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Abstract
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Level:Master Thesis in Business Administration
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Aim: The aim of this study is to understand how trust influence quality Guanxi in the

Chinese business context.

Method: An inductive qualitative research method is adopted in this study; a single case

study, interview questions and semi-structured interviews are applied to collect primary data.

Result & Conclusions: Quality Guanxi needs to build deep trust by combining cognition-

and affect-based trust together in Chinese business context. Meanwhile, Renqing gradually

builds Ganqing (affection) through reciprocal behavior and empathy, and eventually leads to

affect-based trust in Guanxi networks. Furthermore, cognition-based trust could be

understood as initial trust in Guanxi networks.

Suggestions for future research: Due to the limited number of interviews, the result and

conclusion of this study is based on only one company (Vigor) and one country (China)

perspective. Therefore generalization cannot be achieved. For further studies on this field, it

is necessary to increase the scope and number of interviews, such as different industries,

different positions, etc.

Contribution of the thesis: This study contributes to the further understanding of Guanxi as

a unique way of developing business relationships in China from the perspective of trust. It

shows how the quality Guanxi can be developed by deep trust relying on cognition- and

affect-based trust.
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Abstracto

Título: Entendiendo Quality Guanxi en China: Un caso sobre el grupo Vigor

Nivel:Maestria en Administración de Negocios

Autor: Jie Chen y Camilo Caicedo

Supervisor:Maria Fregidou-Malama

Examinador: Akmal Hyder

Fecha: 23-Mayo-2018

Objetivo: El objetivo de este estudio es entender como la confianza influencia la calidad del

Guanxi en el contexto de negocios Chino.

Método: Para este estudio un método inductivo y cualitativo ha sido adoptado. Preguntas de

entrevista y entrevistas semi-estructuradas han sido aplicadas en la recolección de la

información primaria.

Resultado y Conclusiones: Para lograr calidad en la red Guanxi se necesita construir

confianza “profunda” mediante la combinación de confianza cognitiva y afectiva en el

contexto de negocios chino. Renqing puede construir gradualmente Ganqing a través del

comportamiento reciproco y la empatía, lo cual con lleva eventualmente a la generación de

confianza afectiva en la red de contactos Guanxi. Además, la confianza cognitiva puede ser

considerada como la confianza inicial en las redes de contactos Guanxi.

Sugerencias para investigaciones futuras: Debido al número limitado de entrevistas, los

resultados de este estudio solamente están basados en una compañía (Vigor) y un país

(China). Por lo tanto, la generalización de los resultados a otros países no es aconsejable. Para

futuras investigaciones en este campo, es necesario aumentar el número de entrevistas de

empleados de diferentes empresas pertenecientes a diversas industrias y países.

Contribución de la tesis: Este estudio contribuye al mayor entendimiento del concepto chino

“Guanxi” como una forma única de construir relaciones de negocios en China, mediante el

desarrollo de la confianza “profunda”. Para ello, se muestra como la calidad del Guanxi



v

puede ser desarrollado mediante la confianza profunda la cual se basa en la confianza

cognitiva y afectiva.

Palabras clava: Confianza, confianza profunda, confianza cognitiva y afectiva, Guanxi,

Ganqing, Renqing.
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摘要

标题：中国优质关系解析--关于上威集团的研究

级别：工商管理硕士毕业论文

作者：谌洁 & Camilo Caicedo

指导教师：Maria Fregidou-Malama

主考教师：Akmal Hyder

日期：2018年 05月 23日

目标：本文主要解析了在中国的商业环境中信任是如何影响优质关系的。

方法：本文采用归纳定性研究方法； 应用单一案例研究、访谈问题和半结构化访谈来

收集主要数据。

结果/结论：在中国的商业活动中，只有通过结合基于认知的信任和基于情感的信任，

从而建立深度信任，才能最终建立优质关系。同时，人情通过互惠行为和同理心逐步

建立感情，最终建立关系网络中基于情感的信任。而基于认知的信任又可以理解为关

系网络中的初始信任。

对未来研究的建议：由于访谈数量有限，本文的结果和结论仅基于一个公司(上威集团)

和一个国家(中国)的视角，因此不能泛化。为了进一步研究这一领域，有必要增加其

访谈的范围和数量，如不同行业、不同职位等。

本文的贡献：本文有助于从信任的角度进一步认识关系，这种作为发展中国商业关系

的一种独特方式。并说明了如何依靠基于认知的信任和基于情感的信任，从而建立深

度信任来发展优质关系。

关键词：信任、初始信任、深度信任、基于认知的信任、基于情感的信任、优质关系、

关系、感情、人情
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Glossary

Guanxi It refers to interpersonal relationship, which applies not only to

friendship and kinship, but also to social relations (Hwang, 1987).

Renqing It means reciprocal favor. If a personal relationship partner is in

trouble, the other partner should give help, and the recipient should

return it as soon as the opportunity arises after he or she has received

the favor (Hwang, 1987).

Ganqing It refers the degree of closeness between two parties and often implies

sentiments, emotion, affection and human feelings in Chinese context

(Tsang, 1998).

Deep trust It is defined as Xinren in interpersonal relationships in China. Xinren

(deep trust) is based on the initial connectivity (Kriz and Fang, 2003).

Quality Guanxi It is reflected in building mutual trust and emotional attachment

through numerous interactions between the two parties (Chen and

Chen, 2004).

Cognition-based

trust

It is a judgment based on the ability and reliability of others. (Chua,

Ingram, and Morris, 2008).

Affect-based trust It refers to a bond that comes from one's own emotions and feelings or

motivations for others (Rempel et al., 1985).

Trust Trust is the core of understanding relationships and also the foundation

of establishing networks (Hyder, 2008).
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1. Introduction

This chapter brings an introductory explanation of Guanxi for international business

relationships in China. It opens with a general view of the study’s framework and ends

stating the aim and research questions.

1.1 Background and motivation of the study

The great economic development China has experience over the past decades, has served to

become one of the most attractive markets in the world where a great number of

multinational companies has moved their operations. However it has been difficult for

Western companies to succeed because of the different business culture and the influence of

Guanxi to develop key business relationships (Yang, 2011).

In China, Guanxi is an ancestral cultural concept that is embedded not only in the social but

also in the business contexts (Lin, 2011). Alston (1989) argues Guanxi refers to a type of

special relationships between two independent persons, who are entirely committed to each

other. The nature of relationships depends on the lifelong experience of those involved in

building the relationships (Dunning & Kim, 2007).

Guanxi can be considered as the bridge to connect the Western with the Chinese managers

despite their cultural differences so that they can understand each other and work in a

harmonious way (Gao et al., 2012). Due to business and personal relationships can never be

separated when doing business in China (Perks et al., 2009), they can be transferred from the

individual level to the organizational level (Park and Luo, 2001).

Building international business relationships are challenging in China because of Guanxi

(Amna et al., 2016). Fock and Woo (1998) remark that in order to build effective business

relationships in China, it is important for outsiders to understand both the way how business

are done in the local environment and focus on connecting with a Guanxi insider. According

to Gao et al. (2012) some Western business people believe they are market players when

settling a firm or getting a contract signed by their Chinese counterpart, but the local market

is full of Guanxi relationships that make it more complex. Additionally, business
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relationships with the Chinese Government are an important factor that international firms

need to bear in mind for doing successful businesses (Gao et al., 2010).

In addition, some researchers (e.g. Zhang and Zhang, 2006; Perks et al., 2009; Wu and Chiu,

2016) state that Guanxi is different from Western perceptions of relationships. In the Chinese

culture, the interpersonal relationships should be built first and only if this process is

successful; the business transactions will follow (Ambler, 1994). However, for the Western

cultures the commercial transactions comes first and the interpersonal business relationships

are secondary (Perks et al., 2009) which make the importance of understanding and managing

Guanxi a fundamental factor in that market.

Tsang (1998) suggests as Chinese business people involves the Guanxi principles in the

negotiation interactions, Western counterparts should nurture the business relationship in the

Chinese way even though the cultures have dissimilar backgrounds. Given the importance of

“Guanxi”, it is critical to understand and learn how to handle it by developing trust among its

members. It is well known that trust is the foundation of building good business relations,

especially in a country like China with a Confucian philosophy; trust is a key component to

succeed when developing Guanxi (Tsang, 1998).

For the purpose of this study, we want to understand if Guanxi guarantee that trust can be

built between the two business parties? By reading relevant literature about trust and Guanxi,

we understand that Guanxi is a good business door opener. However, deep trust (Xinren) is

the determining factor to develop Guanxi which finally leads to build successful business

relationships. In particular, Guanxi may or may not lead to a deeper relationship (Kriz and

Fang, 2003), so how is deep trust built in the Guanxi network to ultimately build quality

Guanxi? This is the main reason why this study is carried out.

1.2 Problem

Previous research have been addressing the business relationships building phenomenon and

most of them discuss specifically the way how Chinese relationships are built through

“Guanxi” and its implications for foreign companies that want to set operations in this Asian

country. Given the importance of Guanxi in the Chinese culture because of its embeddedness

https://www.sciencedirect.com/science/article/pii/S0019850117305424
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on all aspects of life (including the business environment), most companies struggle to

develop successful business relationships, especially those from the Western markets that are

not used to mix personal with organizational relationships. As it is known that trust is the

foundation of building successful business relationships in the Western world, trust is also the

key to develop Guanxi which in turn can lead to have strong business relationships. In a

country like China where traditional Confucianism principles such Renqing and Ganqing are

fundamental components of Guanxi (Tsang, 1998), not only foreign but also local

businessmen and firms need to understand and learn how to develop initial trust (cognition-

based trust) from a personal basis with the Chinese counterpart in order to develop business

relationships (Kriz and Fang, 2003). Still, cognition-based trust cannot assure that those

relationships will be successful.

Although some scholars have defined the concept of deep trust (Kriz and Fang, 2003) and

quality Guanxi (Chen and Chen, 2004) by the combination of trust and feeling, there is still a

lack of more in-depth analysis of how to establish deep trust and how trust influence quality

Guanxi in the Chinese business context.

1.3 Aim of the study

The aim of this study is to understand how trust influence quality Guanxi in the Chinese

business context.

1.4 Research questions

RQ1: How does cognition- and affect-based trust influence the quality of Guanxi?

RQ2: How does Renqing and Ganqing influence trust in Guanxi?

1.5 Delimitations

Due to the broad meaning of Guanxi and its embeddedness to all aspects of the Chinese

culture, it is addressed from the interpersonal nature (Yang, 1994 after Gao, Knight and

Ballantyne, 2012) for the purpose of this study. When Chinese people talk about Guanxi, they

usually imply relationships outside the family, mainly with people who are familiar with

them such as friend, colleagues or business partners. Because the relationship between
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Guanxi members is irrevocable that leads to an obligation, it must be undertaken with due

diligence (Kipnis 1997, after Lee and Dawes, 2005). So in this research, interpersonal

relationships are analyzed among colleagues and business partners rather than family

members.

On the other hand, this study also deals with the concept of trust. Scholars have divided trust

into types from different perspectives, but one key to differentiating them is following the

psychological processes, which categorizes trust in two kinds; cognition- and affect-based

trust (McAllister, 1995). In the Chinese business relationships, Guanxi often combines both

types of trust emotional (affective) and instrumental factors (Chua, Morris and Ingram, 2009),

this is the path to focus on this study.

Since this is the qualitative study, it is limited to interview ten key persons at Vigor Group via

both semi-structured interviews and questionnaire. And analyze in the Chinese business

context, how trust is developed through Renqing and Ganqing between Vigor and

manufacturer, and how that leads to the quality Guanxi.

1.5.1 Vigor Group

We chose Vigor Group for its thirty years presence and operation in the Chinese market. Its

main suppliers are Chinese manufacturers, and they have very frequent and close contacts

between them. These interactive contacts are necessary to study quality Guanxi which is the

purpose of this research.

Vigor Group was established in 1979 and currently it has 6 offices and over 150 staff located

in China, Hong Kong, Taiwan and The USA. It is one of the largest Asia based design and

merchandising firms in home lifestyle products industry. Its clients are 95% American and

5% Canadian, and include retailers, wholesalers and direct marketers.

Vigor group is also a part of Roly Group, which is listed in the Hong Kong Stock Exchange

since 2002. In addition to seasonal home décor supply which controlled by Vigor Group,

Roly Group are also involved in commercial property investment and China venture capital

funding (Roly Group, 2018-03-05).
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1.6 Disposition

This is study is conformed of seven chapters: Chapter 1 is an introduction about the subject,

aim, research questions and limitations. In chapter 2, the theoretical framework is presented

by addressing concepts of Guanxi, Renqing, Ganqing and trust. Then, the methodology of the

data gathering is detailed in chapter 4. In the following chapter 5 the findings of this study are

operationalized and then a discussion of them in regards with the theoretical framework is

presented in chapter 6. Finally, conclusions from this study are mapped and recommendations

for future research are pointed out in the last chapter 7.
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2. Theory

This chapter covers different concepts such as Guanxi and trust. It ends with a proposed

theoretical framework resulted from the literature review process.

