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Executive Summary
This report identifies the challenges and sensitivities from a British perspective of doing business with Hungarians. Geert Hofstede’s 6 cultural dimensions, Edward T. Hall’s cultural factors, and Trompenaars’ 7 dimensions of culture theory are used in this report to better understand how the Hungarians think and do things compared to the British. 

It is found that Hungary has a medium power index score which is slightly higher than the UK. Hungarians often formally address each other in the workplace which can be weird for the Brits as they address people using their first names. Next, Hungarians tend to avoid uncertainty and is a high-context society. People bonds and trusts is important to the Hungarians therefore time has to be spent with them to in building a good relationship before deals are made. The Brits on the other hand has a low uncertainty avoidance score and is a low-context society. They focus on tasks first then only relationships, which is a complete different way of doing things. Contracts are a must in business dealings with the Hungarians. Only then there is a deal between the Hungarians and their business partners or else it is just empty talks. The Brits will be challenged in guessing whether Hungarians mean it when they say they are interested in doing business with them.

EXECUTIVE SUMMARY
To reduce and be prepared for the challenges and sensitivities that may arise from performing business with the Hungarians, British organisations can acquire help from a local to understand about Hungarian culture beyond cultural theories. Since the national language of Hungary is Hungarian, having a local to translate can encourage Hungarians to speak up about what is on their mind so that ideas do not get lost in translation.
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[bookmark: _Toc30192849]1. Introduction
In the 21st century, the word ‘globalisation’, defined as the increased interconnectedness among countries most particularly in the areas of economics, politics and culture is no stranger to all (Jeffery, 2002; Jones, 2019). Advancement in technology especially in transportation and telecommunication has brought convenience to how people, messages, and things move around (Steif, 2019). Instant text messaging and video calls have made real-time communication across the globe possible. People can travel and things can be delivered faster through planes. All of these make the world seem metaphorically smaller, encouraging organisations to expand their businesses to the international field in hope to gain greater market shares and profits (Rossum, 2017).

The probability for people from different backgrounds and cultures to interact is higher when performing international business. In Brian Hurn’s (2007) paper on the influence of culture on international business negotiations, he states that when performing businesses abroad, it can vary rapidly from the domestic market because of cultural differences. A number of new factors like choice of language and business etiquettes have to be considered when doing business with a particular country, making the mastering of international business communication critical if successful business cooperations were to be achieved with global partners (Mcrill, 2019). 

INTRODUCTION
For British organisations planning on doing business with Hungarians, difficulties may arise during business communication due to the different ways of doing things. It is important to do a cultural assessment prior to doing international business to avoid any misunderstandings that can eventually result in business failures (Hurn and Tomalin, 2013). Cultural frameworks from Hofstede, Trompenaars, and Hall can be used in helping organisations understand better the impact of cultures have on the values and behaviours of a certain society, giving organisations an idea on how to react and behave during business communication (Podrug, N. et al, 2006; Anastasia, 2015). This report critically evaluates the challenges and sensitivities from a British perspective of doing business with Hungarians in reference to international business communication theories so potential communication barriers can be lessened.
1

[bookmark: _Toc30192850]2. Main Body
[bookmark: _Toc30192851]2.1 British and Hungarian Culture Based on Cultural Theories
Geert Hofstede explains culture as the collective programming of the mind, distinguishing between members of one group or category of people from another. This category can refer to nations, regions within or across nations, ethnicities, occupations, or genders (Neill, 2012). To master international business communication means to understand the unwritten rules of a culture ie how they perceive and do certain things (Clark, 2014). The way one culture does something may seem strange and maybe even shocking to another culture (Meyer, 2014). This applies to both British and Hungarian organisations when doing business together. 

The 3 cultural theories - Hofstede, Trompenaars, and Hall’s cultural dimensions can be applied when analysing a country’s culture (Hofstede, Hofstede and Minkov, 2010, pp. 29-32; Reis, Santos and Ferreira, 2011; McSweeny, 2015), helping British organisations recognise potential challenges that may arise and to look beyond cultural stereotypes when doing business with Hungarians (Meyer, 2014). Though, it has to be noted that research conducted by Hall and Hofstede, which led to the formation of their oft-cited cultural dimensions, is frequently criticized for being outdated (Jones, 2007; Khlif, 2016) for they were proposed in the 1970s and 1980s, respectively (Pogosyan, 2017; Pratap, 2017). They can however still be a useful guide but research have to be done on Hungarian culture to avoid stereotypes.

· Geert Hofstede’s 6 Cultural Dimensions 
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[bookmark: _Toc30192921]Figure 2.1: Comparison between Hungary and the United Kingdom base on Hofstede’s 6 cultural dimensions (Hofstede Insights, 2020).
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[bookmark: _Toc30192929]Table 2. 1 Hofstede’s 6 cultural dimensions explained (Neill, 2012; Hofstede, 2020).

