—_  MODULE Y

UNIT 10

PRESENTATIONS AND NEGOTIATIONS
Micro-review of the text with translation

The first step of presentation is to find out who you’re going
to be presenting to. Now you need to do this on two levels. Firstly,
how much does the audience know about the subjects? Are they
experts or do they know very little? Secondly, are you presenting to
a group from the same or from different countries and adjust your
language so that everybody can understand.

So once you know who you’re presenting to and where,
you’re ready to start preparing what exactly you’re going to say.
OK? So stage one is the opening - that all-important first few
moments that can make or break the presentation. Then stage two, a
brief introduction about the subject of your talk. Then three, the
main body of the presentation. And four, the conclusion, which
should include a summary of your talk and your final opinion or
recommendations. Finally, the question and answer session.

Now the most important stage is the opening minute or so and
I’d suggest that people memorize it exactly as if they were actors.
Write down the opening with all the pauses and the stress clearly
marked, and then record it, listen to it, and practise it again and
again. This is so important because if it’s properly done, you do not
only get the audience’s attention immediately, but you feel
confident during what can be the most frightening part of the pres-
entation.

Decide how this information concerning advertising in

different countries (taken from “Culture in Practice”) can be
used in making presentations.
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1. German Advertising: Facts and More Facts.

German ads are loaded with detailed information; products are
described and analyzed. Often, even in the national media, ads tell
precisely where the product can be bought and at what price. German
products sell because the quality is good and the price is competitive,
not because of an attractive image. Germans appear to be unbelievably
low-context in almost everything having to do with advertising. Ads are
examined and picked apart — not just by the government (which moni-
tors advertising) but by readers as well. Futhermore, readers write
companies to complain if they dislike an ad.

Given the limited hours stores are open, it is very difficult for
customers to do much comparison shopping. They simply do not
have the time; instead, they depend upon the advertiser to provide
them with the detailed information on which to base comparisons
and make choices.

Good advertising strategies in Germany take into account that
Germans are both print-oriented and very literal-minded.

2. French Advertising: Eye-Catching Aesthetics.

While the function of German advertising is to transmit infor-
mation, the function of a French ad is to release responses — two
entirely different functions.

French advertising is high-context. It is based on product
name recognition.In many instances the buyer already knows the
product. This is why you see simple, one-line ads like “Dubonnet”
repeated over and over, or an ad for Remy Martin showing a half-
filled brandy snifter. These ads are the essence of simplicity, yet
they release the right response in the French.

French ads are designed to be visually attractive and eye-
catching to get the attention of the buyer and are reinforced by repe-
tition. This fits the French visual orientation to life and reflects their
sensitivity to aesthetics, color, and design. The tone of the ad and
the product are often congruent: perfume ads create an air of
mystery and beauty appropriate for perfume.
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3. American Advertising.

The function of German advertising is to transmit information
while French advertising works to release a positive emotional
response. The function of American advertising is to hype the product.

Americans often exaggerate in both their written and their
oral communication.This is particularly true in advertising, which is
based on hyperbole, or “hype”. Although ads in the United States
may contain information, it is seldom detailed and is usually a bol-
ster for the claims of product superiority. Exaggerated claims that a
product is the best, newest, most fashionable, or finest are effective
in the U.S. but would be both offensive and illegal in West
Germany and would win no awards in France.

Americans like idealized images.The women in them are usu-
ally young, healthy, and beautiful, and the men are young,strong,
and handsome. Children are clean and smiling. Even ads directed
toward older population groups show young-looking though gray-
haired people.

U.S. markets are segmented not only by age, gender, and in-
come but also by region and ethnicity. There are fast-growing ethnic
groups who will exert a tremendous economic influence in the
future, such as the American Hispanic population (there are now
over 250,000 Spanish-owned businesses).

Tasks:

1. Find additional information concerning advertising in Arab
and Oriental countries and compare it with the info about ads
in Europe and the USA.

2. Think which of the Ukrainian products may be demanded in
Germany, France or the USA. What makes them competi-
tive?

3. Make presentation of any Ukrainian product for representa-
tives of different peoples bearing in mind specific national
attitude towards advertising products.
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NEGOTIATIONS

Task 1. Translate the sentences into your mother tongue.

1. May we remind you that the contract under negotiations
should be signed in accordance with the laws of our country?

2. Do you think there might be anyone else who would find our
conversation useful?

3. Well, we’ve covered all the points we planned to discuss
today, if you don’t mind, we continue our talks tomorrow.

4. Many of the large travel agency chains are able to negotiate

even greater discounts.
5. After three days of tough negotiations the company reached
arm agreement with the workers.

6. Negotiations broke down after two days.
7. All the points had been agreed upon by the end of the talks.
8. We have come to an agreement by means of negotiation.

Task 2. Read and discuss.
Are Negotiations Anything Reserved for Diplomats?

Negotiation isn’t something reserved for diplomats and
labour relations people. We all negotiate, and we all spend a great
deal of time at it. We negotiate in our personal lives. We negotiate
in busi-ness with the people we buy from, and the people we sell to.
We negotiate with our own bosses. We negotiate with our own
employ-ees, time and time again.

Good negotiators are successful people. And good negotiators
aren’t born. They are trained in the strategies, techniques, tactics,
tips and skills of effective negotiating. Why take NO for an answer?
Successful people DON’T. They get what they want by negotiating.

Your agreements, understandings and relationships mean the
difference between success and failure. Poor agreements with other
individuals and companies are always breaking down.
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They bring nagging (HBITRE), dissatisfaction

(meymoBneTBOpeHHOCTH) and aggravation (paszapaxkeHue) into your
business and personal life. But good agreements help you to reach
and exceed your own objectives; and they leave the other party
gaining more satisfaction at the same time.

This is true whether you are:

persuading others to work with and not against you;

working on a problem with someone important to you;
breaking or avoiding a serious deadlock (a difficulty offering
no workable escape);

managing and supervising those responsible for doing the
work properly in your organisation, in other departments and
on the outside;

finalising and administrating simple or complex contracts;
determining the price and terms at which you buy or sell.
There are different approaches to negotiating but the one

presented here aims towards mutual advantage, long-term business
relationship. This collaborative rather than a confrontational
approach suggests a realistic and clear strategy of pursuing one’s
own interests while maintaining good human relations with nego-
tiating partners whose interests conflict with yours.

The most important elements of negotiations are as follows:

identity, message, offer, conflict, settlement.

Nk W=

Task 3. Translate into Ukranian or Russian.

|

purpose;

to identify oneself clearly;

relevant;

to keep the conversation moving;

to show interest in what the other side has to say;

to exchange opinions on;

to agree on the overall procedure so that both sides could
have a clear idea of the agenda;
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10.
11.
12.

—_—

10.
11.
12.

to create the climate of cooperation by seeking positive
re-sponses to relatively small points;

to recap;

to check understanding by recapping on key points;

to use a lead in to questions and check assumptions;

to make a counter offer.

II.

to put forward options;

evaluate giving brief reasons for and against;

to maintain an efficient climate by saying “yes” before you
say “no” and to state the reason;

to make a bid (mpemnoxeHue IEHBI, 3asBKa) or a proposal
clearly and firmly before accepting or rejecting a bid or a pro-
posal;

to clarify your understanding of what the other side is
proposing;

to make new offers in response to the other side’s offers;

to reduce the force of rejection using the phrase “I’m afraid”;
to summarize agreement reached and responsibilities
assigned;

to identify areas for further action;

to fix the date for the next meeting;

offer may be revoked (ormMenuTsh) or withdrawn;

offer specifies the manner in which it must be accepted.

The structure of negotiations

The structure of negotiations has five stages. Each stage has

its specific purpose which is achieved through appropriate strategies
and tactics, i.e. ways and means getting a desired result.

The first stage is socializing. Relationship building can often

set the climate for the whole negotiation. To be a success in rela-
tionship building you should identify yourself and other people
clearly by name. To keep the conversation moving you should add
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any other relevant details about your or their job or company. It
goes without saying that you should show interest in what the other
side has to say.

Participating in negotiations you should keep in mind infor-
mation exchanging tactics. First of all you should agree on the over-
all objectives and procedure so that both sides could have a clear
idea of the agenda.

Try to do your best to create the climate of cooperation by
seeking positive responses to relatively small points. Express open-
ing statements clearly and directly.

Check understanding by recapping on key points the other
side has made. Maintain cooperation at the questioning stage: use a
leadin to questions and check assumptions.

To clarify the proposal tactics the partner should put forward
options; evaluate each one giving brief reasons for and against. It is
important to maintain an efficient climate by saying “yes” before
you say “no”.

The negotiators should clarify their understanding of what the
other side is proposing and give a clear reaction to other side’s
rea-sons and proposals.

To reduce the distance between what you want and what your
partners want, the negotiators should make new offers in response
to the other side’s offer.

Offers and their acceptance are linked to conditions. Using
the introductory phrase such as “I’m afraid” you may reduce the
force of rejection.

Closing the deal summarise agreement reached and responsi-
bilities assigned, identify areas for further action and fix the date for
the next meeting.
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UNIT 11
NEGOTIATING STYLES

Read and act as an interpreter.

Individuals can have different negotiating styles and differ in the
emphasis placed on particular stages of the negotiations. There are
cultural differences too. A German, for example, buyer usually moves
directly from the relationship building phrase to the bidding phrase
without agreeing procedure or exchanging information. While this is a
rather extreme example, German negotiators often move to the bidding
phrase sooner than may be expected by the other side.

Cr. CkaxiTh, OyJb JIacKa, Yd BIIMIHHOCTI B HalliOHAJIbLHUX
KyJbTYypax BIUIMBAIOTh Ha NIEPETOBOPH?

[Ip. Different national cultures place different emphases on
the main selling features of a product or service. They stress person-
al service and benefits to the customer.

The advertisement designed for a German target audience
talks about technical features and exemplifies these features by
quoting relevant facts.

Cr. llo HeoOXiJJHO 3HATH MPO MapTHepa J0 MoYaTKy Mepero-
BOPiB?

[p. Clearly, when preparing for an international negotiation,
it is important when working out the focus of questions to establish
customer needs. American or British buyers may expect lots of ques
-tions from the seller before any presentation of benefits is made.

A German buyer expects a clear and factual presentation of
technical features supported by concrete examples but relatively few
questions about needs.

Cr. S 4yB, 0 YacTO KyJIbTYPHI OCOOJIIMBOCTI BIIMBAIOTH HA
YCIIiX MeperoBopis. SIk MOKHA [IOMY 3a1t00ITTH?

[Ip. Different cultures place varying degrees of emphasis on
the importance of relationships building. In many Middle Eastern
countries no business can be done until a relationship of mutual trust
and confidence has gradually been built up between the two parties.
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By contrast, in Finland, small talk before a negotiation is
generally kept to a minimum, and most of the relationship building
will take place afterwards, in a restaurant or sauna.

In many cultures people find it easier to build a relationship
with a potential business partner in a social setting. This is particu-
larly true of many European cultures, such as Spain, France and
Great Britain. But it’s bad manners to discuss business at social
occasion in India.

Cr. { uyna, mo B SInoHii BI3UTHY KapTKy AAOTh IIPH 3HANOM-
cTtBi, a B HiMeuunHi nume HanpukiHmi 3yctpivi. He Mornmu 6 Bu
po3Kazatu npo ue?

[Ip. The practice of immediately handling over a business
card is most common among the Japanese. It has the advantage of
helping you to remember unfamiliar names and to understand bet-
ter the role and status of the members of the other negotiating team.

However, in other cultures, for example, Germany, it’s more
common to exchange business cards at the end of a meeting.

Cr. CkaxiTb, Oyap nacka, npogecop biekmeH, Sk cTaBasiTh-
Csl B pi3HUX KpaiHaX JI0 pyKOCTUCKaHHS?

[Ip. The amount of touching acceptable in different cultures
also shows great variation and depends on the gender of the partic-
ipants. You have to shake hand when you are coming or going in
Russia, Germany, being in Britain you usually only shake hands
when you meet someone for the first time.

Latin American cultures permit more physical contact
between men than, for example, European cultures. The distance at
which two people stand from each other is also different. In Arab
and Latin-Americans cultures, people generally stand closer
together when talking than European or Americans do.

