IOSR Journal of Business and Management (IOSR-JBM)
e-1SSN: 2278-487X, p-ISSN: 2319-7668. Volume 22, Issue 6. Ser. VII (June. 2020), PP 70-78
www.iosrjournals.org

Business Culture the Difference between Organisational Success
and Failure: Selected Global Countries Expectations

Dr Dominic Uzhenyu and Mr Langton Chikukwa
1. Senior lecturer, Graduate School of Business, Faculty of Commerce and Law at the Zimbabwe Open
University
2. Chief Executive Officer, First Pack Marketing, Zimbabwe

Abstract: Developed economies have demonstrated their astuteness and prowess on the reinforcement of
business cultures and etiquette that have contributed immensely to their businesses becoming internationally
competitive and reputable. This study focused on how business culture is ofsignificance as a barometer of either
promoting organisational success or being a barrier on the international arena by collating and comparing
different countries’ business cultures across the globe. This qualitative study based on the interpretivism
philosophy used the triangulation approach of mainly desk research (library analysis) and interviews with some
different business leaders in Zimbabwe.One of the major finding was that countries with widely known and
strong business cultures had an edge in terms of getting business and even foreign investment opportunitiesover
those whose business cultures are not known much and weak. Economies that struggle have large disparities
among their different sectors on how they conduct their businesses. The study concludes that to do foreign
business successfully, there is need to understand the business culture of that particular country first in order to
enhance client relations and market segmentation.

Key terms

Business culture- common understanding and shared meaning on how to handle business dealings and the
nature of conduct to be exhibited or portrayed.

Expectation- anticipation of certain business etiquette and behaviour.

Failure- business stagnation as evidenced by lack of growth, expansion and at times operational challenges
such as loss making.

Organisational success- improvement of performance in terms of sales growth, increased market share, profit
making and business growth.
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I. Introduction and background

Business culture, which in the context of this paper, can be taken as the general business practices and
approaches of a particular country that help potential business investors and dealers to appreciate what they
should expect in that country and a key aspect of the international business environment assessment. Culture is
arrangement of different attributes that express an organization and differentiate firms in one country from those
in other countries (Hopkins, 2017). Business culture is the collective thinking of minds which create a difference
between the businesses of one group from another (Kegan & Lahey, 2016). Business culture is made up of
different values and behaviours that are considered to guide business to success (Elsmore, 2017). In
international business it is gained knowledge, explanations, values, beliefs, communication and behaviours of
large group of companies in a particular geographical location and influenced by policies, rules and regulations
(Matthew, 2019). Business culture is integrated, with each element connected and influencing another and one
cannot isolate certain aspects of it without producing a distorted viewpoint. These aspects are interlinked,
directly impacting one another to create the prevailing situation (Henry, 2019; Hopkins, 2017). Business culture
is learned; in fact, it must be learnedand alsoshared (Ross, 2016). For a belief or behaviour to be considered
cultural, it must be shared (Harris, Mayo, Prince&Tooey, 2013) and must be considered appropriate by the
society to be a custom (Henry, 2019).Language is one of the most obviously shared elements of any business
culture (Evans, 2018; Tomalin & Nicks, 2007).

Perhaps anthropology’s greatest contribution to organizational behaviour is its emphasis on the ability
to facilitate the understanding of peoples in other countries or organizations (Buchanan, 2019; Lavenda&
Schultz, 2010). Thislearning about business cultures is accomplished by noting differences in values, attitudes
and behaviour (Lavenda& Schultz, 2010). Rather than focusing on the individual business, as in other
disciplines, the focus here is on the macro level, as in group processes and multinational organizations (Hurt,
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2016).This business cultural understanding is particularly important in today’s workplace as different people
(citizens and foreigners) learn to manage diversity and globalisation, whether one is assigned to deal with
another organisation in another country or becomes a member of a virtual team (Ferraro &Briody, 2017).