Hungary has a medium power distance score[footnoteRef:1], which is higher than in the UK[footnoteRef:2]. Status and hierarchy are very important in Hungarian organisations and formality is a must in business (Hofstede, 2011; Kenton, 2019). People are addressed by their title followed by their surname (Bence, 2017; Commisceo, 2020; Communicaid, 2020), unlike in the UK where people can often be addressed by their first name (Williams, 2017; Schlerf, 2019). Usually, when visiting important clients, top managers are sent whereas in the UK it does not matter as much who is sent (Hauke, 2006). Though meetings-wise, a GLOBE research done on Hungary observed that employees are encouraged to give inputs in decision-making and implementation, which is much like in the UK. (GLOBE, 2012; Klara, 2016). [1:  Refer to figure 2.1, Hungary scores 46 for power distance.]  [2:  UK’s power distance score is at 35.] 


Uncertainty avoidance score is extremely high[footnoteRef:3] in Hungary compared to the UK[footnoteRef:4]. In history Hungary has survived several invasions, emerging empires and devastation of the Turks, the Tartars, the Habsburgs and the Russian (Macartney et. al, 2019), this which makes their trusts towards outsiders brittle (Poser, 2007, pp.1-24). One of the most common stereotypes about the Hungarian is that they tend to be very straightforward and pessimistic, which can seem aggressive (Veem, 2018; Baqais, 2018). Hungarians think that optimism is a trait for lack of information and therefore the other party is perceived as they are hiding something (Poser, 2007). Every business transactions have to be written down in detail as proof. Unknown or new situations are feared and what is different is sees as dangerous. The Brits, on the other hand, are relatively open to risks and adapting to change.  [3:  Hungary’s uncertainty avoidance score is at 82.]  [4:  UK’s uncertainty avoidance score is at 35.] 


· [image: https://lh3.googleusercontent.com/hDR8971QjIiv8n_-emHQjc_SGOXzQ2AXiDohOmwKg-9icHSg19-QYcFtG5Y5ZUS81y68sVx9pq890ZMNxe8uMNMXb10thjYQl9506ByRu3xJmBmWq0iiEeEyK5egaMzvRdOns_Ei]Edward T Hall’s Cultural Factors[bookmark: _Toc30192930]Table 2. 2: Hall’s cultural factors (Vindra, 2012).


Hungarians have a high-context culture while the British have a low-context culture (Lzguevara, 2014; Holicza, 2016; Patil, 2018), even though both scores high[footnoteRef:5] in individualism. When doing business, Hungarians value relationship-building while British believe that people can work independently without having a good relationship. First meetings with Hungarians can be greeted with a reserved attitude, but once more trusts are built, Hungarians can be rather passionate (P2T, 2019). Hungarians value strong people bonds and are loyal to friends, family and informal groups at the workplace (Falk Bánó 2008). In developing business relationships, Hungarians gravitate more towards face-to-face meetings than relying on written forms of communications like email (Commisceo, 2019). Whereas the UK is individualist too but being a high-context society they do not value people bonds as much and feels tasks are more important than relationships (Dingsman, 2010).  [5:  80 for Hungary and 89 for UK in individualism. ] 


· [image: ]Trompenaars Hampden Turners’ 7 Dimensions of Culture[bookmark: _Toc30192931]Table 2. 3: Trompenaar’s 7 dimensions of culture (Moon and Choi, 2015).

	
In Holicza’s (2016) study on Hungarian identity, Hungarians being a high-context society is in the ‘diffuse’ category in Trompenaars’ theory. Business is conducted slowly and deals are made only when trusts are built between the two parties (Commisceo, 2019). This involves Hungarians inviting their guests over meals to tighten their relationships. On the other hand, the UK is a low-context society and is more specific as they prefer to keep their work and personal lives separate, prioritising work-life balance (Terrelonge, 2017).
[bookmark: _Toc30192852]2.2 Challenges and Sensitivities from British Perspective when Doing Business with Hungarians
After identifying the cultural characteristics of each culture, British organisations can at least be prepared for the challenges and sensitivities that may arise. The Brits are used to addressing their colleagues using their first names, even if it is their superior to create a sense of closeness (Romualdez, 2017). The Hungarians might perceive this as rude and disrespectful. Hierarchy is important in Hungarian organisations and it should always be kept in mind that when addressing someone, they should be addressed by their title followed by surname. However, much like in the UK, all employees are allowed to have their say in decision-making, making it feels like the formality is gone. The British have to be careful not to forget formality, which can be exhaustive having to remember all the titles in the room. Also, the Brits may feel awkward having the Hungarians to address them by their title.
 
