Producer) 

Peter's comment reflects the conflict artists face when producing objects for the market. 

He uses the passive voice to discuss this issue, using the third person to give the product 

agency. In using these linguistic patterns, he removes himself from having to take 

responsibility for his inability to meet deadlines. This is fairly common among artists 

who credit their creative talents to hierophany (Belk, Wallendorf and Sherry 1989) in 

which the producer is merely an instrument that sustains the sacred and creative process. 

Another issue with timing arises out of the fact that individuals from different 

cultures have a different set of holidays and religious occasions. Many traders remark 
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that since it is impossible to purchase inventory around these times, they must plan 

around them. 

And so really you've got to stock up a lot of times during the slow 
periods and you know, just sit on it for a while so you can count on it. 
Especially like Kachinas [Pueblo ceremonial figures originally given to 
children for educational purposes that are now being marketed to art 
collectors], um, theyll do most of their carving during the winter months, 
and summer, if you're out of them [because the Pueblo producers are 
busy with ceremonial activities and are not producing the Kachina dolls] 
they're real difficult to get because they're out selling them at different 
shows and doing all their festivities and stuff. They don't, they're not like 
us, they're not worried, they're not going to get ulcers over it. You know 
if theyVe got it fine, if not, they're not worried about it.(Rick, Anglo 
American, Intermediary). 

Therefore, intermediaries facing seasonal fluctuation in supply must be sufficiently well-

capitalized to be able to affisrd to hold larger backup inventories. 

It serves intermediaries well to be flexible in terms of deadlines, even though it 

creates difficulties in inventory control. Intermediaries who have large scale, high 

volume, low priced products successfully deal with missed deadlines through the holdmg 

of back-up inventories. Jack, a trader who has been in the business most of his life and 

markets a veiy large volume of products to retail shops all over the world, has a system 

of inventory management that allows for flexibility with timing. 

When our inventory reaches a certain level, we know it's time to reorder 
and we allow a certain amount of time. I don't tell them that! But, 
they're going to work that in anyway because about half the people won't 
have their orders ready when they're supposed to be unless it's the winter. 
In the fall and the winter they'll be right exactly. In the spring, it will start 
to spread and in the summertime. So, we try to build our inventory in the 
winter and the spring. (Jack, Anglo American, Intermediary, Navajo silver 
jewelry industry) 
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In addition to describing his inventory acquisition approach, this intermediary indexes the 

seasonal differences in production. He anticipates that supply will be less available in the 

summer because many producers sell to end consumers and other intermediaries during 

this tourist season when there are many art shows. As mentioned earlier in the 

description of the Navajo silver jewelry industry, many producers take their work on the 

road to sell it directly to the consumers. This way they earn the flill retail price for their 

products, have face to face contact with customers, can gain recognition by entering 

their work in juried art shows, and have the opportunity to travel. 

Another theory that may explain the propensity of these producers to miss 

deadlines is outlined in Scott's (1990) work that uses the concept of resistance. The 

producers in Scott's sample are from developing economies who may explicitly or 

implicitly resent being dominated by the Anglo American intermediaries. Dominated 

populations have been known to show resistance in small ways such as missing 

deadlines, acting dumb, or pretending not to understand commands. Hence, this too is a 

possible explanation of differences in timing behavior. In my data, I have no evidence of 

this. That is, I never heard anyone say that they did this in an interview, nor did I 

observe this explicit behavior. However, I would not claim that it never occurs. This is 

not a type of behavior that is spoken about openly to outsiders. Scott (1990) uses the 

term "hidden transcript" to refer to what the dominated or disenfranchised people say 

and believe about resistance among themselves. 

As there are lots of explanations for the pattern of missed deadlines, inventory 

maintenance will always be a challenge for the intermediaries. As the data indicate. 
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carefully organized inventory schedules can help an intermediary be more flexible with 

timing. 

P9b: The greater the comfort of each channel member with the amount of 
flexibility in timing behavior, the more trust engendered through the 
intercultural interaction. 

S.3 Format of agreements 

Format of agreements refers to whether formal, written contracts or more 

informal oral agreements are made. Anglo American business people are accustomed to 

relying on formal written contracts and orders. While this is recommended while doing 

business domestically and abroad (Cateora 1993), it is important to consider how a 

contract is perceived by other cultures and how useful contracts are in those contexts. In 

cultures where a written contract is not valued, a satisfactory level of confidence is 

reached only through rapport building activities. Hence, in these situations, confidence 

may be undermined by formal, written contracts. 

Large firms in all three cultures are likely to respect the power of the formal 

written document. However, channel members in these smaller industries do not have 

confidence in formal written contracts. In the Mexican ceramics industry and Navajo 

silver jewelry industry, producers must respond to a variety of personal demands as well 

as variability in intermediary commitment which oflen makes it diflScult to meet the terms 

of a formal written contract. Furthermore, producers of Navajo silver jewelry are likely 

to have little confidence in the written words of Anglo Americans as they are aware of 
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the plethora of broken treaties in their people's history. Anglo American intermediaries 

who purchase from Mexican producers are likely to have little confidence in their legal 

rights in Mexico where the local tribunals consistently favor Mexican nationals. My 

observations and interview data consistently indicate the preferred use of informal 

spoken agreements by the producers and intermediaries in the Navajo silver jewelry 

industry and Mexican ceramics industry. Occasionally, instructions are written to clarify 

specific det2uls in special orders. However, producers and intermediaries concur that 

such orders are problematic as they rarely produce the desired response at the desired 

time. 

P9c: The greater the comfort of each charmel member with the degree of 
contractual formality, the more trust engendered through the intercultural 
interaction. 

6. Trust and the Business Performance Outcomes 

The data indicate how communication strategies and behavioral adaptations form 

the basis for the development of trust. When asked how he knew if he could trust an 

intermediary, William (Navajo, Producer) responded: 

You could understand that through the attitude, behavior, personality, the 
character...Sometime by how they talk, how they use words. 

So William looks not only at the behavior, but also at the language used by 

intermediaries to signal a level of trust. Hence, even a very powerful intermediary would 
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want to use culturally appropriate communication strategies and behavioral adaptations 

in order to establish good and trusting relationships with producers. 

Trust is defined as the belief that a partner's word or promise is reliable. Its 

placement in this conceptual firework between communication strategies and adaptive 

behaviors on the one hand, and satisfaction and performance outcomes on tiie other, is 

consonant with literature in marketing that finds trust mediates business practices and 

positive business outcomes (Andaleeb 1992). Trust has recently received a considerable 

amount of attention in the marketing literature (Schurr and Ozarme I98S; Scheer and 

Stem 1992; Anderson and Weitz 1992). It has been viewed as an antecedent to 

integrative behaviors and communications, closely related to positively fi'amed 

contingent outcomes and a reflection of perceptions of commitment. In addition to a 

view of trust as an antecedent of collaborative communications and behaviors, it is 

important to examine the impact of trust on outcomes. 

Research that has examined the consequences of trust and commitment in 

exchange relationships have focused primarily on how trust serves to nurture long term 

relationships (Anderson and Weitz 1989; Gundlach et. al. 199S.) Mohr, Fisher and 

Nevin (1994) found that regardless of the channel conditions of structure, power and 

climate, collaborative communication (as opposed to autonomous communication) leads 

to higher levels of performance. Consistent with Mohr et.al. (1994), I propose that trust 

is developed through collaborative communication which is achieved through thoughtful 

choices of communication strategies and behaviors. Also consistent with Mohr et.al. 

(1994), I propose that trust will have a positive impact on economic performance (i.e. 



profits). I also propose that trust provides for higher levels of satisfaction in a 

relationship. Satisfaction or the positive feelings a channel member has about his or her 

work, relationships with channel partners, pay and future opportunities has been cited in 

the literature (Behman and Perrault 1984) and reported in the interview data to be of 

utmost importance. 

Higher levels of trust imply consistently higher levels of satisfaction and 

performance. However, over years of observation, I noted that some continue doing 

business with parties that they do not claim to trust. Hence, the relationships between 

trust and the business performance outcomes warrant further attention. Consistent with 

the interview data and the literature to date; 

P10; The greater the trust engendered through the intercultural 
interaction, the higher the levels of satisfaction and performance. 

D. SUMMARY COMMENTS 

This fi'amework represents the patterns observed in the ethnographic observation 

and interview data. Through the analysis of this data which was collected with reference 

to two intercultural case studies, the channel processes that are critical to both cases are 

highlighted. 

Comments are made about the intermediaries in both industries suggesting that 

they are not the "typical" Anglo American. After spending years observing the behaviors 

and getting acquainted with many intermediaries, I concur with that assertion. Most 



intermediaries are not in the business because it generates a huge amount of income for 

them. In fact, most of them live quite modestly and make certaui sacrifices to remain in 

the industry. Many times their work requires travel which means time spent away fi^om 

their home and families. Much of this travel requires long dusty journeys into areas 

which are not developed with the first-class tourist in mind. In both industries I have 

observed that the intermediaries are people who like some adventure in their lives. They 

enjoy "roughing it" and mingling with the other cultures fi"om whom they purchase their 

inventories. I would say that these individuals are likely to be more willing to 

accommodate differences with business partners fi'om other cultures than the "typical" 

Anglo American business person. 

By examining the two case studies in this chapter, it is clear that there are some 

things that the producers' cultures have in common. For instance, they are both fi-om 

developing economies that have historically been and currently are dominated by the 

U.S. economy, which the Anglo American intermediaries represent. One thing that is 

very different between these cultures is the relationship that they have with the U.S. 

government. The Navajo people are generally very patriotic. Many young Navajo have 

served in the armed forces. The Navajos receive many benefits fi'om the federal 

government. However, the Mexicans tend to know less about the U.S. government. 

Those that have attempted to cross the international border are very familiar with the 

barriers that are presented by the U.S. government. 

In terms of communication strategies, these two cultural groups share the fact 

that they come from a different language background. However, the Navajos are 
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exposed to much more English and are for the most part, very fluent in the 

intermediaries' language. In fact, many Navajos are not fluent in Navajo anymore as a 

result of cultural contact and domination. The Mexicans have not shared that experience 

and are not proficient in English. This is one of their challenges in establishing and 

maintaining cross-cultural business relationships. 

In terms of the non-verbal communication strategies, the Navajo and the Mexican 

are diametrically opposed. Navajos tend to prefer more silence between utterances and 

space between speakers than the Mexicans. However, in terms of the verbal 

communication strategies and the behavioral adaptations, the two cultures are more 

similar. Within both cultures, humor is greatly appreciated and specificity of language is 

less appealing, especially to the high end producers. Rapport building, flexibility with 

timing behavior and informal agreements appeal to both groups. 

The intermediaries that are the most satisfied with their business interactions are 

those that also enjoy the time they spend learning about their partners' culture. They are 

the ones that think it's interesting to compare and contrast cultures and to think about 

the complexities of cross-cultural interaction. For this reason, they are likely to be more 

sensitive to subtle communication differences such as the non-verbal strategies, and 

spend more eflfort trying to learn; the language of the producers, the content of humor 

and rapport building dialogues and are more flexible in terms of contractual format and 

timing behaviors. 

The remainder of this dissertation provides a larger scale examination of the 

importance of culture, power, acculturation, communicatioti, behavior, and trust in the 
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development of satisfying and productive intercultural channel relationships. In the 

following chapter the methodology used to collect surv^ data to provide additional and 

more generalizable support for this framework is presented. 
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CHAPTERm 

SURVEY RESEARCH 

This chapter reviews the methodology employed in the survey portion of the 

dissertation research. First, I will discuss the rationale for using survey research. Second, I 

will review the make up of the sample of respondents. Third, I review the scales that were 

used to measure the constructs. Fourth, I describe the pre-testing procedure. Fifth, I discuss 

the data collection procedures for each group. Finally, I conclude the chapter with a brief 

description of the analysis strategy. 

A. RATIONALE 

The conceptual framework ( Figure 2-1) suggests some interesting questions 

which are addressed using a larger scale survey research method. There are some 

inconsistencies in the ethnographic data that call for a quantitative examination. For 

example, the interview data suggests that trust is essential for the continuance of charmel 

relationships. However, that is not prevalent in the observation data. 

While the ethnographic work was essential for the recognition of recurrent 

themes and patterns in the two intercultural channels, the survey research helps tease out 

which of the communication strategies and behavioral adaptations are indeed the most 
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important in the two settings. Additionally, using the surv^ research method, one is 

able to statistically support the effects of power, culture and acculturation. 

Further, the use of survey research allows for greater power in claims regarding 

statistical power and greater levels of generalizability. Finally, this is the research 

method that has traditionally been used in channels of distribution research. Hence, it is 

allows for a more straightforward extension of channel behavior theory than the 

ethnographic study standing alone. 

B. SAMPLING 

The sampling fi^me for this research consists of four groups; producers in the 

Navajo industry, intermediaries in the Navajo industry, producers in the Mexican industry, 

and intermediaries in the Mexican industry. The producers in each industry were further 

segmented into three groups based on typologies of these art maiicets (Gilster forthcoming); 

low end, mid-range, and high end. Intermediaries were segmented based on the price range 

which most represaits the types of products they purchase for resale. This way channel 

partno^ from a variety of power conditions wwe represented whenever possible in three of 

the four groups. Unfortunately, it was not possible to sample intermediaries from all three 

levels of the Mexican ceramics industry. Most of the respondents purchase items from all 

three levels. The supply situation in this industry is such that whenever a high end item 

becomes available, it is purchased by the first intermediary who happens by. Other comments 
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regarding the sampling limitations for the intermediary group in the Mexican industry are 

included at the end of this chapter. 

C MEASUREMENT OF CONSTRUCTS 

In Appendix A, the scale itons used to measure each of the constructs of the study 

are presented. The measurement reliabilities were calculated separately for each of the four 

groups of respondents. Hence, items and the numbers of items used to measure each 

construct vary from group to group. Table 3-1 at the end of this dieter summarizes the 

numbers of items used to construct each measure and the corresponding reliability coefficient. 

1. Perceived Power 

Measures of perceived power were developed using the role performance approach 

outlined by Frazier and Rody (1991). In addition to developing measures of the 

intermediaries' perceptions of the producers' performance, parallel measures were developed 

to tap the producers' perceptions of intermediary performance. The items reflect the 

perceived d^ee of control the channel partners have of their mariceting decision variables. 

Specifically, these are production, promotion, pricing and distribution decisions. 

Four to eight items were used to measure perceptions of power. The coefficient 

alphas ranged from a very reliable .87 for the Nav^o producers to a marginal .28 for the 

Anglo American intermediaries in the Navjyo silver jewelry industry. 
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2. Power Level 

Following Pfeffer and Salancik (1978), we may be able to infer that the actual power 

of the channel member is correlated to the degree of the control of resources. Actual 

producer power is thus reflected by the level of the industry in which the producer is located. 

Producers and intermediaries with the most power are in the high end of the industry 

producing and distributing the highest quality and priced products (Gilster forthcoming). The 

producers and intermediaries in the mid-range will have a synunetrical relationship with 

distributors. Accordingly, produco^ and intermediaries in the low end have less control over 

their resources. Level of the industry is measured through an assessment of the average 

products produced or distributed by the various channel members. A caveat to using this as 

an approach to measuring power is that it does not take into consideration volume of 

production and distribution. Furthomore, as the analysis is done on individuals, it does not 

allow for the incorporation of power relative to one's channel partner. Therefore, the 

regresaon analyses will utilize the aforementioned measures of perceived power in the 

analysis. 

3. Acculturation 

Yinger (1985) refers to acculturation as a process by which an individual or a cultural 

group acquires some values and norms of another culture. This is a construct which has 

received some attention in the consumer behavior literature. Until recently, this variable was 
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most often measured via language use patterns of the individuals (O'Guinn and Faber 1985; 

Kim 1985; Laroche et. al. 1992). Due to the linguistic confounds present in this research 

(e.g. generations ofNav^os forced to learn English in U.S. schools), other measures of 

acculturation have been developed. Consistent with some of the findings in Peiialoza (1994) 

and the ethnographic research reported in chiqiter two, otho* phenomena are used to indicate 

levd of acculturation. These include assessments of comfort with the channel partners' use 

of non-verbal lang;uage patterns, understanding of the other's cultural traditions and comfort 

within the channel partno^' culture. Items were developed for use in the questionnaire using 

these themes. For the groups studied here, the measures of acculturation range fi-om three to 

four items and the reliability coefficients range fi'om .57 among the Mexican producers to .86 

among the intermediaries in the Mexican ceramics industry. 

4. Communication Strategies and Behavioral Adaptations 

As this is an area previously unexplored using quantitative measures, the measures of 

these constructs consist of new items. The development of these items was motivated by an 

extensive literature review in sodology and anthropology. The specific items index behaviors 

observed among the cultural groups. For example, the items that measure specifidty and 

humor probe the respondents' perceptions of the degree of detail and humor extant in their 

channel communication respectively. Flexibility with timing, rapport building and formal 

behaviors are measured with items that reflect the respondents' perceptions of how much of 

that behavior occurs in their channel relationship. For the groups studied, these constructs 



102 

are measured using a range of two to ten items \^ch have reliability coefficients filing 

between .60 and .87, with the exception of the measurement of specificity among the 

Mexican producer for which the reUability coeflSdent is a marginal .47. 

5. Trust 

Trust is defined as the belief that a partner's word or promise is reliable. (Shurr and 

Ozanne 198S). Moorman, Deshpande and Zaltman (1993) extend the definition to include an 

individual's willingness to rely on an exchange partner in whom one has confidence. The 

Moorman et. al. (1993) measures of trust were expanded and modified for this research 

context. Hence, th^r reflect the channel members' willingness to rely on their partner. The 

measures of trust are constructed of scales with 2-4 items with reliability coefficients ranging 

fi'om a marginal .55 among the Navajo producers to a very high level of .84 among the 

Mexican producers. 

6. Satisfaction 

The most comprehensive measures of satisfaction are derived fi'om Behmaim and 

Perrault's (1984) study of the eflFects of role stress on a salesperson's performance and 

satis&ction. Modifying these measures for examination of satisfaction for the channel 

members in this study was straightforward. Scale items are developed which reflect channel 

members' sads&ction with regards to positive feelings about work, relationships with channel 
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partners and aid consumers, pay, and future opportunities. These measures were 

constructed with a range of two to nine items for the Nav^'o producers and the Mexican 

producers respectively. Levels of reUability range from a respectable .74 for the Mexican 

producers to very high level of .91 for the Anglo American intermediaries in the Mexican 

ceramics industry. 

7. Peifonnance 

Performance outcomes are typically characterized as objective assessments of 

effectiveness and eflBdency (Mohr and Nevin 1990; Behmann and Perrault 1984). In 

preliminary interviews, quality of production has been identified as another important factor 

of performance. Items which assess quantity and quality of the producers' and intermediaries' 

work are developed to capture these two dimensions. Two items were used in all the groups 

to assess the levd of performance: one whidi provided the respondents' qualitative 

assessment of the quality of his or her progress and the other which explored whether profits 

are higher than th^ were four years previously. These reliability coefBcients ranged between 

.65 among Anglo American intermediaries in the Navajo silver jewelry industry and .85 

among the Mexican producers. 
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D. PRETESTING THE SURVEY 

In this section I describe the process followed in order to arrive at the measures that 

are used in the analysis. This process included an informal pretest of the instrument to assess 

the clarity of the language used for a few members from each of the four groups of 

respondents. The procedure and results ofthe pretest are described below. The pretest was 

conducted in June of 1994. 

1. Design 

The first surv^ instrument was designed using as many previous scales as possible. 

For example, as stated above, scales that were to assess a channel member's perceptions of 

power were adapted to the context from the scales used by Frazier and Rody (1991). Other 

scales for items that have not been measured previously were developed by generating items 

which captured the domain of the constructs described in ch^ter two. A review of the 

literature, insights from the qualitative research described in chapter two, and ideas from a 

judgmental sample of academic professionals wo'e helpful in the construction of these scales. 