The Significance of Culture

Recognizing the importance of culture in the business world is an important step towards success in the
global marketplace. Understanding a country’s business culture is a sign of respect that helps to foster effective
communication, which attributes to business success. Developing an appreciation of another culture does not
have to be difficult. Here are some vital considerations to keep in mind (Hurt, 2016; Martin & Chaney, 2012;
Ross, 2016):
e Cultural Stories: Each culture has underlying themes. Values and attributes such as frugality, trust,
honesty, accountability and endurance may be viewed differently in other countries. In most cases, these
attributes translate into varying expectations for business partnerships and negotiations mostly abroad.
e Communication: In many cultures, communication, including non-verbal, may be subtle and nuanced,
rather than the direct approach often associated with some countries. It is prudent therefore to learn how people
in targeted foreign market use words and phrases, hand gestures, body language and other cues to communicate.
It is also critical to identify non-verbal gestures used in that market (country)that are acceptable and those which
are not, in order to avoid offending or embarrassing a new business partner (Chawla, 2017).
e Decision Making: It is important to know how businesses particularly in other countries make decisions
e.g. individually or as part of a large group? In some countries, it may prolong by taking months to issue a group
decision on a contract, yet elsewhere, unilateral decision-making could be the accepted norm.
e Time Perception: It is ideal to know how potential overseas partners perceive time and deadlines. While
punctuality is observed and reinforced in one culture. In other countries for a meeting, time could be considered
as more of a suggestion than a hard-and-fast schedule. Similarly, some cultures may place greater emphasis on
long-term planning and overall company health, viewing success not through the lens of short term fiscal reports
but rather from a perspective of long term programmes such as five-year blueprints.
Given the above, from a research perspective, the importance of studying the business culture enables one to
look at the interactions in the global world and even the attitudes and working behaviour (Fusch& Gillespie,
2012; Mathew, 2019).

Il. Problem statement

National economic growth hinges largely on fluid business practices that promote national identity and
become universally known and appreciated. Such business practices are centred on business culture and
etiquette, which areusually taken for granted, yet success largely depends on that. A number of developed
countries have been able to market their business culture as epitomised by their approach and serious manneron
how they treat business practices, yet some developingcountries such as Zimbabwe seem to undermine that and
instead attempt to emulate other countries’ business cultures. This lack of a shared business culture is
detrimental to getting foreign business partners interested in dealing with businesses in such countries as it
drowns their level of confidence.

I11. Research questions
1. What is the importance of having good knowledge of a particular country’sbusiness culture?
2. What are the key considerations or dimensions that define a country’s business culture?
3. How can comparisons between different nationalbusiness cultures influencebusiness opportunities abroad?
4. What are the major reasons affecting the understanding of business culture in some foreign countries?

IV. Literature review
The following Table 1 shows key dimensions that are considered key to defining a country’s business culture
and etiquette based on desk research (secondary data) for selected countries across the globe.
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Table 1: Synopsis of different countries business cultures

Country Continent | General Dress Code Creetings Meetings Negotiations Gifts Business References
business cards
mantra

United Horth # Business *Initially  drass | *Fefrain from | *Punctuality is | * English will still be | *Dusinass gifts | One s Baginskava

States of | America culturais consarvativaly. Ersetings that | very impostant for | used almost 100% in | ars usually | business card | (2017);

America primarily Afterwrards, vou | involve hugpingand | businass business conversations. | prasentad after | will not be | Broadbant
monay may follow tha | closa physical | occasions. *Amearicansenjovtalking | the deal is | rafused, but | (2017);
orientad. zxampls of your | contact. *Wost | *Unlika other | with paopls with a sensz | closad. not  usually | Crothers2017);
*Americans are | American executives will be | cultures, it's | of humour. Jokes ars exchangsd Helmold,
often very counterparts. uncomfortable perfectly usually walcome. unless  vou | Becker,
individualistic standing at a closer | acceptable to | *The concept “time is want to | Gonzalez& del
and motivatad distanca. refuse food or | money™is taken serioushy contact  the | Pillar Harrara
by their ink. In most| *Businass executives person later. | (2020);
Carsers. cases, the host| walus being Stewart-Allen &
* Amaricans won'turgs vou to | straichtforward and to- Danslow (2019).
ara futura =at. tha-point information.
orientad and * Avoid silence during W todavirang
are meaatings. ations com
opportmistic * Executives are direct
and risk takers and will not hesitate to
sines disagree  with wvou.
innovation will *Persistence is kev to
pravail ovaer winning businass daals.
tradition.