2.1 Guanxi

Guanxi is the key to do successful business in China. The word Guanxi has been given a

weak translation into relationships but it has a deeper meaning involving personal interactions

and reciprocal obligation which is developed through a network of connections (Leung et al.,

1996). Guanxi mainly works on the basis of friendship (Wang, 2007).

Due to its complexity, Guanxi has been analyzed from different perspectives. Some authors

argued that Guanxi refers to a dyadic relationship where two people have special connections

and are committed to a continued exchange of favors in an utilitarian (no emotional

implications), total and personal manner which foster mutual help (Alston, 1989; Osland,

1990). Others authors claimed Guanxi is a system of networks among people or groups with

strong or weak relationships (Wei et al., 2009) which allows the access to resources and

political connections (Lee and Humphreys, 2007). Apart from that, Tung et al. (2008) pointed

out Guanxi as social capital where people give and received a preferred treatment in an

ongoing relationship (Alston, 1989). Putnam (2000) states social capital relates to values of

social networks and the willingness of those networks to help others. Luo (1997) argues that

Guanxi, Renqing and Mianzi serve as social currencies in China where its inhabitants borrow,

exchange and give them to other business networks Guanxi members as a gateway in

business relationships. Understanding Guanxi social capital dimension and its operation is

fundamental for international marketers to act strategically so as to get integrated into the

Chinese social networks (Szeto et al., 2006).

Awareness of the Guanxi social capital perspective and its subtle operation can lead

international marketers operating in China to aim strategically to integrate themselves into

Chinese social networks (Szeto et al., 2006).

Despite it seems there is no agreement among authors about a concrete definition of Guanxi

due to its complexity. Guanxi is “a complex adaptive system formed by the strategic
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establishing, evolving, utilizing, and maintaining of personal relationships based upon social

norms of trust and reciprocal obligation unique to the Chinese culture” (Chang et al., 2014,

p.97).

2.1.1 Roots of Guanxi

Dunning and Kim (2007) argue Confucianism is the root of Guanxi and people in Confucian

societies are relational beings attached to a social network system such as family and

colleagues. Lin (2011) mentioned that the roles in the relationship are judged based on

proximity and status where individuals tend to have close or distant relationships and

inferiority or superiority positions, thus Guanxi is also embedded on father-son, husband-wife,

old-young and friend-friend relationships. On the other hand, Chen and Chen (2004) argued

that Guanxi is not found in Confucianism philosophy, instead the concept “Lun” was used.

The main meanings of Lun were human relationship, social order and moral principles which

are currently embedded in Guanxi.

2.1.2 Fundamental principles of Guanxi

From the complex adaptive system (CAS) perspective Guanxi possesses five main

characteristics: reciprocal obligation, intangibility, utility, transferability and trust (Chang et

al., 2014).

Reciprocal obligation: “If someone pays you an honor of a linear foot, you should reciprocate

by honoring the giver with the linear foot”. Yeung and Tung (1996) expressed people must

pay favors received by giving other with a greater value for which there is no Guanxi

reciprocity is not equal. In the personal relationship the individual with the highest rank helps

another with lower rank to show a better social reputation and get self-satisfaction without

expecting immediate repayment (Zhang and Zhang, 2006).

Intangibility and longevity: Individuals sharing Guanxi relationship are committed to

exchange favor in the long-term by unwritten codes of reciprocity and equity, one who

ignores this commitment can lose face and reputation (Luo, 1997) and longevity

characterizes the long-term approach of Chinese philosophies (Confucianism) that make part

of Guanxi (Luo, 1997).

https://www.sciencedirect.com/science/article/pii/S009026169690025X
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Utility: People having a Guanxi relationship develop interactions to share favors and have not

sentimental attachments, thus unprofitable relations are easily broken (Luo, 1997). Guanxi

also helps foreign companies to access business opportunities, resources and key contact

people in Chinese government (Yang, 2011).

Transferability: Social capital formed in Guanxi can be shared or passed to a third party in the

network and it is only possible when there is deep trust and commitment to reciprocity has

already been established (Chang et al., 2014). The success of the transferability relies on how

good the individual that connects the other parts feels about each other (Luo, 1997).

2.1.3 Pillars of Guanxi

According to Ordóñez (2005) in order to deeply understand the phenomenon Guanxi and its

implications when creating social and business relationship in China, other two concepts are

important to analyze:

Renqing: Group of social norms that govern the exchange of favors in social relationships in

the Chinese culture which relies on two main components such as reciprocity and empathy

(Hwang, 1987). The powerful implication of this concept in Guanxi is because of the

impossibility of people to deny helping others when asked to pay off a Renqing debt (Yang,

1994:84). Thus, relationships in China are expected to last until the end of times under this

rule of reciprocity, unless violated by one of the parts that will lose face (Wang, 2007). And

Renqing could be understood as two basic elements of reciprocity and empathy, depending

on the role of the recipient or benefactor (Wang, 2007).

● “Reciprocity is more related to the behavior of a recipient, and is regulated by

the social norm that when one receives a favor, the recipient is said to owe

Renqing to the benefactor, and should be ready to repay the debt of gratitude

when needed” (Wang, Siu and Barnes, 2008, p. 820). Renqing Reciprocity is a

universal social phenomenon which varies across different cultures and the way it

is expressed in social relationships (Westwood et al., 2004). Yum (1988)

remarked that Western societies focus on short-term and balanced reciprocation
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while Chinese society accepts favors to be paid back in the long-term and must be

of greater value.

● “Empathy, on the other hand represents more of the behavior of a benefactor to

offer financial or emotional support to others when in need” (Wang at el., 2008,

p.820). “Empathy is the ability to see a situation from another's perspective”

(Wang, 2007, p. 84). A person is said to have good Renqing when showing

empathy towards others feelings and emotions and is willing to help those in need.

Conway and Swift (2000) also argued that the fewer obstacles to the development

of relationships are due to the greater degree of empathy between the parties. In

China, foreign business people should be aware of anticipating their counterparts

exchange needs without being asked to do so (Yau et al., 2000). Empathy can also

present ethical dilemmas. For example, when there is high empathy among

individuals, allocation of resources tend to be a result of that empathy at the

sacrifice of a collective good which can be detrimental for the organizations

(Heimer, 1992).

Ganqing: Yen et al. (2011) argues that Ganqing can be defined as “feelings” which can

reflect the mood and the emotional connection of the parties engaged in a social relationship

or the parties in a network. Ganqing also relates to the loyalty and solidarity Chinese people

exercise when asked to give help to others under any circumstances Chen and Chen (2004).

Jacobs (1979) points that people can have good or bad Ganqing the same way good or bad

feelings are developed toward others which are built thanks to social interactions, working in

groups, cooperating or have a good appreciation to each other.

According to Chen and Chen (2004) Ganqing serves as a way of describing the quality of a

relationship in China. That is the case of “you Ganqing” that means “having Ganqing” which

is used to show there are feelings and bonds between two parties. Additionally, “Ganqing

hao” stands for “good Ganqing” that means there are good feelings between the relationship

parties. Finally, “Ganqing shen” seen as “deep Ganqing” that suggests the emotional

engagement shared by the relationship counterparts is deep and built on a long-term period.

https://www.sciencedirect.com/science/article/pii/S0019850110001732
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Kipnis (1997) states Ganqing also describes the feelings developed by different Guanxi dyads

through family bonds, friendship, rapport at work and love when developed by family

members, friends, colleagues and couples respectively. Ganqing can be improved the same

way as Guanxi by relying on social interactions (dinners, visits and events). If both parties

enjoy the social interaction then Ganqing is nurtured and thus leads to improve Guanxi and

that is the reason it can be used as an indicator of good Guanxi between the two parties in a

relationship.

Mavondo and Rodrigo (2001) says Ganqing is connected to social bonding regarding

business relationships which represent a level of personal friendship and liking shared

between the counterparts. In order to build business relationships in China, Ganqing means to

invest with affection to do good Guanxi (Wang, 2007).

2.2 Trust

Trust is the core of understanding relationships and also the foundation of establishing

networks (Hyder, 2008). Building trust requires investment of time and money, especially in

the service industry (Hyder and Fregidou-Malama, 2009). Furthermore, Fregidou-Malama

and Hyder (2015) analyzes how trust operates at the individual, company and country levels,

and how they are interrelated in terms of culture, network, standardization and adaptation.

Trust refers to the expectation of the other party to carry out a particular action important to

trustor (a trusting party). Whether or not trustor has the ability to monitor or control the other

party, trustor is willing to be influenced by the other party's actions (Mayer et al., 1995, p.

712). The condition of the existence of trust is when a party has confidence in an exchange

partner's reliability and integrity (Morgan & Hunt,1994).

Zhang and Zhang (2006) divides trust into rational trust and emotional trust, in which rational

trust is based on the calculation of economic value, and emotional trust is based on altruism

or commitment (for example, like family relations or close friends). Many scholars have

divided trust into many types from different perspectives, but one key to differentiating

between different types of trust is based on the psychological processes, which are cognition-

and affect-based trust (McAllister, 1995).

https://www.sciencedirect.com/science/article/pii/S0019850110001732
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2.2.1 Cognition and affect-based trust

Cognition-based trust is a judgment based on the ability and reliability of others. This is an

instrumental inference, which inferred from information of the behavior of another person in

special circumstances. In particular, this trust comes from thinking (Chua, Ingram, and

Morris, 2008). We cognitively choose whom we trust based on "good reasons" that

constitute reliable evidence (Lewis and Weigert, 1985). By contrast, affect-based trust refers

to a bond that comes from one's own emotions and feelings or motivations for others, and it is

the trust from heart. With this affect-based trust, individuals believe in the intrinsic virtue of

this relationship and like to express care and concern for their partner's well-being (Rempel et

al., 1985). Comparing to the cognition-based trust, affect-based trust is enduring and

generalizable over situations, as it usually involves emotional attachment (Lewis and Weigert,

1985).

Affective-based trust is based on cognitive-based trust. People will continue to invest in

interpersonal relationships only after the bottom line expectation of peer reliability and

reliability is satisfied. Once an individual has established some level of cognition-based trust

that could lead to a confident attribution of a person's motivation for citizenship behavior

(McAllister, 1995). Accordingly, Song (2012) also argued that in Guanxi network, the

influence on the trust level is not only limited to the cognitive instrumental concerns, but also

influenced by the closeness of affective bonds between both parties. This just demonstrated

the concept from Chua et al., (2008) which stated the particular networks (for example, in the

case of Guanxi) generate trust, but it is important to specify what type of trust it is as these

associations vary depending on the type of trust. So from above, we could assume that

cognition-based trust could be understood as initial trust.

2.2.2 Trust and Guanxi

Trust is always not included in the definition of Guanxi, although most papers recognize the

importance of trust as an underlying principle (Chang at el., 2014). Tan, Yang and Veliyath

(2009) have conceptualized Guanxi as particularistic interpersonal trust, and placing Guanxi

in a cultural context. The Chinese people will take the first step to find business through

Guanxi, because they use Guanxi to open up dialogue, build trust among partners, resolve

channel conflicts, and eventually form long-term oriented relationships.
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Hoskisson, Eden, Lau and Wright (2000) also argue that Guanxi promotes the exchange of

favors for organizational purposes, and build trust between partners. As a Confucian value,

trust is a key component of successful Guanxi (Tsang, 1998). For most Chinese businessmen,

trust is often seen as the most important thing, because without it, even a formal contract is

meaningless (Ambler, 1995). Therefore usually if Chinese people trust, even without the law

or contract mechanism, there is a possibility to continue trading (Luo, 2000). Although

Guanxi opens dialogues, builds trust between partners, does the trust defined here could

guarantee a good Guanxi?

2.2.3 Trust and Guanxi quality

Guanxi quality depends on the level of personal trust that exists between the parties, and the

establishment of Guanxi is the process of producing trust between parties (Chen and Chen,

2004). Moreover, Chen and Chen (2004) further argue that Guanxi quality is determined by

both trust and feeling, where trust is primarily cognition-based and feeling is affect-based.

The quality Guanxi is reflected in building mutual trust and emotional attachment through

numerous interactions between the two parties.

Therefore, for the Chinese, the Guanxi quality is a combination of both cognitive and affect-

based factors, which is closely related to the two types of trust (cognition and affect-based

trust) discussed above. In this case, we could assume that quality Guanxi needs to build both

cognition- and affect-based trust together in Chinese business context.

