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Abstract 
 
In today's global business environment, cross-cultural negotiation has become a popular 
area of study. There are often differences between the negotiating parties’ ways of 
conducting business, language, dress, preferences, and legal and ethical considerations. 
Understanding and taking these cultural variables into account in the country where 
business transactions are taking place is one of the most important aspects of being 
successful in any international business attempt. We have in this thesis investigated how 
cultural differences affect business negotiations between Swedish and American 
businessmen. Furthermore, we have tried to find out how the influence of culture on 
business negotiations between businessmen from Sweden and the US can be described, 
as well as how the cultural problems facing Swedish businessmen when negotiating with 
businessmen from the US can be expressed. Finally, international business negotiations 
can be discussed from many different dimensions but in this thesis, we have only focused 
on the dimension of business negotiations between people from Sweden and people from 
the US, from the perspective of Swedish businessmen. 
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1. Cross-Cultural Negotiations- Introduction and Problem 
Area 
 
Below, the reader is given an introduction to the area that is studied in this thesis. This is 
followed by a background and the problem discussion. Thereafter, we present our aim 
with this thesis. Finally, some demarcations of this study are presented. 
 
 
 
1.1 Introduction 
 
Today, stakeholders of an organisation in any country in the world could be from another 
culture. Stakeholders include customers, competitors, shareholders and employees. If a 
company understands its stakeholders, it is easier to serve them and to make the 
organisation more successful. (Francesco & Gold, 1998) In the past, companies could 
either operate only in the domestic markets or expand their business to other countries as 
well. This is no longer the case because companies are in addition to the competition on 
the home market, also forced to face competition from other countries. (Czinkota & 
Ronkainen, 1998) Cross-cultural encounters have become ever more frequent in a world 
where trade, migration, the media and travel are pushing people and governments to 
confront and accommodate cultural and ethnic diversity. (Osman-Gani & Joo-Senq, 
2002) In other words, countries can no longer maintain independence from an ever 
growing global economy. (Samovar & Porter, 1995) Francesco and Gold (1998) say that 
thanks to improved communications technology the world is becoming more independent 
and better connected. Due to this, people and organisations are more easily accessible and 
the implication for business is that it is imperative that managers understand culture. 
(Francesco & Gold, 1998) Thus, companies of today operate in an era of globalisation of 
business activities. This means that managers from one country will often be conducting 
business and/or sitting at negotiating tables with managers from other nations and 
countries. (Rodriguez, 2001) According to Czinkota and Ronkainen (1998), culture is one 
of the most challenging elements of the international marketplace. The influence of 
cultural diversity on international business negotiation will continue to increase in 
importance as a result of the liberalisation of markets worldwide and cross-border 
mergers and acquisitions. In today's global business environment, cross-cultural 
negotiation has become a popular area of study. (Osman-Gani & Joo-Senq, 2002) 
According to SCB (2004), the US is Sweden’s largest export country, in terms of value of 
the exports. Therefore it would be interesting to investigate if and how the differences 
between the cultural environments of Sweden and the US affect business negotiations 
between companies from Sweden and the US. 
 
 
 
1.2 Background 
 
According to Adler (2002), globalisation is not forthcoming but a reality today, and 
intercultural communication is becoming the norm rather than the exception. Gelfand and 
Christakopoulou (1999) argue that in an era of globalisation, there is an increased need to 
understand how culture influences certain business behaviour. It is common that people 
from different countries do things in different ways and culture is one way to explain 
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these variations in behaviour according to Francesco and Gold (1998). According to 
Rodriguez (2001), different cultures usually develop different ways of communicating in 
terms of formal language, slang and jargon, body language, norms and values. Even 
unique ways of conducting business and negotiations develop within a culture. (Ibid) 
According to Gulbro & Herbig (1996) negotiation is the process by which at least two 
parties try to reach an agreement on matters of mutual interest. Adler (1986) claims that a 
negotiation becomes cross-cultural when the parties involved belong to different cultures 
and therefore do not share the same way of thinking, feeling and behaving. In other 
words, all international negotiations are cross-cultural. (Ibid)  
 
Conducting business and negotiating in one’s own culture can be complicated tasks, but 
these tasks are far more complex when they are conducted across cultures. (Rodriguez, 
2001) Negotiators that are facing for them unknown cultural environments underscore the 
difference between typical domestic and international negotiations according to 
Thörnblom (2002). However, there are authors who say that the impact that cultural 
differences are alleged to have on international negotiations may very well be quite 
exaggerated. (e.g., Zartman, 1993) Planning, conducting and analysing the outcomes of 
commercial cross-cultural negotiations are key elements of successful business according 
to Ashcroft (2004). Nilsson Molnár (1997) claims that international negotiations are more 
difficult than ever before because the international business world as such is undergoing a 
change. An increasing number of companies are conducting business across national 
borders, and the increased competition means that companies need better negotiation 
techniques and abilities to carry through co-operative agreements than before if they are 
to survive. This becomes even more important for companies if they are to stand a chance 
to compete on the international market. (Nilsson Molnár, 1997)  
 
Negotiations occur in all societies, and on all levels between various parties in various 
situations. These situations can be of a social, economic or political art. Individuals, 
companies, ethnic groups and nations have always used negotiations as a way to try to 
satisfy their basic needs. (Nilsson Molnár, 1997) Every sale or purchase has its 
negotiation aspect and every negotiation presents opportunities and dangers for both 
parties. Rodriguez (2001) claims that negotiations including two or more cultures are far 
more complicated than negotiations within a culture, because the negotiators 
simultaneously have to take both different styles of negotiating and cultural variables into 
consideration. Zoubir (2003) says that culture definitely has a major impact on 
negotiation styles. Rodriguez (2001) claims that the negotiating styles that work within 
one culture often do not work within a different culture and because of this, business 
negotiators working in foreign cultures have a complex task to manage. These negotiators 
work in foreign societies that seem to consist of hostile strangers. Nevertheless, the 
negotiators are expected to create profitable business relations together with these 
strangers or take the negative consequences of a failure. (Ibid) Thus, cultural differences 
can influence business negotiations in significant and unexpected ways, as many unlucky 
deal makers have learned. (Sebenius, 2002) Failure to negotiate effectively can undo 
careful prior planning; operating across national cultures often magnifies negotiation 
problems. (Gulbro & Herbig, 1996) Often the negotiators find themselves wondering 
about what went wrong in the negotiation since they think they tried to conduct them as 
best they could. According to Rodriguez (2001), each party often has perceivable 
differences in ways of conducting business, language, dress, preferences, and legal and 
ethical considerations. Understanding and taking these cultural variables into account in 
the country where business transactions are taking place is one of the most important 
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aspects of being successful in any international business attempt. If a company lacks 
understanding of and/or disregards the cultural variables it will most probably not be 
successful in the other culture. (Ibid) Cultural differences that might cause problems in 
the communication between business partners is a major consideration for companies 
since cultural clashes are often underlying motivations for failure in many international 
activities according to Czinkota and Ronkainen (1998). Over two-thirds of most cross-
cultural negotiation efforts fail, even though both sides want to reach a successful 
business agreement. Often, barriers to a successful agreement are of a cultural nature 
rather than being economic or legal. Since each side perceives the other from its own 
ethnocentric background and experience, often neither side fully comprehends why the 
negotiations failed. It is precisely this lack of knowledge concerning the culture and the 
"alien" and "unnatural" expectations of the other side that hinders effective negotiation 
with those from another culture. (Gulbro & Herbig, 1996) Models of culture provide us 
with ways of understanding behaviour encountered in business situations that may at first 
seem odd, mysterious, or inscrutable. (Francesco & Gold, 1998) 
 
Many foreign companies are attracted by the enormous potential on the US market 
(Subhash, 1996) In the year 2004, the US was the country in the world that Swedish 
companies exported most to in terms of value of the exports. (SCB, 2004) More than a 
few very promising Swedish business leaders have gone to the US planning to do 
business "their" way because it works "just fine in Sweden". Many of these "conquerors" 
have been forced to return to their homeland very quickly and "lick their wounds". In 
many cases, it has cost the business leaders their careers. (Hedqwist, 2004)   
 
It may be difficult and time-consuming for foreigners to understand the Swedish culture. 
The American culture, on the contrary, is much easier to understand and get in to for 
foreigners. However, the American culture is also easier to forget and to spare.  (Fler vill 
förstå andra kulturer, 1995) On the surface it may seem like language is the only thing 
that is different between the US and Scandinavia. Many Scandinavians may still believe 
that a large number of Americans are ancestors from northern Europe, and still have a lot 
in common with the "old country". While this may be partly true, Scandinavians need to 
be aware of the fact that US is a complicated, multi-ethnic, multi-racial and multi-cultural 
society with a population of more than 280 million people. (Hedqwist, 2004) According 
to Shuter (referred to in Först kallprat - sedan affärer, 1995), there are many things 
Swedish businessmen should be aware of when doing business with Americans and other 
foreigners in the American business culture. He claims that Swedes do not understand 
that in the US one must establish personal relations first before one can go on and 
manage to sell any actual products.  
 
 
 
1.3 Problem Discussion 
 
According to Czinkota and Ronkainen (1998), culture is one of the most challenging 
elements of the international marketplace, and the increase in business across national 
borders puts greater demand on business people including how to negotiate with people 
from other cultures. This also concerns Swedes doing business in the US. It may be 
complicated to negotiate in one’s own culture, but this task is far more complex when it 
is conducted across cultures. There are often differences between the negotiating parties’ 
ways of conducting business, language, dress, preferences, and legal and ethical 
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considerations. Understanding and taking these cultural variables into account in the 
country where business transactions are taking place is one of the most important aspects 
of being successful in any international business attempt. (Rodriguez, 2001) Many cross-
cultural negotiation efforts fail, even though both sides want to reach a successful 
business agreement. Often neither side fully understands why the negotiations failed. 
According to Gulbro and Herbig (1996), this is due to that each side perceives the other 
from its own ethnocentric background and experience. This lack of knowledge 
concerning the culture and the "alien" and "unnatural" expectations of the other side 
hinders effective negotiation with those from another culture. (Gulbro & Herbig, 1996) 
Rodriguez (2001) claims that a company will most probably not be successful in another 
culture if it lacks understanding of and/or disregards the cultural variables. However, 
according to e.g., Zartman (1993), the impact that cultural differences are alleged to have 
on international negotiations may very well be quite overstated. 
 
Because many Swedish companies sell their products to the US, it would be interesting to 
investigate if, and in that case how, the differences between the cultural environments of 
Sweden and the US affect business negotiations between companies from Sweden and 
the US. Even a small step towards an understanding of the forces at work in cross cultural 
environments and intercultural communication can have considerable importance for 
Swedish foreign trade (Cordeiro, 2004). 
 
The area we have chosen to investigate is interesting to study also because the findings of 
this thesis may prove useful for other organisations who wish to negotiate with people 
from the US, and for those who already have their organisation in the US but who seek a 
greater understanding of the cultural context within which they carry out their 
international business relations. 
 
 
 
1.4 Aim of the Study 
 
The aim of this study is to gain a better understanding of how cultural differences affect 
business negotiations between Swedish and American businessmen. We will try to find 
this out by answering the following two research questions: 
 
1. How can the influence of culture on business negotiations between businessmen from 
Sweden and the US be described?  
 
2. How can the cultural problems facing Swedish businessmen when negotiating with 
businessmen from the US be described? 
 
 
 
1.5 Demarcations 
 
International business negotiations can be discussed from many different dimensions. We 
will in this thesis only focus on the dimension of business negotiations between people 
from Sweden and people from the US, from the perspective of Swedish businessmen. 
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We will in our frame of reference use Gulbro’s and Herbig´s (1996) definition of 
negotiation in this thesis because this definition illustrates the area of negotiation very 
well. They describe negotiation as the process by which at least two parties try to reach 
an agreement on matters of mutual interest. We will use the concept cross-cultural 
negotiations as described by Adler (1986). According to Adler, a negotiation becomes 
cross-cultural when the parties involved belong to different cultures and therefore do not 
share the same way of thinking, feeling and behaving. All international negotiations are 
cross-cultural according to him. This description of cross-cultural negotiations is a broad 
summary of several authors’ descriptions concerning this area. Finally, when we write 
about the conception of culture, we use Ferraro’s (referred to in Francesco & Gold, 1998, 
p. 18) definition of culture: “Culture includes everything that people have, think and do 
as members of a society”, because Ferraro’s words explain our own thoughts and 
intentions with this entire investigation very well.  
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2. The Impact of Culture on Cross-Cultural 
Business Negotiations  
 
In chapter two, literature about the impact of culture on business negotiations is 
presented. First we present a part about expanding business to other cultures, thereafter, a 
part about cross-cultural negotiations and finally a part about the Swedish culture 
compared to the American culture. 
 
 
 
2.1 Expanding Business to Other Cultures 
 
When a company expands its operations to new geographical areas, it will not only 
acquire new customers, but new partners as well. These partners include agents, 
distributors, and other facilitating agents such as law firms and advertising agencies. The 
government in the foreign country is another important partner to consider. It is essential 
that a company acquire these partners as their work facilitates market development and 
penetration. Along with an expansion into other countries, will also come new employees 
or strategic alliance partners who have a large impact on how well marketing 
programmes are carried out. It is thus critical to have an understanding of what these 
groups value and find motivational as well as to know what they dislike and/or find 
offensive. (Czinkota & Ronkainen, 1998) Francesco and Gold (1998) say that it is only 
through interaction with people of a culture, coupled with in-depth study of the history, 
traditions, and institutions of this culture that one can begin to understand the behaviours, 
values, and overall approach to life that people of this culture have.  
 
Czinkota and Ronkainen (1998), say that when companies in different countries trade and 
interact, there are many issues that differ from domestic trade. The external environment 
may be very different in terms of infrastructure and political climate. A major 
consideration for companies is the cultural differences that might cause problems in the 
communication between business partners. Cultural clashes are often underlying 
motivations for failure in many international activities. (Ibid) Time, thought patterns, 
personal space, material possessions, family roles and relationships, competitiveness and 
individuality, and social behaviour as well as whether the culture is high-context or low-
context are examples of factors that affect cross-cultural business according to Rodriguez 
(2001) Francesco & Gold (1998) say that as business becomes more international and 
global, sophisticated models for understanding culture are needed. 
 
 
 
2.1.1 Cross-Cultural Negotiations 
 
Nilsson Molnár (1997) claims that negotiations occur in all societies, and on all levels 
between various parties in various situations. These situations can be of a social, 
economic or political art. Individuals, companies, ethnic groups and nations have always 
used negotiations as a way to try to satisfy their basic needs. (Ibid) 
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There are many opinions of what a negotiation entails. Deresky (2000, p. 168) defines 
negotiation as: “the process of discussion between two or more parties aimed at reaching 
a mutually acceptable agreement.” According to Gulbro & Herbig (1996) negotiation is 
the process by which at least two parties try to reach an agreement on matters of mutual 
interest. The negotiation process proceeds as an interplay of perception, information 
processing and reaction, all of which turn on images of reality (accurate or not), on 
implicit assumptions regarding the issue being negotiated and on an underlying matrix of 
conventional wisdom, beliefs and social expectations. This becomes more apparent when 
the negotiation process is international, when cultural differences must be bridged. 
(Gulbro & Herbig, 1996) 
 
Negotiation is the process by which two parties are trying to get the best deal possible 
from one another. Whether the negotiation is carried out in a friendly or confrontational 
atmosphere, each party is always trying to take advantage of the other. Negotiations are 
conducted by people, not by companies. The negotiator should learn everything he 
possibly can about the other party, including country particulars, such as geography, 
history, population, political system, government, specific laws, etc. One should not 
forget that the necessary effective and comprehensive preparation has been based on a 
number of perceived facts and assumptions. (Zoubir, 2003) Tactics in negotiation vary 
greatly depending on actual situations and negotiators’ personalities. The negotiator 
should always consider the other side’s point of view. He should spend more time 
listening than talking. (Zoubir, 2003) 
 
Lewis (1999) claims that many meetings between people of different cultures are held to 
conduct negotiations. Negotiations in foreign markets are conducted in more or less 
unfamiliar cultural environments, and this is what differentiates national and international 
business negotiations according to Nilsson Molnár (1997). Gulbro and Herbig (1996) 
write that negotiations involve two dimensions: a matter of substance and the process. 
The latter is rarely a matter of relevance when negotiations are conducted within the same 
cultural setting. Only when dealing with someone from another country with a different 
cultural background does process usually become a critical barrier to substance; in such 
settings, process needs to be established before substantive negotiations can commence. 
(Gulbro & Herbig, 1996) 
 
Both parties need to establish strategies for the formal part of the negotiation. This 
includes not only studying and evaluating all factors that have an affect on the contract to 
be negotiated, but also preparing for give-and-take negotiations. (Czinkota & Ronkainen, 
1998) 
Culture has many aspects, including the societal and organizational aspects. It can be 
important to have people who can relate to and understand the opposing party or who, as 
a minimum, do not antagonise the other side by their general demeanor. In negotiations 
between people of different nationalities problems can be created by different 
conventions. A basic cultural distinction is that negotiations in Western countries are 
generally conducted much more explicitly than in many Eastern cultures. (Rees & Porter, 
1997) 

Rodriguez (2001) claims that negotiations including two or more cultures are far more 
complicated than negotiations within a culture, because the negotiators simultaneously 
have to take both different styles of negotiating and cultural variables into consideration. 
(Ibid) When two people communicate, they rarely talk about precisely the same subject, 
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because effective meaning is flavored by each person's own cognitive world and cultural 
conditioning according to Gulbro and Herbig (1996). They say that when negotiating 
internationally, this translates into anticipating culturally-related ideas that are most likely 
to be understood by a person of a given culture. Discussions are frequently impeded 
because the two sides seem to be pursuing different paths of logic; in any cross-cultural 
context, the potential for misunderstanding and talking past each other is great. (Ibid) 
Others, such as Zartman (1993), say that the impact that cultural differences are alleged 
to have on international negotiations may very well be quite exaggerated. 

It is not unusual that parties of a negotiation interpret and value conceptions such as 
“right”, “reasonable”, “suitable” and “sincere” differently in a negotiation when the 
parties are from different cultures. (Nilsson Molnár, 1997) According to Gulbro & 
Herbig, (1996) members of one culture may focus on different aspects of an agreement 
(e.g. legal, financial) from members of another culture (e.g. personal relationships). The 
implementation of a business agreement may be stressed in one culture, while the range 
and prevention of practical problems may be emphasized in another. In some cultures, the 
attention of people is directed more towards the specific details of the agreement 
(documenting the agreement), while other cultures focus on how promises can be kept 
(process and implementation). Americans negotiate a contract; the Japanese negotiate a 
personal relationship. Cultures force people to view and value differently the many social 
interactions inherent in fashioning an agreement. (Gulbro & Herbig, 1996) 
 
Vora (2001) talks about five important considerations in cross-cultural negotiations. 
These are; the players and the situation, styles of decision making, national character, 
non-verbal cross-cultural noise and verbal cross-cultural noise. Below these factors with 
examples are presented. 
 