United Europs *The UK's | *Usually formal | *Handshakes *Decisions *Beeinning a | *Hot wvery | *Dusinass Fenwick,

Kingdom Higher wear is expacted | firstand 2 Clittls | usually ars top | conversation with | particular sbout | cards are | Edwards &
Education for business | small talk® to kick | down and maynot | someone new may be a | gifts butatoken | sncouragad.. | Bucklew (2003);
Swstem is ons | interfacas. start the masting | be immediate but | dsunting task for courtasy or Jean (2019); Lin,
of the most should beobsarved. | may be reached | *Openinga conversation | gzsture can be Guo, Wen &
developed in later after the | with ansutrsltopic, such | weleoms  and Zhang (2019);
the world with mesting as  the weather or | accepted. Woodward
some of the something dictated by the {2007); Marcel
leading immediate situation could {2017);
univarsitias be ideal Xu, Chen & Xu
educating # It is good practice for {2018).
business ons to start &
laaders in convarsation with opan www 5o uthampt
Business and questions as the reaction on
Managameant of tha countarpart is not
Schools and always pradictabla.
tharefora high *Therais naadto ask for
dagras of permizsion if onavwould
professionslism like to talk about
and  integrity. potentially sensitive
The negotistng subjects and should not
partner is be overly negative or
expectad to be sarcastic.
highly
qualifisd and
dealings should
adhere to bast
sthical
practicas.

Germany | Europe *The nationis | *Appearanceand | Shakinghands with | ¥1ime should be | *Very straightforward | *Gift-giving *Ona can | Flamini {1997},
strongly presentation  is | evervons before the | managed answers which are | amongbusiness | come  with | Schroll-Bachl
individualistic. | very important to | meeting. carsfully, and | usually prompt associatesis not | plentiful (2016); Mole
# Therefore the s, calendars, *UTsually not comfortabls | common in | businesscards. | (2011); Srader
highast of | particularlywhen schadules, and | to use English and may | Germany. {2018);
standards ars | itcomes to doing agsndas must be | fael offended *Most stata Stahlhofar,
expectsd and | business. raspactad. Eovernments Schmidkond
any unsthical | * Ewen whan *projects ars and local KEraft (2018).
behaviour drassad carafully authoritizs have
might sariously | informally, that schadulad contact points businsrsenlturs.
harm all futurz | should bz neat #*0Oma should not for  whistla- orE
business and consarvative. turn up late for an blowing and
negotistions. appointmant  or provisions for
*The mesting. Even a rotating
Egovernment few minutes’ personnel  in
takas delay can offend arsas prone to
environmental the Germans. corruption
issues in the * If one is going *povernment
country to ba aven slightly officials ars
axtremaly lata, should eall forbiddan from
sariously and ahsad and sxplain accapting gifts
that has praatly tha situation. Ona linked to their
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influsnced its should be five to jobs.
energy  and ten minutes sarly

environmental for important

policy appointments.

objectives.

Fussia Europe *Tt is difficult | *Drassingshould | *For grestings, one | *FPunctuality  is | *Russians prafar | *It is often | *The act of | Ardichvili{Z0I7)
to do business | be formsal mors | should sheks hands | appreciated One | forsigners to use their | appropriate for | handing out | ; Robarts (2016);
in Fussia | conservative firmly and maintain | shouldbeon time | languags, so anattemptto | ons to bring & | businasscamds | Zhuplew(2016)
without  the | offica clothes for | direct aye contact. | ifnotearlviffora | lesm or at least partially | small gift when | is  guite  a | www rodavrand
help from a| both men and | ®*Always nezd to | masting speak with them in their | sttending a | common and | gtions.com
local WOTEn. remove gloveswhan | *However, ons | languaes is 2 good idza. | function important
“connaction”. ¥ shakinghands, itis | should not | *Bringingup the subjact | *Drinking and | action in
Patience is consideredruds not | Becessanily axpact | of Russian culture and | toasting at | Bussia.
impostant with to do se. Russian | history will bs an | gatheringsis an | *On
Russians, #0ne should never | countarpart to bz | appreciated gesturs. important and | thebusiness
negotiations use first names | on time, this may | sgp, shouldavoidtopics | common act. * | cards, ons
can often be unless invited to do | bejustadelibemte | suchas complaints sbout | Going out for a | should
slow. 50, 8s itis impostant | attempt to  test| Russia, the Holocaust, | drink whenone | alwaysprint
* Omne should to raspact authority one’s patisnce. Czarism and monarchy, | has besninvited | on2 side in
avoid hard and formality. * Russians don’t | gonflicts with  ethnic | is highly | own official
selling make a0 | minorities and comparing | recommended | languags snd
techniguas and immediata Russia to other [ as it shows | the other side
any  sort of decision m  a developing countrias. intarast in | in Russisn,
conflict or mesting; usually strangthening
confrontation. some tha relationship