Due to Hungary’s prioritisation of hierarchical structure, top managers are usually sent to meet important clients but in the UK it does not matter who is sent (Hauke, 2006). This is a challenge as the Hungarians may think that the British are not serious in negotiating if a normal employee is sent. This will make it hard for British organisations if they send a normal employee when the top manager is unavailable, even if the said employee is capable and is trusted with the task assigned. In addition to this, it will result in a long negotiation process as Hungarian organisations will need more time to develop trusts with British organisations.
 
Hungary scores high in uncertainty avoidance compared to the UK, time has to be invested in building a good relationship if negotiations were to be achieved with Hungarians. If the British rush their way into a deal, the Hungarians will feel that they are impatient and is up to something (Macartney et. al, 2019). The UK, being a low-context country, they may perceive relationship-building a waste of time as they believe that tasks can be done even without a close relationship (Dingsman, 2010). They will also want to keep their working and personal life separated (Terrelonge, 2017). Having to develop a relationship with Hungarians, business is often discussed over meals or drinks (Roe et al., 2014). The need to take the time to build a relationship with Hungarians can be a challenge - even if it is over meals, this may make the British feel like their work-life balance is threatened. This is because, in the end, the end goal is to ultimately harvest a successful business.
Also, as a result of Hungarian’s high uncertainty avoidance, promises made can only be enforceable if contracts are signed. Otherwise, it is just merely empty promises and talks. Contracts are important to Hungarians, some sort of written agreement has to be shown to show sincerity in doing business with them and also from them (Klara, 2016). Therefore, when Hungarian say that they are interested in dealing with the Brits, it is hard to tell if they are agreeing to work with them or not. The Brits have to read between the lines and be aware of Hungarians facial expressions and body language to tell (Henson, 2018), which can be a challenge.

During meetings, both Hungarian and British respect and expect punctuality (Internations, 2019; Communicaid, 2020). Though, agenda may not be followed in a Hungarian meeting as scheduling and deadlines are more flexible with possible interuption, which is a trait of a high-context society (IOR, 2020). The low-context British, on the other hand, are highly organised and think that product produced is the most important aspect of a meeting. Not getting a result towards the end of the meeting may make the Brits feel as if there is no point to the meeting held. The British can expect that meetings will finish later than as told and should leave their schedule empty in participation of delays. 

MAIN BODY
Hungarian speaks Hungarian or also known as Magyar, which is their national language (Nag, 2017). Sometimes during meetings, if it is conducted in English, they will discuss in Hungarian (Macartney et. al, 2019) to better understand what is going on, which may confuse the British making the Brits feel left out and sensitive as to what is being discussed. Also, Hungarians can be very straightforward and will stand by what they believe in, which will make the British which are polite feel taken back (Smith, 2018).
[bookmark: _Toc30192853]3. Conclusion
Using cultural theories from Hofstede, Halls and Trompenaars, the British and Hungarian culture can be put better into perspectives as to how both countries think and do things, so that differences between them can be recognised and acknowledged. From these theories, challenges and sensitivities from the British view of doing business with Hungarians can be identified, letting the Brits be prepared beforehand on what to expect. 

It is found that Hungary is a medium power index country that highly prioritises status and hierarchy so the Brits have to remember to formally address Hungarians using titles and surnames. Hungary has high uncertainty avoidance so relationship-building to increase trust is vital, and deals are only made if contracts are signed. Building on this, Hungary is a ‘diffuse’ society and businesses can often be discussed over meals. Being a high-context country unlike the UK which is low-context, it is important to observe and read between the lines when communicating with Hungarians to really understand how they feel about something. 

CONCLUSION
The British might feel awkward being addressed formally by the Hungarians and may seem rude to Hungarians if the Brits address the Hungarians by their first names. The UK has a ‘specific’ trait where they put tasks before relationships, challenging them to spend more time with the Hungarians if trusts are to be gained from them. The national language of Hungary is Hungarian. Hungarians may discuss among their colleagues in Hungarian to better understand what is going on, which may make the Brits feel left out and sensitive to what is being discussed.
[bookmark: _Toc30192854]4. Recommendations
It is vital to do a cultural assessment before conducting international business communication so that conflicts and misunderstandings can be reduced, increasing the probability for a successful business. Cultural theories like Hofstede, Hall, and Trompenaars can be used as a reference to understand how one country thinks and behaves, allowing organisations to have a better grasp at getting to know their partners from another culture. 

To combat the challenges and sensitivities faced by the Brits from doing business with Hungary, British organisations can consult a local for help before interacting with the Hungarian organization they are planning on doing business with. Language-wise, the local person can help translate a message that the Hungarians could not express in English so good ideas will not be ignored or be lost in translation. Besides, a local Hungarian person can let the British know more beyond what is suggested in cultural theories and to look away from stereotypes. 
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Process is more important than product

Time is highly organized.
Product is more important than process

Monochronic time

M-Time, as he called it, means doing one thing at a time. It assumes careful planning and scheduling and is a familiar Western approach that appears in disciplines such as 'time
management'.
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