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Problem discussion: The problem regarding this research-subject is that there is not as much 

recent research as one might think regarding this specific area. The problem is access to 

recent research made on how Swedish companies adapt to Asian business cultures.  

Research Question: How do Swedish companies view cultural differences in Asia and adapt 

if necessary? 

Purpose:  The main purpose of this study is to identify how companies view cultural 

differences and adapt if necessary. The purpose is also to provide such good material that 

companies could benefit from reading it in order to prepare themselves to work in different 

Asian cultures.  

Methodology: This is a qualitative study, which is using interviews as the source to collect 

primary data. The study is done with an inductive approach and based on a case study design.  

Conclusion: The conclusion is that before having meetings with other cultures, it is always 

favourable to read and learn as much about the customers culture as possible and if necessary, 

take a course on how to interact with other cultures. However, interacting with individuals 

from other cultures face to face is always the best way to learn and it is favourable to travel as 

much as possible to other cultures in order to learn about them.  
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1.0 Introduction 

 

The introduction chapter will build a background into the research question. It will then focus 

on clarifying the research area, its purpose as well as the delimitation that will separate the 

research questions from areas that will not be studied. 

 

1.1  Background 

1.1.1 Globalisations Significance in Culture 

Technology in this modern world has converged societies together. Efficiency in travel and 

communication has enabled remote and developed parts of the world to intertwine with cultural 

and economic exchange. People from different backgrounds have through these means of 

communication been able to explore and develop needs for products, services and lifestyles 

displayed around the globe (Levitt, 1983). Advancements in this area has allowed barriers in 

cross-border interaction to loosen and allowed for nations to widen their business practices as 

material culture is beginning to look the same across the globe. This process allows for nations 

and business economics to merge and become more interdependent. The globalisation process 

has created many opportunities for businesses. It has enabled companies to target international 

demand and thus allowed for an increase in revenue streams. It has pushed the initiative to shift 

or outsource production to cheaper economies resulting in companies becoming more efficient 

and profitable over time, while also intertwining and blending with new cultures (Hill and Hult, 

2018). The increasing accessibility of technology has fostered cultural mixing, which have had 

positive and negative consequences. Multicultural exposure can provide individuals with 

knowledge-frames and understanding (Hao, Li, Peng, Peng and Torelli, 2016). It also creates a 

cultural homogeneous society. Cultural homogeneity is a term that has become more common 

in the discourse surrounding culture and globalisation, its meaning is a more culturally similar 

world enabled by technology. On the contrary, differences in culture has become more apparent 

and led to more conflicts occurring and managing these differences has become a challenge in 

some cases. A threatening cultural mixture can limit people’s creativity and create conflict 

(Suárez-Orozco and Qin-Hilliard, 2014). 
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1.1.2 What is Culture? 

Culture appears in many forms and varies significantly. Elisabeth Plum defines culture as “A 

practice shared by people within a community” (Plum, 2008). It is explained as a filter where 

we are able to interpret ourselves and our existence. Our culture is our home, the place where 

we feel at home, whether that is at work, in our friend group, in our family or essentially any 

community of any size. Culture shapes the way we act, speak and think. It is constantly evolving 

and changed with its members. According to Plum (2008) culture has two dimensions 

regardless of its type or size. One dimension is practice, which is what can be heard or seen 

such as gestures, rituals, body language and similar. The other dimension is forms of 

understanding, which are abstract in the form of thoughts, norms, preferences and values (Plum, 

2008). Hofstede's (1960) own definition of culture is a collective programming of one's mind 

that separates its members from others. Clyde Kluckhohn’s (1951) provides another definition 

of culture as the collection of all beliefs, behaviours, customs, attitudes and values that 

distinguish one society from another. In essence there are many various definitions and 

viewpoints provided on culture, however the collective consensus can be summarized into three 

main characteristics: 

 

Culture is something that is shared by many members of a group and at times it defines its 

members as well. Cultural preferences are not something that is completely personal or 

universal. Culture is sometimes generalised and can apply predetermined attributes to a large 

group, when it is generally more personal. For example, a Swede tends to be very shy, although 

all swedes are not shy. (Steers, Nardon and Sanchez-Runde, 2016) 

 

Culture is learned via participation in communities or groups. It tends to be taught through 

teachers, parents, elder and society in general. Our defining selves have been shaped by 

observing our surrounding. (Steers, Nardon and Sanchez-Runde, 2016) 

 

Culture affects attitudes and behaviours of members in the group. The most significant 

influencing factor is the group. The cultural identities we acquire derive from our early life and 

many attributes and characteristics are kept throughout our lives. Culture however never stops 

affecting us. (Steers, Nardon and Sanchez-Runde, 2016) 

1.1.3 Sweden’s Trade with Asia 

Sweden has a strong bond with Asian countries in terms of import and export of goods. In 2016, 

Sweden had goods trade with Asia equivalent of a combined 105 billion Swedish kronor 
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Exports to Asia amounted to 46 of the 105 billion and remaining 59 billion were imports to 

Sweden. (World Trade Center, 2017) 

 

Apart for the European Union and its member countries, Asia is Sweden's largest trading 

partner. China by itself is the tenth largest importer of Swedish goods, marking 67 billion 

Swedish kronor in 2018. Asia is also the continent outside of Europe that Sweden imports the 

most from (Carlgren, 2019).  

1.1.4 Swedish Business Culture 
Assumptions are often made about Sweden to be a very shy and a restrained country. This can 

be argued to be the perception most people outside of Sweden have of the country and it is the 

same way in regards to business. Chhokar, Brodbeck and House, (2012) mentioned that the 

Swedish business culture is very paradoxical as the business culture in Sweden is divided into 

two parts. The authors say that the Swedish business culture is both a very individualistic and 

collective society all at the same time (Chhokar, Brodbeck and House, 2012). Most countries 

in the western hemisphere are mostly individualistic and it is an area where Sweden is the 

opposite (Lewis, 2006). This is due to the facts that Sweden's workforce is heavily unionised 

which creates a feeling of togetherness and the workers also pay high taxes, that go towards 

social responsibilities such as free health care and education. At the same time, it is very 

important to be independent and spend time alone as a Swede (Chhokar, Brodbeck and House, 

2012). 

 

Swedes finds it important to separate their work life from their private life. This is in contrast 

to other cultures where work-life and private life is mixed together more closely. Generally 

speaking, Swedes enjoy eliminating risk factor when doing business and tend to lean more 

towards a high level of uncertainty avoidance. The country is long-termed focused, which 

means that businesses are built to stay active for a long time (Chhokar, Brodbeck and House, 

2012). Sweden has a low power distance hierarchy-wise and is favourable to succeed as a group 

(Lewis, 2006). It is also very important for Swedes to have high equality at work and even 

though the equality level is very high compared to other countries, Sweden strives to become 

even more egalitarian and equal (Chhokar, Brodbeck and House, 2012). Sweden is also seen to 

have a more feminine market, which means that people are more focused on having a high 

quality of life, rather than having material possessions and big bank accounts (Lewis, 2006). In 
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regards of assertiveness, the country ranks very low. Swedes do not like confrontations and 

shows less emotions compared to most other countries (Chhokar, Brodbeck and House, 2012).  