Cr. § 3Hato, 10 ICHYIOTh TIEBHI TpaBWIa, PO 10 MOXKHA 1
PO 110 HE MOYKHA TOBOPHTH IIiJ Yac IEepPEeroBOpiB, PO3KAXKIThH PO
e, Oynb J1acka.

IIp. It is certainly prudent to avoid controversial topics at this
stage of the negotiation. However, the conventional “taboo” politics
and religion may be acceptable if you concentrate on information-
gathering type questions (who/what/how?) rather than questions
which may imply comment or criticism.
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Cr. Mp. brexmeH, OSACHIT, OyIb JacKa, BiJl YOTO 3aJICKHUTH
CTHJIb TIEPETOBOPIB Ti€l UM IHITOI CTOPOHU?

[Ip. Negotiating style is determined by attention given to dif-
ferent stages of negotiating by different nations.

The Japanese treat the negotiating process as a ritual in which
the principle of harmony is uppermost. This requires the careful and
painstaking establishment of good personal relationships as the first
step in the process.

The Japanese ask a lot of questions in order to detect points
of weakness and they rarely make important decisions or conces-
sions during the negotiations.

Direct pressure is rarely used, and they will not respond to
pressure tactics. Because of the need for behind-the-scene consen-
sus and harmony-building activities, negotiations with the Japanese
take much longer.

Cr. Mp. briekmeH, po3kaxiTh, Oyab J1acka, PO CTUJIb NOBEI-
HKHM aMEepHKAaHI[IB Ha IEPETOBOPAX.

IIp. Americans tend to use a highly individualistic and
in-formal style of negotiation in which straight speaking and
pressure tactics are important. Negotiation is seen as a competitive
process of offer and counter-offer, and decisions can be made
quickly, often at the negotiation table itself.

Cr. Un BiApI3HAETHCS CTWIb BEJECHHS JIJIOBHX TEPETOBOPIB,
SIKi BEJyTh aHTJIMCHKI Oi3HECMEHHM, BiJl CTHIIIO aMEPHKAHCHKUX
0i3HeCMeHIB?

[Ip. The British tend to emphasise the establishment of a
sociable and sensitive relationship and to see the negotiating process
itself in terms of problem-solving rather than hard bargaining and
strong strategy. Oh, I think if there are no more questions, we can
finish. It was pleasant for me to communicate today with you. I
wish you good luck in your future profession.

NEGOTIATING AND INTERNATIONAL BUSINESS

Most researchers differentiate five separate steps in the nego-
tiating process: preparation, relationship building, information
exchange, persuasion and, finally, agreement. In an international
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negotiation, the steps are the same, but they are influenced by the
nature of the culture with which you are negotiating. Therefore, the
first step to a successful international negotiation is to understand
the culture that you will be dealing with. Be especially aware of
how that culture’s style differs from your own and be prepared to
deal with it.

American Negotiating Style

Americans tend to question and challenge points presented at
business meetings. We are quick to jump into a presentation or busi-
ness discussion and stay with it long into dinner and afterward. We
tend to be direct and to focus our efforts on completing the task at
hand. We use a competitive and confrontational communication
style. Americans usually operate under time pressure, which some-
times leads us to betray our impatience during protracted business
meetings. In general, we approach a meeting with target deadlines
for signatures and closure. We tend to assume that one individual,
with the approval of upper management, can have full control of the
decision-making process.

When Americans make an agreement, it is usually the value
of the deal that makes it attractive to them. Americans are less con-
cerned about from whom they buy their products and services, and
more concerned with cost, features and value for the money. We
tend to approach a product or sale from a marketing standpoint,
trying to weigh the value and opportunities the products offer our
customers. When buying product packages, Americans will keep
trying to improve the deal with features or enhancements before
making their final offer. Americans believe in contracts and adhere
to their terms.

European Negotiating Style
Researchers who have studied negotiating: European style
European negotiating styles note significant differences between
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Americans and Europeans, and even among the Europeans them-
selves. They suggest that the British use a “soft sell” (less direct)
compared to Americans, while the Germans use a “hard sell” (more
direct). The French are confrontational and welcome competitive
debate; the Italians must develop interpersonal comfort before nego-
tiating. The styles of what many business people consider the “big
four” European cultures (France, Germany, Britain, Italy) are
described in more detail below.

French Negotiations

The French have been described as less team-oriented than the
other “big four” European cultures, so negotiating at the individual
level may be preferred. However, if there is a French negotiating
team, there will most likely be a leader. Most people who deal with
the French tend to agree that they are more argumentative than
Americans in every aspect of business, including the negotiation, so
be prepared. Although Americans will participate in debate if it is
rational and necessary to clear up differing opinions, they prefer to
strive for cooperation. The French, however, view debate as a
stimulating part of a negotiation.

The French will be well prepared to negotiate, and you should
be as well. It is expected that parties at the negotiation session have
the power to make decisions. Effective negotiation strategies
include logical proposals, logical arguments and logical counterpro-
posals. A negotiation may be dealt with on an intellectual level and
in more abstract terms than Americans are accustomed to. The
French may discuss philosophy and seek proof that all points have
been taken into consideration. As a result, Americans, who like
discussions to be cut and dried, may feel that the French are talking
in circles and not getting to the point. The French tend to be more
risk-averse than Americans, so more time will be spent on assessing
the pros and cons of each outcome.

Americans will tend to work more quickly than the French
and desire closure quickly, while the French will be more patient.
Important negotiations will be treated as formal meetings in France.
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This may mean more elaborate openings than Americans typically
are accustomed to, however creative ideas that are well-presented
and well-researched are still positively received. Preliminary steps
of a negotiation may include some intellectual debate and discus-
sion to get a feel for your capabilities, although Americans may
view these techniques as argumentative and unproductive. Expect
conflict and challenge during the negotiation, and expect to defend
your proposals. The French tend to be stubborn, and they may push
points to an extreme. Details are important, but tend to be dealt with
at the end of the negotiation.

German Negotiations

Germans are viewed as prepared, serious, and well-organized
about negotiations and are seen as the toughest of the Europeans in
their negotiating stances, and the least influenced by interpersonal
issues. Germans try not to allow relationships to interfere with the
job. For this reason, in the preliminary stages of negotiations,
German managers may appear to be cold and impassive. They will
be very well-prepared and will focus on the technical aspects of the
discussion, expecting fully-detailed data responses. Because of this,
sessions might become quite long.

Negotiations with Germans will be formal and will follow an
agenda. Germans will select negotiators who are knowledgeable on
the subject under discussion and will frequently include technical
staff. They will expect proposals that are technical in nature, with
details spelled out. They will expect you to have researched their
products and their markets thoroughly.

Germans are not known as risk-takers and so will be more
cautious and slower than Americans in business sessions. Despite
this, decisions do tend to be made in the meetings. They want to
invest in sound projects that have a good chance to show a profit. In
addition to high quality, they will expect solid warranties and excel-
lent delivery dates. Conflict during negotiation is viewed as inade-
quate preparation, which leads to confusion. Emotional outbursts
and frequent interruptions are not appreciated. The Germans prefer
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discussions to be direct, detailed, and precise. They will tell you
exactly what they want and will have planned counter arguments
and back-up arguments. However the Germans will, more than
other European cultures, look for common ground on which to
make progress.

Decision-making with the Germans will take more time than
Americans are used to, since they will want to analyze all the details
of the presentations and discussions. It is a good idea to have copies
of all materials, brochures, technical data, etc., as well as the
minutes of the meetings, available for review. Top management
must approve decisions, but once approved the Germans will tend to
stick to the final agreement and not reopen the closed deal for
re-negotiation later.

British Negotiating

Most Americans feel quite comfortable negotiating with the
British, probably due to the language and cultural similarities
between their countries. When it comes to business negotiations, the
British are also similar to Americans in that they share concerns for
bottom-line profits and short-term results. However, their negotiating
styles are different: The British are open about their opinions, but
they will present them in a less direct manner, emphasizing
courtesy, formality, and tact. The British will be less likely than
Americans to show their true emotions, so it can be difficult to read
their responses. Everything is very reserved and understated in
Great Britain; people there try to conduct business in a proper
manner without offense or imposition, and will use humor to ease
any tensions that may arise in a business discussion. Americans will
tend to focus on getting the job done quickly, and tend to be much
more blunt and straightforward, putting everything on the table at
once. The British are risk-averse and will therefore be more
cautious in negotiations, favoring security and status quo.

Decisions are also made differently in the two cultures.
Americans tend to use concrete data, while the British will use
concrete experiences. The British will avoid engaging in debates or
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bargaining in negotiating sessions. A clear and reasonable approach
to negotiations with the British is usually the best approach. Be-
cause the negotiation process is very delicate, Americans are cau-
tioned against playing all their cards at once. It is better to hold
something back, playing one card at a time to keep the negotiation
in balance.

Italian Negotiations

Interpersonal relationships are very important in Italy. Italian
executives need to feel that they can get along with you in order to
do business with you. At the same time, it is important to note that
Italian businesspeople are confident, shrewd, and competent nego-
tiators. Initial negotiations with Italians can include a lot of casual
talk and positioning tactics. These initial getting-to-know-you
tactics will last until they feel comfortable; then the negotiation
process will start.

It is important for the American executive to realize that
negotiators are quite different in Italy than in other countries of
Europe, although the specific manner in which the negotiation is
conducted depends on the person’s individual style. Italian execu-
tives make take a long time to get to the point, interrupting each
other and maintaining multiple conversations at once. In a formal
negotiation, the lead negotiator may spend a great deal of time
building an emotional appeal with some theatrics thrown in. For the
most part, you will need to sit through the soliloquy until it is done,
and this may take some time. As far as the Italians are concerned,
they are giving you the benefit of a complete understanding of their
position, both the tactical and the emotional. If you are planning to
give a presentation during a negotiation, make sure it is organized,
clear, and to the point, but with polish and dramatic appeal to your
audience. Concluding a negotiation with Italian managers can go
quite quickly. However, be aware that identifying the decision-
maker is not always easy. Many times those whom you might
believe are there to close the deal are merely there to watch the
meeting or offer more variables.
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Asian Negotiating Style

Asians use the business meeting for information gathering,
for presenting ideas, and for developing consensus. Much of the
material they want to cover at the meeting can therefore seem obvi-
ous or even intrusive to the American business executive. While the
American concept of privacy is growing in Asia, it still does not
meet Americans’ expectations. For example, you may be asked very
personal questions, such as your age or your salary.

Business privacy is of even more concern. Most Asian firms
know everything about their competitors’ activities within the re-
gion. Accordingly, they may ask you questions about competitors
that you do not wish to answer. Try to deal with these issues tact-
fully without causing a loss of face. These questions are actually
efforts by your Asian associates to get to know you and their com-
petition better. It is important for Asians to trust the people they
work with first, before the quality and reliability of the products are
taken into consideration. However, they may also want to under-
stand your competition, so you must be tactful in how much infor-
mation you share.

The Chinese can be unexpectedly blunt and direct in their
dealings with Americans, while the Koreans can be very emotional.
The Koreans have the strongest, most visible pride of the four
“Asian tiger” countries (Hong Kong, Singapore, South Korea and
Taiwan), and a discussion with Koreans can take a turn for the
worse if they feel you have issued them a challenge. The Chinese
tend to be more forthright, so their business dealings may appear
more aggressive than those of the Koreans.

In general, Asian cultures do not resolve issues or make deci-
sions at the negotiating table. This is done in between or after meet-
ings. It is customary for them to informally and unofficially drop
hints and make inquiries outside of the meeting rooms during
breaks and in the evening. When things are not going well, they
may deliberately delay proceedings through a variety of tactics
rather than admit that something is not working out, and may even
report that things are going well when they are not. You must there-
fore exercise caution before accepting anything at face value.
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Asians do not look upon a contract as the end of the negotia-
tions. To them it is just the beginning of a relationship that will
change continuously as it is reevaluated and renegotiated. Fre-
quently, it is after the agreement is signed that problems arise. In
their desire to ensure harmony, Asians may give answers they
believe Americans want to hear, rather than true answers. This can
prevent you from obtaining a realistic picture of what is going on
and lead you to assume that the deal has come to closure. Complica-
tions arise when you proceed as if the deal has been closed and the
Asians continue to explore more areas for compromise. A savvy
businessperson will therefore continue to assess whether every
aspect of the business discussion has been accepted to ensure that
both sides are comfortable with each point of the agreement before
moving on to the next.

