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1. [bookmark: _Toc499059810]Introduction

This briefing note highlights potential issues and offers strategic recommendations, to aid the Swedish Head of Marketing on his forthcoming business trip to Italy and China.  

[bookmark: _Toc499059811]2. Important Considerations (Prior to the Business Trip)

2.1 [bookmark: _Toc499059812]Culture Custom - Prior to a foreign business trip to Italy and China, it is vital to be familiar with, and to have a sound understanding of their cultural diversity, which needs to be respected at all times (Bergiel et al, n.d.; Cooper and Hall, 2008).  Having an understanding of the language and behavioural characteristics of these cultures, whilst being openminded and patient should all contribute to a business meeting’s success (Timm, 2011). Cultural similarities should be sought, as this will aid the initial bonding process and therefore contribute to establishing a good working relationship (Moran et al, 2014). 
2.2 [bookmark: _Toc499059813]Cultural Confusion -  Whilst abroad, it is common to experience Cultural Confusion.  As Timm (2011) explains, this term refers to ‘mixed feelings’, which could manifest themselves in the form of mild depression or confusion (Timm, 2011).  This could be due to the overwhelming and sudden change in culture and routine, especially when it comes to China.  Nevertheless, Timm (2011) goes on to say, that this phase may only last a short time and usually passes, once acclimatisation to the culture and surroundings occur.

3. [bookmark: _Toc499059814]Italy

 [image: ]

3.1 [bookmark: _Toc499059815]Cultural Differences in Italy
[bookmark: _Hlk498429350]
3.1.1 [bookmark: _Toc499059816]Masculine vs Feministic Culture - According to Rashidi (2016), unlike Sweden’s feministic society (Figure 1), Italian society is masculine.  As Hofstede and Hofstede (2005) explain, masculine society is driven and competitive in nature, where emphasis and recognition are placed on being the best (Moran, 2014). This could potentially create a competitive environment, resulting in a loss of a business deal. Therefore, the Swedes, with their feministic approach, should apply their negotiation skills, until a compromise is reached (Rashidi, 2016).
3.1.2 [bookmark: _Toc499059817]Individualistic vs Collectivist Culture -  According to Moran et al (2014), Italy, very much like Sweden, is predominantly an individualistic society (Figure 1). Hofstede describes individualism as placing emphasis on one’s self and own goals, rather than those of a group (Gudykunst, 2004; Rashidi, 2016).  However, Moran et al (2014) goes on to say that, despite this, the Italians place strong emphasis on families and those very close to them.  Whilst Individualistic similarities between the two countries could initially be assumed as positive, in terms of business, this could pose a risk.  As each party may only have their own best interest at heart, it could have a negative impact on much of the negotiations. However, the Swedish feministic influence should aim to resolve potential conflict, by using their negotiation, communication skills and willingness to adapt. Compromise on both sides, should aim to reach a mutually beneficial agreement. 
3.1.3 [bookmark: _Toc499059818]Power Distance - According to Hofstede and Hofstede (2005), Power Distance is an indicator of power equality within a society.  As figure 1 indicates, Power Distance between these two countries does not vary greatly, nonetheless, unlike the Swedes, the Italians place more emphasis on hierarchy. It is therefore vital to establish status equality from the onset of a potential business partnership.
3.1.4 [bookmark: _Hlk499027717]Uncertainty Avoidance – Uncertainty avoidance indicates, how a society may deal with factors beyond their control (Hofstede and Hofstede (2005). According to Rashidi (2016), Italy compared to Sweden, scores a lot higher in this category (Figure 1).  However, Moran et al (2014) point out, that despite the Italian authorities imposing many rules and regulations, the Italians can be unpredictable and chaotic. Rashidi (2016) indicates, that Sweden’s score is quite low in this category (figure 1). Nonetheless, according to Kamann (2016), the Swedes take planning ahead and punctuality seriously (Porter, 2015). This therefore suggests, based on research carried out, that cultural generalisation still occurs.
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Figure 1 Hofstede (Rashidi, 2016)