According to Kriz and Fang (2003), deep trust is defined as Xinren in interpersonal

relationships in China. Kriz (2002) showed that the Chinese character for Xinren (deep trust)

is different with Western conception of trust mainly in the levels and depth of trust. Trust in

Chinese relationships equates to the deep emotional feelings. Xinren (deep trust) is based on

the initial connectivity, but ultimately close to absolute value. Kriz and Fang (2003) further

argue the Chinese perception of trust which indicates that success in China is built on

interpersonal deep trust (Xinren), but not on Guanxi. In Chinese markets, it is clear that

"Guanxi" is a good door opener, but deep trust (Xinren) is the determining factor in what you

are going to be once you are in. In particular, Guanxi may or may not lead to a deeper

relationship. But, how is deep trust built in Guanxi network?
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Kriz and Fang (2003) further state that deep trust is based on affective feelings between the

two parties. In line with this concept, Chua, Morris and Ingram (2009) also argue that it is

important to have affective bond between business partners, as in Chinese business

relationship, it is usually accompanied by social and emotional exchanges, such as food

sharing, gifts and interacting with family members. So, trusting business relationships often

combine both emotional (affective) and instrumental factors.

Overall, we could see connections from all discussions above: Affect-based trust is based on

cognition-based trust. In Chinese business context, although Guanxi opens the door for

businessmen, doesn’t mean it will build deep trust between partners. In particular, Guanxi

may or may not lead to a deeper relationship. But it is the combination of both affect- and

cognition-based trust to build trusting business relationship.

2.2.4 Renqing, Ganqing, Trust and Guanxi

Refer to the previous sections, we have discussed “Renqing, Ganqing, trust and Guanxi”, but

what are their connections? Renqing could be understood as two basic elements of reciprocity

and empathy (Wang, 2007). Chinese people interact through the exchange of Renqing or

favors. In this kind of interaction, business is not just a business, but also a kind of social

interaction. When gifts or favors are often exchanged, Ganqing or emotional attachment is

considered more important in the long run (Wang, 2007). According to Kipnis (1997), the

more positive Ganqing, the closer the Guanxi, which means Ganqing is strongly associated

with Guanxi. Ganqing usually comes from continuous social interaction, mutual help and

reciprocal behavior of Renqing. (Luo, 2000). Overall, we could assume Renqing could

generate Ganqing (emotional) attachment through reciprocal behavior and empathy.

Wang (2007) further state that Renqing is the key to maintain Guanxi and with Renqing, trust

between exchange parties can be established and long-term relationship is expected. Without

Renqing, trust can be lost and relationship will be ended. Therefore, relationship stability or

long-term orientation of exchange parties will be dependent on the exchange of Renqing

between exchange parties”. In other words, Renqing mediates the effect of trust in Guanxi

network. Wang, Siu, and Barnes (2008) argued that in Chinese business, trust is established

and maintained through Renqing.
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Overall, we could see some connections above: In Guanxi networks, it could build Ganqing

(affection) attachment though Renqing. And in the previous part, we have discussed deep

trust in Guanxi network is based on affective feelings between the two parties (Kriz and Fang,

2003), so we could consider this type of trust is affect-based trust. Especially, trust is

established and maintained through Renqing. So we could assume in Guanxi network,

Renqing gradually builds Ganqing (affection) attachment, and eventually leads to affect-

based trust in Guanxi networks.

2.3 Theoretical Framework

After going through the existing theories, we understood that Guanxi generates trust (Chua et

al., 2008) which is mainly cognition-based trust (Song et al., 2012). For Chinese people,

Guanxi quality derives from a combination of both cognition-based trust and affect-based

trust (Song et al., 2012). Quality Guanxi is reflected in building mutual trust and emotional

attachment through numerous interactions between the two parties (Chen and Chen, 2004).

Although these scholars have defined the concept of quality Guanxi from the perspective of

combination of trust and feeling, there is still a lack of more in-depth analysis of how trust

influence quality Guanxi in the Chinese business context.

Based on these theories, we proposed our own theoretical model, which is shown in the

Figure 1. It is combined with the main theories we discussed above and our propositions.

Figure 1. Building quality Guanxi through trust, own.
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With regard to the Chinese business relationship (Guanxi), it often combines both emotional

(affective) and instrumental factors (Chua, Morris and Ingram, 2009). Moreover, Guanxi

quality is determined by both trust and feeling, where trust is primarily cognition-based and

feeling is affect-based (Chen and Chen, 2004). So in this study, we decide to differentiate

trust based on the psychological processes, which are cognition- and affect-based trust

(McAllister, 1995).

After studying on these two types of trust, we understand that affective-based trust is based

on cognitive-based trust. People will continue to invest in interpersonal relationships only

after the bottom line expectation of peer reliability and reliability is satisfied. Once an

individual has established some level of cognition-based trust, it could lead to a confident

attribution of a person's motivation for citizenship behavior (McAllister, 1995). Accordingly,

Song (2012) also argued that in Guanxi network, the influence on the trust level is not only

limited to the cognitive instrumental concerns, but also influenced by the closeness of

affective bonds between both parties. So from above, we could assume that cognition-based

trust could be understood as initial trust in Guanxi networks.

Furthermore, according to Chen and Chen (2004), they argue that Guanxi quality is

determined by both trust and feeling, where trust is primarily cognition-based and feeling is

affect-based. And based on this, Song et al. (2012) conclude Guanxi quality derives from a

combination of both cognition-based trust and affect-based trust. Since Chen and Chen (2004)

further state that quality Guanxi is reflected in building mutual trust and emotional

attachment through numerous interactions between the two parties. In this case, we could

assume that quality Guanxi needs to build both cognition- and affect-based trust together

in Chinese business context.

Meanwhile, Businessmen usually use Renqing to build this affection attachment through

reciprocal behavior and empathy. Renqing could be understood as two basic elements of

reciprocity and empathy (Wang, 2007). Chinese people interact through the exchange of

Renqing or favors. When gifts or favors are often exchanged, Ganqing or emotional

attachment is considered more important in the long run (Wang, 2007). Ganqing usually

comes from continuous social interaction, mutual help and reciprocal behavior of Renqing

(Luo, 2000). Based on this, we could assume Renqing could generate Ganqing (emotional)
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attachment through reciprocal behavior and empathy. And according to Rempel, Holmes,

& Zanna (1985), affect-based trust refers to a bond that comes from one's own emotions and

feelings or motivations for others, and it is the trust from heart. Accordingly, Song (2012)

also argued that in Guanxi network, the influence on the trust level is not only limited to the

cognitive instrumental concerns, but also influenced by the closeness of affective bonds

between both parties. Overall, we could assume that Ganqing (affection attachment) leads

to build the affected-based trust.
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3. Methodology

Within this chapter, the research methods and the reasons why they were been chosen are

explained in details, all based on the aim of our study and the research questions.

3.1 Research Approach

3.1.1 Inductive and deductive approach

Deductive research approach is based on scientific principles and requires a high degree of

structure and a sufficient sample size to arrive at a reliable conclusion. This method mainly

gives hypotheses, and analyzes, explains and induces them (Saunders et al., 2009). It is the

result of hypothesis and ideas based on the theories (Bryman & Bell, 2004).

On the other hand, Inductive research approach usually begins with a case study as

inspiration but it also relies on theory (Siggelkow, 2007). The goal of inductive theory is the

generation of new theories out of limited theoretical knowledge concerning a particular

phenomenon (Siggelkow, 2007).

Due to the nature of this study, we decided to use an inductive approach. First, the theory

chapter was developed by presenting different authors’ research about the problem and

highlighting their latest findings. Based on this, we could propose our own theoretical

framework. Having this framework helped us to narrow down the path this study took. It also

allowed us to present our findings and analysis by relying on a case study.

3.1.2 Quantitative and qualitative approach

According to Doz (2011) qualitative research is appropriate to unveil the how, who and why

of organizational processes. Qualitative methods aims to generate narratives describing the

things that “specific people do in particular places and times” and try to give understandable

explanations of that subject (Van Maanen, 1998). On the contrary, quantitative research is

comprised of larger samples where different variables are measured and tested to assess their

positive, neutral or negative relationship. Quantitative research is more related to the

positivist approach, becoming useful for supporting or neglecting previous research (Lock &

Seele, 2015).



18

Qualitative methods can also contribute to theory building in many ways whereas qualitative

methods stimulate imagination which is key factor for new theory building (Weick, 2007).

Quantitative data needs to be processed and analyzed by relying on different techniques such

as tables, graphs and statistics in order to convey meaning to most people (Saunders et al.,

2016).

Qualitative research is fundamental for surfacing contextual dimensions in International

Business when comparing countries which can be done using case-based studies (Cheng,

2007). Qualitative data relies on generating meaning by analyzing words more than numbers

which are not standardized but converted in a concept afterwards (Saunders et al., 2009).

We used a qualitative research method in this study since it allowed us to understand better

the specific phenomenon addressed (Guanxi). In addition, a qualitative research method

helped us to explore and identify patterns from the data collected in the interviews.

Subsequently, it provided us with a deeper view and important new findings about Guanxi in

this particular study.

3.1.3 Case study as research strategy

Yin (2003) argues that case studies can be used in several situations and thus it can contribute

to increase our knowledge of individuals, organizations and social phenomena. A case study

method also allows researchers to gain a holistic and meaningful view of real life events such

as individual life cycles, organizational and managerial processes and international relations.

Case studies are not only appropriate for the exploratory, explanatory and descriptive phases

of an investigation. The case study main positive advantage is to deal with a lot of evidence

coming from documents, interviews and observations (Yin, 2003).

Due to a case study is subjected to one single situation and deals with only one phenomenon,

it cannot be generalized and it is difficult to copy. Using a case study research approach

means using a specific design research, data collection technique and an appropriate way of

analyzing the data (Yin, 2009).
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In this study, we used a case study approach because we go into the depth of the phenomenon

Guanxi focusing a specific company, Vigor. Further we concentrated in our investigation on

only one country, i.e. China where the company has operations and the Guanxi has a

substantial influence in doing business. Combination of the specialty of the Chinese culture,

specific characteristics of the company and the phenomenon Guanxi make a strong a case in

the field of international business.

3.2 Data collection

Data has been collected by conducting 2 semi-structured interviews and 8 interviews

containing open-ended questions. The interview questions were designed to gather non-

numerical data and can be found in the appendix 1 & 2.

In the process of collecting primary data, we had in mind the importance of Guanxi,

especially in China，thus we have found interviewees through our Guanxi network. First of

all, we contacted Andy Song, who worked as sales manager at Vigor Company for more than

7 years. Because of his close contact with domestic Chinese manufacturers, he was chosen as

a preliminary interviewee for getting feedback about the general parameters of this study.

Due to the need of at least 10 respondents for an objective result of this study, the other nine

were reached by taking into consideration Andy’s recommendations. Initially we contacted

Andy Song about this matter in January 2018, however by late March when we were ready to

send him the interview questions, he informed us about his change of job that happened in the

middle of March 2018. We were worried about the negative impact of this situation could

affect our interviews, but he didn't think it would prevent him from answering the

questionnaire because his answered were based on his work experience at Vigor. Even if he

had just switched jobs now, it wouldn’t make a difference. Through Andy, we conducted

another online interview with his colleague Anthony Zhang, Product Manager, and other

eight participants. After, having Andy’s answers, he gave us some suggestions about

translating the English version of the interview questions into Chinese to avoid

misinterpretation of the questions by the other participants. Additional changes to the

questions were also made based on Andy’s first trial.
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3.2.1 Interview Questions

In this study, all the respondents were asked the same type of interview questions. The order

of the questions was based on the same sequence that the theoretical concepts were described

in the theory chapter: Guanxi, Renqing, Ganqing, Trust and Quality Guanxi. We wrote the

interview questions in a neutral tone and simple language so that the respondents could

understand them easily. The interview questions were carefully designed not to refer directly

to concepts, but to elicit the meanings that were intended to analyze in each of them. As a

result, the respondents could answer truthfully and freely without being influenced by the

questions’ intentions.

After asking the first round of questions, based on the respondents' responses, it was

determined the need to conduct a second round of additional questions. We aimed that the

second draft of the questionnaire had more questions to enrich the data we gathered from the

respondents. In order to avoid the respondents from being guided to a concrete answer by the

second round of questionnaire, we first asked them to check it out and after receiving the

feedback, we made some small corrections and then they completed it. Answers from all

respondents can be found at Appendix 3, 4 & 5.

3.2.2 Preparing for the semi-structured interview

There are three types of interviews based on the level of formality and structure; they are

structured interviews, unstructured or in-depth interviews and semi-structured interviews.

The questionnaires used in structured interviews are based on predetermined and

standardized questions. In semi-structured interviews, questions may vary from interview to

interview as long as they relate to the research topic, meaning that you can flexibly adjust the

interview questions to different respondents or situations. Unstructured interviews are

informal. In this case, there is no list of predefined questions, and you only need to have a

clear concept of the questions to be explored. Moreover, this type of interviews is usually

conducted under the guidance of the views of the interviewees (Saunders et al., 2009, p.320).

