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various aspects of culture in the foreign markets | sy
doing business overseas. For example, Mexican business executives who buy businessso

business products from U.S. suppliers indicate that “knowlec < of Mexicos businesse¢ 1
and conditions” and “enthusiasm” were the most important ~w1itural variables determining
from which supplier they purchased.” Fourth, companies operations, chiefly marketing anc
management, need to recognize and adjust to the cultural environment existing in the couts
tries the global company serves. The ability to do so often means success in international
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f a firm to adjust to markets. Acculturation is the term used to describe the ability of a firm to adjusttoa culture
ferent from its own different from its own.
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. Think of some foreign products that are marketed in the United States Have the
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life for one group of people aspects of the external environment m,d&i be lezal and poliiol il
living in a single, related, and market, competition, technology, economy, anc #i¢ egal anc poTiCEGHS
independent community will discuss the cultural dimension of companies international environment,

!‘Q

o L1 Defining Culture and its Characteristics
Define culture and
identify the four Culture is a concept that can be challenging to define. Perhaps one reason is that

characteristics of so many and different components of culture, such as manners, power, face say

culture that companies A . : .
doing business abroad and titles, language, religion, gift giving, and risk taking. Culture mvolv,es how ;
need to recognize. of people behave, what the people value and appreciate, what the people believe jg

and fair, and many other aspects of life. Perhaps the best definition of culture is ¢

behavior; a way of life for one group of people living in a single, related, and indepe

community.”*

There are four characteristics of culture which are important for global compani

recognize. First, culture is not inherited; rather it is learned, usually through -{,‘,{;_ o

friends, schools, and other influences. Second, it is nearly impossible to change an'eg

country’s culture; culture is relatively static and not easily modified—especially by exté

forces. Third, it is the responsibility of the global firm to ascertain the level of importance

various aspects of culture in the foreign markets it serves, and recognize these aspectswh

doing business overseas. For example, Mexican business «xecutives who buy business

business products from U.S. suppliers indicate that “knowlec e of Mexico’s business clim

and conditions” and “enthusiasm” were the most important cultural variables determini

from which supplier they purchased.? Fourth, companies’ operations, chiefly marketingan

management, need to recognize and adjust to the cultural environment existing in thecos

acculturation tries the global company serves. The ability to do so often means success in internation

the ability of a firm to adjust to markets. Acculturation is the term used to describe the ability of a firm to adjust toacuité
a culture different from its own different from its own. |

REALITY CHECK LO-1

Think of some foreign products that are marketed in the United States Have the

Joreign manufacturers used marketing that is sensitive to U.S. culture? Provide Somé
specific examples.
|

LS

Lo-2  Flements of Culture

Name several elements of o

culture. As shown in Exhibit 5.1, culture affects numerous aspects of a society. These 10¢

| language, religion, values and attitudes, manners and customs, material element j"?f-.-‘ﬁ?"' |
education, and social institutions.? The following text will now examine these ndivid¥

; Language

Verbal and non-verbal communication are the two primary types of languag

(i.e. what the message says) sions, eye contact, and any other body langua




Wh smdang‘Salem, you ‘. ::“:';:.n refi tl you
seems to be IT€ hibit 5. 1 provides another example of mishaps that can o
compan Ismfamharwith the local language. uni cation
One way to ehmmate such gaffes is to use backward translation. In this technique, = s
& & translated £ Bacl tone-of voice, gestures, eye
} messag  is translated from English into another language, then someone skilled in T
e e contact, body positions, facial
jat foreign language translates it back into English; this second translation can then be grimaces, and other body
; ody
¢ ;:m vared to the original English version. language that accompanies
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non-verb

aa e verbal communication
ivwis "‘On _ |
- backward translation ,
Re .;"'.fon is a powerful cultural aspect that must be recognized as companies manage their translating a message
overseas operations and market their products in foreign cultures. In Muslim countries, for from English into a foreign
example, American companies cannot anticipate employing women because they are not language, then translating it
encouraged to work outside the home. Also, different religions observe different holidays, back into English to check for
which must be recognized. Muslims observe Ramadan, which is a month-long celebration accuracy

- B e —

EXHIBIT 5.1 THE IMPORTANCE OF LANGUAGE !N FOREIGN COUNTRIES’ CULTURES

_ - D — - W W - —

*Ghuck’ had been sent by the president of Parker Pen Company to visit the firm’s trading company In
Buenos Aires, Argentina. This was the first time he had been outside the United States, and he did not
know how to speak Spanish.