3.2 [bookmark: _Toc499059820]Business Code of Conduct - Italy

3.2.1 [bookmark: _Toc499059821]Introductions - Despite the Italians having a warm and welcoming reputation, according to Moran et al (2014), the initial meeting may be quite formal.  Punctuality and good timekeeping are an essential part of Swedish custom (Export.gov, 2016) Nonetheless, as Moran et al (2014) explain, in Italy, punctuality is not considered a priority. Even within Italy itself, cultural variations between the north and south may become apparent, in the way business is carried out.  Northern Italy shares more similarities with the rest of Europe, whilst the south has a more relaxed approach to time and business.  It is therefore recommended to take time whilst carrying out a meeting and practice patience (Moran et al, 2014). 
3.2.2 [bookmark: _Toc499059822]First Impressions –  The Italians put special emphasis on first impressions. Bella Figura’ (beautiful figure), as Moran et al (2014) explains, refers to not only physical appearance, but more importantly to social status, which, in Italy, is considered vital (see 3.1.3). Whilst the Swedes also put emphasis on appearance, it does not however carry the same status importance, as in Italy.
3.2.3 [bookmark: _Toc499059823]Gifts and Business Cards - Business cards are used in both, Italy and Sweden, and can be exchanged following introductions. Gift offerings, are not so common in Italy as in Sweden, however, a small gift as an appreciation of hospitality may be gratefully received, once a business relationship or a friendship has been established.
3.2.4 [bookmark: _Toc499059824][bookmark: _Hlk498702200]Negotiation – Italians tend to be, what is referred to by Hall and Hall (2005), as Polychronic, meaning, carrying out various tasks at the same time (Moran et al, 2014). Unlike the Monochronic Swedish culture, the Polychronic Italian culture is considered as the norm in some parts of Italy and should not be viewed as a sign of disrespect by the Swedes (Moran et al, 2014). Whilst negotiating, the Swedes could view an open discussion as a form of argument or a conflict, however, in Italy, this is viewed as stimulating (Battaglia, 2004)
3.2.5 [bookmark: _Toc499059825]Communication – Good communication skills are vital, as misunderstandings could lead to a potential loss of a deal, with significant financial implications.  The Italians, as Hall and Hall (2005) suggests, are considered a High Context culture.  High Context cultures place an emphasis on body language and hidden meaning, which, for Lower Context Cultures (the Swedes) may be harder to understand.  High Context culture best functions in face to face interaction and complicated and lengthy paper contracts should therefore be avoided (Neese, 2016).  

4. [bookmark: _Toc499059826]China
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4.1 [bookmark: _Toc499059827]Cultural Differences in China

4.1.1 [bookmark: _Toc499059828]Masculine vs Feministic Culture - Like Italy, China’s society, according to Powel (2015), also scores high on masculinity (Figure 2), therefore similar issues, as found in Italy, could be anticipated and resolved accordingly (See 3.1.1).
4.1.2 [bookmark: _Toc499059829]Individualist vs Collectivist Culture - China being a collectivist country (Figure 2), as stated by Hofstede, places emphasis on building strong relationships and trust. Unlike Sweden’s Individualistic society, collectivists tend to work in everybody’s best interest and for the good of everyone.  However, Moran et al (2014) argues, that due to years of a communist regime forcing society into groups, the Chinese in fact dislike collectivism.  Although Hofstede’s theory and its application may be favoured by many, as Jones (2007) points out, some critics consider it to be outdated, in today’s fast changing society.   Furthermore, Yeh (1983) argues, that Hofstede’s analysis is not entirely accurate, as it better represents Western values, rather than those of the Far East (Yeh 1983, cited in Eringa, 2015).  Therefore, this has also highlights the importance of stereotyping avoidance, as it can be damaging to the success of a business relationship (Horakova, 2007).
4.1.3 [bookmark: _Toc499059830]Power Distance – As figure 2 suggests, this is an area where China scores significantly higher than Sweden. Unlike the Collateral (equality in decision making) Swedes, the Chinese consider hierarchy to be of great importance.  This needs to be taken into consideration, especially in the initial meeting, as it is at that point, the hierarchical status is established.  Potential issues could arise, if the Chinese were to assume a superiority over their foreign counterpart, which could then lead to a potential power struggle (Battaglia, 2004). Furthermore, the Swedish belief in equal rights, as well as dislike of control, could exacerbate the problem. This is where trust building and communication skills should avoid potential conflict. Conflict avoidance is especially vital to the Chinese, as Moran et al (2014) points out, this could lead to them losing ‘Face’, and as such their reputation.  
4.1.4 [bookmark: _Toc499059831]Long Term/ Short Term Orientation - As opposed to Short-Term Orientation, such as emphasis on status or receiving a bonus, Hofstede’s Long-Term Orientation theory (Figure 2) concentrates on a long-term goal achievement, persistence and relationship building, which is typical for China. Sweden’s middle score indicates, that almost equal importance is placed to both types of orientation (Rashidi, 2016).  This would suggest that although the Swedes may place more value on status and short-term benefits than the Chinese, nonetheless, both parties have a long term common goal, in building and strengthening their future business relationship.
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Figure 2 Hofstede (Rashidi, 2016)

