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Abstract - Although the Arab countries represent a vital economic region owing to its natural resources and geographic 

location, few researches have been conducted to understanding the way business that is directed in this region. In this paper, we 
address this gap by introducing a concise framework directed to the keys that influence and expand the business between the 
KSA (Kingdom of Saudi Arabia) as an Arab country and Japan as a non-Arab country in the context of Short and Medium 
Enterprises (SMEs). We conducted a study based on questionnaires to explore the extent of business networking between the 
KSA and Japan to measure their willingness to cooperate with Japanese companies and capture the hindrance between the two 
sides. Two types of questionnaires are conducted, and interviews with CEOs of Saudi and Japanese SMEs are held, as well. 
The results show that Saudi companies who never dealt with the Japanese side are willing to establish networks. However, 
Saudi companies that already on networks with the Japanese side finds themselves reluctant to extend the networking. 
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I. INTRODUCTION 

 

The Arab countries is a central economic area owing 

to its natural resources and geographic location; 

however, narrow attention has been paid to 

researching and understanding the way business is 

conducted in this region [1]. However, the shortage of 

knowledge about the cultural customs and business 

practices has affected the ability of many non-Arab 
firms to knock into the economic potential of the 

region. Culture comprises values and shared beliefs 

that are expressed in ways of thinking, feeling, and 

behaving.  Countries such as Kingdom Saudi Arabia 

(KSA), the United Arab Emirates (UAE) and Kuwait 

are now major investors in US and European 

multinational companies, property and other 

businesses [1]. Differences in organizational and 

domestic cultures means that administrators have to 

adapt business setting and be responsive to factors 

influencing the negotiation process and should have 
the ability to alter their style and strategies to suit the 

needs [1]. 

Small- to Medium Enterprises (SMEs) have become a 

crucial contributor in economic. However, in Arab 

worlds, they solely compete based on price, and few of 

these SMEs have direct access to foreign markets. 

Furthermore, the percentage of the industrial sector 

contribution in total Gross Domestic Product (GDP) 

has risen dramatically. Although SMEs are uncertain 

in nature, entrepreneurs do not have the requisite 

financial, marketing or administrative capabilities 

needed to reduce the start-up risk.  
In this paper, we address the business networking in 

Arab countries by classifying the available literature 

into three categories, namely, the cultural difference 

problem, the role of internet and communication 

technology, and Arabian women entrepreneurship. 

Moreover, we discuss some research directions, and 

introduce a framework about business networking 

between Arab world and Japan. 

The remainder of the paper is classified as follows: 

section 2 gives an overview about the Arab world; 

section 3 presents the literature review with its classes; 

section 4 demonstrates the research directions about 

opening new horizons about the research context; 

section 5 proposes a framework about business 

networking between Arab countries and Japan. 

 

II. OVERVIEW ABOUT THE ARAB CULTURE 

 

The terms „„Middle East‟‟ and „„Arab world‟‟ are 

often used interchangeably to represent the West Asia 

region The region is of significance for researchers, 

business managers, policymakers and other 

stakeholders not only for its economic interests the 

three values that are most commonly mentioned in 

literature are: (a) collectivism, (b) hospitality and (c) 

honor [2]. The Arab region has recently witnessed a 

period of substantial political change and instability, 
which at the time of writing this article is still 

on-going. The current day politics and local 

uncertainties makes our population of Lebanese 

managers, to a workable degree, representative in 

terms of current similarities with other Arab nations in 

the neighborhood and allows us to derive general 

implications for negotiations within the Middle 

Eastern cultural setting. We next discuss our 

informing framework and draw on the extant 

international business literature to develop the 

research propositions of this study. 

 

III. LITERATURE REVIEW 

 

We used Google scholar to search about business 

networking in Arab countries and found that the 

literature can be classified into three main areas, 

namely, culture difference effect, the role of internet, 

and woman contribution. 
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A. Cultural difference 

Khakhar and Gulzar [1] explored the key 
socio-economic, cultural and political factors that 

influence the negotiation process between Arab and 

non-Arab managers and concluded that Arab 

negotiators emphasize on building relationships and 

use referent power and the political uncertainty 

influences the bargaining power of the Arab 

negotiators and Arab managers. Ribbink and Grimm 

[3] conducted an experimental study to investigate the 

effects of cultural differences in the context of 

buyer–supplier negotiations. They concluded that 

cultural differences have a significant impact on 

negotiation outcomes in day-to-day business. Ladhari 
et al. [3] empirically examined the cultural values of 

three countries Canada, Japan, and Morocco and 

concluded that some changes are occurring in cultural 

value in the three countries. Sandy et al. [4] 

investigated the link between customer equity drivers, 

namely, value equity, brand equity and relationship 

equity, and loyalty intentions. They concluded that it is 

sensitive to the cultural environment and that Eastern 

consumers in general have higher loyalty intentions 

than Western consumers. Saddique [5] studied the 

situation of SMEs in the United Arab Emirates by 
using a data collection approach, including a case 

study, participant observation, and a 

questionnaire-based survey, and revealed a weak 

market orientation among and undifferentiated 

competition, limited resource infrastructure, and a 

short-term planning horizon. 

 

B. The role of internet 

Sohaib and Kang [6] examined the extent of websites 

communication differentiation of business to customer 

on cultural ground. They concluded that the cultural 

trend in business to customer websites is providing 
opportunities to enterprises to make changes to their 

market strategies to trigger their online sale. Nakara et 

al. [4] conducted a research to analyze the place of 

social media in SMEs and described their practices, 

and showed that SMEs underuse these tools, and 

proposes some managerial recommendations to small 

business owner-managers. Abdelhafez and Amer [4] 

studied the E-government in some Arab countries and 

concluded that United Arab Emirates has become the 

best practice in e-government in Arab countries and 

one of the leaders worldwide, and Saudi Arabia is also 
made a remarkable progress in e-government 

readiness and has a notable performance in e-services. 