The scales were further tailored so that the context would be appropriate for each group of 

respond^ts. 

The next step entailed a joumQr out into the field to pretest the survey instrument 

with a few randomly chosen Nav^'o producers (n=5), Mexican producers (n=5), 

intermediaries in the Navajo silver jewelry industry (n=5) and an intermediary from the 
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Mexican ceramics industry. For both groups of producers, the surv^r was personally 

administered and for both groups of intermediaries, the surv^ was delivered and then later 

collected so that the respondents were able to read through the survey and answer the 

questions while identifying any areas that were not clear. 

As a result, a few questions were reworded and some of the instructions were 

rephrased to allow for greater comprehoision. AdditionaUy, the Spanish language 

questionnaire needed further revision, Oscar Arguellos, a professor and trader from Colonia 

Juarez who is very familiar with the ceramics industry as well as the variety of Spanish spoken 

by the producers in Mata Ortiz, helped revise the questionnaire before it was pretested with 

the Mexican producers. The appropriate changes were made and the instrument was 

reviewed again by Professor ArgueUos. It was then backtranslated into English by another 

bilingual academic in Colonia Juarez. 

E. DATACOLLECnON 

1. General Characteristics of the Instrument 

The survQTs that were used for the collection of data in all four industries are included 

in Appendix B. For each group, the instrument was eight pages long. The first page of 

consisted of questions regarding years of experience, size of business, employees or &nily 

members who are involved in the bu^ess, education, other occupations and income from the 

business. 
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Many of the respondents did not answer the questions on income. I believe that 

mai^ Mexican produce genuinely did not know their income. I helped producers anive at 

this figure by determining how mai^r items they make each week, and multiplying that figure 

by the average price of those items. It was an entirely new concept for them to calculate 

income estimates. The Navajo producers were very reluctant to offer any information 

regarding income. My hunch is that they know thdr income, but for a variety of reasons 

ranging fi'om embarrassment to distrust, are not comfortable revealing it. Hence, in most of 

the interviews I merely asked them what the price of an average item was and how many of 

them they produced per week or month. 

The rest of the questionnaire conasted of questions regarding their marketing 

decisions, spedal orders, cultural issues, the actual business encounter, the business outlook, 

business performance and some additional questions on communications. All of the questions 

with the exception of three "fill in the blanks" ̂ e questions were 5 point Likert scales. To 

facilitate understanding and completion of the questionnaire, the respondents were asked to 

think of one particular channel monber with whom they do a significant amount of business 

and think about their relationship with that particular channel member. In some cases, that 

channd member's name was provided. 
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2. Data CoDection Procedure 

The producers in each industry were survQred with the personally administered 

questionnaire. It was expected that the problems associated with cross-cultural 

misunderstandings of the use of scales and the concepts would be avoided through the use of 

personal administration of the surv^ instrument The questionnaires for the Nav^o 

producers were administered in English, as the ni£yority of the Navajo understand spoken 

English. For each individual producer this took ^proximately IS minutes. The 

questionnaires for the Mexican producers were translated into and administered in Spanish. 

Because it was the first time most of these individuals had encountered scale items, and 

because many of them were uncomfortable with written language, this was a very time 

consuming process full of explanations, discussions and examples. Neighboriiood groups of 

3-10 were formed. Many of the respondents were less apprehensive about participating if 

they could do it in a group. Children helped their parents follow the questions. During a one-

week period in March 1995, about twenty of these meetings were completed taking an 

average of 90 minutes each. More meetings were held when I returned to Mala Ortiz in June 

and July 1995. 

The collection of the data from the producers in the Mexican industries required 

repeated trips to Mata Ortiz, Mexico. There are an estimate 200 producers in Mata Ordz. 

Hence this sample represents neariy 30% of all the producers in the industry. 

Similarly, numerous trips to various locations throughout the Southwestern United 

States were required to get the data from the Nav^o producers. I was most successful in the 
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city of Gallup, N.M ^ere there are mai^ low aid producers selling their products. There 

was much more reastance to participating in the study by the Nav^'o producers than there 

was by the Mexican producers. There are many more producers in the Nav^o silver jewelry 

industry. Thus, this sample represents a small fraction of the total population. 

The intermediaries in the Nav^'o silver jewelry industry were identified through the 

directory of the Indian Arts and Crafts Association and their questionnaires were sent in the 

mail. Of the 100 questionnaires that were first mailed in March of 1995, only 20 were 

completed and returned. Two were returned blank with explanations as to why the 

respondent was unable to participate in the study. Follow up mailings resulted in the 

completion of 14 more questionnaires. The last 16 questionnaires were completed by 

respondents approached in person during various data collection trips in May and June of 

1995. Although these last 16 questionnaires were personally delivered and collected, th^ 

were not personally administered. Whfle a total of 50 respondents completed the survey, this 

can only represent a fi'action of the entire industry. Many of the big dealers in Gallup, 

Albuquerque and Phoenix did not participate. Dealers outside of Arizona and New Mexico 

were not included in the study. 

Fewer intermediaries woiidng in the Mexican ceramics industry were available to 

complete the survey. The information gathered during the ethnographic phase of the research 

suggested that there were up to 30 intermediaries in the Mexican ceramics industry. At the 

time the surveys were mailed, only 18 addresses could be located for the intermediaries that 

were identified. Of these, 14 returned the completed survey forms. 



The data from the ethnographic work indicates that there is one intermediary who is 

notorious for mai^ outrageous and opportunistic actions. This particular intermediary has 

been estimated to be a buyer of 60% ofthe items produced in Mata Ortiz. This estimate is 

the general consensus among the Mexican producers that sell to him and the intermediaries 

that compete with him. This particular intermediary doesn't answer his phone or his mail. I 

left numo'ous messages on his answering machine and I mailed the survey and follow-up 

letters to his address. Additionally, I tried to time n^ trips to Mata Ortiz so that I would run 

into him. I was never saw him or was able to get him to fill out a survey. Nonetheless, the 

sample surveyed probably does represent close to 40% of the volume of business that is 

conducted in this industry. 

F. ANALYSIS STRATEGY 

As expected, there are considerable differences among the four groups. Each one of 

the groups was analyzed individually. 

The items that showed the highest levels of reliability were chosen to constitute the 

measures. The final measure for each individual is the average score of the items that were 

chosen to constitute the measures. These average scores were complied into one complete 

data set \^ch was then subdivided into four groups. This expedited the analysis greatly as 

only one set of commands had to be placed and each group was analyzed separately. 

Regression analysis was used for the mjaority of the analyses. However, there were some 

questions that wCTe analyzed more simply by examining frequencies of occurrences for 
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dififerent conditions. For example, the frequency table of language use for each group at each 

levd of power (see Table 4-10) was used to examine the proposition that power had an e£^ 

on language choice. Similariy, frequency analysis was used to determine the impact of 

language use on the level of trust. 

There was only one regression equation that exhibited problems. That was the one 

that examined the effects of power, acculturation and the interaction of power and 

acculturation on the communication strategies of the use of humor and specific language and 

on the bdiavioral adaptations of rapport building, flexibility with timing and contractual 

format. Hence, this equation was transformed by subtracting the mean score of each of the 

independent variables from the observed value. This eliminated the problem of 

multicollinearity that plagued the equation before the transformation. 
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TABLE3-1 

Reliability of the Measures of the Constructs 

Construct Navajo Anglo Mexican Anglo 
Producers In termed. Producers In termed. 

NSn MCI 

Number ex. Number ex. Number ex. Number ex. 
of Items of Items of Items ofltems 

Power 8 .87 5 .28 8 .60 4 .75 
Acculturation 3 .71 3 .85 4 .57 4 .86 

Specific 6 .73 5 .82 2 .47 10 .78 
Humor 2 .69 6 .87 4 .74 4 .86 
Rapport 4 .84 3 .84 3 .77 2 .70 
Timing 6 .85 6 .86 4 .61 3 .69 

Formality 8 .75 6 .63 8 .87 7 1.0 
Trust 2 .55 2 .78 2 .84 4 .63 

Satisfaction 2 .75 8 .75 9 .74 7 .91 
Performance 2 .68 2 .65 2 .85 2 .75 
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CHAPTER IV 

SURVEY RESEARCH FINDINGS 

Before proceeding with the discussion of the findings obtained in the study, I 

provide the set of hypotheses that are tested using the survey research method described 

in chapter three. Then I describe the distributions of some key variables. Then I proceed 

to provide some basic descriptive analysis of the key variables, namely: power, 

acculturation, trust, satisfaction and performance. 

A. HYPOTHESES 

While the ethnographic study provided very rich material fi-om which to construct 

the set of hypotheses to be tested using the survey methodology, the two non-verbal 

communication strategies proved to be too difiBcult and cumbersome for survey data 

collection. It appeared in the pre-test that respondents would not have difficulty 

comprehending these scenario based questions. However, in reviewing the full data set, it 

was clear in that the respondents had a difficult time understanding what they were 

supposed to be thinking about. Similarly, the intermediaries also seemed to have a 

difficult time understanding those items as well. Hence, those two constructs were 

omitted fi'om the analysis. 
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Another modification on the propositional fi-amework provided in chapter two 

had to do with the operationalization of the power construct. As the survey instrument 

was designed to examine individual channel members and their perceptions of their 

business relationships with their partners in each of the industries, the identification of 

pairs of channel partners was not appropriate. Hence, power was not considered using 

symmetrical or asymmetrical relationships. Instead power was determined for each 

channel member via two measures: the level of the industry in which they are operating 

and a set of items which probe the respondents' perceptions of power. These measures 

are described in greater detail below. In sum, effects of power are based on degrees of 

power for each individual channel member rather than in relation to a channel partner 

(see Figure 4-1 for the revised conceptual firework). 

1. Revised Hypotheses 

The hypotheses to be tested are supported by arguments consistent to those 

presented for the corresponding propositions in chapter two and are worded as follows: 

HI a: When an Anglo American intermediary is in a low power condition or 
perceives low levels of power, interactions between him or her and 
Mexican producers exhibit greater use of the producers' language relative 
to the interactions with Navajo producers. 

Hlb: When an Anglo American intermediary is in a high power condition or 
perceives high levels of power, interactions between him or her and 
Mexican producers exhibit less use of the producers' language relative to 
the interactions with Navajo producers. 

H2a: For Mexican or Navajo producers, the level of power has a negative 
relationship with the degree of specificity used in communications with 
Anglo American intermediaries. 
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H2b: For Anglo American intermediaries, the level of power has a positive 
relationship with the degree of specificity used in communications with 
Navajo or Mexican producers. 

H3a: For Mexican or Navajo producers, the level of power has a positive 
relationship with the use of humor in communications with Anglo 
American intermediaries. 

H3b: For Anglo American intermediaries, the level of power has a negative 
relationship with the use of humor in conununications with Navajo or 
Mexican producers. 

H4a: For Mexican or Navajo producers, the level of power has a positive 
relationship with the use of rapport building behavior in business 
interactions with Anglo American intermediaries. 

H4b: For Anglo American intermediaries, the level of power has a negative 
relationship with the use of rapport building behavior in business 
interactions with Navajo or Mexican producers. 

H5a; For Mexican or Navajo producers, the level of power has a positive 
relationship with the use of flexibility with timing behavior in business 
interactions with Anglo American intermediaries. 

H5b: For Anglo American intermediaries, the level of power has a negative 
relationship with the use of flexibility with timing behavior in business 
interactions with Navajo or Mexican producers 

H6a: For Mexican or Navajo producers, the level of power has a negative 
relationship with the use of formal contracts in business transactions with 
Anglo American intermediaries. 

H6b; For Anglo American mtermediaries, the level of power has a positive 
relationship with the use of formal contracts in business transactions with 
Navajo or Mexican producers. 

H7; The degree of acculturation of one or both of the channel members 
moderates the effects of power and culture on the choice of 
conununication strategies and behavioral adaptations in intercultural 
marketing relationships. 

H8a; When the culture of the channel member is consistent with the language 
used, higher levels of trust will be observed. 

H8b; When the culture of the channel member is consistent with the degree of 
specificity used in instructions, higher levels of trust will be observed. 

H8c; When the culture of the channel member is consistent with the amount of 
humor used, higher levels of trust will be observed. 
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H9a: When the culture of the channel member is consistent with the amount of 
rapport building behavior, higher levels of trust will be observed. 

H9b; When the culture of the channel member is consistent with the amount of 
flexibility with timing behavior, higher levels of trust will be observed. 

H9c; When the culture of the channel member is consistent with the degree of 
contractual formality, higher levels of trust will be observed. 

HIO: The greater amount of trust observed in the interactions, the greater the 
levels of satisfaction and performance. 

B. DESCRIPTIVE RESULTS 

In this section I present a description of the sample characteristics, including such 

variables as the number years the respondents have been in the business, respondent 

income, percentage of income that is derived from two industries under investigation, 

years the respondents have been in the business, and whether they are working with 

family members. 

I. Sample Characteristics 

General characteristics of the four groups of respondents are provided in Table 4-

1. The discussion below is organized according to each group of respondents; 

intermediaries in the Navajo silver jewehry industry and the Mexican ceramics industry as 
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well as the producers in the Navajo silver jewelry industry and the Mexican ceramics 

industry. 

In the group of intermediaries in the Navajo silver jewelry industry the mean 

number of years the respondents have been involved in the industry is twenty-five years. 

Sixty-six percent of the respondents have this business as their sole occupation. The 

average income for these respondents is $380,000/year. The average percentage of their 

income that comes from the sales of Navajo silver jewelry is 38%. Approximately two 

thirds of the respondents work with family members. 

The intermediaries in the Mexican ceramics industry have only been in the 

business for an average of nine years. Seventy one percent have been in the business for 

ten years or less. Less than hal^ forty-two percent, stated that activities in the Mexican 

ceramics industry represent their sole occupation. Income figures were not provided by 

any of these intermediaries. Twenty-one percent stated that one-hundred percent of their 

income comes from their business activities in the Mexican ceramics industry. Only 

fourteen percent stated that less than fifty percent of their income comes from the 

activities in the Mexican ceramics industry. Hence, this group is, for the most part, 

heavily invested in this industry. Family cooperation is somewhat prevalent with thirty 

six percent of the respondents expressing that family members are involved in their 

business activities. 

For producers in the Navajo silver jewelry industry, the mean number of years in 

the business was nineteen. Only ten percent have been in the business for under ten 
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years, while thirty percent have been in the business for over twenty years. Only 

eighteen percent of the producers stated that their efforts in the Navajo silver jewelry 

industry represent their sole profession. Many of the respondents have jobs in education, 

production (welding), agricultural and ranching work. The average income from the 

production of silver jewelry is $13,000/year. For these respondents, the average income 

derived from the Navajo silver jewelry industry provides fifty percent of their total 

income. These levels of income seem very low. In fact, most of the Navajo population 

lives below the poverty level. Taking into account that housing, health care and 

education is provided by the tribe, these income levels, while still very low, are not as 

profoundly low as they sound. Seventy-five percent of the respondents in this group 

stated that they work with family members. This implies that there is more than one 

producer per household. Thus, household income would be much greater than the 

individual producer's income level. 

The largest group of respondents are producers in the Mexican ceramics 

industry. This industry is younger than the Navajo silver jewelry industry. This is 

reflected in the average number of years that they have been in the business which is five 

and a half years. Twenty-four percent of the respondents have only been producing 

items for the industry for under two years, while fifteen percent of the respondents report 

that they have been producing for ten or more years. Fifteen percent of the respondents 

report that they have other work outside the Mexican ceramics industry. Any income 

that is generated by that work is insignificant as ninety-seven percent of the respondents 
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report that 100% of their income comes from the Mexican ceramics industry. The 

income level is extremely low at $4,400/year. However, this is relatively high when 

compared to the income they would be earning working in other occupations in the 

region. Ninety-eight percent of the respondents in this group report that th^ work with 

family members. Hence, household income is likely to be two or three times higher than 

that reported by individuals. 

For producers and intermediaries in both the Mexican ceramics industry and the 

Navajo silver jewelry industry, it is important to note that the income figures may be 

understated. Reasons for this include: 1) the producer may not know exactly how much 

he or she makes, 2) fear was often expressed by respondents that the information might 

faU into the hands of a government official. This could lead to tarifts and other 

restrictions. In the Mata Ortiz, the income disparity has been the source of conflicts 

between the producing villagers and the non-producing villagers and government 

officials. 

2. Frequency Distributions of Key Variables 

Some of the key frequency distributions will be discussed in this section. These 

are useful in providing us with a basic understanding of the antecedents and the 

consequences of the cross-cultural processes that occur in these charmels of distribution. 
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2.1 Power 

From Tables 4-2 through 4-5, where the frequency distributions for the measures 

for the four different groups are listed, it appears that perceptions of power vary from 

one group to another. For intermediaries in the Mexican ceramics industry there is a bi-

modal distribution of the degree of control the intermediaries perceive they have of the 

promotional activities with thirty-six percent stating that they agree that they are in 

charge of the activities and thirty-six percent stating that disagree. The distribution is 

more even for the items that consider the ability to acquire inventory and the degree to 

which the producer agrees with the intermediary's terms. 

For the intermediaries in the Navajo silver jewelry industry, the responses are 

somewhat normally distributed with respect to the setting of prices and terms. For both 

items, the largest percentage of respondents indicate that they moderately agree that they 

are in control of those activities. This suggests that there is substantial bargaining 

behavior. 

For the producers in the Mexican ceramics industry, the perceptions of power are 

most consistent among the measures that deal with price setting. Almost eighty-three 

percent strongly agree that they set the prices, and almost sixty-nine percent strongly 

agree that the trader pays them the prices they ask for their work. 

For the producers in the Navajo silver jewehy industry, the distribution is much 

more even with respect to all of the items which measure power. In terms of price 
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setting, sixty percent agree or strongly agree that they set the prices, while thirty percent 

disagree or strongly disagree. Only ten percent moderately agree. This distribution does 

not correspond to the perceptions of the intermediaries described above. 

2.2 Acculturation 

The intermediaries in the Mexican ceramics industry moderately agree to strongly 

agree with the statements regarding acculturation. These include the respondent's ability 

to write in Spanish, the understanding and appreciation of Mexican humor and 

knowledge of Mexican cultural traditions. This indicates that there is a relatively high 

level of acculturation in this group. 

The intermediaries in the Navajo silver jewehy industry also appear to have 

experienced high levels of acculturation with the highest percentages of respondents 

strongly agreeing with the statements regarding acculturation. The statements include 

the degree of comfort associated with walking through the streets of a Navajo 

community, the knowledge of Navajo cultural traditions, as well as the para-linguistic 

knowledge that the Navajos don't shake hands firmly. 

The producers in the Mexican ceramics industry are less acculturated than any of 

the other groups of respondents. They tend to strongly disagree with the statements 

regarding their knowledge of US holiday traditions and the activities the traders engage 
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in when they are distributing their work. Large percentages of respondents strongly 

agree that they like to give the traders firm handshakes and feel comfortable looking the 

traders in the eye. These are two paralinguistic behaviors that are commonly practiced 

among this group in this region of Mexico. 

The producers in the Navajo silver jewelry industry are, for the most part, highly 

acculturated. The majority of the respondents strongly agreed with the statements 

regarding the degree of comfort th^ would feel in Phoenix, with firm handshakes, and 

with looking the traders in the eyes. It should be noted that there may be some response 

bias. Similar questions regarding Navajo culture were also on the questionnaire. The 

majority of the respondents strongly agreed that they read and wrote Navajo fluently. 

Other studies have shown that a very small percentage of Navajos are literate in their 

own language. I sense there was a bit of exaggeration on the part of many of these 

respondents due to their sense of pride in their tribal identity and their ability to function 

in both cultures. 

