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Abstract - Managers of multinational enterprises (MNEs) from developed economies are often cautioned to understand the 
cultural environment of countries in which they would do business. This is particularly true in the case of emerging 
economies, and even more so in those like India with which most MNEs would have relatively limited experience. This 
study examines mechanisms that are pertinent to Indian business culture.We develop an instrument to measure three 
dimensions of Jaan-Pehchaan and test whether they elicit different reactions This insight can be crucial for MNEs that would 
enter Indian markets.  
 
 
I. INTRODUCTION 
 
Research focusing on emerging markets have 
increased rapidly in recent years, given that GDP 
growth of these markets are likely totake over that of 
advanced markets by 2035. The growth of China is 
almost equivalent to US when using purchasing 
power parity index, while India is the third largest 
market according to International Monetary Fund 
(IMF) 2008.An IMF (2016)report further suggests 
that India is one of the fastest growing economy 
withits growth rate (7%)expected to take 
overChina(6%). In a seminal article, Sheth(2011) 
emphasizes that emerging markets are likely to 
remain growth engines of the future for several 
important reasons including the liberalization of 
BRIC markets (Brazil, Russia, India, and China), 
aging of matured advanced markets in US and 
Europe, and further catalyzed by emergence of 
liberalized trading blocks and associations such as 
ASEAN, G-20 among others. 
 
India is an academically important case to study as it 
has adopted a bi-cultural business system, such that 
the local way of doing business often differs from the 
business approaches adopted from Westerntraditions 
that makes business interaction harder to understand. 
Given that there is a growing body of research on 
other emerging markets,especially China, India has 
received scant attention in the literature.The nuanced 
understanding of the socio-cultural fabric of the 
Indian society is neglected in the extant management 
literature even though it has a huge potential on 
decision-making and managerial implications.Some 
qualitative studies were found on India such as 
Berger (2014) but no quantitative studies were found. 
This is surprising as a result of the abundance of 
research found on the equivalent business model in 
China called (Yen et al., 2011; Berger et al., 2015) in 
relation to India's Jaan Pechaan. The lack of a 
coherent business model makes understanding this 
important marketas an important area to research. 
This study of management practices and values 

adopted by business organizations in India enriches 
the extant understanding of balancing market 
competition with diverse and traditional social values 
imbibed in the Indian management systems, 
somewhat similar to what research in management 
literature on guanxi has taught us about doing 
business in China( Berger et al., 2015). 
 
II. CONCEPTUAL BACKGROUND AND 
HYPOTHESES DEVELOPMENT  
 
Jaan Pehchaan (जान-पहचान) 
The term Jaan Pehchaan (जान-पहचान) loosely means 
‘getting something done through someoneyou know’, 
or more simply, ‘someonewhom you know’. The 
Hindi word jaan or jān (जान) means “to know”, while 
the word Pechchan (पहचान) means “recognition, 
identity” .The term has been in use for a long time 
now in India and translates also for getting favours, 
simlar to the concept of guanxi in China (Yen et al., 
2011). The wide acceptance and common usage of 
this term in the business as well as in the social 
conversations, reinforces the importance and 
criticality of flaunting “familiarity” and “right 
connections” as a means of furthering one’s business 
interests. Few previous studies have also highlighted 
that in India, the business community prefersto know 
the right people for doing business or getting the 
work done. 
 