deliberationars and promoting
done in privats good will.
aftarvrards.

# Onz should

maintain ave

contactand  not

stand around with

hands in  the

pockats.

* One should not

sit with the legs

apart or with ons

ankls restingupon

the knee.

Japan Asia * Tapan is a| *Appearance is | *Dowing 15 an | *Japansse family | *Respect for age and | *Are accepted | *1he FBorzapms,
mors very important, | important part of | names coms first, | status is veryimportantin | even from | exchangs of | (2019);
ralationship- and one shouldy | everyday life in [ and are followed | Japansse culturs, with | corporate businesscards | Huysvald.
orisnted cultws | to  dress more | Japan, including in | by the  given | hisrarchy affecting all | companiss. {meishi) is an | {2018); Kumar
than most | formally. tha business | nama Therafora | aspacts of social assential part | &Sathi, (2016);
countrias. *Businass attire is | context. *Japanesa | one should always | intaractions. Tha of initial | Takei& Alston
*Japanssawant | conservativa, bow to  those | addresspeopleby | Japanase are  most meatings  in | {2018);
to know and | withan emphasis | seniorto them both | their family nams | comfortabla interacting Japan snd a | Yamamoto &
trust someonz | on  conformity | as & gresting and a | until when invited | with somsons  they strict protocol | Llowd (2019).
befors they do | rather than | show of raspact. to call them by | consider their aqual. It allows the
business with | individual their given names. | *Status is detammined by Japanzse  to | asialinkburinesz
tham. exprassion. a  combination of quickly cont
*Felationships somezons’s role in an determine
ara davelopad organisation they work their
through for, university they want countarpart’s
informal social to and their marital position, title
eatherings and situation. and rank.
generally * If one is
involve a given cards
considerable should take a
amount of few seconds o
eating and review  the
drinking. names  and

titles,
commenting
on them if
time permits.

China Asia *Businass *(Govarnment * Llestings often [ ¥0ma should not| * One should know the | *1hese ara | * Cards | Li 2003,
inChina reliss | officials and top | start with handchak= | ba lata for | langnage capabilitiss of | forbidden for | encouraged Vollmar {2012)
heavily on | managsmant followad by saying | meatings on tha | tha hosts bafors the | businassas thay | butons should
parsonal drass formalky for | one’s nams clearly, | schadulad  date | masting. may be | hand out | todavtransiarion
ralationships | mestings, while | orzanisationand and should know | *It is mosr= convenisnt idarad busing s | seom
and one should | businasspaopleat | position. who is tha boss. | and relisbls for ons to | bribery umlass | to the most
maks surz to | working levels | ® Chinesa rafer to | # The Chinese | have own interprater if for individual | senior official
have soms! | mayadoptamos | their company first, | valus punctuslity, | the hosts do not speak | gastura. first and may

casual styla. then their titls, and | so onz neads to | English or have littls raciprocate. *
# If one is not | then their nams | arrive on time or | English capability. Onz  should
during introductions tala 3 mornant

DOI: 10.9790/487X-2206077078

www.iosrjournals.org

73 | Page



Business Culture the Difference between Organisational Success and Failure: Selected ..

sure, should go | * Semiority is valued | even slightly satly | * Thers is need to have to Took at the
formal, it will | in Chins and one | for mestings or | Chinese-language given card and
convey respect | should addressthe | other occasions. | materisls (2. brochuras, acknowladgz
and seriousness. | countarparts bythair prasentations) about it.
title  {Chairman, one’s company to share *Ona should
Diiractor, atc.) with the hosts. have own
starting withthe cards
most senior parson translated into
in the room. Chinese on
one side.