Americans and Chinese usually send only one or two people
to business meetings to be responsible for the negotiations and deci-
sions. Americans expect that this limited staff can cover all the
issues, and often these participants are prepared to present terms and
conditions to close a deal with their Asian counterparts. The Kore-
ans and the Japanese generally bring a team of people who are adept
in their field of expertise so that all the information is directly at
hand. It is very difficult for these cultures to understand how one
person could be knowledgeable enough to represent all the corpo-
rate disciplines and answer all the possible questions that could
arise. Americans likewise may wonder how Asians can afford to
send so many staff members and allow them to be away for so much
time. If you cannot bring your team along, offer to carry back
questions you can’t answer or locate the needed information by
faxing, e-mailing, or phoning the head office.

Modifying Your Style for Negotiations with Asians

When you are negotiating with Asian counterparts, you will
likely need to adjust your style to be more compatible with the
culture in which you are working. For most Americans, this means
toning things down. For example, Asian companies are often hierar-
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chical, but every level has input in the final decision. In contrast,
Americans tend to focus on the key decision-maker, such as the
president, to ultimately endorse our products or presentations.
Americans have less regard for hierarchy than our Asian counter-
parts, so will often try to jump rank to quickly talk to a high-ranking
decision maker. However, using this American style in Asia is not
advisable. Instead, you should operate within the Asian system and
gradually elevate your ideas from lower to upper management.

Americans tend to talk more than listen. We use business
meetings to brainstorm, throwing out ideas and examining them on
the spot. Asians, on the other hand, use business meetings to share
information on issues that have already been resolved. Working
with Asia can accordingly be frustrating if you work on short dead-
lines — or rewarding if you have patience and endurance. Try to
have the patience to listen to your Asian counterparts and watch
their body language as they speak. Often a yes is used simply to
acknowledge your statement. Americans often misinterpret this as
solid agreement and become confused later when they find they
have not closed the deal.

Work with your Asian counterparts, not against them. Focus
your negotiations on how both of you can benefit. And finally,
know both your products and theirs. Knowing your product line and
understanding how it can fit into their strategy will help strengthen
your position. View the negotiations as a key to establishing and
retaining a long-term relationship. Take care to work out any points
of disagreement that may arise during your discussions.

Tips on Negotiating in Asia

) Prepare an agenda. Find out who will be attending, and match
them rank for rank. Assign someone at the meeting to take
notes. Review the notes at the end of the meeting to make
sure both sides are in agreement. Make copies of the notes so
that the appropriate parties can follow up on any items that
have not been resolved or which need more discussion. This
allows you to address any concerns or miscommunications
immediately.
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Use the first meeting to build your relationship and establish
a working rapport. It is best not to launch directly into your
business proposal.

Make sure that you are well-prepared before entering into
negotiations. Asians in general will be prepared to cover
many aspects of the business with you. Have a clear under-
standing of what you want, your must-haves, give-aways, and
your fallback position.

Remember that “saving face” is an important concept in Asia.
Instead of saying ‘“no” to your request, your Asian business
contacts may say “yes”, even if they don’t mean it, to avoid
upsetting you.

The best approach is not to ask yes-no questions, but rather
open-ended questions that will initiate some dialogue be-
tween you.

Observe your Asian contacts closely, since you may be able
to spot nonverbal clues that indicate they do not agree with a
point. A “yes” response or a smile may mean merely “I hear
and understand you”. Draw out the discussion further to find
out what their position is.

BUSINESS NEGOTIATIONS WITH THE KOREANS:
A CROSS-CULTURAL PERSPECTIVE

Background
In recent years, China and Japan have been the focus of most

research on joint ventures. Little has been done on South Korea
even though its economic miracle rivals Japan’s. From the ravages
of a war-torn economy of the 1950’s, it is now the seventeenth larg-
est economy in the world. According to the Economist (1989), “In
economic terms, the question is not if South Korea will leave
behind developing country status and join the OECD, but when:
1992 looks the likely answer”.

71



Analysis of Korean-Foreign Ventures

A. Equity Share

As is also the case in Japan and China the percentage of
equity share or ownership is the most sensitive and contentious
issue to be negotiated between a Korean partner and a foreign en-
tity. The Korean partner typically desires a majority equity position
in part because of Korea’s previous domination by foreign powers.
From the Western perspective the degree of operational dependence
on the Korean partner in building networks, establishing relation-
ships with consumers and suppliers, and government liaison gives
the Korean partner a critical role in the venture. Western companies
usually want a 51% equity ownership for accounting reasons, so
that they can consolidate their profit/loss statements. Additionally,
Western companies want to have an adequate control in managing
the joint venture. As one Western executive concluded, “We would
not have been able to push through a lot of the things if we did not
have that 51%. I have heard and discussed with other people here
who have not got that percent — they (the Korean partner) will listen
and just go their way. Status is so important in this community that
the status of 51% just gives us that extra clout”.

B. Management Control
This was reflected primarily in two areas:

1) Representation on the Board of Directors:

This is usually commensurate with the percentage of equity
ownership. However, in instances where there is 51/49% split, there
is usually equal representation on the board. As in the case of both
Japan and China, even if the Western partner has 51% equity
ownership, most decisions are made through discussion rather than
through votes.

2) Staffing of senior management positions in the venture:

The Western partner usually wishes to staff certain key posi-
tions with Western expatriates (including ethnic Koreans who have
taken up Western citizenship or who have worked with the Western
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company in the U.S. for a period of time) for two reasons. One rea-
son is the U.S. company’s concern about control over usage in the
case of technology transfer. The second reason is the U.S.
company’s concern that the Korean partner will combine the joint
venture’s activities with that of the business group in terms of
financing and personnel.

The Koreans on the other hand feel they should have control
over management for two reasons: national issues and their belief
that the Korean business environment is unique, therefore they
possess better knowledge and understanding of how to run and
manage an operation in their own country.

CHARACTERISTICS OF KOREAN DECISION-MAKING
AND NEGOTIATION STYLE
Speed of Decision-Making

Compared with their Japanese and Chinese counterparts,
Koreans generally make decisions more quickly because most
Korean companies are still run by the owner/founder of the com-
pany, and hence decision-making tends to be more centralized.
Despite this relative speed of decision-making, relationships are still
pivotal to all aspects of societal functioning.

Personal Considerations vs. Western Logic

Virtually all Western partners who were interviewed
perceived that Koreans were illogical in the decision-making proc-
ess. The Westerns felt that the Koreans tended to focus on trivial or
emotional matters rather than on issues that were the subject of
negotiation. The Korean partners on the other hand felt that Western
logic or reasoning may not be the only way of trying to persuade or
convince your partners to pursue a certain course of action. Accord-
ing to S.H. Jang (a consultant in Korea), it is important to under-
stand KIBUN, which translates as “The personal feeling, attitude,
mood, the mental state which is an extremely important factor in
ego fulfillment”.
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Profit Motive

Profit may not be the most important objective or motivator
for the Korean partner. Similar to the Japanese, the Korean partner
may be more concerned with market share and growth. This has two
implications for the foreign investor. First, it takes time to build up
market share and growth so he must be prepared to operate in the
red for a period of time.

Second, money in the Korean context may not be the most
important device in motivating employees. Other factors involved in
ego fulfillment such as status, position title, office size, company
car, chauffeur, corporate credit card, can become important motivat-
ing devices.

KEYS TO SUCCESS IN NEGOTIATING
WITH THE KOREANS

Complementarity of Product/Service

One of the prime motives for a Korean partner to enter a joint
venture relationship with a foreign investor is to gain access to
advanced technology. One implication of this is that once the
foreign partner can no longer provide the desired service or techno-
logy, then the original objective that brought both the Korean and
foreign partners together will dissipate. For this reason, many of the
Western partners felt that they had to constantly maintain a techno-
logical lead on their Korean counterparts.

Patience

Although Koreans, as compared with their Chinese and Japa-
nese counterparts, tend to make decisions more quickly, personal
relationships are still fundamental to success in Korea. Patience is
required to build and nurture these relationships. Patience is also
required because industry is still in a state of transition in Korea.

Respect for Cultural Differences
In dealing with Chinese and Japanese counterparts, know-

ledge of cultural differences will not guarantee success, but a lack of
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cultural awareness could be a principal factor for failure. All the
Western partners agreed with this finding. But Korean partners went
one step further. They said that knowledge of the Korean culture
and language is imperative to success.

Many of the Western executives who had experience as man-
agers in other parts of East Asia cited the difference in attitudes and
value systems as factors contributing to the difficulty of operating in
Korea.

An example of marked cultural differences between Western-
ers and Koreans lies in the attitude toward law and the sanctity of
the contract. In the Western context a contract sets out duties and
responsibilities for each side and is supposedly sacrosanct. In the
Korean context, which is similar to that of Japan and China, the
contract is considered an organic document which can change as
conditions evolve. Another example of cultural differences lies in
the use of expensive gifts and lavish entertainment as part of busi-
ness practice in South Korea. While this is generally interpreted as
bribery in Western context, it is quite commonplace in the Korean
context.

Need to Establish and Nurture Relationships

As is the case with both Japan and China, it is important to
build and maintain personal relationships, otherwise the venture is
doomed to failure. Relationships in Korea are formed on the basis
of a) blood which includes members of one’s immediate or
extended family; b) school ties; and c¢) geography, such as coming
from the same clan or village.

There are several reasons why it is important to build a rela-
tionship. First, many of the Korean partners indicated that they were
willing to pay a price that is ten to fifteen percent higher if they
know or have developed a good relationship with that particular
company. According to one Korean executive, “We have a saying in
Korea that we get a contract not because we are qualified, but
because we know somebody”. Second, it is important to maintain
good contacts with appropriate government ministries. Even with
liberalization the Korean government still exercises heavy influence
over all aspects of society.

75



Recruitment and Staff

Foreign joint ventures are at a disadvantage when recruiting
staff in South Korea. Given the complexities of operating in the
Korean environment, many Western companies feel that they have
to hire local nationals to manage the company’s daily affairs. How-
ever, unlike the 1950’s and 1960’s when Koreans preferred to work
for foreign companies because of higher salaries, the Westerners are
now at a disadvantage in terms of recruiting competent local nation-
als. There are two reasons for this: first, relationships formed
through former school ties play an integral part in staffing. If a
foreign investor is unable to hire someone from Seoul National Uni-
versity, for example, then he will not have those desired ties with
people in the government, etc. The second reason is that, in Korea
(as in Japan) there is social stigma attached to employment in a
foreign company. It is perceived that the foreign company will not
have a long-term commitment to the enterprise in Korea.

There is one major difference between Korean and Japanese
employees. In the case of the Japanese employee, he feels that he
owes his loyalty to the company, while in the case of the Korean, he
feels that he owes his loyalty to the person for whom he works.
Hence attributes of the Korean employee’s boss such as special
skills, technical expertise, leadership, intelligence, etc. play an
important role in recruitment.

Long-Term Commitment

Market share and growth are important objectives from the
Korean partner’s viewpoint. This is possible because as stated
earlier, many Korean companies are operated and owned by their
founders. Therefore, it’s easier for them to take a longer-term
perspective. Difficulty arises because of the difference between the
typical Western attitude towards a short-term orientation and the
Korean preference for a long-term commitment.

The attraction for the foreign investor of forming these kinds
of joint ventures with Korean partners lies in the growing economy
and market size of South Korea. While having the right product or
service is important to a joint venture, that alone is inadequate to
guarantee success. Differences in value systems play a significant
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role in influencing people’s perceptions on what is an important
issue, decision-making and negotiation procedure. Although joint
ventures between Korean entities and Western partners seemed
fraught with frustration and difficulties, practical results may be
achieved if a foreign partner is willing to invest time and energy in
building and nurturing social relationships, and in understanding the
Korean context.

Latin American Negotiating Style

Latin Americans generally prefer to conduct business nego-
tiations face to face. The personal aspects of business — developing
and maintaining relationships -- are very important here, and the
hard, direct approach frequently associated with the U.S. nego-
tiating style does not work well in any country in Latin America.

Most Latin American business people prefer to work with
people they consider friends, rather than people with whom they
have not established rapport — even if the strangers have a good deal
to offer. In this scenario, the person who is viewed as most trust-
worthy, or even just better known, will get the business.