Upon arriving after a 14-hour flight from Chicago, Chuck went 1o a barik of telephones to call the
tfadmg company and arrange for transportation. Because he could not read e Instructions for use, he
prevailed upon a good-natured passerby for help. Then, hie had 1o figure o tht? Argentinean money
N system to decide which coins to insert While taiking with the trading company, he was asked 1o take a |
"faxi to the office as they were tied up with important customers. |

Upon finding the taxi pickup area, Chuck was dismayed to find that all of the licensed taxi drivers l‘
\Were on strike; he was hoping that the ‘regular” drivers would know enough English to compensate for
his lack of Spanish skills. After an extended length of time, he was able to convey 1o the driver where
he needed to go.

After an hour of working with the people at the trading company, he was invited to accompany
them to lunch. Because the menu was in Spanish, he was in a quandary about what to order. He |
Mht that the word “bistec” might mean beef steak, so he ordered it. He was right, The waiter |
Pl@Udly presented Chuck with a two-pound steak. Chuck found out later that Argentina is justifiably

|

id of its world famous, Pampas beef cattle.

B0
Chuck and his colleagues worked another four hours at the headquarters of the trading company.
Abot LS]X oclock, he was invited to accompany a group of customers to dinner. Although it was

w

k *._m- restaurant, it was the same problem: The entire menu was in Spanish. Fortunately, or
Unfortunately, there was one item that Chuck could read: “bistec” Chuck ate his second 32 ounces of

Prized Argentinean steak.
_ Around eleven o'clock, Chuck had returned to his hotel where he was greeted in the lobby by

\-;, ker Pen's president who said: “Chuck, | just arrived. The food on the flight was terrible. Let’s go get

some J"v 1 to eat” Chuck ate his third two-pound steak with his boss.

© Cengage Learning 2014



values |
basic beliefs or philosophies
that are pervasive in a society

attitudes
Feelings or opinions

manners and customs
iﬁhhe_rr.waya society does things

P

Religious celebrations are very important in Mexico.

with varying dates year to vear. Jews observe a number of annual I Vs, including Purim,
Passover, Shavuot, the Day of Atonement, and Hanukkah: these -5 also vary from year
to year.

Weekends and work hours can vary according to different

In Kuwait, week-
ends are Thursday and Friday, not Saturday and sunday as they a;
When one author of this text was in Kuwait, he w:
INto two segments: 8:00 a.m. to noon,

st Western nations,

as intrigued that the orkday was divided

and 4:00 p.m. to 8:00 p-m. When questioned about

this, one of his hosts replied th a4 made so that there could be “four

traffic jams a day instead of two’ The author assum ed the real reason wasto
avoid work during the hottest part of the day,)

Companies marketing food products
Jews and Muslims are prohibited from e

particular way, kosher for Je

.-

at this drrangement w
“in Kuwait City. (

Overseas must be aware of
ating pork
ws and halal for Muslin

Values and Attitudes

Values are basic beliefs or
such as the United States

religious differences.

» and their food must be prepared in @
1S,

Philosophies tha ar€ pervasive ip a soclety. In some countries;

aced upon foreigners and foreign items, as they
stication—French wines, for ex

. 1es. In
ample, or Swedish automobiles. I
, there is g

Sasubtle resistance to foreigners and things

N an aversion to Purchasin

. . 8 foreign products and their resistance
to accepting employment with forej S Ope€rating ip these countries

- Y hany socjetje
especially if it is suggested by foreigners.

Herbert Scholpp/Westendé 1 GmbH /7 Alamy
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oLt worked, GDP ach: in Greece in 2010. Government workers wer
total ous worked, GDP achieved, costs per worker- compensated at unsustainable levels, and as a

R P ocluciivity, the nation had incurred massive debts and deficits
. ‘lf;yFta‘nce‘;,. a newly hired worker, even one without  When the Greek.'goVernment'an,nau'ﬁéﬁé@ austerity

a higher education degree, expects to have a pro- nent announc 0

| - tracted tenure with his or her employer, to not work

| - excessive hours per week, to be paid a high hourly

rate, to receive generous fringe benefits, and to

7t
K

measures, these workers violently demonstrated.
The International Monetary Fund and other EU
nations contributed billions of dollars to rescue the
Greek economy.