India Asia *Indians are | *Conssrvative, * A handshske is [ * In a first| * Depending on the type | ¥ hesa are | Dusinesscamds | Henry (2019);
strongly guidad | profassiona attice | the standard way to | meating, ona | of Indian business onz | encouragad but | ars assential | Kumar &Sathi
by their | is expectedinthe | grest men and | should lst the | would bad=aling with, it | should be only | and  should | {2016); Shira,
respactive businsss setting | womsn in a | Indian host snide | is notcommon for middle | issued or | includeonss | (Z018);
relicions and | with wvariations | business setting. the initisl stages | management to have | racsived using | nama, Srivastava
their  sharad | though. *Women | *The laft hand is | of dacision-making tharight hand or | company, (2019).
valuas. should avoid | considersd unclean | conversation antonomy. One should | both hands. position and
* Raspect for | wearing  short | and as such should | *One should be | maks surs that the parson email addrass, | asialinkbusiness
aldars and | outfits or | neverbausad alons | punctual for | negotiating with is senior all in English. | com
hisrarchy are | exposing  their | to offer or accepta | formal businass | snough to commit to *Ona should
coravaluasthat | shouldars. handshake, drink | mestings. businass and partnership indicats a
permesatz all food, monsy, gifts | ¥ Indians like to | decisions. highar degrae
aspacts of of businass cards. | davealop a persomal 2.E. mastars of
Indian sociaty. connection first a FhD), on tha

and ona should businass card,
not bagin business as it sams
mesatings by Eraater raspact
getting straight to in India.
the heart of the *After
nsgotiation  but raceiving &
instzadask businass card,
personal questions one should
about family and spend a few
backeround. moments
examining it
providing
positive
feedback with
a smile.
Brazil Eouth *Brazilian *It is important | *r=stings FPunctualityis *Brazilians nezgotiate | *Lhese are | *Exchange of | Herrington
America business  is | thereforeto dress | involving women | more relaxed but | with people not with | accepted  but | business {2008); Kelm&
hisrarchical. smartly and | willinvolve kissing | one should try to | companiss,therafors, ons should | cardsis dome | Vietor (2017);
*The final | conservatively. of both chesks. | come on time. building a positive [ aveid  eiving | during MMainardes,
dacisions arz | Three-pisce suits | *Handshakes are | *Interruption ralationship (via small | purple or black | introductions. | Munas
usually mads | indicats an | usually raservad for | whilst someons is | tall) is naczssary whils | gifts as this is &Pinheiro2013)
by the highest | executive-lavel | men. talking iz oftan | discussing business | for funsrals or ; Pratas
ranking person; | status. *Tt is customary to | considerad mattars. monming. &Filguairas(201
therafors, it shake hands with | acceptable. #*0Ome should not trv to 1);8chneidar
takes some everyone present| *Good show fealings of (2018}
time to make g both upon arrival | conversation frustration D(im_psﬁem
daal. and when exiting | topics ara football | as this will raflect poosly todavtransiation
tha room. family music and | a5 an  individual Leom
* Huggpingand back | its beautiful | *Brazilians pride I
slapping are also | beaches themselves on  their raveltips usated
guite common. *Bad convamsation | ability to be in control. v com -
topics arz politics, | *Usually neeotistions are
poverty, religion | knowm to occur ower
and meals, often lunch.
mentionineATERnt | *Good sye comtact is
ina as it is expectad.
considerdarival | #Tha OK. sienin Brazlis
* Also, it is mot | ooncidarad rude.
common to ask
personal
questions, such as
BE8, salary,
marital or job
status.