Negotiating in Latin American countries generally takes
longer than in the U.S. and will include many more dialogues and
interactions. It is important to position yourself as a trustworthy,
sincere businessperson. Sensitive situations such as disagreements
should be dealt with delicately as Latin Americans are less direct
than Americans and they would not put you nor expect you to put
them in an embarrassing situation.

Argentinean Negotiations

Argentineans prefer to conduct business face-to-face rather
than by telephone. When you assemble the negotiating team, make
sure your team includes someone with a good working knowledge
and understanding of Argentina, the Spanish language, and local
customs, as well as of their own business and the specific project.

The decision-making process in Argentina is centralized and
top management will most likely need to provide final approval.
Understand who is at the table, how much authority they have, and
when and who needs to approve the agreements. Argentineans tend
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not to bargain, but prefer a win-win approach that provides mutually
acceptable terms for both sides. This culture will value a relation-
ship as part of the business agreement. In general the negotiations
will be held in a meeting room. Subordinates will arrive early and
higher status executives will arrive later, usually with a personal
secretary and an interpreter; knowing this can help you identify the
key negotiators. Negotiations are started with welcome remarks
from both sides initiated by the host.
Other points to keep in mind in these negotiations:

. Argentineans tend to present a united front at the table and
defer to a key negotiator.

o Often the main spokesperson is the only person who speaks
during the meeting; the rest of the team remains silent.

. Argentineans emphasize persuasiveness and use friendship to

secure concessions. You should respond to this by separating
the personality from the issue.

o Temper may be used as a tactic to secure concessions. Be
patient and calmly get the negotiations back on track.
o Argentineans will use contracts and have lawyers and

accountants review them in depth.

Brazilian Negotiations

Brazilians view a negotiation as a relationship and a long-
term agreement; therefore you need to spend time building rapport
with your colleagues. The negotiation process will take longer in

Brazil than the U.S., although it will be somewhat faster in the

major city of Sao Paulo. When you select your negotiation team, keep

in mind that the Brazilians will send a person who is well-educated,
informed on the issues, and well-versed on American protocol.
Keep in mind:

. Many Brazilian firms are privately owned, therefore it is
important to understand with whom you are conducting busi-
ness and who will be making the decisions.

o Brazil is a hierarchical society, therefore it is important to
understand how decisions are made. Decisions may be made
at the top and these participants may not be present at your
meeting. Therefore don’t push for a result but rather under-
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stand what the other side needs and who needs to participate
in the decision.

o Compared to other Latin American countries, Brazilians are
more individualistic and have less concern for team consensus.
You may be faced with one person trying to “outdo” the
other.

o Brazil is a risk-averse culture so many times you will be
faced with an attitude of playing it safe rather than taking
risks to accomplish the goal. Also, power and prestige may
come into play.

o Agreements will be confirmed with a handshake and a formal
agreement.
) If this is your first time working with Brazilians, you may

want to use an agent who is adept at Brazilian business,
contracts, and culture.

Mexican Negotiations

Mexico is a relationship-oriented culture in which family is a
primary concern. Take the time to discuss and develop relationships
with your Mexican counterparts. They may want to discuss their
family and inquire about yours. They will expect a fair amount of
socialization in a relaxed manner before proceeding into business,
so plan some socialization time into your schedule. In addition, plan
to spend more time at meetings than you are accustomed to in the
U.S., although this will differ among locations in Mexico. Some
American business people suggest that scheduling two meetings per
day is the maximum recommended in Mexico. Mexican laws and
culture are different than in the U.S. If it is your first visit it is worth
hiring a professional advisor to help you through the business proc-
ess. Choose your advisor carefully and get strong referrals on their
work. Your advisor should be well-versed in Mexican accounting,
legal practices, and customs.

When negotiating with Mexicans, also consider:

o Mexicans do not rush into business, so you need to slow your
pace and not put all your cards on the table right away.
) Mexico is an insular community; therefore developing and

keeping relationships are important. If you offend someone it

79



may carry over into business with others who appear not to be
related.

o If the business situation does not work, exit humbly and
quietly so that you don’t hamper future negotiations or other
business networks.

o Don’t bargain during negotiations. The negotiations are much
stronger if you work on winning solutions for both sides.
o Be prepared to discuss items not on the agenda. While an

agenda is important in a negotiation, Mexicans may deviate
from the topics. Be flexible and when appropriate gently ease
back to your key items.

o Mexican negotiators have been reported to posture during a
negotiation session. Keep this in mind and don’t react
negatively to the behavior, but rather try to be sensitive to
what is being expressed.

Instructions to be read, translated and remembered

3amam’siTaiiTe, MO MeTa NEPEroBOPIB MOJSITae B TOMY, 11100
JOCSITTH B3a€EMHOTO NMOPO3yMiHHs. Bamna mera mae OyTtu peanicTuy-
HOIO, & YiTKa CTpaTeris MOCTYNOK Ma€e OyTH CIpSMOBaHa Ha JIOCAT-
HEHHs [IEBHOI BaIlIO] METH.

PerensHO mpoxmymaiiTe mpouenypy IEperoBopiB Ha CBOIO
KOPHCTb, ajleé MPOJAYyMaiTe TaKoX, Ha SIKi MOCTYINKHM BH MOXKETE
MTOTOTUTHCSI.

3BepHITh yBary Ha BHBUYEHHSA KYJIBTYPHHX OCOOJMBOCTEH
KpaiHu, SIKy NpeACTaBIsIOTh Bamli napTHepd. CrpoOyiite 3po3ymi-
TH, Ha IO 3BEPTAIOThH yBary Ballli TAPTHEPHU MPH 3HAHOMCTBI, KU
piBeHb (popManbHOCTI MOXKe OYTH JOIMYCTUMHM, SIKi XapakTepHi
MpUAOMH BHKOPUCTOBYIOTH Ballli HAPTHEPH B MPOILECI TOPTiB 1 SIK
JIOBI'O MO-)KYTh TIPOJIOBIKYBATHCS IEPETOBOPH.

JloOpe BiampanboByWTe aHIJIIHACHKI KIIIOYOBI (pasu, siKi BH
BXKMBAaTUMETE NpY BeACHHI neperosopis. Lle monmomoxke BaM mpaBu-
JIBHO (JOPMYIIOBATH JYMKY, YiTKO BUCIIOBIIIOBATHCS, YOTO BH XOUETE
BiJl mapTHepa, e(peKTHBHO TOPryBaTHCh 1 BUKOPHUCTOBYBATH €(DEKTHBHI
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MPUITOMH HATUCKY Ha MapTHEpa, JOMOBIATHCS 1 YCIITHO AiATH 10
MTOPO3yMiHHS.

YiTKO pOo3moMiIiTh OOOB’SI3KM WICHIB Ballol KOMaH/IH, sKa
Oyne OpaTu y4acTh y MEperoBopax, i KOOPAUHYHTE ixXHI Aii, SKIIO
BU € ninepoM kKomauau. CliJi MPOBECTH POJILOBY TPy BalIUX Tepe-
TOBOPIB 3 TUM, IIO0 YiTKO BiIpaIioBaTH MpodiemMu abo TpyJHOII],
3 IKUMH BH MOKETE 3yCTPITHCS I/l 4ac IeperoBopiB.

Discuss in groups of three or four:

1. Some cultures tend to be collectivist and others individualist.
In a collectivist culture this means that group harmony generally
takes precedence over individual performance and needs.

Examples of collectivist cultures are Japan, Indonesia, Portugal,
etc. Examples of individualist countries are the United States, Italy,
etc.

2. The distribution of power within the companies will also
vary from culture to culture. In cultures with a low power distance,
for example, Sweden and the United States, there is relatively little
emphasis on status.

In cultures with a high power distance, such as Mexico and
Indonesia, position and status play a more important role in working
relationships. It must be remembered, of course, that within any
culture there will be variations in power distance from company to
company.

3. Americans usually mean “Yes” when they nod their heads.
An English person probably just means “I understand”, and an
Asian is just showing interest. “Come any time” means “I want you
to visit me” in India.

If you don’t suggest a time and arrange a visit immediately,
an Indian will think you are refusing the invitation. But if an
English person says “Come any time”, they will think you are
bad-mannered if you start fixing a date.
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Read and translate by paragraphs the text dealing with
general rules of conducting negotiations

The main problem for foreigners is the language — language
signaling intentions of negotiators. In any negotiations there are
four key points:

1. You must listen carefully to what your opponent says. The
important thing is to find out what is in his mind, to read be-
tween the lines.

2. Everything is always CONDITIONAL: no agreement should
he reached until you are satisfied with the conditions on offer
(say nothing definitely until signed).

3. Remember your opponent is listening attentively to every-
thing you say. Think carefully about the effect of your words
before you speak.

4. Whenever you are quoted price, you should always ask one of
two questions: what does the price include or how do you
arrive at that price.

As all negotiations are conditional it’s wise to make sure that
your language reflects this fact. The construction “if... then” is the
simplest and safest way of ensuring that the conditional nature of
the agreement is maintained; “if ... then” construction serves to link
your offer with something that you want in return. If you bought
3,000 units then I would think about a discount.

Everything in negotiations is centred round the price. Prices
are non-negotiable, negotiations are about all other aspects of the
deal: delivery, shipping, maintenance, insurance, packaging, prompt
-payment discount (usually 5%). The longer the bill is unpaid
the bigger is the extra charge.

At times you hear or may find it more appropriate to use a
“mixed conditional” — the structure that is grammatically incorrect,
but which helps in making your opponent’s position firm, while
keeping your position more flexible:

If you buy 3.000 units (not bought), then I would think about
the discount (Eciiz Ber kymuTe ... s OBbI IO yMai O CKUJIKE...)

82



Using the recommendations given below compose the dia-

logue between two business partners. Try to follow all recom-
mendations that have been given in the text below.

o

10.

11.

12.

Ask your friend to act as an interpreter (if necessary).

Remember that a negotiation aims towards mutual advantage.
Prepare realistic objectives, a clear strategy of concession to
achieve those objectives.

Work out a procedure of a negotiation to your advantage, but
agree it with the other side.

Discover as much about the business culture of the other side
as possible. Find out what emphasis they put on the socializing
stage; what level of formality should be expected; what the
typical zone of bargaining may be and how long the negotia-
tions are likely to take.

Practice and rehearse the key phrases in English which will
help you to structure, propose, clarify, probe, bargain, delay,
pressurize, settle and close.

Establish clear roles within your team and coordinate your
tactics. Rehearse the overall situation with your colleagues to
identify problems and difficulties.

Establish a positive emotional climate as soon as possible.
Remember that plain speaking often is valued highly. Do not
be offended if an American speaker, for example, speaks very
directly.

Set the structure of the negotiations and establish a climate of
agreement early by agreeing a procedure.

Define the function and target of each session to avoid
un-real expectations.

Follow the agreed structure and give clear signposts and
signals throughout.

Establish a process of checking and cross-checking early to
avoid misunderstandings and confusion. If something is not
clear, say you do not understand, or ask for clarification. No
loss efface is involved.

Use the techniques of restatement and review to check the
other side’s position or to take time to think.
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13.  Use polite and tentative language to avoid the impression of
arrogance or insensitivity when asking for information or
putting forward proposals, e.g. Could we ask how much ...?
rather than How much ...? or We foresee the need for ...
rather than We want...

14. Be positive: never say no to a proposal or idea. Present a
counter-proposal or identify the positive aspects of the
proposal before declining it with an apology and expression
of regret. Never say something is impossible. Say that it
could be difficult or problematic.

15.  Say yes to the person if you have to say no to the idea.

16.  Whenever possible, emphasize common ground and stress the
positive aspects of the dialogue. Eliminate the negative
aspects by reducing them to objective problems that need to
be solved in a spirit of collaboration.

Task III. Read the text and render it into English. Make a
list of the most common features characterising each nation.