2.3 Trust 

The intermediaries in the Mexican ceramics industry have a fairly even 

distribution of responses regarding trust. A surprisingly large majority disagree or 

strongly disagree with the statement that they loan money to producers (64%); however, 

in the ethnographic research, this was cited as being a very common occurrence. More 
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intermediaries agree or strongly agree with the statement that they pay in advance for 

inventory. Hence, this may be a more preferable way to word this type of exchange 

behavior. In the item that measures perceptions of trust not involving money, almost 

eighty percent of the respondents in this group moderately to strongly agreed that the 

producer "keeps his or her word." 

The intermediaries in the Navajo silver jeweby industry provided a bi-modal 

distribution on the trust measures. Over forty percent strongly agreed that they would 

loan money to the producers while twenty-six to thirty percent strongly disagreed with 

the same statements. 

The producers in the Mexican ceramics industry overwhelmingly disagreed with 

statements regarding the possibility of giving credit to the trader (forty-eight percent) 

and the degree of trust they had for the trader (fifty-three percent). 

The producers in the Navajo silver jewehy industry tended to agree with the 

statements regarding the reliability of the trader. Thirty-five to thirty nine percent 

moderately agreed with such statements, while thirty-one to thirty-nine percent agreed. 

Lower percentages of respondents strongly agreed with the statements regarding the 

trust they had in the intermediary. 
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2.4 Satisfaction 

Intermediaries in the Mexican ceramics industry are generally very satisfied with 

their business activities. Eighty-five to one-hundred percent of the respondents agreed 

or strongly agreed with the statements that indicated satisfaction. These include the 

degree to which they liked working with the producers, their perspectives on the fiiture, 

and their perspectives about consumer satisfaction. 

Intermediaries in the Navajo silver jewelry industry are also generally satisfied 

with their businesses. Seventy-two to one-hundred percent of the respondents agreed or 

strongly agreed to the statements regarding their degree of satisfaction. These 

correspond to those aspects of their career mentioned above with respect to 

intermediaries in the Mexican ceramics industry. 

Similarly, producers in the Mexican ceramics industry are extremely satisfied with 

their business activities. Seventy-three to one-hundred percent of the respondents stated 

that they agree or strongly agree with the statements regarding satisfaction. 

Producers in the Navajo silver jewelry industry expressed lower levels of 

satisfaction. Fifty-one percent agree or strongly agree that they are excited about the 

fiiture of their businesses. Sbcteen to thirty percent of the respondents disagree or 

strongly disagree with statements regarding their prospects for the future. 
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2.5 Performance 

Intermediaries in the Mexican ceramics industry generally perceive that the 

quality of their business has improved over the past four years. Eighty-six percent stated 

that th^ agreed or strongly agreed that their profits have increased over the past four 

years. 

Perceptions are not so positive among the intermediaries in the Navajo silver 

jewelry industry. Sixty to seventy-six percent agree or strongly agree that the quality of 

their business has improved over the past four years while twenty two to twenty-six 

percent disagree or strongly disagree with those statements. The interview data and 

informal discussions with intermediaries and producers in this industry reveal that the 

industry is not growing as much as it has in previous years. These statistics reflect this 

trend. 

The producers in the Mexican industry overwhehning agree that the quality of 

their work and profit margins have risen over the past four years (or less if they haven't 

been in the business that long.) 

Producers in the Navajo silver jewehy industry strongly agree (ninety percent) 

that the quality of their work has increased over the past four years while only sixty-three 

percent strongly agree that th^ are making higher profits than they were four years ago. 

Again, this reflects the aforementioned downturn in the industry. 
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C. MAIN EFFECTS HYPOTHESES 

The hypothesized direct links between antecedent conditions, the communication 

processes and the business performance outcome variables are presented in this section. 

However, first a discussion of the significant correlations between variables is presented. 

Tables 4-6, 4-7, 4-8, and 4-9 provide the correlation coefficients for each of the four 

groups. 

1. Significant Correlations 

1.1 Correlations between key variables for intermediaries in the Mexican ceramics 

industry 

For the intermediaries in the Mexican ceramics industry, power is significantly 

correlated with flexibility with timing behavior (r=.60) and use of formal contracts 

(r=.55). These findings were not expected. However, examining the data helps to 

explain this. The mean perception of power for this group was 2.39 on the 5 point 

Likert scale. This is the lowest mean observed for any of the groups. Hence this group 

of intermediaries perceive themselves to be without much power. Therefore, the low 
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power level would correspond with the lower levels of flexibility with timing behavior 

and formal contracts observed. 

Also observed in this group of intermediaries in the Mexican ceramics industry 

are the positive and significant correlations between trust and the channel processes 

which entail the use of specific language (r=.55), rapport building behavior (r=.78) and 

formal contracts (r=.62). The positive correlations between trust and use of specific 

language and formal contracts were expected. Also as expected, there was a significant 

negative relationship between trust and the use of humor (r=-.74). The unexpected 

positive relationship between trust and rapport building behavior may be explained by the 

relatively high levels of acculturation on the part of this group of respondents. 

In this group of intermediaries in the Mexican ceramics industry, there was an 

unexpected significant and negative relationship between trust and performance (-.46). 

1.2 Correlations between key variables for intermediaries in the Navajo silver 

jewelry industry 

For this group of respondents, power is shown to have a significant correlation 

with only one of the channel process variables, i.e. flexibility with timing behavior. This 

significant and negative correlation (r=-24) was expected. The more powerfiil the 
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channel member is, the lower the probability he or she will engage in flexibility with 

timing behavior. 

Trust is shown to have a significant and negative relationship with the use of 

formal contracts (-.24). This was not expected from this group of respondents. 

Although, it can be argued that even though the use of formal contracts is preferred by 

the group, there would be less need to do so if one were in a trusting relationship. 

Trust does not have any significant correlations with either of the business 

performance outcome variables. 

1.3 Correlations between key variables for producers in the Mexican ceramics 

industry 

For this group, power is shown to be significantly related to two of the channel 

process variables. Power is significantly and negatively related to the use of flexibility 

with timing behavior (r=.-.34). This negative relationship was not expected. However, 

it might be explained through consideration that once a producer becomes more 

powerful, he or she is less likely to have problems with getting products made in the 

allotted time. Also, he or she may grow impatient with traders who come and go 

erratically, a pattern that is prevalent in this unpredictable industry. As expected, power 

is significantly and positively related to the use of humor (r=.26) 
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Tnist is shown to be positively and significantly correlated with the use for 

formal contracts (r=.27). This finding was also unexpected. 

Trust was not found to be significantly correlated with either of the business 

performance outcomes. 

1.4 Correlations between key variables for producers in the Navajo silver jewelry 

industry 

As expected for this group, power was shown to have significant negative and 

positive relationships with the use of specific language (-.43) and flexibility with timing 

(.39) behavior respectively. 

Also, as expected, trust has a significant and positive relationship with flexibility 

with timing behavior (r=.30). 

Finally, trust was not observed to have a significant correlation with either of the 

business performance outcome variables. 
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2. Results for the Antecedent Variables 

2.1 The effects of power and acculturation on language use 

The analysis of the effect of power and the moderating variable of acculturation 

on the choice of language used in the cross-cultural interactions was performed by 

merely observing the frequency of language use according to power. Table 4-10 

provides a breakdown of the language used in the different industries by the four 

different groups. The intermediaries m the Mexican ceramics industry overwhelming 

used Spanish (100%) in their interactions. All of these intermediaries were classified as 

traders operating at the middle level of the industry. These respondents were generally 

acculturated to the Mexican culture, hence HI is partially supported for this group. 

The intermediaries in the Navajo silver jewelry industry overwhelmingly spoke 

English in their interactions (100%). However, six percent of the intermediaries stated 

that they used both English and Navajo in their interactions. These bilingual 

intermediaries were classified in the low power condition based on the value of the 

products they sell. Again, HI is partially supported for this group. 

The Mexican producers were the least acculturated group with the mean level of 

acculturation at 3.03. Only two producers stated that they used English in their 

interactions with intermediaries. One of these was a low power producer. This was not 
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expected, however, it can be explained by the &ct that this particular producer had 

worked as a i^um laborer in a variety of locations in the US before he returned to Mexico 

to join his family and became a ceramics producer. Another producer in the high power 

condition stated that he used both languages. This producer has been in the business 

longer than anyone else in the sample and he has traveled extensively throughout the US 

to participate art shows and to give workshops to Anglo artists. This explains his 

relatively high degree of acculturation and his ability to speak English. Again, HI 

receives partial support. 

The producers in the Navajo silver jewelry industry had one of the highest mean 

levels of acculturation (4.31). These producers have lived within the borders of the US 

all of their lives. Most of them have been students in state operated schools where 

English is the language of instruction. They all speak English or a dialect of English 

fluently. Here again we see that acculturation gives these individuals the power to use 

the language of their channel partners with ease. Again, HI is partially supported. 

Table 4-11 presents the estimated standardized parameters from regression 

analyses performed to test the rest of the hypotheses regarding the efifects of the 

antecedent conditions on the use of the communication strategies and behavioral 

adaptations. The following analytical procedure was followed to obtain the 

standardized parameters. Each one of the remaining channel processes, i.e. 

communication strategies and behavioral adaptations served as dependent variables in 

separate equations while perceptions of power moderated by acculturation served as the 
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independent variables. Due to the extremely high level of multicollinearity that were 

indicated by the collinearity diagnostics, new independent variables were created. Power 

and acculturation were both transformed by taking deviations from the mean. This 

effectively handled the problem. The following discussion focuses on the significant 

effects observed in the analysis. 

2.2 The efTects of power and acculturation on speciflcity 

The only significant effects on the specificity of language were observed in the 

group of intermediaries in the Navajo silver jewelry industry. The effect of power on the 

use of specific language for this group was significant and the sign was positive as had 

been expected. Hence, H2b is supported for the intermediary group in the Navajo silver 

jewelry industry but not for either group in the Mexican ceramics industry. The other 

effect was one that was not hypothesized. That is, acculturation has an negative 

relationship with specificity. This makes sense when you consider that with 

acculturation one would instinctively use the appropriate communication strategy, thus 

would use less specific language with Navajo producers. 
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2.3 The efTects of power and acculturation on the use of humor 

Power and/or acculturation was shown to have significant effects on the use of 

humor in each of the four groups. For the group of intermediaries in the Mexican 

ceramics industry, the interaction of power and acculturation has a positive and 

significant effect on the use of humor. Hence, H7 receives partial support. 

Power and acculturation have significant effects on humor among the Mexican 

producers. The effect of power on the use of humor is positive as hypothesized. This 

provides partial support for H3a. The effect of acculturation on the use of humor was 

also positive. This effect was not hypothesized and it is not consistent with the 

reasoning that suggests that if the Mexican producer is acculturated, he will respond to 

power more like his or her Anglo American counterparts. Perhaps the fact that 

understanding humor that is unique to the other culture is a consequence of 

acculturation, humor is observed as being positively related to acculturation. 

The interaction of power and acculturation has a significant and positive effect on 

the use of humor for the group of intermediaries in the Navajo silver jewelry industry. 

This was expected and provides partial support for H7. 

Finally, the effect of power has a negative significant effect on the use of humor 

in interactions among the Navajo producers. It was hypothesized to have a positive 

effect. Perhaps perceptions of higher power lead the producers to think more seriously 
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about their work and their business interactions. Hence, with greater perceptions of 

power, the more serious and straightforward the interactions are likely to be preferred. 

2.4 The effects of power and acculturation on the use of rapport buOding 

behavior in channel interactions 

The only significant effects of power and acculturation on the use of rapport 

building behavior were observed among the producers in the Navajo silver jewelry 

industry. Again, contrary to expectations, power had a negative effect on the use of 

rapport building behavior among Navajo producers. Consistent with the argument 

provided in 2.3, one could argue that increased levels of power might make Navajo 

producers less likely to engage in conversations and behaviors that are not relevant to the 

business at hand. These producers may be more likely to think of time as money. 

2.5 The effects of power and acculturation on the flexibility with timing behavior 

in channel interactions 

The only group in which significant effects of power and acculturation on the use 

of flexibility with timing behavior is observed within the group of producers in the 

Navajo silver jewelry industry. These effects are positive. H5a posits a positive 
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relationship between power and the use of flexibility with timing behavior. Hence this 

hypothesis is partially supported. However, H7 posits that acculturation will moderate 

the relationship power has with the behavioral adaptation. This suggests that the 

acculturated Navajo producer would not require flexibility with timing behavior to feel 

comfortable. This hypothesis was not supported. However, there is a positive effect of 

acculturation on flexibility with timing behavior which was not hypothesized. 

2.6 The efTects of power and acculturation on the use of formal contracts in 

channel interactions 

There were no significant effects observed in any of the groups. 

3. Results For The Process Variables 

In order to test for the effects of the channel process variables on trust, I first 

selected the cases fi'om each group that had communication strategy and behavioral 

adaptation scores that were consistent with their cultural background as presented in 

chapter two of this dissertation. The procedure for doing this is the following; The 

median score for each channel process was calculated for each group of selected cases. 

Those respondents with scores below the median were classified as low on the 
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corresponding channel process (i.e. specificity, humor, rapport building, flexibility with 

timing behavior and the use of formal contracts). For example, the Anglo American 

intermediaries who had high scores on specificity and formality but low scores on humor, 

rapport, and flexibility with timing behavior would be selected for the analysis. Similarly, 

the Navajo and Mexican producers who responded with low scores on specificity and 

formality but with high scores on humor, rapport building and flexibility with timing 

behavior were in the group that was examined. 

To assess the impact of language use on trust, I performed a frequency analysis 

of trust levels for each language used. For the other process variables, trust was 

regressed on each of the channel processes separately. The results fi'om these analyses 

are listed on Table 4-12a and 4-12b. Due to the small sample size in the group of 

intermediaries in the Mexican ceramics industry, SPSS was not able to compute the 

statistics for humor and formal contracts for this group. 

3.1 The efTect oflanguage use on trust 

The effects oflanguage use on trust were determined through a fi-equency 

count. For each group, high and low levels of trust were assigned using a median split. 

Then the intermediaries were classified according to the language they stated they used. 

As we can see, there was no variation among the intermediaries in the Mexican 

ceramics industry. They all state that they used Spanish in their interactions. This is not 
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consistent with the comments made by Mexican producers during the ethnographic 

phase of the research. 

Of the producers in the Mexican ceramics industry, the one who stated that he 

used English in channel communication fell into the low trust conditon, while the one 

who stated that he used both languages fell into the high trust condition. 

In the Navajo silver jewelry industry, the three intermediaries who stated that 

they used both Navajo and English in their chaimel communications were classified as 

having low levels of trust in their charmel partners, while the seven producers were 

classified as having higher levels of trust. 

A tentative conclusion fi-om this analysis with respect to the Navajo silver jewelry 

industry is that the use of the both languages decreases trust for intermediaries while the 

use of both languages increases levels of trust for the producers. This can not be taken 

as a significant conclusion due to the fact that the number of channel members that use 

both languages is so small. 

3.2 The efTect of speciflcity on trust 

There were no significant eflfects of the use of specific language on perceptions of 

trust for any of the groups under investigation. 
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3.3 The effect of the use of humor on trust 

The use of humor was found to have a positive and significant effect on trust only 

for the group of producers in the Mexican ceramics industry. 

3.4 The effect of the use of rapport building behavior on trust 

The use of rapport building behavior was found to have a positive and significant 

effect on trust for the intermediaries in the Mexican ceramics industry. This was not an 

expected effect as it was hypothesized that the Anglo American intermediaries would not 

prefer to engage in rapport building behavior as much as the Mexican and Navajo 

producers. One explanation for this finding is the fact that these intermediaries are fairly 

well acculturated. They are familiar with Mexican values and norms and are comfortable 

adhering to them. Moreover, they are likely to have established firm bonds with 

producers and other family members. 
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3.5 The effect of the use of flexibility with timing behavior on trust 

The use of flexibility with timing behavior has positive and significant effects on 

trust for both the producers and the intermediaries in the Mexican ceramics industry. 

For the producer group, this provides some support for H9 and H9b. However, the 

effect of using this behavior on trust for the Anglo American intermediaries was posited 

to be negative. This is contrary to the hypothesized effect. Hence this finding does not 

support H9 and H9b. Again, these intermediaries are fairly well acculturated into the 

Mexican culture. All of them have an affinity for Mexico and Mexican culture. This 

leads them to appreciate the Mexican's polychronic conceptualization of time. 

3.6 The effect of the use of formal contracts on trust 

There were no significant effects found for the use of formal contracts on trust in 

any of these channel relationships. 
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4. Results Concerning The Relationship Between Trust And The Business 

Performance Outcomes 

The results presented in this section were calculated through the regression of 

trust on each business performance outcome for each of the groups under investigation. 

These results are presented in Table 4-13. 

The only significant effect was shown to be for the effect of trust on the business 

outcome of performance for the group of intermediaries in the Mexican ceramics 

industry. This was a one-item measure of how the respondent perceived the quality of 

his or her own business as compared to four years ago. This result indicates that trust 

has a negative effect on performance. This was not consistent with the HIO. Hence 

there is no support for HIO. Instead this represents evidence that trust may be, in fact, 

detrimental to the success of business relationships. 

D. OTHER FINDINGS 

The survey research provides information that is useful in the development of 

other theoretical models to guide intercultural business interactions. In examining the 

correlation coefiBcients generated for each group (see Tables 4-6, 4-7, 4-8, and 4-9), it 

appears that although trust may not be significantly related to the outcome variables, at 

least three of the communication strategies and/or behavioral adaptations are 
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significantly correlated to the outcome variables. In both producer groups, the use of 

formal contracts is negatively associated with satisfaction (in Mexican ceramics industry " 

r = - . 22, p ~ .05, in the Navajo silver jewelry industry r = -.4, p ~ .05). In the Mexican 

producer group it is also negatively associated with performance (r-= -.22, p ~ .1). This 

research suggests that trust does not mediate this relationship. The story behind this 

may be that if you trust your channel partner, then you don't need a formal contract. 

Hence, formal contracts do not ensure trust, they merely replace it. 

The survey research shows that humor has a significant relationship with 

satisfaction or performance in three of the groups. For the Navajo producers, humor is 

positively correlated with satisfaction (r = .35, p .:S .05). This is in contrast with the 

finding that for the Navajo intermediaries, humor is negatively correlated with 

performance (r = -.26, p ~ .1). Ifwe assume that these producers are dealing with these 

intermediaries, then there is bound to be some discomfort and/or conflict in the 

interaction. Higher levels of satisfaction for one group would imply lower levels of 

performance for the other group. This finding, however, needs to be tempered by the 

reality that the industry as a whole has suffered a downturn. Hence, the correlation is 

likely to be due to the economic environment rather than intermediaries' perceptions. 

The same correlation is positive for the intermediaries in the Mexican industry who have 

experienced higher levels of performance in the past four years. 

The use of rapport building behavior is negatively correlated with satisfaction in 

both the producer groups (in the Navajo silver jewelry industry r = -. 3, p :S_.05, in the 

Mexican ceramics industry r = -. 21, p ~ .1). Rapport building behavior is positively 
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associated with satisfaction for intermediaries in the Navajo silver jeweby industry (r = 

•24, p <.. 1). None of these correlations would follow logically from the arguments 

presented in chapter two. 

Finally, the use of specific language in the interactions was shown to be 

negatively correlated with performance in two of the groups (for Navajo producers r - -

.28, p <. 1 and for intermediaries in the Mexican ceramics industry r = -.93, p < .05). 

While specificity was shown to have no significant effect on the level of trust in the 

relationship, it does have a relationship with the level of performance for two of the 

groups. This may be limited to industries such as these where production is generated 

through artistic inspiration. The Navajo producers not performing well when required to 

fill specific orders and the intermediaries in the Mexican ceramics industry not 

performing well when they give producers specific orders, thus have unfiilfilled 

expectations. 