1.1.5 Asian Business Culture 

Most people would probably assume that the Asian culture greatly differs from the western 

world in general and Sweden in particular. China for example is very fond of having a high 

level of collectivism at work, which is a similarity, shared with the Swedish culture (Chhokar, 

Brodbeck & House, 2012). In Asian culture however, it is very important with hierarchy and 

the hierarchy in China is vertical. It is important to greet the senior staff and the employee with 

the highest rank first before moving on to the next (Lewis, 2006).  

 

Most East Asian countries are very focused towards cultural masculinity, which in this case 

means that there are mostly men are working and women generally tend to take care of the 

home and family. This is due to the fact that most people in China and the eastern part of Asia 

have been farmers for decades and in those years, most farmers have been men. This tradition 

has carried over into modern days. For a more developed country like Singapore, this is not as 

equally true. There is a much more equal oriented labour force and hence some Asian cultures 

are more egalitarian than others. (Chhokar, Brodbeck & House, 2012) 

 

China, as well as Japan has a high level of power distance between the operating core of the 

company and the highest executives. Chinese are also very direct in their communication, and 

do not like to waste their time (Lewis, 2006). 

 

The way culture has impacted business in Asian markets is relevant knowledge for any business 

planning when expanding with sales or subsidiaries. According to Lan Bercu (2019), companies 

from the western hemisphere usually do business with just a few meetings beforehand. Asia is 

a different side. Asians believe in building a personal relationship with their customers or 

suppliers before making any deals (Bercu, 2019), while business in the western part of the world 

are more regulated by contracts. 

  

For manufacturing companies using their sales-channels it is clear that knowing the competition 

and building networks of trust is a key aspect of business. “Guanxi” is a traditional Chinese and 

Asian concept that illustrates trust through networks and manufacturers (Bercu, 2019). 
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1.2  Problem Discussion 
When taking a look at what kind of studies have been made and what has been researched, it is 

telling that there is a shortage of modern reality based studies supported by modern ethical 

studies. This is because most of the theories in the field of culture are very old (Lopez, 2012), 

and it could be difficult to do a more modern theory-only based research when many of the 

theories are decades old. Cultural and ethical studies have been widely researched for centuries, 

however newer research on cultural studies tend to be built on Hofstede's original framework. 

Such as L. Schmitz and W. Weber Hofstede’s (2014) validity report where Hofstede’s 

paradoxes are lifted and analysed if his work can be widely implemented (Schmitz and Weber, 

2014) and GLOBAL (Global Leadership and Organizational Behaviour Effectiveness 

Research) which is a direct recreation of Hosfstede’s original work, but with several more 

parameters to explain cultural dimension (House, Quigley and de Luque, 2010). In addition to 

this there are plenty of informative literatures on what to expect from cultures in eastern Asian 

countries with specifics into China and Japan. (Lewis, 2006).  

Areas where research is lacking, is how Swedish companies view cultural and ethical 

differences and how adaptations are used to counter the quick changes a global environment 

creates. There is very little ‘perspective views’ studies performed from a nation point of view 

or even company view as most frameworks have explored general applicable dimensions in 

culture. Hence, this research can hopefully provide a more modern reality-based viewpoint on 

these matters for companies 

There are few practical examples of what happens when a company clashes with another culture 

in a real-life business situation. Many guides and suggestions for doing businesses with certain 

cultures mention areas of concern to take in account, however there is little mentioning of 

implication of said actions and or the real-life significance of those perceived differences in our 

modern global environment, nor about the adaptations made to counter those differences. 

1.3 Research Question 
Our research question is as followed: How do Swedish companies view cultural differences in 

Asia and adapt if necessary? 
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1.4 Purpose 
The purpose of this study is to investigate how Swedish firms view cultural differences within 

the Asian market environment. How differences are perceived and interpreted by Swedish 

representatives from global companies working within the Asian market. The objective is also 

to investigate how said companies adapt to culturally distant countries when necessary. What 

could be seen as a final goal for this thesis is to provide information and analysis for Swedish 

companies to use when expanding or doing business in Asian markets. 

1.5 Delimitation 
Not all different aspects of culture have been investigated. This research paper will not 

investigate market specific culture trends and preferences that might affect a company's views 

and adaptation to a market. For example, sustainability trends and demands that exist in certain 

countries. This study considers those trends to be more product affecting factors and not 

relevant to this thesis which is more targeted towards how companies have to adapt business 

practices, behaviour and approaches towards cultural differences. 
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2 Literature Review 

 

Following chapter specifies various theories and revision of important literature that relates to 

this thesis research question. It begins with describing Hofstede’s dimensions of culture, 

followed by an aspect of culture called Egoism. The theoretical chapter proceeds with the 

presentation of various intercultural management models and then describing intercultural 

readiness theory. Furthermore, it ties up with description of general adaptive approaches and 

a visual model to connect the chapter.

 

2.1 Hofstede’s Dimensions of Culture 
Hofstede created the theory by studying the international computer company IBM, with over 

115 000 workers answering his questions. At first, he came up with four different elements; 

Power Distance, Uncertainty Avoidance, Individualism vs Collectivism and Masculinity vs 

Femininity (Hollensen, 2017). Later on however, the elements of Indulgence vs Restraint and 

Long Term- vs Short Term Orientation were added. Each of these parts will be described 

individually below. 

Indulgence vs Restraint 

Indulgence means that a market is freer and that an individual can do whatever comes to mind. 

The individual can be more impulsive and can fulfil dreams however desired. A more restraint 

society has more strict rules and norms to how people should behave and how to do certain 

things. (Corporate Finance Institute, 2019) 

  

Long Term Orientation vs Short Term Orientation 

Long Term Orientation focuses on those countries where it is more important to have a stable 

development of the economy and market. It means that reaching fast results are not the most 

important part of business and it is more important to be in the industry for an extended period 

of time. (Soares, Farhangmehr and Shohan, 2007) 

  

Short Term Orientation is the opposite. Companies viewing the world through this aspect are 

more interested in fast results and may not intend to run the company for an extended period of 

time. Example of this is the western hemisphere and especially countries like Sweden and the 

surrounding countries, where a business could exist for just a couple of years or even months 

ahead of a special occasion. (Soares, Farhangmehr and Shohan, 2007) 
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Uncertainty Avoidance 

This factor is used in observing how far a country, market or firm is willing to go in order to 

avoid uncertainties regarding business. A company who ranks low on the uncertainty avoidance 

index is more likely to go into more risk-filled business ventures. Companies that rank high on 

the chart tend to have stricter rules when dealing with uncertainty to avoid any unforeseen risks. 