1. The players and the situation 
-  Expectations 
-  The people present 
-  Views of the negotiator 

 
2. Styles of decision-making 

- Consensual/ Authoritative style 
 

3. National character 
-  Patriotic / Ethnocentric / Aggressive/  
-  Listening habits 
-  Conceptualisations on what is important 

 
4. Non-verbal cross-cultural noise 

-  Gestures 
-  Burping  

 
5. Verbal cross-cultural noise 

-  Language 
-  Meaning of words  

            (Vora, 2001) 
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2.1.2 The International Negotiation Process 
 
According to Gulbro and Herbig (1995), the classical view of the cross-cultural 
negotiation process undergoes four stages: non-task, task, persuasion and agreement. The 
first stage, non-task sounding, includes all those activities which might be described as 
establishing a rapport or getting to know one another, but does not include information 
related to the "business" of the meeting. The second stage, task, concerns the information 
exchanged regarding the parties' needs and preferences of the parties. Whereupon to the 
typical American firm, information, although important, should have been satisfied prior 
to the conduct of the negotiations. The persuasion phase and compromise (third) stage of 
negotiations focuses on efforts to modify the views of other parties and sway them to our 
way of thinking through the use of various persuasive tactics. Persuasion is typically used 
to compromise on certain conditions so that the two sides can close a deal. If not handled 
properly, failure becomes almost certain. The concessions and agreement (fourth) stage 
of a negotiation is the culmination of the negotiating process at which an agreement is 
reached which often is the summation of a series of concessions or smaller agreements. 
To reach an agreement that is mutually acceptable, each side must frequently give up 
some things; therefore concessions by both sides are usually necessary to reach an 
agreement. (Gulbro & Herbig, 1995) 
 
Czinkota and Ronkainen (1998) argue that the international negotiation process can be 
divided into five steps; the offer, informal meetings, strategy formulation, negotiations, 
and implementation. Which step is most important and how long this process takes is 
strongly affected by which cultures the negotiators come from. The first step, the offer, 
allows the parties to analyse each other’s needs and degree of commitment. The initiation 
and development of the process are to a high degree determined by the background 
factors (such as goals) of the involved parties, and by the general atmosphere. (Ibid) 
 
After the buying party has received the offer, the parties meet to discuss the terms and get 
to know each other, i.e. informal meetings. In many parts of the world negotiations fail 
because the informal meeting was a disappointment for one or both of the parties. In 
some cultures, business people like to be assured of that the people they are going to do 
business with are sympathetic and trustworthy. In some cases it may be necessary to hire 
consultants in order to establish contact with the other side. Both parties have to 
formulate strategies for formal negotiations. This means not only careful review and 
assessment of all the factors affecting the deal to be negotiated but also preparation for 
the actual give-and-take of negotiation. The actual face-to-face negotiations and the 
approach used in them will depend on the cultural background and business traditions 
prevailing different countries. Thereafter, the final step in the negotiation process is 
implementation. (Czinkota & Ronkainen, 1998) 
 
According to Czinkota and Ronkainen (1998) the negotiation process often varies 
between cultures and international business negotiators therefore have to adapt the way 
they make contact, exchange information, persuade, and make concessions, to the culture 
the operate in. Due to this, the negotiation process is very complex in intercultural 
environments. (Ibid) When one takes the seemingly simple process of negotiations into a 
cross-cultural context, it becomes even more complex and complications tend to grow 
exponentially. It is naive indeed to venture into international negotiation with the belief 
that people are pretty much alike everywhere and behave much as we do. In cross-
cultural negotiations, many of the rules taught and used domestically may not apply - 
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especially when they may not be culturally acceptable to the other party. For most 
western negotiators this includes the concepts of give and take, bargaining, and even of 
compromise. (Gulbro & Herbig, 1996) 
 
 
 
2.1.3 How to Do Business and Negotiate Successfully in Other Cultures 
 
As corporations become more international and competition for global markets increase, 
business managers have to be attentive of cultural differences to succeed in a foreign 
setting. Those managers who do not take cultural aspects into consideration will be 
ineffective in foreign markets and hence make their companies less competitive. Learning 
how varying cultural practices across societies affect business and management practices, 
and how one can adapt to these differences is something effective international managers 
have in common. (Rodriguez, 2001) 
 
According to an interview in Svenska Dagbladet with Fons Trompenaars, it is important 
to understand cultural differences due to the fact that this knowledge could become a 
competitive advantage for an organisation. (Fler vill förstå andra kulturer, 1995) 
 
According to Terpstra and David (ref. to in Harris & Moran, 1996), business people 
should be socialised to their culture, business culture and corporate culture. Furthermore, 
people in business must, when operating in the global marketplace, also know about these 
three cultures as they are for customers, competitors, venture partners, suppliers, or 
government officials. (Ibid) 
 
A firm’s level of involvement in a foreign culture is the factor affecting how sensitive the 
firm is and the degree to which it is prepared to adapt as far as the cultural elements are 
concerned. (Czinkota & Ronkainen, 1998) 
 
The way one succeeds in cross-cultural negotiations is by fully understanding others, 
using that understanding to one’s own advantage to realise what each party wants from 
the negotiations, and to turn the negotiations into a win-win situation for both sides. 
(Gulbro & Herbig, 1996) For a company to succeed in a country or region other than its 
own, it is highly dependant on cultural adaptability, which includes being patient, flexible 
and tolerant for others’ beliefs. (Czinkota & Ronkainen, 1998)  
 
Gulbro and Herbig (1996) write about three major precepts to start on the route to success 
in cross-cultural negotiations and these are:  
 
1. Recognize that a foreign negotiator is different from oneself - in perceptions, 

motivation, beliefs and outlook. Identify, understand, accept and respect the other 
side's culture, and be prepared to communicate and operate on two separate and 
different cultural wavelengths.  

2. Be culturally neutral. Being different does not denote being superior or inferior. Do 
not cast judgement on the other party's cultural mores any more than you would want 
them to judge your values. It may be true that, from your own point of view, some 
foreign customs may appear senseless or capricious. But, remember, you are visiting 
the country as a businessman, not as a missionary; you plan to do business there - not 
to convert others to your own customs and practices. Recognise that they probably 
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feel the same way about your culture as you do about theirs. It may not be necessary 
to adopt their values as part of your own personal value system; all that is necessary is 
that you accept and respect their culture. 

 
3. Be sensitive to others' culture. Try to understand their attitude and what effect your 

behaviour may have on them, even if it causes you discomfort or emotional stress. 
This is necessary if one wishes to return home with an agreement beneficial to both 
parties and the beginnings of a long-term healthy relationship between two companies 
from two cultures.  

(Gulbro & Herbig, 1996) 

It is particularly important to consider the issue of good faith in ongoing relationships. To 
drive a hard bargain may be counter-productive if it sours long-term relationships. It is 
also necessary to consider the position of the opposite lead negotiator in group 
negotiations. To undermine them may, if they survive, invite retaliatory action in later 
negotiations. On the other hand, if you preserve their dignity they may reciprocate when 
you are in a weak position. There can be occasions when it actually helps them to have a 
claim rejected if, for example, they have been advising their team that no more 
concessions are possible. Knowledge of the opposite party and of the coded language 
they may use may help identify such situations. (Rees & Porter, 1997) 
 
 
 
2.1.3.1 Twelve Main Variables Influencing Cross-Cultural Negotiation 
 
According to Vora (2001), cross-cultural negotiations are influenced mainly by the 
twelve variables that are described below. 
 
1. Basic conception of the negotiation process – strategic versus synergistic 
If a person has strategic conception he/she sees the negotiation as a win-lose process, in 
other words, one side will end up a winner and the other a loser.  If one has a synergistic 
conception one will strive to create a win-win outcome by working together. If one party 
is strategic and the other is synergistic, the latter may get the bad end of a deal. 
 
2. Negotiator selection criteria 
This is about how a party selects its negotiator. A person’s position in the company can 
be a selection criterion that is used to select a negotiator. 
 
3. Significance of types of issues – substantive versus relational 
A person that has a substantive view will focus on issues such as how resources will be 
used, and on who will do what. If one has a relational view, he/she will find issues such 
as how the relationship will develop and continue, and what the parties can do for each 
other, important. 
 
4. Concern with protocol – formal versus informal 
An informal approach as opposed to a formal approach, to protocol means that for 
example first names will be used when addressing the other party, and humour can also 
be used at the negotiation. 
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5. Complexity of the language – high context versus low context 
If the language of a culture is high context it is indirect and uses a lot of non-verbal 
language. People who use low context language are more comfortable with different 
modes such as telephone than people who are used to a high context language. 
 
6. Nature of persuasive argumentation – emotional versus logical 
Persuasion through emotional argumentation means that one side tries to reach the other 
side and get it to agree to things by playing on what they expect and on their emotions, 
and the parties’ relationship to one another. Logical persuasive argumentation is based on 
facts and logical reasoning. 
 
7. Role of individuals’ aspirations 
The individual(s) that an organisation sends to take part in a negotiation may have 
personal aspirations, such as doing whatever it takes to win a deal. These aspirations may 
be very different to the aspirations of the company, and may also be considered 
unacceptable by the company.  
 
8. Bases of trust – cognitive versus affective 
Some cultures establish trust for one another according to what seems reasonable 
logically and others establish trust based on feelings for one another. 
 
9. Risk-taking propensity – high versus low 
People with a low risk-taking propensity are relatively conservative and think that they 
will reach their goals eventually, whereas those with a high risk-taking propensity are 
more adventurous.  
 
10. Value of time – monochronic versus polychronic 
Time is valued differently in different parts of the world. Some think of it as something 
that can be divided into many parts and should be monitored closely, whereas others view 
it something that is more relative. 
 
11. Decision-making system – authoritative versus consensual 
In a negotiation, one party might expect the other to behave the same way as it does. In 
some cultures decisions are made in consensus, which means that everyone’s opinion is 
taken into consideration and the decision is one that everyone supports.  
 
12. Form of satisfactory agreement – written versus oral 
In some cultures written agreements are insisted on as they are thought of as superior to 
oral ones, whereas in other cultures people feel offended if a written agreement is insisted 
on as they feel it is a sign of a lack of trust between the parties.  
 

(Vora, 2001) 
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2.1.4 Culture  
 
Tylor (referred to in Francesco & Gold, 1998, p. 18) defined culture as “ that complex 
whole which includes knowledge, belief, art, morals, laws, custom, and any other 
capabilities and habits acquired by man as member of a society.” Ferraro’s (referred to in 
Francesco & Gold, 1998) definition of culture is that it includes everything that people 
have, think and do as members of a society. According to Czinkota and Ronkainen 
(1998), all definitions of culture agree on that culture is learned, shared, and transmitted 
from one generation to the next. “Culture is primarily passed on from parents to their 
children but also by social organizations, special interest groups, the government, the 
schools, and the church.” Social pressure is used to reinforce the common ways of 
thinking and behaving that people have developed as members of a culture. Adapting and 
adjusting to a culture other than one’s own is called acculturation. (Ibid) 
 
Czinkota and Ronkainen (1998) claim that culture provides the individual with an 
identity and a code of conduct. Hofstede (1991) is of the opinion that culture is learned, 
not inherited and that culture stems from the social environment, not from the genes. 
Cultures must be separated from both human nature and from an individual’s personality. 
Culture varies across countries and even within a country different groups can have 
distinct cultures, so called sub-cultures. Culture is not innate; instead it is learned whilst 
growing up and this complex process is known as primary socialisation. Secondary 
socialisation occurs after primary socialisation, and usually gives people the knowledge, 
skills, and behaviour they need in order to successfully perform adult roles such as 
occupational roles. (Francesco & Gold, 1998) 
 
Trompenaars et al., (1997 p. 20) have written a memorable description about culture; “A 
fish only discovers its need for water when it is no longer in it. Our own culture is like 
water to a fish. It sustains us. We live and breathe through it. What one culture may 
regard as essential, a certain level of material wealth for example, may not be so vital to 
other cultures.” 
 
 
 
2.1.4.1 The Different Levels of Culture 
 
Culture can be divided into three levels: the manifest culture, the expressed values, and 
the basic assumptions. The manifest culture contains the aspects of a culture that are 
easily observed such as behaviours, language, music, food, and technology. This is the 
part of a culture that a person is first in contact with. The manifest level of culture is 
easily accessible but seeing it alone does not make the meaning of culture clear. When a 
culture changes, this manifest layer changes more rapidly than the other layers. The 
expressed values level of culture is about how the culture explains itself, and it gives 
additional insight into a culture. The foundation of a culture is made up of the basic 
assumptions which in turn consist of shared ideas and beliefs about the world that guide 
people’s thoughts and actions. By knowing the basic assumptions a person gets insight 
into the principles that make up the basis for the other levels of culture. (Francesco & 
Gold, 1998) 
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2.1.4.2 The Elements of Culture 
  
Czinkota and Ronkainen (1998) claim that culture consists of common elements that are 
interdependent. Further, they say that cultural universals are manifestations of the total 
way of life of any group of people. Cultural universals apply to all cultures and include 
elements such as etiquette, joking, and status differentiation. Cultural diversity occurs 
when the elements are manifested in a unique way. Below the common elements of 
culture are explained. 
 
Language 
Language is a multidimensional element of culture that can be divided into verbal 
language and nonverbal language according to Czinkota and Ronkainen (1998).  
 
Verbal language is according to Czinkota and Ronkainen (1998) about what words are 
used and how they are pronounced. Language has the capability to convey different 
meaning to different people. Nonverbal language is about the relation people have to 
time, space, material possessions, friendship patterns, and business agreements are 
important parts of nonverbal language. Fore example, in some parts of the world time is 
seen as flexible and coming late to an appointment is acceptable whereas in other 
countries this is considered extremely impolite. (Czinkota & Ronkainen, 1998) 
 
Religion 
“In most cultures, people find in religion a reason for being and legitimacy in the belief 
that they are of a larger context.” Religion defines the ideals for life, and these are 
reflected in the values and attitudes of individuals and societies. The behaviour and 
practices of institutions and members of cultures are then shaped by the values and 
attitudes that individuals and groups of people have. Religion thus affects international 
business, but the size of impact depends on how strong the dominant religions in the 
culture in question are. (Czinkota & Ronkainen, 1998) 
 
Values and Attitudes 
Shared beliefs or group norms that have been internalised by individuals are known as 
values. An attitude is a person’s evaluation of alternatives based on his/her values. One 
has to be more careful about one’s approach in a foreign culture the more rooted the 
culture’s values and attitudes are in its central beliefs. (Czinkota & Ronkainen, 1998) 
 
Manners and Customs 
It is very important to understand manners and customs in negotiations, as all types of 
communication should be read correctly in order to negotiate effectively. If a person only 
uses his/her own frame of reference to interpret behaviour of other people, he/she may 
come to totally wrong conclusions. (Czinkota & Ronkainen, 1998) 
 
Material Elements 
Technology forms what is known as material culture. This element of culture is related to 
how the economic activities of a society are organised. The economic activities are 
expressed in the form of availability and adequacy of basic economic, social, financial, 
and marketing infrastructures. (Czinkota & Ronkainen, 1998) 
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Aesthetics 
Colours form and music as well as the arts are used by a culture to express what it 
considers to be good taste. Colours are often used for brand identification, feature 
reinforcement, and differentiation. (Czinkota & Ronkainen, 1998) 
 
Education 
How culture is passed on and shared, is to a large extent affected by both informal and 
formal education. It is important for international firms to be familiar with the extent to 
which a culture emphasises on particular skills and the overall level of education. 
(Czinkota & Ronkainen, 1998) 
 
Social Institutions 
The way people of a culture relate to each other is affected by social institutions of the 
culture. The make up of family units affects such things as consumption patterns in a 
culture. (Czinkota & Ronkainen, 1998) 
 
The amount of personal space required by a person to be able to think, talk and gesture 
comfortably varies between cultures. Depending on what culture people come from, they 
have different views on the appropriateness of touching other people.  (Lewis 1999). 
 
Terpstra and David (1985) claim that when sales managers must make decisions about 
selecting and training an international sales force, they should consider, compare and 
analyse the different cultural elements which exist in the home market and in potential 
markets. According to a conceptual model of Terpstra and David (1985), the cultural 
elements to be considered are:  
 
• Language 
• Religion 
• Level of education  
• Politics 
• Law 
• The concept of time 
• Aesthetics (or what the culture believes is beautiful)  
• Social organization  
• Values and attitudes  
• Technology (or material culture)  
 
The purpose of Terpstra’s and David’s (1985) examination is to determine the similarity 
or dissimilarity, when compared to the home market, of the markets to be served. 
Analytical results allow the sales manager to predict more accurately needed 
modifications of home country management practices. (Terpstra & David, 1985) 
 
 
 
2.1.4.3 Hofstede’s Cultural Dimensions 
 
Complementing Hall's work, Geert Hofstede conducted surveys, beginning in 1980, of 
more than 60,000 IBM employees in more than 40 countries to develop four dimensions 
of cultural differences shown below. (Sebenius, 2002) 
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Power Distance Index (PDI) focuses on the degree of equality, or inequality, between 
people in the country's society. A High Power Distance ranking indicates that inequalities 
of power and wealth have been allowed to grow within the society. These societies are 
more likely to follow a caste system that does not allow significant upward mobility of its 
citizens. A Low Power Distance ranking indicates the society de-emphasizes the 
differences between citizen's power and wealth. In these societies equality and 
opportunity for everyone is stressed. 
 
Individualism (IDV) focuses on the degree the society reinforces individual or 
collective, achievement and interpersonal relationships. A High Individualism ranking 
indicates that individuality and individual rights are paramount within the society. 
Individuals in these societies may tend to form a larger number of looser relationships. A 
Low Individualism ranking typifies societies of a more collectivist nature with close ties 
between individuals. These cultures reinforce extended families and collectives where 
everyone takes responsibility for fellow members of their group.  
 
Masculinity (MAS) focuses on the degree the society reinforces, or does not reinforce, 
the traditional masculine work role model of male achievement, control, and power. A 
High Masculinity ranking indicates the country experiences a high degree of gender 
differentiation. In these cultures, males dominate a significant portion of the society and 
power structure, with females being controlled by male domination. A Low Masculinity 
ranking indicates the country has a low level of differentiation and discrimination 
between genders. In these cultures, females are treated equally to males in all aspects of 
the society.  
 
Uncertainty Avoidance Index (UAI) focuses on the level of tolerance for uncertainty 
and ambiguity within the society - i.e. unstructured situations. A High Uncertainty 
Avoidance ranking indicates the country has a low tolerance for uncertainty and 
ambiguity. This creates a rule-oriented society that institutes laws, rules, regulations, and 
controls in order to reduce the amount of uncertainty. A Low Uncertainty Avoidance 
ranking indicates the country has less concern about ambiguity and uncertainty and has 
more tolerance for a variety of opinions. This is reflected in a society that is less rule-
oriented, more readily accepts change, and takes more and greater risks.  
 
Geert Hofstede added the following fifth (5th) dimension after conducting an additional 
international study using a survey instrument developed with Chinese employees and 
managers. That survey resulted in addition of the Confucian dynamism. Subsequently, 
Hofstede described that dimension as a culture's long-term Orientation.  
 
Long-Term Orientation (LTO) focuses on the degree the society embraces, or does not 
embrace, long-term devotion to traditional, forward thinking values. High Long-Term 
Orientation ranking indicates the country prescribes to the values of long-term 
commitments and respect for tradition. This is thought to support a strong work ethic 
where long-term rewards are expected as a result of today's hard work. However, 
business may take longer to develop in this society, particularly for an "outsider". A Low 
Long-Term Orientation ranking indicates the country does not reinforce the concept of 
long-term, traditional orientation. In this culture, change can occur more rapidly as long-
term traditions and commitments do not become impediments to change.  
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2.1.4.4 Edward T. Hall's “Silent Language” Model 
 
Anthropologist Edward T. Hall, along with collaborator Mildred Reed Hall, developed 
four categories of underlying cultural variables that may drive surface behaviour. 
(Sebenius, 2002) These four categories are explained below. 
 