| In Arab countries, business executives will often di
meeting, then eventually return to the topic initi

will want to gauge the interest of American sale

Russian negotiators tend to be abrupt and change demands at the last minute. They may

also ply foreigners with vodka, as one author of this text discovered when meeting with the
general director of one of St. Petersbure’s larsest aepartment stores. Japanese negotiators will

frequently engage in long periods of silence. o may have peripheral discussions among one

gress from the primary purpose of the
ally discussed. Mexican business executives

speople in Mexican history and architecture.

another while ignoring foreign business pecnle in |
Campbell's Soup failed in Brazil & cause the -ompany <id irof realize that Brazilian

housewives customarilv add their cwn invredients to :

fully-prepared soup. Knorr, on the othe; Nand. wa: SUCCeSs 1 1N s LH’(&_{C market bCC'dLlSG
it OI'lly SOld basic S()Up stocks. In so ne countries. douchnuts

- —-\ -

rather than buying a

| e viewed as a snack item that
can be consumed throughout the day, instead o! only at breakfast

\st, as is customary in the
United States. In China, consumers drink soup, which usually contains rice, and do not use

d Spoon—customs not recogm'/ui when a dir“u’l-s(*lmg firm was cnt‘crtaining important

Chinese politicians and lawmakers in the United States, and sOUp was served with a Spoon

and without rice. In Japan, soup is typically consumed at breakfast.

( Gift-giving is one aspect that describes manners and customs. In general, small gifts are

| appropriate, whereas large gifts may be viewed as a bribe, which contravenes international

| law. In Muslim countries, for example, it would be Inappropriate to bring a gift for another
man’s wife. Types of wrapping paper, ribbons, and colors are other elements of gift giving
that are important, as is knowing when to give a gift.

' Material Elements

Material culture in a society is often a direct result of technology. It is perhaps best L -
demonstrated by a country’s infrastructures; that is, the basic economic, social, financial,
and marketing frameworks that enable the society to function, Economic infrastructure
involves transportation, energy, and communications. Social infrastructure refers to
l-hgujsing,' medical services, and educational institutions. Financial infrastructure consists
manly of banks, and marketing infrastructure refers to marketing research and
advertising firms

i . e

material culture
a direct result of technoloav:

] ' ' e RAr NN iv;h',.(';'-l.- VENSRN ‘.:‘

L & : ~ R =T =3 " :;:!<\'Y.\\ -__"’ : L:\-\. -
be St de“'lg nualed L ‘
economic, social, financial,
. . .. - Jl .L ..\..*‘\‘:‘\-‘T‘\‘ :x‘;". FRRRNAR NG

| S ] s
A o e i I | M e o
b f;. V_A,].- \ .
lma gj; JU{L{L‘ 9 H}_l‘.[\ dasuruciure




aesthetics
what is perceived as taste and

beauty in a society

social institutions
the way people in a society
relate to one another within

group settings

reference groups
groups that are important to
individuals

| social stratification
the extent to which groups at
the top of the social pyramid

‘exert control over others at

lower levels of the pyramid

- N ;
cﬂ on paper, and
ChnOlogy w0 use g |

Aesthetics of aesthetics (i.e. taste and beg ity as

| om onents
Color, form and music are the major ¢ p

erceived by 2 society)-
: Color is an important packag

carefully choose colors, as colors Ot .
example, black 1n the United States 11

mpanies plying interl.lational markets i
different things in different countries, fy,
< mourning, but in Japan white is the COIojr;@
Muslim countries; all flags of those countrie
hetics tend to emphasize dark shadff:s of color, while pastels ar
W:?e:rfsctojntries. Opera and symphonic music tend to be more revered ip
v

ing variable. Co
fren represent

contain green. Kor

Education

The level of education held by peo |
ust be conside

ple in foreign countries is a major factor in explajmng
economic gmwlh. Education m red when e.\;pzlll‘iate managers .hire l.mst-
on complicated prod uction machinery, place them in traln'mg
‘he level of education must be such that
e market knows how to use them. The

country personnel to work '
programs, staff office positions, and so on. |
high-tech products can be accepted because t! |
content of advertisements must recognize a nation’s level of edu

ries. South Korea and Japan

Some countries emphasize different educational speciait
rrong in mathematics and

]

101.

L

-
F o

stress education in the sciences and cnginccring. Russia |

computer programming; India emphasizes engineering and software development.
we a tiered system of higher
Horelgn companies opers

France, Japan and India, and to some extent, Great Britair
education, which features prestigious colleges and universitie
ating in these nations may be tempted to recruit only from these universities but should
instead, hire the best-qualified individuals regardless of acad pedigree.