CeBepoaMepuKaHCKasi 1e10Basi KyJIbTypa

CeBepoaMepuKaHCKas JeI0Basi KyJIbTypa CPaBHUTEIBHO MO-
JI0J1a, HO Y’K€ MHOTHUMH HCCIIEIOBATEISIMH, ASIOBBIMHU JIFOJBMH OT-
MEYaroTCs Takue €€ 0COOEHHOCTH, CXOHBIE C YepTaMH HaIlMOHAIb-
HOTO XapakTepa, Kak OpUEHTAINs Ha WHANBUAYAJINU3M B UeJOBeUe-
CKHMX B3aMMOOTHOILICHUSAX, HA CHJIBHYIO JIMYHOCTh B MPAKTHYECKON
JEATEIbHOCTH, & OTCIOA CTPEMIICHUE K €AMHOIUYHBIM PELICHUSM.
AMepUKaHCKHE OM3HECMEHbI OTIMYAIOTCS BHICOKOW JEITOBOM ak-
TUBHOCTBIO, OOJIBIIUMH CIOCOOHOCTSIMH B OOpnOe 3a MPHOBLIb,
CTPEMIICHUEM YTBEPAUTH CBOE IPEBOCXOJCTBO, HCKIHOYUTEIBHOU
YBEPEHHOCThIO B ce0e, CTOHKOCTBIO, BBDKHBAEMOCTBIO, CKJIIOHHO-
CTBIO K PHUCKY. B JI€IOBBIX OTHOMICHHSIX HA IPOU3BOJICTBE TOMUHU-
pyeT 0ecCrpeKOCIOBHOE MMOAYNHEHHE | JKECTKAsT TUCIUILTUHA. AMe-
PUKaHIBI PEBHOCTHO OTHOCSATCS K COOJIOJICHUIO TpaB YeIOBEKa, B
KOH(JIMKTHBIX CHUTyaIlMsIX dYallle BCEro MPHOEraroT K 3aKOHY, K
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ycIyram aaBokaToB. B HedopMaabHBIX B3aMMOOTHOILICHUSX aMepH-
KaHIIbI OOMIAIOTCS APYT ¢ APYroM mpocto. OHM JOCTaTOYHO OTKPHI-
TBI, HECKOJBKO (PaMUIIBbSPHBI aXKe C JIFOABMH, CTApPIIMMHU IO BO3-
pacTy ¥ MOJ0XKEHHIO, BOJIBHO 00pAIatoTCs ¢ MPaBHIAMU CBETCKOTO
ITHKETA, YIBI0UNBBI, BHUMATEIFHO M OEPEKHO OTHOCATCS K CBOEMY
3JI0POBBIO.

AMEpUKAaHCKHH CTHIb BEJICHHUS MEPErOBOPOB MPOSBIISETCS B
CTpeMJIEHHH OOCYAWTHh HE TOJBKO OOIIHME IMOIXOIBI, HO U JCTAJH,
CBSI3aHHBIE C peau3alueil 1oroBopéHHOCTe. AMepHUKaHIIaM UMIIO-
HUpYET He CIUIIKOM oduimansHas atMochepa, OTKPBITOCTb, IPY-
xemooue. OMHAKO OHU HEPEAKO MPOSBISIOT ATOLEHTPU3M, TaK KaK
MOJIaraloT, YTO MPU BEJICHHU JAEN UX MapTHEPHI TOJDKHBI PYKOBO-
JICTBOBATHCSl TEMH K€ MpaBUJIaMH, 9T0 ¥ OHU. [losToMy mapTHEPHI
M0 MIePeroBOpaM HEPEIKO CYMTAIOT aMEPHKAHIIEB CIIMIIKOM HAro-
PHUCTBIMH, arpecCUBHBIMH. AMEPHKAHCKUH CTUIIb BEJCHUS TIEpEro-
BOPOB XapaKTEPU3YyeTCsl JOCTATOYHBIM MpodecCHoHaIn3MoM. Pen-
KO B aMEpPHKAHCKOW JieJierallid MOKHO BCTPETHThH YeNIOBEKa, He-
KOMIIETEHTHOTO B BOMNPOCAX, MO KOTOPBIM BEAYTCS IEPETOBOPHI
(COOTBETCTBEHHO, aMEPHKAHIIEB IMYraeT HEKOMIIETEHTHOCTH MapT-
HEpa). UseHs! enerauy Ha eperoBopax OTHOCUTEIBHO CaMOCTOS-
TEJIbHBI TIPU MIPUHSATHH PElIeHUH. AMEpPHKaHIIbI JOBOJIHHO HACTOM-
YHUBO TBITAIOTCS PEaM30BaTh CBOM €M HA IEPEroBopax, JHOOST
ToproBatbcsi. Kak mpaBmiio, He TeprsaT OONBIINX 3aTSHKEK B Belle-
HUH [IEPErOBOPOB.

Task IV. Compare American and European business
cultures.

EBponeiickas nejoBasi KyJbTypa
EBponeiickas nenoBasi KyJIbTypa HAMHOTO CTapllle aMEepUKaH-
cKkoi. B Toil unu mHOU cTeneHu A He€ XapaKTepHbl OTMEUCHHBIE

YepThl CEBEPOAMEPUKAHCKOM JIEJIOBOM KyJNbTYphl, HO M 3/€Ch
HUMEIOTCS HallMOHAIbHBIE OTJINYUS M OCOOEHHOCTH.
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Tak, HeMeLKOl [JeJ0BOM KyJbType CBONCTBEHHBI TaKUE
YepThl, KaK CTpeMJIEHHE K IOpSIKY, IUCUUIUIMHUPOBAHHOCTD,
MYHKTYaJbHOCTh, SKOHOMHOCTB, IOTOIIHOCTH. |J1aBHOE OTIHYHE
HEMELKOH MaHephl BECTH Jiesla — CTeNeHb oduimambHocTH. Bee
BCTpEUYr Ha3HA4YarOTCs 3a0JlaroBpeMeHHO. BeckMa HEoJOOpHUTETHHO
BOCIIPUHUMAIOTCS BHE3AIHBIC IIPECAJIONKCHUA, U3MCHCHUA. O}ICBa-
FOTCSI CTPOTO, JUISl KSHIIMH B JICJIOBOW OJIEXkK/IEe UCKIIOUatoTCs Opro-
ku. OueHb BBICOKO IIEHUTCS TpodeccrnoHann3M. Bmecte ¢ TeM HEM-
LBl JOCTaTOYHO KOMMYHHKAOENbHBI, JIIOOST IOBECEIUTHCS, Pa3-
BJICUBCH.

st HeM1ieB OoJiee BEPOSITHO BCTYIUICHHE B T€ IEPETOBOPEI, B
KOTOPBIX OHM C JOCTaTOYHOW OYEBHUAHOCTHIO BUAAT BO3MOXXHOCTU
HaXOKACHUSA PCHICHUS. OOBIYHO HEMIbI OYCHb TINATCIIBHO ITpOopa-
0aTHIBAIOT CBOIO MO3HIUIO, B XOJI€ IEPETOBOPOB JIFOOAT 00CyKAaTh
BOIIPOCHI ITOCJIEOBATENbHO, OAWH 3a ApyruM. OHU J00AT MpPUBO-
IUTh (akThl U IPUMEPBI, HEPABHOAYILIHBI K LUdpam, cxemam, 1ua-
rpamMMaM. Bo Bpemst eperoBopoB ¢ HUMHU HaJl0 OBITh JIOTUYHBIM B
apryMEeHTald M TOYHBIM B HM3JIOKeHHM (akToB. Llensrcs uect-
HOCTB U NpsiMOTa. IIpu 3aKiIroueHNH CIeJIOK HEMIIbI OyAyT HacTau-
BaTh Ha >KECTKOM BBINTOJIHEHUH IIPUHATBIX 06H33TGJ]I)CTB, a TaKXKe
YIJ1aTe BBICOKUX HITpa(i)OB B ClIy4a€ UX HCBBLIMIOJIHCHUA.

AHIJIMYaHe XapaKTepU3yIOTCs JIEJOBUTOCTHIO, TOYUTAHUEM
COOCTBEHHOCTH, TPAIUIINN, BEKITUBOCTHIO, 3aKOHOMOCTyIIIaHneM. B
OOIIICHUH OHU OYEHb CACP)KAHHBI U MICHETHIBHBI, YTO MHOTIA BOC-
MPUHUMAETCSI KaK 3aMKHYTOCTb, YOIIOPHOCTh. B Oecenax meHuTcs
YMEHHUE CIIyIlaThb, B JEJIOBBIX OTHOIIEHHUSX — IYHKTYaJbHOCTh. B
AHTJIMH TOCTOJICTBYET MPAaBWIO «cobmronai popmanbHOCcTHY. O0-
pallleHre Ha «ThD» K aHIVINYaHUHY aOCOJIOTHO HEMBICIUMO, TaK Ke
KaK 1 oOpaleHne K KoMy-I1u00 1o uMeHr 0e3 CrienalbHOTO pa3pe-
IIeHUsl. BpUTaHIbl OYeHb CTPOTO COOIIOJAIOT MPONENYPY 3HAKOM-
ctBa. OOMEH PyKOIOKaTUAMU MPUHSAT TONBKO MPH MEPBOW BCTpEUE.
l'oBOpHUTh ¢ aHMMMYaHWHOM O JiesiaX IOCe OKOHYaHUsl pabdovero
OHA CUUTACTCA JYPHBIM TOHOM, IaXXE €CJIM Bbl BBIITUBACTE UJIN YIKH-
HAeTe CO CBOUM JICJIOBBIM IMAPTHEPOM.

B oTnuume oT HEMIEB aHINIMYaHE B MEHBIIEH CTENEHU y[e-
JISIOT BHUMaHKE BOIIPOCAaM MOATOTOBKH K meperoBopam. OHM moA-
XOZST K HUM ¢ Oosbliel Josed mparMatu3ma, 1nojaras, 4To B 3aBH-
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CUMOCTH OT TIO3WIIMY MapTHEPAa HA CAMHX TIEPETOBOpPaX U MOXKET
OBITh HalileHO Hawmydilee perienue. llpu 3ToM OHH AOCTATOYHO
THOKHM M OXOTHO OTBEUAIOT HAa MHHUIIMATUBY MPOTUBOMOIOXKHON CTO-
POHBI. AHTJIMYaHE YMEIOT TEPIEIUBO BBHICIYIIATh COOECEIHMKA,
YTO, OJTHAKO, HEe BCETJa O3HaudaeT coriacue. [ pyObIM MmoBeneHHUEM
CUUTAETCSI, KOTIa CIUIIIKOM MHOT'O TOBOPST, T.C., KAK CUUTAIOT aHT-
JINYaHEe, CUJION HaBs3bIBAIOT ceOst npyrum. [lo Tpamuiuu aHrinya-
HUH CIEpXaH B CYXICHUSAX, M30eraeT KaTerOPHYHBIX YTBEpXKJe-
HUH, cTapareabHO OOXOJUT B pa3roBOpe JIOOBIE IJIMYHOCTHBIE
MOMEHTHI, T.€. BCE TO, YTO OBLIO OBl PACIICHEHO KaK BTOP)KEHHUE B
YaCTHYIO KHU3Hb. Y HHUX BBICOKO Pa3BUTO YYBCTBO CIIPABEININBOCTH,
[IO3TOMY TPY BEACHHUU JEIl OHU HCIIOBEAYIOT YECTHYIO UTDY.

@DpaHuy3bl, POIUHA KOTOPBIX CUUTAETCS 3aKOHOAATEIbHU-
Lel B JCJIIOBOM IIPOTOKOJIE M 3TUKETE, OUCHb TaJaHTHBI, U3BICKAH-
HBI, CTPEMSTCS TPUACPKUBATHCSA 3TUKETA, IPU 3TOM B MOBEICHUHU
pPacKoOBaHHBI W OTKPBITHI Ui coOeceqHUKOB. OHH OYEHb IICHAT
HHTEIIJICKT, YMEHHUE U3BICHATHCS, TOYHO (POPMYIIMPOBATH YCIOBUS
KOHTPAaKTOB M cJeloK. UyBCTBO yAOBJIETBOpeHHA y (DpaHIy30B
BBI3BIBACT MHTEPEC K UX KYIbTYpe W s3BIKY (IIPU 3TOM C J0CaA0H
BOCIIPUHUMACTCS IIJIOXO€ 3HaHUE (PaHIy3CKOro s3bika). B meno-
BbIX OTHOIIICHUSX LICHATCS JIMYHBIC CBSI3U. MHOTHE BaKHBIC pellie-
HUS TIPUHUMAIOTCS Ha JIENIOBBIX MpHEMax (3aBTpakaX, oOenax,
KOKTEHISIX U TIp. ).