(Hollensen, 2017) 

  

Power Distance 

The power distance index measures how a country or market tends to form their organisations 

and how much distance they accept between ranks within a firm. Markets with a larger power 

distance are more bureaucratic in their organisations and demand higher respect for the 

executives within the company. Markets which have a low power distance often use flatter 

organisations, where it is possible for the employees to have a conversation with the CEO and 

state their opinions or suggestions. In an organisation with high power distance, this would be 

less likely to occur. (Hollensen, 2017) 

  

Masculinity VS Femininity 

This part of the theory focuses on a market or country´s take on gender equality and behaviour. 

Markets which are very masculine often have clear roles for the gender and focus more on 

gaining wealth and material possessions. However, feminine markets work more toward having 

a great quality of life, and are more egalitarian in terms of gender roles. Feminine markets are 

also more nurturing and modest. (Hollensen, 2017) 

 

Individualism vs Collectivism 

This last part of the theory mentions different markets attitude toward working in group and 

working individually. An individualistic market believes that it is more important to gain 

recognition and success by themselves, while a collective market think that it is important to 

succeed together. (Hollensen, 2017) 

  

The theory is not flawless and has some drawbacks that need to be taken into account in order 

to use it. Back when this theory was founded, connecting with countries so far away as China 

and Japan were difficult as well as the fact that time has changed in the last decades. Therefore 
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it is very important to not follow the theory in full, but to have it more as an instrument or index 

to know what type of differences in the culture that could vary between the countries. 

  

When the book was originally published, there were only four dimensions. The dimension of 

“Long term orientation” was added and it sparked a discussion between scientists and 

researchers. They mean that the dimension is not necessary and that there are plenty of 

researchers that have left this dimension out of their work because of it (Fang, 2003). 

Researchers mean that the dimension is difficult to use because of the unclear differences in the 

spectrum (Fang, 2003). Otherwise, the theory has been well received by the community and is 

one of the most cited cultural theories. (Fang, 2003) 

2.2 Theory of Ethical Egoism 
The founder of the theory is Henry Sidgwick. The ethical theory of egoism was developed back 

in the late 1800´s when he wrote the book The Method of Ethics. Even though Henry Sidgwick 

made a name for himself with this book, he was also very famous for being a key figure in the 

debate regarding utilitarianism (Stanford Encyclopedia of Philosophy, 2, 2019). 

 

The ethical theory of egoism might be one of the most known theories in this field of study. 

The essence of the theory is that whatever one does, it is most important that the positives of 

the outcome affect oneself. It does however not mean that other parties cannot benefit from 

being involved, but the most important aspect is to be the one coming out as a winner. (Stanford 

Encyclopedia of Philosophy, 1, 2019). 

 

Apart from only focusing on the self-outcome, the theory differentiates itself from other theories 

in various ways as well. Theories like utilitarianism and Kantianism build on the fact that the 

individual cares about the outcome for other people that are involved and affected by the result 

(Stanford Encyclopedia of Philosophy, 1, 2019). Using the mentioned theories means that one 

would be alright with offering some they have gained in order to make sure that as many as 

possible comes out of the situation in a good way. 

  

There have been discussions regarding the theory and if it really can be called a theory or if it 

should be regarded as a method instead. This is brought up in David O. Brink´s (2005) article 

Sidgwick Dualism of Practical Reason. Despite if it is called a theory or a method, its 

importance and stance is not questioned. 
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2.3 Intercultural Management Model 
When companies culturally blend through business on the global market, multicultural 

organisational issues occur and have long been a problem for companies to figure out. Below, 

three management approaches will be reviewed on the matter. 

2.3.1 Cultural Dominance and Domestic Management Model 

The cultural dominance model (figure 1) uses one cultural management style throughout all 

operations around the world. It does not value or recognise cultures and ways of doing business 

from non-dominant countries/companies. This model does not promote flexibility to diverse 

national interests. Instead one culture is completely subordinate to the mother company and its 

culture. There is one way of making business and it remains similar across all parts of the 

organisation. Classical example of this model in use is when companies and managers in 

organisations use the same strategies and business practices around the globe. Regardless of the 

situation or culture they are working within. (Adler, 1980) 

 

The models applicability and strength comes from its simplicity. Minimal focus has to be 

applied towards differentiating business practices for specific cultural settings. It is consistent 

in its usage, simple to apply and efficient if used correctly. The dominant culture is the one that 

establishes game rules and imposes it on the subordinate cultures. Global operations adopt the 

same management style and practices, making this a straightforward operation with little 

incentive to adapt. (Adler, 1980) 

 

Cultural Dominance Model displays weaknesses in its flexibility. Little emphasis on cultural 

learning can be detrimental to an organisation. Instead of learning from the different culture it 

ignores its potential to help shape the organisation and its one dimensional practices. It also 

creates resistance from members in the subordinate culture that feel the effect of the dominant 

one. When working as intended, subordinate cultures change and adapt to the dominant 

organisation, but more often, it creates conflict. (Adler, 1980)  
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Figure 1. 

(Adler, 1980) 

2.3.2 Cultural Compromise Model 

The compromise model (figure 2) creates an organisational structure based on the similarities 

of the two different cultures. It recognises values in the way other cultures conduct business 

and implement it into its own organisational creation. It adheres to similarities within the 

different cultures and the creation of the new management derives from negotiation between 

managers. (Adler, 1980) 

 

Cultural compromise model’s strength is the minimal internal resistance. Unlike the Cultural 

dominance model, resistance is low due to more cultures being considered in the shaping and 

decision making of the new order. It is less antagonising for employees when the new 

management style is derived from existing, working cultural similarities. The weakness of this 

model is the limited spectrum from which new management styles can be created from. Since 

this model only adapts out of similarities, differences are excluded from the equation leaving 

out potential ideas and practices. Furthermore, an extensive analysis is needed to sort complex 

managerial problems in cross-cultural situations, which in itself tend to be less efficient than 

cultural dominance model, harder to apply and more time consuming. (Adler, 1980) 
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Figure 2. 

(Adler, 1980) 

2.3.3 Cultural Synergy Model 

Cultural synergy model (figure 3) is something that builds on common ground to create 

multifaceted alliances. (Moran, Harris and Moran, 2011). Cultural synergy model is an 

approach in cross-cultural management interaction. Two highly synergetic organisations can 

create a new organisation that suits both parties. It builds on the idea of cultural compromise 

model of using similarities to create a new organisational process. The difference is however 

that cultural synergy model doesn’t ignore the different cultural fundamentals that exist between 

the organisations or cultures; instead it embraces the diversity (Adler, 1980). 

 

The strengths of cultural synergy model is the vast range of options available to explore, by not 

being limited to similarities, there is much more to learn from other organisations and cultures 

that might be beneficial in the creation of a new management practice, hence rather than 

ignoring cultural differences, it is celebrated as a resource. Further strengths with synergy 

model is the low resistance it provides, because all values and viewpoints are considered. The 

weakness of synergetic model is the amount research needed in the creation of an analytical 

framework, both similarities and differences have to be explored (Adler, 1980). 
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Figure 3. 