In the following chapter, I will discuss the strengths and limitations of the survey 

portion of this dissertation. This discussion will shed light on the reasons for the low 

number of significant effects found in the testing of the hypotheses. I will conclude that 

chapter with suggestions for fiiture research. 
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TABLE4-1 

Demographic Characteristics of the Sample 

Industry Avg.# Sole Avg. >80% <20% Family 
of Occu- Income income income in bus. 
years pation in from from 

$1000s industry industry Yes 
Mexican Intermed. 9.33 42% 36% 14% 36% 
Ceramics Producers 5.46 86% 4.4 100% 0% 98% 

Navajo In termed. 25 66% 380 10% 20% 66% 
Silver Producers 19 19% 13 8% 0% 75% 
Jewelry 
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TABLE 4-2 

Percentage Distributions of Items for Intermediaries in the 
Mexican Ceramics Industry 

Strongly_ Strongly 
Disagree Agree 

1 2 3 4 5 
Power 

1. I am in charge of the promotional activities involved in the sales 35.7 7.1 0 21.4 35.7 
of these products. 
2. The producer has a say about which retail outlets I use.(R) 100 0 0 0 0 
3. I am able to acquire inventory as it is needed.(R) 21.4 7.1 21.4 42.9 7.1 
4. This producer does not agree to the terms that I set.(R) 21.4 28.6 21.4 14.3 0 

Acculturation 

1. I understand written Spanish. 0 0 14.3 35.7 50 
2. I understand Mexican humor. 0 0 21.4 14.3 35.7 
3. I can name and describe 5 Mexican cultural traditions. 0 21.4 0 0 78.6 
4. I think Mexican humor is funny. 0 0 21.4 14.3 35.7 

Specificity 

1. This producer makes exactly what I ask him or her to make. 14.3 42.9 42.9 0 0 
2. I can order a specific quantity of items. 14.3 50 35.7 0 0 
3. I can specify the designs for each item. 57.1 7.1 21.4 14.3 0 
4. I do not ask this potter to create special sizes(R) 28.6 50 0 7.1 14.3 
5. To ensure understanding of a special order, I show the potter a 50 28.6 21.4 0 0 
picture of the item. 
6. I can order specific sizes of each item. 35.7 14.3 14.3 28.6 7.1 
7. I do not ask this potter to create special designs. (R) 28.6 35.7 0 21.4 14.3 
8. If the potter doesn't not follow my instructions, I will not buy the 50 28.6 0 7.1 14.3 
items. 
9. I will buy any of the items this potter produces.(R) 28.6 28.6 0 14.3 28.6 
10. If the potter doesn't make exactly what I order, I will not buy 50 50 0 0 0 
anything from him or her. 

Humor 

1. I understand the jokes that this producer makes. 0 0 14.3 42.9 42.9 
2. I think the producer's jokes are funny. 0 0 14.3 42.9 42.9 
3. I believe that the producer thinks that my jokes are funny. 0 0 21.4 21.4 57.1 
4. I frequently joke and laugh with this producer 0 0 14.3 28.6 57.1 
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TABLE 4-2 (continued) 

Percentage Distributions of Items for Intermediaries in the 
Mexican Ceramics Industry 

Strongly Strongly 
Disagree Agree 

1 2 3 4 5 
Flexibility with Timing 

1. I can count on this producer to have my order ready as planned. 7.1 28.6 35.7 28.6 0 
2. I believe this producer places a different value on time than I do. 50 50 0 0 0 
3. This producer is reluctant to complete orders on time. 21.4 57.1 21.4 0 0 

Rapport Building 

1. I am careful to spend time getting to know producers and hearing 0 0 14.3 35.7 50 
about their lives when I meet with them. 
2. I think it is important to discuss the non-work activities of the 21.4 0 0 21.4 57.1 
producers. 

Formality 

1. We negotiate terms and then finalize them in a written contract. 100 0 0 0 0 
2. We feel more comfortable when we make a formal, contractual 100 0 0 0 0 
agreement. 
3. We are better protected when we sign a formal, written contract. 100 0 0 0 0 
4. Formal contracts are necessary in this business. 100 0 0 0 0 
5. We do not bother with formal written contracts.(R) 100 0 0 0 0 
6. We feel more comfortable with informal, verbal agreements.(R) 100 0 0 0 0 
7. There is no added benefit to using a formal, written contract.(R) 100 0 0 0 0 

Trust 

1. I loan this producer money and it gets paid back in the form of 42.9 21.4 7.1 28.6 0 
future pottery production. 
2. I pay the producer in advance for inventory. 21.4 70.1 14.3 42.9 14.3 
3. This producer always keeps his or her word. 0 21.4 28.6 21.4 28.6 
4. I am willing to leave merchandise with this producer to be picked 0 0 42.9 50 7.1 
up later 



TABLE 4-2 (continued) 

Percentage Distributions of Items for Intermediaries in the 
Mexican Ceramics Industry 

Satisfaction 

I. I am satisfied with my business. 
2. I like working with the producers that I deal with. 
3. I am not excited about the future of this business.(R) 
4. I looking forward to the future. 
5. I don't think that my business is going to do well in the future.(R) 
6. It gives me satisfaction to know that consumers enjoy the items 
that I sell. 
7. When I see the look of satisfaction in the eyes of a buyer, I feel 
very good about my work. 

Performance 

Strongly 
Disagree 

1 2 3 

0 7.1 7.1 
0 0 0 
0 0 14.3 
0 0 7.1 
0 0 7.1 
0 0 7.1 

0 0 7.1 
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Strongly 
Agree 

4 5 

35.7 50 
42.9 57.1 
0 85.7 
14.3 78.6 
7.1 85.7 
7.1 85.7 

7.1 85.7 

1. The quality of my business has improved in the last four years. 0 
0 

0 
0 

0 3.1 93.8 
2. I am making higher profits than I was four years ago. 7.1 35.7 50 
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TABLE 4-3 

Percentage Distributions of Items for Producers in the Mexican Ceramics Industry 

Strongly Strongly 
Disagree Agree 

1 2 3 4 5 
Power 

1. This trader tells buyers about my work just as I would. 9.4 0 7.8 6.3 76.6 
2. I set the prices when I sell to this trader. 0 1.6 9.4 6.3 82.8 
3. This trader comes to purchase my work when I am ready to sell it. 3.1 1.6 35.9 9.4 48.5 
4. This trader pays me the prices that I ask for my work. 0 0 20.3 10.9 68.8 
5. This trader gives me the exact terms that I specify 6.3 1.6 42.2 14.1 31.3 
6. This trader advertises the way I would. 4.7 9.4 25 26.6 32.8 
7. This trader pays the going price. 4.7 1.6 14.1 25 54.7 
8. This trader promotes my work the same way I would. 9.4 12.5 14.1 18.8 42.2 

Acculturation 

1. When I meet a trader for the first time, I like to give him or her a 4.7 1.6 18.8 6.3 68.8 
firm handshake. 
2. When I meet a trader for the first time, I feel comfortable looking 7.8 3.1 26.6 7.8 54.7 
into his or her eyes. 
3. I can name and describe S US national holidays. 46.9 35.9 7.8 1.6 4.7 
4. I know about everything that the trader has to do to sell my pottery 53.1 20.3 7.8 3.1 12.5 
in other places. 

Specificity 

1. The trader orders items with specific designs. 10.9 4.7 23.4 12.5 46.9 
2. The trader shows me photos of the types of items he or she want 25 0 42.2 12.5 20.3 
me to make. 

Humor 

1. I understand the jokes that this trader makes. 4.7 3.1 20.3 10.9 60.9 
2. I think the trader's jokes are funny. 0 4.7 10.9 20.3 64.1 
3. I believe that the trader thinks that my jokes are funny. 1.6 3.1 43.8 18.3 29.7 
4. I think that the humor of the people of the United States is funny. 3.1 4.7 32.8 23.4 28.1 

Flexibility with Timing 

1. This trader expects me to work faster than I can. ( R) 53.1 4.7 9.4 18.8 14.1 
2. This trader is very understanding when I don't have an order 57.8 20.3 12.5 1.6 6.3 
ready. 
3. This trader gets upset with me ifl don't have an order ready.(R) 54.7 3.1 17.2 14.1 9.4 
4. This trader is always in a hurry. ( R) 18.8 4.7 18.8 17.2 40.6 
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TABLE 4-3 (continued) 

Percentage Distributions of Items for Producers in the Mexican Ceramics Industry 

Strongly Strongly 
Disagree Agree 

1 2 3 4 5 

Rapport Building 

1. The trader just rushes in and buys the items and rushes out. 37.5 14.1 23.4 12.5 10.9 
2. The trader is always in a hurry. 31.3 7.8 45.8 6.3 7.8 
3. The trader is hard to get to know. 29.7 18.8 23.4 9.4 17.2 

Formality 

1. We negotiate terms and then finalize them in a written contract. 87.5 3.1 4.7 3.1 1.6 
2. We feel more comfortable when we make a formal, contractual 85.9 3.1 6.3 0 4.7 
agreement. 
3. We are better protected when we sign a formal, written contract. 81.3 4.7 0 4.7 9.4 
4. Formal contracts are necessary in this business. 82.8 4.7 4.7 4.7 3.1 
5. We do not bother with formal written contracts.(R) 85.9 3.1 3.1 4.7 3.1 
6. We feel more comfortable with informal, verbal agreements.(R) 68.8 1.6 21.9 4.7 1.6 
7. There is no added benefit to using a formal, written contract. (R) 64.1 6.3 20.3 3.1 4.7 
8. Formal written contracts imply higher levels of 78.1 4.7 9.4 1.6 6.3 
commitment. (R) 

Trust 

1. I give credit to this trader. 48.4 6.3 31.3 7.8 6.3 
2. I trust this trader. 53.1 6.3 31.3 4.7 4.7 

Satisfaction 

1. I am satisfied with my business. 1.6 0 3.1 10.9 82.8 
2. I like working with the clients. 0 0 1.6 1.6 95.3 
3. I am very excited about the future of this business. 1.6 1.6 3.1 14.1 76.6 
4. I think the future of this business looks very good .. 1.6 0 3.1 14.1 79.7 
5. I think that I am paid well. 4.7 7.8 15.6 70.3 1.6 
6. It gives me satisfaction to know that consumers enjoy the items 0 0 0 7.8 92.2 
that I sell. 
7. When I see the look of satisfaction in the eyes of a buyer, I feel 0 0 1.6 3.1 95.3 
very good about my work. 
8. I earn enough for my work. 3.1 1.6 20.3 39.1 34.4 
9. I think that my business is going to progress in the future. 3.1 0 1.6 10.9 82.8 

Performance 

1. I think the quality of my work has improved in the last four years. 0 0 0 3.1 93.8 
2. I am making higher profits than I was four years ago. 0 0 0 7.8 92.2 
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TABLE 4-4 

Percentage Distributions of Items for Intermediaries in the 
Navajo Silver Jewelry Industry 

Strongly Strongly 
Disagre~ Agree 

1 2 3 4 5 
Power 

1. I am in charge of the promotional activities involved in the sales 6 14 8 18 46 
of these products. 
2. I set the prices when I buy from this producer. 18 20 34 16 12 
3. I am the only trader this producer sells to. 46 10 8 18 14 
4. This producer agrees to the terms that I set. 14 4 46 10 16 
5. I can count on this producer to maintain consistent workmanship 8 6 4 22 50 
standards. 

Acculturation 

1. I would feel at home walking through the streets of Chinle, AZ at 2 2 2 8 86 
noon on a weekday. 
2. I can name and describe 5 Navajo cultural traditions. 2 4 4 26 58 
3. When I meet a producer for the first time, I like to give him or her 2 2 0 24 72 
a firm handshake. 

Specificity 

1. I can specify the designs for each item This producer makes exactly 18 4 22 20 32 
what I ask him or her to make. 
2. I do not ask this potter to create special sizes(R) 14 20 16 16 30 
3 .. To ensure understanding of a special order, I show the jeweler a 16 22 14 22 24 
picture of the item. 
4. I do not ask this jeweler to create special designs.(R) 12 8 16 18 42 
5. If the jeweler doesn't make exactly what I order, I will not buy 58 6 20 4 12 
anything from him or her. 

Humor 

1. I frequently joke and laugh with this producer 38 12 6 10 30 
2. I understand the jokes that this producer makes. 32 12 12 14 26 
3. I think the producer's jokes are funny. 24 12 22 14 24 
4. I believe that the producer thinks that my jokes are funny. 38 20 12 4 18 
5. I think that the producer makes fun of me when he or she jokes in 40 18 8 8 18 
his or her lanugage when I don't understand.(R) 
6. I believe that the Navajo have a sense of humor that is unique to 40 18 4 12 22 
their culture. 



150 

TABLE 4-4 (continued) 

Percentage Distributions of Items for Intermediaries in the 
Navajo Silver Jewelry Industry 

Strongly Strongly 
Disagree Agree 

1 2 3 4 5 
Flexibility with Timing (all reverse scaled) 

1. The producer has the items ready for me when I expect them. 14 16 30 18 16 
2. This producer has a hard time understanding the concept of a 34 6 24 6 30 
"deadline". 
3. I believe this producer places a different value on time than I do. 42 18 14 8 10 
4. This producer works erratically. 12 16 28 18 22 
5. This producer works at his or her own pace without regard for my 12 12 12 28 32 
inventory needs. 
6. This producer is reluctant to complete orders on time. 20 22 10 22 22 
7. This producer commonly has my orders ready. 6 22 22 18 28 

Rapport Building 

1. I am careful to spend time getting to know producers and hearing 44 20 26 6 4 
about their lives when I meet with them. 
2. I think it is important to discuss the non-work activities of the 54 20 12 10 4 
producers. 
3. I plan to spend more time with producers than is needed for the 26 12 18 18 20 
transaction because we often spend time talking about other things. 

Formality 

1. We negotiate terms and then finalize them in a written contract. 76 4 4 8 8 
2. I feel more comfortable when we make a formal, contractual 76 4 4 8 8 
agreement. 
3. I am better protected when we sign a formal, written contract. 82 0 6 8 4 
4. Formal contracts are necessary in this business. 90 6 4 0 0 
5. Formal contracts do not imply greater levels of commitment.(R) 92 4 0 0 4 
6. We do not bother with formal written contracts.(R) 74 6 6 2 12 

Trust 

1. I loan this producer money and it gets paid back in the form of 30 8 4 12 46 
future jewelry production. 
2. I am willing to loan this producer money. 26 6 16 8 44 



TABLE 4-4 (continued) 

Percentage Distributions of Items for Intermediaries in the 
Navajo Silver Jewelry Industry 

Satisfaction 

1. I am satisfied with my business. 
2. I like working with the producers that I deal with. 
3. I am not excited about the future of this business.(R) 
4. I looking forward to the future. 
5. I don't think that my business is going to do well in the future.(R) 
6. It gives me satisfaction to know that consumers enjoy the items 
that I sell. 
7. When I see the look of satisfaction in the eyes of a buyer, I feel 
very good about my work. 
8. My profit margins are generally reasonable. 

Performance 

1. The quality of my business has improved in the last four years. 
2. I am making higher profits than I was four years ago. 

Strongly 
Disagree 

1 2 

2 6 
0 2 
8 8 
4 8 
10 6 
0 0 

0 0 

2 8 

12 14 
8 14 

3 

10 
8 
4 
6 
4 
0 

0 

14 

14 
2 
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Strongly 
Agree 

4 5 

34 48 
40 50 
32 48 
26 56 
30 50 
18 82 

18 82 

32 44 

22 38 
44 32 
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TABLE 4-5 

Percentage Distributions of Items for Producers in the 
Navajo Silver Jewelry Industry 

Strongly Strongly 
Disagre~ Agree 

1 2 3 4 5 
Power 

1. This trader tells buyers about my work just as I would. 13.7 15.7 15.7 33.3 21.6 
2. I set the prices when I sell to this trader. 15.7 13.7 9.8 19.6 41.2 
3. This trader resells my work in the shops and galleries that I 23.5 13.7 17.6 23.5 21.6 
indicate. 
4. This trader comes to purchase my work when I am ready to sell it. 15.7 11.8 11.8 33.3 27.5 
5. This trader pays me the prices that I ask for my work. 17.6 19.6 17.6 13.7 31.4 
6. This trader gives me the exact terms that I specify 3.9 23.5 15.7 23.3 33.3 
7. This trader pays the going price. 29.4 17.6 21.6 9.8 21.6 
8. This trader doesn't buy the pieces that I want to sell. 17.6 13 .7 21.6 31.4 15.7 

Acculturation 

1. I would feel comfortable walking through the streets of Phoenix 0 2 13.7 9.8 74.5 
A'Z at noon on a weekday (not in the summer!) 
2. When I meet a trader for the first time, I like to give him or her a 7.8 2 9.8 11.8 62.7 
firm handshake. 
3. When I meet a trader for the first time, I feel comfortable looking 13.7 3.9 9.8 9.8 62.7 
into his or her eyes. 