Friendship (Pehchaan) 
Friendship is defined as a close and voluntary 
interpersonal relationship between two or more 
individuals. It is triggered by a need for 
companionship, and social acceptance. It is 
characterized by varying degree of intimacy, 
companionship, and mutual assistance.Friendship 
dimension of Jaan Pehchaan refers to the Pehchaan or 
knowing someone through one’s connections. It 
emphasizes the social relationships of an individual 
or a business with other actors who are in influential 
positions in society, business or the government by 
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virtue of which has a high social capital. Bourdieu 
and Wacquant (1992) define social capital as sum of 
resources, actual or virtual which an individual gets 
by possessing a network of institutionalized 
relationships of mutual acquaintances. Therefore, 
individuals with high Pehchaan are likely to be 
located atfocal positions in several of these influential 
business or social networks which can ease doing 
business by getting favors from someone in those 
networks. In line with the conceptualization of Indian 
culture as medium collectivist in nature, we argue 
that Indian culture is influenced more by extended 
family, caste, religion, and linguistic affiliations, with 
the resultant in-group and out-group relationship 
orientations, which forms the basis of the Pehchaan. 
This manifests in form of knowing someone who 
knows someone who may know someone influential. 
Comparing with Chinese guanxi relationship, 
Pehchaan is akin to Ganqing dimension of guanxi 
relationship, signifying the quality of inter-personal 
relationships in business networks.Based on the 
above discussion, the following hypotheses are 
postulated: 
H1a: High levels of friendship(Pehchaan) would 
lead to higher levels of satisfaction in the 
relationship. 
H1b: High levels of friendship(Pehchaan)would 
lead to higher levels of long-term orientation in the 
relationship. 
 
Reciprocity (Len-Den) 
Research has demonstrated that people receiving gifts 
or favors from other/s may experience the emotion of 
gratitude, and may feel indebtedness or gratefulness, 
which may lead them to contribute to the welfare of 
the benefactor in future. Indeed, grateful 
emotionsmotivate people to reciprocate the benefits 
received by them. In the collectivist value system in 
India, the act of giving is considered to provide the 
donor an equivalent or larger return, not from the 
recipient, but from nature itself  and also forms the 
core of their beliefs in Karma. The recipients 
generally oblige the donor by accepting the gift or 
personal favor, which is a well-accepted social norm 
in India. Therefore, giving gifts and performing 
favors in the Indian culture context may not always 
be motivated by a hidden agenda for seeking personal 
favors in an organizational context as it may be seen 
in China. This is totally contrary to Western thought, 
which is primarily exchange-orientated and views 
accepting gifts as being obligated to return an equal 
or greater favor of reciprocation. According to the 
institutional theory, social networks in emerging 
markets are more prominent since these nations are 
characterized by weak formal regulatory institutions 
and institutional voids in many cases, in contrast to 
the more formal institutional environments found in 
most developed countries. Based on the above 
discussion, the following hypotheses are postulated: 

H2a: High levels of reciprocity(Len-Den) would 
lead to higher levels of satisfaction. 
H2b: High levels of reciprocity(Len-Den)would 
lead to higher levels of long-term orientation. 
 
Trust (Bharosa) 
Several studies (e.g. Hall, 1976; Hofstede, 1981) have 
shown that India is a nation with a collectivist, high-
context, strong uncertainty-avoidance, and large 
power-distance culture. Cultural values affect not 
only the interests, and priorities, but also impact an 
individual’s approach towards an exchange 
relationship based on their own cultural values. 
Moreover, Sable (1993) claims that trust is more 
likely to develop in situations where there is a 
common history, and belief in the same god, all of 
which is true for the Indian social context. Trust is 
needed when the exchange is not immediate and 
when the legal system is ineffective. In collectivist 
societies, conflict for example, is resolved not 
through challenge of status quo or notion of justice or 
fairness as in individualistic societies, but through 
display of concern for continuing harmony, peace and 
continuity. In the same vein, while collectivist people 
show a high degree of trust, cooperation and empathy 
towards their in-group members, they become very 
wary when they interact with their out-group 
members. Similarly, communication between 
individuals in collectivist and high-context societies 
such as India is characterized by focus on non-verbal 
cues, being implicit rather than being explicit, and 
aimed to avoid loss of face in public and keeping 
harmony, rather than being more straightforward and 
explicit such as in low-context societies where one 
can lose face. On the higher uncertainty-avoidance 
dimension of the Indian cultural context, they present 
higher risk aversion that makes them more prone 
towards trust formation an in-group exchange and in 
some cases limiting their future growth potential.This 
level of socially acceptable risk tolerance in turn 
impacts its members’ economic rationality, leading to 
a different way of assessing costs and rewards 
associated with opportunistic behavior. Thus in the 
Indian social context, trust or Bharosa is an integral 
aspect of relational bonding in business 
partnerships.Thus we propose the following 
hypotheses: 
 
H3a : High levels of trust (Bharosa) would lead to 
higher levels of satisfaction. 
H3b : High levels of trust (Bharosa) would lead to 
higher levels of long-term orientation. 
 