Relationships 
Is the culture deal-focused or relationship-focused? In deal-focused cultures, relationships 
grow out of deals; in relationship-focused cultures, deals arise from already developed 
relationships. 
 
Communication 
Are communications indirect and “high context” or direct and “low context”? Do 
contextual, nonverbal cues play a significant role in negotiations, or is there little reliance 
on contextual cues? Do communications require detailed or concise information? Many 
North Americans prize concise, to-the-point communications. Many Chinese, by contrast, 
seem to have an insatiable appetite for detailed data. 
 
Time 
Is the culture generally considered to be “monochronic” or “polychronic”? In Anglo-
Saxon cultures, punctuality and schedules are often strictly considered. This monochronic 
orientation contrasts with a polychronic attitude, in which time is more fluid, deadlines 
are more flexible, interruptions are common, and interpersonal relationships take 
precedence over schedules. For example, in contrast to the Western preference for 
efficient deal making, Chinese managers are usually less concerned with time. 
 
Space 
Do people prefer a lot of personal space or not much? In many formal cultures, moving 
too close to a person can produce extreme discomfort. By contrast, a Swiss negotiator 
who instinctively backs away from his up-close Brazilian counterpart may inadvertently 
convey disdain. 

(Sebenius, 2002) 
 
 
2.1.4.5 High Context Cultures versus Low Context Cultures 
 
A society that uses a lot of non-verbal signals is said to be a highly complex one that is 
high context in nature. (Winters, 2000) The difference between high context cultures and 
low context cultures is in the amount of information conveyed by words or by body 
language. In a high context culture the context is at least as important as what is actually 
said. In a low context culture most of the information is carried out in the spoken words. 
However, it is not always obvious how to classify high or low context cultures. It is easy 
to characterise those cultures where gestures and body language are used extensively as 
high context cultures and those cultures where body language is almost invisible as low 
context cultures, and this classification is not always correctly done. If one is not aware 
of the basic difference between high context cultures and low context cultures, messages 
and intentions can easily be misunderstood. (Hall, 1976) 
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2.1.5 Possible Problems, and Things to Consider to Avoid Problems, in 
Cross-Cultural Negotiations  
 
Lewis (1999) says that problems in cross-cultural negotiations derive from two sources: 
the professionalism of the negotiating team, and cross-cultural bias. Usually, negotiating 
teams of companies do not consist of professional or trained negotiators. This is 
especially apparent in small and medium-sized firms. They often send the same people 
that handle the company’s business domestically, to negotiate with people from other 
cultures. If the negotiators completely lack foreign experience, they may have large 
difficulties understanding the logic, intent and ethical standpoints of the other side. Due 
to this, the parties in the negotiation may talk past each other. (Lewis, 1999) 
 
According to Rodriguez (2001), people who are negotiating in an unfamiliar culture often 
do not reach the goals they had set up, either because they have not learned how to adjust 
to the other culture or because the other side has taken more time trying to learn how to 
the obstacles that can normally be associated with international negotiations. Rodriguez 
(2001) also claims that a company will most probably not be successful in another culture 
if it lacks understanding of and/or disregards the cultural variables. 
 
When two people communicate, they rarely talk about precisely the same subject, for 
effective meaning is flavoured by each person's own cognitive world and cultural 
conditioning. When negotiating internationally, this translates into anticipating culturally 
related ideas that are most likely to be understood by a person of a given culture. 
Discussions are frequently impeded because the two sides seem to be pursuing different 
paths of logic; in any cross-cultural context, the potential for misunderstanding and 
talking past each other is great. (Rees & Porter, 1997) 
 
According to Czinkota and Ronkainen (1998), culture is one of the most challenging 
elements of the international marketplace. Cultural differences that might cause problems 
in the communication between business partners is a major consideration for companies 
since cultural clashes are often underlying motivations for failure in many international 
activities. Czinkota and Ronkainen (1998) also think that cultural competence should be 
recognised as an important management skill. Being incompetent when it comes to 
culture can easily result in jeopardising large sums of money, as negotiations, potential 
purchases, sales and contracts, and customer relations are negatively affected by this 
incompetence or do not come about. If managers, employees and intermediaries have 
difficulties understanding one another, the internal efficiency of a company may also 
suffer. (Ibid) 
 
Areas, in which business people from one culture may not be prepared when trying to do 
business with people from another culture, according to Czinkota and Ronkainen (1998): 
  

• Insufficient understanding of different ways of thinking 
• Insufficient attention to the necessity to save face 
• Insufficient knowledge and appreciation of the host country in terms of history, 

culture, government, and image of foreigners 
• Insufficient recognition of the decision-making process and the role personal 

relations and personalities  
• Insufficient allocation of time for negotiations 
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(Czinkota & Ronkainen, 1998) 
 
The most important thing for companies to remember is that the biggest difficulty 
business people may face in another country is most probably not associated to the pure 
business assignment, instead the biggest difficulties and challenges for business people in 
a foreign country are that they can come into problems with the new culture and the new 
environment in a foreign country. (Kras, 1995) 
 
Cross-Cultural Noise 
When a person sends out a message in an attempt to communicate with another person, 
the receiver’s interpretation of the message is affected by noise. Noise consists of 
background distractions that are not related to the substance in the message, but 
nevertheless unintentionally interfere with communication. Gestures, personal proximity, 
or office surroundings are examples of factors that may be a form of background 
distraction in communication. (Harris & Moran, 1996) 
 
Stereotyping 
There is always a risk in cross-cultural analysis of stereotyping its subjects, but on the 
other hand, one cannot compare culturally-based behaviours and attitudes without 
making generalisations. (Kras, 1995) Stereotyping the other side in a negotiation can 
often result in false assumptions. Japanese negotiators take time to prepare and discuss a 
decision, and may also make a decision before a negotiation. In Japan decisions are often 
reached in consensus. The Japanese view meetings as occasions for presenting decisions, 
not changing them. Negotiators from other cultures who are not familiar with this way of 
working may think that Japanese negotiators have problems making decisions. (Lewis, 
1999) 
 
Someone from another culture may interpret a French negotiator’s refusal to compromise, 
as obstinacy. The French do not find a reason to compromise if their logic stands 
undefeated and this can explain the behaviour of the French negotiator. (Lewis, 1999) 
 
 
 
2.2 The Swedish Culture Compared to the American Culture 
 
Below, the national cultures of Sweden and the US are presented after which the business 
cultures of these countries are presented. 
 
   
 
2.2.1 The National Cultures of Sweden and the US 
 
Swedes communicate with very small gestures and they also immediately apprehend 
differences in minimal indications. Their well-developed consideration for each other and 
the fact that many Swedes are not very talkative, make it difficult and time-consuming 
for foreigners to understand the Swedish culture. The American culture, on the contrary, 
is much easier to understand and get in to for foreigners. However, the American culture 
is also easier to forget and to spare.  (Fler vill förstå andra kulturer, 1995) Both the 
American culture and the Swedish culture are characterised as low context cultures. 
(Hall, 1976) 
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According to Hofstede’s dimension of culture scales, which we described in chapter 2, 
there are differences between Sweden and the USA, as one can see in the table below. 
 
Table 2.1 Hofstede’s Dimension of Culture Scales 

Country 
Power 
Distance Individualism 

Uncertainty 
Avoidance Masculinity 

Long term 
orientation 

Sweden 31 71 29 5 33 

USA 40 91 46 62 29 
SOURCE: http://spectrum.troyst.edu/~vorism/hofstede.htm 
 
Usually, Americans demand the same amount of personal space as most Anglo-Saxons. 
A difference between Americans and other Anglo-Saxons is that Americans like to pump 
hands, slap each other’s backs and give playful punches. Americans often speak out loud 
what they think and they may feel uncomfortable if there is a long silence in a 
conversation. (Lewis 1999) 
 
All Americans are different, from each other. They come from different national 
backgrounds and 50 different states. They have different religions and political views. 
They work in different industries, companies and departments. In short, they are all 
individuals and should be treated as such, with intelligence. Even if it is true that the 
American culture is different from the Swedish culture and that Americans are different 
from Europeans, a businessman has to be very careful with generalisations when doing 
business in US because in reality, the term "Americans" covers everyone from Canada to 
Chile. (McMaster, 2004) 
 
 
 
2.2.2 How Americans do Business and Negotiate  
 
Professor Robert Shuter has worked with, and specialised in intercultural relationships 
and he says that Swedes do not understand that in the US one must establish personal 
relations first, before one can go on and manage to sell any actual products. There are 
many things to be aware of for Swedish businessmen when it comes to doing business 
with Americans and other foreigners in the American business culture. (Först kallprat - 
sedan affärer, 1995) Generally, it is challenging for North Americans to successfully 
conduct and conclude business with foreigners. According to Winters (2000), there are 
cultural reasons behind these problems. She says that North Americans are focused on 
exchanging information. (Winters, 2000) 
 
North Americans do not know how to use information about cultural differences they 
know exist and figuring this out may take time. Problems arise due to a lack of 
information, and because people do not know how to use information they acquire: North 
Americans have limited insight into some foreign cultures and have too little experience 
of working with people who do not have the same values to succeed in these markets. 
(Winters, 2000) 
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The U. S. was founded on the work ethic that good, honest, hard work is rewarded. 
Because of this work ethic, time is money and punctuality is highly regarded. 
(http://www.cyborlink.com/besite/us.htm) 
 
Generally, Americans and Scandinavians do not like delays but want to start discussing 
business right away. (Lewis, 1999) Business meetings in the US always start on time, but 
traffic may be an acceptable apology for being late. There are no rules regarding 
placement around the table. Before the business discussion starts, there is usually some 
small talk concerning general things, and thereafter the business discussion starts. 
(Forslund & Industrilitteratur AB, 1993)  
 
When Americans do business they immediately want to discuss investments, budgets and 
profits and they try to get the party they are negotiating with to sign a long-term 
agreement as soon as possible. (Lewis 1999) Business people from the US are used to a 
wide variation in bargaining ranges, but they do not tolerate tactics without reasonable 
explanations and facts to back-up someone’s dealings. Therefore, a negotiator in the US 
has to construct its offers in such a way as to allow reasonable negotiation ranges and 
also expect bargaining negotiations to take place and expect to be tested. (Hedqwist, 
2004) American managers are generally positive and enthusiastic and have a good 
understanding of Europeans and European products. Praise and commendation should not 
be taken for that a deal is sealed on an early phase. Even though American managers are 
effective, it might take time to finish and wrap up a deal in the US. It is important to 
confirm in writing what has been agreed on. The decision process is quite simple and 
often very fast since there is usually only one person who makes the final decision. 
(Forslund & Industrilitteratur AB, 1993) 
 
National character and negotiation- a description of the US according to Lewis (1999): 
 
1. Current deal  
2.  Short-term profit and rapid growth  
3. Consistent profit  
4. Relationships with partner  
 
There are usually "action plans" designed when finishing the meeting, in which is said 
what has been agreed in terms of what will be conducted, by whom, and in what manner. 
Something that foreign managers might consider as disturbing, when doing business with 
American managers, is that business meetings several times can be interrupted by phone-
calls. (Forslund & Industrilitteratur AB, 1993) 
 
American managers usually make business contracts which are precise, detailed and 
extensive and always include paragraphs in which state what happens if a deal is off. In 
US, lawyers take part of the negotiation process regularly. When negotiating with 
American managers, a foreign manager can make an impression by, for example, having 
an understanding of local sport teams. American managers do not like talk about politics, 
religion or sex and they do not to like criticism concerning typical American 
phenomenon. (Forslund & Industrilitteratur AB, 1993) 
 
To be able to fine-tune one’s sales presentations is very important when doing 
presentations in the US because Americans as a rule prefer energetic, fact-filled 
presentations supported by visual aids. It should be delivered by a person who is both 
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well informed and a competent speaker of English.  In the US, the audience may also 
interrupt with questions rather than wait until the presentation is over, and therefore it is 
absolutely necessary to be competent and well prepared when doing presentations in the 
US. (Hedqwist, 2004) 
 
Below, examples given by Hedqwist (2004) on various areas where the American and the 
Swedish business and negotiation cultures differ are presented along with advice for how 
Swedish businessmen should act to become successful when doing business and 
negotiating in the US. 
 
Basic language  
American English is spoken in the US. Very few Americans speak a foreign language 
well enough to handle a business negotiation. If you do not have a good understanding of 
the English language, consider bringing or hiring an interpreter. (Hedqwist, 2004) 
 
Business language  
This is where you have to really pay attention. Americans do write very thorough 
contracts and business agreements. Make sure you have a good understanding of every 
word and the meaning of each sentence. If not, get assistance. (Hedqwist, 2004)  
 
Making initial contact  
A referral or introduction is always helpful, but in most cases you can approach your 
prospective counterpart directly. Do not expect a prompt reply on your initial contact. 
You need to take a strong but professional approach and be persistent. (Hedqwist, 2004) 
 
Deal focused  
Americans are usually very deal focused and prefer to go straight to the business dealing. 
Do not take this as a negative sign but rather a professional way of "getting-to-the-point". 
They are aware of the importance of building a business relationship and this is done 
while discussing the business at hand. (Hedqwist, 2004) 
 
Orientation to time  
In general, Americans are time conscious and expect their counterparts to be as well. It is 
not unusual, however, that meetings start a few minutes late. (Hedqwist, 2004) 
 
Formality  
Americans lean more toward the informal than formal. They want to get on a first-name 
basis quickly which is a positive sign of relationship building. Americans value personal 
achievement over cultural background so age and gender differences are not a factor. 
(Hedqwist, 2004) 
  
Communication Style  
A lot could be said here. Americans are extremely straightforward in their verbal 
communication. Their message is both frank and clear. They avoid communicating in an 
indirect, oblique or vague manner. They feel uncomfortable with silence and may feel 
compelled to quickly fill in any gaps in the conversation. (Hedqwist, 2004) 
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Space and touch behaviour  
Americans as well as northern Europeans need a few feet (1-2 meters) of personal space. 
Physical contact is moderate, but a "slap on the back" or holding the elbow or upper arm 
is not unusual. This is an expression of friendliness. (Hedqwist, 2004) 
 
Compromise actions  
Expect hard negotiations at times. Tread lightly and make each concession with great 
reluctance. When you do make a compromise, do it only on a "if you do……then I will" 
basis. Always demand something of equal value in return. (Hedqwist, 2004) 
 
Scare tactics  
A favourite American bargaining tool is "time pressure". For example, "If you don't sign 
now, our prices will go up next week". The best way to counter this tactic is to ignore it, 
there is a very good chance the prices will stay the same. Another common ploy is to ask 
for a quantity discount. The customer will then offer to pay the lower price for a smaller 
quantity. Counter this offer by repeating that the lower price is valid only for orders of 
the indicated quantity. Be firm. Another "buying" tactic is the trial order strategy. The 
customer asks for a low price on the first trial order. Remember, once you have sold an 
order for one price, it is always difficult to increase the price. (Hedqwist, 2004) 
 
Decision-Making Behaviour  
American negotiators make decision extremely fast - at times to their own disadvantage. 
Some U.S. executives live by the axiom, "Right or wrong, he who hesitates is 
lost". (Hedqwist, 2004)  
 
Show-me-the-money-attitude  
This is an attitude that shows the impatience of many negotiators behaviour. They have 
no interest in dealings that can not be signed and closed very quickly. (Hedqwist, 2004) 
 
Key Person  
It is extremely important to understand who is in charge of the negotiating team and who 
will make the ultimate decision. Sometimes the decision maker may be one single person 
or an entire team. The key person or decision maker often holds a high position in the 
department or company. (Hedqwist, 2004) 
 
Function of the Contract  
The contract comes in to play at an early stage of the business negotiations. Many 
negotiators include their business lawyers at the beginning of the negotiations. Often they 
present a drafted agreement and proceed to negotiate paragraph by paragraph. If a dispute 
or disagreement arises, the Americans will use the contract as the basis for the 
solution. (Hedqwist, 2004)  
 
After the check has been written 
Be prepared to accept the fact that as long as the check has not been written - it is all 
smiles. After the check has been signed, you may quickly become of second interest. The 
Americans tend to move on to the next potential customer rapidly. (Hedqwist, 2004) 
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Business Protocol  
Dress Code: Dress code will vary according to location and type of business, visitors are 
well advised to wear a suit and tie to the first meeting with a new contact.  (Hedqwist, 
2004) 
 
Meeting and Greeting  
Expect a handshake man-to-man but often American men may shy away from shaking a 
women's hand.  (Hedqwist, 2004) 
 
Business Cards  
Americans may not initiate the exchange of business cards; they sometimes offer their 
card at the end of the meeting rather than at the beginning.  (Hedqwist, 2004) 
 
Forms of Address  
It is always appropriate to start out with Mr., Mrs., Miss or Ms. The Americans are, 
however, quick to suggest switching to a first name basis. If you are not comfortable with 
this informality, do not hesitate to make this clear.  (Hedqwist, 2004) 
 
Gifts  
Today, the gift giving is much stricter then it used to be. Many Americans feel 
uncomfortable if presented with expensive gifts. If you wish to bring something small, 
choose a tasteful company logo gift or an item your country or region is famous for.  
(Hedqwist, 2004) 
 
Wining and Dining  
Many American business men and women prefer to keep their professional and private 
lives separate. They may not see entertaining as a necessary way of building a good 
business relationship. If you are invited to a cocktail party, expect to mix informally with 
a large number of people, some of whom are unknown and complete strangers. 
(Hedqwist, 2004) 
 
 
 
2.2.3 How Swedes do Business and Negotiate 
 
According to Mårtensson (1998), there are differences between the management styles in 
Sweden and in the US. Swedish companies are characterised by male dominance. The 
average company management in a Swedish company consists of 7-8 males with 
academic degrees. They are usually between 48 and 60 years old. Another distinguishing 
feature is that Swedish managers belonging to the industrial establishment meet both 
during work and during their leisure time and in this way create tight social networks. It 
is claimed that due to high taxes and low salaries, foreign people are discouraged to make 
a career in Sweden. These social networks also tend to exclude women, something that 
not could be explained by low salaries and high taxes. (Mårtensson, 1998) A typical 
characteristic for a Swedish manager is claimed to be the humble behaviour they show to 
co-workers. This can have the effect that they avoid to confront subordinate managers 
even though the subordinate managers do not perform as well as they should do. Both 
managers and managed are embarrassed by what in other cultures would be regarded as 
clarity and decisiveness. The Swedish manager avoids taking tough decisions and with 
great force executing the decisions they have made. The typical Swedish manager tries to 
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camouflage his formal position by having an informal way of presenting himself. During 
the decision making process it is important for the Swedish manager that the decision is 
well supported among people in the whole organisation. This requires manipulation skills 
instead of authority. (Mårtensson, 1998) 
 
Communication with the world around does not appear to be Swedish managers’ strong 
side, even though Swedes are among the world’s best English speakers. (Mole, 1995) 
Compared to foreign managers, Swedish managers are considered to be reserved and 
careful. The typical Swedish manager decision is made through discussion. In Sweden, it 
is important that the decision is supported through the whole organisation, so that all 
people will follow the decision. (Mårtensson, 1998) 
 
The Swedes tend to be formal in their relationships, dislike haggling over price, expect 
though, professional proposals without flaws, and are attracted to quality. Morrison 
(1999) gives some examples of how Swedes act when they are doing business and some 
advises how businessmen from other countries should act when they are doing business 
with Swedes. 
 
Greetings  

• The handshake is the standard greeting.  
• Swedes do not use many gestures; you should be restrained as well.  
• Keep your voice tone modulated. Swedes are a relatively quiet people.  