Al-Somali et al. [7] addressed the business-to-business 

e-commerce in Saudi Arabia and empirically revealed 

insights and implications of the ability to apply 

e-commerce in Saudi Arabia. Alyahya and Suhaimi 

[8] proposed a conceptual IT-business model for 

SMEs operating in Saudi Arabia and provided 

structure guidelines to the Saudi government to 

improve the competitiveness of SMEs. Morteza and 

Tang [9] used a questionnaire-based field survey to 

collect data from 268 owner/managers of SMEs in Iran 

and concluded that a perceived cost of electronic 

commerce applications negatively influences the 
owner/managers‟ decision to adopt it. Manochehri et 

al. [9] addressed the information and communication 

technology in SMEs in private and public 

organizations in Qatar and provided some policies that 

could enhance the usage and adoption of information 

and communication technology in SMEs to improve 

the productivity and competiveness. Asshrafi and 

Mortaza [10] studied the impact of information and 

communication technologies on SMEs in Oman and 

concluded that only a small number of SMEs are 

aware of the benefits of its adoption. 

 

C. Female entrepreneurship 

Hattab [11] reviewed the female entrepreneurship and 

business ownership in Middle Eastern and North 

African countries and concluded that more women are 

turning into entrepreneurship; however, their 

percentage is still low compared to males. Likewise, 

Jamali [12] used a multilevel methodology to explore 

the perceptions and interpretations of constraints and 

opportunities facing female entrepreneurship but in 

the Lebanese context. Ahmad [13] conducted a 

qualitative research methodology by interviewing 19 
Saudi women entrepreneurs and concluded that there 

are similarities with their counterparts in other Middle 

East and North Africa region countries in terms of 

personality traits; however, they differ in other aspects 

such as the educational backgrounds and the manner in 

which they acquired entrepreneurial skills. 

 

IV. RESEARCH DIRECTIONS 

 

Social networks are transforming the way customers 

use the internet and therefore challenging SME 

business practices. But it needs credibility and 
sustainability to pushing towards building succeeded 

networks. Moreover, innovation should be linked to 

business as there is a significant positive link between 

innovation and business performance [14]. Business 

clustering could be included in the research related to 

SMEs in Arab countries [15]. Development and 

implementation of business incubators is a key 

requirement for the high technology industry [16]. 

Therefore, Arab countries have to make efforts to 

accelerate the birth and growth of incubators. 

Moreover, more studies should be conducted for the 
aim of catching up with technologically more 

advanced countries. Women as a key element and 

crucial contributor in business should be covered in an 

extensive way, especially if Arab SMEs owners seek 

to build strong networks with other countries such as 

Japan. 

 

V. PROPOSED METHODOLOGY AND 

FRAMEWORK 

This section aims at introducing a framework about 

how to build and strengthen business relationships 

between Arab countries and Japan. Figure 1 depicts 
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the framework and the intended methodology that will 

be followed to address the issue of business 
networking between the Arab countries and Japan. 

First, we will interview business leaders from Arab 

countries and Japan to grasp the different obstacles 

and challenges against the networking process. 

Second, the resulted problems will be sorted and 

scores and weights are given to the problems. Third, 

the problems will be clustered to find the most 

weighted and scored problems. The first priority 

cluster will be addressed as the problem statement. We 

will use Design Thinking to solve the addressed 

cluster of problems. 

 

 
Framework of business networking between Arab countries 

and Japan 

 

VI. QUESTIONNAIRES DESIGN 

 

We designed two types of questionnaires (A & B). The 

first one (Questionnaire A) is directed to the SMEs 

managers of Saudi companies who are already have 

business networks with Japan. The second one 

(Questionnaire B) is directed to Saudi owners of SMEs 

who are not on a business network with Japan to 
measure their willingness of cooperation with the 

Japanese side. 

 

A. Results of Questionnaire A 

The results of Questionnaire A are depicted as follows. 

It is clear that the culture difference still needs 

attention.  
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B. Results of Questionnaire B 

The results of Questionnaire B are concluded in the 
following figures. It is clear that the majority of the 

Saudi companies are willing to cooperate with the 

Japanese side. However, in the interviews set with 

some managers of Saudi companies that are already in 

cooperation with Japanese companies it was 

concluded that the decision-making process with the 

Japanese side is quite slow.  

Another conclusion, the language is never considered 

a barrier hinder the cooperation between the two sides. 

Consequently, most Saudi companies are ready to 

cooperate with Japanese companies. 

 

 

 

 

 

 

 

 

 
 

VII. CONCLUSION 
 

This paper introduced a literature review about SMEs 
business networks in Arab countries in a preparation 

of expanding the business networking between them 

and other different areas. The findings highlight that 

so far there is no business networks between Arab 

countries and Japan although the former has a wide 

business network between other countries. In addition, 

there is an extensive relation between Arab countries 

and Europe and the United States. Furthermore, the 

Arab infrastructure quite could accommodate business 

relations between other countries and the Arabs. Also, 

researchers should suggest some strategies to 
contribute to greater success rates for women 

entrepreneurs in Arab countries. Based on the previous 

analysis, we supposed a framework with could initiate 

and expand business networks between Arab countries 

and Japan. The conducted questionnaire concluded 

that there is a promising opportunity to held and 

strengthen cooperation between the Saudi and 

Japanese sides. 
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