Ezypt Africa FTraditional *hMost Omnez shouldwaitfor | *Duringbusinass | *Whenavar onsanters Thaz= are | *Oma should | Davis, Easlay,
culture greatly | workplaces the host or | meetings therzis | businessnegotistions, the | welcoms  but | haveanumber | Lipshitz, Owans,
influsnces requirs mento counterpart to | frequently offer | processwill require give or receive | of business | Randinsky&Mar
Egvptian wear suits and initiate gresting. of coffez andtza | patisnceand in mamy using right hand | cards printed | az{2012);Poslzl
businass ties. and ons should casas, businass actions or both hands | with personal | {2009); Troviok
valuas. *Women should always aceapt raquira tha approval of and mnot left | name  title, | Batorsu (2017);
*Egyptian drass thasa offars even | government agenecias, hand. businass, Wilson (20113,
culturs is consarvativaly- ifusually dossnot | ministrizs or oversight addrass  and | Zayan (2007).
influencedby | skirts should particularlywant a | committees. *Businessin full contact
Islam, family | extend belowthe drink. Egvpttends to moveata information. * | todavtranslarion
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and fatalism. Inezand *Hospitalitvisa | slow (5ometimes even Tha card | soom
*Emphasisis | shouldars should very important ponderous pacs)— should be
on building alwavs ba elemant of aspacially if involvins the double-sided,
parsonal coverad. Egvptian culturs, | govemment. with
ralationship. * Appearancais and tha rafusal of | * Egyptians will axpact information in
often tizd to class food or drinkean | partmerto nsgotiste on Englizh on om=
and rank in be quitz insulting | the terms of any sids and
Egvpt, which ars #*(Omez shouldmaks | agreementand ons should Arabic on tha
also axtramaly an appointments at | naver consider a first other.
important. leastawaekin offer to ba final.
advance andthen
confirm adayor
two befora the
actual masting.
*In tha meating,
tha host may
allowr
intarruptions from
othars a.g avan
takingphons calls
aven if parsonally
one may find it
infuristing,

South Africa FAn  astute | *Appropriate Humourisaccep®d | *A first businass | *Most South Africans | *Accepted. Hot a wery | Bystrom (WIE],

Africa awarsness of | business  attire | when doing | mestingshould be | speak English asa second common Feldman (2019);
South Afri includes suitsand | business. morsabout getting | languas= and it is not practice. Maclzod (2002);
cultural tiss. It is to  kmow ons| sxpectsd that om= Risik
differences can | praferabls  for another than s | translates documents or {2011);5cheepar
maks the | womsn to wear strict discussion of | matarials into any of the & Raddy (2019)
diffarenca drassesand skirts business matters. | African langnagss.
batwaen a | rather than *South Africans | #0mne should naver raisa WWW. sxpaticd.cg
suceassful pantsuits. aramore likely to | the wvoice and should m
businass do businass with | always kaep a mild tons
mesting and a axpats if thay like | when conversing.
deal gone bad. and trustvou as & | #[tis considarad mude to

person. interrupt a speaker.
*When speaking with
femals associates, ons
should mot use the tarm
“miss” if not sure of the
woman's actual marital
status; wrongly doing so
may offand har.
#* Ome should show
raspact to elders as thay
ars considarad wise and
thosa who disrespact
them a&re comsidersd
undasirshls  businsss
partmars.
*Itis considerad muds to
have a conversation with
anvone whils kesping
one’s hands in the
pockets.
*Onz  should make
constant eye contact and
nod often to indicate
agrasing with the host.
*It is important that one
appears to be & good
listener.

Australia | Oceania *Liks tha [ * Uns should | *Australiamsaramot | *Punctuality  is | *Australians are very | *Generally, gl | *Dusiness Callaghan,
British, stick to suits or & | very formsl, so one | criticel and one | blunt and to the point, | giving is not | cards Wood
Anstralisnsare | smart drass. should be ralaxad | should arfive sady | and do notwant to spend | part of | accapted. &Svensson
modast, and do and casual when | for a2 business | months chatting befors | Australian {2008).
notlika paopla graeting a potential | mesting. thay buy or sall to the | businass cultues Cavusgil,
who big clisnt or businsss partner. This is both a | but Knight,
themsalves or partnar. *Ona blessingandacurss, as it | stillacceptabls Rissenberger,
thair businsssss should stick to a means they can enter | sspecislly ons Fammald Rose
up. polits ‘Helle” and quickly into fruitful | brings a small ({2014); Milton-
*0f courss, follow with standerd partnerships, but one | gift from homs Smith{1997).
one should s=ll English tarms. should alsobe preparad | country  and
tha banafits of for rajection if trvingtoo | these should ba www. bislatinhub
working with hard to sell as that might | opened onecs _cont
his/har frustrate  them by | received.
businesz, but contacting  them  too
should be often, they just would not
modastandput be interssted.
the facts on the
table.