In this study, we only focused on respondents who need to be in frequent contact with

manufacturers for long time in their daily work. We carried out semi-structured interviews

because we had two online interviews; the content of the questions varied according to how
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different interviewees reacted during the interview. Our first rounds of questions were open-

ended questions to determine whether it is necessary for us to ask further questions. The

additional questions were more targeted and more in-depth.

3.2.3 Conducting the interview

The first interview was conducted with Andy Song, Sales manager at Vigor, on March 31st

2018 by using the Chinese internet platform, named Wechat. Ten of the questions had been

prepared and sent to him in advance via email. Since some of his answers were not linked to

what we wanted, we added another seven questions which were later used as our second

questionnaire for the other respondents. So this led us to improve the quality of the data

collected. The second interview was conducted with Anthony Zhang, Product manager at

Vigor on April 1st 2018, also using Wechat. Both interviews lasted almost one hour. We took

detailed notes of their answers which were transcribed and summarized in common patterns

useful for the purpose of this study. They can be found in the appendix 3 & 4.

3.3 Sampling and Demographics

For the purpose of this study the sample is of 10 employees at Vigor company. The first

participant (Andy) was chosen by relying on one of the authors Guanxi network. He was

willing to help us finding the other 9 participants within the sales, procurement and

purchasing departments. Participants from those departments were targeted because they are

the ones who had more interaction with their counterparts working for suppliers companies.

At first, all the ten participants were able to contribute with their time to participate in the

interviews and answering the interview questions.

Having a closer look at the table below, 7 participants were females and 3 males. 50% of

them working for the sales department and the rest linked to the product and procurement

departments. 2 participants had managerial positions while the others were regular members

of the departments, they belonged to. In average, the participants had 7.2 years of experience

working at Vigor. Having participants with different characteristics and backgrounds allowed

us to gather more rich data to understand the topic of this study in a better way than having

respondents of the same kind.
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Table 1. Respondents Demographics, own.

3.4 Presentation and Analysis of primary data

According to Saunders et al. (2009) qualitative data has to be analyzed and its concepts must

be clearly understood so that it can be useful. It can be done by different inductive or

deductive procedures that range from categorization to identifying relationship between

categories. Since qualitative data differs from quantitative, some implications are brought

when analyzing it. Analyzing qualitative data is a demanding process and it should not be

taken easily (Saunders et al., 2009), thus it starts at the same moment when the data is

collected and continues afterwards (Kvale, 1996).

Due to the diverse nature of qualitative data, there is no standardized method to analyze it but

can be grouped into three type of processes (Saunders et al., 2009): First, condensation is a

fundamental approach when dealing with large quantity of data because it helps to shorten

long statements into briefer ones (Kvale, 1996). Second, categorization is comprised of two

main activities: a) developing categories and b) relating them to a meaningful set of data.

These procedures are useful in order to identify possible relationships between the categories

and the theoretical framework concepts. Third, ordering which serves as a story that is told in

a sequenced way, where the most relevant events stated by the participants are extracted

altogether, giving significance to what the researcher is looking for (Coffey and Atkinson

1996).
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In this study, data was gathered through online interviews and interview questions that were

carried out in Chinese, audio-recorded and then transcribed. After that, the transcripts were

translated into English by one of the authors who have this language as mother tongue, so it

was an accurate process. By eliminating the typing errors made during the transcript process

the cleaning processes was made so as to assure it matches what the participants said exactly.

The transcripts can be found in the appendix “Interview Transcripts” which are organized

according to the names of the participants.

In order to avoid improper interpretation caused by translation misunderstanding, we sent the

interview questions to the Sales manager in advance to ask if there is any ambiguity in the

questions. One of the questions we had was about “quality Guanxi”, and when we asked if it

was necessary to change to “good Guanxi”, he didn't think it was necessary because he

mentioned both concepts meant the same. But to match the quality Guanxi concept that we

stated in the theoretical part, we decided to include it in the interview questions. Interestingly,

in the answers gathered, some of the respondents used the words “good Guanxi” without

hesitation. In addition, when we asked respondents about how they thought quality Guanxi

should be developed, some of them answered through “Xinren” or “Trusting each other”. In

Chinese words, these two concepts has the same meaning as “deep trust” According to Kriz

and Fang (2003), Xinren is defined as deep trust in interpersonal relationships in China.

3.5 Reliability and validity

A qualitative study is useful to “understand a situation that would otherwise be enigmatic or

confusing” (Eisner, 1991, p.58). Seale (1999) argues that examining trustworthiness is

important to make sure the quality of a qualitative research is reliable. Saunders et al. (2009)

remarks that reliability centers on the limits the data collection techniques and analysis

procedures can provide uniform findings.

According to Morse et al., (2002) reliability is determined by the researchers’ flexibility,

creativity and skills by using different verifications strategies in the study which are: a)

Methodological coherence where research questions must match the method. b) Size of

sample to ensure the most appropriate candidates are selected for the study, they are usually

the ones who knows more about the research topic. c) Collecting and analyzing data

according to what is already said in the literature and what it is new as resulting from the
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findings. d) Thinking theoretically requires macro and micro perspectives to build a solid

foundation.

Validity is described using a wide range of concepts in qualitative research and subsequently

some authors have generated and adopted their own terms in order to refer to it such as

quality or rigor (Golafshani, 2003). Stenbacka (2001) remarks the concept of reliability is

related to the quality of the qualitative research and has to be carefully addressed to develop a

proper study. If the qualitative research results can be generalized, then it serves as a way of

validation both the doing and documentation of the study, therefore validity is connected to

the tests applied to it such as triangulation (Golafshani, 2003).

Triangulation is a validation strategy where possible interpretation of the data gathered

should be made in groups so as to avoid the subjective influence of a particular individual

(Flick et al., 2004). Subsequently, in this study the interpretation of the data collected in the

interviews and interview questions have been analyzed by two authors with different

backgrounds and nationalities in order to generate a wider spectrum of the findings and

discussion.
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4. Empirical Study

In this chapter the findings from the research are released. The most common answers

gathered from the semi-structured interviews and questionnaires, have been rewritten into

categories that relates to the theoretical concepts addressed in the theory chapter. Comments

not relevant for this research have been taken away.

4.1 Guanxi

We asked the respondents about the way they choose suppliers in the Chinese market. Andy

song stated the first step to develop business relationship with new suppliers is to rely on

“friends’ recommendations” which was supported by Ava Luo who also remarked the

important role “friends’ recommendations” play when selecting new suppliers. Additionally,

Susan Wei answered that “customers’ designation and recommendation” is also a

determinant to choose a supplier in China. These three respondents showed that the Guanxi

relationships among its members are important to create business relationships. Other

determinant factors that goes along with the influence of Guanxi to select new business

partners are “company reputation” (Jenny Zhang), “effective production certificate” (Lilly

Li) and attending “exhibitions” (Andy Song; Amy Pan). The initial contact between the

supplier and customer is often started by participating in three different types of business

connecting hubs (Mary Ma) “first, offline chambers of commerce, associations, industry

platforms; second, new media marketing channels; third, summit meetings, China Merchants

Association”.

When we asked if they will consider Guanxi network members first as suppliers, all the

respondents answered “yes”. For example: Anthony Zhang argued that “I think if

manufacturers whom I have a good relationship with, we know each other very well, and it

may be much more efficient in the work”. On the other hand, Hellen Xu pointed out that is

“trust” the element that leads them to choose a supplier who has cooperated in the past rather

than a new one. Her answer was “Yes, I will. Because of trust”. However, for Angel Zhang

“a tacit understanding” with a former supplier is the key to maintain a business relationship

or Guanxi as it is called in China.
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Since personal relationships are embedded in the practice of Guanxi in the business

atmosphere, we asked the respondents about the probability those personal ties can be

developed with the suppliers to which most of them agreed having personal relationships are

beneficial in business. Amy Pan claimed that “healthy personal relationships enhance

communications between the two businesses”. Mary Ma also considered communication is

improved by creating personal ties because that way “the message is transmitted more

quickly, and the voice between the top levels will not be distorted by the following

misunderstanding”.

In addition to that, personal relationships also help to improve the cooperation among the

Guanxi network members. As Anthony Zhang explained “if we have better relationship, their

cooperation will be much higher”. Other times, it can lead to friendship “according to

Chinese culture, the general understanding is that meeting with each other can create

friendship" (Hellen Xu). Moreover, Susan Wei affirmed that “personal relationships usually

play an important role when the market is very bad”.

Nevertheless, when asking about personal ties between businesses some respondents were

cautious about trespassing ethical issues. For instance, Andy Song thought building personal

relationships “sometimes it can affect objective judgment at work” while Lilly Li warned

about “establishing personal ties in accordance with the principles of professional ethics”.

Finally, there was one respondent who didn’t agree with this since his answered was against

“I don’t think so, as both sides are representatives of the company's interests. We will try to

avoid malfeasance.”

4.2 Renqing

The following questions deal with Renqing, one of the main pillars in which Guanxi can be

developed. One of the common comments to develop business relationships in China is by

following a “regular visits” pattern to the supplier factory (Angel Zhang; Ava Luo). Other

ways to build Renqing are more impersonal such as using “e-mails or phone calls” (Lilly Li)

which help the Guanxi network members to contact each other easily and faster.

Social activities seem to be the most popular and fundamental practice for Chinese people to

create empathy and thus strengthen the Renqing with their counterparts. Amy Pan answered



27

that “Usually we could have some social activities outside of work” so as to keep a better

communication approach with their Guanxi partners which also leads to a sense of security of

developing a strong business relationship. Activities including “going out for dinners and

giving gifts during the festivals” are popular manner to establish and gain empathy with

business partners as Anthony Zhang and Ava Luo mentioned. According to Mary Ma this

activities (gifts and business banquets) are so accepted in the Chinese business spectrum that

as a result they are part of “the financial budget” of the companies.

Renqing is also build throughout different reciprocal manifestation such as “closeness and

tutoring”. Anthony Zhang pointed out that it is important to take initiative to “invite the

Guanxi network partners out for dinner” in order to show interest in a closer business

relation. Reciprocity is also expressed in the daily communication and cooperation among the

Guanxi members when their personal treatment is “friendly, fair, integral and equality”

(Hellen Xu) or relied on “a frank attitude” (Jenny Zhang). That shows Chinese people have a

deeper emphasis on the personal relationship development rather than a focus on caring about

the details of the transactions because they are more collectivistic than their Western

counterparts.

Long-term business relationships are also improved when the empathy and reciprocity are

essential part of Renqing development. Andy Song, Anthony Zhang and Ava Luo agreed

taking “the initiative to create close personal relationship ties with their suppliers is key

factors to build and develop business relationship in the long-run”. On the contrary, when

the supplier tries to be empathetic and this is not corresponded “the relationship may have

obstacles” in the future (Andy Song).

4.3 Ganqing

In order to complement the understanding of Guanxi, we also asked the respondents about

Renqing which the same as Ganqing, is a main component to fully develop business

relationships in China and according to the respondents answers it is nurture through social

interactions. The social interactions appeared to be the path to nurture Ganqing and thus

develop Guanxi. For instance, Jenny Zhang answered that “most suppliers are very proactive,

try to maintain good relationships with me and invite me to participate in various leisure

activities”. Others respondents also supported Ganqing is developed through the social
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exchange activities that can be initiated by the customer as well, that is the case of Susan Wei

who mentioned “I will invite the other party to some of my business parties and tea chats”.

Feeling and bonds between the business parties sometimes are created and maintain thanks to

basic social skills as Hellen Xu answered “I will send my best wishes at the holidays”.

The most common answer stated by the majority of the respondents about how to nurture

Ganqing to develop Guanxi in the Chinese business context, was related to helping their

Guanxi network members at work. Ava Luo illustrated this view with his answer “When the

other side encounters difficulties, give help in time, if I have the ability to do so”, the same as

Anthony Zhang “Always help each other” or Hellen Xu “actively and effectively help them

deal with the problems encountered in the work”. When others are in need of help, Guanxi

partners try to provide solutions that are at the reach of their hands with the purpose of

showing they care about the relationship and gain loyalty and respect. Amy Pan stated “I will

assist the manufacturer in handling some issues in the work so that they could feel a sense of

acceptance and loyalty”. Regular communication when providing help to others in the

Guanxi network can contribute to a deeper Renqing by generating mutual understanding

which in turn leads to “emotional attachment” (Andy Song; Angel Zhang).

On the other hand, a respondent answered that Renqing can not only be nurtured by the social

interactions but organizational cooperation are also sources for streghnten it: Mary Ma argued

“exchange more resources and business information to achieve mutual benefit”. From time to

time promises are also fundamental to keep Renqing and assuring the long-term business

relationships with the Guanxi counterparts, “Under the premise of ensuring the purchasing

cost of the company, long-term cooperation and trans-positional thinking are the treasured

tricks to maintain the good relationship” (Jenny Zhang).