 
Introductions  

• The order of names is first name followed by surname. Do not expect to 
immediately call your Swedish counterpart by his/her first name.  

• Use professional titles, plus surnames (i.e., "Professor Olson").  
 
Appointments  

• Appointments should be made two weeks in advance. (Swedes get a minimum 
yearly vacation of five weeks.)  

• Be punctual at all times, to both business and social events.  
 
Negotiating  

• Do not show emotion during negotiations.  
• Swedes value consensus and avoid confrontation.  
• In presentations, be very precise and concrete; do not exaggerate or expect the 

Swedish imagination to do part of the work.  
• Humour is not usually part of negotiations. Swedes tend to be serious in general, 

and may appear downright stuffy in business.  
 
Entertaining  

• Business lunches and dinners are quite popular. Make reservations at formal 
restaurants for business meals.  

Morrison (1999) 
 
According to Antypas (2003), research has shown that a common thread of failure in 
foreign business leaders comes not only from a lack of in-depth intelligence about the 
local marketplace and the true nature of the opportunities presented, but also, and perhaps 
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more importantly, a misunderstanding of the critical cultural approach to negotiation and 
business development. Here are some tips to consider when doing business in Sweden. 
 
• Swedes are modest people and ”boasting” or selling yourself too hard is usually 

frowned upon. Your experience is believed to speak for itself without having to sell it. 
• Organisations are flat with responsibility delegated way down. It’s never clear who’s 

in charge of what and why. However, the manager and hierarchy are well respected, 
mostly for the competence not the title. 

• In meetings, go straight to the point without preliminaries. There is little talk about 
family and “niceties” before a Swede gets to know you well. Swedes’ answers are 
short and they remain silent if they have nothing to say. 

• Be prepared for decision by consensus. It can be maddening to an outsider, and look 
unproductive. This is based on Sweden’s core value of equality for everyone. The 
positive side is that when a decision is made all are behind it, involved in it, and are 
committed to take action to see it through if necessary. Making a decision which 
affects employees without their input will be questioned and challenged- if not 
ignored.  

• Network is very important in Sweden-it’s who you know and who they know that 
counts. Join trade organisations, the chamber of commerce, small business groups. 
This is the way most business dealing start, and no business is conducted without first 
meeting. 

• Select partners with the right qualifications-and then work hard to learn from them. 
Investing in a good, reputable Swedish accountant can be the difference between 
success and disaster. 

• Generalise your products or service to the Swedish market needs-An American 
“customised” approach won’t necessarily work in Sweden. 

• Be prepared that your price/value ratio will either be accepted or it won’t-there is not 
often a negotiation between supplier and buyer about pricing matters, it is assumed 
that your prices are firm and it is up to the buyer to decide if they can get a better 
value elsewhere. 

(Antypas, 2003) 
 

According to Lewis (1999), the Swedes think they are up to date and sophisticated. They 
value and expect modernity, efficiency and new ideas. Business partners are therefore 
expected to use the latest computer technology and to have streamlined factories. 
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3. Frame of Reference 
 
In this chapter we describe the frame of reference, which we have constructed on the 
basis of concepts taken from the literature in chapter two. The frame of reference will 
serve as guidance for the data collection in this study. Below, a conceptualisation and an 
operationalisation of the theoretical areas directly connected to the research questions 
will be developed.  
 
 
 
3.1 Aim 
 
The aim of this study is to gain a better understanding of how cultural differences affect 
business negotiations between Swedish and American businessmen. Firstly, as we wrote 
in chapter one, in this thesis we use Gulbro’s and Herbig’s (1996) definition of 
negotiation that says that negotiation is the process by which at least two parties try to 
reach an agreement on matters of mutual interest. Secondly, when we in this thesis 
describe cross-cultural negotiation, we use Adler’s (1986) definition that a negotiation 
becomes cross-cultural when the parties involved belong to different cultures and 
therefore do not share the same way of thinking, feeling and behaving. In other words, all 
international negotiations are cross-cultural. Thirdly, when we write about the conception 
of culture, we chose to define culture as something that includes everything that people 
have, think and do as members of a society. (Ferraro, referred to in Francesco & Gold, 
1998) The research questions, seen below, together with the theoretical areas from the 
previous chapter that are directly connected to these research questions, form the basis for 
the conceptualisation. 
 
Research Questions: 
 

• How can the influence of culture on business negotiations between businessmen 
from Sweden and the US be described?  

 
• How can the cultural problems facing Swedish businessmen when negotiating 

with businessmen from the US be described? 
 
Below, the selected theoretical concepts that will be used for developing the frame of 
reference are briefly discussed. 
 
 
 
3.1.1 The Influence of Culture on Cross-Cultural Business Negotiations  
 
According to Vora (2001), cross-cultural negotiations are influenced mainly by twelve 
different variables. Edward T. Hall has developed a model of four categories of 
underlying cultural variables that may drive surface behaviour, called “Silent Language” 
(Sebenius, 2002). Czinkota and Ronkainen (1998) think that culture is one of the most 
challenging elements of the international marketplace.  
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We have chosen to base the operationalisation of the influence of culture on cross-
cultural business negotiations mainly on Vora’s (2001) twelve variables because these 
twelve variables describe very thoroughly what many authors write about the influence of 
culture on cross-cultural business negotiations. In order to gain a wider perspective of the 
influence of culture on cross-cultural business negotiations, we have chosen to 
complement Vora’s model with literature from two other authors, namely Hedqwist 
(2004) and Edward T. Hall (reffered to in Sebenius, 2002). Hedqwist gives examples of 
areas where the American and the Swedish business and negotiation cultures differ and 
Hall’s model, called “Silent Language”, is a good explanation of underlying cultural 
variables that may drive surface behaviour.  Below, the topics we will base our data 
collection on, concerning the influence of culture on business negotiations, are presented. 
 
Twelve main variables that affect negotiations according to Vora (2001) 
 

• Basic conception of the negotiation process – strategic versus synergistic 
• Negotiator selection criteria 
• Significance of types of issues – substantive versus relational 
• Concern with protocol – formal versus informal 
• Complexity of the language – high context versus low context 
• Nature of persuasive argumentation – emotional versus logical 
• Role of individuals’ aspirations 
• Bases of trust – cognitive versus affective 
• Risk-taking propensity – high versus low 
• Value of time – monochronic versus polychronic 
• Decision-making system – authoritative versus consensual 
• Form of satisfactory agreement – written versus oral 

 
Examples of areas where the American and the Swedish business and negotiation 
cultures differ according to Hedqwist (2004)   
 
“Silent Language” by Edward T. Hall (ref. to in Sebenius, 2002) 
 

• Relationships  
• Communication  
• Time  
• Space  

 
 
 
3.1.2 Problems in Cross-Cultural Negotiations 
 
Czinkota and Ronkainen (1998) say that a major consideration for companies is the 
cultural differences that might cause problems in the communication between business 
partners. Cultural clashes are often underlying motivations for failure in many 
international activities. Lewis (1999) says that problems in cross-cultural negotiations 
derive from two sources: the professionalism of the negotiating team, and cross-cultural 
bias. Usually, negotiating teams of companies do not consist of professional or trained 
negotiators. This is especially apparent in small and medium-sized firms. They often send 
the same people that handle the company’s business domestically, to negotiate with 
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people from other cultures. If the negotiators completely lack foreign experience, they 
may have large difficulties understanding the logic, intent and ethical standpoints of the 
other side. Due to this, the parties in the negotiation may talk past each other. (Ibid) 
According to Gulbro and Herbig (1996), failure to negotiate effectively can undo careful 
prior planning; operating across national cultures often magnifies negotiation problems. 
Various problems associated with cross-cultural negotiations are also explained by 
Rodriguez (2001), and Rees and Porter (1997).  
 
In order to provide a wide-ranging basis for our data collection, we have chosen to base 
the operationalisation of problems in cross-cultural business negotiations on literature 
from four different authors, namely Rodriguez (2001), Czinkota and Ronkainen (1998) 
and Lewis (1999). Together, literature from these four authors describes the concept of 
problems in cross-cultural business negotiations very well. Czinkota and Ronkainen 
(1998) write about problems concerning the cultural elements and cultural differences 
between business partners, Lewis (1999) describes that problems in cross-cultural 
negotiations derive from either the professionalism of the negotiating team or from cross-
cultural bias, and according to Rodriguez (2001); problems in cross-cultural negotiations 
may occur if companies lack understanding of the cultural variables. The focus in this 
thesis will be on describing the cultural problems that can face Swedish businessmen 
when negotiating with businessmen from the US. Below, the topics we will base our data 
collection on, concerning problems in cross-cultural negotiations, are presented. 
 
Problems in cross-cultural negotiations according to Lewis (1999) and Rodriguez 
(2001): 
• Problems in cross-cultural negotiations derived from the professionalism of the 

negotiating team. 
• Problems in cross-cultural negotiations derived from cross-cultural bias. 
• Lack understanding of the cultural variables. 
 
Problems in cross-cultural negotiations according to Czinkota and Ronkainen 
(1998): 
• Cultural differences between business partners. 
• Incompetence concerning the cultural elements, which according to Czinkota and 

Ronkainen (1998) are: 
o Language 
o Religion 
o Values and Attitudes 
o Manners and Customs 
o Material Elements 
o Aesthetics 
o Education 
o Social Institutions 
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4. Methodology 
 
In the previous chapters, our frame of reference was presented. This chapter will provide 
a description of the methodology we have used, in order to facilitate the reader’s 
understanding of how we have treated the research problem of this thesis.  
 
 
 
4.1 Search of Literature 
 
We started off the work with this thesis by searching for literature that would be relevant 
for our area of study. In order to find appropriate literature in the form of books and 
reports, we searched the library of Luleå University of Technology. In addition to this, 
the data bases of the library of Luleå University of Technology (Lucia, EBSCO and 
EMRALD) as well as search engines on the Internet (MSN, Yahoo and AltaVista), were 
used in order to find relevant articles, reports and other published material. Negotiating, 
cross-cultural business negotiations and international negotiations are the search words 
that were used, both in English and in Swedish.  
 
 
 
4.2 Research Purpose 
 
Eriksson and Wiedersheim-Paul (1997) and Yin (1994) claim that the purpose of a thesis 
is usually exploratory, descriptive or explanatory. Descriptive studies mainly determine 
the characteristics of the research object and its relevant surroundings. Descriptive studies 
are useful when the problem is relatively clear and structured, but the intentions are not to 
investigate causal relations.  
 
As previously mentioned, our aim with this thesis is to describe how cultural differences 
between Sweden and the US affect business negotiations between Swedish and American 
businessmen. This thesis can be seen as mainly descriptive because various issues 
surrounding the area of business negotiations between businessmen from Sweden and the 
US are described.  
 
 
4.3 Research Approach 
 
According to Holme and Solvang (1991), there are two main research approaches within 
social sciences. These research approaches are the quantitative method and the qualitative 
method. We have made a table, (table 4.1 below), which summarises the differences 
between these two methods. 
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Table 4.1 Research Approach 
The Quantitative Method The Qualitative Method 

• A controlled and structured method. 
• Intends to make generalisations, based on 

the processed results of the research. 
• Studies few variables on a large number 

of entities. 
• Suitable for statistical research. 

• Tries to describe a situation as a whole, in 
which the research problem exists. 

• Gives the possibility to collect plentiful 
information and to investigate several 
variables from a few numbers of entities. 

• Case studies and interviews are mostly 
used in the qualitative method where no 
set alternatives of answers are being 
offered. 

SOURCE: Based on Holme & Solvang, 1991, pp.13-14 
 
Our aim with this thesis is to gain a better understanding of how cultural differences 
affect business negotiations between Swedish and American businessmen. We have 
chosen to investigate this by using a qualitative research approach.  A qualitative 
approach was considered most suitable since our goal was to make a detailed 
investigation looking at a number of complex variables (cross-cultural negotiations, 
expanding business to other cultures and the Swedish culture compared to the American 
culture) in order to gain a deeper understanding of the studied area. The fact that the 
issues investigated in this thesis are intangible was another reason for choosing a 
qualitative research approach. Our results cannot be measured in how much or how 
many, instead they are best presented in words and therefore a qualitative approach was 
appropriate.  
 
 
 
4.4 Research Strategy 
 
According to Saunders and Lewis (2000), research strategy is the authors’ plan of how 
they will carry out the answering of their research questions. A study can, according to 
Yin (1994), be done by using five different research strategies. These strategies are 
named; experiment, survey, archival analysis, history, and case study. Yin is of the 
opinion that which research strategy one should select depends on three distinct 
conditions. These conditions are: 
 
1. The type of the research questions 
2. The extent of control the investigator has over actual behavioural events 
3. The degree of focus on contemporary as opposed to historical events 
 
Table 4.2 below illustrates that which research strategy is most suitable for an 
investigation firstly depends on the form of research questions asked, secondly on 
whether control over behavioural events is required, and thirdly on whether the study is 
focusing on contemporary events. (Yin, 1994) 
 
 
 
 
 
 

 - 31 -



 
Table 4.2 Research Strategy 

RESEARCH 
STRATEGY 

Form of Research 
Questions 

Requires Control 
Over Behavioural 

Events 

Focuses on 
Contemporary 

Events 
Experiment How, Why? Yes Yes 

Survey How, What, Where, 
How many, How 

much? 

No Yes 

Archival Analysis How, What, Where, 
How, How many, 

How much? 

No Yes or No 

History How, Why? No No 
Case Study How, Why? No Yes 

SOURCE: Yin, 1994, p.6 
 
When we followed the guidelines from table 4.2 above and also took into consideration 
that;  
 our research questions begin with “How”, 
 our research do not requires control over behavioural events,  
 our research focuses on contemporary events,  

, we believed that our possible research strategies should thus have been narrowed down 
to surveys, archival analysis and case studies. However, due to the fact that we had 
chosen a qualitative research approach and since the issues investigated were complex, 
we did not think that it was suitable to base this investigation on surveys and archival 
analysis. Yin (1994) suggests that one should use a case study when investigating 
complex issues.  
 
In reference to what has been discussed above, we decided to use case studies as our 
research strategy in this thesis.  
 
 
 
4.4.1 Sample Selection 
 
It is best to use a non-probability sample both in case studies and surveys, according to 
Saunders and Lewis (2000). Non probability sampling means that the sample is drawn on 
a non-random basis. (Ibid) 
 
Already in chapter one, the study was narrowed down based on two factors: 
• Country: Sweden. 
• Activity: business negotiations between people from Sweden and the US. 
 
In order to find two suitable cases to study, we started off the search by looking for 
Swedish companies which had previous international experience. We searched for this 
type of companies on the Internet, in magazines, and in the local telephone directory. 
After having contacted a number of different companies active internationally we talked 
to many different people at the companies we contacted, in order to find out whether 
there was anyone at the respective company with personal experience of negotiations 
with business people from the US. We used the snowball technique for this, which means 
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that in order to find the most appropriate persons to interview; we talked to a number of 
persons in the respective company who in turn referred us to other persons who they 
thought would have the best knowledge of the studied area, and who we therefore 
contacted. Finally, we selected the President/Managing Director of sales on the US 
market at Minelco, and the marketing and sales manager for exports at SSAB Tunnplåt as 
our two cases because we thought they would have knowledge of the area we were 
investigating. Our choice of cases was mainly guided by the information given by various 
employees at the corporation LKAB (Minelco is a subsidiary to LKAB) and at the 
corporation SSAB concerning who in the respective companies would have the requested 
knowledge of the area of investigation. The position in the companies and experience of 
negotiating with people from the US of the persons suggested by the employees at the 
two corporations was also taken into consideration and guided the selection of our two 
cases. We have used a non probability sample in our thesis since we have selected the 
cases to investigate without using any statistical methods or tools. 
 
 
 
4.5 Data Collection Method 
 
There are two different methods for collecting data. These are the primary and the 
secondary data collection methods. Primary data is collected by a researcher for a specific 
purpose, while secondary data has been collected for another purpose by the researcher or 
by another person. When a case study is performed, the researcher can collect data from 
documentation, archival records, interviews, direct observations, participant observations 
and physical artefacts. (Eriksson & Wiedersheim-Paul, 1997) We have in this thesis only 
collected primary data and no secondary data. Our primary data comes from interviews. 
 
Yin (1994) claims that no source of data has a complete advantage over other sources of 
data because different sources of data can complement each other and make the overall 
data collection better. Further, he says that documentation can take many forms. Letters, 
agendas, administrative documents, formal studies and written reports are all examples of 
documentation. In case studies, documentation is best used to support data collected from 
other sources. (Ibid) In order to gain a better understanding of the area of international 
business negotiations between businessmen from Sweden and the US, we contacted two 
Swedish companies. One of the companies is called Minelco. We contacted the 
company’s President/Managing Director of sales on the US market. We also contacted 
the marketing and sales manager for exports, at a company called SSAB with the same 
purpose. Data from both Minelco and SSAB was collected using questionnaires. 
Electronic mail was the tool used to send the questionnaires to the companies. The main 
reason for using questionnaires was because we had no possibility to arrange personal 
meetings with people responsible for international business negotiations neither at 
Minelco or SSAB since they were located in Borlänge and in the US, respectively. We 
also thought that questionnaires with open-ended questions would be very suitable 
because it would give the respondents a chance to see the questions in written form and to 
answer them in their own time. According to Yin (1994), open-ended interview questions 
give the researcher a possibility to directly ask the respondent for actual facts as well as 
for the respondent’s personal opinion about a specific topic. Additionally, we also wanted 
to give the respondents the chance to answer freely, which we believed would result in 
comprehensive answers. In order to clarify some issues, we also contacted the respondent 
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at SSAB Tunnplåt by telephone and asked a number of follow up questions. This way of 
working is, according to Saunders and Lewis (2000), called probing.  
 
Before we sent the questionnaires to the respondents, the questionnaires were tried on a 
person not involved in the thesis and fluent in the language the interview guides were 
written in. The questionnaires were also shown to our supervisor. The questionnaires we 
used in the interviews can be found in appendix number three. After the interviews were 
made, we both went through all answers from the interviews together to make sure that 
we had understood them the same way.  
 
 
 
4.6 Data Analysis 
 
Miles and Huberman (1994) describe two ways of analysing the organised data, within-
case analysis and cross-case analysis. Within-case analysis is the only kind of data 
analysis a researcher can do if doing a single case study. This means that the researcher 
go within the case and compare it to previous research. If more than one case, then the 
researcher can also do a cross-case analysis and compare one case to the other. 
 
In our study we have performed two case studies, so in our analysis we have done two 
within-case analyses and one cross-case analysis. Firstly, we made a within-case analysis 
to compare the literature in our frame of reference with each case, and secondly, we made 
a cross-case analysis to compare the two cases with each other. 
 
The aim of our study is to gain a better understanding of how cultural differences affect 
business negotiations between Swedish and American businessmen, and in chapter one, 
we said that we would try to find this out by answering our two research questions. In the 
introduction, we also wrote that in today's global business environment, cross-cultural 
negotiation has become a popular area of study. In our data analysis we have analysed the 
literature against the collected data to be able to reach our aim with the thesis. 
 
 
 
4.7 Methodology Problems 
 
According to Yin (1994), there are four factors that can affect the quality of the research. 
These four factors are: 

• Reliability 
• Internal Validity 
• External Validity 
• Construct Validity 

 
We will now explain these four factors influence on our thesis. 
 
