The distinctive feature of today’s global business is intensive interaction among companies and customers localized in different parts of the planet, sustained by expansion of new information technologies. In this context, cross-culture literacy and adaptability to values and norms of foreign societies is a strategic factor of successful business performance.
The considered article regards two frameworks identifying the variables of cultural influence in global business. According to Griffin and Pustay’s approach, the culture of a location consists of six elements. Social structure defines the social stratification and importance of individual versus collective business activities (while American society encourages individualism, Japanese companies are built on the family principle). Language variable affects cultural values, while advanced lingual ability becomes significant competitive advantage. The communicative variable indicates credence of interpersonal relationships opposed to legal terms in business affairs. The religion component contributes to availability of foreign working resources and specifics of market demands, as well as introduces a tolerance factor. The time concept outlines the punctuality of foreign partners, deadlines addressing, as well as time the business decision will predictably take. The attitude variable describes perception of age, gender et cetera in different corporative cultures, thus suggesting which personnel would execute successfully at a certain appointment.

According to Hall’s framework, cultural factor manifests itself through five dimensions, which should be accounted to comply with the norms of a certain society and to interpret the behavior of a foreign business partner. Time dimension infers two models of time perception: linear and reasonable versus flexible and multitasking. Space dimension determines social distance for various levels of formality/intimacy. Property and friendship dimensions indicate the status dependence on material possessions and social links respectively, while agreements dimension predicts how openly partner’s decisions and attitudes will be expressed.

The case study on cultural differences affecting international business was performed for Andritz company, based in Sweden and currently operating in South America countries, specifically Brazil, Chile and Uruguay. Based on the results of the investigation, the main cultural issues having impact on negotiations with South American partners include business psychology factor (incorporating communication manner, values and attitudes), language issue and the specifics of price establishing and negotiation.

As it follows from the evidence of Andritz representatives, in South America people are more concerned about interpersonal relationship and trust in business than on legal issues, unlike their Sweden partners. Consequently, negotiations are less stressful, but a European negotiator should be ready to spend extra time to initiate trustful business relationship. South American negotiators are generally more relaxed and expressive than those in Europe; they keep closer social distance and tend to use haptics non-verbal communication (such as frequent hand-shakes and shoulder tapping). Nevertheless, Chileans are indirect in negotiations, and outright criticism or proposal rejection is not socially approved. Due to this issue negotiations get extended, and additional appointments may be required. On the whole, South Americans don’t percept time dimension as a particularly important issue, showing more patience and considering delays completely accepted. As Andritz representatives report, South Americans don’t express stratified attitude towards people – for instance, female workers are treated with respect. Regarding values such as education, religion, material culture and education, there is no articulated difference in attitudes of South American and Sweden partners. As a result, most of communication manners of South American negotiators required little adaptation from Andritz partners and even had positive influence on negotiations, while time perception proved itself as the most serious issue of South Americans’ business psychology and caused obstacles for a European party.

According to Andritz personnel, language issue affects the negotiations noticeably. Language proficiency may become a crucial competitive advantage, prevents deception and misapprehension. When communicating with people, who normally talk loudly and affectively, the verbal component is decisive in understanding their emotional state. The language problem is most pronounced in Brazil, since people of this country don’t speak English well, and in appliance with local laws contracts are primarily written in Portuguese.

Lastly, the way of price negotiation in South American countries differs from European practice. In Chile, people are not used to bargaining, so prices should be adequate from every beginning. In Brazil, bargaining margins are very high, and it is difficult to guess what price is acceptable, while in Uruguay bargaining process is slow and complicated.

All things considered, cultural problems faced by Sweden entrepreneurs in South America generally align with dimensions outlined in aforementioned frameworks. However, some of cultural factors (such as attitude dimension) have insignificant impact on business interactions in this case, while time and language issues appear to be vital. The case study has shown that cultural context of business activities varies even for societies, which are similar ethnically and geographically, and apparently depends on people’s mentality, influenced by the country’s specific history.