4.4 The relationship among Renqing & Ganqing & Guanxi

The next couple of questions dealt with the relationship among Renqing, Ganqing and

Guanxi. In general, 90% of the respondents answered that helping the suppliers’

representatives when they are in need, it will lead to build strong emotional (Ganqing) ties.

Anthony Zhang pointed out that “helping each other is a traditional Chinese virtue, a spirit

that makes each other appreciate and trust each other more. This process is bound to
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increase feelings”. Mary Ma’s answer also supported this premise “helping each other is a

process of mutual understanding and recognition. It is inevitable that feelings will increase”.

Andy Song, Lilly Li and Mary Ma argued that once there is an emotional connection is

established, it brings a major benefit in the form of “mutual understanding” between the

Guanxi network members. This process of mutual understanding and recognition can be

delivered through “business cooperation or personal help” to improve Renqing (Ava Luo).

The main issue for the Guanxi network members to cooperate or help others, is by identifying

if “the other party is competitive or not” (Angel Zhang). One of the respondents Hellen Xu

mentioned that “when cooperation is set then problems are seen as a common goal to solve”

by all the companies in the Guanxi network and that team efforts “improve efficiency at

work”.

On the other hand, when we asked about the respondents if the social interactions (going out

for dinner, tea chat, visit other families, etc.) help to develop both Renqing and Ganqing in

order to build Guanxi, the most common comment was “yes”. For example: Andy Song

remarked:

“...Definitely. This kind of frequent contact, will inadvertently establish a friendship between

us, and emotional dependence will deepen, of course, our relationship will be much closer”...

Moreover, in China it is seen that personal relationships tend to have a positive impact on

organizational productivity (Amy Pan).

Only one out of 10 respondents was negative about the relationship among Renqing, Ganqing

and Guanxi by answering that when it comes to reciprocity it is only delivered in terms of

“coordinating help at an organizational level only” and avoiding cooperation at a personal

level. Besides, this respondent didn’t agree with the fact of counting on social interactions to

develop the business relationships, the answer was “I will never do it” (Jenny Zhang).

The empirical findings about Guanxi, Renqing, Ganqing and their interrelations are

summarized in Table 2.



30

Table 2. Summary of empirical findings about Guanxi, Renqing and Ganqing, own.

4.5 Trust

4.5.1 Cognition-based trust

In order to relate to the concept of cognition-based trust, we asked respondents two questions.

Based on the answers, it can be seen that trust in Guanxi networks plays an important role in

Chinese business environment and people mostly will give the basic trust to someone whom

introduced by the third party. The first question we asked whether they will trust suppliers

introduced by their friends. Seven out of ten respondents answered “yes”. And most of them

answered as “because I trust my friend”. And Andy Song explained “I would have a higher

degree of confidence in the manufacturers who my friend introduced”. On the other hand,

Ava Luo had the different explanation “Because the manufacturer introduced by my friend,

they have generally worked with each other before, my friend should know them better than I

do”.

The answers to the rest of the three respondents were “not sure”. Anthony Zhang mentioned

that he would consider the suppliers’ previous performance, brand influence, peer review,

and professionalism. Lilly Li also said “if the company does not meet the basic requirements

of the manufacturer, will not cooperate”. In addition, there are three respondents who also
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mentioned about “basic trust”. Based on this, Amy explained “ There will be basic trust.

Because they are my own friends whom I trust, so I will have basic trust in the manufacturer

they introduced. But it still needs field visits and understanding to achieve the ultimate trust”.

In another question, we asked if they would trust a supplier introduced by their friend more

than a new supplier. The answers were the same as the previous question, seven out of ten

answered “yes”. Some of them claimed choosing the suppliers introduced by friends would

have less risk than the new suppliers. Based on this answer, Andy Song had the further

explanation “Because there is a lot of risk in choosing a new supplier. For example, it will

take a long time in the training process and the certification process, generally it will take at

least half a year, and at the end you can’t guarantee that they must meet your standard”. But

Hellen Xu thought differently, she said choosing suppliers whom introduced though her

friends would be less risky than the new one because she know nothing about them.

And two of them set preconditions in their affirmative responses. Jenny Zhang mentioned

that “we will try to know how they are doing, require for samples and quote and then further

assessment will be made”. Another one, Mary Ma claimed she would trust suppliers

introduced by friends more than a new supplier only if they would meet the firm's standard.

In addition, out of ten respondents’ answers, only one respondent answered “no”, and she

further explained that “because as long as it's new, it's a zero impression for the company

itself, and for understanding, it needs to start from scratch”.

4.5.2 Affect-based trust

Related to the concept of affected-based trust, we asked them if they would trust suppliers

who are more involved with their private life. Eight out of ten respondents answered “yes”, it

seems that emotion attachment plays an important role in Chinese business relations, and

business and private life are mixed together and cannot be separated.

Hellen Xu explained that the reason she would trust such suppliers is because this kind of

suppliers must be recognized by her. Meanwhile, Anthony Zhang also stated “if it can

develop closely to my personal life that means this relationship has developed into a

friendship”. In addition, Lilly Li mentioned about mutual trust, and said “If it is close to the

private life mentioned above, it should be mutual trust between the two parties”.
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Out of ten respondents, only two respondents said “no”. Based on this answer, Amy

explained “we need to separate the business and private. I will not bring manufacturers into

my private lives”. On the other side, Jenny Zhang even mentioned about work ethics and

claimed “As I think putting an end to sugar-coated shells, is the professional integrity of

procurement”.

4.5.3 Deep trust

When we asked respondents if deep trust is important for building good Guanxi. All of them

answered “yes”. Anthony Zhang related deep trust as a determinant of Guanxi quality, and

explained “the degree of trust directly determines the quality of your Guanxi with each

other”. Meanwhile, there are three respondents who claimed that there would not be a long-

term cooperation without deep trust.

Another question we asked the respondents was about the determinants of creating deep trust

in the Guanxi network. Half of them mentioned about “help each other” would build

emotional attachment and finally lead to the deep trust. Additionally, Mary Ma said “You will

learn more about each other, and give help, then you could build a deep emotional

attachment in this relationship”. And some respondents claimed that it would build deep

emotional attachment if they could go through something together. In this case, Anthony

Zhang stated “try to help each other and communicate more, so as time and experience

accumulate, must build deeper understanding and emotional attachment with each other”.

On the other side, three respondents mentioned about “keeping your words”, and Andy Song

even stated that he would give the other party care and attention as well, he explained

“Because only in this common experience, we will get to know each other more and more,

and trust each other”.

4.6 Quality Guanxi

With regard to the concept of quality Guanxi, we asked them how they thought it should be.

Seven out of ten respondents answered “Xinren” or “Trust each other”. In Chinese words,

these two concepts are defined as the same meaning of “deep trust”, meaning completely

trust. So based on their answers, we could see “deep trust” plays an important role in Guanxi
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network. Meanwhile, some of them mentioned about mutual help as well. Anthony Zhang

explained “good Guanxi should be a willingness to help each other unreservedly”.

Furthermore, Anthony Zhang stated that quality Guanxi should be “Emotional

interdependence, willing to share their privacy, feelings and so on to each other. Overall,

emotional attachment outweighs personal interest”. In addition, there were two respondents

that pointed out mutual recognition, which means “To recognize the ways and means to do

things with each other, and to recognize them both at work and on a personal level” (Sales

manager, 2018).

The empirical findings about cognition-based trust, affect-based trust, deep trust and quality

Guanxi are summarized in Table 3.
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Table 3. Summary of empirical findings about trust, own.
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5. Analysis and Discussion

This chapter makes a comparison and discussions based on the previous theoretical and

empirical parts. The purpose is to demonstrate whether the empirical findings supports the

theory and models.

5.1 Guanxi

The word Guanxi has a deeper meaning involving personal interactions and reciprocal

obligation which is developed through a network of connections (Leung et al., 1996). Guanxi

mainly works on the basis of friendship (Wang, 2007). Apart from that, Tung et al. (2008)

pointed out Guanxi as social capital where people give and received a preferred treatment in

an ongoing relationship (Alston, 1989). Putnam (2000) states social capital relates to values

of social networks and the willingness of those networks to help others.

In this study, we found that business and personal relationships are inseparable, and the

Guanxi relationships among its members are important to create business relationships. This

is mainly reflected in three aspects: first， most of the respondents would use friend´s

recommendations to establish initial business contacts; second, they would consider firstly

Guanxi network members as suppliers; third, most of them thought it was necessary to

establish personal relationships in business because if there is a good relationship with the

supplier, there will be a higher degree of cooperation (product manager, 2018). These

correspond to the theory mentioned above.

5.1.1 Renqing

Renqing could be understood as two basic elements of reciprocity and empathy, depending

on the role of the recipient or benefactor (Wang, 2007). “Reciprocity is more related to the

behavior of a recipient, and is regulated by the social norms when one receives a favor, the

recipient is said to owe Renqing to the benefactor, and should be ready to repay the debt of

gratitude when needed” (Wang, Siu and Barnes, 2008, p. 820). “Empathy, on the other hand

represents more of the behavior of a benefactor to offer financial or emotional support to

others when in need” (Wang at el., 2008, p.820). A person is said to have good Renqing when

showing empathy towards others feelings and emotions and is willing to help those in need.
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Based on the respondents’ answers, it was found Renqing plays a very important role in

establishing and maintaining Guanxi, and to achieve this, they usually adopt the following

two ways:

First, social activities seem to be the most popular and fundamental practice for Chinese

people to create empathy and thus strengthen the Renqing with their counterparts. Most

respondents would like to have some social activities to keep a better communication

approach with their Guanxi partners which also lead to a sense of security of developing a

strong business relationship. Activities including going out for dinners and giving gifts during

the festivals are popular manner to establish and gain empathy with business partners

(product manager, 2018; Ava Luo, 2018).

Second, give each other as much help as possible. As it can be seen from the manager´s

answer, while providing convenience to the other party, is actually building a good

foundation for this relationship so that the other party will treat him the same way in the

future as well. This is in line with the concept of reciprocity mentioned above, as Chinese

people interact through the exchange of Renqing or favors. In this kind of interaction,

business is not just a business, but also a kind of social interaction (Wang, 2007).

5.1.2 Ganqing

Yen et al. (2011) argue that Ganqing can be defined as “feelings” which can reflect the mood

and the emotional connection of the parties engaged in a social relationship or the parties in a

network. Ganqing also relates to the loyalty and solidarity Chinese people exercise when

asked to give help to others under any circumstances (Chen and Chen, 2004).

Most of respondents’ establish and improve Ganqing (emotional attachment) with each other

through two methods.

First, mutual help is leading to build emotional attachment, and thus improve Guanxi as well.

According to the sales manager, he would like to help each other, communicate regularly,

then mutual understanding will deepen, at same time the emotional attachment between each
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other will be soon established. When gifts or favors are often exchanged, Ganqing or

emotional attachment is considered more important in the long-run (Wang, 2007).

Second, the social interactions appeared to be the path to nurture Ganqing and thus develop

Guanxi. As most of the respondents thought Ganqing is developed through the social

exchange activities and customers always invite them to participate various leisure activities

intend to develop better Guanxi with them.

That mentioned above corresponds with Kipnis (1997) research, which Ganqing can be

improved the same way as Guanxi by relying on social interactions (dinners, visits and

events). Overall, we could conclude that Renqing could generate Ganqing (emotional)

attachment through reciprocal behavior and empathy.

5.1.3 Relationship among Renqing, Ganqing and Guanxi

Regarding to the respondents’ answers, most of them thought helping each other, going out

for dinner or visiting each other's families, would improve emotional attachment and finally

lead to better Guanxi.

Based on the theory, Renqing could be understood as two basic elements of reciprocity and

empathy (Wang, 2007). Empathy which involves understanding, consideration, forgiveness

and most importantly, Ganqing. Chinese people interact through the exchange of Renqing or

favors. In this kind of interaction, business is not just a business, but also a kind of social

interaction. When gifts or favors are often exchanged, Ganqing or emotional attachment is

considered more important in the long run (Wang, 2007). According to Kipnis (1997), the

more positive Ganqing, the closer the Guanxi, which means Ganqing is strongly associated

with Guanxi. Ganqing usually comes from continuous social interaction, mutual help and

reciprocal behavior of Renqing. (Luo, 2000).

From this we could see that the respondents’ answers and the above theory are very

consistent. Helping each other, always going out for food, tea chats, or visiting each other’s

families are related to the concept of Renqing. And respondents thought it could improve

emotional attachment (which related to the concept of Ganqing) through Renqing. Finally it
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would establish better Guanxi. Overall, we think this is a gradual, sequential process of

developing good relationships.