[Ipu npoBeaeHun neperoBopoB (paHIy3bl cTaparoTcs n3de-
rath OQUIMAIBHBIX 00CYKICHHUI BOIPOCOB “OJHMH Ha ONUH, CTpe-
MSITCSI COXPAHUTh CBOIO HE3aBUCUMOCTb. B TO e BpeMs ux moseje-
HHE MOXET U3MEHITHCSI CaMbIM KapAMHAIBHBIM 00pa3oM, B 3aBHCH-
MOCTH OT TOTO, C KEM OHHU 00CYKIaroT nmpobiemy. Dpaniry3sr 00Ib-
oe BHUMAHHE YJCNAIOT TPEIBAPUTEIBHBIM JOTOBOPEHHOCTSIM.
JI100ST TOCKOHAIEHO M3Yy4aTh BCE aCMEKTHI M MOCICACTBUS MOCTY-
MAOIIHNX TPEIOKEHUH, TIOATOMY TIEPETOBOPHI ¢ HUMHU MPOXOJIAT B
3HAYUTENHHO OoJiee MEITICHHOM Temrie. JIFoOble TIOMBITKH YCKOPUTh
[IEPErOBOPBI MOT'YT JIMIIIb HaBpeauTh neny. IIpu oOCyXaeHHuH BO-
MPOCOB, apryMeHTarus (PpaHIy30B TPATUITHOHHO OPHUEHTHUPYETCS
Ha JIOTHYECKHUE J0Ka3aTenbcTBa. OHU JOCTATOYHO >KECTKO BEIYT
MEePEroBOpsl M, Kak MpaBWIO, HE HMMEIOT ‘‘3amacHOi” MO3ULUU.
OpaHniry3ckue mapTHEPH MOTYT IMepeOuBaTh COOCCETHUKA, YTOOBI
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BBICKA3aTh KPUTUYECKUE 3aMEUYaHMs WIH KOHTPApTyMEHTEI, HO OHU
HE CKJIOHHBI K Topry. IIo cpaBHEHUIO ¢ aMepUKaHIIAMH OHM MEHee
CBOOOJHBI ¥ CAMOCTOSITEIIBHBI MIPH MPUHATHA OKOHYATEIBHOTO pe-
menus. [lonnmucanHple KOHTPAKTBl — MPEAebHO KOHKPETHBI M HE
JOIyCKAIOT pazHouTeHNH. DpaHIly3bl HETAaTUBHO OTHOCATCA K KOM-
MPOMHCCaM U B KauecTBe O(PUIUATBHOTO S3bIKA MIEPErOBOPOB MpPE/-
MOYUTAIOT HCIIOJIH30BATh (PPAHITY3CKHIA S3BIK.

Task V. Compare and find out differences in business cul-
ture of Ukraine and Oriental counrties.

HeJsioBast kyabTypa BocToka

Otnuuaercs cBoeoOpasueM Jenoas KyibTypa Boctoka. Tak,
SIMOHCKAs /1eJIOBasi KYJbTypa OIpenesieTcd B MEPBYIO Ouepe]lb
KOJIJIEKTUBU3MOM, OCHOBAaHHOM Ha TPAaIUIMOHHOM OOIIMHHOM CO3-
HaHWHM, OTOKAECTBICHUH paboTHUKaMH ce0si ¢ pupmoit. Komiektu-
BUCTCKHUH XapakTep TpyAa BO MHOTOM OOYCIIOBIMBAET U CTHJIb MPHU-
HATUS YOPaBIEHUYECKUX pelIeHui ‘‘CcHu3y-BBepx’ . KommexkTtuBusm
MPOSIBJIIETCS. B OJJMHAKOBOW pabodeld oexe PANOBBIX COTPYIHH-
KOB M YIPAaBJISIOIIMX, B COBMECTHOM TpOBeJeHUU Jocyra. [lourn
Bce (PUPMBI UIMEIOT MOPAIIbHBIE KOJEKCHI, M XOTS OHH HE SIBIISIOTCS
(hopManpHBIMU aTpuOyTaMHu, WX TPeOOBaHHS JTOOPOCOBECTHO BBI-
MNONHSIOTCA. SIMOHIBI KM30€eraroT NPOTUBOPEYUH M KOH(QIIMKTOB,
cTpeMsaTcs K KomnpomuccaM. KoH(MINKTHI pernraroTcs He CTOIBKO C
HCHOJIb30BaHUEM FOPUANYECKUX 3aKOHOB U aJBOKATOB, CKOJBKO
MIOCPEACTBOM IIEPErOBOPOB C LIEJBI0 HAXO0XKJEHUsS coryacus. B ne-
JIOBOM ATHKE OYECHB IEHATCS TPYMOII00He, ycepaue. SIMOHITbI OTIIH-
YarTCs MYHKTYaIbHOCTHIO W TIOYTH HHUKOTJIA HE OMAa3jbIBaOT Ha
BCTpeUH. XapakTepHOH YEpTOH SIMOHILEB SBISAETCS YyBCTBUTEIb-
HOCTH K OOIIIECTBEHHOMY MHEHHIO, TIPEeNIbHAs TOYHOCTh U 00513a-
TEJILHOCTh. PyKomoxarue npu 3HakoMcTBe B SIMOHUM HE TIPUHSITO.

[Ipu npoBeneHny NeperoBopoB 0OJBIIOE BHUMAHHUE STOHIIBI
YIENAI0T Pa3BUTHIO JUYHBIX OTHOIIEHUH ¢ mapTHEpamu. Bo Bpems
Heo(UIMAIBHBIX BCTPEY OHU CTAPAIOTCS 110 BO3MOKHOCTH IOAPOO-
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Hee o0CynuTh mpobieMy. B Xxome camMux meperoBOpOB CTPEMSATCS
n30eraTb CTOJIKHOBEHHUS MO3ULIMHN. SIIIOHIBI 4aCTO IEMOHCTPUPYIOT
BHUMaHHe, ciymias cobecennuka. Yacto Takoe moBeAeHUE UHTEP-
MPETUPYETCS KaK BBIPAXKEHUE COIVIACHS C M3JIaraéMoOM TOYKOU 3pe-
Hus. Ha camoM ke jene OHM JIHIIh MOOYXKIAI0T cOOeceTHIKA TIPO-
nowkath. CTpemiieHHe SAIMOHLEB HE YMOTPeOsITh CIOBO “HET” W
ynoTpeOsITh clioBa “Ia” B 3HAUEHHH, YTO BAaC CIYIIAIOT, HE 3HAFO-
miero 00 3TOM uYesIoBeKa MOXKET BBECTH B 3a0i1yKACHUE. 3HAKOMBIH
C SIMOHCKUM ATHUKETOM HHOCTpaHEl] YBUIUT OTKa3 B CIOBaX “ITo
TPYAHO”, B CCBIJIKE Ha IJIOX0€ CaMOYYBCTBHUE U T.II., & COTJIacHe — B
cioBax “4 moHuMar”. MexaHu3M MPUHATUS PELICHUHA Yy SIOHLIEB
MpEearnonaraeT JOBOJBHO UIMTEJIBHBIA IPOLECC COTIACOBAHUS U
YTBEPKJEHUS TE€X WINM UHBIX IOJIOKEHUM. TepreHue cuuraercs B
SnoHUU ONHOM W3 TNIaBHBIX NOOpOJETENeH, OATOMY OOCYKIACHHE
JIeJIOBBIX BOIPOCOB YaCTO HAYMHAETCS C BTOPOCTETNIEHHBIX JeTaleH,
U UIET OYEHb HECHEUIHO. SMOHLBI HE 00T PUCKOBATH, U CTPEM-
JIEHHE HE MPOUTPATh MOXET OKa3aTbCid y HUX CHJIbHEE, YeM jKeJa-
HUe BeIMrpaTh. Korzna smoHIBI BCTPEYArOTCS C OYEBHIHON YCTYII-
KOH CO CTOPOHBI NAPTHEPOB, OHU YACTO OTBEUAIOT TEM XKe. SMOHIIbI
1IpGS}BI)I‘I(clI\/'IHO MICNETUJIBbHBI U OYC€Hb OTBCTCTBECHHO OTHOCATCA K
MIPUHSATBIM Ha ce0sl 0053aTeNIbCTBAM.

Kuraiiubsl 00bMHO YETKO pasrpaHUYMBAIOT OTAEIbHBIEC 3Ta-
Il TIEPETOBOPHOTO TPOIIEcca: NMEepBOHAYAIBHOE YTOUHEHHE I03HU-
U, UX 00CYXKJIEHUE, 3aKTI0UATENbHEIN dTan. Ha HavanpHOM 3Tare
OonplI0C BHUMAaHME YZAEJSEeTCs BHEIIHEMY BUAY MapTHEPOB, MaHe-
pe ux nosefeHud. Ha ocHOBE 3THX JaHHBIX JIENal0TCA MOMNBITKU OII-
peleNUTh CTaTyC KaXJI0ro U3 y4aCTHUKOB. B nanbHeiem a 3Hauu-
TEJILHOW Mepe HAET OPHEHTALUs Ha JII0JIeH ¢ OoJiee BEICOKMM CTaTy-
COM, KaK O(MIHaJIbHBIM, TaK U HeopuIHraIbHbIM. OKOHYATEIbHBIE
peuIeHusl TPUHUMAKOTCSI KUTAaHCKON CTOPOHOM, KaK MpaBUjIo, HE 3a
CTOJIOM MEperoBopoB, a aoma. OmoOpeHre MOCTUTHYTHIX TOTOBO-
PEHHOCTEH CO CTOPOHBI LIEHTPa MPaKTHYECKH 00si3aTenbHo. Kuraii-
LBl IETIAf0T YCTYIIKH, KaK MPaBIJIO, IO/ KOHEIl IEPETOBOPOB, MOCIIE
TOTO KaK OILIEHSAT BO3MOXKHOCTHU JIpyroi cTopoHsl. [Ipn aTom ommb-
KM, AOMYLIEHHBIE MAPTHEPOM B XOJE MEPETOBOPOB, YMEIO HCIIOJNb-
3yroTcs. bosnpIioe 3HaueHne KuTaiickas CTOpoHa NPUAAET BBIIOJIHE-
HUIO JJOCTUTHYTHIX JJOTOBOPEHHOCTEH.
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B nenoBbIX OTHOLIEHMSAX C apadamMu ciedyeT MOMHHUTH 00
00s13aTeNIbHOM COOMIOIEHUN MCIaMCKHX Tpaguuuil. B mecsan pama-
JlaH MyCyJIbMaHUHY HE MOJIOKEHO HUYEro €CTh C BOCXO0JIA /10 3aKaTa
CoJIHLIAa. B mepBbIil Mecsl MyCyJlIbMaHCKOIO HOBOI'O TOAA HE CIEAy-
eT ycTpauBaTh npuémsl. Bee nena msaTh pa3 B I€Hb HPEpHIBAIOTCS
JUIsS. COBEPLUCHMS MOJIMTBBI, YETBEPT WM ISITHULA Y MYCYJIbMaH —
JIeHb OTIBIXa M CIYKCHHUs 00ry. 3amnpemaeTcs ynoTpeOsITh CBUHU-
Hy ¥ cnupTHOoe. He CTOMT ¢ mpencTaBUTENsIMH MCIAMCKOIO MHUpa
3aBOJIUTH PAa3rOBOP O PEIWIHMM WM noiutuke. Heobxomumo sB-
JIATBCS. B YCTAaHOBJIEHHOE MECTO BOBPEMsI, XOTsI Balll XO3IUH MOXKET
3amepkathcs. ApabaMm, CKopee BCEro, 3aTPyAHHUTENBHO Oynmer
HMETh [EJIOBBIE OTHOIICHHUS C TNPEACTABUTENbHULAMHU JKEHCKOTO
noJa.

st apaboB 0JHUM M3 BaKHEHIINX 3JIEMEHTOB Ha IEPETOBO-
pax SBISETCSl YCTaHOBJICHHME AOBepusl Mexay mnaptHépamu. OHH
MPEeANOYUTAIOT IPEIBAPUTENBbHYIO IPOPAOOTKY AeTanel oocyxkaae-
MBIX Ha NIEPErOBOPax BOIPOCOB, a TAKKE “TOPr” 3a CTOJIOM IEPEro-
BOpoB. Bcerna craparoTcst ocTaBUTH 3a CO00H BO3MOXKHOCTB IIPO-
JOJDKUTh KOHTAKTHI, €CJIM Ha 3TOT pa3 COTJIAIIeHHs JOCTHUTHYTh HE
yzanoch (IIpy 3TOM OTKa3 OT CHACJIKA CONPOBOXKIAETCS pACTOUEHUEM
[IOXBaJ B aJipec MapTHEPA U OTBEPTHYTOT'O COTTIAIICHUS).