Social Institutions

Social institutions refer to the way people re
a society. Families, churches, work places, anc
refer to groups that are important to iIndividua
be those of which people are a

Some counties have a hig|

top of the social pyramid exe

ate to one another within group settings In
 friends are primary examples. Sociologists
S as reference groups. Reference groups cal
ready a 11}enllber, or those to which people aspire to belong.
1 level of social stratification, meaning that groups al the
ft a great deal of control over others at lower levels of the

as havi - i 3
- Ing a high degree of social stratification, whereas the
Ejf 1o be very egalitarian or

“middle class.”
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) mployees in 64 countries; this research was later extended to n

le8‘0““0‘3(301’dillgt0fivecultura.llevels,ordimensions‘

-

jividualism vs. collectivism involves the worth of the individual versus the worth of

»s of which that person is a member (“me versus the group”). Japan and Mexico, for
, are societies that are highly collectivistic, or group oriented, whereas the United
md Great Britain are highly individualistic.

mdmnnce refers to egalitarianism (equality) versus authority. High power distance

 countries are those where superiors and elders are treated with deference and respect, in

) wst to low power distance countries, where relationships are more egalitarian. For

| example, in a high power distance culture, one would not address one’s boss by his or her

first name. Australia and the United States, for example, are low power distance countries,
whereas Russia and Venezuela are high power distance countries.

Masculine vs. feminine is another of Hofstede’s dimensions. It is important to note that

this dimension does not refer to the position or role of women in soclety. [nstead, it is the

extent to which a society values traditionally masculine attributes (assertiveness, competi-

tion) or traditionally feminine ones (modesty, caring for others). Japan, Greece, Belgium,

and Mexico have been described as highly masculine cultures; Denmark, Sweden, and
Norwayhave been described as mor feminin

Uncertainty a\'()ida!ut examines the extent to which societies tolerate risk Or are risk
averse. Finland, Sweden, Norway, an< Treece, for example, were found to be less tolerant of
risk than were countries such as Portugal, Brazil, Spain, Yugcslavia, and Turkey.

Time orientation is the fina! cultural variable Holstede examined, It is the extent to
which a society emphasizes short-run or long-run time horizons. China and Japan, for

example, have much longer time horizons than do most Western nations,” When Japanese
firms enter a foreign market, they are willing to wait four or five years to make a profit; U.S.
firms expect to generate profits in new overseas markets in a year or less.

Trompenaars’s Cultural Dimensions

Bﬂlldmg on the work of Hofstede, Fons Trompenaars added a number of cultural variables
to the theory.
Umersahsm vs. particularism refers to the importance of rules versus relationships in

society. It has been illustrated by the story of a person riding in the passenger seat of a car
h ; best friend, who is driving. The driver has a “fender bender” while driving ten miles

2 1; ageed limit. Should the passenger admit to police that the friend was speeding

' ;-f | that the driver was not (relationship)?®
al vs. emouonal variable involves the extent to which persons within a society

ﬂmemselves South American countries, like Brazil and Argentina, are
otional than the Umted States.

M Hofstede pioneered research into cultures with a amdy WW

m gmups of subjects. Hofstede's findings led him to identify clusters of

individualism vs.
collectivism

the worth of an individual
versus the worth of a group

power distance
the level of egalitarianism
(equality) in a society

masculine vs. feminine
the extent to which a society
minimizes gender inequality

uncertainty avoidance
the extent to which societies
tolerate risk or are risk averse

time orientation

the extent to which a society
emphasizes short-run or
long-run time horizons

universalism vs.
particularism

the importance of rules versus
relationships
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The Global Leadership an .
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' ions are 1
cultural dimensions. These cultural dimensio

S each cultur
pecific questionnaire item used to measure | t e 4
f these items are based on Hofstede’s work, while others were added to obtain

of these what ]

' d richer portrait
developers of the instrument believed to be a more comprehensive an p of the

ultural dimension of doing business. | |
C E;hibit 5.3 shows the result of the GLOBE research on the nine cultural variables for

six different regional clusters. Germanic Europe (Austria, Ger many,‘ Tlfle Netherlands, and
German Switzerland) has emerged as the group that was the most in favor of uncertainty
avoidance (risk averse); Eastern Europe (Albania, Georgia, Greece, H‘ngary, Kazakhstan,

Poland, Russia, and Slovenia) was the least risk averse culture. The Germanic cluster was the
one with the most futuristic outlook, Eastern Europe the least forw:
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Choose a country withwhich you are unfamiliar and research its rankings on Hofstedes
dimensions. What specific business practices would you expect to find in that country
based on the rankings? Read some business literature about that country and see whether
your expectations are fulfilled.