III. SATISFACTION& PERFORMANCE 
 
There are several studies in the management literature 
which have found a positive association between 
satisfaction and performance, but not in the Indian 
context.From the spirituality perspective, we know 
that most Indian managers tend to find the 
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advancement in their personal growth equally 
important and fulfilling compared to professional 
growth by contributing to a superordinate goal. Doing 
tasks in which they find a deeper meaning tends to 
increase their job satisfaction leading to better 
performance. Similarly, other studies have also 
shown, that Indian managers with spiritual inclination 
tend to be more duty-driven, more selfless in task 
actions, and more unanimous that results in positive 
outcomes including higher self-regulations of their 
behaviors. This was found to lead to higher 
inclination in achieving business goals and objectives 
compared to their own. 
 
Use of networks for enhancement of business is not 
new (Yen and Barnes, 2011). For example, Puffer et 
al. (2010) has shown that the use of favors can have 
many positive effects on the conduct of business in 
the environments of many emerging markets. In the 
context of relationship marketing, it was shown that 
trust and satisfaction between business parties 
mediates the outcomes ofperformance.In the strategy 
literature, it was shown that Indian firms affiliated 
with highly networked business groups outperform 
firms that are not affiliated, since affiliations help 
these business groups to fill in institutional voids in 
product-capital-labor markets, regulation, and 

contract enforcement. These networks provide 
member firms with important connections facilitating 
business exchanges. Therefore, such network 
infrastructure is realized as a critical means for a firm, 
as it decreases search costs, contracting costs, 
transaction costs, ambiguities, and opportunism. Such 
resources are commonly referred to as network 
resources and are not generally available to those 
outside the network.  
 
Such networks in the Indian contexts that affectsfirm 
performance have been well studied to an extent in 
the financial and accounting field but not 
management. These social business networks are 
what we call in this article as Jaan Pechcaan. It is a 
source of competitive advantage for firms and 
managers since such networks tend to create a 
handicap for foreign businesses that do not have the 
“right” Jaan pehchaan connections, i.e. are not part of 
the inner-circle.Based on the above discussion, the 
following hypothesis is postulated: 
H5 : High levels of satisfaction would lead to 
higher levels of performance. 
The following figure summarizes the Jaan – 
Pehchaan business model: 
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Figure 1: Conceptual Model: Jaan-pehchaan and its impact on trust, satisfaction and performance in B2B relationship 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-3, Mar.-2018 
http://iraj.in 

Doing Business in India 
 

38 

REFERENCES 
 
[1] Berger, R. (2014). "Mastering the Art of Jugaad and Guanxi: 

A Western Guide to Business Practices in India and China", 
International Journal of Asian Business and Information 
Management, 5(4):14-22 

[2] Berger, R., Herstein, R., Silbiger, A., and Barnes, B. R. 2015. 
Can guanxi be created in Sino–Western relationships? An 
assessment of Western firms trading with China using the 
GRX scale. Industrial Marketing Management, 47: 166-174.  

[3] Bourdieu, P. and Wacquant, L. J. D. (1992), An Invitation to 
Reflexive Sociology, Chicago, IL. : University of Chicago 
Press. 

[4] Hall, E. T. (1976), Beyond Culture, Garden City, NY: 
Anchor Press/Doubleday. 

[5] Hofstede, G. (1981), Culture and Organizations: Software of 
the Mind, New York: McGraw-Hill.  

[6] Puffer, S. M., McCarthy, D. J., and Boisot, M. 2010. 
Entrepreneurship in Russia and China: The impact of formal 
institutional voids. Entrepreneurship: Theory and Practice, 
34(3): 441-467. 

[7] Sable, C. F. (1993), “Studied Trust: Building New Forms of 
Cooperation in a Volatile Economy,” Human Relations, 9, 
1133–1170.  

[8] Sheth, Jagdish N., and Rajendra S. Sisodia (1999), 
“Revisiting Marketing’s Law like Generalizations,” Journal 
of the Academy of Marketing Science, 27(1), 71–87.  

 
 
 
 
 
 
 
 
 

 