Specificity 

1. I produce exactly what this trader requests. 15.7 13.7 17.6 27.5 25.5 
2. The trader orders items with specific designs. 5.9 3.9 17.6 25.5 45.1 
3. This trader orders items of specific sizes. 9.8 9.8 5.9 41.2 31.4 
4. Ifl don't follow the trader's instructions, he or she will not buy 29.4 7.8 25.5 27.5 7.8 
my work. 
5. Ifl don't make exactly what this trader orders, he or she will not 15.7 7.8 37.3 27.5 5.9 
buy my work. 
6. This trader buys any items that I create. 21.6 33.3 5.9 17.6 19.6 
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TABLE 4-5 (continued) 

Percentage Distributions of Items for Producers in the 
Navajo Silver Jewelry Industry 

Strongly Strongly 
Disagree Agree 

1 2 3 4 5 
Humor 

1. I commonly joke and laugh with this trader. 0 2 5.9 23.5 68.6 
2. I understand the jokes that this trader makes. 3.9 2 9.8 41.2 43.1 

Flexibility with Timing 

1. This trader doesn't understand when I can't fill an order on time. 11.8 54.9 5.9 3.9 21.6 
2. This trader expects me to work faster than I can. ( R) 11.8 37.3 7.8 7.8 33.3 
3. This trader doesn't understand the unpredictable things that come 9.8 25.5 19.6 7.8 35.3 
up that prevent me form completing an order on time. 
4. This trader is vecy understanding when I don't have an order 13.7 15.7 23.5 29.4 15.7 
ready. 
5. This trader gets upset with me if I don't have an order ready.(R) 3.9 21.6 11.8 17.6 43.1 
6. This trader has unrealistic expectations of my ability to produce. 3.9 31.4 27.5 17.6 17.6 

Rapport Building 

1. The trader is only interested in buying jewelry from me. 21.6 29.4 17.6 7.8 23.5 
2. The trader just rushes in and buys the items and rushes out. 13.7 35.3 11.8 19.6 19.6 
3. The trader is always in a hurcy. 17.6 21.6 23 .5 7.8 29.4 

Formality 

1. We negotiate terms and then finalize them in a written contract. 90.2 9.8 0 0 0 
2. We feel more comfortable when we make a formal, contractual 80.4 13.7 0 2 3.9 
agreement. 
3. We are better protected when we sign a formal, written contract. 82.4 11.8 0 2 3.9 
4. Formal contracts are necessary in this business. 76.5 5.9 0 2 15.7 
5. Formal written contracts do not imply higher levels of 62.7 3.9 5.9 2 25.5 
commitment.(R) 
6. We do not bother with formal written contracts.(R) 90.2 5.9 0 3.9 0 
7. We feel more comfortable with informal, verbal agreements.(R) 82.4 13.7 0 3.9 0 
8 There is no added benefit to using a formal, written contract.(R) 3.9 0 0 15.7 80.4 

Trust 

1. This trader keeps his or her word. 0 2 35.3 39.2 21.6 
2. This trader buys what he or she orders. 7.8 17.6 39.2 31.4 3.9 



TABLE 4-5 (continued) 

Percentage Distributions of Items for Producers in the 
Navajo Silver Jewelry Industry 

Strongly 
Disagree 

1 2 
Satisfaction 

1. I am not excited about the future of this business.(R) 19.6 9.8 
2. I don't think my business is going to do well in the future.(R) 13.7 2 

Performance 

1. I think the quality of my work has improved in the last four years. 3.9 0 
2. I am making higher profits than I was four years ago. 2 3.9 
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Strongly 
Agree 

3 4 5 

9.8 11.8 49 
3.9 17.6 62.7 

0 3.9 90.2 
13.7 17.6 62.7 
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TABLE 4-6 

Correlation Matrix of Intermediaries in the Mexican Ceramics Industry 

(1) (2) (3) (4) (5) (6) (7) (8) (9) 
Formal (1) 1 -.4 .15 .55** .70** -.43 .03 .16 .62** 
Humor (2) 1 .56** .32 -.48* -.33 -.56** - .18 -.74* 

Perform (3) 1 .31 -.46 -.21 -.93*** .40 -.46* 
Power (4) 1 .33 -.46 -.13 .60** .05 

Rapport (5) 1 -.28 .64** -.20 .78** 
Satisfaction (6) 1 .21 .26 -.08 

Specific (7) 1 -.32 .55** 
Timing (8) 1 -.29 
Trust (9) 1 

• p< .1 
** p< .05 
*** p< .001 
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TABLE 4-7 

Correlation Matrix For Producers in the Mexican Ceramics Industry 

(1) (2) (3) (4) (5) (6) (7) (8) (9) 
Formal (1) 1 .02 .04 .24* -.22* -.26** .25** -.07 .27** 
Humor (2) 1 .26** .06 -.09 .19 -.18 -.13 -.05 
Power (3) 1 .00 .07 .14 -.1 - -.34** -.2 

Rapport (4) 1 -.11 -.21* .02 -.4** -.08 
Perform(5) 1 .01 -.2 .18 -.15 

Satisfaction ( 6) 1 -.08 .07 -.06 
Specific (7) 1 .32** .07 
Timing (8) 1 .13 
Trust (9) 1 

*p< .1 
** p< .05 

*** p < .001 
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TABLE 4-8 

Correlation Matrix for Intermediaries in the Navajo Silver Jewelry Industry 

(1) (2) (3) (4) (5) (6) (7) (8) (9) 
Formal (1) 1 .17 -.19 -.13 -.14 -.03 -.29** .00 -.24* 
Humor(2) 1 -.26* -.08 .52** 12 .16 - .22 -.24 
Perfonn(3) 1 .08 .19 .31** .05 -.23 .12 
Power (4) 1 .08 -.22 .23 -.24* .45** 

Rapport (5) 1 .24* .32** .02 -.21 
Satisfaction (6) 1 -.05 .01 -.13 

Specific (7) 1 .10 .15 
Timing (8) 1 -.20 
Trust (9) 1 

*p< .1 
** p< .05 

*** p < .001 
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TABLE 4-9 

Correlation Matrix for Producers in the Navajo Silver Jewelry Industry 

(1) (2) (3) (4) (5) (6) (7) - (8) (9) 
Formal (1) 1 -.6*** -.01 .2 .23* -.4** .06 -.16 -.05 
Humor(2) 1 -.06 .2 .10 .35** .04 .14 .09 

Perform (3) 1 .35** .13 -.03 -.28* .15 .01 
Power (4) 1 .13 .13 -.43** .39** .22 

Rapport (5) 1 -.30** -.14 .14 .13 
Satisfaction(6) 1 -.02 .22 .09 

Specific (7) 1 -.3** -.24* 
Timing (8) 1 .30** 
Trust (9) 1 

*p< .1 
** p < .0 
***p < .001 
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TABLE 4-10 

Cross Tabulation of Power Level and Language Use for Each Group .- ... 

Intermediaries in Navajo Silver Jewelry Industry 

English 
Both Languages 

high power 
16 
0 

medium power 
18 
0 

low power 
13 
3 

Producers in the Navajo Silver Jewelry Industry 

English 
Both Languages 

high power 
8 
2 

medium power 
20 

1 

low power 
15 
0 

Intermediaries in the Mexican Ceramics Industry 

Spanish 
English 

Both Languages 

high power 
0 
0 
0 

medium power 
14 
0 
0 

low power 
0 
0 
0 

Producers in the Mexican Ceramics Industry 

Spanish 
English 

Both Languages 

high power 
5 
0 
1 

medium power 
29 

0 
0 

low power 
27 

1 
0 



Table 4-11 

The Relationship Between Perceptions of Power, Acculturation, and the 
Power/Acculturation Interaction with Channel Processes 

Channel Hyp sign Perceptions of Power/ Acculturation 
Process Power Acculturation 

Interaction 
Mexican 
In termed. 
Specificity + .06 .47 .35 

Humor .21 .54* -.03 
Timing .45 .04 -.50 
Rapport .47 -.26 .34 

Formality + .61 -.27 .06 

Mexican 
Producers 
Specificity -.12 -.12 .08 

Humor + .22** -.12 .34** 
Timing + -.34 -.01 .08 
Rapport + .00 -.02 .01 

Formality .02 -.07 .00 

* p< .1 
** p< .05 

*** p< .001 
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R2 

.25 

.38 

.59 

.24 

.37 

.02 

.18 

.12 

.00 

.00 



Table 4-11 ( continued) 

The Relationship Between Perceptions of Power, Acculturation, and the 
Power/ Acculturation Interaction with Channel Processes 

Channel Hyp Perceptions of Power/ Accultura- R2 

Process sign Power Acculturation tion 
Interaction 

Navajo 
Intermediaries 

Specificity + .38** -.02 -.44** .23 
Humor -.15 .09** .19 .03 
Timing -.31 -.02 .22 .10 
Rapport .02 -.02 -.15 .03 

Formality + -.18 .01 .14 .04 

Navajo 
Producers 
Specificity .18 .04 .07 .19 

Humor + -.45** .42 .26 .21 
Timing + . 33** .14 .30* .17 
Rapport + -.02** .13 .56*** .28 

Formality -.26 -.14 .13 .09 

* p< .1 
** p< .05 

*** p< .001 
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TABLE 4-12 

The Relationship between Language Use and Trust 

Industry Channel Language Freq. in Freq, in 
Member Used Low High 

Trust Trust 

Mexican Ceramics Intermediary Spanish 7 7 
English 0 0 

Both 0 0 

Producer Spanish 34 28 
English I 0 

Both 0 I 

Navajo Silver Jewelry Intermediary English 22 25 
Both 3 0 

Producer English 16 27 
Both I 7 
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TABLE 4-13 

The Relationship between Trust and the Channel Process Variables 

Group Specificity Humor Rapport 

hyp beta R2. hyp beta R2. hyp beta R2. 

sign sign sig 
n 

Mexican 
lntermed. + -.03 .00 .14** .79 

Producer .40 .01 + .29* .08 + -.16 .02 

Navajo 
In termed. + .07 .00 .22 .05 -.18 .03 

Producer -.11 .01 + -.44 .02 + -.36 .12 

* p~ .1 
** p~ .05 

*** p~ .001 
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TABLE 4-13 (continued) 

The Relationship between Trust and the Channel Process Variables 

Group Flexibility with Timing Use of Formal Contracts 

hyp beta R2 byp beta R2 

sign sign 
Mexican 

In termed. - .81* .66 + 

Producer + .39** .15 .08 .00 

Navajo 
Intermed. - .11 .01 + -.15 .02 

Producer + .09 .01 .11 .01 

* p~ .1 
** p~ .05 

*** p~ .001 
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TABLE 4-14 

The Relationship between Trust and the Business Performance Outcomes 

Industry Channel Business Predicted Trust R2 
Member Performance Sign (beta 

Outcomes coefficient) 
Mexican Intermediaries Performance + -=-.46* .22 

Satisfaction + -.08 .00 
Producer Performance + -.15 .02 

Satisfaction + -.06 .00 
Navajo Intermediaries Performance + .12 .01 

Satisfaction + -.13 .02 
Producer Performance + .02 .00 

Satisfaction + .09 .00 

* p < .1 
** p < .05 

*** p < .001 
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CHAPTER V 

CONCLUSIONS 

A. DISCUSSION 

The purpose of this dissertation was to: (1) identify the channel processes (i.e. 

the communication strategies and behavioral adaptations) that are prevalent in cross-

cultural channel interactions, (2) determine how perceptions of power affect the choice 

of the different channel communication strategies and behavioral adaptations (3) examine 

which communications and behavioral adaptations are used in two distinct intercultural 

channels (i.e. the Navajo silver jewehy industry and the Mexican ceramics industry) (4) 

consider the moderating influence of acculturation on the choices of the different channel 

processes (5) assess the degree of importance of each of the identified channel processes 

on the development of trust in the channel relationship and (6) estimate the relationship 

between the degree of trust and the levels of satisfaction and performance for channel 

members. While many of the communication strategies and behavioral adaptations are 

cited as important in international marketing, and anecdotal examples are offered in the 

standard international marketing textbooks, little empirical research on these processes 

has been published in our journals. 

As outlined in chapter two, ethnographic research reveals that there are 

numerous communication strategies and behavioral adaptations that are prevalent in 
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these intercultural channel interactions. Interview data suggests that these strategies and 

behaviors are essential in the development of trust in a relationship and that trust is an 

essential component of satisfaction and performance. However, the observation data 

suggests that although these communication strategies are prevalent and are viewed to 

be important in the development of trust, trust is not always a necessary precursor to 

satisfying and productive business outcomes. 

Another interesting finding is that the level of power that was assigned to each 

channel member based on the type of products they produce or distribute corresponds to 

the respondents' perceptions of power only in the Navajo silver jewelry industry. For 

intermediaries, the mean scores for perceptions of power for the high power, medium 

power and low power groups are 3.38, 3.24 and 2.96 respectively. Similarly, in the 

group of producers in the Navajo silver jewelry industry, the mean scores for perceptions 

of power for the high power, medium power and low power groups are 4.12, 3.65, and 

2.47 respectively. This firework falls apart for both of the groups in the Mexican 

ceramics industry. The intermediaries all fell into the medium range, however the mean 

score for perceptions of power was 2.34 which is considerable lower than any of the 

other groups. One the other hand, the producers, who were classified into the three 

groups all possessed very high perceptions of power, the means for the three groups 

ranged only between 4.64 and 4.75. 

The survey phase of the research was conducted to support the conceptual model 

developed during the ethnographic phase of the research. In effect, it did serve to tease 
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out the essential communication strategies and behavioral adaptations and to 

quantitatively examine the efifect of trust on the business performance outcomes. 

Although the survey portion of the research did not support many of the 

hypothesized effects proposed in the conceptual framework, the results are informative. 

1. Effects of Power on Language Choice 

Power did not have much of an impact on the language used in the Mexican 

ceramics industry. This is not surprising in that the intermediaries are fairly well 

acculturated and the producers speak little or no English. In the Navajo silver jewehy 

industry, the intermediaries who stated that they used both English and Navajo in their 

interactions had a mean perceptions of power score of 3.3, while those that used only 

English had a mean score of 3.21. These two figures are not significantly different. 

Moreover, the analysis using level of power, suggests that the intermediaries who use 

both languages are in the low power condition. Finally, the mean perceptions of power 

scores for the Navajo producers do fall into the categories suggested by HI. That is, the 

group stating that they use both languages has the highest mean score of (3.42) while the 

group stating that they only use English had a mean score of 3.26. 
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2. Effects for Mexican producers 

Power was shown to have a positive relationship with the use of humor in the 

Mexican ceramics industry for the producers. This suggests that the more powerful 

Mexican producers in this study value sharing humor with their Anglo American channel 

partners. This may not be necessary with producers who perceive lower levels of power. 

Humor was also shown to have positive and significant efifects on the level of trust in 

relationships for these producers. Flexibility with timing behavior also was shown to 

have a positive relationship with the level of trust. Hence, the implication here is that 

being familiar enough with the Mexican culture so that you can understand and use 

humor as well as flexibility with timing behavior is essential in the establishment of 

trusting relationships. Even though trust was not shown to be significantly related to the 

business performance outcomes, it is generally considered to be desirable as indicated by 

the ethnographic analysis. 

3. Effects for the Navajo producers 

Power was shown to have a negative and significant relationship with the use of 

humor in the Navajo silver jewelry industry. This suggests that humor might be a useful 

communication strategy when dealing with Navajo producers who perceive lower levels 

of power, but not with Navajo producers who perceive high levels of power. 
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Power also had a significant and negative effect on the use of specific language. 

This implies that when dealing with a powerfiil Navajo partner, it is best to avoid the use 

of highly specific instructions. This is consistent with the ethnographic findings 

discussed in chapter two of this dissertation. Also consistent with the ethnographic 

findings is the positive and significant effect power has on flexibility with timing 

behavior. The implication of this is that chaimel partners need to be sensitive to the 

Navajo conceptualization of time, especially when dealing with powerfiil partners. Less 

powerfiil partners would not be likely to have many options, hence, cultural sensitivity 

may not be as important. None of the communication strategies or behavioral 

adaptations had significant effects on the level of trust in the channel relationships nor 

did trust have any effect on the business performance outcomes. 

4. Eflects for Intermediaries in the Mexican ceramics industry 

The effects noted for intermediaries in the Mexican ceramics industry include the 

positive effect that the interaction between power and acculturation have on the use of 

humor. Again, this is consistent with the findings in the ethnographic study. Perhaps an 

implication of this is that humor is an important element in acculturation to the Mexican 

culture in this industry. 

While it was not possible to calculate the importance of the effect of the use of 

humor on the level of trust, the survey data showed that both rapport building activities 

and flexibility with timing behavior (which were hypothesized to have the same effects as 
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humor on trust) had significant and positive effects on the level of trust. The 

implications of this for Anglo Americans preparing to do business in Mexico include that 

some cross-cultural understanding, particularly in the areas of timing and appropriate 

topics for humorous exchanges and rapport building activities would be helpful in the 

establishment of trusting relationships. 

The negative efifect of trust on business performance for this group was not 

hypothesized, however, it is interesting. As mentioned in chapter two, in the interview 

data, trust is claimed to be essential in these channel relationships; however, according to 

the observation data, the lack of trust does not impede business activities. This may be 

what is causing this negative efifect. Another possibility is that two of the measures were 

ones that implied advance payment for products. This is a very controversial issue in this 

industry as this behavior is considered by some to be unethical and unfair. Hence, many 

of the intermediaries disagreed with statements that implied that they paid in advance or 

loaned money to producers, while they agreed with some of the other measures of trust. 

This helps explain the low reliability level for trust (r = .63) and the outcome of this 

hypothesis test. 

5. Effects For Intermediaries In The Navajo Silver Jewelry Industry 

For the intermediaries in the Navajo silver jewehy industry, it is useful to note 

that the same interaction observed among the group of intermediaries in the Mexican 

ceramics industry (i.e. the interaction between power and acculturation) has a significant 
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and positive effect on the use of humor. This is consistent with the hypothesized effects 

of power and acculturation on the communication strategies and behavioral adaptations. 

In fact, these are the only two significant effects of that interaction. 

Power and acculturation have significant main effects on the use of specific 

language. The effect of power is positive as was hypothesized. This implies that Navajo 

producers would do well to expect to receive specific instructions fi-om the more 

powerful Anglo American intermediaries. The effect of acculturation was negative. This 

was not hypothesized, however, it makes sense in that the more acculturated one is to 

the Navajo culture, the more one would avoid the use of direct, specific language. 

6. Additional Contributions 

In addition to these insights into the antecedents and consequences of using 

culturally appropriate communication strategies and behaviors, other contributions of 

this dissertation include 1) an examination of business activities that take place with 

individuals fi'om developing economies, 2) an examination of two cultures that have not 

received much, if any, attention in the Marketing literature, 3) an examination of 

communication strategies and behavioral adaptations that all, with the exception of 

contractual format, have been shown to be significantly related to either power and 

acculturation or trust, and 4) an extension of the work that has been done on trust in 

channel relationships. 
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B. LIMITATIONS 

As with all research, this study is not without limitations. First of all, the 

industries that were examined were not huge Fortune 500 company type industries. 

Some may argue that the results are not generalizable to the corporate world. However, 

the relationships examined here are between individuals from different cultures, hence, it 

can be argued that as long as the business interaction takes place between individuals, it 

may well be a useful analysis. 

The sample sizes were relatively small for each group. This was particularly 

problematic for intermediaries in the Mexican ceramics industry. Moreover, the samples 

were likely to have been very unbalanced due to non-response bias. For example, it was 

very difiScult to get producers in the high end of both industries to participate in the 

survey research. Individuals from this category were very cooperative during the 

ethnographic phase of the research. They had time, usually forty-five to seventy-five 

minutes to sit and discuss various aspects of their work and agreed to be recorded. This 

may have been the case because the high end producers have been interviewed by 

journalists and authors who publish in the popular press and these producers thought that 

some good publicity might be generated through their cooperation. However, they did 

not have time, usually ten to fifteen minutes, to answer the questions on the survey. 

The surveys were met with much more resistance. Perhaps the Navajo producers 

perhaps were reluctant to complete the questionnaires because they may have seemed 

formal and somewhat like the governmental forms that they are all too familiar with. In 
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the Mexican ceramics industry, the producers, in general, were a bit intimidated by the 

survey. They felt like they were taking a test. They had to be reassured that there were 

no wrong answers. The high end producers in the Mexican context were gracious and 

completed the questionnaires, but th^ were more demanding than the low end 

producers about knowing the purpose of the survey and the timeline for the publication 

of the dissertation and the possibility and timeline of publication of other promotional 

materials. The low end producers appeared to be happy to finally have a voice and were 

much more willing and enthusiastic about completing the questionnaire. 

The intermediaries in the Mexican ceramics industry were, for the most part, very 

cooperative. However, there is one intermediary who is said to be the buyer of sixty 

percent of the ceramics products, who would not respond to any form of communication 

from me. Therefore, unfortunately, he was not included in the survey. Many of the 

anecdotes that are in the interview data from the Mexican ceramics industry are about 

this particular intermediary. According to the anecdotal evidence, his behavior is not 

consistent with that of the other intermediaries. Hence, this could be interpreted as the 

elimination of an outlier in the sample. Nonetheless, the data set does not seem complete 

without his input. 

Among intermediaries in the Navajo silver jewelry industry, the response rate was 

extremely low. Only twenty percent of those who received the survey from the first 

mailing completed and returned it. Sbcteen, or thirty-two percent of the survey 

questionnaires were collected by me in person. That is, I went to the distributor and 

pleaded for cooperation until I got it. There were a number of distributors that simply 
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would not fill out the questionnaire. They gave excuses ranging fi'om not having 

enough time to not feeling comfortable sharing the information. One intermediary 

actually stated that even if he did fill out the questionnaire, it would all be lies. 

The identities of the intermediaries were usually attached to the completed survey 

questionnaire, although in a couple of cases, the respondent simply tore off the first page 

that requested classification information. This may have been done in order to remain 

anonymous. Many of the respondents that were identifiable have been in the business for 

a long time and have established reputations as being honest reputable business people. 

Hence, perhaps those intermediaries who had nothing to be ashamed of were those who 

completed and returned the questionnaires and the less reputable intermediaries were 

therefore not properly represented in the sample. It is noteworthy that this is the group 

that I had the most amount of trouble getting information fi'om. This was contrary to 

expectations as there are a number of organizations that these individuals belong to and 

their addresses are available in membership directories for these organizations. I had 

planned a straightforward mailing of the questionnaire for this group, and yet it turned 

out to be the group that required the most prodding. In short, I think the resistance to 

participation is notable and it probably did skew the results. 