Sources of Cultural Information

Companies considering conducting business overseas, and those already doing business
abroad, have a number of sources they can access to learn more about the culture of various
foreign countries. Some of the primary sources are talking to employees who have lived or
worked abroad, executives who have traveled to other countries, training programs, and
consulting firms. Persons who may be about to undertake an international assignment
can be exposed to cultural idiosyncrasies in which they are asked how they would handle
various cultural traits that might occur in their assigned countries.

Various secondary sources are very helpful. These include:

* The U.S.Department of Comi=ree Country Commercial Guide—Provides cultural
information for 133 countrie

* The Economist’s Intelligence 'nit contains the same type of information on 180 coun-
tries in its Country Repori:

* Culture Grams, from Brigharn Young University’s Center for International and Area
Studies, describes customs existing in 174 countries.

* (Craigshead’s International Business, Travel and Relocation Guide to 84 Countries gives
cultural information for these nations.

*  Price Waterhouse Coopers Doing Business in 118 Countries—Contains useful informa-
tion about 118 countries.

REALITY CHECK LO-4 |

Choose one of the above sources and read the write-up on an y five countries of your
choice. How much information is provided about their cultures? Are there any
similarities among your choices?

Cultural Dimensions of Conducting
USiness in Individual Countries

Although it has been emphasized that it is more important to have an overall flexible and
~ %en attitude about foreign cultures than to memorize lists of “do’s and don'ts,” individual
LL tries have specific business customs that are worth learning. In this section we highlight
afew countries and cultures where many U.S. firms may aspire to do business. |

al Dimensions of Doing Business in Japan

usiness entrepreneur, “Mr. Jones,” who owns and manages a software and computer
nade more than 20 trips to Japan, his most important international market.

LO-4
Identify the primary and
secondary sources that
can be used to learn
about foreign countries’
cultures.

LO-5
Describe the cultural
aspects of doing business
In various countries,
including East Asian
countries, Arab countries,
and Latin America.




CHAPTER 5 THE CULTURAL ENVIRONMENT

This experience enabled him to develop a series of business strategies tha "€COgizeq
cultural aspects of doing business in Japan. |  the

Mr. Jones noticed that most flights from the Umtec.l States to Tokyo—abgy 14 bl
length from the United States’ West Coast—arriv.e late in the after.noon. Upon being gzum
by his Japanese hosts, he would typically go to dinner, and stop in varioys Tokyq bﬁ}e{;:
Jones soon believed that these “welcoming” activities were designed to taje advant:!'_t- .
his severe case of jet lag so that he would be more likely to grant concessjqp at the'ggq
day’s meetings. After gaining some experience in this practice, Mr. Jones decided ¢, f nex;
Tokyo, getting several days of rest to eliminate jet lag, and thereafter alerting the Iapy lntw {
business representatives that he had arrived. nese

On several occasions during his meetings, the Japanese executives would
lengthy periods of silence. Mr. Jones believed that this was a tactic to get him ¢,
in hopes that he would make concessions. Eventually, Mr. Jones decided to yyy;
periods of silence and allow the Japanese executives to speak first. In one ingt,
30 minutes of silence, but the strategy worked.

Mr. Jones also noticed that not much had happened during negotiations
evening before he was scheduled to return to the United States. Then, he was unde
to accomplish a lot in negotiations, with the hope that he would ‘give the st
Mr. Jones countered this ploy by arranging for his return ticket after
agreements had been made.

Mr. Jones also learned about other cultural aspects of doing business in Japan, which
have included the following:
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Ore away”
all negotiations and

Upon meeting a Japanese executive, a slight bow and handshake are appropriate.

Business card etiquette is important. On one side of the card, the information should
be in English; the other side should have the same information in Japanese.

Itis not appropriate to look directly into the eyes of your Japanesc hnsts.

Itis important for your Japanese hosts to know your title and ran’ ey prefer to do
business with high-ranking individuals.

Japanese business has a group orientation, rather than an individi: 3 “tic one.“The
peg that stands out gets hammered down”is an old Japanese sayin

They expect foreign business representatives to arrive prepared and to have
decision-making authority.

New potential business partners must have been referred to Japanese business
representatives through a third party.

Cultural Dimensions of Doing Business in Korea

Korea has a rich cultural tradition with which foreign business representatives should be
acquainted. Here are some highlights of Korean values, attitudes, and customs:

* Older generations are respected for their knowledge and wisdom. Gray hair is viewed
positively.