Fimbabwe | Africa *Businass #*Those  doing | *lrestings usually | *It is important | *Ume should allow the | *When one | ¥ Wery much | AEburuga
stiqustta in | business ususlly | by handshakes or | for ons to be | hostto openthe business | intends to givea | encouragedan | (2019); Mavrers
Zimbabwe is | dress well, as & | use hugs *It's bast | punctual for | discussions and must | gift should | d when | (2010);
fairly similar to | profassional look | to addrasspeopleby | mastings always closa the | make sura it is | exchanging Muponda&Prim
businass spaaks highly of | their  title (Dr., | *. If ome must| discussions as well. wrappad and | businesscands | orae  (2003);
stiquette  in | oma’s Faverand, M., | arrive late, needs | *Fornegotiations, s calm | alwaws opened | onsmusthand | Ndakaripa
most of Europe | professionslism. | Mrs. 2te.), and wou | to presant a walid | pensive demesanor is | in private, but | the card over | (2018).
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V. Methodology
The research was purely qualitative and adopted the interpretivism philosophy (Markey &Gass,
2016;Merriam &Grenier, 2019)anchored on the use of the triangulationtechnique that comprised the use of desk
research (secondary data)and interviews.The key informants interviewed, as well as, the sampled countrieswere
selected using the judgemental sampling technique (Flick, 2018;Hennink, Hutter& Bailey, 2020;Leedy&Omrod,
2016). The Content analysis was used to analyse the data and complimented by narrative statements in order to
buttress some of the findings (Cresswell, 2014; Silverman, 2016; Hennink, Hutter& Bailey, 2020).

VI. Findings
Importance of knowing a particular national or country business culture
. influences how people from different nationalities can interact with each other.
. guides decision-making, behaviour, thinking patterns and values.
. determines business relationships which are pivotal to future or long-term deals.
. influences marketing strategies.
. guides how negotiations can be done in order to reach an amicable solution.

Key Informant 1said ‘International business success hinges on the ability to understand and sustain culture
developments in those countries that create opportunities to do business with’’.

Key informant 2said ‘Understanding a foreign country’s culture helps one to ascertain the probabilities of
doing cordial and effective business as one would be already aware of the counterpart expectations’’

Key variables that define a country’s business culture

The six major variables dimensions that should be considered are; dress code, greetings, preparation and
conduct of meetings, negotiations, gifts and business cards.

Key informant 3 had this to say ‘’Key areas that impact on international business hinge on the language you
use with a foreigner, body language, andbusiness acumen that should convince the other party”’

Different cultures on business opportunities abroad

Culture profoundly influences how people think, communicate, and behave when conducting business abroad. It
also affects the kinds of transactions they make and the way they negotiate them as epitomised by:
Negotiating goal (contract or relationship?)

Negotiating attitude (win-lose or win-win?)

Personal style (informal or formal?)

Communication (direct or indirect?)

Sensitivity to time (high or low?)

Emotionalism (high or low?)

Form of agreement (general or specific?)

Building an agreement (bottom up or top down?)

Team organization(one leader or group consensus?)

Risk taking (high or low?)

Key informant 4 had this to say ‘’Apart from culture there are also considerations of perceptions about
business prudence and professionalism ,as well as, country image (political risk) which should also be
considered when exploiting business opportunities abroad’’

Major reasons affecting the understanding of business culture in foreign country
These include mainly:

. Language barrier.

) Strenuous government bureaucratic tendencies resulting in loss of patience.

) Too much formalisation of business procedures and processes.

. Discriminatory tendencies culminating in undermining one’s country of business origin.
. Host country international business policies.

Key informant 5 said > There are a number of factors that affect comprehension of a foreign country’s
business culture which even goes back to trading patterns during pre-colonial era, impact of global
technological developments, individual country perceptions and attitude, religious tolerance’
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VIl.  Conclusion
Despite people from different business cultures conducting business, in the international business

context, mutual understanding of each other's business culture is fundamental for business success.There is need
to understand the business culture and etiquette of a particular country that any firm intends to invest or market
its products or services in such a country. Knowing and practicing common customs will also help one to relax,
avoid embarrassment and focus on the matters at hand on critical occasions. Knowing business culture can also
help to do market segmentation and improve customer/client relations in light of globalisation.
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