(Adler, 1980) 

2.4 Intercultural Readiness: An Interlocking Set of Competences 
Intercultural readiness is a term that has become more relevant the past decades when 

companies have become more present on the international market. Competition and tough 

domestic markets, together with an increasing efficiency in cross-border business has raised the 

significance for intercultural readiness which is the mind-set of an individual when dealing in 

an international setting. Researchers and experts Ursula Brinkmann and Oscar van 

Weerdenburg dwelled deeper into the main competencies of intercultural effectiveness and 

found four characteristics. (Brinkmann and Weerdenburg, 2014) 

 

Intercultural sensitivity reflects on the degree of how interested a person is in what makes 

everyone different based on their culture. It also reflects on our own home cultures influence 

on us. It acknowledges that we ourselves are constantly shaped and affected by culture. The 

sensitivity dimension is essentially about recognising and exploring the differences in ourselves 

and those we meet. The very first facet in intercultural sensitivity is cultural awareness. It 

measures the extent to how individuals reflect upon their own culture and how much other 

cultures are considered equally valid. Test subjects who placed high scores in this area generate 

several interpretations of specific events and can compare those to their own culture. The 
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second facet is called attention to signals. It explored the extent to which individuals find out 

about others individuals thought processes and attitudes through verbal, nonverbal and body 

language cues. A person with high score in this would seek to find out if their interpretations 

of certain event are true and can pick up on signals that the average person wouldn’t. 

(Brinkmann and Weerdenburg, 2014) 

 

Intercultural communication provides an assessment of our flexibility in how we express 

ourselves in communication with people from different backgrounds. We are more mindful to 

the fact that people from different cultures need to be addressed and spoken to in unique ways. 

The first facet in intercultural communication is active listening. It essentially means the degree 

of how well we listen to expectations and desires from other individuals. The second facet is 

adapting communication style, meaning how well we are able to adapt our communication 

behaviour to cultures. (Brinkmann and Weerdenburg, 2014) 

 

Building commitment is about the ability to build strong relationships with partners across 

cultures that can withstand conflicts and tension that may arise. It also focuses on the ability to 

solve the problems with solutions that benefit all parties involved, which further strengthen the 

bond. It implies the need for unity and agreement with a shared approach moving forward. The 

first facet is building relationships. The commitment to developing a relationship and 

understanding culture codes to fit into diverse networks. The second facet is reconciling 

stakeholder needs, which essentially means that we are focused on achieving goals together. 

(Brinkmann and Weerdenburg, 2014) 

 

Managing uncertainty is an individual's ability to remain in control with the help of creativity 

and adaptability to avoid falling into old patterns and predetermined protocols during an 

interaction. It is important to be aware that uncertainty will happen during the interaction, but 

to be alert and able to find shared solutions. The first facet of managing uncertainty is openness 

to cultural diversity. It speculates how willing we are to face cultural diversity and the 

complexity that comes with it. The second facet is exploring new approaches, which explored 

the degree of how willing we are to attempt new ideas and methods, as well as our welcoming 

of cultural diversity in terms of new ways to conduct business. (Brinkmann and Weerdenburg, 

2014) 
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These are four main competences that according to Brinkmann and Weerdenburg are in play 

during an interaction between people across different cultures. The importance of these is 

stressed, because people need to manage these competences to create a trusting environment 

for successful business. (Brinkmann and Weerdenburg, 2014) 

2.5 Managing Cultural Differences 
To understand a culture remains as one of the most important areas of knowledge within 

international business. Management of cultural differences should be of equal importance 

(Aggarwal and Zahn, 2017). 

The purpose of cross-cultural training is to increase the knowledge on how to overcome unforeseen 

cultural situations that impact an effective intercultural interaction. It is to increase individuals 

understanding of appropriate behaviour and how cultural factors can affect job performance 

(Brislina and Yoshida, 1994). It aims of assisting employees to work or live in unfamiliar 

cultures. As the usage of training increases, there are certain areas that cover various aspects 

and can be taught an applied. An environmental briefing outlines information about the climate, 

history economy and all areas related to the country environment. Orientation in culture is used 

to make employees familiar with values and culture in the targeted country/market operated in. 

Culture assimilation is a technique designed to assign certain attitudes, values and customs of 

one culture onto employees. Language training can be used to increase staffs conversational 

skills in the field and sensitivity training would be to prepare attitudes and flexibility towards 

different cultures. Lastly, field experience entails receiving real life exposure in another 

unfamiliar culture (Kundu, 2001). Employees should be taught about the influence cultures 

provides in order to become effective communicators in intercultural interactions (Moran, 

Harris and Moran, 2011). 

 

Scenario development is a common strategy for companies when making new plans. Its purpose 

is to present scenarios for possible future expansions. The intent is to analyse possible directions 

covering all likely futures and risks (Walsh, 2005). The creation of a possible scenario is based 

on the coordinators judgement on historical and present situations, as well as on the experience 

of others experts with more valuable knowledge. Scenarios can be separated into three distinct 

categories, probable, possible and improbable. Part of the scenario development is 

environmental analysis. It ensures a reflection regarding all things related to the targeted 

environment where the planned action might take place. Culture, political landscape, 

geographical, economic situation and similar areas are studied to create a clear picture of the 
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environmental factors there are to consider. Cultural models are usually great assets when 

analysing environmental factors (Jansson, 2007). 

Relationship between businesses is one of the most important areas to cultivate and maintain. 

A healthy relationship enables individuals from various backgrounds to interact and exchange 

solutions and strategies (Juneja, 2015). According to Johansson and Vahlne (2003), building 

relationships is no longer hindered by country borders, when at the same time, building a 

relationship work similar to internalisation (Johansson and Vahlne, 2003). This is because the 

more interactions and meetings that are held between the two parties, the more invested and 

committed they become regarding the relationship between them (Johansson and Vahlne, 

2003). In the regards to relationships, trust is an important parameter (Ulaga and Eggert, 2004). 

Ulaga and Eggert (2004) states that trust is a crucial part of business-relationships, as 

maintaining a good relationship could be 

the difference if the partnership becomes 

successful or not. 

2.6 Theoretical Synthesis 
The different theories complement each 

other and stepwise lead to the research 

questions two parts, how the culture is 

viewed and the adaptions made by 

companies in light of culture. The first 

theory, Hofstede’s dimensions of culture 

provides a solid foundation to the thesis 

main topic. It widely discusses the aspects 

of cultural differences and is the broader 

subject. It is followed by the three different 

intercultural management models and 

Egoism. The three models discuss various 

ways companies deal with expansion or 

work in conjunction with different cultures 

in creation of a new working 

organisational structure. It naturally 
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carries over the conversation about culture in general, to the business aspect of culture. When 

choosing an organisational structure, managers theoretically consider ethical egoism in their 

decision-making process. When an intercultural management model has been chosen, 

intercultural readiness is the next step by essentially guiding how the discourse can be managed 

between two different cultures. In the end we have different management options for dealing 

with cultural differences, such as relationships, scenario research and cross-cultural learning 

which connect the second part of our research question with the first about culture, while at the 

same time showing cohesion between the chosen theories and the natural progression from 

culture to adaptation. 
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3 Methodology 

 

This chapter will bring up the different methods that could and have been used in the completion 

of this thesis. It explains why the chosen methods have been selected and the reasoning for 

selecting them.  