Reliability explains if other researchers will get the same results if they provide a similar 
investigation at another time, or if they will get different results. (Saunders & Lewis, 
2000) Reliability demonstrates that the operations of a study - such as the data collection 
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procedures, can be repeated, with the same results. If the researchers are able to minimise 
the errors and biases in their investigation, their reliability is good. (Yin, 1994) 
 
In order to increase the reliability in our thesis, we have tried to make careful 
explanations of the procedures used in our investigation in all chapters. We have also 
attached our questionnaire  at the end of this thesis in order to make it possible for other 
researchers to repeat the same case study as the one we have done. 
 
Internal Validity explains according to Yin (1994), the problem of establishing a causal 
relationship, whereby certain conditions are shown to lead to other conditions, as 
distinguished from spurious relationships. (For explanatory or causal studies only, not for 
descriptive or exploratory studies) 
 
Our thesis is mainly descriptive and not primarily of explanatory nature, and therefore the 
internal validity is not of importance in our study.  
 
External Validity is according to Yin (1994) whether a researcher’s findings can be 
generalised or not. It can be difficult to obtain high external validity during interviews 
because the respondents can either answer incorrectly or lie on purpose. Eriksson and 
Wiedersheim-Paul (2001) and Svenning (1999), claim that external validity explains 
whether an investigation measures what it is supposed to measure. Yin (1994) claims that 
different sources of data can complement each other and make the overall data collection 
better.  
 
We believe that we have collected data on the area we intended to study. We have used 
more than one source in our data collection in order to try to achieve more complete and 
accurate answers. Using too few sources of data is according to Svenning (1999) another 
factor that can affect the external validity negatively.  
 
We tried to obtain high external validity by collecting data from companies we knew had 
experience of business negotiations with businessmen from the US and by selecting 
respondents inside these organisations we thought would have knowledge and 
information on the area we were studied. We have thought of the possibility that the 
respondents might answer incorrectly. However, as mentioned before we have found no 
reason to doubt that the respondents have answered correctly. Finally, due to the small 
number of cases studied in this thesis, we have not tried to make any generalisations at 
all. 
 
Construct Validity describes if the correct operational measures are established for the 
studied concepts. (Yin, 1994) 
 
We have tried to avoid weaknesses in the construct validity of our thesis by gathering 
information from a large numbers of authors, formulating our interview guide based on 
the literature in the frame of reference, using several sources of evidence during our 
collection of data, and by using references to all sources used in this thesis. To further 
improve the construct validity of the study, the interview guide was shown to our 
supervisor to receive an objective judgement before the interviews were made. 
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4.8 Summary of the used Methodology 
 
Below, we have made a brief summary of our used methodology in this thesis.  
 
Search of Literature:  Lucia, EBSCO, EMRALD, MSN,  

Yahoo, AltaVista 
 
Research Purpose:  Descriptive 
 
Research Approach:  Qualitative 
 
Research Strategy:  Case Studies 
 
Sample Selection:  Non Probability Sample 
 
Data Collection Method: Interviews 
 
Data Analysis:  Within-Case and Cross-Case Analysis  
 
Methodology Problems: Reliability, Validity 
 
We have in this investigation searched for literature in books, reports, and on the Internet. 
Furthermore, this study is mainly descriptive but to some extent exploratory, with a 
qualitative approach. The research strategy we have used is case studies and data has 
been collected via interviews. The respondents for the interviews are chosen with a non-
random basis. Finally, to be able to analyse the data and literature in this study, we have 
used both within-case and cross-case analysis, and during the entire work with this study 
we have tried to increase the reliability and the validity. 
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5. Data Presentation 
 
In this chapter, our empirical data derived from the marketing and sales manager for 
exports at SSAB Tunnplåt and from the President/Managing Director of sales on the US 
market at Minelco are presented. 
 
 
 
5.1 Data from the Marketing and Sales Manager for Exports at 
SSAB Tunnplåt  
 
The data in section 5.1 comes from a questionnaire answered by the marketing and sales 
manager for exports at the company SSAB Tunnplåt in Borlänge, Sweden on the 27th of 
December 2004. Additionally, the respondent was contacted by telephone on the 5th of 
January 2005 in order to clarify some matters. The respondent has worked with the US 
thin sheet market since year 1999. 
 
In his work, the marketing and sales manager for exports negotiates with thin sheet (steel) 
customers in the US. The issues that are dealt with in these negotiations are prices and 
volumes of thin sheet. Negotiations with American customers take place every day, and 
these daily contacts are handled by SSAB Tunnplåt’s subsidiary in the US. SSAB 
Tunnplåt in Sweden negotiates with larger contract customers from the US 1-2 times per 
year. The marketing and sales manager for exports at the company SSAB Tunnplåt in 
Borlänge takes part in all these larger negotiations. On occasion, smaller additional 
negotiations with the customers that the respondent generally negotiates with 1-2 times 
per year, take place in order to discuss some details. Negotiations with customers from 
the US take place in the US, and mostly they are located to the customer’s place of 
operations. 
 
When the marketing and sales manager for exports is asked if there is anything that 
characterises negotiators from the US, he says that they are very price conscious and that 
price is extremely important in the US compared to Europe where quality and certainty of 
delivery are considered more important. Since price is extremely important in the US, a 
price raise is likely to ruin the seller’s credibility and even a long-term relationship with 
the customer. 
 
A desire to reach a deal without a lot of beating about the bush, which is quite common in 
western and southern Europe, is something that characterises both Swedish and American 
negotiators according to the respondent. 
 
A cultural difference that the marketing and sales manager for exports has experienced 
when negotiating with Swedes and Americans respectively, is that in Sweden a hand 
shake is a guarantee, but in the US one should get everything  documented on paper. Due 
to this, one has to be more careful when documenting things and drawing up agreements 
in the US. 
 
As far as formal differences in how negotiations are conducted in the US compared to in 
Sweden are concerned, the respondent says that in negotiations conducted within Sweden 
with Swedes and in the US between Americans, titles are not used instead first names are 
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used. This is also the case when Americans and Swedes negotiate and the atmosphere is 
open but frank. However, in negotiations conducted between Swedes and other 
Europeans, titles are usually used. 
 
The respondent is of the opinion that generally speaking, negotiators from the US focus 
more on agreements than relationships, and that their Swedish counterparts focus more 
on relationships than agreements. He also says that relationships with customers in the 
US rarely last for a longer period of time because many people change positions and 
move in the US, which make longer relationships almost impossible. 
 
The marketing and sales manager for exports thinks that relationships with negotiators 
from the US may develop from existing agreements, but that agreements may also 
develop from already existing relationships. 
 
When the marketing and sales manager for exports is asked if there are any differences in 
what agreements generally made with negotiators from the US look like compared to 
agreements generally made with negotiators from Sweden, he says that in Sweden 
matters are not driven to extremes in the same extent as in the US, because maintaining 
relationships with people from other companies (buyers or sellers) is considered too 
important to be jeopardized. For Swedish negotiators, it is more important to maintain 
relationships than gaining a little bit more by for example following an agreement 
literally. The respondent says that since American negotiators drive matters to extremes, 
one should make sure that everything is stated in written documents and attested when 
doing business in the US. 
 
When it comes to the question of if there are any differences between what negotiators 
from Sweden and the US respectively, usually do in order to succeed with the 
negotiation, the respondent says that in the US suppliers are changed much more often 
and this is done in order to achieve the purpose of lowering the prices, or making a point 
that the supplier should not take anything for granted. Customers in the US change their 
negotiators often and this means that Swedish suppliers have to present their arguments 
to many different persons over and over again. Thus, it is difficult for the Swedish 
supplier to gain a foothold for the argumentation in the negotiation. 
 
Comparing Swedes and Americans in a negotiation, the marketing and sales manager for 
exports is of the opinion that negotiators from the US are very confident/sure of 
themselves, even when they are wrong. Further, he says that Americans are seldom 
willing to make compromises to the same extent as Swedes are. 
 
Comparing how Swedes and Americans use verbal language in negotiations the 
respondent says that Americans talk more than their Swedish counterparts. 
 
Comparing how Swedes and Americans use non-verbal language/body language in a 
negotiation situation, the marketing and sales manager for exports at SSAB Tunnplåt says 
that  negotiators from the US show when they are not content/pleased much more 
evidently than negotiators from Sweden, and this is expressed both through the verbal 
language and the non-verbal language. For example, the respondent says that he can tell 
when negotiators from the US are angry by looking at their facial expressions. Americans 
are even willing to call off a negotiation if they perceive that no progress is made in the 
negotiation. 
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Comparing how Swedes and Americans show and use emotions in a negotiation, the 
respondent says that negotiators from the US can “give of themselves” to a large extent, 
something that we as Swedes doubt the sincerity of. According to him, this doubt is well-
founded. He says that Americans use a lot of empty phrases and do not always listen to 
what one has to say. 
 
Comparing how Swedes and Americans perceive the issue of time in a negotiation, the 
marketing and sales manager for exports says that his perception is that both Swedes and 
Americans put a high value on punctuality. The fact that both Swedes and Americans put 
a high value on punctuality does not affect negotiations between them significantly 
according to the marketing and sales manager for exports at SSAB Tunnplåt in Borlänge, 
Sweden. 
 
According to the respondent, negotiators from the US have, compared to Swedish 
negotiators, a deliberate tendency to not make decisions on a lower organisational level. 
Instead, the American negotiators forward decisions to a higher level in their 
organisations in order to avoid having to make difficult/uncomfortable decisions. This 
often leads to that negotiations with people from the US may be prolonged before they 
can be concluded. The respondent claims that in Sweden, there is also a trend of 
forwarding decisions to a higher level in the organisation. The reason for this is that 
nobody wants to take responsibility for decisions in case they turn out to be wrong, since 
nobody wants to become a scapegoat. 
 
The marketing and sales manager for exports has no opinion of how much personal space 
and physical contact/touching negotiators from the US and Sweden respectively prefer. 
 
In negotiations with Americans, the respondent has not experienced any problems that 
are owing to the fact that the negotiations involved people from the US.  
 
When the marketing and sales manager for exports is asked if any of the cultural 
elements: language, religion, attitudes and values, traditions and customs, education, laws 
and regulations, political factors, and technological factors, have caused him any 
problems in negotiations, he says that he has never experienced any such problems. 
However, he always tries to avoid discussing politics when doing business, both in 
Sweden and abroad. He reads about the company he will visit in order to try to have 
something positive to convey. Language-wise, the Americans of course have the 
advantage of always getting to negotiate with Swedes in their first language. 
 
The marketing and sales manager for exports is of the opinion that when negotiating with 
people from the US, Swedes should be well prepared, know what they want, avoid the 
subjects of politics and religion, listen, and ask many questions, in order to avoid 
problems in the negotiations. According to the respondent, Swedes should not discuss 
politics or express their opinions of how the US carries out its foreign policy, when 
negotiating with people from the US.  
 
In the US it is almost exclusively the person responsible for purchases possibly with 
assistance from the person responsible for production, who are chosen to negotiate for US 
companies. In Swedish companies, more specialists take part in negotiations. 
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The advice of the marketing and sales manager for exports at SSAB Tunnplåt in Borlänge 
for other Swedes who will negotiate with people from the US, is to have and offer a 
product that is outstanding. The reason for why the product should be outstanding is that 
the competition on the US market is very fierce. Another piece of advice the respondent 
offers, is that one should read about the US including its history before going there. 
 
According to the respondent, products as well as people from Sweden have a good 
reputation in the US and other parts of the world. The respondent is of the opinion that 
culture has a low impact on negotiations; he believes that a negotiator’s background and 
which culture he/she comes from has a very small impact on negotiations between people 
from Sweden and the US. 
 
 
 
5.2 Data from the President/Managing Director of Sales on the 
US Market at Minelco  
 
 
The data in section 5.2 comes from a questionnaire answered on the 5th of January 2005 
by the President/Managing Director of sales on the US market at Minelco. Minelco is a 
subsidiary to LKAB and our respondent is stationed at Minelco in the US. He has been 
involved in negotiations with customers on the US market between the years of 1986 and 
1992, and since the year 2002 until the present date. Negotiations with American 
customers take place several times a month and the respondent is negotiating about sales 
of minerals and logistics solutions with these customers. Negotiations with customers 
from the US take place in the US, and are located to the customers’ respective offices, or 
to hotels. 
 
The respondent we have interviewed at Minelco says that his opinion is that it is not fair 
to compare the business culture of Sweden with the business culture of the US. The 
reason for this is according to him that Sweden with its nine million people consists of a 
relatively homogenous population of insignificant size, a while the US population 
consists of three hundred million people of different ethnicity, widespread on an entire 
continent. Furthermore, he says that even if the United States seems to be a mono-culture, 
there are large regional differences within the country. For example, if one compares a 
negotiator on Wall Street, working in the hectic New York with someone from Louisiana 
or Texas in the south (like Bush or Rumpsfeldt) our respondent says that it is like 
comparing individuals from different planets.   
 
According to the Managing Director of sales on the US market, Americans generally 
have a ’stronger attitude’ as negotiators compared to Swedes, but they are not necessarily 
better prepared for the negotiations. Negotiators from the US are more willing to 
negotiate (“give and take”) and quick to come to a deal, not always a good one. 
 
A cultural difference that the respondent has experienced when negotiating with Swedes 
and Americans respectively, is that Swedes are looking for consensus while an American 
is looking for a good deal, meaning a deal that is good for him. 
 
As far as formal differences in how negotiations are conducted in the US compared to in 
Sweden are concerned, the respondent says that an American quickly learns the names of 
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the other persons taking part in the negotiation, and uses them often. With many people 
involved, a Swede can sometime leave the meeting not being able to repeat the names of 
the party he met. Both the Swedish and the US cultures have a relaxed atmosphere using 
humour. 
 
Minelco’s Managing Director of sales on the US market says that if he compares how 
much focus negotiators from the US and Sweden respectively put on relationships and 
deals respectively, he thinks that negotiators from the US are more ”people oriented” than 
their Swedish counterparts. 
  
When the respondent is asked whether relationships with negotiators from the US 
develop from prior agreements, or whether agreements develop from already existing 
relationships, or if these things develop in some other way, he says that it depends on if it 
is an old or a new customer. Americans tend to change jobs more often, so the personal 
business relation has to be rebuilt more often with negotiators from the US. 
 
When the respondent is asked if there are any differences in what agreements generally 
made with negotiators from the US look like compared to agreements generally made 
with negotiators from Sweden, he says that “All our agreements are written. One round of 
negotiations can result in oral agreement, which eventually will be incorporated in the 
written agreement(s).” 
 
When it comes to the question of if there are any differences between what negotiators 
from Sweden and the US respectively, usually do in order to succeed with the 
negotiation, the respondent says that it depends on the strength/weakness in the business 
relation and the duration of relation. According to the experience of the respondent, 
Swedish business negotiators are generally better prepared than American business 
negotiators. 
 
The respondent claims that in a negotiation, the communication of Americans and 
Swedes differ in the sense that the Americans speak louder and more than the Swedes, 
which can be perceived by the latter as being ’hostile’. 
 
According to Minelco’s President/Managing Director of sales on the US market, body 
language is individual. He says that Americans train more often in sales/negotiating 
skills, and that business is more built on competition in the US. People in sales have more 
bonus related salaries in the US than in Sweden.  
 
Comparing how Swedes and Americans show and use emotions in a negotiation, the 
respondent says that a negotiator from Sweden might be more reserved compared to an 
American, but that showing and using emotions in a negotiation has more to do with the 
individual than the culture he/she is from. 
 
Comparing how Swedes and Americans perceive the issue of time in a negotiation, the 
respondent says that his perception is that Americans are more easy going than Swedes. 
 
According to the respondent, negotiators from the US have, compared to Swedish 
negotiators, a tendency to make a decision quicker, but this is not always the best 
decision. 
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When it comes to the issue of how much personal space and physical contact/touching 
negotiators from the US and Sweden respectively prefer, the respondent is of the opinion 
that Americans tend to be more open and easy going. He says that individuality is 
encouraged in the American culture. 
 
When Minelco’s President/Managing Director of sales on the US market is asked if any 
of the cultural elements: language, religion, attitudes and values, traditions and customs, 
education, laws and regulations, political factors, and technological factors, have caused 
him any problems in negotiations, he says that by law and in reality, Americans are non-
discriminatory most of the time. According to his opinion, as mentioned previously, it is 
not easy or correct to compare a Swedish homogenous culture of 9 million people in a 
small, old country with an relatively young American multi-culture on a huge continent 
with 300 million people. Further, he says that the differences between Americans 
themselves are often larger than between Swedes and  the general perception of an 
American. The respondent has not experienced any problems in negotiations with people 
from the US that he has not experienced in negotiations with people from Sweden. 
 
The respondent is of the opinion that in order to avoid problems when negotiating with 
people from the US, Swedes should be open and relaxed. According to the respondent, 
Americans are politically more conservative and Swedes should therefore avoid talks 
about Iraq war for example when negotiating with people from the US. 
 
How negotiators in companies in the US and Sweden respectively are selected depends 
on the size of the company and the importance/ amount of money involved. The 
experience of the respondent is that in general, final decision making is higher up in the 
hierarchy in an American company compared to in a Swedish company. 
 
The respondents advice for Swedes who will negotiate with people from the US, is: “be 
yourself as always and don’t be”afraid” of the sometimes ’abrasive’ tone from an 
American.” 
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6. Data Analysis 
 
In this chapter we are analysing our empirical data which was presented in the previous 
chapter. We will compare our empirical data and also compare empirical data against the 
literature in the frame of reference presented in chapter four, in order to discover both 
differences and similarities. The analysis will hopefully provide answers to our research 
questions. Firstly, we will make a within-case analysis of the data gained from the 
marketing and sales manager for exports at SSAB Tunnplåt; secondly, we will make a 
within-case analysis of the data gained from the President/Managing Director of sales on 
the US market at Minelco. Finally, we will make a cross-case analysis where we compare 
the data derived from our two respondents. 
 
 
6.1 Within-Case Analysis - the Marketing and Sales Manager 
for Exports at SSAB Tunnplåt 
 
In this within-case analysis we compare data derived from the marketing and sales 
manager for exports at SSAB Tunnplåt with the literature in our frame of reference 
connected to each of the research questions. 
 
6.1.1 How Can the Influence of Culture on Business Negotiations 
Between Businessmen from Sweden and the US be Described? 
 
According to Vora (2001), cross-cultural negotiations are influenced mainly by twelve 
different variables. Below, we analyse Vora´s (2001) twelve variables together with 
literature from Hedqwist (2004) and the data gathered from the marketing and sales 
manager for exports at SSAB Tunnplåt. 
 
Basic conception of the negotiation process – strategic versus synergistic 
Vora (2001) says that if a person has strategic conception he/she sees the negotiation as a 
win-lose process, in other words, one side will end up a winner and the other a loser.  She 
claims that if one has a synergistic conception one will strive to create a win-win 
outcome by working together. The marketing and sales manager for exports says that 
Americans are seldom willing to make compromises to the same extent as Swedes are. If 
one party is strategic and the other is synergistic, the latter may get the bad end of a deal 
according to Vora (2001). If Swedes have a more synergistic conception of the 
negotiation process than people from the US, as our data above indicates, then Swedish 
negotiators may according to Vora’s (2001) theory get the bad end of a deal in 
negotiations with Americans.  
 