5.2 Trust

5.2.1 Cognition-based trust

Based on the respondents’ answers, we found three similarities: first, most of them will trust

suppliers introduced by friends because they trust their friends. This is in line with Tan, Yang

and Veliyath (2009) whom have conceptualized Guanxi as particularistic interpersonal trust.

Especially Guanxi mainly works on the basis of friendship (Wang, 2007).

Second, most of them would trust a supplier introduced by their friend more than a new

supplier chosen by them due to risk. It seems like they cognitively choose whom they trust

based on "good reasons" that constitute reliable evidence (Lewis & Weigert, 1985). And

these suppliers introduced by friends, we define it as Guanxi network. And this particular

networks (for example, in the case of Guanxi) generate trust (Chua et al., 2008);

Third, some of them also mentioned this type of trust is just basic trust, they would not trust

completely as they still need to check supplier's previous performance, brand influence, peer

review, business representative's professional degree of business, etc. ( Product manager,

2018). This is in line with Chua, Ingram, and Morris (2008)’s research, which defines the

cognition-based trust is a judgment based on the ability and reliability of others. And it is an

instrumental inference, which inferred from information of the behavior of another person in

special circumstances. In particular, this trust comes from thinking, and it is just initial trust

in Guanxi network.

5.2.2 Affect-based trust

By contrast, affect-based trust refers to a bond that comes from one's own emotions and

feelings or motivations for others, and it is the trust from heart. With this affect-based trust,

individuals believe in the intrinsic virtue of this relationship and like to express care and

concern for their partner's well-being (Rempel, Holmes, & Zanna, 1985). Comparing to the

cognition-based trust, affect-based trust is enduring and generalizable over situations, as it

usually involves emotional attachment (Lewis & Weigert, 1985).
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According to this we found that most of respondents would trust suppliers who are more

involved with their private life, such as always helping each other, going out for dinner,

shopping, chatting, and interacting with two families’ members. This answer is in line with

Chua, Morris and Ingram (2009)’s statement, which they also argue in Chinese business

relationship, it is usually accompanied by social and emotional exchanges, such as food

sharing, gifts and interacting with family members. So, trusting business relationships often

combine both emotional (affective) and instrumental factors.

And based on their answers, it was also found that the methods to build affect-based trust. As

most of them thought helping each other, to experience together, and giving care and

attention, would build emotional attachment, and leading to the deeper trust. According to the

sales manager’s statement, that he would gave the other party as much help, care and

attention as possible. Because only in this common experience, they would got to know each

other more and more, and trust each other. Furthermore, according to the product manager’s

answer of how to build deep trust, we could know that usually the first step of building deep

trust is to make the other party satisfied with his work, with this satisfaction would have a

preliminary trust. Then try to help each other and communicate more, so as time and

experience accumulate, must build deeper understanding and emotional attachment with each

other. In this situation, they would trust each other completely.

We also could see that the initial trust was built up by mutual satisfaction with each other's

jobs, corresponding to the theory above; this trust should be cognition-based trust. On this

basis, then we can build affect-based trust. This fits into McAllister (1995)’s research, which

affective-based trust is based on cognitive-based trust. In combination with what we've

discussed previously about 5.1.1 Renqing and 5.1.2 Ganqing, and synthesizing what we

found in this section, we could conclude that in Guanxi network, Renqing gradually builds

Ganqing (affection) attachment, and eventually leads to affect-based trust in Guanxi networks.

5.2.3 Deep trust

According to Kriz and Fang (2003), deep trust is defined as Xinren in interpersonal

relationships in China. They further state that deep trust is based on affective feelings
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between the two parties. Kriz (2002) showed that the Chinese concept of Xinren (deep trust)

is different to the Western conception of trust, mainly in the levels and depth of trust. Trust in

Chinese relationships equates to the deep emotional feelings. Xinren (deep trust) is based on

the initial connectivity, but ultimately close to absolute value.

According to our findings, some of the answers related to this concept are interrelated with

the previous concept of affect-based trust. Most of them thought only building deep

emotional feelings with the other party, and then it could create deep trust. Anthony Zhang

had the detailed explanation on how to create deep trust, he explained that the first step of

building deep trust is to make the other party satisfied with his work, with this satisfaction

would have a preliminary trust. Then try to help each other and communicate more, so as

time and experience accumulate, must build deeper understanding and emotional attachment

with each other. In this situation, they would trust each other completely. He thought this is

called deep trust. His answer corresponds to the above theory of deep trust.

At the same time, we also see that deep trust is a gradual process of building and deepening,

and in the end it is completely unreserved trust, close to absolute value. In addition, in the

process of achieving deep trust, they mentioned several most important ways，mainly to help

each other, to experience together, to give care and attention, but all of these seem to be

aimed at building deep emotional dependence. And ultimately build absolute trust. This is

similar to what we have mentioned how to build affect-based trust in the previous section.

Overall, we could see that most of the respondents would give preference to new suppliers

introduced through their friends. Because they would trust a supplier introduced by their

friend more than a new supplier chosen by them due to risk. And some of them also

mentioned this type of trust is just basic trust, they would not trust completely as they still

need to check supplier's previous performance, brand influence, peer review, business

representative's professional degree of business, etc. This is also known as cognition-based

trust. Based on this, they would establish the so-called affect-based trust through the

establishment of emotional dependence mentioned above. Only when both types of trust are

established can deep trust eventually be realized.

5.2.4 Quality Guanxi
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Chen and Chen (2004) argue that Guanxi quality is determined by both trust and feeling,

where trust is primarily cognition-based and feeling is affect-based. The quality Guanxi is

reflected in building mutual trust and emotional attachment through numerous interactions

between the two parties.

Based on the respondents’ answers, most of them thought the most important factor to build a

quality Guanxi is Xinren (deep trust). We have discussed in the previous section, that the

Xinren is different to the Western conception of trust, mainly in the levels and depth of trust.

Trust in Chinese relationships equates to the deep emotional feelings. Xinren is based on the

initial connectivity, but ultimately close to absolute value (Kriz, 2002).

Meanwhile, most of respondents argue quality Guanxi should be built on Xinren only, but a

few of them thought it was also based on the other two factors: emotional interdependence

and mutual recognition. The product manager stated that quality Guanxi should be Emotional

interdependence, would share their privacy, feelings and so on to each other. Overall,

emotional attachment outweighs personal interest. In his view, emotional dependence is an

important factor in building a good relationship. According to sales manager’s answer,

mutual recognition means to recognize the ways and means to do things with each other, and

to recognize them both at work and on a personal level. Based on this answer, we could also

see doing business in China, business and personal relationships can never be separated

(Perks et al., 2009).

Overall, we could see most respondents’ answers are consistent with the above theory. And

combine both theory and our findings; we could conclude that a quality Guanxi is based on

the deep trust.

5.3 Revised Theoretical Model

Based on the respondents’ answers and the analysis, we found that quality Guanxi actually

needs to build deep trust by combining cognition- and affect-based trust together in Chinese

business context. We have come to this conclusion mainly on the basis of the following

points:
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1) Most of respondents thought the most important factor to build a quality Guanxi is deep

trust (Xinren), but only very few of them thought it was also based on the other two factors:

emotional interdependence and mutual recognition.

2) Most of the respondents would give preference to new suppliers introduced through their

friends. Because they would trust a supplier introduced by their friend more than a new

supplier chosen by them due to risk. And some of them also mentioned this type of trust is

just basic trust, they would not trust completely as they still need to check supplier's previous

performance, brand influence, peer review, business representative's professional degree of

business, etc. This is also known as cognition-based trust.

3) Based on this, they would establish the so-called affect-based trust through the

establishment of emotional dependence. As most of them thought helping each other, to

experience together, and giving care and attention, would build emotional attachment, and

leading to the deeper trust.

Only when both types of trust are established can deep trust eventually be realized. At the

same time, we also see that deep trust is a gradual process of building and deepening, and in

the end it is completely unreserved trust, close to absolute value.

In addition, we have found that the rest of the findings are consistent with the conceptual

framework we proposed in the Figure 1. Thus our initial theory framework has been revised

and presented in Figure 2.
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Figure 2. Developing quality Guanxi through trust, own.
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6. Conclusions and Implications

In the final chapter, answers to the research questions and purpose of this study are

presented. Additionally, the implications of the study and the suggestions for future research

are provided.

6.1 Discussion of the research questions

RQ1: How does cognition- and affect-based trust influence the quality of Guanxi?

Cognition-based trust influences the quality of Guanxi in the sense that members in the

network rely on each other’s recommendation and advice to choose a new business partner.

This is because of the fact that members in the Guanxi network are in continuous personal

interaction which allows them to know each other well at an individual level that can lead to

friendship. As a result, the interpersonal trust generated among the Guanxi network members

when sharing constant social activities, is stronger than the one that could be developed with

those out of the network. However, for new business partners who wish to be part of the

Guanxi network, developing cognition-based trust is the key to figure out a way into Quality

of Guanxi. This initial trust is acquired when investigation about the reputation of the new

partners is evaluated by their previous performance, peer consultations, brand influence and

country of origin.

On the other hand, affect-based trust improves the quality of Guanxi because it is the type of

trust generated from the emotional attachment that exists among the network members. This

affection is easily created when the social activities are set on a daily personal basis

interaction rather than only on a business basis approach. For example; Guanxi members who

go out for dinner, tea chat and family visits, are able to foster the quality of Guanxi because it

shows more commitment to the personal relationship and that will be reflected in a stronger

business relationship.

In addition to the above, quality Guanxi is also affected by Xinren (deep trust). That only

happens when the mutual trust and emotional development among the parties are reached by

numerous social interactions which prompt the development of deep emotional feelings.

However, emotional interdependence and mutual recognition are other factors that can be

considered to nurture quality Guanxi.
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RQ2: How does Renqing and Ganqing influence trust in Guanxi?

In this study, personal relationships and business relationship are meant to be inseparable

because Guanxi is influenced by both Renqing (reciprocity and empathy) and Ganqing

(emotional attachment) respectively.

Renqing and Ganqing help to establish and maintain Guanxi through social activities, mutual

help and emotional attachment. The social activities play an important role for creating

empathy among the Guanxi members. Going out for dinner, tea chats, family visits and social

banquets are the most common activities that Chinese businessmen employ to strengthen

Renqing with their counterparts. Besides, when the social activities are arranged on a daily

basis it helps to improve the communication among the Guanxi members. This often

communication in turn tends to provide a sense of security and reliability between the Guanxi

members that contributes to develop trust and subsequently create strong business

relationships.

Additionally, mutual help encourages trust among the Guanxi members which serves to

develop business relationships. It is through the giving and receiving of mutual favors that the

Guanxi members are willing to believe that others will assist them when facing difficult

situations. If a member is not able to provide help when requested by someone, then trust is

lost, thus Renqing is not nurtured and as a result Guanxi is no longer developed.

Renqing contributes to develop trust in Guanxi because it relies on attending social activities

in both organizational and personal contexts. For example; family visits and office banquets

are popular ways for Chinese businessmen to nurture Renqing (empathy). When the

relationships become more personal then Ganqing (emotional attachment) is developed

thanks to the continuous social interaction, exchange of mutual help and empathy among the

Guanxi members.

6.2 Theoretical, managerial and societal implications

This study contributes to further understanding of Guanxi as a unique way of developing

business relationships in China. It shows how the quality Guanxi can be developed by relying

on cognition- and affect-based trust and deep trust. In other words, quality Guanxi needs to

build deep trust by combining cognition- and affect-based trust together in the Chinese
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business context. This view compliments previous literature by focusing on how to develop

deep trust to take advantage of quality Guanxi in the Chinese market.

From the managerial perspective, this study can be a good guideline for managers and

businessmen to have a wider view of how to deal with the Guanxi phenomenon when doing

business in China. It also provides the basics to take the first step when developing initial

trust and deep trust with the Guanxi members. Moreover, managers and businessmen can also

grasp the importance of social interactions at a personal level when establishing business

relationships with Chinese counterparts.

Finally, at the societal level, this study contribute to the general understanding of how people

interact in a different and unique culture such as the Chinese one where Guanxi is embedded

in all aspects of life and influence the way how business have been traditionally carried out in

the Western world.

6.3 Critical reflections and suggestions for future research

This study has been developed by analyzing a wide source of literature in order to build a

theoretical framework that helped us to have a clear structure of the concepts to analyze.

Even though some results are new to those from previous studies, it is still far from being

generalized and spread to other countries out of Asia because this study focuses on only one

company (Vigor) and one country (China). However, this study is a good point of reference

for Chinese businessmen and Western businessmen who may need to understand this topic

before entering the Chinese market. In the limitations side, this study was impacted by the

fact, it was not possible to gather information face to face due to the limited resources in

terms of time and money, so interview questions were applied using internet tool such as

WeChat.

For future studies, we suggest to include more participants and companies from different

industries to get more information that can enrich the answers provided and thus the findings

and conclusions. In addition to that, it is recommended to analyze Guanxi not only in the

Chinese business context but also include participants from Western countries to understand

how outsiders manage this phenomenon.