 

3.1 Scientific Approach 

When executing a study as such, one would need to use a scientific approach. There are two 

different ways of making it. These two are positivism and hermeneutics. They are each made 

to fit a certain type of research (qualitative or quantitative) and will be describes below. 

(Bryman and Bell, 2015) 

  

Positivism 

When a scientist or researcher uses positivism in their thesis it is because they are more 

objectively oriented and conducts a scientific research. Positivism is focused on the absolute 

truth and that there are no personal opinions taken into account and that the thesis and its authors 

remain completely objective throughout. This can be difficult when collecting data via 

interviews or a qualitative research method, as people tend to be affected by other people’s 

stories or the way they tell them. (Bryman and Bell, 2015) 

  

Hermeneutic 

The second scientific approach is called hermeneutic. This approach is more aimed towards 

researchers doing a qualitative study as it is preferred that the interviewee collects and 

understands all the feelings and body language a respondent might give off. It can be argued 

that the hermeneutic approach wants the researchers to capture not only what someone is 

saying, but also how they behave so it can be analysed as well. (Bryman and Bell, 2015) 

  

This thesis will use a hermeneutic approach since it provides more angles of analysis in a 

qualitative study, which this thesis will be. It also gives this paper a chance to capture the 

meaning of the behaviour of the people being interviewed, which could form some type of 

valuable information in itself. 
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3.2 Research Approach 
There are two main approaches when doing scientific researching. When choosing a research 

approach it is very important to use the approach that could benefit the thesis the most. Knowing 

the difference between the approaches can be challenging, hence they will be discussed and 

described below. 

  

Deductive 

A deductive research approach is anchored in the theory (Bryman and Bell, 2015 and de Vaus, 

2005). It means that the scientist or researcher has a theory about the result of the study and 

wants to test if it is true or not. The deductive approach is very beneficial and common to use 

when researchers wishes to test the usability and credibility of an already existing theory with 

different observations (de Vaus, 2005).  

  

Inductive 

The inductive research approach works in an opposite manner from deductive approach. 

Researchers using an inductive approach collect a large quantity of data to come up with a result 

and theory based on their collected primary data (Bryman & Bell, 2015 and de Vaus, 2005). 

  

This thesis will use the inductive method due to there being a question asked, in which the result 

will more or less form a an idea about how Swedish manufacturing-companies view cultural 

differences and adapt to them. There is however one argument for why this might not be the 

best approach for this thesis. The inductive approach wants its users to have a large quantity of 

answers in order to be able to generalise the result. This might be difficult because of how few 

interviewees will be performed during the short time span of this thesis. However, the structure 

of the inductive approach fits this thesis better than the deductive and will therefore be used. 

3.3 Research Method 
As briefly mentioned earlier there are two different types of observation methods that can be 

used when writing a research paper. There is the qualitative method and the quantitative 

method. One method is not seen to be generally better than the other. They both fit for different 

types of research-studies. 

  

 

Qualitative 
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The qualitative approach is seen as the best method to use when doing a study where one 

collects its primary data from interviews. Interviews are often used to receive a broader 

understanding of how the interviewee reacts and behaves when answering questions. A 

qualitative method enables the possibility of noticing feelings and body language 

unintentionally emitted from the interviewee (Bryman & Bell, 2015). 

  

Quantitative 

The second approach is the quantitative method. It is most commonly used when there is a need 

to collect a large quantity of data from numerous individuals. The most usual way of collecting 

data is by letting people answer surveys. (Bryman & Bell, 2015). 

  

This thesis is going to use a qualitative research approach, as interviews will be the main 

contributing source to our study. This method also gives the thesis an advantage to gain a more 

in-depth understanding to every interviewed individual, as more focus can be given to each 

interview and its results. 

3.4 Research Design 
When conducting a study, there are various research designs one can choose from. The 

following paragraphs will clarify some of the most common research designs and which one 

that is most suitable for this thesis. (Bell, 2019) 

 

Longitudinal Design 

Means that a number of observations are made continuously throughout a longer period of time 

and then analysed based on their behaviour (Karolinska Institutet, 2019).  

 

Cross Sectional Design 

Cross sectional design could be seen as the total opposite of longitudinal design. When 

conducting study based on cross sectional design, the researchers collects samples and measures 

variables at a specific time for each respondent (Karolinska Institutet, 2019). 

 

Case Study Research Design 

Choosing the case study research design entails that the researcher has a very specific subject, 

geographical area or interviewees in mind. Researchers that are investigating a specific area or 
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culture often uses this design as it allows the researchers to focus on just one very specific area 

and allows for the possibility to omit the surroundings (Zainal, 2007).  

 

This thesis will use the case study research design as makes it possible to focus on just one 

geographical area. It also makes it possible to interview individuals working in similar 

industries, instead of having the need to collect primary data and opinions from companies 

having widely different backgrounds. 

3.5 Selection of Data Collection 
As mentioned earlier, this thesis will focus on interviewing employees from various Swedish 

companies. This thesis will focus on companies working in similar industries, with export and 

sales of manufactured goods to Asia. The reason for this choice is to minimise factors between 

widely different companies that might affect results. It will also be easier to come in contact 

with them because of their numbers in Sweden being rather high. The interviews will be conducted 

in Swedish, due to the interviewees being Swedish themselves. The most pivotal parts will be translated 

and presented in English in chapter four. 

  

There will not be specific size criteria for the companies being interviewed, revenue or number 

of employees. This is due to the fact that it could be very interesting to discuss in our analysis 

of how companies may act and adapt different depending on their size. 

  

The interviews will be conducted mainly through face-to-face meetings. However, some of the 

interviewees are positioned far away and these interviews will be executed via phone or video 

calls. The interviewees have first been contacted by email and most of them answered 

immediately that they would like to participate in an interview. 

 

The reason to why most of the interviews will be done face-to-face is because of the connection 

that can be established with the interviewee. Conducting a face-to-face interview, will allow for 

the chance to read body language and see how they react to certain questions or how they behave 

when giving certain answers. This could be very difficult, or near impossible, if the main 

approach to doing interviews would be help via phone. However, few individuals will be 

interviewed by phone due to their position far away. Even though it is safe to assume that most 

researchers prefer an interview made face-to-face, there could be some difficulties. The biggest 

concern about these types of interviews, and also interviews in general is the personal chemistry 
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between the researcher and the interviewee. When the chemistry between the two is not 

working, it could make up for some major problems in terms of making them talk and collect 

data. (Fangen and Sellerberg, 2011) 

 

This thesis will mainly use primary data as its foundation when the data is reviewed in the 

conclusion at the end. Primary data is the information and intelligence that the researchers 

collects by themselves. Most often collected during interviews or surveys, depending on what 

type of research method one would use. Secondary data is previous research made by other 

researchers (Larsen, 2014). This will not be used in the empirical chapter. It will however be 

used in the theory chapter and help to form the questions and strengthen discussion in the 

analysis chapter.  