C. FUTURE RESEARCH 

Certainly the additional findings regarding the significant relationships between 

the channel processes and the outcome variables mentioned at the end of chapter four 
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merit further research. It is important to fiilly understand how these variables: the use of 

the appropriate language, specificity, humor, rapport building behavior, and contractual 

formats work to produce higher or lower levels of satisfaction and/or performance for 

these different groups. Why isn't trust a useful mediating variable? Are these culture 

specific phenomena? To what other cultures might these findings also apply? To what 

other industries might these findings also apply? 

Secondly, it would be essential to examine other industries within the Mexican 

and Navajo cultures to see if this research is indeed generalizable beyond the specific 

Mexican ceramics industry and Navajo silver jewelry industry. The Navajo and the 

Mexican cultural groups are not homogeneous and we might find that what works well 

in one type of Navajo or Mexican industry, won't work well in another. 

Third, it would be useful to investigate the importance of these and perhaps other 

commimication strategy and behavioral process variables in the context of other cultures. 

Are some cultures similar enough that they can be combined into a larger segment for 

which some normative guidelines for managers could be written? In the survey portion 

of the research, the hypothesized effects for Navajo and Mexican producers are the 

same. However, in the ethnographic findings the non-verbal communication strategies 

were shown to be different in these two cultural groups. 

Fourth, if indeed cultures are merging as Leavitt argues (1983), what are the long 

term implications for chaimel member in intercultural channels? Are all cultures 

becoming more "Americanized"? A longitudinal study of cultural change in different 

regions might reveal some of the these trends. What aspects of culture are more 
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susceptible to change? How likely is it that communication strategies and behavioral 

adaptations will become unimportant in intercultural channel relationships? 

Fiilh, one area in which this research failed was in the development of 

quantitative measures to assess the prevalence and importance of non-verbal 

communication strategies. This is a very important area and one that is worth of greater 

investigation. These non-verbal strategies are the most difGcult to learn and to learn 

about. People generally don't talk about the importance of these communication 

differences, yet they reveal powerful messages about who the participants are and how 

much they know about the cultures they are dealing with. For example, a Navajo 

producer who meets an Anglo intermediary for the iBrst time and receives a very firm 

handshake from this intermediary will automatically know that this intermediary is either 

unaware of Navajo ways or insensitive or both. Yet the measurement of such 

communication strategies so far is limited to observational methods. Hence, it is difficult 

to generate powerful, generalizable find'mgs with regards to these non-verbal 

communication strategies. 
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Power 

Acculturation 

Specificity 

APPENDIX A-1 

SCALE ITEMS FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

Final Scale Items 

1. I am in charge of the 
promotional activities involved in 
the retail sales of these products. 
2. The producer has a say about 
which retail outlets I use (R) 
3. I am able to acquire inventory 
as it is needed. 
4. This producer does not agree 
to the terms that I set. 

Adapted from Frazier 
and Rody (1991) 

1. I understand written Spanish. New Scale 
2. I can name and describe five 
Mexican cultural traditions. 
3. I understand Mexican humor. 
4. I think Mexican humor is 
funny. 

1. This producer makes exactly New Scale 
what I ask him or her to make. 
2. I can order a specific quantity 
of items. 
3. I can specify the designs for 
each item. 
4. I do not ask this potter to 
create special sizes. (R) 
5. To ensure an understanding of 
a special order, I show the potter 
a picture of the item. 
6. I can order specific sizes of 
each item 
7. I do not ask this potter to 
create special designs. (R) 
8. If the potter does not follow 
my instructions, I will not buy 
the items. 
9. I will buy any of the items this 
potter produces. (R) 
10. If the potter doesn't make 
exactly what I order, I will not 
buy anything from him or her. 
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Construct 

Humor 

Rapport 

APPENDIX A-1 (CONTINUED) 

SCALE ITEMS FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

Final Scale Items Source 

1. I frequently joke and laugh New Scale 
with this producer. 
2. I understand the jokes that the 
producer makes. 
3. I think that most of the 
producer's jokes are funny. 
4. I believe that the producer 
finds humor in the jokes that I 
share with him or her. 

1. I am careful to spend time 
getting to know producers and 
hearing about their lives when I 
meet them. 
2. I think it is important to 
discuss the non-work activities of 
the producers. 

New Scale 

Flexibility with Timing 1. I can count on this producer to 
have my order ready as planned. 
2. I believe this producer places 
a different value on time than I 
do. 

New Scale 

3 This producer is reluctant to 
complete orders on time. 

(All Reverse Scaled) 
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Construct 

Formality 

Trust 

APPENDIX A-1 (CONTINUED) 

SCALE ITEMS FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

Final Scale Items Source 

1. We negotiate terms and then New Scale 
finalize them in a written 
contract. 
2. We feel more comfortable 
when we make a formal, 
contractual agreement. 
3. We are better protected when 
we sign a formal, written 
contract. 
4. Formal contracts are 
necessary in this business. 
5. We do not bother with formal 
written contracts. (R) 
6. We feel more comfortable 
with informal, verbal 
agreements. (R) 
7. There is no added benefit to 
using a formal, written contract. 
(R) 
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1. I loan this producer money 
and it gets paid back on the form 
of future pottery production. 

Adapted from Moorman et.al. 
(1993) 

2. I pay the producer in advance 
for inventory. 
3. This producer always keeps 
his or her word. 
4. I am willing to leave 
merchandise with this producer 
to be picked up later. 



Construct 

Satisfaction 

Performance 
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APPENDIX A-1 (CONTINUED) 

SCALE ITEMS FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

Final Scale Items 

1. I am satisfied with my 
business. 
2. I like working with the 
producers that I deal with. 
3. I am not excited about the 
future of this business. 
(R) 
4. I am looking forward to the 
future. 
5. I don't think my business is 
going to do well in the future ( R) 
6. It gives me satisfaction to 
know that consumers enjoy the 
items that I sell. 
7. When I see the look of 
satisfaction in the eyes of a buyer, 
I feel very good about my work. 

1. The quality of my business 
has improved over the last 4 
years. 
2. The profits of my business 
have grown over the last 4 years. 

Adapted from Behmann and 
Perrault (1984) 

Adapted from Mohr and Nevin 
(1990) 
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Power 

Acculturation 

Rapport 

APPENDIX A-2 

SCALE ITEMS FOR PRODUCERS IN THE 
MEXICAN CERAMICS INDUSTRY 

(ENGLISH TRANSLATION) 

Final Scale Items 

1. This trader tells buyers about 
my work just as I would. 
2. I set the prices when I sell to 
this trader. 
3. This trader comes to purchase 
my work when I am ready to sell 
it. 
4. This trader pays me the prices 
that I ask for my work. 
5. This trader gives me the exact 
terms that I specify. 
6. This trader advertises the way 
I would. 
7. This trader pays the going 
price. 
8. This trader promotes my work 
the same way I would. 

1. When I meet a trader for the 
first time, I like to give him or 
her a firm handshake. 
2. When I meet a trader for the 
first time, I feel comfortable 
looking into his or her eyes. 
3. I can name and describe 5 US 
national holidays. 
4. I know about everything that 
the trader has to do to sell my 
pottery in other places. 

1. The trader just rushes in and 
buys the items and rushes out. 
2. The trader is always in a 
hUTI)'. 
3. The trader is hard to get to 
know. 

Adapted from Frazier 
and Rody (1991) 

New Scale 

New Scale 
(Reverse Scaled) 
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Flexibility with Timing 

Formality 

Trust 

APPENDIX A-2 (CONTINUED) 

SCALE ITEMS FOR PRODUCERS IN THE 
MEXICAN CERAMICS INDUSTRY 

(ENGLISH TRANSLATION) 

Final Scale Items Source 

1. This trader expects me to work New Scale 
faster than I can. (R) 
2. This trader is vecy 
understanding when I don't have 
an order ready. 
3. This trader gets upset with me 
ifl don't have an order ready. 
(R) 
4. This trader is always in a 
hUfl)'. ( R) 

1. We negotiate terms and then New Scale 
:finalize them in a written 
contract. 
2. We feel more comfortable 
when we make a formal, 
contractual agreement. 
3. We are better protected when 
we sign a formal, written 
contract. 
4. Formal contracts are 
necessary in this business. 
5. We do not bother with formal 
written contracts. (R) 
6. We feel more comfortable 
with informal, verbal 
agreements. (R) 
7. There is no added benefit to 
using a formal, written contract. 
(R) 
8. Formal written contracts 
imply higher levels of 
commitment. (R) 
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1. I give credit to this trader. 
2. I trust this trader. 

Adapted from Moorman et.al. 
(1993) 
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Satisfaction 

Performance 
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APPENDIX A-2 (CONTINUED) 

SCALE ITEMS FOR PRODUCERS IN THE 
MEXICAN CERAMICS INDUSTRY 

(ENGLISH TRANSLATION) 

Final Scale Items 

1. I am satisfied with my 
business. 
2. I like working with the 
clients. 
3. I am very excited about the 
future of this business. 
4. I think the future of this 
business looks very good .. 
5. I think that I am paid well. 
6. It gives me satisfaction to 
know that consumers enjoy the 
items that I sell. 
7. When I see the look of 
satisfaction in the eyes of a buyer, 
I feel very good about my work. 
8. I earn enough for my work. 
9. I think that my business is 
going to progress in the future. 

1. I think the quality of my work 
has improved in the last four 
years. 
2. I am making higher profits 
than I was four years ago. 

Adapted from Behmann and 
Perrault (1984) 

Adapted from Mohr and Nevin 
(1990) 
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Power 

Acculturation 

Specificity 

APPENDIX A-3 

SCALE ITEMS FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Final Scale Items 

1. I am in charge of the 
promotional activities involved in 
the retail sales of these products. 
2. I set the prices when I buy 
from this producer. 
3. I am the only trader this 
producer sells to. 
4. This producer agrees to the 
terms that I set. 
5. I can count on this producer 
to maintain consistent 
workmanship standards. 

Adapted from 
Frazier and Rody (1991) 

1. I would feel at home walking New Scale 
through the streets of Chinle, AZ 
at noon on a weekday. 
2. I can name and describe five 
Navajo cultural traditions. 
3. When I meet a producer for 
the first time, I like to give him 
or her a firm handshake. (R) 

1. I can specify the designs for New Scale 
each item. 
2. I do not ask this jeweler to 
create special sizes. (R) 
3. To ensure an understanding of 
a special order, I show the 
jeweler a picture of the item. 
4. I do not ask this jeweler to 
create special designs. (R) 
5. If the jeweler doesn't make 
exactly what I order, I will not 
buy anything from him or her. 
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Construct 

Humor 

Rapport 

APPENDIX A-3 (continued) 

SCALE ITEMS FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Final Scale Items Source 

1. I frequently joke and laugh New Scale 
with this producer. 
2. I understand the jokes that the 
producer makes. 
3. I think that the producer's 
jokes are funny. 
4. I believe that the producer 
finds humor in the jokes that I 
share with him or her. 
5. I think that the producer 
makes fun of me when he or she 
jokes in his or her language when 
I don't understand. (R) 
6. I believe that the Navajo have 
a sense of humor that is unique to 
their culture. 

1. I am careful to spend time New Scale 
getting to know producers and 
hearing about their lives when I 
meet them. 
2. I think it is important to 
discuss the non-work activities of 
the producers. 
3. I plan to spend more time 
with producers than is needed for 
the transaction because we often 
spend time talking about other 
things. 

186 



Construct 

APPENDIX A-3 ( continued) 

SCALE ITEMS FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Final Scale Items 
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Flexibility with Timing 1. The producer has the items 
ready for me when I expect them. 
2. This producer has a hard time 
understanding the concept of a 
"deadline". 

New Scale 

Formality 

Trust 

3. I believe this producer places 
a different value on time than I 
do. 
4. This producer works 
erratically. 
5. This producer works at his or 
her own pace without regard for 
my inventory needs. 
6. This producer is reluctant to 
complete orders on time. 
7. This producer commonly 
doesn't have my orders ready. 

1. We negotiate terms and then 
finalize them in a written 
contract. 
2. I feel more comfortable when 
we make a formal, contractual 
agreement. 
3. I am better protected when we 
sign a formal, written contract. 
4. Formal contracts are 
necessary in this business. 
5. Formal contracts do not imply 
greater levels of commitment 
than informal agreements. 
6. We do not bother with formal 
written contracts. (R) 

1. I loan this producer money 
and it gets paid back on the form 
of future jewelry production. 
2. I am willing to loan this 
producer money. 

(All Reverse Scaled) 

New Scale 

Adapted from Moorman et.al. 
(1993) 
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Satisfaction 

Performance 
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APPENDIX A-3 ( continued) 

SCALE ITEMS FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Final Scale Items 

1. I am satisfied with my 
business. 
2. I like working with the 
producers that I deal with. 
3. I am not excited about the 
future of this business. 
(R) 
4. I am looking forward to the 
future. 
5. I don't think my business is 
going to do well in the future ( R) 
6. It gives me satisfaction to 
know that consumers enjoy the 
items that I sell. 
7. When I see the look of 
satisfaction in the eyes of a buyer, 
I feel very good about my work. 
8. My profit margins are 
generally reasonable. 

1. The quality of my business 
has improved over the last 4 
years. 
2. The profits of my business 
have grown over the last 4 years. 

Adapted from Behmann and 
Perrault ( 1984) 

Adapted from Mohr and Nevin 
(1990) 
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Power 

Acculturation 

APPENDIX A-4 

SCALE ITEMS FOR PRODUCERS IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Final Scale Items 

1. This trader tells buyers about 
my work just as I would. 
2. I set the prices when I sell to 
this trader. 
3. This trader resells my work in 
the shops and galleries that I 
indicate. 
4. This trader comes to purchase 
my work when I am ready to sell 
it. 
5. This trader pays me the prices 
that I ask for my work. 
6. This trader gives me the exact 
terms that I specify. 
7. This trader pays the going 
price. 
8. This trader doesn't buy the 
pieces that I want to sell. ( R) 

Adapted from Frazier 
and Rody (1991) 

1. I would feel at home walking New Scale 
through the streets of Phoenix, 
AZ at noon on a weekday (not in 
the summer!). 
2. When I meet a trader for the 
first time, I like to give him or 
her a firm handshake. 
3. When I meet a trader for the 
first time, I feel comfortable 
looking into his or her eyes. 
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Specificity 

Rapport 

Flexibility with Timing 

APPENDIX A-4 ( continued) 

SCALE ITEMS FOR PRODUCERS IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Final Scale Items Source 

1. I produce exactly what this New Scale 
trader requests. 
2. This trader orders items with 
specific designs. 
3. This trader orders items with 
specific sizes. 
4. Ifl don't follow the trader's 
instructions, he or she will not 
buy my work. 
5. Ifl don't make exactly what 
this trader orders, he or she will 
not buy my work 
6. This trader buys any items I 
create. ( R) 

1. The trader is only interested in New Scale 
buyingjeweliy from me. (All reverse scales) 
2. The trader just rushes in and 
buys the items and rushes out. 
3. The trader is always in a 
huny. 

1. This trader doesn't New Scale 
understand when I can't fill an 
order on time. 
2. This trader expects me to 
work faster than I can. 
3. This trader doesn't 
understand the unpredictable 
things that come up that prevent 
me from completing an order on 
time. 
4. This trader is veiy 
understanding when I don't have 
an order ready. 
5. This trader gets upset with me 
ifl don't have an order ready. 
7. This trader has unrealistic 
expectations of the my ability to 
produce. 

(All reverse scales) 
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Construct 

Formality 

Trust 

Satisfaction 

Performance 
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APPENDIX A-4 ( continued) 

SCALE ITEMS FOR PRODUCERS IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Final Scale Items Source 

1. We negotiate terms and then New Scale 
finalize them in a written 
contract. 
2. We feel more comfortable 
when we make a formal, 
contractual agreement. 
3. We are better protected when 
we sign a formal, written 
contract. 
4. Formal contracts are 
necessary in this business. 
5. Formal contracts do not imply 
greater levels of commitment 
than informal agreements. (R) 
6. We do not bother with formal 
written contracts. (R) 
7. We feel more comfortable 
with informal, verbal 
agreements. ( R) 
8. There is no added benefit to 
using a formal, written contract. 
(R) 

1. This trader keeps his or her 
word. 
2. The trader buys what he or 
she orders. 

1. I am not excited about the 
future of my business. ( R). 
2. I don't think my business is 
going to do well in the future ( R) 

1. The quality of my business 
has improved over the last 4 
years. 
2. The profits of my business 
have grown over the last 4 years. 

Adapted from Moorman et.al. 
(1993) 

Adapted from Behmann and 
Perrault (1984) 

Adapted from Mohr and Nevin 
(1990) 



APPENDIX B-1 

CONSENT FORM USED FOR ANGLO AMERICAN INTERMEDIARIES 
AND NAVAJO PRODUCERS 

CONSENT FORM 

I AM BEING ASKED TO READ OR LISTEN TO THE FOLLOWING MATERIAL TO ENSURE TiiA T I AM INFORMED 
OF THE NATURE OF THIS RESEARCH STUDY AND OF HOW I WILL PARTICIPATE IN IT. IF I CONSENT TO DO 
SO, SIGNING THIS FORM WILL IND I CA TE TiiA TI HA VE BEEN SO INFORMED AND TiiA TI GIVE MY CONSENT. 
IT IS IMPORTANT TIIAT I KNOW THE NATURE OF THE RESEARCH PROJECT SO TIIAT I CAN DECIDE TO 

PARTICIPATE OR NOT PARTICIPATE IN A FREE AND INFORMED MANNER. 

I am being invited to participate in this research project because I am a producer or an intermediary in either the American Indian 
Arts and Crafts or the Mata Ortiz ceramics industry. Approximately 200 consultants like me are involved in this project. 

If I agree to participate, I will be asked to' complete the accompanying survey questionnaire. I also understand that I will receive a 
copy of the final written report when the research is completed. lbis may be useful to me as I evaluate the way I conduct 
business. 

I understand that the information I provide to the researcher will be strictly confidential. I understand that a pseudonym will be 
used in reference to me in written reports. I understand that the information that I share with the researcher will not be shared with 
my channel partners or competitors or anyone not listed in the next paragraph. 

The final report will be read by academics in the fields of marketing and anthropology. The researcher, Elisabeth (Lissa) Gilster; 
her advisors: Drs. Melanie Wallendort: Bernard Jaworski, Christopher Puto, Nancy Parezo; journal editors and reviewers will be 
the only individuals who will have access to the data. 

I understand that it may take one-half hour to complete the survey. I am prepared to spend that amount of time completing it. 

I understand that I may ask questions at anytime and that I am free to withdraw from the project at any time without causing bad 
feelings. My participation in the project may be ended by the researcher for reasons that would be explained. New information 
developed during the course of the study which may affect my willingness to continue will be given to me as it becomes available. 
I understand that this consent form will be filed in an area with access restricted to the researcher or an authorized represenutive 
of the Marketing department. I understand that I do not give up any of my legal rights by signing this form. A copy of this signed 
consent form will be given to me. 

Consultant 's signature 

Date 

I have carefully explained the nature of the study to the consultant. I hereby certify that to the best ofmy knowledge the 
consultant clearly understands the nature, demands and benefits involved in his or her participation. His/her signature is leg::dly 
valid. A medical problem, or language or educational barrier has not precluded this understanding. 

Researcher's signature 
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APPENDIX B-2 

CONSENT FORM USED FOR MEXICAN PRODUCERS 

DOCUMENTO DE CONSENTIMIENTO 

Me invita a participar en este proyecto porque yo trabajo en la industria de ollas en Mata Ortiz Mexico. 
Aproximadamente 200 personas como yo estan participando. 