Negotiator selection criteria 
Vora (2001) says that the negotiator selection criteria are about how a party selects its 
negotiator. According her, a person’s position in the company can be a selection criterion 
that is used to select a negotiator. According to Hedqwist (2004) is it extremely important 
to understand who is in charge of the negotiating team and who will make the ultimate 
decision. Hedqwist (2004) also says that the decision maker in a negotiation may 
sometimes be a single person and sometimes an entire team. The experience of the 
marketing and sales manager for exports at SSAB Tunnplåt in Borlänge, Sweden is that 
in the US it is almost exclusively the person responsible for purchases possibly with 
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assistance from the person responsible for production, who are chosen to negotiate for US 
companies. In Swedish companies, more specialists take part in negotiations compared to 
US companies, according to the respondent. The data from the respondent at SSAB 
Tunnplåt is in conformity with Vora’s (2001) opinions above since according to the data, 
position in a company is a criteria used for selecting negotiators in both Sweden and the 
US, even though it is not necessarily people in the same position that are selected to 
negotiate in the two countries. Also, in companies in the US it is in general only those 
responsible for purchases, possibly with assistance from the person responsible for 
production, who come into question as far as taking part in business negotiations with 
Swedes is concerned.  
 
Significance of types of issues – substantive versus relational 
A person that has a substantive view will focus on issues such as how resources will be 
used, and on who will do what according to Vora (2001). She also says that if one has a 
relational view, he/she will find issues such as how the relationship will develop and 
continue, and what the parties can do for each other, important. The marketing and sales 
manager for exports at SSAB Tunnplåt says that relationships with customers in the US 
rarely last for a longer period of time because many people change positions and move in 
the US, which make longer relationships almost impossible. He also says that in the US, 
suppliers are changed much more often and this is done in order to achieve the purpose of 
lowering the prices, or making a point that the supplier should not take anything for 
granted. This would suggest to us that businessmen from the US lean more towards a 
substantive view than a relational view when they negotiate.  
 
Concern with protocol – formal versus informal 
An informal approach as opposed to a formal approach to protocol means that for 
example first names will be used when addressing the other party in a negotiation, and 
humour can also be used at the negotiation according to Vora (2001). According  to 
Hedqwist (2004), Americans lean more toward the informal than formal. They want to 
get on a first-name basis quickly which is a positive sign of relationship building. As far 
as formal differences in how negotiations are conducted in the US compared to in 
Sweden are concerned, the marketing and sales manager for exports says that in the US, 
titles are not used, instead first names are used and the atmosphere is open but frank. 
Thus, the data and literature above agree on this issue and say that in general negotiators 
from the US are more informal than formal.  
 
Complexity of the language – high context versus low context 
If the language of a culture is high context it is indirect and uses a lot of non-verbal 
language according to Vora (2001). She also says that people who use low context 
language are more comfortable with different modes such as telephone than people who 
are used to a high context language. Comparing how Swedes and Americans use non-
verbal language/body language in a negotiation situation, the respondent says that 
negotiators from the US evidently show when they are not content, and they are willing 
to call off negotiations if no progress is made. After having compared the collected data 
with what Vora (2001) says about high context and low context language,  it seems as if 
businessmen from the US may use body language more than Swedish businessmen do 
and due to that, the US have a language that is more high context than the language of the 
Swedes. 
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Nature of persuasive argumentation – emotional versus logical 
Vora (2001) claims that persuasion through emotional argumentation means that one side 
in a negotiation tries to reach the other side and get it to agree to things by playing on 
what they expect and on their emotions, and the parties’ relationship to one another. 
Logical persuasive argumentation is based on facts and logical reasoning. Comparing 
how Swedes and Americans show and use emotions in a negotiation, the marketing and 
sales manager for exports at SSAB Tunnplåt says that: “negotiators from the US can 
“give of themselves” to a large extent, something that we as Swedes doubt the sincerity 
of.“ This doubt is well-founded according to the respondent. We believe that one reason 
for why US businessmen “give of themselves” in a negotiation, is because they try to use 
this behaviour as a way to persuade the other side in some way, as Vora (2001) suggests 
that negotiators may do. The behaviour of “giving of oneself” may be seen as emotional 
argumentation as Vora (2001) describes it in the literature.  
 
Role of individuals’ aspirations 
The individuals that an organisation sends to take part in a negotiation may have personal 
aspirations, such as doing whatever it takes to win a deal, according to Vora (2001). 
Further, she says that these aspirations may be very different to the aspirations of the 
company, and may also be considered unacceptable by the company. When it comes to 
the question of if there are any differences between what negotiators from Sweden and 
the US respectively, usually do in order to succeed with the negotiation, the marketing 
and sales manager for exports we have interviewed says that in the US suppliers are 
changed much more often and this is done in order to achieve the purpose of lowering the 
prices, or making a point that the supplier should not take anything for granted. The 
respondent does not say whether this behaviour is driven by personal aspirations or by the 
company’s aspirations. The discussion above shows that negotiators from the US may act 
differently than their Swedish counterparts in order to succeed with the negotiation.  
 
Bases of trust – cognitive versus affective 
Vora (2001) claims that some cultures establish trust for one another according to what 
seems reasonable logically, whereas others establish trust based on feelings for one 
another. A cultural difference that the marketing and sales manager for exports at SSAB 
Tunnplåt in Borlänge, Sweden has experienced when negotiating with Swedes and 
Americans respectively, is that in Sweden a hand shake is a guarantee, but in the US one 
should get everything documented on paper. This data suggests that Swedish 
businessmen may have a more affective base of trust in negotiations than businessmen 
from the US have. 
 
Risk-taking propensity – high versus low 
People with a low risk-taking propensity are relatively conservative and think that they 
will reach their goals eventually, whereas those with a high risk-taking propensity are 
more adventurous, according to Vora (2001). The marketing and sales manager for 
exports at SSAB Tunnplåt in Borlänge has no opinion concerning the risk-taking 
propensity of Swedish and US business people in negotiations. 
 
Value of time – monochronic versus polychronic 
Vora (2001) says that time is valued differently in different parts of the world; some think 
of it as something that can be divided into many parts and should be monitored closely, 
whereas others view it as something that is more relative. After having compared how 
Swedes and Americans perceive the issue of time in a negotiation, the marketing and 
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sales manager for exports at SSAB Tunnplåt says that his perception is that both Swedes 
and Americans put a high value on punctuality. Based on the data and literature above, 
one can say that business people from both Sweden and the US are concerned with being 
on time and thus view time as something that can be divided into parts and should be 
monitored closely, and therefore they have a monochronic value of time according to 
Vora’s (2001) description.  
 
Decision-making system – authoritative versus consensual 
In a negotiation, one party might expect the other to behave the same way as it does. In 
some cultures decisions are made in consensus, which means that everyone’s opinion is 
taken into consideration and the decision is one that everyone supports according to Vora 
(2001). Hedqwist (2004) says that American negotiators make decisions extremely fast - 
at times to their own disadvantage. Some U.S. executives live by the axiom, "Right or 
wrong, he who hesitates is lost" according to Hedqwist (2004). According to the 
respondent at SSAB Tunnplåt, negotiators from the US have, compared to Swedish 
negotiators, a deliberate tendency to not make decisions on a lower organisational level. 
Instead the American negotiators forward decisions to a higher level in their 
organisations in order to avoid having to make difficult/uncomfortable decisions. This 
often leads to that negotiations with people from the US may be prolonged before they 
can be concluded. The data shows a difference between the decision-making systems of 
Swedish and American negotiators. Furthermore, the data and literature do not agree on 
how fast negotiators from the US make decisions. 
 
Form of satisfactory agreement – written versus oral 
Vora (2001) says that in some cultures, written agreements are insisted on as they are 
thought of as superior to oral ones, whereas in other cultures people feel offended if a 
written agreement is insisted on as they feel it is a sign of a lack of trust between the 
parties. The experience of the marketing and sales manager for exports at SSAB 
Tunnplåt, is that a cultural difference between negotiators from the US and Sweden, is 
that Swedish negotiators consider a hand shake to be a guarantee, but in the US one 
should get everything documented on paper and attested when doing business. The data 
above indicates that a cultural difference between negotiators from Sweden and the US, is 
that Swedish negotiators use oral agreements to a much greater extent than their 
American counterparts. From the respondent’s recommendation, that when doing 
business and negotiating in the US one should get everything documented in written 
form, one can also gather that in general, oral agreements do not seem to be considered as 
a satisfactory form of agreement in the US.  
 
Anthropologist Edward T. Hall, along with collaborator Mildred Reed Hall, developed 
four categories of underlying cultural variables that may drive surface behaviour, the 
“Silent Language” model. (Sebenius, 2002) The four categories are relationships, 
communication, time and space. Below, these four categories and literature from 
Hedqwist (2004) are analysed against data collected from the marketing and sales 
manager for exports at SSAB Tunnplåt. 
 
Relationships  
In deal-focused cultures, relationships grow out of deals; in relationship-focused cultures, 
deals arise from already developed relationships according to Hall. (Sebenius, 2002) 
According to Hedqwist (2004), Americans tend to move on to the next potential customer 
rapidly after the check has been signed. The respondent says that relationships with 
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customers in the US rarely last for a longer period of time because many people change 
positions and move in the US, which make longer relationships almost impossible. An 
interpretation of this data is that the US business culture, including negotiators from the 
US, is more deal-focused than relationship-focused, in other words mainly, relationships 
grow out of deals. The data presented in this paragraph concerning relationships is to 
some extent in conformity with the literature. 
 
Communication  
Are communications indirect and “high context” or direct and “low context”? Do 
contextual, nonverbal cues play a significant role in negotiations, or is there little reliance 
on contextual cues? Do communications require detailed or concise information? Many 
North Americans prize concise, to-the-point communications. (Sebenius, 2002) 
Americans are extremely straightforward in their verbal communication and their 
message is both frank and clear according to Hedqwist (2004). He also claims that 
Americans avoid communicating in an indirect, oblique or vague manner and says that 
Americans feel uncomfortable with silence and may feel compelled to quickly fill in any 
gaps in the conversation. According to the marketing and sales manager for exports at 
SSAB Tunnplåt, negotiators from the US evidently show when they are not content, and 
they are willing to call off negotiations if no progress is made. This can be regarded as 
direct communication, and is thus an indication of that negotiators from the US belong to 
a low context culture. The marketing and sales manager for exports claims that a desire to 
reach a deal without a lot of beating about the bush is something that characterises both 
Swedish and American negotiators. One could say that a desire to negotiate without a lot 
of beating about the bush, means wanting to have a negotiation with to-the-point 
communications, in other words, low context communications. The data presented above 
shows that negotiators from Sweden and the US have similarities in their ways to reach 
agreements and communicate in negotiations. The data presented in this paragraph 
concerning how negotiators from the US communicate, is in conformity with the 
literature. 
  
Time  
Is the culture generally considered to be “monochronic” or “polychronic”? In Anglo-
Saxon cultures, punctuality and schedules are often strictly considered. This monochronic 
orientation contrasts with a polychronic attitude, in which time is more fluid, deadlines 
are more flexible, interruptions are common, and interpersonal relationships take 
precedence over schedules according to Hall. (Sebenius, 2002) Hedqwist (2004) says that 
in general, Americans are time conscious and also expect their counterparts to be that. 
The marketing and sales manager for exports at SSAB Tunnplåt says that his perception 
is that both Swedes and Americans put a high value on punctuality. The data above is in 
conformity with the literature, and indicates that both the Swedish and the US culture has 
a monochronic orientation to time.  
 
Space  
Do people prefer a lot of personal space or not much? Hall claims that in many formal 
cultures, moving too close to a person can produce extreme discomfort. By contrast, a 
negotiator who instinctively backs away from his up-close counterpart may inadvertently 
convey disdain. (Sebenius, 2002) Americans as well as northern Europeans need a few 
feet (1-2 meters) of personal space according to Hedqwist (2004). Hedqwist (2004) also 
says that physical contact is moderate, but a "slap on the back" or holding the elbow or 
upper arm is not unusual neither in the US nor in Sweden. The marketing and sales 
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manager for exports has no opinion of how much personal space and physical 
contact/touching negotiators from the US and Sweden respectively, prefer. Therefore, we 
are not able to compare any data against the literature concerning how much personal 
space negotiators from Sweden and the US prefer. 
 
 
 
6.1.2 How Can the Cultural Problems Facing Swedish Businessmen 
when Negotiating with Businessmen from the US be Described? 
 
Cultural differences between business partners 
Czinkota and Ronkainen (1998) claim that a major consideration for international 
companies is the cultural differences that might cause problems in the communication 
between business partners. However, the marketing and sales manager for exports at 
SSAB Tunnplåt is of the opinion that culture has a low impact on negotiations between 
businessmen from Sweden and the US. Thus, there are some disagreement between the 
data and the literature above concerning the impact of culture on business, but maybe this 
can be partly due to that Czinkota and Ronkainen (1998) talk about the impact of culture 
in general, whereas the respondent talks specifically about the impact of culture on 
business negotiations between Swedes and Americans. 
 
Incompetence concerning the cultural elements 
Czinkota and Ronkainen (1998) think that cultural competence should be recognised as 
an important management skill. Being incompetent when it comes to culture and the 
cultural elements can easily result in jeopardising large sums of money, as negotiations, 
potential purchases, sales and contracts, and customer relations are negatively affected by 
this incompetence or do not come about, according to Czinkota and Ronkainen (1998). 
Also according to Rodriguez (2001), problems in cross-cultural negotiations may occur if 
companies lack understanding of the cultural variables. When the marketing and sales 
manager for exports at SSAB Tunnplåt is asked if any of the cultural elements: language, 
religion, attitudes and values, traditions and customs, education, laws and regulations, 
political factors, and technological factors, have caused him any problems in 
negotiations, he says that he always tries to avoid discussing politics. According to him, 
Swedes should not discuss religion, politics or express their opinions of how the US 
carries out its foreign policy, when negotiating with people from the US in order to avoid 
problems. The marketing and sales manager for exports tries to avoid discussing certain 
subjects because he thinks that he will thereby avoid possible problems. Thus, the 
respondent is aware of that in cross-cultural negotiations, problems connected to the 
cultural variables may arise. He says that language-wise, the Americans of course have 
the advantage of always getting to negotiate with Swedes in their first language. Since 
negotiations between business people from the US and Sweden always seem to be 
conducted in English according to the data above, one could say that Swedes have more 
cultural competence in terms of learning the language of the other side than what the 
people from the US have since they have not learned Swedish.  
 
Problems in cross-cultural negotiations derived from the professionalism of the 
negotiating team 
Cultural clashes are often underlying motivations for failure in many international 
activities. Lewis (1999) says that problems in cross-cultural negotiations derive from two 
sources: the professionalism of the negotiating team, and cross-cultural bias. Usually, 
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negotiating teams of companies do not consist of professional or trained negotiators 
according to Lewis (1999). This is especially apparent in small and medium-sized firms. 
Lewis (1999) claims that these kinds of firms often send the same people that handle the 
company’s business domestically, to negotiate with people from other cultures. The data 
gathered from the marketing and sales manager for exports does not show how the 
professionalism of the negotiating teams is related to cross-cultural problems. The 
marketing and sales manager for exports says that in Swedish companies, it is more 
common that specialists take part in negotiations, compared to US companies where it is 
almost exclusively the person responsible for purchases, possibly with assistance from 
the person responsible for production, that take part in negotiations. Thus, from the data 
above one can conclude that typically, the negotiating teams of Swedish and US 
companies do not consist of people with the same position in a company. However, the 
data does not reveal if Swedish negotiators are more, less or equally professional 
compared to their US counterparts and how the professionalism is related to problems in 
cross-cultural negotiations.  
 
Problems in cross-cultural negotiations derived from cross-cultural bias 
Lewis (1999) says that if the negotiators completely lack foreign experience, they may 
have large difficulties understanding the logic, intent and ethical standpoints of the other 
side. The marketing and sales manager for exports says that he reads about the company 
he will visit before the visit in order to try to have something positive to convey. The 
marketing and sales manager for exports also is of the opinion that when negotiating with 
people from the US, Swedes should be well prepared, know what they want, avoid the 
subjects of politics and religion, and listen and ask many questions, in order to avoid 
problems in the negotiations. The discussion above shows that we have found data 
concerning different things to do in order to avoid problems derived from cross-cultural 
bias.  
 
 
 
6.2 Within-Case Analysis- Minelco’s President/Managing 
Director of Sales on the US Market  
 
In this within-case analysis we compare data derived from Minelco’s President/Managing 
Director of sales on the US market with the literature in our frame of reference connected 
to each of the research questions. 
 
 
 
6.2.1 How Can the Influence of Culture on Business Negotiations 
Between Businessmen from Sweden and the US be Described? 
 
According to Vora (2001), cross-cultural negotiations are influenced mainly by twelve 
different variables. These twelve variables cover the entire negotiation process between 
people from different cultures. Below, we analyse each of Vora (2001)’s twelve variables 
together with literature from Hedqwist (2004) and the data gathered from Minelco’s 
President/Managing Director of sales on the US market. 
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Basic conception of the negotiation process – strategic versus synergistic 
Vora (2001) says that if a person has strategic conception he/she sees the negotiation as a 
win-lose process, in other words, one side will end up a winner and the other a loser.  If 
one has a synergistic conception one will strive to create a win-win outcome by working 
together. If one party is strategic and the other is synergistic, the latter may get the bad 
end of a deal. A cultural difference that the respondent has experienced when negotiating 
with Swedes and Americans respectively, is that Swedes are looking for consensus while 
an American is looking for a good deal, meaning a deal that is good for him. An analysis 
of this may be that negotiators from the US have a more strategic conception of the 
negotiation than their Swedish counterparts since the Swedes strive for consensus and the 
Americans are more focused on getting a good deal for themselves. 
 
Negotiator selection criteria 
Vora (2001) says that the negotiator selection criteria are about how a party selects its 
negotiator. A person’s position in the company can be a selection criterion that is used to 
select a negotiator according to Vora (2001). Hedqwist (2004) says that is it extremely 
important to understand who is in charge of the negotiating team and who will make the 
ultimate decision. Hedqwist (2004) also says that the decision maker in a negotiation may 
sometimes be a single person and sometimes an entire team. How negotiators in 
companies in the US and Sweden respectively are selected depends on the size of the 
company and the importance/amount of money involved according to the respondent at 
Minelco. His experience is that in general, final decision making is higher up in the 
hierarchy in an American company compared to in a Swedish company. The data shows 
that position in the hierarchical system of the organisation is of importance when 
selecting negotiators in companies in the US. There is a match between the literature and 
data.  
 
Significance of types of issues – substantive versus relational 
A person that has a substantive view will focus on issues such as how resources will be 
used, and on who will do what according to Vora (2001). She also says that if one has a 
relational view, he/she will find issues such as how the relationship will develop and 
continue, and what the parties can do for each other, important. Minelco’s Managing 
Director of sales on the US market says that if he compares how much focus negotiators 
from the US and Sweden respectively, put on relationships and deals respectively, he 
thinks that negotiators from the US are more ”people oriented” than their Swedish 
counterparts. If one interprets ”people oriented” as being more focused on relationships, 
one can say that negotiators from the US are more relational than negotiators from 
Sweden. 
 
Concern with protocol – formal versus informal 
An informal approach as opposed to a formal approach, to protocol means that for 
example first names will be used when addressing the other party, and humour can also 
be used at the negotiation according to Vora (2001). According to Hedqwist (2004), 
Americans lean more toward the informal than formal. They want to get on a first-name 
basis quickly which is a positive sign of relationship building. As far as formal 
differences in how negotiations are conducted in the US compared to in Sweden are 
concerned, the respondent says that an American quickly learns the names of the other 
persons taking part in the negotiation, and uses them often. With many people involved, a 
Swede can sometime leave the meeting not being able to repeat the names of the party he 
met. Both the Swedish and the US cultures have a relaxed atmosphere where humour is 
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used. The data shows that negotiators from both Sweden and the US have an informal 
approach to protocol since they may use first names to address people in a negotiation 
and the atmosphere of negotiations in these two cultures is relaxed and humour is used by 
the negotiators. The Americans being prone to quickly learn the names of the other side 
may be a sign of them being more informal in their approach than their Swedish 
counterparts. 
 