4.2 [bookmark: _Toc499059832]Business Code of Conduct - China

4.2.1 [bookmark: _Toc499059833]Introductions –  Similarly to Sweden, meetings in China tend to be scheduled well in advance, with a strong emphasis on time keeping (ITA, 2017).  This should contribute to a mutually respectful business relationship, where each party has the same expectations. Prior to a meeting, officials are briefed on visitors and the reason for their visit.  As Moran et al (2014) points out, greetings are carried out according to status (See 4.1.3) and officials should be addressed by their family name or a title. The Chinese tend to dislike touching, or even a firm handshake, which would be the norm in Sweden.  Instead, a bow, would be more appropriate when greeted (Moran, 2014).  
4.2.2 [bookmark: _Toc499059834]First Impressions – According to Moran et al (2014), similarly to Sweden, formal business wear is also expected to create a good first impression.
4.2.3 [bookmark: _Toc499059835]Gifts and Business Cards – As Moran et al (2014) explains, gifts, such as souvenirs, and business card exchange are common in both countries, although expensive gifts should be avoided in China (Moran et al, 2014; The International Trade Administration, 2017). The colours of blue black and white, according to Dadfar (2010), should also be avoided in China, as they represent mourning.
4.2.4 [bookmark: _Toc499059836]Negotiations – The Chinese are very skilled negotiators, and this is where China and Sweden yet again share their similarities (ITA, 2017). Chinese terms referred to as Guanxi, or otherwise known as social networking, signifies reliability and mutual commitment towards one another (Moran et al, 2014). The Chinese put strong emphasis on trust (Xinren) and relationship building, which, according to Fang et al (n.d), can have a positive influence on price bargaining.  Although, not considered a priority to the Swedes, concentration should be placed on strengthening business relationships, prior to negotiations (Dadfar, 2010).  Dadfar (2010) also points out, that contracts should be kept to a minimum in China, where ‘giving your word’, is of a similar value, as a lengthy contract would be in Sweden.
4.2.5 [bookmark: _Toc499059837]Communication – Low and High context culture communication, according to Hall, differs in the way messages are conveyed (Mendel University Brno, n.d).  The Swedes Low Context culture, tends to be more direct, which could be mis-interpreted by the Chinese, as being too blunt. On the contrary, the Chinese High Context culture communication method, appears to be more complex, where emphasis is placed on body language.  It may therefore be harder to interpret the exact meaning and as such, may lead to misunderstandings (Hornik and Le Pair, 2017). 

Although verbal communication appears to be the most widely used form of human interaction, according to Martinez-Carter (2014), it in fact forms only about 30% of all communication.  As Teodorescu (2013) points out, non-verbal methods such as body language, are equally as important, as verbal communication, which is evident in China and other Far Eastern countries (Dadfar, 2010). Thus, being aware of own body language, ensuring that at no point it comes across as offensive to the other party.  What may be considered ‘normal’ in one culture, may be offensive in another, this therefore illustrates the importance of cultural variation awareness.

[bookmark: _Toc499059838]5. Conclusion

	Having a sound cultural knowledge of Italy and China is imperative, as well as having the ability to adjust to cultural differences in these countries.  This could be the deciding factor in whether or not, a potential business deal is successful. This has also highlighted the importance of good communication, body language, stereotyping avoidance and most importantly, gaining a deep understanding of both cultures, before the business trip commences. 
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