Task VI. Make a conclusion concerning negotiating styles
in different countries:

1. What are the reasons for such a diversity of negotiating
styles?

2. Why is it so important to know them?

3. How can you improve your knowledge of every nation’s
peculiarities?
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TEN MISTAKES TO AVOID IN WORKING
WITH LATIN AMERICANS
By William A. Naughton, Ph.D
Copyright © 2003

Boundless opportunities exist for successful relations with
Latin Americans. Some disagreements and conflicts persist, but the
growing sense of hemispheric partnership since the 1994 Summit of
the Americas is leading to expanding government cooperation and
commercial ties in all areas. Yet, many U.S. officials and represen-
tatives complicate and even damage relations by making needless
mistakes in their dealings with Latin Americans. Making it worse,
many of those mistakes can go unnoticed until they create serious
problems because they involve subtle differences in cultural values
and customs. Most of those problems can be avoided or minimized
with careful awareness and sensitivity.

Which mistakes are most serious? And how can they be
avoided? Based on my own more than 40 years of experience in
working with Latin Americans and with U.S. personnel dealing with
Latin Americans, [ would highlight the following:

Mistake #1: Being patronizing to Latin Americans.

Most of us are so accustomed to seeing the United States as
the best and most advanced country and the world’s “leader” that
we often unconsciously tend to see other countries and people as
less sophisticated and believe that all they really need is to learn to
do things “the American way”. As a result, we often simply try to
impose our ways on Latin Americans and others without under-
standing and appreciating their values and perspectives.

Such an ethnocentric approach often borders on arrogance
and inevitably rankles Latin Americans, who rightfully take pride in
their own traditions and culture. Although they are seeking more
effective ways to deal with national issues and participate in interna-
tional affairs — and they admire many “American ways” — they
know from experience that “Anglo-American” approaches often do
not work as well within a Latin culture. At a minimum, they need
adaptation to local values and customs.
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Successful U.S. businessmen and diplomats know this. To be
successful, you need to show respect for Latin American customs
and not try to impose U.S. values and ways in your dealings with
Latinos. And once you understand their ways, you will be in a better
position to assess which mix of approaches would work best in that
particular culture. In the process of working cooperatively together,
both sides gain from the trust that builds from a relationship of mu-
tual respect.

Mistake #2: Assuming that Latin American values and ways
are identical to those of Anglo-Americans.

Some inexperienced Anglo-Americans make a somewhat dif-
ferent mistake in assuming that “Latins are just like us” — a phrase
once used by a senior U.S. official. We do share many values, goals
and customs, and success requires reinforcing and building on those
common values. But our conflicting values and customs create the
most serious barriers to understanding and successful relations.

Latin America’s Iberian heritage often contrasts sharply with
Anglo-Saxon patterns found in the United States. The problem is
that each side sees its own customs as “natural” and “right” — and
see “foreign” ways as not as good. That often leads to cross-cultural
mistrust and friction. To compound the problem, the true causes of
conflict are often so subtle that they go unrecognized until damage
is already done. And then it’s much more difficult to restore cordial
relations.

To succeed with Latin Americans, you have to understand
and respect their perspectives and values, and help them understand
and appreciate yours. Such understanding strengthens mutual trust.

Mistake #3: Overgeneralizing and stereotyping “Latin
American” values and customs.

Latin Americans share many values and perspectives stem-
ming from the continuing powerful influence of their common Ibe-
rian heritage. And Latins themselves recognize that they share much
more in common with each other than they do with people from the
United States or Canada. But each country has its own culture and
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historical experiences which make it unique, and stereotyping
“Latin Americans” is not only wrong, it creates resentment. Latin
Americans take great pride in their own country of origin and see
themselves as Mexicans or Colombians or Chileans or Brazilians.
And more particularly, they see themselves as individuals deserving
respect for their uniqueness. They dislike being lumped together as
“Latin Americans.”

To work successfully with Latin Americans, you need to
avoid over-generalizing and make it a point to emphasize and show
respect for the values and sources of pride of the particular Latin
American country with which you are dealing.

Mistake #4. Failing to develop trusting personal rapport
with Latin Americans.

There is probably no more decisive factor in the success or
failure of government-to-government relations or business dealings
with Latin Americans than the extent to which you are able to estab-
lish trusting interpersonal rapport. Latins give great importance to
being able to trust people with whom they work. People in the
United States seem to have less of a need. We tend to put our trust
in governments or particular companies to be reliable. Latins tend to
distrust impersonal institutions and put much greater reliance on
personal relationships.

To succeed with Latin Americans, you must work actively to
gain their confidence and trust. No matter how prestigious your
agency or firm, if you cannot convince your Latin American asso-
ciates that you are personally reliable, you will probably fail in your
dealings with them. And that trustworthiness must be sincere, not
simply playing a role. The U.S. government and most firms now
give much higher priority to picking representatives who can
develop such rapport. But not all people can. And those government
and business representatives who do not — or cannot — develop trust-
ing personal relations with their Latin American associates are
doomed to failure or mediocre performance at best, usually at
considerable cost to the government or firm they represent.
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Mistake #5: Not showing sufficient respect for their Latin
American associates to at least try to acquire basic communication
skills in their language.

Nothing pleases Latin Americans more than sincere expres-
sions of respect for their culture and for national achievements in
which they take great pride. That means learning as much as you
can about their country and culture, and especially proper social and
business protocol within that culture. It also means showing enough
respect to learn at least basic communication skills in their lan-
guage. No one expects language fluency or even facility, but just
demonstrating that you want to speak their language says a great
deal about your respect for them. On the other hand, showing a lack
of interest in even trying to learn basic expressions also says a great
deal about your respect for them. Most U.S. Government agencies
and global companies normally give high priority to having their
representatives learn to communicate well in the language of the
country where they will serve as representatives. Yet, there are still
many U.S. officials and businessmen who do not bother to learn
much about the country or culture of the Latin Americans with
whom they are working, much less attempt to learn their language.
That’s an immediate mark against that person when he or she is
trying to create a favorable impression — and first impressions are
extremely important to Latin Americans.

If your work involves close and frequent association with
Latin Americans, you would benefit greatly from reading exten-
sively about their country and culture and from taking out some
tapes on Spanish or Portuguese — or taking a short language immer-
sion course in the particular language. It doesn’t take that much to
show respect, and the benefits are immeasurable.

Mistake #6: Not learning enough about your own Anglo-
American values and customs, particularly those which clash with
Latino ways and most irritate some of the very people you are
seeking to impress.

Many people from the United States are surprised and
perplexed by how many of the very customs and styles in which
they take most pride can clash with Latin American styles and
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practices. But that should not surprise them since most of those
customs are based on Anglo-Saxon values and traditions. It should
be more surprising to find Anglo-American styles succeeding in
Latin cultures without modification. Some styles do work well, of
course, because of shared universal values or Latin American
experience with U.S. methods. But in most cases, styles need to be
adapted to fit the local culture. For example, our particular govern-
mental, legal and business practices are based heavily on English
traditions. They may go over in former English colonies in the
Caribbean but not with Latins of Iberian heritage. Yet, we take
those practices so much for granted that we naturally assume that
they will work as well in other cultures. Not true. And not only do
they not always work with Latin Americans and others brought up
with differing values, but Latins resent it if we try to impose our
styles and practices on them — which we quite often do. One past
U.S. effort to “modernize” Latin American civil law practices, for
example, failed miserably because we tried to convert them from
using the Napoleonic Code followed in Latin America to practicing
U.S. common law concepts based on English tradition.

Avoiding such mistakes requires that you objectively analyze
the very values and customs you were brought up to see as universal
norms in your culture. That’s not easy without help. Fortunately,
various studies are available which provide that assistance. And as
you come to see those customs as foreigners see them, you gain in-
sight as to why they may or may not work as well in someone else’s
culture. That knowledge will also help you explain your own styles
to them in objective terms unbiased by ethnocentric arrogance.
Latins appreciate such information since they often experience their
own misperceptions and confusion in working with people from the
United States.

Mistake #7: Assuming in particular that U.S. management
and negotiating styles will succeed without modification within a
Latin American country.

As successful as advanced U.S. management and negotiating
styles may be when applied within the United States, they are
successful largely because they appeal to Anglo-American-based
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U.S. values. U.S. emphasis on competition and achievement, for
example, helps explain our tendency to be hard-charging workahol-
ics and to rely on individual initiative, while our strong tradition of
egalitarianism explains the success of participatory management
and use of project teams. And U.S. pragmatism reflects our prefer-
ence for practical results and our willingness to compromise in
resolving disputes.

But prevailing Latin American values and traditions are quite
different, and we should never assume that our management and
negotiating styles will work without modification when dealing
with Latins. Latin American traditions of authoritarianism, persona-
lism and emphasis on family and interpersonal ties, for example, cre-
ate a much different government and business environment that re-
quire adaptation of U.S. styles. But this by no means implies less
efficiency or productivity. A study of sister manufacturing compa-
nies in the U.S. and Mexico, for example, showed that applying
locally based management and work styles can provide a more satis-
fying environment without lessening productivity.

And in negotiations, Latins tend to be more idealistic and see
little inherent value in the U.S. preference for compromise. In fact,
there is no direct translation of “compromise” in either Spanish or
Portuguese.  “Compromiso” and  “compromisso”  mean
“commitment”. For that reason, the only kind of negotiations that
will work with Latin Americans is a “win-win” approach clearly
benefitting both sides. And the best approach to conflict resolution
is one that is recognized as fair and sensitive to both parties’
perspectives and concerns.

Innovative approaches in management and negotiations can
be successfully applied as long as you apply them with sensitivity to
local customs and they are seen as benefitting all concerned — and as
long as you are seen as ready to modify them if they run into
problems. Changing cultural values does not come easily, and trying
to force changes can provoke serious resistance and resentment. But
with understanding and mutual trust, new approaches can be turned
into positive collaboration combining the best of both cultures and
avoiding unnecessary friction.
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Mistake #8: Not learning how your Latin American asso-
ciates view the United States and our ways of doing things.

Seeing ourselves as others see us can be both surprising and
sobering, but it is essential if we’re going to understand their
attitudes and forge a relationship of trust and cooperation. It also
enables us to work more successfully with them by helping us to
understand their perceptions and likely reactions to what we do.
This is especially true regarding Latin Americans. The history of
U.S.-Latin American relations is replete with misperceptions,
conflicting interests, policies geared mainly in pursuit of U.S.
interests, use of pressure tactics and frequent ineptness in handling
cross-cultural relations. And the history of U.S. business in Latin
America retains lingering memories of uncaring exploitation and
self-serving policies and pressure of a past era. But such a history
has created some underlying mistrust on the part of many Latin
Americans.

Reading Latin American accounts of the United States and
openly seeking their views on U.S. government and business
policies and behavior are the best means of understanding their
perspectives on the issues of concern to both sides. Such open
discussion also enables you to correct misperceptions on both sides
and strengthen an atmosphere of confidence and trust.

Mistake #9: Not recognizing how to deal with irreconcilable
differences in ways that will lead to success in other areas.

Even trusting and mutually beneficial relationships will occa-
sionally encounter irreconcilable conflicts on essential issues. After
all, each side is seeking to promote its own particular interests, and
conflicts in those interests are bound to arise. With goodwill and a
focus on long-term relations, such conflicts can often be resolved in
acceptable ways. But not always. And for that reason, not all nego-
tiations will succeed. But having a particular arrangement fall
through is not the worst possible outcome: it may be much better
than having an agreement which one side sees as unfair, leading to
resentment that would doom the trusting partnership that was
supposed to have been established in the first place.

Maintaining that broader trusting relationship is what is most
important. For even if you cannot agree on particular arrangements
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at the time, conditions may change and other opportunities arise that
will enable you to reach new arrangements. And the underlying
relationship of trust can lead to expanding trusting relations with
other Latins. Interpersonal trust is such a core value among Latin
Americans that they will often recommend you to other friends as a
“person of confidence” even though your specific arrangement with
them ran into irreconcilable problems. That’s what trust and friend-
ship are all about.

Mistake #10: Failing to nourish your relationship with
Latin American associates over the long term.