Complexity of the language – high context versus low context 
If the language of a culture is high context it is indirect and uses a lot of non-verbal 
language according to Vora (2001). She also says that people who use low context 
language are more comfortable with different modes such as telephone than people who 
are used to a high context language. The respondent claims that in a negotiation, the 
communication of Americans and Swedes differ in the sense that the Americans speak 
louder and more than the Swedes, which can be perceived by the latter as being ’hostile’. 
According to Minelco’s President/Managing Director of sales on the US market, body 
language is individual. The data indicates that negotiators from the US use a low context 
language, perhaps more low context than the language of the Swedes since the latter 
speak less.  
 
Nature of persuasive argumentation – emotional versus logical 
Vora (2001) says that persuasion through emotional argumentation means that one side 
tries to reach the other side and get it to agree to things by playing on what they expect 
and on their emotions, and the parties’ relationship to one another. Logical persuasive 
argumentation is based on facts and logical reasoning. Comparing how Swedes and 
Americans show and use emotions in a negotiation, the respondent says that a negotiator 
from Sweden might be more reserved compared to an American, but that showing and 
using emotions in a negotiation has more to do with the individual than the culture he/she 
is from. Here, the data is not in conformity with the literature since the literature explain 
the nature of persuasive argumentation as something that vary between people from 
different cultures, while the data explains it as something that vary between individuals, 
independent of the culture the individuals come from. 
 
Role of individuals’ aspirations 
The individuals that an organisation sends to take part in a negotiation may have personal 
aspirations, such as doing whatever it takes to win a deal according to Vora (2001). These 
aspirations may be very different to the aspirations of the company, and may also be 
considered unacceptable by the company. When it comes to the question of if there are 
any differences between what negotiators from Sweden and the US respectively, usually 
do in order to succeed with the negotiation, the respondent says that it depends on the 
strength/weakness in the business relation and the duration of relation. According to the 
experience of the respondent, Swedish business negotiators are generally better prepared 
than American business negotiators. 
 
Bases of trust – cognitive versus affective 
Vora (2001) claims that some cultures establish trust for one another according to what 
seems reasonable logically and others establish trust based on feelings for one another. 
The respondent says that all agreements are written when negotiation in the US. This data 
suggests that Swedish and US businessmen may have a cognitive base of trust in 
negotiations with each other. 
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Risk-taking propensity – high versus low 
People with a low risk-taking propensity are relatively conservative and think that they 
will reach their goals eventually, whereas those with a high risk-taking propensity are 
more adventurous according to Vora (2001). Negotiators from the US are quick to come 
to a deal, not always a good one according to the respondent at Minelco. This indicates 
that American negotiators have a relatively high risk-taking propensity. 
 
Value of time – monochronic versus polychronic 
Vora (2001) states that time are valued differently in different parts of the world. Some 
think of it as something that can be divided into many parts and should be monitored 
closely, whereas others view it something that is more relative. Comparing how Swedes 
and Americans perceive the issue of time in a negotiation, the respondent says that his 
perception is that Americans are more easy going than Swedes. This suggests that 
American negotiators have a more relative view of time than their Swedish counterparts. 
 
Decision-making system – authoritative versus consensual 
In a negotiation, one party might expect the other to behave the same way as it does. In 
some cultures decisions are made in consensus, which means that everyone’s opinion is 
taken into consideration and the decision is one that everyone supports according to Vora 
(2001). The experience of the respondent is that in general, final decision making is 
higher up in the hierarchy in an American company compared to in a Swedish company. 
A cultural difference that the respondent has experienced when negotiating with Swedes 
and Americans respectively, is that Swedes are looking for consensus while an American 
is looking for a good deal, meaning a deal that is good for him. From the data above, one 
can gather that the Swedish culture is more consensual than the American culture when it 
comes to the decision-making system. 
 
Form of satisfactory agreement – written versus oral 
Vora (2001) says that in some cultures, written agreements are insisted on as they are 
thought of as superior to oral ones, whereas in other cultures people feel offended if a 
written agreement is insisted on as they feel it is a sign of a lack of trust between the 
parties. The respondent claims that all agreements made by Minelco are written. He says 
that “One round of negotiations can result in oral agreement, which eventually will be 
incorporated in the written agreement(s).” The reason for why Minelco uses written 
agreements in the US may be that this is considered the satisfactory form of agreement in 
this culture. 
 
Anthropologist Edward T. Hall, along with collaborator Mildred Reed Hall, developed 
four categories of underlying cultural variables that may drive surface behaviour. 
(Sebenius, 2002) These four categories are called “Silent Language” and below they are, 
together with literature from Hedqwist (2004), analysed against data collected from 
Minelco’ s President/Managing Director of sales on the US market. 
 
Relationships  
Is the culture deal-focused or relationship-focused? In deal-focused cultures, relationships 
grow out of deals; in relationship-focused cultures, deals arise from already developed 
relationships. (Sebenius, 2002) According to Hedqwist (2004), Americans tend to move 
on to the next potential customer rapidly after the check has been signed. When the 
respondent is asked whether relationships with negotiators from the US develop from 
prior agreements, or whether agreements develop from already existing relationships, or 
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if these things develop in some other way, he says that it depends on if it is an old or a 
new customer. Americans tend to change jobs more often, so the personal business 
relation has to be rebuilt more often with negotiators from the US. Minelco’s Managing 
Director of sales on the US market says that if he compares how much focus negotiators 
from the US and Sweden respectively put on relationships and deals respectively, he 
thinks that negotiators from the US are more ”people oriented” than their Swedish 
counterparts. This data suggests that negotiators from the US are more relationship-
focused than negotiators from Sweden. 
 
Communication  
Are communications indirect and “high context” or direct and “low context”? Do 
contextual, non-verbal cues play a significant role in negotiations, or is there little 
reliance on contextual cues? Do communications require detailed or concise information? 
Many North Americans prize concise, to-the-point communications. (Sebenius, 2002) 
Americans are extremely straightforward in their verbal communication and their 
message is both frank and clear according to Hedqwist (2004). According to Minelco’s 
President/Managing Director of sales on the US market, body language is individual. He 
says that Americans train more often in sales/negotiating skills, and that business is more 
built on competition in the US. The respondent claims that in a negotiation, the 
communication of Americans and Swedes differ in the sense that the Americans speak 
louder and more than the Swedes, which can be perceived by the latter as being ’hostile’. 
The data shows that both Americans and Swedes use both verbal and non-verbal 
language, and that the verbal language is more distinct for the respective culture than the 
non-verbal language. Furthermore, the data presented in this paragraph concerning how 
negotiators from the US communicate, is in conformity with the literature. 
 
Time  
Is the culture generally considered to be “monochronic” or “polychronic”? In Anglo-
Saxon cultures, punctuality and schedules are often strictly considered. This monochronic 
orientation contrasts with a polychronic attitude, in which time is more fluid, deadlines 
are more flexible, interruptions are common, and interpersonal relationships take 
precedence over schedules.. (Sebenius, 2002) Hedqwist (2004) says that in general, 
Americans are time conscious than Swedes and also expect their counterparts to be that. 
Comparing how Swedes and Americans perceive the issue of time in a negotiation, the 
respondent says that his perception is that Americans are more easy going than Swedes. 
The data suggests that Americans have a more polychronic attitude to time than Swedes 
or that Swedes have a more monochronic attitude to time than Americans.  
 
Space  
Do people prefer a lot of personal space or not much? In many formal cultures, moving 
too close to a person can produce extreme discomfort. (Sebenius, 2002) When it comes to 
the issue of how much personal space and physical contact/touching negotiators from the 
US and Sweden respectively prefer, the respondent is of the opinion that Americans tend 
to be more open and easy going. This could suggest that Americans belong to a culture 
that is less formal than the Swedish culture. 
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6.2.2 How Can the Cultural Problems Facing Swedish Businessmen 
when Negotiating with Businessmen from the US be Described? 
 
Cultural differences between business partners  
Czinkota and Ronkainen (1998) claim that a major consideration for international 
companies is the cultural differences that might cause problems in the communication 
between business partners. However, the President/Managing Director of sales on the US 
market at Minelco says that the differences between Americans themselves are often 
larger than between Swedes and the general perception of an American. Finally, the 
respondent has not experienced any cultural problems in negotiations with people from 
the US that he has not experienced in negotiations with people from Sweden and 
therefore, the data and literature is not in conformity when it comes to cultural 
differences between business partners. 
 
Incompetence concerning the cultural elements 
According to Czinkota and Ronkainen (1998) and Rodriguez (2001), problems in cross-
cultural negotiations may occur if companies lack understanding of the cultural variables. 
When the President/Managing Director of sales on the US market at Minelco is asked if 
any of the cultural elements: language, religion, attitudes and values, traditions and 
customs, education, laws and regulations, political factors, and technological factors, 
have caused him any problems in negotiations, he says that Americans are non-
discriminatory most of the time and that Americans are politically more conservative and 
Swedes should therefore avoid talks about Iraq war for example when negotiating with 
people from the US. The data shows that the respondent has not experienced any cultural 
problems due to incompetence concerning the cultural elements when he has negotiated 
in the US. 
 
Problems in cross-cultural negotiations derived from the professionalism of the 
negotiating team 
Cultural clashes are often underlying motivations for failure in many international 
activities. Lewis (1999) says that problems in cross-cultural negotiations derive from two 
sources: the professionalism of the negotiating team, and cross-cultural bias. Usually, 
negotiating teams of companies do not consist of professional or trained negotiators 
according to Lewis. The respondent from Minelco says that how negotiators in 
companies in the US and Sweden respectively are selected depends on the size of the 
company and the importance/amount of money involved. The experience of the 
respondent is that a negotiator from Sweden is generally better prepared than a negotiator 
from the US. The respondent has not experienced any cultural problems derived from the 
professionalism of the negotiating team during his negotiations in the US.  
 
Problems in cross-cultural negotiations derived from cross-cultural bias 
Lewis (1999) says that if the negotiators completely lack foreign experience, they may 
have large difficulties understanding the logic, intent and ethical standpoints of the other 
side. The Managing Director of sales on the US market at Minelco gives an advice in 
order to avoid problems when negotiating with people from the US, explicitly to be open 
and relaxed. Following the advice from the data from the respondent may be one way to 
avoid problems derived from cross-cultural bias.  
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 6.3 Cross-Case Analysis- The Marketing and Sales Manager 
for Exports at SSAB Tunnplåt & The Managing Director of 
Sales on the US Market at Minelco 
 
Data from each of the two cases, namely the respondents from Minelco and SSAB 
Tunnplåt will be compared in this cross-case analysis. 
 
The President/Managing Director of sales on the US market at Minelco has been 
involved in negotiations with customers on the US market between the years of 1986 and 
1992, and since the year 2002 until the present date. The marketing and sales manager for 
exports at SSAB Tunnplåt has worked with the US thin sheet market since year 1999. 
This shows that both respondents have experience of negotiations with US businessmen. 
 
The respondent at Minelco says that negotiations with American customers take place 
several times a month and that he is negotiating about sales of minerals and logistics 
solutions with these customers, while the respondent at SSAB Tunnplåt says that 
negotiations with American customers take place every day, and that the issues that are 
dealt with in these negotiations are prices and volumes of thin sheet. Both respondents 
say that negotiations with customers from the US take place in the US, and mostly are 
located to the customers’ respective offices, or at hotels somewhere in the US. 
 
 
 
6.3.1 How Can the Influence of Culture on Business Negotiations 
Between Businessmen from Sweden and the US be Described? 
 
As far as formal differences in how negotiations are conducted in the US compared to in 
Sweden are concerned, both respondents say that names are used instead of titles. The 
respondent at SSAB Tunnplåt says that in the US, first names are used. The respondent at 
Minelco says that US negotiators quickly learn the other person’s names and uses them 
often. He also says that both the Swedish and the US cultures have a relaxed atmosphere 
and use humour during the negotiations. This is in conformity with the data from the 
respondent at SSAB Tunnplåt, who says that the atmosphere during negotiations in the 
US is open but frank. According to Vora (2001), an informal approach as opposed to a 
formal approach, to protocol means that for example first names will be used when 
addressing the other party, and humour can also be used at the negotiation. When 
comparing the data with the literature, one can see that the data and literature above agree 
on this issue and say that in general negotiators from the US are more informal than 
formal in negotiations. 
 
The marketing and sales manager for exports at SSAB Tunnplåt says that relationships 
with customers in the US rarely last for a longer period of time because many people 
change positions and move in the US, which make longer relationships almost 
impossible. This is in conformity with the data from the Managing Director of sales on 
the US market at Minelco, who says that Americans tend to change jobs more often than 
Swedes, so the personal business relations in the US has to be rebuilt more often than in 
Sweden. The respondent at Minelco also says that Americans are more ”people oriented” 
than Swedes. Hall (ref. to in Sebenius, 2002) says that in deal-focused cultures, 
relationships grow out of deals and in relationship-focused cultures, deals arise from 
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already developed relationships. The data from both respondents is in conformity with 
each other when it comes to relationships. However, when comparing the data with the 
literature, it is not possible to say if the American and the Swedish business cultures are 
more deal-focused or if they are more relationship-focused. 
 
When the respondents is asked if there are any differences in what agreements generally 
made with negotiators from the US look like compared to agreements generally made 
with negotiators from Sweden, both respondents have the same opinion and say that they 
use written agreements when negotiating in the US. The marketing and sales manager for 
exports at SSAB Tunnplåt says that one should make sure that everything is stated in 
written documents and attested when doing business in the US. The Managing Director 
of sales on the US market at Minelco says that all their agreements are written. Vora 
(2001) says that in some cultures written agreements are insisted on as they are thought 
of as superior to oral ones, whereas in other cultures people feel offended if a written 
agreement is insisted on as they feel it is a sign of a lack of trust between the parties. 
Here, the data from the respondents is in conformity with each other and when comparing 
the data with the literature one can see that when Swedes negotiate with Americans, 
written agreements are thought of as superior to oral ones. 
 
The individual(s) that an organisation sends to take part in a negotiation may have 
personal aspirations, such as doing whatever it takes to win a deal according to Vora 
(2001). When comparing the data with this theory from Vora (2001), the data does not 
say something concerning personal aspirations of the negotiators. However, when it 
comes to the question of if there are any differences between what negotiators from 
Sweden and the US respectively, usually do in order to succeed with the negotiation, the 
two respondents have different opinions. The President/Managing Director for selling on 
the US market at Minelco says that his experience is that a negotiator from Sweden is 
generally better prepared than a negotiator from the US. The respondent at SSAB 
Tunnplåt has other opinions, he says that suppliers are changed much more often in the 
US and this is done in order to achieve the purpose of lowering the prices, or making a 
point that the supplier should not take anything for granted.  
 
Comparing how Swedes and Americans communicate in a negotiation, the respondents 
have somewhat different opinions. The marketing and sales manager for exports at SSAB 
Tunnplåt is of the opinion that negotiators from the US are very confident/sure of 
themselves, even when they are wrong. Further, he says that Americans are seldom 
willing to make compromises to the same extent as Swedes are. The Managing Director 
of sales on the US market at Minelco says that Americans speak louder and more than 
Swedes. He also says that this can be perceived as being ’hostile’ by people from 
Sweden.  According to Vora (2001), a culture that uses a lot of  non-verbal language has 
a language that is high context. Comparing the data in this paragraph with the literature, 
one may say that the US language is more high context than the language of the Swedes. 
 
Comparing how Swedes and Americans use non-verbal language/body language in a 
negotiation situation, the respondent at SSAB Tunnplåt says that negotiators from the US 
evidently show when they are not content/pleased, and they are willing to call off 
negotiations if no progress is made. The respondent at Minelco has somewhat different 
opinions. He says that body language is individual. He also says that compared to 
Swedes, Americans train more often in sales or in negotiating skills. Vora (2001) writes 
about the complexity of a language and if a language is high or low context. She says that 
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if the language of a culture is high context it is indirect and uses a lot of non-verbal 
language. Due to the discussion above, it is not possible to decide how complex the 
American and the Swedish languages are. 
 
When it comes to the matter concerning personal space, the data from the respondents is 
in conformity with each other since neither the marketing and sales manager for exports 
at SSAB Tunnplåt or the managing director of sales on the US market at Minelco have an 
opinion of how much personal space and physical contact/touching negotiators from the 
US and Sweden respectively prefer. However, the managing director of sales on the US 
market at Minelco says that Americans tend to be more open and easy going than Swedes 
and that individuality is encouraged in the American culture. According to the literature 
by Sebenius (2002), moving too close to a person can in many formal cultures produce 
extreme discomfort.  
 
According to Vora (2001), time are valued differently in different parts of the world. 
Some think of time as something that can be divided into many parts and should be 
monitored closely, whereas others view it something that is more relative. Comparing 
how Swedes and Americans perceive the issue of time in a negotiation, the two 
respondents have different perceptions. The marketing and sales manager for exports at 
SSAB Tunnplåt says that his perception is that both Swedes and Americans put a high 
value on punctuality while the Managing Director of sales on the US market at Minelco 
says that his perception is that Americans are more “easy going” than Swedes. However, 
this analysis may indicate that both American and Swedish negotiators have a 
monochronic value of time, to use Vora’s (2201) expression. 
 
Vora (2001) says that in some cultures, written agreements are insisted on as they are 
thought of as superior to oral ones, whereas in other cultures people feel offended if a 
written agreement is insisted on as they feel it is a sign of a lack of trust between the 
parties. The respondents we have interviewed have experienced diverse cultural 
differences between negotiators from Sweden and from the US. One cultural difference 
that the marketing and sales manager for exports at SSAB Tunnplåt has experienced 
when negotiating with Swedes and Americans respectively is that in Sweden, a hand 
shake is a guarantee, but in the US one should get everything documented on paper. This 
shows that Americans tend to use written agreements more than Swedes do. The 
Managing Director of sales on the US market at Minelco says that a cultural difference 
between negotiators from Sweden and the US that he has experienced when negotiating 
with Swedes and Americans respectively is that Swedes are looking for consensus while 
an American is looking for a good deal, for him. Vora (2001) says that in some cultures 
decisions are made in consensus, which means that everyone’s opinion is taken into 
consideration and the decision is one that everyone supports. The analysis in this 
paragraph shows that negotiators from Sweden may be more interested in making 
decisions in consensus compared to American negotiators. 
 
When the respondents are asked if there is anything that characterises negotiators from 
the US, the marketing and sales manager for exports at SSAB Tunnplåt says that US 
negotiators are very price conscious and that price is very important in the US compared 
to Europe where quality and certainty of delivery are considered more important. The 
Managing Director of sales on the US market at Minelco is of the opinion that Americans 
generally have a ’stronger attitude’ but that they not necessarily are better prepared. He 
also thinks that US negotiators are more willing to negotiate and quick to come to a deal, 
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even if it is not always a good one. The discussion above shows that the respondents have 
observed different characteristics concerning negotiators from the US. 
 
Vora (2001) says that the negotiator selection criteria are about how a party selects its 
negotiator. According her, a person’s position in the company can be a selection criterion 
that is used to select a negotiator. According to the respondent at SSAB Tunnplåt, 
negotiators from the US have, compared to Swedish negotiators, a deliberate tendency to 
not make decisions on a lower organisational level. Instead, the American negotiators 
forward decisions to a higher level in their organisations in order to avoid having to make 
difficult/uncomfortable decisions. This is in conformity with the respondent at Minelco 
who says that generally, final decision making in an American company is taken higher 
up in the hierarchy than in a Swedish company. When comparing the data in this 
paragraph to Vora´s (2001) theory about how a party selects its negotiator, the analysis 
shows that American companies may select their negotiators from a higher position in the 
company, compared to Swedish companies. 
 