47

References

Alston, J. P. (1989). Wa, Guanxi, and Inhwa: Managerial Principles in Japan, China, and

Korea. Business Horizons, 32(2), 26-31.

Ambler, T. (1994). Marketing’s third paradigm: Guanxi. Business Strategy Review, 5(4), 69-

80.

Ambler, T. (1995). Reflections in China: Re-orienting images of marketing. Marketing

Management, 4(1), 22.

AMNA, K., Judith, Z., & John, M. (2016). Favor and opportunity: Renqing in Chinese

business relationships. Journal Of Business & Industrial Marketing, 31(2), 183-192.

Bryman. A., & Bell. E. (2012). Social Research Methods, Fourth Edition, Oxford University

Press Inc., New York.

Central Intelligence Agency. (2018-03-04). The world fact book; China, retrievable at:

https://www.cia.gov/library/publications/the-world-factbook/geos/ch.html.

Chang, A., Guo, C., Zolin R., & Yang, X. (2014). Guanxi as a complex adaptive system:

definition, description and underlying principles. Journal of Asia Business Studies, 8(2), 81-

103.

Chen, X., & Chen, C. (2004). On the intricacies of the Chinese Guanxi: A process model of

Guanxi development. Asia Pacific Journal Of Management, 21(3), 305-324.

Cheng, J. L. C. (2007). Critical issues in international management research: An agenda for

future advancement. European journal of International Management, 1(1 /2), 23-28.

Chua, R., Ingram, P., & Morris, M. (2008). From the head and the heart: Locating cognition-

and affect-based trust in managers' professional networks. Academy Of Management Journal,

51(3), 436-452.

Chua, R., Morris, M., & Ingram, P. (2009). Guanxi vs. networking: Distinctive configurations

of affect- and cognition-based trust in the networks of Chinese vs. American managers.

Journal Of International Business Studies, 40(3), 490-508.

https://www.cia.gov/library/publications/the-world-factbook/geos/ch.html.
https://www.cia.gov/library/publications/the-world-factbook/geos/ch.html.
https://www.cia.gov/library/publications/the-world-factbook/geos/ch.html.
https://www.cia.gov/library/publications/the-world-factbook/geos/ch.html.


48

COFFEY, A., & ATKINSON, P. (1996). Making Sense of Qualitative Data: Complementary

Research Strategies. Thousand Oaks, CA: Sage.

Cook, J., & Wall, T. (1980). New work attitude measures of trust, organizational commitment

and personal need non-fulfillment. Journal Of Occupational Psychology, 53(1), 39-52.

Conway, T., & Swift, J. S. (2000). International relationship marketing-The importance of

psychic distance. European Journal of Marketing, 34(11/12), 1391-1414.

Doz, Y. (2011). Qualitative research for international business. Journal of International

Business Studies, 42(5), 582–590.

Dunning, J. H., & Kim, C. (2007). The Cultural Roots of Guanxi: An Exploratory Study.

World Economy, 30(2), 329–341.

Eisner, E. W. (1991). The enlightened eye: Qualitative inquiry and the enhancement of

educational practice. New York, NY: Macmillan Publishing Company.

Flick, U., Kardorff, E.v., & Steinke, 1. (eds.). (2004). A Companion to Qualitative Research.

London: SAGE.

Fregidou-Malama, M., & Hyder, A. S. (2015). Impact of culture on marketing of health

services–Elekta in Brazil. International Business Review, 24(3), 530-540.

Fock, H. K. Y., & Woo, K.-S. (1998). The China market: strategic implications of guanxi.

Business Strategy Review, 9(3), 33-43.

Gao, H., Ballantyne, D., & Knight, J.G. (2010). Paradoxes and guanxi dilemmas in emerging

Chinese-Western intercultural relationships. Industrial Marketing Management, 39(2), 264-

272.

Gao, H., Gao, H., & Knight, J. G. (2012). Guanxi as a gateway in Chinese-Western business

relationships. Journal Of Business & Industrial Marketing, 27(6), 456-467.

Golafshani, N. (2003). Understanding Reliability and Validity in Qualitative Research. The

Qualitative Report, 8(4), 597-606.

https://link.springer.com/journal/41267
https://link.springer.com/journal/41267
https://link.springer.com/journal/41267/42/5/page/1


49

Heimer, C. A. (1992). Doing your job and helping your friends: Universalistic norms about

obligations to particular others in networks. In N. Nohria & R. G. Eccles (eds.). Networks

and Organizations: Structure, Form, and Action. Boston: Harvard Business School Press.

Hwang, K. K. (1987). Face and favor: The Chinese power game. American journal of

Sociology, 92(4), 944-974.

Hoskisson, R. E., Eden, L., Lau, C. M., & Wright, M. (2000). Strategy in emerging

economies. Academy of management journal, 43(3), 249-267.

Hyder, A. S. (2008). Understanding international networks through relationships: A cultural

perspective. In The 24th IMP Conference, Uppsala, Sweden.

Hyder, A. S., & Fregidou-Malama, M. (2009). Services marketing in a cross-cultural

environment: The case of Egypt, Journal of Services Marketing, 23(4), 261-271.

International Monetary Fund. (2018-03-04). World Economic Outlook, retrievable at:

http://www.imf.org/external/datamapper

Jacobs, J. (1979). A Preliminary Model of Particularistic Ties in Chinese political Alliances:

Kan-ch'ing and Kuan-hsi in a Rural Taiwanese Township. The China Quarterly, 78(10), 237-

273.

Kipnis, A. B. (1997). Producing Guanxi: sentiment, self, and subculture in a North China

village. Duke University Press, England, N.C. London.

Kriz, A., & Fang, T. (2003). Interpersonal trust in Chinese relational networks: moving from

guanxi to xinren. In IMP 19th Annual International Conference, Lugano, Switzerland.

Kriz A. (2002). Chinese business perceptions of interpersonal trust, Doctoral dissertation

submitted in August 2002 for examination at Central Queensland University.

Kvale, S. (1996). Interviews: An introduction to qualitative research interviewing. Thousand

Oaks, CA, Sage.

Lee, D. Y., & Dawes, P. L. (2005). Guanxi, Trust, and Long-Term Orientation in Chinese

Business Markets. Journal Of International Marketing, 13(2), 28-56.

http://www.imf.org/external/datamapper/NGDPDPC@WEO/OEMDC/ADVEC/WEOWORLD/CHN.
http://www.imf.org/external/datamapper/NGDPDPC@WEO/OEMDC/ADVEC/WEOWORLD/CHN.


50

Leung, T. K. P., Wong, Y. H., & Wong, S. (1996). A study of Hong Kong Businessmen's

perceptions of the role “Guanxi” in the People's Republic of China. Journal of Business

Ethics, 15(7), 749–758.

Lewis, J. D., & Weigert, A. (1985). Trust as a Social Reality. Social Forces, 63(4), 967-985.

Lin, LH. (2011). Cultural and Organizational Antecedents of Guanxi: The Chinese Cases.

Journal of Business Ethics, 99(3), 441–451.

Liu, T., & Deng, Y. (2009). Trust, Guanxi and Supplier Search in China: A Conceptual Guide

for the Supplier. In Electronic Commerce and Business Intelligence, 2009. ECBI 2009.

International Conference on (pp. 3-6). IEEE.

Lock, I., & Seele, P. (2015). Quantitative content analysis as a method for business ethics

research. Business Ethics: A European Review, 24, S24-S40.

Luo, Y. (1997). Guanxi: Principles, philosophies, and implications. Human Systems Manage-

Ment, 16(1), 43–51.

Luo, Y. (2007). Guanxi And Business (2nd Edition). New Jersey: World Scientific.

Mavondo, F. T., & Rodrigo, E. M. (2001). The effect of relationship dimensions on

interpersonal and interorganizational commitment in organizations conducting business

between Australia and China. Journal of Business Research, 52(2), 111-121.

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of

organizational trust. Academy of management review, 20(3), 709-734.

McAllister, D. J. (1995). Affect- and Cognition-Based Trust as Foundations for Interpersonal

Cooperation in Organizations. The Academy Of Management Journal, 38(1), 24-59.

Morse, J., Barrett, M., Mayan, M., Olson, K., & Spiers, J. (2002). Verification Strategies for

Establishing Reliability and Validity in Qualitative Research. International Journal Of

Qualitative Methods, 1(2), 13-22.

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of Relationship

Marketing. Journal Of Marketing, 58(3), 20.



51

Ordóñez de Pablos, P. (2005). La importancia de guanxi, renqing y xinyong en las relaciones

empresariales en china: implicaciones para las empresas españolas. Información Comercial

Española, en presa, forthcoming.

Park, S. H., & Luo, Y. (2001). Guanxi and organizational dynamics: organizational

networking in China firms, Strategic Management Journal, 22(5), 455-477.

Perks, H., Kahn, K., & Zhang, C. (2009). An Empirical Evaluation of R&D–Marketing NPD

Integration in Chinese Firms: The Guanxi Effect. Journal Of Product Innovation

Management, 26(6), 640-651.

Putnam, R. D. (2000). Bowling Alone: The Collapse and Revival of American Community,

Simon and Schuster, New York, NY.

Rempel, J. K., Holmes, J. G., & Zanna, M. D. (1985). Trust in close relationships. Journal of

Personality and Social Psychology, 49, 95- 112.

Roly Group. (2018-03-05). Organization, retrievable at: http://www.roly.com/.

Saunders, M., Lewis, P. & Thornhill, A. (2009). Research methods for business students,

Financial Times Prentice Hall, Pearson Education Limited, Harlow, Essex.

Saunders, M., Lewis, P. & Thornhill, A. (2016). Research methods for business students,

Financial Times Prentice Hall, Pearson Education Limited, Harlow, Essex.

Seale, C. (1999). Quality in qualitative research. Qualitative Inquiry, 5(4), 465-478.

Siggelkow, N. (2007). Persuasion with Case Studies, The Academy of Management Journal,

Vol. 50, No. 1, 20-24.

Szeto, R., Wright, P. C., & Cheng, E. (2006). Business networking in the Chinese context: its

role in the formation of guanxi, social capital and ethical foundations. Management Research

News, 29(7), 425-438.

Song, F., Cadsby, C., & Bi, Y. (2012). Trust, Reciprocity, and Guanxi in China: An

Experimental Investigation. Management And Organization Review, 8(2), 397-421.

http://www.roly.com/
http://www.roly.com/


52

Su, C., Mitchell, R. K., & Sirgy, M. J. (2007). Enabling guanxi management in China: a

hierarchical stakeholder model of effective guanxi, Journal of Business Ethics, 71(3), 301-

319.

Tan, J., Yang, J., & Veliyath, R. (2009). Particularistic and system trust among small and

medium enterprises: A comparative study in China's transition economy. Journal Of Business

Venturing, 24(6), 544-557.

The World Bank. (2018-03-04). China Overview, retrievable at:

http://www.worldbank.org/en/country/china/overview.

Tsang, E. W. K. (1998). Can guanxi be a source of sustained competitive advantage for doing

business in China?, Academy of Management Executive, 12(2), 64–73.

Van Maanen, J. (1998). Qualitative Studies of Organizations. Sage, Thousand Oaks, CA.

Wang, C. L. (2007). Guanxi vs. relationship marketing: Exploring underlying differences.

Industrial Marketing Management, 36(1), 81-86.

Wang, C. L., Siu, N. Y., & Barnes, B. R. (2008). The significance of trust and renqing in the

long-term orientation of Chinese business-to-business relationships. Industrial Marketing

Management, 37(7), 819-824.

Weick, K. (2007). The generative properties of richness. Academy of Management Journal,

50(1), 14-19.

Westwood, R., Chan, A., & Linstead, S. (2004). Theorizing Chinese people Employment

Relations comparatively: Exchange, Reciprocity and the Moral Economy. Asia Pacific

Journal of Management, 21(3), 365–389.

Wu, W. K., & Chiu, S. W. (2016). The impact of guanxi positioning on the quality of

manufacturer–retailer channel relationships: Evidence from Taiwanese SMEs. Journal of

Business Research, 69(9), 3398-3405.

Yang, F. (2011). The importance of Guanxi to multinational companies in China. Asian

Social Science, 7(7), 163-168.

http://www.worldbank.org/en/country/china/overview


53

Yen, D. A., Yu, Q., & Barnes, B. R. (2007). Focusing on Relationship Dimensions to

Improve the Quality of Chinese-Western Business-to-Business Exchanges. Total Quality

Management & Business Excellence, 18(8), 889-899.

Yin, R. K. (2009). Case study research : design and methods. London.

Zhang, Y., & Zhang, Z. (2006). Guanxi and organizational dynamics in China: A link

between individual and organizational levels. Journal Of Business Ethics, 67(4), 375-392.