Successful personal relationships with Latin Americans must
be cultivated and nourished over the long term, especially since
Latins tend to see agreements and even contracts and treaties as
personal arrangements which may need adjustment as conditions
change or problems arise. The common U.S. view that “a contract is
a contract” to be fulfilled under threat of litigation clashes with
Latin American values and can severely damage the underlying
trust that enabled the agreement in the first place. Moreover, the
lingering Latin American mistrust of the U.S. government and busi-
ness as interested only in their own benefits needs to be handled
with great care.

This means careful nourishment of relationships, with fre-
quent personal contact and consultations maintained with Latin
American associates and ensuring that you seek and respect their
insight on matters involving their country. And decisions must be
based on mutual benefits for all parties concerned. As long as you
can keep your eye on the long-term relationship of trust and confi-
dence — and as long as you treat your Latin American associates
with the same respect, fairness and consideration with which you
expect others to treat you — you will achieve enormous success in
your relations with Latin Americans.

Tasks

1. Make a general conclusion concerning patterns of negotiation
common in European and Asian countries.

98



2. Compare negotiating styles in different Asian countries. What
generalizations can be made?

3. How can an international manager familiar with European
negotiating styles prepare for negotiations with representa-
tives of oriental countries?

UNIT 12
THINK BEFORE YOU ATTACK A COMPETITOR

It happens to everyone in business at some point in time and,
if you are anything like me, it makes you very upset. You know
how it happens. Everything is going well. In fact, too well. You are
minding your business and making money. Life is great. Then, out
of nowhere, a competitor comes out with a new product, drops their
prices, or offers the customer an advantage you don’t have. Most
probably, you take the new action personally and in your mind you
think, “How dare they?” You think about it a bit longer, start to feel
stupid, and begin to focus on getting even and snatching your cus-
tomers back.

This is definitely not the wisest manner in which to plan an
attack strategy, mainly because you are too emotional. It has often
been said that emotion clouds judgment: nothing could be more
cor-rect when considering an attack strategy against a competitor.
At the same time, something must be done to remain competitive.
So what do you do? I can not tell you specifically without knowing
the multitude of factors particular to your situation. I can, however,
outline a few things that should be considered when attacking any
competitor who has an advantage over you.

Never launch a frontal attack unless you are the leader -1 do
not care how mad you are or how cool you think you are, it is suici-
dal to launch an aggressive frontal attack against a larger competi-
tor. The reason for this is simple: they will kill you. Most of the
customers are already on their side and they can out-spend, out-
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staff, and out-advertise you. I have seen many brave young Davids
take on Goliaths head to head and get slaughtered. Occasionally, the
little guy wins, but this is a rarity. Trust me, there are better ways to
attack.

Always use the element of surprise: merely copying your
competitor will not work.. Remember, the competition is counting
on your matching them, and as soon as you do, they will do some-
thing different. They lure you into following them around, slowly
wearing you down. A much better strategy is to surprise the compe-
tition with something different and wait for them to match you.
Once this happens it will be time for you to change your strategy,
tempting them to match you. Once this cycle begins it will be hard
for the competition to break because every time you beat them to
the market, they will become more emotional-resulting in them
following even more closely.

Always attack on a narrow front. Many Davids believe that a
slick attack strategy is to hit the competition simultaneously on
every front. This is like the hunter with a shotgun who tries to shoot
every bird in a flock all at once, by firing one shot aimed into the
middle of the flock. Like trying to chase two rabbits at once. This
just doesn’t work. Aim for one target and concentrate your energy
on it until it is destroyed.

Always attack the leader’s weakness. This might sound like a
frontal attack, but it is completely different. In a frontal attack, you
match the competitor head-to-head. In what is referred to as a
guerilla attack, you attack the leader’s weakness — which is usually
lo-cated inside its strength. For example, if a competitor uses their
large size as a strength, you attack their size (how big, bureaucratic,
and impersonal they are) and position yourself as the smaller and
personal company. All companies, especially big ones, have weak-
nesses which can be exploited. You just have to look for them.

Always attack in an uncontested area. Commonly called “niche
marketing”, this can prove one of the most valuable of all attack strate-
gies. The best and most recent example of this technique involves
Microsoft and Netscape. Microsoft is the undisputed PC software
champion. Nevertheless, they left a hole open in their offering by not
offering internet access software. Netscape saw the hole, jumped
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through it and today is the leading internet software available.

In closing, I want to offer you a word of caution about doing
battle with competitors. It sounds really cool on paper, but in prac-
tice it can be challenging, stressful, and dangerous to your business.
Yes, it’s true that the small guy can take down the big guy, but it’s
not easy. The keys to taking him down are good information,
trained people, and patience. With these three elements and the rules
and strategies outlined in this article, you have what you need to
take down your Goliath.

Tasks

1. What is the key word of the second paragraph?

2. Why is it so important to carefully plan an attack strategy and
not to try to solve the problems with your competitor under
the influence of the immediate emotions?

3. Make a list of rules of what is to be done to overcome your
competitor.

4. Write down an instruction for an unexperienced businessman
how to avoid mistakes trying to attack a competitor.

5. Think about your own advice of how to feel confident in con-

ditions of constant competition.

Translate from English into Ukranian. Give the title to
each paragraph.

In northern cultures, the principle of pay-for-performance
of-ten successfully motivates sales people. The more you sell, the
more you get paid. But the principle might well be resisted in more
collectivist cultures, and in countries where rewards and promotion
are expected to come with age and experience. Mr. Trompenaars
gives the example of a sales rep (commercial traveller) in an Italian
subsidiary of a US multinational company who was given a huge
quarterly bonus under a new policy imposed by head office. His
sales — which had been high for years — declined dramatically
during the following three months. It was later discovered that he
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was deliberately trying not to sell more than any of his colleagues,
so as not to reveal their inadequacies. He was also desperate not to
earn more than his boss, which he thought would be an unthinkable
humiliation that would force the boss to resign immediately.

Trompenaars also reports that Singaporean and Indonesian
managers objected that pay-for-performance caused salesmen to
pressure customers into buying products they didn’t really need,
which was not only bad for long term business relations, but quite
simply unfair and ethically wrong.

Another example of an American idea that doesn’t work well
in Latin countries is matrix management. The task-oriented logic of
matrix management conflicts with the principle of loyalty to the
all-important line superior, the functional boss. You can’t have two
bosses any more than you can have two fathers. Andre Laurent, a
French researcher, has said that in his experience, French managers
would rather see an organization die than tolerate a system in which
a few subordinates have to report to two bosses.

In discussing people’s relationships with their boss and their
colleagues and friends, Trompenaars distinguishes between univer-
salists and particularists. The former believe that rules are extremely
important; the latter believe that personal relationships and friend-
ships should take precedence. Consequently, each group thinks that
the other is corrupt. Universalists say that particularists “cannot be
trusted because they will always help their friends”, while the
second group says of the first “you cannot trust them; they would
not even help a friend”. According to Trompenaars’ data, there are
many more particularists in Latin and Asian countries than in
Australia, the USA, Canada, or north- west Europe.

Finish the sentences and discuss:

o differences between universalists and particularists;
o Universalists say that particularists *cannot be trusted because ...;
o there are many more particularists in Latin and Asian coun-

tries thanin ... .

MEPs Vote for “Pure” Chocolate
The European Parliament voted yesterday to force British and
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Irish chocolate-makers to change the name of traditional milk
choc-olate to “milk chocolate with a high milk content” or even
house-hold (momanrnuit) “milk chocolate”.

Chocolate from these countries as well as from Austria, Den-
mark, Finland, Portugal and Sweden, would also have to carry a label
on the front of its wrapper indicating that it contains vegetable fat.

The proposal took the form of amendments to (nonpapka) a
European Commission draft directive aimed at creating a single market
in chocolate. MEPs adopted them by a large majority after an emotional
debate in which Belgian parliamentarians led the case for “pure” Conti-
nental-style chocolate, which uses only cocoa butter.

The main point of disagreement has been over whether
chocolate should be allowed to contain vegetable fats, rather than
cocoa butter, as is the case in the UK, Ireland, Austria and Portugal.
In these countries up to 5 per cent of a chocolate bar can be made of
such fats.

Manufacturers argue that their use allows them to keep costs
low and reduces dependence on cocoa.

Another argument has been over what constitutes “real” milk
chocolate. British milk chocolate has traditionally contained a high-
er milk content than Continental milk chocolate, 20 per cent as op-
posed to 14 per cent.

But British chocolate-makers were unrepentant (He ycry-
nator). “We refuse to accept that our product is in away inferior, it
is just different”, said Richard Frost of Cadbury’s.

UNIT 13
PRIORITIES OF INTERNATIONAL MANAGERS
German managers, more than others, believe that creativity is
essential for career success. In their mind, successful managers must

have the right individual characteristics. German managers have a
rational outlook; they view the organization as a coordinated net-
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work of individuals who make appropriate decisions based on their
professional competence and knowledge.

British managers hold a more interpersonal and subjective view
of the organisational world. According to them, the ability to create the
right image and to get noticed for what they do is essential for career
success. British managers view organizations primarily as a network of
relationships between individuals who get things done by influencing
each other through communicating and negotiating.

French managers look at organizations as an authority net-
work where the power to organize and control others comes from
their position in the hierarchy. French managers focus on the orga-
nization as a pyramid of differentiated levels of power. They
per-ceive the ability to manage power relationships effectively and
to “work the system” as critical to their career success.

As companies integrate their operations globally, these differ-
ent national approaches can send conflicting messages to success-
oriented managers. Subsidiaries in different countries operate
differently and reward different behaviours based on their unique
cultural perspectives. The challenge for today’s global companies is
to recognize local differences, while at the same time creating
globally integrated career paths for their future senior executives.

There is no doubt the new global environment demands more,
not fewer, globally competent managers. Global experience, rather
than side-tracking a manager’s career, is rapidly becoming the only
route to the top. But in spite of the increasing demand for global
managers, there is a potentially diminishing interest in global
assignments, especially among young managers. A big question for
the future is whether global organizations will remain able to attract
sufficient numbers of young managers willing to work internationally.

Discussion
1. What are priorities of international managers based on?
2 Why is global experience becoming more and more
important?
3. Do you consider learning cultural perspectives of different
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nations absolutely necessary for a successful international
manager?

TEST V

Aspect of culture Meaning

1. Universal a. Business relationships are limited and
contractual.

2. Particular b. Status, age, gender or education
matter more than particular successes.

3. Individual c. Relationships are fluid and flexible
depending on situation.

4. Collective d. Society is based on the whole
community.

5. Neutral e. People are reserved and do not easily
express feelings.

6. Emotional f. Recent or past successes are highly
valued.

7. Specific h. Society is oriented towards individu-

als’ wants and needs.
8. Achievement-based  i. Relatively rigid rule-based behaviour.

9. Ascription-based j- It is common to express feelings
openly.

TEST VI

History of Management Theory

Below is a list of management theories over the last five
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hundred years. In each pair decide which statement is true.

a)
b)

1 Machiavelli The Prince (1513)

You have to be cleverer than your opponent, sometimes using
force or trickery.

You have to kill your opponents.

2. Marx and Engels The Communist Manifesto (1848)

The Communist Party will dominate the world.

The working class will rise up and take power from the
bourgeoisie, creating a Utopia of equality and brotherhood.

3. Taylorism (1911)

A ’scientific’ approach to management based on measuring
time, performance and output and relating these to wages and
salaries.

A system of management based on friendly cooperation
between managers and workers.

4. Hawthorne studies (1924-32)

Studies showing that factories produce more if workers are
put under increased pressure.

Studies showing the relationships between management and
workers are very important in getting the best performance.

5. Kllon Mayo (1930s)

The idea that social needs and relationships are very impor-
tant factors in the workplace.

The belief that workers should be able to control the work
environment.

6. Maslow’s Hierarchy of Needs (1942)

The idea that people have needs which motivate their
performance. Once a need is met, it is no longer motivating.
The idea that workers and managers have the same needs and
have to co-operate.

7. Systems approach (1950s and 60s)

Itelief that organizations consist of many parts and manage-
ment has to help each part to work both individually and as
part of the whole organization.

lielief that a company is a single organization. Managing the
single organization from the top brings success.

8. Contingency theory (1980s and after)

Idea that organizations are all similar and have the same
objective — profit.

Management must study every situation and design the best
response. 106