Comparing how Swedes and Americans show and use emotions in a negotiation, the 
respondents have somewhat similar views. The respondent at SSAB Tunnplåt says that 
negotiators from the US can “give of themselves” to a large extent compared to 
negotiators from Sweden, and the respondent at Minelco says that Swedes might be more 
reserved compared to Americans. However, he also believes that this has more to do with 
the individuals and not with the culture. Vora (2001) claims that persuasion through 
emotional argumentation means that one side in a negotiation tries to reach the other side 
and get it to agree to things by playing on what they expect and on their emotions and the 
parties’ relationship to one another. The analysis of the usage of emotions in a 
negotiation shows that American negotiators use emotional argumentation, as Vora 
(2001) describes it in the literature, more than negotiators from Sweden do.  
 
Both respondents also give some advises for Swedes who will negotiate with people from 
the US. The advises they give are different. The marketing and sales manager for exports 
at SSAB Tunnplåt’s advice is to have and offer a product that is excellent, while the 
Managing Director of sales on the US market at Minelco’s advises is to be yourself as 
always and don’t be ”afraid” of the sometimes ’abrasive’ tone from an American. 
 
Finally, when talking about how large impact culture has on business negotiations 
between businessmen from Sweden and the US, both respondents agree with each other. 
The marketing and sales manager for exports at SSAB Tunnplåt is of the opinion that 
culture has a low impact on negotiations between people from Sweden and the US. The 
Managing Director of sales on the US market at Minelco claims that the differences 
between Americans themselves are often larger than between the differences between 
Swedes and the generally perception of an American. This is not in conformity with our 
literature since most of the literature in this thesis say that cultural differences can 
influence business negotiations in significant and unexpected ways.  
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6.3.2 How Can the Cultural Problems Facing Swedish Businessmen 
when Negotiating with Businessmen from the US be Described? 
 
Czinkota and Ronkainen (1998) claim that a major consideration for international 
companies is the cultural differences that might cause problems in the communication 
between business partners. However, both respondents are of the opinion that culture has 
a low impact on negotiations between businessmen from Sweden and the US and 
therefore, the data and the literature is not in conformity when it comes to cultural 
differences between business partners. 
 
According to Czinkota and Ronkainen (1998) and Rodriguez (2001), problems in cross-
cultural negotiations may occur if companies lack understanding of the cultural variables. 
When the President/Managing Director of sales on the US market at Minelco and the 
marketing and sales manager for exports at SSAB Tunnplåt are asked if any of the 
cultural elements: language, religion, attitudes and values, traditions and customs, 
education, laws and regulations, political factors, and technological factors, have caused 
they any problems in negotiations, the respondent from Minelco says that Americans are 
non-discriminatory most of the time and that Americans are politically more conservative 
and Swedes should therefore avoid talking about for example the Iraq war when 
negotiating with people from the US. The respondent from SSAB Tunnplåt have similar 
opinions, he says that he always tries to avoid discussing politics and other certain 
subjects because he thinks that he will thereby avoid possible problems. The data from 
the two respondents are in conformity with each other and also in conformity with the 
literature when it comes to the incompetence concerning the cultural elements. 
 
Cultural clashes are often underlying motivations for failure in many international 
activities. Lewis (1999) says that problems in cross-cultural negotiations derive from two 
sources: the professionalism of the negotiating team, and cross-cultural bias. Usually, 
negotiating teams of companies do not consist of professional or trained negotiators 
according to Lewis. The respondent from Minelco says that how negotiators in 
companies in the US and Sweden respectively are selected depends on the size of the 
company and the importance/amount of money involved. The experience of the 
respondent from Minelco is that a negotiator from Sweden is generally better prepared 
than a negotiator from the US. The marketing and sales manager for exports at SSAB 
Tunnplåt says that in Swedish companies, it is more common that specialists take part in 
negotiations, compared to US companies where it is almost exclusively the person 
responsible for purchases, possibly with assistance from the person responsible for 
production, that take part in negotiations. This could be an explanation why negotiators 
from Sweden may be better prepared than negotiators from the US. Finally, none of the 
two respondents mentioned that they have experienced any cultural problems derived 
from the professionalism of the negotiating team during their negotiations in the US.  
 
Lewis (1999) says that if the negotiators completely lack foreign experience, they may 
have large difficulties understanding the logic, intent and ethical standpoints of the other 
side. The respondents gave a couple of advises for negotiators from Sweden in order to 
avoid problems when negotiating with people from the US. Their advises are; be open 
and relaxed, read about the other company before the visit in order to try to have 
something positive to convey, be well prepared, know what you want, avoid the subjects 
of politics and religion, and listen and ask many questions. Following the advises from 
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the respondents above may be one way to avoid problems derived from cross-cultural 
bias. 
 
 
 
7. Conclusions 
 
 
The aim of this study was to gain a better understanding of how cultural differences 
affect business negotiations between Swedish and American businessmen, and as this 
chapter shows, we think that we have found relevant details that have improved our 
understanding of this topic. Below, we also present our conclusions connected to the two 
research questions. The conclusions are based on the analysis we have made on the 
literature and our empirical data in the previous chapter. Some of the findings presented 
may be applicable on more than only one of the research questions. 
 
 
7.1 Conclusions to Research Question 1  
 
How can the influence of culture on business negotiations between 
businessmen from Sweden and the US be described?  
 
Below, our conclusions and findings connected to research question one are presented: 
 
• Our findings show that Americans may have a more strategic conception of the 

negotiation process while Swedes may have a more synergistic conception of this 
process. 

 
• Negotiators from the US tend to forward decisions to a higher organisational level 

compared to negotiators from Sweden. 
 
• Businessmen from the US lean more towards a substantive view than a relational 

view when they negotiate, since suppliers are changed much more often in the US 
compared to Sweden.  

 
• The difference in behaviour between negotiators from Sweden and the US is mainly 

not depending on the personal aspirations of the negotiators, but rather on the 
respective company’s aspirations which in turn may be attributed to the culture in the 
country. 

 
• US negotiators are seldom willing to make compromises to the same extent as 

Swedish negotiators are. 
 
• With reference to this investigation, businessmen from the US have a more informal 

than formal approach to protocol when they negotiate with Swedish businessmen. 
 
• In negotiations between businessmen from the US and Sweden respectively, it seems 

as if emotional argumentation is used more by businessmen from the US than by their 
Swedish counterparts.  
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• Businessmen from the US may use body language more than Swedish businessmen 

do, and this could be an indication of that people from the US have a language that is 
more high context than the language of the Swedes. 

 
• Negotiators from the US are more straightforward than negotiators from Sweden in 

their verbal communication, and the communication of US and Swedish businessmen 
differs in the sense that businessmen from the US speak louder and more than the 
Swedes. 

 
• Our findings suggest that Swedish businessmen may have a more affective base of 

trust in negotiations than businessmen from the US have. 
 
• Written agreements are thought of as superior to oral ones in the US. In Sweden, on 

the other hand, oral agreements seem to be widely accepted and deals are often sealed 
with a hand shake. Our findings indicate that a cultural difference between 
negotiators from Sweden and the US is that Swedish negotiators use oral agreements 
to a much greater extent than their American counterparts.  

 
• Our findings show that negotiators from Sweden and the US have similarities in their 

ways to reach agreements and communicate in negotiations, and that both the 
Swedish and the US culture have a monochronic orientation to time. 

 
• The fact that negotiators from the US tend to forward the decisions to a higher 

organisational level is an indication of that the decision-making systems are more 
authoritative in the US compared to what they are in Sweden.  

 
 
Finally, to conclude the discussion regarding the influence of culture on business 
negotiations between businessmen from Sweden and the US, our findings show that 
culture has a low impact on negotiations between businessmen from Sweden and from 
US, and that the cultural differences between Americans themselves are often larger than 
the cultural differences between Swedes and the general perception of an American are. 
Actually, some of the differences between negotiators from Sweden and the US might 
have more to do with the individuals’ personal characteristics than with the culture they 
come from. 
 
 
 
7.2 Conclusions to Research Question 2  
 
How can the cultural problems facing Swedish businessmen when 
negotiating with businessmen from the US be described? 
 
Below, our conclusions and findings connected to research question two are presented: 
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• Culture is one of the most challenging elements of the international marketplace and 
problems in cross-cultural negotiations can derive from two sources: the 
professionalism of the negotiating team, and cross-cultural bias.  

 
• The cultural problems in negotiations between businessmen from different countries, 

described in the literature, are not thoroughly in conformity with our own findings. 
Our conclusions are that there are problems connected to cross-cultural business 
negotiations, but the number of problems connected to business negotiations between 
businessmen from Sweden and the US are not as numerous as described in the 
literature. 

 
• Our findings show that negotiators from the US do not learn foreign languages well 

enough to be able to handle negotiations in these languages and therefore conduct all 
negotiations with business people from Sweden in English. This means that Swedish 
negotiators always have to be well prepared to negotiate in the English language 
when doing business with people from the US. 

 
Finally, to avoid possible problems when negotiating with people from the US, Swedes 
should not discuss politics or other certain subjects. Swedes should neither express their 
opinions of how the US carries out its foreign policy. Our findings also show that to 
avoid problems in negotiations, Swedish businessmen should be well prepared, know 
what they want, and listen and ask many questions when they negotiate in the US. 
 
 
 
7.3 Suggestions for Further Research 
 
This thesis has provided a deeper understanding of cultural differences between Swedish 
and American businessmen. Especially the cultural differences that can occur when 
Swedes and Americans are negotiating with each other. As a follow up research to this 
investigation, it would be interesting to also investigate other possible differences 
between Swedish and American businessmen, except the cultural differences. It would 
also be interesting to investigate the cultural differences between Swedish businessmen 
and businessmen from other foreign countries than the US, for example businessmen 
from other European countries or businessmen from Asia or from the Middle East. 
Another area of investigation could in that case be to also investigate where the largest as 
well as the smallest cultural differences between Swedish and foreign businessmen could 
be found. 
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9. Appendices 
 
 
 
Appendix 1. Swedish Export to the 30 Largest Export Markets 
 
Swedish export to the 30 largest export markets (mkr) during Jan-June 2002, compared 
with their population, from SCB Årsbok 2002, Table 581. 
 

Position Land Värde januari-
juni (mkr) Andel % Folkmängd 

Miljoner 

2002   2002 2002   

3 Norge 34 498 8,6 4,2 
5 Danmark 24 304 6,1 5,1 
6 Finland 23 331 5,8 5,1 
9 Belgien 19 250 4,8 9,9 
25 Estland 2 435 0,6 1,5 
8 Nederländerna 21 111 5,3 15,0 
15 Schweiz 5 350 1,3 6,7 
23 Singapore 2 735 0,7 3,7 
4 Storbritannien 33 578 8,4 57,0 
30 Irland 2 061 0,5 3,6 
19 Österrike 3 988 1 7,7 
2 Tyskland 40 462 10,1 79,0 
7 Frankrike 21 407 5,3 56,6 
12 Spanien 9 659 2,4 39,0 
10 Italien 13 994 3,5 59,0 
18 Australien 4 319 1,1 18,5 
27 Ungern 2 190 0,5 10,3 
28 Tjeckien 2 143 0,5 10,3 
1 USA 47 586 11,9 267,0 
16 Kanada 5 017 1,3 28,8 
14 Polen 6 182 1,5 37,0 
21 Saudiarabien 3 028 0,8 19,4 
26 Taiwan 2 219 0,6 21,4 
29 Malaysia 2 104 0,5 21,6 
11 Japan 10 476 2,6 125,5 
24 Sydkorea 2 618 0,7 45,9 
17 Ryssland 4 483 1,1 147,0 
22 Brasilien 2 788 0,7 159,0 
13 Kina 6 648 1,7 1 160,0 
20 Indien 3 223 0,8 846,0 
Source: SCB 2002 
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Appendix 2. Hofstede’s Dimension of Culture Scales 
 
 
Hofstede’s Dimension of Culture Scales 

Country 
Power 
Distance Individualism

Uncertainty 
Avoidance Masculinity 

Long term 
orientation 

Arab countries 80 38 68 53  

Argentina 49 46 86 56  

Australia 36 90 51 61 31 

Austria 11 55 70 79  

Belgium 65 75 94 54  

Brazil 69 38 76 49 65 

Canada 39 80 48 52 23 

Chile 63 23 86 28  

China, Mainland     118 

Colombia 67 13 80 64  

Costa Rica 35 15 86 21  

Denmark 18 74 23 16  

East Africa 64 27 52 41  

Equador 78 8 67 63  

Finland 33 63 59 26  

France 68 71 86 43  

Germany FR 35 67 65 66 31 

Great Britain 35 89 35 66 25 

Greece 60 35 112 57  

Guatemala 95 6 101 37  
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Hong Kong 68 25 29 57 96 

India 77 48 40 56 61 

Indonesia 78 14 48 46  

Iran 58 41 59 43  

Ireland 28 70 35 68  

Israel 13 54 81 47  

Italy 50 76 75 70  

Jamaica 45 39 13 68  

Japan 54 46 92 95 80 

Malaysia 104 26 36 50  

Mexico 81 30 82 69  

Netherlands 38 80 53 14 44 

New Zealand 22 79 49 58 30 

Norway 31 69 50 8  

Pakistan 55 14 70 50  

Panama 95 11 86 44  

Peru 64 16 87 42  

Philippines 94 32 44 64 19 

Poland     32 

Portugal 63 27 104 31  

Salvador 66 19 94 40  

Singapore 74 20 8 48 48 

South Africa 49 65 49 63  
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South Korea 60 18 85 39 75 

Spain 57 51 86 42  

Sweden 31 71 29 5 33 

Switzerland 34 68 58 70  

Taiwan 58 17 69 45 87 

Thailand 64 20 64 34 56 

Turkey 66 37 85 45  

Uruguay 61 36 100 38  

USA 40 91 46 62 29 

Venezuela 81 12 76 73  

West Africa 77 20 54 46 16 

Yugoslavia 76 27 88 21  
http://spectrum.troyst.edu/~vorism/hofstede.htm 
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Appendix 3. Intervjuguide - tvärkulturella affärsförhandlingar 
mellan svenskar och amerikaner 
 
• Frågorna nedan fokuserar på den kulturella dimensionen av 

internationella/tvärkulturella affärsförhandlingar mellan affärsmän från 
Sverige och USA. 

• Med förhandling menas här affärsförhandling. 
• Med amerikaner menas här en person som är född och uppvuxen i USA. 
 
Allmänna frågor: 

 
1. Vilken befattning har du? 

 
2. Vad förhandlar du om med de amerikanska kunderna? 

 
3. Hur ofta sker förhandlingar med kunder från USA? 

 
4. Hur många gånger/hur länge har du deltagit i förhandlingar med 

kunder från USA? 
 

5. Var sker era förhandlingar med kunder från USA? 
 
Frågor om förhandling: 
 

1. Finns det något som är karakteristiskt för amerikanska förhandlare? I 
så fall vad? Hur påverkar detta förhandlingen?  

 
2. Finns det några karakteristika som amerikanska förhandlare har 

gemensamt med svenska förhandlare? 
 

3. Vilka kulturella skillnader har du upplevt då du förhandlat med 
svenskar jämfört med då du förhandlat med amerikaner? Hur påverkar 
dessa förhandlingen?  

 
4. Finns det några formella skillnader i hur förhandlingar genomförs i 

USA jämfört med i Sverige? (Exempelvis användande av 
för/efternamn, titlar, humor etc.). I så fall vilka? Hur påverkar dessa 
förhandlingen?  

 
5. Om du jämför svenskar med amerikaner i en förhandlingssituation, 

finns det några skillnader i hur mycket fokus som läggs på relationer 
respektive överenskommelser?  
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6. I förhandlingar med amerikaner, utvecklas relationer utifrån tidigare 
överenskommelser eller uppstår överenskommelser från redan 
utvecklade/existerande relationer eller är det på något annat sätt? 

 
7. Finns det några skillnader i hur överenskommelser i förhandlingar 

brukar se ut om förhandlingen görs med amerikaner jämfört med 
svenskar? (Exempelvis muntlig respektive skriftlig 
överenskommelse). I så fall vilka? Hur påverkar dessa förhandlingen?  

 
8. Om du jämför amerikanska förhandlare med svenska förhandlare, 

finns det några skillnader i vad dessa brukar göra för att lyckas med 
förhandlingen? I så fall vilka? Hur påverkar dessa förhandlingen?  

 
9.  Om du jämför svenskar med amerikaner i en förhandlingssituation, 

finns det några skillnader i hur de kommunicerar? I så fall vilka? Hur 
påverkar dessa förhandlingen?  

 
10.  Om du jämför svenskar med amerikaner i en förhandlingssituation, 

finns det några skillnader i deras användande av det verbala språket? I 
så fall vilka? Hur påverkar dessa förhandlingen?  

 
11.  Om du jämför svenskar med amerikaner i en förhandlingssituation, 

finns det några skillnader i användandet av det icke verbala 
språket/kroppsspråket? I så fall vilka? Hur påverkar dessa 
förhandlingen?  

 
12.  Om du jämför svenskar med amerikaner i en förhandlingssituation, 

finns det några skillnader i hur de visar och använder personliga 
känslor? I så fall vilka? Hur påverkar dessa förhandlingen?  

 
13.  Om du jämför svenskar med amerikaner i en förhandlingssituation, 

finns det några skillnader i hur tid uppfattas? (Exempelvis punktlighet, 
planering, etc.). I så fall vilka? Hur påverkar detta förhandlingen?  

 
14.  Om du jämför svenskar med amerikaner i en förhandlingssituation, 

finns det några skillnader i hur beslutsfattandet brukar gå till? I så fall 
vilka? Hur påverkar detta förhandlingen?  

 
15.  Om du jämför svenskar med amerikaner i en förhandlingssituation, 

finns det några skillnader i hur mycket personligt utrymme, närhet och 
beröring amerikaner respektive svenskar föredrar? I så fall vilka? Hur 
påverkar detta förhandlingen?  
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16.  Har du upplevt några problem under förhandlingar med amerikaner 

som du inte upplevt under förhandlingar med svenskar? I så fall vilka? 
Vad berodde dessa problem på? Hur har dessa påverkat 
förhandlingarna?  

 
17.  Har någon/några av följande kulturella element orsakat några 

problem under dina förhandlingar med amerikaner? (Språk, religion, 
värderingar & attityder, seder & bruk, utbildning, lagar & regler, 
politiska faktorer, teknologiska faktorer)  

 
18.  Hur bör en svensk bete sig i en förhandling med amerikaner för att 

inte problem ska uppstå i förhandlingen?  
 

19.  Finns det något en svensk bör undvika att göra när hon/han ska 
förhandla med en amerikan? I så fall vad?  

 
20. Utifrån din erfarenhet, finns det några skillnader i hur den person som 

ska delta i förhandlingen väljs ut i amerikanska företag jämfört med i 
svenska företag? I så fall vilka? Hur påverkar detta förhandlingen?  

 
21. Vilka råd/tips skulle du vilja ge till andra svenskar som ska förhandla 

med amerikaner?  
 

22. Hur stor inverkan anser du att kultur har på förhandlingar mellan 
amerikaner och svenskar? (Ingen inverkan / mycket liten inverkan / 
liten inverkan / stor inverkan / mycket stor inverkan) 
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