Si yo participo en este estudio, contestare las preguntas en la encuesta. Comprendo que recibire un resumen de! 
estudio cuando esta completo la investigaci6n. Este puede ser util para mis negocios. 

Comprendo que la informaci6n que yo comparto seni totalmente confidencial. Si algo en el reporte se refiere a mi, 
comprendo que el investigador usara un seud6nimo. Comprendo que la informaci6n que yo comparte no sera 
compartido con ninguna persona que no esti nombrado en el pirafo sigiente. 

El reporte sera leido de academicos en los areas de mercadeo y antropologia. El investigador, Elisabeth (Lissa) 
Gilster; sus profesores: Drs. Melanie Wallendorf, Bernie Jaworski, Christopher Puto y Nancy Parezo; las redactores y 
revisores de las revistas y peri6dicos academicos seran las unicas personas que tendran libertad mirar los datos. 

Yo comprendo que me demorara una media hara cumplir la encuesta. Puedo pasar este tiempo haciendolo. 

Yo entiendo que yo puedo hacer preguntas cuando quiero y que puedo retirar de! proyecto cuando quiero. Mi trabajo 
en el proyecto puede ser terminado del investigador por razones que seran explicados. Informaci6n nuevo que 
aprendemos durante el estudio que puede afectar mi deseo participar sera provisto. Comprendo que este documento 
de consentimiento sera puesto en el archivo cerrado en el departamento de Mercadeo en la Universidad de Arizona. 
Entiendo que yo no pierdo ninguno de mis derechos legales cuando firmo este documento. Yo comprendo que me va 
a dar una copia de este documento. 

Fecha Firma de! artista 

Yo he explicado la esencia de este estudio a la artista. Yo certifico que el artista sabe cuales son las demand as y 
beneficios de cumplir la encuesta. La firma del artista es valido. Ninguna problema medical, educacional o linguistica 
ha impedido la comprehesi6n del contenido de este documento. 

Firma del investigador 
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APPENDIX C-1 

QUESTIONNAIRE USED FOR NAVAJO PRODUCERS, 

Name of producer _____ _ 

Name of producer ' s business _____ _ 

Age ____ _ 

Years in the Arts and Crafts business ___ _ 

Years producing Navajo silver jewelry products __ _ 

Other occupations ______________ _ 

Educ:ition: 
#years 

High school_ 
University __ 
Grad.school __ 

Parencs' occupational background ___________ _ 

Parencs' education: Mother 
#years 

High school __ 
University __ 

Grad.school __ 

#years 
Father High school __ 

University __ 
Grad.school_ 

Annual Income from sales of Navajo silver jewelry to the buyer you sell the most to ___ . 

Annual Income from Navajo silver jewelry __ _ 

Annual Income from other activities __ _ 

Total Annual Income ___ _ 

If you would prefer to not provide the above figures regarding income, please stale roughly what percentage of your total income comes 
from the sales of Navajo silver jewelry 
to the buyer you sell the most to ....................... ............ ... ... ... ... ..... . __ _ 
your total income comes from the sales of Navajo silver jewelry ..... __ _ 
your total income from all occupations ..... ....... .... ..... ............ ... .. ... ··---· 

Which organizations do you belong to? 

lACA. .... . 
SWAIA. ... . 
Other .. .. . __ 

Family members in the business yes_ no_ 

Ifyes, describe what relationship they have to you as family members. ______________ _ 

Ifyes, describe what role they play in your business. ____________________ _ 
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APPENDIX C-1 (continued) 

QUESTIONNAIRE USED FOR NAVAJO PRODUCERS 

In responding to the following questions, please focus on the Anglo tr:lder with whom vou do the most business. If the question is not 
applic:ible, pleise leave a blank. 

Narne,ofthis Anglo trader ________ _ 

Section 1 - Marketing Decisions 

!. 

2. 

3. 

4. 

5. 

6. 

7. 

I set the prices when I sell to this trader. 

This trader tells buyers about my woric just as 
I would. 

This trader resells my woric in the shops and 
galleries that I indicate. 

This trader comes to purchase my work when I 
am ready to sell it. 

This trader pays me the prices that I ask for 
my work 

This trader gives me the exact terms that 
I specify. 

This trader pays the going price. 

8. This trader doesn 't not buy the pieces 
I want to sell. 

9. This trader represents my work as I wish. 

10. This trader promotes my work as I wish. 

11. I give credit to this trader. 

Section 2 - Orders 

!. 

2. 

3. 

I produce exactly what this trader requests. 

I commonJy fill orders for a specific 
quantity of items for this trader. 

I believe that this trader places a different 
value on time than I do. 

Strongly 
Dis:igree 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

Strongly 
Agree 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 
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APPENDIX C-1 ( continued) 

QUESTIONNAIRE USED FOR NAVAJO PRODUCERS 

Strongly Strongly 
Disagree Agree 

4. This trader doesn't Wlderstand when I can't 4 

fill an order on time. 

5. This trader is commonly in a hurry. 2 4 

6. This trader expects me to work faster than I = · 2 4 

7. This trader doesn't Wlderstand the llllpredictable 4 
things that come up that prevent me from 
completing an order oo time. 

8. This trader is very understanding when 2 4 
I don't have an order ready. 

9. This trader gets upset with me if I don't have 4 
an order re:uiy. 

10. This trader has unre:ilistic expecUtions of 2 4 
my ability to produce. 

11. This trader orders items with specific designs. 2 4 

12. This trader shows me a picture of the exact 4 
type of item she or he w.ints me to make. 

13. This trader doesn' t make any orders for specific 2 4 
quantities of items. 

14. This trader orders items that are specific siz.es. 2 4 

15 . This trader doesn ' t ask me to creue special designs. 2 4 

16. IfI do not exactly follow the instructions I am 2 4 
given, this trader will not buy my work. 

17. This trader buys any items I creue. 2 4 

18. IfI don't make exactly what this trader 2 4 
orders, he or she will not buy anything from me. 

19. This trader buys as much as I want to sell. 2 4 

20. This trader picks up my work at the time 2 4 
we have planned. 
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APPENDIX C-l ( continued) 

QUESTIONNAIRE USED FOR NAVAJO PRODUCERS 

Stronely Strongly 
Disagree Agree 

21. This trader buys what he or she orders. 2 4 

Section 3 -Cultural Issues 

1. When I do business with this trader, we speak in _Navajo _ English _ Other. 

Strongly Strongly 
Disagree Agree 

2. I speak English fluently. 2 4 

3. I understand spoken English. 2 4 

4. I read English. 2 4 

5. I can name and describe 5 U.S. natiooat holidays. 2 4 

6. I would feel perfectly comfortable walking through 2 4 
the streets of Phoenix AZ a.t nooo on a weekday. 

2. I speak Navajo fluently. 2 4 

3. I Wldersta.od spoken Navajo. 2 4 

4. I read Navajo. 2 4 

5. I can name and describe 5 Navajo holidays and/or 2 4 

traditional ceremonies. 

6. I would feel perfectly comfortable walking through 2 4 

the streets of Chinle AZ a.t noon on a weekday. 

7. When I meet a trader for the first time, I like 2 4 
to give him or her a firm handshake. 

8. When I meet a trader for the first time, I feel 2 4 
comfortable looking into his or her eyes. 

9. I Wlderstand everything the trader does in order 2 4 
to re-sell my work 

Section 4 The Business Meetin~ 

1. The trader just rushes in and buys the 2 4 
items and rushes out. 
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APPENDIX C-1 (continued) 

QUESTIONNAIRE USED FOR NA V AJ0 PRODUCERS 

Strongly Strongly 
Disagr~ Agree 

2. The tr.Ider is always in a hurry. 4 

J . The tr.Ider is hard to get to know. 2 4 

4. The trader is only interested in 2 4 
buying jewelry from me. 

5. The trader is like a fiieod or fumily 2 4 
member, he or she spends time asking me 
about things other than work 

6. The tr.Ider is interested in learning 2 4 
about my life and my culture. 

7. When the trader comes by, slhe stays for 2 4 
coffee and/or a meal. 

8. The trader knows and asks about my furnily 2 4 
members. 

9. I commonly joke and laugh with this tr.Ider. 2 4 

10. I undcrstand the jokes that this trader makes . 2 4 

I I. I think that the jokes that this trader makes 2 4 
are funny. 

12. I think that this trader makes fun of me when 2 4 
he or she jokes in his or her language .,,,hen 
I don't undcrstand. 

13 . I believe that the producer finds hwnor in 2 4 
the jokes that I share with him or her. 

14. I believe that the Anglos have a sense of 2 4 
humor that is unique to their culture. 

If you agree with I 4, then answer 15 & I 6. 
!f not, go on to the next section. 

15. I understand Anglo hwnor. 2 4 

16. I think Anglo humor is funny. 2 4 
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APPENDIX C-l (continued) 

QUESTIONNAIRE USED FOR NAVAJO PRODUCERS 

Imagine a trader arrives at your borne or shop and begins ttlking to you and your fumily/neighbors who are there that day. You nuke a 
remark about ooe of the pieces you have to sell. The trader becomes silent for what seems to be a long period of time. 

17. This is: 

18 . This malces you feel: 

Very Very 
Common Uncommon 

Very ' 

Uncomfortable 

2 

2 

4 

4 

Very 
Comforuble 

The trader arrives at your shop to pie.le up some inventory. You offer a gentle handshake he or she grabs and shakes your h.:lnd very 
tightly and firmly. 

Very Very 
Common Uncommon 

19. This is: 2 4 

Very Very 
Uncomfortable Comforuble 

20. This nukes you fee!: l 0 2 4 

Section 5 - Business Outlook 
Strongly Strongly 
Disagree Agree 

1. I am satisfied with my business. 2 4 

2. I like working with the traders that I deal with. 2 4 

3. I think that I am paid well for my work. 2 4 

4. I am not excited about the future of chis business. 2 4 

5. I am looking forward to the future. 2 4 

6. I do not think my business is going to grow in 2 4 
the future. 

7. It gives me satis:fuction to know that conswners 4 
enjoy the items chat I make. 

8. When I see the look of satis:fuction in the eyes 4 
of a consumer, I feel very good about my work. 
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APPENDIX C-1 (continued) 

QUESTIONNAIRE USED FOR NAVAJO PRODUCERS 

Section 6 - Business Performance 

This All 
I. Ple:ise estim:ue the following figures. trader traders 

A ver:ige nwnber of items sold/month in 1990 

A ver:ige nwnber of items sold/month in 1994 

Aver:ige doUar amount of items sold/month in 1990 

A ver:ige doll.a.r amount of items sold/month in 1994 

Strongly Strongly 
Disagree Agree 

2. The quality of my work has improved 4 
over the last 4 yea.rs. 

3. The quality of ihe of the services of this 2 4 
trader has improved over the last 4 ye:irs. 

Section 7 - Communications 

I. We negotiate terms and then finalize them 2 4 5 
in a written contract. 

2. I feel more comfortable when we make a formal, 2 4 

contractual agreement. 

J. I am better protected when we sign a formal, 2 4 
written contract. 

4 . Formal contracts are necessary in this business. 2 4 

5. Formal written contracts do not imply greater 2 4 
levels of commitment than informal agreements. 

6. We do not bother with formal written contracts. 2 4 

7. We feel more comfortable with informal 2 4 5 
verbal agreements. 

8. There is no added benefit to using a formal, 2 4 
written contract. 



APPENDIX C-2 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Name of distributor _____ _ 

Name of distributor's business _____ _ 

Age. ____ _ 

Years in the Arts and Crafts business. ___ _ 

Years purchasing Navajo silver jewelry products __ _ 

Other occupations ______________ _ 

Education: 
#years 

High school_ 
University __ 
Grad.school_ 

Parents' occupational background ___________ _ 

Parents' education: Mother 
#years 

High school __ 
University __ 
Grad.school __ 

#years 
Father High school __ 

University __ 
Grad.school __ 

Annual Income from sales of Navajo silver jewelry from the producer you purchase the most from ___ . 

Annual Income from Navajo silver jewelry ___ _ 

Annual Income from Indian Arts and Crafts ___ _ 

Tot.al Annual Income ___ _ 

If you would prefer to not provide the above figures regarding income, please state roughly what percentage of your tot.al income comes 
from the sales of Navajo silver jewelry 
from the producer you purchase the most from .... .... .... ... ... ... ... .. .. ... __ 
your tot.al income comes from the sales of Navajo silver jewelry ..... __ 
your tot.al income from the sales of Indian arts and crafts .. ......... .. .. __ . 

WJ1ich organizations do you belong to? 

IACA .. .... __ 
SWAIA .... . 
Other .. .. . 

Family members in the business yes_ no_ 

If yes, describe what relationship they have to you as family members. ______________ _ 
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APPENDIX C-2 ( continued) 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY . 

In responding to the following questions, Qlease focus on the Navajo jeweler with whom you do the most business. 
question is not applicable, please leave a blank. 

This jeweler/producer's name is 

Section l - Marketin~ Decisions Strongly Strongly 
Disagree Agree 

1. I set the prices when I buy from 1 2 4 5 
this producer. 

2. I am in charge of the promotional activities 2 J 4 
involved in the retail sales of these products. 

3. The producer has a say about which retail 2 4 
outlets I use. 

4. I am able to acquire inventory as it is needed. · 2 4 

5. I am the only jeweler that this producer sells to. 2 4 

6. This producer agrees to the terms that I set. 2 4 

7. I can count on this producer to maintain consistent 2 4 
workmanship standards. 

8. I loan this producer money and it gets paid back 2 4 5 
in the form of future jewelry production. 

Section 2 - Orders 

I. This producer makes exactly what I ask him 2 4 
or her to make. 

2. I am willing to loan this producer money 2 4 

3. I can order a specific quantity of items. 2 4 5 

4. I can specify the designs for each item. 2 4 

5. I do not ask this jeweler to create specific sizes. 2 4 

6. To ensure understanding of a special order, I show 2 4 
the jeweler a picture of the item(s). 
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APPENDIX C-2 ( continued) 

'QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Strongly Strongly 
Disagree Agree 

7. I can order specific sizes of each item. 2 4 

8. I do not ask this jeweler to create special designs. 2 4 

9. If the jeweler does not f~Uow my instructions, 2 4 
I will not buy the item(s). 

10. I will buy any of the items this jeweler produces. 2 4 

11. If the jeweler doesn't make exactly what I order, 2 3 4 5 
I will not buy anything from him or her. 

12. I can count on this producer to have my order 2 4 
ready as planned. 

13 . Whenever I ask the producer for a specific item, I 2 4 
know that he or she will make it exactly as I ask. 

14. I believe that this producer places a different 2 3 4 
value on time than I do. 

15 . This producer has a hard time understanding the 2 4 
concept ofa "deadline". 

16. This producer has the items ready for me 2 4 

when I expect them. 

17. I pay the producers in advance for inventory. 2 4 

18. This producer works erratically. 2 4 

19. This producer works slowly. 2 4 5 

19. This producer works at his or her own pace without 2 4 5 
regard for my inventory needs. 

20. This producer is reluctant to complete orders in time. 2 4 

21. This producer commonly doesn't have my orders 2 4 
ready. 
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APPENDIX C-2 ( continued) 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Section 3 - Cultural Issues 

1. When I do business with this producer, we speak in _English _Navajo _Other. 

Strongly Strongly 
Disagree Agree 

2. I speak Navajo fluently. 2 4 

3. I understand spoken Navajo. 2 3 4 

4. I read Navajo. 2 4 

5. I can name and describe 5 Navajo cultural traditions. 2 4 5 

6. When I meet a producer for the first time, I like to 2 4 
give her or him a firm handshake. 

7. I would feel at home walking through the streets of 2 4 
Chinle at noon on a weekday. 

8. I understand how much work is involved in the 2 4 5 
production of the work I purchase. 

Section 4 - The Business Meetini: 

1. 1bis producer seems to have a lot of time 2 4 
for chatting about topics unrelated to our 
business activities. 

2. 1bis producer seems surprised when I come in 2 4 5 
and jump right into business. 

3. I am careful to spend time getting to know 2 3 4 
producers and hearing about their lives 
when I meet with them. 

4. I think it is important to discuss the non-work 2 4 5 
activities of the producers. 

5. I plan to spend more time with producers 2 3 4 
than is needed for the transaction because we often 
spend time talking about other things. 

204 



APPENDIX C-2 ( contin. ued) . . 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

6. It takes more time than is necessacy to complete 
a simple transaction. 

Strongly 
Agree 

If you agree with #-0, respond to #7. Ifnot, skip to question #8. 

7. I don't know why it takes so long to complete 
a simple transaction with this producer. 

8. I frequently joke and laugh with this producer. 

9. I understand the jokes that the producer makes. 

IO. I think that the producer's jokes are funny. 

11. I think that the producer makes fun of me 
when he or she jokes in his or her language 
when I don't understand. 

12. I believe that the producer finds humor in the 
0 

jokes that I share with him/her. 

13 . I believe that the Navajo have a sense of humor 
that is unique to their culture. 

If you agree with 13, then answer 14 & 15. 
If not, go on to the next section. 

14. I understand Navajo humor. 

15 . I think Navajo humor is funny. 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

Strongly 
Disagree 

Imagine you are going to pick up some jewelry from a producer. You are invited intD the producer's shop to look :u: the products and 
negotiate terms of sale. As you enter the setting, you talk with the producer and some of his funily members/neighbors who :ire :ilso 
there. You ask a question regarding the production process of the piece of jewelry and when you expect a quick answer you note that 
everyone is sitting silently. 

Very Very 
Common Uncommon 

16. This is: l 2 4 5 
Very Very 

Uncomfortable Comfortable 
17. This makes you feel: 1 2 4 5 
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APPENDIX C-2 ( continued) 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

206 

Imagine you anive at the producers' shop to pick up some inventory. You approach the producer to give him or her a firm 
handshake. He or she offers you his or hand but doesn't hold your hand very firmly. 

Very Very 
Common Uncommon 

18. This is: 2 4 

Very Very 
Uncomfortable Comfortable 

19. This makes you feel: 2 4 

Section 5 - Business Outlook 

Strongly Strongly 
Disagree Agree 

I. I am satisfied with my business. 2 4 

2. I like working with the producers that I deal with. 2 4 

3. My profit margins are generally reasonable. 2 4 

4. I am not excited about the future of this business. . 1 2 4 

5. I am looking forward to the future. 2 4 

6. I don't think my business is going to do well 2 4 
in the future. 

7. It gives me satisfaction to know that consumers 2 4 
enjoy the items that I sell. 

8. When I see the look of satisfaction in the eyes 2 4 
of a buyer, I feel very good about my work. 
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- APPENDIX C-2 ( continued) 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
NAVAJO SIL VER JEWELRY INDUSTRY 

Section 6 - Business Performance 

This All 
I. Please estimate the following figw-es. trader traders 

A ver.i.ge nwnber of items sold/month in l 990 

A ver.i.ge nwnber of items sold/month in l 994 

A ver.i.ge dollar :imount of items sold/month in 1990 

A ver.ige dollar amount of items sold/month in 1994 

Strongly Strongly 
Disagree Agree 

2. The quality of my woric has improved 2 4 
over the last 4 ye:m; . 

3. The quality of the of the services of this 2 4 
trader has improved over the last 4 years. 

Section 7 - Communications 

1. We negotiate tern1S and then finalize them 2 4 
in a written contract. 

2. I feel more comfortable when we make a formal, 2 4 
contractual agreement. 

J. I am better protected when we sign a formal, 2 4 
written contract. 

4. Formal contracts are necessary in this business. 2 4 

5. Formal written contracts do not imply greater 2 4 

levels of commitment than informal agreements. 