3.6 Interview Structure 
There are a few different types of interviews that can be used when conducting a thesis with a 

qualitative research approach. The most common ones are structured interviews and semi-

structured interviews (Larsen, 2014). Semi-structured are in some cases also referred to as 

unstructured interviews. 

 

Structured interviews mean that the researcher is asking the interviewees a series of questions 

and in the same order for every person. The main reason to using this structure is that it could 

help the researchers to maintain a good volume of data without making it too much to handle. 

(Larsen, 2014) 

 

Semi-structured interviews also mean that the there are prepared questions ready, however it is 

more favourable to let the interviewee speak freely without interruptions from the researchers. 

The researcher’s job is not to ask the precise questions, but rather to point the interviewee in 

the right direction with the help of the question formula. This means that the answers to the 

questions are more open for interpretation and the interviewee only has to know which parts of 

the answers is important to the study itself (Denscombe, 2014). 

 

This thesis will be using the latter. This is because it will let the individual being interviewed 

to share answers and tell stories they believe are important and will benefit our research. 

Another reason to using this interview structure is that every interviewee has different 

experiences, and by just pushing them a little in the right direction instead of asking exact 
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questions, they can talk about more about their own individual experiences. It could however, 

bring a large amount of data that will be difficult to process. 

3.7 Analysis Method 
There are two main ways of analysing a qualitative thesis. There is the narrative way and the 

thematic way. Each of the two different analytical methods will be described down below, and 

then followed by a discussion of which has been chosen for this thesis and why. 

  

Thematic 

The thematic method is grounded in that the researcher needs to find a theme within the 

collected data. This might sound unclear and it could be difficult to understand at first. It can 

be described as the researcher collects data from observations and interviews, afterwards the 

compiled data is thoroughly examined several times. When it has been examined, a data pattern 

might be revealed and expose a common “theme” within the research (Braun and Clarke, 2008). 

Braun and Clarke (2008) argue that there are some debates regarding the thematic method, and 

whether it is a method or analysis tool. However, no matter how the approach is viewed, it 

remains as one of the frequently used ways to analyse a qualitative study.  

  

Narrative 

The narrative method is often used when the researcher wishes that the individual being 

interviewed answers in a narrative for as a story. This is favourable for the interviewer as he or 

she can not only listen to what the person says, but rather how the person acts and stresses parts 

of their story. This makes it possible for the interviewer to collect more information and to 

follow the story of the individual instead of receiving short answers. However, collecting a lot 

of information is not only to the scientists benefit. Large quantities of data could be very 

difficult to handle and managing what parts to use in the thesis can be a tedious task. (Bryman, 

2018) 

  

This study will use the narrative analyse-method. This is due to the way interviews will be 

executed. This thesis will benefit from having the individuals being interviewed in storytelling 

form about their own experiences and how they believe they have been affected by discussed 

topics. The questions will be a more open to allow the interviewee to talk more and lead the 

conversation, hence the narrative method is better for this thesis.  
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3.8 Reliability and Validity 
Reliability and validity are two key words when it comes to writing a thesis. When a study has 

reliability it means that the result would be the same, if the study would be repeated several 

times (Bryman, 2018). Reliability is mostly spoken about in the field of quantitative research, 

as there could be discussions regarding how stable or reliable the measurement are. 

  

A researcher whose study reaches high validity means that there is a connection between the 

different conclusions that have been drawn from the study. There are a few different types of 

validity. (Bryman, 2018) 

  

Measurement validity - This particular part is seen as more usable if a quantitative research 

approach is conducted, as the main goal is to build up measurements to concepts of social 

science. 

  

Internal validity - This version of validity expresses how two different variables have any 

causality in relation to each other. If there is causality between the different variables, one could 

say that there is validity in the sense that variable X affects variable Y and vice versa. 

  

External validity - Focuses on if the result from the study can be generalised and used in other 

similar cases. 

  

Ecological validity - This form focuses on how and if the result from a study can be applied in 

an individual's everyday life. 

  

Inferential validity - This type of validity focuses on the correlations between reality and design 

of the study and how it has been or could be used. 

 

Generalising a result from a bachelor thesis and giving it validations could be difficult, due to 

it being difficult to make an assumption of how a whole industry or culture operate by hearing 

the opinion and experience from six individuals. If most respondents have similar views and 

the empirical findings makes up for a general experience regarding the research question, the 

result could be viewed as valid. 
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3.9 Operationalisation 
The questions that will be asked during the interviews have been chosen because of one reason. 

They have to be able to connect to the theories, which will make both the empirical findings 

and theories relevant in the discussion chapter. Ahead of every interview the respondents were 

briefed about the research question and questions were further clarified during the course of the 

interview. The adaptation segment in literature review chapter (2.5) was not included in the 

operationalisation schedule because it was added as an additional theory afterwards. 

 

Appendix 1 will host the operationalization scheme, where it will be clear which question that 

is connected to which theories.  

3.10 Ethics in Research 
When conducting a bachelor thesis, it is important to understand the ethical rules surrounding 

it. For example, it is very important to let the respondents be anonymous if they request it. It is 

a human right that needs to be respected at all times since the intention is not to jeopardies the 

psychological or physical health of any of the respondents. (Bryman and Bell, 2015) 

 

Another important part is the societal considerations. This thesis might be of help to others in 

society and their understandings of culture. It can also provide interesting findings on how to 

adapt to Asian business culture in particular. The study is significant for the society at large as 

people might not understand that there are considerable differences between how business are 

conducted in Sweden versus Asia. This thesis provides them a chance to broaden their 

understandings and knowledge on the subject. 

3.11 Method Critics 
When committing to a certain methodology to use when writing a thesis, there are many things 

to take into account. One of them is that the researchers needs to choose the method that fits 

best for his or hers specific research. What need to be said regarding choosing method is that 

some methods fit better with each other and some fit better with the research. For example; 

using a qualitative study might be best the collection of primary data using interviews is 

sometimes better. However, it could also mean that it will be difficult to collect a large quantity, 

if that is what the study needs. This thesis has been lucky in the sense that the qualitative 

approach and all the other chosen methods fit the thesis end goal well. 
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3.12 Contributions 
Both authors have contributed equally much to this thesis. Each chapter has been discussed 

between the authors regarding what to write in that specific part and then divided so the writing 

would be more time effective. Thereafter, the authors thoroughly reviewed each other’s work 

for discussion. In the end both authors corrected the thesis together. 

3.13 Considerations 
This study has collected primary data through interviews from a total of six individuals. Even 

though or research question are aimed towards Swedish companies working in Asia, one of 

the companies interviewed has Japanese roots. The reason to why this company was qualified 

for an interview is because they have operated in Sweden for a very long time and is a 

subsidiary of the parent company in Japan. Therefore, they have a Swedish business culture, 

mind-set and sit on valuable knowledge on the cultural differences from a Swedish point of 

view, hence their qualification for an interview.  