* The number 7is good, whereas the number 4 signifies death or failure.

: : : itle.
* Children are not supposed to say their parents' names, even when used withat ‘
blings:

: . i
* Younger brothers and sisters are not allowed to use the names of their older s

: anity. TS

*  “Yangban”refers to the noble class. Its culture is honor, reputation, and filgn'xn" .
illustrated by never begging, even when one is hungry, and never running, V=t

It rains.



. “We"is more important than .
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will baekoét of his office ansteadam'm‘;ng around toleste

. ;Adults_-who,are-married with their own children will often livefM'th th'e"lr':paremsn

» “Inwa” involves harmony among unequals: loyalty is owed to parents and authority
figures, yet superiors are responsible for the well- -being of their subordinates.

» A personal relationship needs to occur before business matters can be discussed with
foreigners.'

Cultural Dimensions of Doing Business in China

The overriding cultural aspect of doing business in China is guanxi (“gwanshe”). Foreign
business representatives who ignore guanxi are less likely to be successful in the Chinese
market.

Guanxi refers to the relationship between subordinates and superiors. It denotes friend-
ship among unequals involving unlimited exchanges of favors; thus, it is not based upon
sentiment. It is utilitarian, not emotional. It has an individual orientation, not a group one.

Exchanges are often uneven, working to the advantage of weaker members in the guanxi
relationship. Thus, claims of modesty and inadequacy should be viewed as subtle demands
for generosity, reminding the more powerful individual of his or her obligation to be more
magnanimous. This concept also applies to relationships with more powerful and wealthy
foreigners who are expected to cede certain points to Chinese business representatives

Juring business dealings.

inwa
korean philosophy stressing
harmony among unequals,
loyalty to parents and
authority figures, and superiors
being responsible for the well-
being of subordinates

guanxi

chinese philosophy denoting
friendships among unequals
and unlimited exchanges

of favors; it is not based on
sentiment, emotions, or a
group orientation

Floresco Productions/OJO Images Ltd/Alamy

an family showing respect for the grandfather.
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*  Foreign business r(-};;)r(’st?mdti\/(fs should not inquire about thc \ ives of Arab business

representatives,
| . |
+ Do not be overly effusive when praising the posse hosts, as this could ™
\
create a perception that you expect they give these pos: 1015 TO YOU. |
»  Arab business representatives will probably be reluctant to ao business with women \

If a woman is accepted, modest dress IS appropriate.
1

* Arab business representativ ' :
B by to 1 from the topic initially discusseds

Cul | | |
tural Dimensions of Doing Business in Latin America

Lat . |
atin America is an attractive market for forei

Cglgmbia are populous countries (Brazil
million; and Colombia, 44 million) |

ol C.Ompanies, Brazil, Mexico, Argenting and
e hzOlmllhon; Mexico, 112 million; Argentind 4l
ey have reached viable per capita GDPs: Bfazﬂ-‘ |
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iscussing cultural matters, such as the art, history,  high-ranking U.S. qovernmen o L
. architecture, and music that is pertinent to his or

“home country before "getting down to business”
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0,200; Mexico, $13,200; Argentina, $13,400; and Colombia, $9.200. Chile is small (16.7
illion people) but has per capita GDP of $14,600. Uruguay is similar, with 3.5 million
ople and a per capita GDP of $12,600.

When doing business in Latin America, it is important to understand that potential
stomers want to develop a personal relationship before doing business with foreign execu-
es. Dinner meetings and lunch meetings provide a good time for executives to get to know
e another better. Often, conversations about buying and selling, and contracts and terms
Il be relegated below discussions about the particular Latin American country’s culture,
story, architecture, current economic conditions, and similar topics. Dinners often occur

e in the evening, at 9:00 p.m. or 10:00 p.m. Formal manners and appropriate business
ire are appreciated.

Latin Americans are not as conscious about time as are North Americans. They are not
rushed as workers from the United States. If something does not get done today, there
always the next day—or the day after that. Companies that want to do business in Latin
nerica will need to be flexble about meeting times, dates, and deadlines.

Latin Americans are not as immersed in their work as the business people in the United
ites. Their motto is: “'We work to live,” not “We live to work”

REALITY CHECK LO-5

Find someone who is a native of a foreign country and now works in the United States |
(or your home country). Ask that person about customs and business practices in the

United States, and how these compare with customs and business practices in his or her
ative country. How easily do you think you would adapt if you worked in that person ‘

ountry?
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