6. We do not bother with formal written contracts. 2 4 

7. We feel more comfortable with informal 2 4 
verbal agreements. 

8. There is no added benefit to using a formal, 2 4 
written contract. 

9. This producer always keeps his or her word. 2 4 
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APPENDIX C-3 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

Name of disuibutor _____ _ 

Name of disuibutor's business _____ _ 

Age ____ _ 

Years in the Arts and Crafts business ___ _ 

Y e:irs purchasing from producers in Mata Ortiz __ _ 

Other occupations ______________ _ 

Education: 
#years 

High school_ 
University __ 
Grad.school_ 

Parents' occupational background ___________ _ 

#years #years 
Parents' educ:ition: Mother High school __ Father High school __ 

University__ University __ 
Grad.school__ Grad.school __ 

~ual Income from sales of Mata Ortiz pottery from the producer you purchase the !110st from ___ . 

Annual Income from Casas Grandes pottery 

Annual Income from Arts and Crafts __ _ 

Total Annual Income ___ _ 
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If you would prefer to not provide the above figures regarding income, please state roughly what percentage of your total income comes 
from the sales of Mata Ortiz pottery 
from the producer you purchase the most from ... ...... .............. ........ __ 
your total income comes from the sales of Mata Ortiz pottery ..... __ 
your total income from the sales of arts and crafts .... ... .. ..... . 

Please list any professional organizations to which you belong. 

Family members in the business yes_ no_ 

If yes, describe what relationship they have to you as family members. ______________ _ 

If yes, describe what role they play in your business. ____________________ _ 



APPENDIX C-3 ( continued) 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

In responding to the following questions, please focus on the Mexican potter with whom you do the most business. If the 
question is not applicable, please leave a blank. 

Name of this Mexican producer 

Section 1 - Marketin1:: Decisions Strongly Strongly 
Disagree. Agree 

l. I set the prices when I 2 4 
purchase from this producer. 

2. I am in charge of the promotional activities 2 4 
involved in the retail sales of these products. 

3. The producer has a say about which retail . 2 4 5 
outlets I use. 

4. I am able to acquire inventory as it is needed. 2 4 

5. I am the only trader that this producer sells to. 2 4 5 

6. Ths producer does not agree to the tenns that I set. 2 4 

7. I can count on this producer to maintain high quality 2 4 
workmanship standards. 

8. I loan this producer money and it gets paid back 2 4 
in the form of future pottery production. 

Section 2 - Orden 

1. Ths producer makes exactly what I ask him . I 2 4 
or her to make. 

2. I am willing to leave merchandise with this 2 4 
producer to be picked up later. 

3. I can order a specific quantity of items. 2 4 

4. I can specify the designs for each item. 2 3 4 

5. I do not ask this potter to create special sizes. 2 4 

6. To ensure understanding of a special order, I show 2 4 
the potter a picture of the item(s). 
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APPENDIX C-3 ( continued) 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

Strongly Strongly 
Disagree Agree 

7. I can order specific sizes of each item. 2 4 

8. I do not ask this potter to create special designs. 2 4 

9. If the potter does not follow my instructio~, 2 4 5 
I will not buy the item(s). 

10. I will buy any of the items this potter produces. 2 J 4 

11. If the potter doesn't make exactly what I order, 2 4 

I will not buy anything from him or her. 

12. I can count on this producer to have my order 2 4 

ready as planned. 

13 . Whenever I ask the producer for a specific item, I 2 4 5 
know that he or she will make it exactly as I ask. 

14. I believe that this producer places a different 2 4 
value on time than I do. 

15. This producer has a hard time understanding the 2 4 

concept ofa "deadline". 

16. This producer has the items ready for me 2 4 

when I expect them. 

17. I pay the producers in advance for inventory. 2 4 

18. This producer works slowly. 2 4 

19. This producer works at his or her own pace without 2 4 5 
regard for my inventory needs. 

20. This producer is reluctant to complete orders in time. 2 3 4 

21. This producer never has my orders ready. 2 4 5 
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APPENDIX C-3 ( continued) 

QUESTIONNAIRE0 USED FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

Section 3 - Cultur:t.l Issu~ 

I. When I do business with this producer, we speak in 

Strongly 
Disagree 

2. I speak Spanish fluently. 

3. I understand spoken Spanish. 

4. I understand written Spanish. 

5. I can name and describe 5 Mexican cultural traditions. 

6. When I meet a producer for the first time, I like to 
give her or him a finn handshake. 

7. I (would) feel at home walking through the streets of 
the city of Chihuahua at noon on a weekday. 

8. I understand how much work is involved in the 
production of the work I pur"hase. 

Section 4 - The Business Meetini: 

I. 

2. 

3. 

4. 

5. 

This producer seems to have a lot of time 
for chatting about topics unrelated to our 
business activities. 

This producer seems surprised when I come in 
and jump right into business. 

I am careful to spend time getting to know 
producers and hearing about their lives 
when I meet with them. 

I think it is important to discuss the non-work 
activities of the producers. 

I always plan to spend more time with producers 
than is needed for the transaction because we often 
spend time talking about other things. 

Strongly 
Agree 

2 4 

2 4 

2 4 

2 4 

2 4 

2 3 4 

2 4 

2 4 

2 4 

2 4 

2 4 

2 4 
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APPENDIX C-3 (continued) 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
· MEXICAN CERAMICS INDUSTRY 

Strongly Strongly 
Disagree Agree 

6. It talces more time than is necessary to complete 2 4 
a simple transaction. 

If you agree with #6, respond to #7. 
If not, skip to question #8. 

7. I don't know wliy it talces so long to complete 2 4 
a simple transaction with this producer. 

8. I frequently joke and laugh with this producer. 2 4 5 

9. I understand the jokes that the producer makes. 2 4 5 

10. I think that most of the producer's jokes are funny. 2 4 

11. I think that the producer makes fun of me 2 4 
when he or she jokes in his or her language 
when I don't understand. 

12. I believe that the producer finds humor in the 2 4 
jokes that I share with him/her. 

13. I believe that the' Mexican have a sense of humor 2 4 5 
that is unique to their culture. 

If you agree with 13, then answer 14 & 15. 
If not, go on to the next section. 

14. I understand Mexican humor. 2 4 

15. I think Mexican humor is funny. 2 4 
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APPENDIX C-3 ( continµed) 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

Imagine you are going to pick up some pottery from a producer. You are invited into the producer's home to look at the 
products and negotiate terms of sale. As you enter the setting, you talk with the producer and some of his family 
members/neighbors who are also there. You ask a question regarding the production process of the piece of pottery and 
when you expect a quick answer you note that everyone is.sitting silently. 

16. This is: 

17. This makes you feet: 

Very · 
Common 

2 

Very 
Uncomfortable 

2 

4 

Very 
Uncommon 

5 

Very 
Comfortable 

4 

Imagine you arrive at the producers' shop to pick up some inventory. You approach the producer to give him or her a firm 
handshake. He or she gives you a warm friendly hug. 

18. This is: ' 

19. This makes you feet: 

Very 
Common 

2 

Very 
Uncomfortable 

2 

Section 5 - Business Outlook 
Strongly 
~isagree 

I. I am satisfied with my business. 

2. I like working with the producers that I deal with. 

3. My profit margins are generally reasonable. 

4. I am not excited about the future of this business. 

5. I am looking forward to the future. 

2 

2 

2 

2 

2 · 

4 

Very 
Uncommon 

5 

Very 
Comfortable 

4 

Strongly 
Agree 

4 5 

4 5 

4 

4 

4 
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APPENDIX C-3 (continued) 

· QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

6. I don't think. my business is going to do well 
in the future. 

7, lt gives me satisfaction to know that consumers 
enjoy the items that I sell. 

8. When I see the look of satisfaction in the eyes 
of a buyer, I feel very good about my work. 

Section 6 - Business Performance 

l . Please estimate the following figures. 

Strongly 
Disagree 

2 

2 

2 

Average number of items purchased/month in 1990 __ , 1994 __ 

Average dollar amount ofitems purchased/month in 1990 __ , 1994 __ 

2. 

3. 

Strongly 
Disagree 

The quality of my business has improved over the 
last 4 years. 

The quality of the work of this producer has improved 
over the last 4 years. 

Section 7 - Communications 

l. We negotiate terms and then finalize them 
in a written contract. 

2. We feel more comfortable when we make a formal, 
contractual agr~ment. 

3. We are better protected when we sign a formal, 
written contract. 

4. Formal contracts are necessary in this business. 

5. Formal written contracts do not imply greater 
levels of commitment than informal agreements. 

2 

2 

2 

2 

2 

2 

2 

3 4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

Strongly 
Agree 

Strongly 
Agree 
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6. 

7. 

8. 

9. 

APPENDIX C-3 (continued) 

QUESTIONNAIRE USED FOR INTERMEDIARIES IN THE 
MEXICAN CERAMICS INDUSTRY 

Strongly Strongly 
Disagree Agree 

We do not bother work with formal written contracts. 1 2 3 4 5 

We feel more comfortable with informal, 2 4 5 
verbal agreements. 

There is no added benefit to using a fonnal, 2 3 4 
written contract. 

This producer always keeps his or her word. 2 4 5 
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APPENDIX C-4 

QUESTIONNAIRE 0 USED FOR PRODUCERS IN THE 
MEXICAN CERAMICS INDUSTRY 

Nombre _____________ _ 

Nombre de! negocio _______________ _ 

Edad ____ _ 

A,nos h.l.ciendo ollas para vender ___ _ 

Otro trabajo __________________ _ 

Educaci6n _________ _ 

Trabajo de los padres ______________________ _ 

Educaci6n de los padres ___________ _ 

Ganancia anual total ________________ _ 

Ganancia de ollas, ________ _ 

Ganacia de ollas vendidas al comprador que compra la mayoria de las 

ollas _______ _ 

Hay rniembros de la familia trabajando con ud. ? ___ _ 

Quicnes? ________ _ 

Que haccn? _______ _ 
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APPENDIX C-4. ( continued) 

QUESTIONNAIRE USED FOR PRODUCERS IN THE 
MEXICAN CERAMICS INDUSTRY 

Cuando respooda ud. a las seguient.es pregunt:Ls, piense en un compr:idor principal 

Nombre de! Compr:i.dor 

Secci6n 1 - Res12uestas de! N~ocio 
Nunca Siem pre 

I. Yo decido las precios cuando vendo al comprador. 2 4 

2. El comprador prornueve mi trabajo a los consurnidores 2 4 

como yo lo haria. 

J . El comprador vende mis oilas en las tiendas que yo 2 4 

le digo. 

4. El comprador viene a adquirir mis ollas cuando yo 2 4 
estoy listo venderlas. 

5. El comprador paga los precios que yo digo. 2 4 

6. El comprador me da las condiciones que yo ponga.. 2 4 

7. EI comprador me paga precios justos. 2 4 

9. El comprador me hace propaganda como yo lo ha.go. 2 4 

10. El comprador promueve mi trabajo como yo. 2 4 

II. Yo cloy credit.a a mi comprador. 2 4 

12. Yo le fio a mi comprador. 2 4 

Seccion 2 - Pedfdos 

1. El comprador puede adquirir lo que 2 4 

el desea.. 

2. Yo ha.go pedidos para una cantidad determinada 2 4 

de ollas para mi comprador. 

J . Yo creo que mi comprador vale como pasa el 2 4 

tiempo diferente que yo. 

4. EI comprador no entiende cuando no puedo complir 2 4 

un pedido a tiempo. 

5. EI comprador siempre tiene prisa. 2 4 
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6. 

7. 

8. 

9. 

10. 

II. 

12. 

13 . 

14. 

15 . 

16. 

17. 

18. 

19. 

21. 

APPENDIX C-4 ( continued) 

QUESTIONNAIRE USED FOR PRODUCERS IN THE 
MEXICAN CERAMICS INDUSTRY 

Nunc:i Siem pre 

El comprndor quiere que yo tr:lbaje mis a prisa que 4 
yo puedo. 

El comprndor no enriende las cos:is que pasen para 4 
cumplir coo el pedido. 

El comprndor me comprende cuando no tengo el pedido. 4 

El comprndor se molesta coomigo si no tengo 4 
su pedido listD a tiempo. 

El comprndor tiene idea de cuantos olbs puedo hacer. 4 

El comprndor pide ollas con dibujos a su gusto. 2 4 

El comprndor ~ muestra una foto de! tipo de olla 2 4 
que quiere que yo haga. 

El comprndor hace pedidos por c:mtidades det..emiro.chs 4 
de ollas. 

El comprador hace pedidos por ollas de tam:J.iios distintos. 2 4 

Si yo no le hago caso, el comprador no compra nada. 4 

El compr:ldor adquiere todas las olbs que yo hago. 2 4 

Si yo no hago e.xa.ctamente lo que pide el comprador, 4 
no compra nada de mi. 

El comprador se queda con todo lo que yo quiero venderle. 4 

El comprndor Uega a recoger mi tr:lbajo en la hara que 2 4 
est:uvirnos de acuerdo. 

El comprndor compra todo lo que encarga. 2 4 
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APPENDIX C-4 (continued) 

QUESTIONNAIRE USED FOR PRODUCERS IN THE 
MEXICAN CERAMICS INDUSTRY 

Seccion 3 - Asuntos Culturales 

I. Cuando veo al romprador, habbmos en _ingles esp:mol. 

Nunc;i Siem pre 

2. YO hablo ingles 2 4 

3. Yo entiendo ingles hablado. 2 4 

4. Yo leo en ingles. 2 4 

5. Yo hablo espanol. 2 4 

6. Yo encicndo espanol hablado. 2 4 

7. Yo leo en espanol. 4 

8. Yo puedo nombrar y describir 5 di.as de 2 4 
de fiesta de las EEUU. 

9. Yo sentiria rompletamente comodola 4 

po.se:uido por las calles de Phoenix, 
AZ. al rnediodia. 

10. Cuando encuentro con un romprador por 2 4 
la primera vez, me gusta estrechar la 
mano fumarnente. 

IL Cuando me encuentro un comprador por 4 
la primera vez, me siento bien mir.irle/la 
direct:unente en las ojos. 

12. Yo se todo lo que ha.ce el comprador 
para vender mis ollas en ooos lugares . 

Seccion 4 - El Encuentro Commercial 

I. El romprador llega de pronto y sale rapido. 2 4 

2. El comprador sicmpre anda apur:ido. 4 

3. Es dificil llegar a conocer el compr:i.dor. 

4. El comprador esta interesado soL:imente en 2 4 
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5. 

6. 

7. 

8. 

9. 

IO. 

II . 

12. 

13. 

14. 

15. 

APPENDIX C-4 ( continued) 

QUESTIONNAIRE USED FOR PRODUCERS IN THE 
MEXICAN CERAMICS INDUSTRY 

Nunca Siem pre 

El comprador es visto como un buen amigo. 4 

El comprador es visto como un pariente. 2 4 

El comprador tiene interes en aprender 2 4 
sobre mi vida y mis co.stumbres. 

Cuando llega el comprador, el o ell.a se queda un 2 4 
r:llO !)¥.1 tom:ir Uil c:ife O comi~ 

El comprador conoce a mi fumilia y me 4 
pregunta como !es ha ido. 

El comprador y yo plari=nos, hacemos 4 
bromas, y reimos. 

Yo entiendo Las bromas que hace el 2 4 
comprador. 

Yo pienso que las bromas que hace el 2 4 
comprador son agradables. 

Yo creo que el comprador se rie de 2 4 
mi cu.ando yo no entiendo su idioma. 

Yo creo que el comprador piensa que mis 4 
bromas soo agradablesa. 

Yo creo que los norteameric:mos tienen un sentido 2 4 
de humor disrinto al nuestro. 

Si ud. est.:i de acuerdo con 15, contest.a 16 & 17. Si no esti de acuerdo con 15, sigue a la proxima seccion. 

16. YO entiendo el hwnor de los norte:uneric:mos. 2 4 

17. Yo pienso que el hwnor de los norte:uneric:mos es 2 4 
agradable. 
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APPENDIX C-4 ( continued) 

QUESTIONNAIRE USED FOR PRODUCERS IN THE 
. MEXICAN CERAMICS INDUSTRY 

Irrogine qu.e un compr:idor llega a su = y empie:::i a ha.bbl" a su E:unili:l. y vecinos que estcn alli. Ud. le ha.bl.a de uro de bs ollas que 
tiene para vcnder. El compradar no dice n:id:i y se qued.:i. c:ill:ldo. 

17. Este es: 

18. Este lo hace qu.e ud. se sienca: 

Muy 
Comun 

Muy 
C6modo 

2 4 

4 

NoMuy 
Co mun 

NoMuy 
C6modo 

EI compr::idor lleg:i a su = para recoger = olbs . Ud. le ch un uro muestr:i de :unist:J.d. EI or ella se =st:l. 

17. Este es: 

18. Esto lo hace que ud. se sienca: 

Seccion 5 - El Futuro del Ne<>ocio 

I, Yo estoy satisfecho coo mi negocio. 

2. Me gust:l trabajar con mis clientes. 

3. Yo pienso que me pagan bien. 

4. Yo gano basunte por mi trabajo. 

5. Yo estoy muy a.o.i.mado sabre mi futuro. 

6. 

7. 

Yo pienso que el fururo de este negocio 
es muy bueno. 

Yo pienso que mi negocio va a progres;ir 
en el futuro . 

Muy 
Comun 

Muy 
C6modo 

2 

Nunci 

2 

2 

2 

2 

2 

4 

4 

4 

4 

4 

4 

4 

4 

NoMuy 
Comun 

NoMuy 
C6modo 

Siem pre 



APPENDIX C-4 ( continued) 

QUESTIONNAIRE USED FOR PRODUCERS IN THE 
MEXICAN CERAMICS INDUSTRY · 

8. 

9. 

Me da .ilegria saber que los 
consumidores Jes gusun a las albs. 

Cu.:indo veo que los client.es est:in contentos 

sie:nto muy .ii gusto de mi trabajo. 

Seccian 6 - Rendimiento del Ne?ocio 

I. Par fuvor, esrime las mi.meros siguientes: 

Promedio mi.rnero de albs producidos c::uh mes en 1990 

Promedio mi.rnero de albs producidos c::uh mes en 1994 

Nunc.:i 

Promedio mooto en d.61.:ires de produc..os hechos c::uh mes en 1990 

Promedio monto en dol.ares de productos hechos c::uh mes en 1994 

Completemente 
En De5acuerdo 

2. 

3. 

L.:i c:ilicb.d de mi trabajo ha mejor:i.do en las 
ultimas cuatro a_os. 

L.:i c:ilicb.d de los servicios de el compr:idor 
ha mejor.id.o en las u.ltimas cua.rro a_ as. 

Seccion 7 - Convenios v Communic:icicin 

I. NegocL'.llllos los terminos y despues los con.firrrornos 
en un concr.uo. 

2. Sentirnos mas comodos cu.:indo 5.rrrornos un contr.J.to 
formal . 

3. 

4. 

5. 

Somos mas protejidos cuando 5.rrrornos un contr.i.to 
formal y escrito. 

C oncr:uos form.iles son necessaries en estc industria. 

Concr:uos form.iles y escritos irnplic::.n niveles mas 

Nosorros no nos molest:lrnos firm:ir contr.i.tos form:ilcs . 

Nunc.:J. 

2 

Este 
campr:idar 

2 

2 

Siem pre 

4 

4 

Todos las 
compr:idore5 

4 

4 

4 

4 

4 

Complet:imente 
En Acuerdo 

Siem pre 
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7. 

8. 

9. 

APPENDIX C-4 ( continued) 

QUESTIONNAIRE USED FOR PRODUCERS IN THE 
MEXICAN CERAMICS INDUSTRY · 

Nun ca Siem pre 

Senrimos rn:is comodos con acuerdos lclilados y no muy 2 4 
forrnales . 

No hay beneficios en usar contr.:uos forrnales y 2 4 
escritos. 

El comprador le coge a su pal.a.bra. 2 4 
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