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Abstract 
This study investigates and compares the propensity to bargain of both Arab and Western customers in marketing exchange situations. It is assumed that significant differences exist in this regard between these two culturally diverse groups of customers. Furthermore, these differences are assumed to have significant implications to the pricing method/s applied. To investigate this, the Bargaining Propensity Scale (BPS) developed by Kenneth, William, and Dennis (1999) will be administered, as part of a self-administered questionnaire, to a sample of 200 Arab customers and 200 Western customers and their responses to the BPS items will be analyzed. 
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