Another consideration to take in account is that one of the interviewees is active in Russia. 

Vast majority of Russia is located in Asia, however some of Russia is located in Europe. 

Regardless, the interviewee was interviewed due to his experience in the same industry as 

remaining test subjects, as well as for his knowledge in cultural differences because of his 

field of work, additionally, he was chosen due to time restraints with this thesis. To avoid any 

confusion, minimal emphasis will be placed on the Russian aspect of his interview and instead 

his general interpretations of culture and adaptations will be considered as it might be a 

contributing factor in the analysis. 
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4 Empirical findings 

 

In the empirical chapter, findings and answers from the interview will be presented. The 

findings will be presented company-wise and each interviews key findings will be summarised 

separately. 

 

4.1 Introduction to Interviewees 
Interviewee 1: Niklas Richardson at Yaskawa. 

- Yaskawa is a Japanese-owned company working within the robotics-manufacturing 

industry.  

- The interview was conducted face to face and lasted around 35 minutes. 

Interviewee 2: Johnny Jarhall at Yaskawa. 

- Yaskawa is a Japanese-owned company working within the robotics-manufacturing 

industry.  

- The interview was conducted face to face and lasted around 50 minutes. 

Interviewee 3: Johanna Kevinsson.at Company A 

- Wants to be anonymous, hence the fictional name and the company will not be 

presented.  

- Interview was conducted over phone and lasted around 25 minutes.  

Interviewee 4: Magnus Nilsson at Norden Machinery. 

- Norden produces tube-filling machines and is active all over the world. 

- Interview was conducted face to face and lasted around 25 minutes.  

Interviewee: 5: Andreas Hagberg at FKAB. 

- FKAB designs ships and is active in Asia, mostly in the Chinese market.  

- The interview was conducted through Skype and lasted around 35 minutes. 

Interviewee 6: Oskar Fransson at Jacobi. 

- Jacobi works with manufacturing activation and reactivation coal for different use cases. 

They are mostly active in China.  

- Interview was conducted face to face and lasted around 35 minutes. 
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4.1.1 Yaskawa – Niklas Richardsson 

Richardson begins by recognising that many companies have become more global and used to 

working across cultural borders, however the apparent difference caused by culture still exists. 

When they meet Japanese companies the culture becomes much more evident since there is a 

get-to-know-you phase where there is a building of trust and human relations, it is an important 

stage and the way you act towards each other in Asia is a lot different from the west. Richardson 

thinks it is important to understand how we are perceived by others and how we perceive them, 

only awareness controls our behaviour. If you walk into a situation unaware and not ready to 

adapt then there is a big risk you’ll upset people and appear strange. Richardson believes that 

the best preparation comes from experience, but acknowledges that being educated on the 

cultural differences is also important. 

 

When asked about complication that might arise in relations to culture, Richardson said that 

business-determining wise there have not been any major issues, however they have 

experienced how the Japanese are very thorough with work and quality. It is heavily embedded 

in the Japanese culture. He also mentioned that when a Japanese company goes too far towards 

the American way it may lose itself on the way by becoming more market orientated and 

volume depended. It increases the chance of complications when a company establishes on a 

foreign market and loses its roots by all of a sudden changing its control values and business 

culture. In general Richardson states that if the chemistry is not there and one party is acting 

strange, then a business opportunity might fall apart. The first interaction is always toughest, 

after that when the door is open, a relationship is established and there is trust because of what 

has been accomplished together, it will become easier. 

 

A mistake Richardson made when first visiting Asia, specifically Japan was where he was 

supposed to sit in the conference room. Furthest in is where those with highest rank sits and 

that is where he sat himself down and thus, embarrassed himself according to him. He had no 

idea he made the mistake and recognises that it would have been smart to have more knowledge 

about those things. A large cultural contrast they might face is meeting very religious people 

and that is when you have to be careful with how you speak to avoid cussing for example. 

Richardson believes that even though these are small micro things, it can affect business 

opportunities, because the problem is that you do not receive feedback on them. It is only when 

customers make their decision that you can speculate. He mentions that these things change as 
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we become more global, but micro gestures such as dinners and offering cigarettes in China are 

still prevalent and important today. On a general note, he mentions that Chinese might not do 

business the same way we do it here in Sweden, they might declare what distributor they intend 

to use and it is up to the sales person to adapt. 

 

Richardson says that much of the knowledge attained is through experience. In some cases 

when arranging meeting with different cultures there might be a dress code stated in the 

invitation, which is appreciated by individual’s attending because it clarifies the “game rules”. 

This is especially ideal for Swedes that tend to dress casual. Back in the 80’s Richardson said 

that they wore shirt and tie and today its fine for a Swedish CEO to attend in jeans and t-shirt, 

which might not be appropriate in other countries. Apart from experience, Richardson believes 

that we need to be very adaptable. Sweden has progressed significantly in gender roles and 

equality, however other countries, especially in Asia might be up to a generation behind us. 

With that in mind we have to take a step back and realise how we interpret things and how it 

may differ. Another strategy to reduce these differences mentioned by Richardson is to use 

Asian employees that can minimise cultural shocks and meet with the customers. He believes 

this is the reason for opening offices around the world as a global company. It makes it easier 

to overcome differences and nurture commitment between two companies. Japan and China has 

a rough history and that is why Yaskawa separates business establishment between certain 

regions, at some point a Japanese might have to meet with Chinese and when that happens it 

has to be a person knowledgeable in cultural differences and with adaptability as a character 

trait. The main adaptation has to come from the person wanting to do business, so the same 

rules apply for a Chinese that want to do business in Europe. 

 

Richardson recognises that certain cultures are better in some areas than others and it is 

therefore smart to adopt their knowledge. It is not unusual to let those with better knowledge 

lead the way. Then there are areas where Yaskawa have to be strict. He mentions that they work 

closely according to laws and regulations, as well as their own code of conduct. It is important 

for them that no sub suppliers use child labour or that products of theirs are used in production 

of weapons of mass destruction. 
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4.1.2 Yaskawa – Jonny Jarhall 

Jarhall in regard to Japan mentioned a clear distinction in the differences between Sweden and 

Japan being the way we hand over a business card. Here we simply hand it over without any 

consideration, in Asia however, you have to stand up and bow while handing over the card with 

both hands slowly so that the other person can read it before accepting. It is important to follow 

this practice according to Jarhall. When asked about how one would know how to act, Jarhall 

said that it is something that has been understood when visiting Japan and observing them. By 

having roots and working closely with Japanese, Jarhall admits that they have learned a lot from 

them with how they work their thoroughness and how not to work. As an example he says that 

if you email a Japanese person a question, you will receive ten questions back. That is 

something that has been learned throughout the years. Jarhall also comments on the necessity 

to perform forecasts. 

 

“The Japanese wants us to perform forecasts all the time to predict our sales during the 

coming half year. It is mostly guesses that we are able to present and if the first month we do 

lower sales than forecast predicted then we get hit on our fingers. If there is a month we do 

better than expected, we get hit on our fingers again because we should know our customers 

better. We are expected to make accurate forecasts every time.” 