54

APPENDIX 1
Interview Questions 1: Vigor employees English Edition

1. Please briefly introduce yourself (your name, position, job function and how long you

worked for Vigor).

2. How do you choose the manufacturer? In which way, please explain.

3. How is the relationship between Vigor and the manufacturers?

- How is the initial connection usually established?

4. Do you think it is necessary to establish the personal relationship（Guanxi） between the

business representatives of Vigor and its manufacturers?

- If no, why?

- If yes, why?

5. How is your Guanxi with manufacturers’ business representatives?

- How do you maintain and improve this Guanxi, in which way, please explain?

6. How do you build and improve Ganqing (emotional attachment) with each other, in which

way, please explain?

7. How do you understand trust in Guanxi?

- Do you trust the manufacturer introduced by your friend/or through Guanxi network even

you haven’t worked together before? Please explain why?

8. Will you trust the manufacturer whom your friend introduced/or through Guanxi network,

even though you haven't worked together, compare to a new manufacturer that has never

worked together? Why?

9. Will you trust more about the manufacturers who are more involved with your private life,

such as always helping each other, going out for dinner, shopping, chatting, and interacting

with two families’ members? Why?
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10. What do you think quality Guanxi should be?

-How do you consider the most important factor in building a quality Guanxi?

APPENDIX 2
Interview Questions 2: Vigor employees English Edition

11. Is there any priority principles you would like to concern when you choose the

manufacturer? If so, on what basis?

12. Will you consider that manufacturers who have a good relationship with you first? why?

13. Do you think a good relationship can be built just through the Guanxi network?

14. In your relationship with the manufacturers’ representatives, do you think it will improve

your Ganqing/emotional attachment if you help each other? Why?

15. In your relationship with the manufacturers’ representatives, will it improve your Guanxi

if you always going out for food, shopping, or visiting each others’ families? And do you

think it will improve your Ganqing/emotional attachment as well?

16. Do you think deep trust is important for building a quality Guanxi?

-If no, explain why. If yes, explain why,

17. Explain how you create deep trust in Guanxi network.
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APPENDIX 3
Interview Results of Sales manager of Vigor Group

We interviewed Andy Song, Sales manager of Vigor on 31st March 2018 through online

video chat (Wechat). And this interview lasted almost one hour.

1. Please briefly introduce yourself (your name, position, job function and how long you

worked for Vigor).

Ans: My name is Andy Song, Sales manager, I worked in Vigor as a sales manager more than

7 years, my main job is working with our customers and serving them, such as product

development, sampling, order dealing with, mass production and cargo delivery, etc. And

also work with our different suppliers on different material products, such as wood seasonal

gift, metal craft, glass or ceramic dinnerware, and poly-resin home decorative item.

2. How do you choose the manufacturer? In which way, please explain.

Ans: We are mainly through two ways to choose the manufacturer, exhibition and friends

introduce. With regard to the exhibition, we mainly participate in the Atlanta exhibition in the

United States and some exhibitions in Guangzhou and Hong Kong. As for the selection

criteria, it is mainly based on the needs of the customers. Our customers in the retail industry,

like home spot, target, Walmart, they all have factory audits.We are mainly based on its

ratings to measure manufacturers' eligibility.

3. How is the relationship between Vigor and the manufacturers?

Ans: We have a better relationship with manufacturers whom have a high degree of

compatibility, good product quality, punctual delivery, and perfect after-sales service.

- How is the initial connection usually established?

Ans: If the manufacturer is designated by the customer, we will find the contact information

of the target manufacturer based on the supplier factory audit in the customer system since

these manufacturers have worked with our customer before. At the same time, we will

establish this connection in four stages: 1. sampling 2.sample quality evaluation 3. quotation

4. mass production.



57

4. Do you think it is necessary to establish the personal relationship（Guanxi） between the

business representatives of Vigor and its manufacturers?

- If no, why?

- If yes, why?

Ans: I don't think it's necessary, because sometimes it can affect objective judgment at work.

5. How is your Guanxi with manufacturers’ business representatives?

Ans: Company rules to avoid establishing personal relationships with either customer or

suppliers，but In fact, it is very difficult to completely avoid, because in a society like China,

suppliers will take the initiative to approach you.

- How do you maintain and improve this Guanxi, in which way, please explain?

Ans: If this supplier's performance is good, I will accept this closeness.Because if you act

coldly, you might give the wrong signal to the suppliers that you don't value this relationship

and there will be some obstacles in the future. So if I personally recognize the overall

performance of the company, and the quality or characteristics of this representative, I will

take the initiative to maintain this relationship.I will give him some kind reminders at work

(eg. To help him better analyze the client's background.）or spend some time tutoring him

(eg. In the face of many different offers, I will help this more connected supplier to explain

the ingredients of the offer to the customer.). Give him as much convenience and attention as

possible.

6. How do you build and improve Ganqing (emotional attachment) with each other, in which

way, please explain?

Ans: I would like to help each other, communicate regularly, then mutual understanding will

deepen, at same time the emotional attachment between each other will soon be established.

7. How do you understand trust in Guanxi?

Ans: I think at the business level, trust is fragile, based on reality. The purpose of the supplier

is to get the order, and for us it to be able to get the benefit from this business.Our trust in

them is based on their previous performance.

- Do you trust the manufacturer introduced by your friend/or through Guanxi network even

you haven’t worked together before? Please explain why?
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Ans: Of course, because I recognized my friend, I would have a higher degree of confidence

in the manufacturers who my friend introduced.

8. Will you trust the manufacturer whom your friend introduced/or through Guanxi network,

even though you haven't worked together, compare to a new manufacturer that has never

worked together? Why?

Ans: Of course, I will. Because there is a lot of risk in choosing a new supplier.For example,

it will take a long time in the training process and the certification process, generally it will

take at least half a year, and at the end you can’t guarantee that they must meet your

standard.

9. Will you trust more about the manufacturers who are more involved with your private life,

such as always helping each other, going out for dinner, shopping, chatting, and interacting

with two families’ members? Why?

Ans: If the same condition is satisfied, I will trust them more.

10. What do you think quality Guanxi should be?

Ans: 1. Must have a common understanding, that is, to serve our customers well.

2. To recognize the ways and means to do things with each other,

3. and to recognize them both at work and on a personal level.

-How do you consider the most important factor in building a quality Guanxi?

Ans: I personally think that the relationship established through business contacts, mutual

interests is the most important.

Further questions:

11.Is there any priority principles you would like to concern when you choose the

manufacturer? If so, on what basis?

Ans: I feel that the principle of priority must meet the criteria I mentioned in the previous

question.

12. Will you consider that manufacturers who have a good relationship with you first? why?
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Ans: Yes, I will. Because I think since they have a good relationship with me that must be my

very recognized manufacturer. Since they can meet our criteria in all respects, of course they

will be chosen.

13. Do you think a good relationship can be built just through the Guanxi network?

Ans: No.

14. In your relationship with the manufacturers’ representatives, do you think it will improve

your Ganqing/emotional attachment if you help each other? Why?

Ans: Definitely. Because in this process of mutual help, we went through this together, and it

will enhance mutual understanding, our heart will be very grateful for each other’s ’ efforts.

15. In your relationship with the manufacturers’ representatives, will it improve your Guanxi

if you always going out for food, shopping, or visiting each other’s’ families? And do you

think it will improve your Ganqing/emotional attachment as well?

Ans: Definitely. This kind of frequent contact, will inadvertently establish a friendship

between us, and emotional dependence will deepen, of course, our relationship will be much

closer.

16. Do you think deep trust is important for building a quality Guanxi?

-If no, explain why. If yes, explain why.

Ans: Of course. Without deep trust, long-term cooperation is hard to build.

17. Explain how you create deep trust in Guanxi network.

Ans: I think the purpose of building deep trust must be to build a good relationship. It takes

us time and energy to work together. I will give the other party as much help, care and

attention as possible. Because only in this common experience, we will get to know each

other more and more, and trust each other. It takes time and common experience. So I think

this kind of deep trust in the end is actually developing into a true friendship.
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APPENDIX 4
Interview Results of Product manager of Vigor Group

We interviewed Anthony Zhang, Product manager of Vigor on 1st. April 2018 through

online video chat of Wechat. And this interview lasted almost one hour.

1. Please briefly introduce yourself (your name, position, job function and how long you

worked for Vigor).

Ans: Anthony Zhang, manager of Product department, 13years in Vigor, and my job scope is

focusing on product development.

2. How do you choose the manufacturer? In which way, please explain.

Ans: We are mainly follow the manufacturer's score in factory audit. Of course, I will also

take into account the previous cooperation with these manufacturers, such as their

compatibility, product quality, after-sale and other factors.

3. How is the relationship between Vigor and the manufacturers?

Ans: We will certainly be better off with our long-term partners because we both know each

other well.

- How is the initial connection usually established?

Ans: It's usually connected by phone or WeChat, because our manufacturers are all in China,

so it's very convenient to use these two methods. But with our client, we are more likely to use

Email.

4. Do you think it is necessary to establish the personal relationship（Guanxi） between the

business representatives of Vigor and its manufacturers?

- If no, why?

- If yes, why?

Ans: I think it is necessary, because if we have better relationship, their cooperation will be

much higher.

5. How is your Guanxi with manufacturers’ business representatives?

Ans: Very good.
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- How do you maintain and improve this Guanxi, in which way, please explain?

Ans: Usually they ask me out for dinner, or their company prepares gifts for us during the

festivals. I can't just let them treat, so I also take the initiative to ask them out for dinner

sometimes, to achieve reciprocity.

6. How do you build and improve Ganqing (emotional attachment) with each other, in which

way, please explain?

Ans: Always help each other, and eat together, give gifts, etc.

7. How do you understand trust in Guanxi?

Ans: Trust is the most important factor in the relationship. The degree of trust directly

determines the quality of your Guanxi with the other party.

- Do you trust the manufacturer introduced by your friend/or through Guanxi network even

you haven’t worked together before? Please explain why?

Ans: Not sure. But I will try to examine the supplier's previous performance, brand influence,

peer review, business representative's professional degree of business, etc.

8. Will you trust the manufacturer whom your friend introduced/or through Guanxi network,

even though you haven't worked together, compare to a new manufacturer that has never

worked together? Why?

Ans: Relative to a new manufacturer, manufacturers whom introduced through friends will

be safer and emotionally more trusted, but the final decision is still to be determined by the

company's final assessment.

9. Will you trust more about the manufacturers who are more involved with your private life,

such as always helping each other, going out for dinner, shopping, chatting, and interacting

with two families’ members? Why?

Ans: Those who have the good personal relationship with me are the manufacturers I trust

very much. Generally speaking, the initial relationship is only a business relationship, if it

can developed closely to my personal life, that means this relationship has developed into a

friendship, even if there is no common interest, this friendship is still there.
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10. What do you think quality Guanxi should be?

Ans: I think quality Guanxi should be a willingness to help each other unreservedly.

Emotional interdependence, willing to share their privacy, feelings and so on to each other.

Overall, emotional attachment outweighs personal interest.

-How do you consider the most important factor in building a quality Guanxi?

Ans: Xinren (Deep trust).

Further questions:

11. Is there any priority principles you would like to concern when you choose the

manufacturer? If so, on what basis?

Ans: The priority principle is good product, good service and high reputation. But in fact, we

can judge by their past performance. If the manufacturer is new and has not cooperated, it is

measured by the reputation of the same industry.

12. Will you consider that manufacturers who have a good relationship with you first? why?

Ans: Yes, I think so. I think if manufacturers whom I have a good relationship with, we know

each other very well, and it may be much more efficient in the work.

13. Do you think a good relationship can be built just through the Guanxi network?

Ans: No.

14. In your relationship with the manufacturers’ representatives, do you think it will improve

your Ganqing/emotional attachment if you help each other? Why?

Ans: That's inevitable, because helping each other is a traditional Chinese virtue, a spirit that

makes each other appreciate and trust each other more. This process is bound to increase

feelings.

15. In your relationship with the manufacturers’ representatives, will it improve your Guanxi

if you always going out for food, shopping, or visiting each other’s’ families? And do you

think it will improve your Ganqing/emotional attachment as well?

Ans: Not really. Sometimes if you know too much about the other party and you will feel that

this person’s quality may not be as good as you think.
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16. Do you think deep trust is important for building a quality Guanxi?

-If no, explain why. If yes, explain why,

Ans: It is very important， as the degree of trust directly determines the quality of your

Guanxi with each other.

17. Explain how you create deep trust in Guanxi network.

Ans: I think the first step is to make the other party satisfied with my work, with this

satisfaction will have a preliminary trust. Then try to help each other and communicate more,

so as time and experience accumulate, must build deeper understanding and emotional

attachment with each other. In this situation, you can trust each other completely. I think this

is called deep trust.
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APPENDIX 5
Results of Interview Questions
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