- Johnny Jarhall 

 

Jarhall says that Japanese in general want to know about every number, it will not be enough to 

present a forecast with sales of 20 million, they will want to know what those 20 million contain 

and desire a detailed explanation. He says that this “demand” has been positive, since it enables 

them to analyse what has gone wrong or well in more detail compared to some other companies. 

It can however be frustrating for new employees that do not understand why all these forecasts 

are made. The same thoroughness exists when Yaskawa declares a price to a customer. Every 

cost aspect of the service and product is thoroughly explained to customers and if something is 

questioned they can simply refer to the numbers and turn it around the customer, that is 

something that has they have learned from the Japanese way according to him. 

Jarhall recognises that they always have to adapt to their foreign business partners or customers. 

Many times it can be hierarchal, whereas here in Sweden, we are very casual in the way we for 

example dress. There are adaptions for how you behave and who you greet first. He mentioned 

as an example that when entering a where five people are seated, they have to quickly identify 
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who is highest in rank and greet that person first, to then move down the line in order or there 

might be problems. To counter this Jarhall said that doing research beforehand is ideal. Back in 

the day it was not as easy to read up on the customer, today he states it is much easier. There 

are often “contact” links on their websites with pictures that can help identify individuals with 

significant roles. In general it is easier to read up on the company so that it is easier to converse 

with the customer and at least seem educated and interested. This research fall on one owns 

responsibility to do. Jarhall does mention that there are many small actions that can be done 

wrong, but the main thing is to always show respect, even if you have another opinion on 

something. The opinion should have well supported arguments and it should never appear like 

they are being tricked. According to Jarhall, many do not listen to what the customer wants. 

They can say ten times how they want something made, in the end it is made in another way. 

He believes that you should listen to the customer and do the task the way they want it to end 

up on their good side because of being one of the few to listen. 

 

Jarhall mentions that informal meetings such as dinners still occur. It was however more 

common back in the day. It still occurs, but not as often and the reason for that today is time. 

Time is more important. He also thinks it is easier to communicate nowadays. They use 

facetime, skype, email and calls before meeting physically. Before it was just calls or contacting 

less frequently, now Jarhall states that it is “Just like meeting an old friend”, because all the 

communication has bridged the relationship. He mentioned that Asians are more reserved than 

westerners and therefore need personal contact more than a Westerner. 

 

Jarhall said that China is tougher to do business in than Japan. They are not as thorough and his 

experience indicates that products cannot be trusted to be properly finished. A Japanese or 

Korean can be expected to work thoroughly. Regardless of country there is always the issue 

with language barriers, China was especially mentioned as being one of the worse in this area. 

When it comes to engineering Jarhall thinks it is very important to be clear. When asked what 

to do in these situations where there occur problems because of language barriers, Jarhall states 

that it is important to use an interpreter, clarify products with drawings and colour code screws 

and bolts when Chinese are producing parts for their machines. 

 

A general workaround mentioned for culture clashes is that experts from Japan might be sent 

out to parts of Europe. The reason for this is to bridge the connection to the production facility 
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and Yaskawa in Sweden, as well as for quality follow-ups. These experts know how to quickly 

transmit Yaskawa Sweden’s concerns to the production facilities. Jarhall comments that after a 

while these Japanese that come visit become more adapting and understanding how work is 

performed in Sweden. It creates an exchange of knowledge and helps both sides. Most of them 

become close friends with their oversee colleagues. Another way to increase knowledge for co-

workers mentioned by Jarhall is to bring young trainees to meeting so they themselves can 

experience the differences in person. In addition to this Yaskawa sends them to Sydsvenska 

Handelskammaren for some courses in how to do business abroad and cope with cultural 

differences. There they have lawyers educating certain courses as well, it is beneficial for 

Yaskawa, since contractual dispute is an area they heavily emphasise to avoid. According to 

Jarhall there are times where unreasonable demands are written in contracts, because of ill 

intentions or different cultures not using modern terms of agreements. It is therefore beneficial 

to have local employed lawyers in Japan and China when these things occur.  

 

After working a while at ABB robotics, Jarhall made the distinction that Japanese are very quick 

and efficient in their production. Upon visiting it was clear that Japanese devotion and 

commitment to the company is vastly different than here. They sit in long rows and work 

constantly for hours and never go home before the boss. He explained it as their job being a 

part of them in a way we cannot understand. 

4.1.3 Company A – Johanna Kevinsson 

Johanna comments that as a big company, they have to make sure to stand firm in areas where 

their business ethics might be challenged. It is often that conflicts can arise when dealing in 

different cultures that tend to operate in different ways because of norms and ethics they are 

used to. There are also challenges when Company A operate on various markets and have to 

follows certain international frameworks, as well as their own. She recognises that you cannot 

do business the same way everywhere, difficulties are face on different markets. 

She believes that one of the difficulties happens when they are working as a supplier and are 

forced to communicate their concerns. There are areas where they cannot budge and 

communicating this in a way that is appropriate and respectful towards customer is a rather 

difficult task. It can be challenging to help customers understand the way Company A conducts 

business and that it has to work in unity with their code of conduct. According to Kevinsson 

companies are more adaptive to them for this reason.  
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Kevinsson says that cultural shocks and possible dilemmas that sales personal might experience 

are prepared for with special courses lead by knowledgeable consultants that are experts on 

cultural shocks and business. Employees attend these to understand signals and differences in 

hierarchy, customs and traditions to manage both internal and external dilemmas accordingly. 

Employees are also educated on the policies and code of conduct Company A follow. There is 

little tolerance for acting outside of these frames that exist for conducting business. That 

involves internal and external misuse. She believes that the pressure for transparency has 

increased. Partly through media, but also because of expectations they have on them to act 

correctly. The change she sees now in companies is how before there were a couple of pages of 

code of conduct that were barely recognised to now working actively with it to educate and 

inform employees. 

4.1.4 Norden Machinery – Magnus Nilsson 

Norden is also adapting to international customers. Nilsson believes that having other countries 

adapt to our small country, like Sweden, is an imagination and if we intend to do business in 

other markets, then we should adapt to our best ability. For example, in other parts of the world 

making a decision today means today. For Scandinavians it might mean something completely 

different and it is normal for us to contact in a week or two to three days. He states that they are 

in general very flexible, although they are not flexible when it comes to working in accordance 

to rulebook and laws for how to conduct business. 

Nilsson recognises the use of local agents and/or sales representatives. Partly because they 

cannot control every work aspect in the market, it would be impossible to cover all markets on 

your own without knowledgeable agents and representatives. Agents also counter the cultural 

challenges as well and how you do business with cultures. He states their agents in Russia are 

very competent in what they do and they constantly help guide Norden’s employees on what to 

think about over in the foreign market. It also important to realise customer’s actual needs and 

have big ears, that’s where help from agents that have met with the customers several times is 

crucial. Their company is to some extent depended on these agents that think and act the same 

as them. 

Norden want agents to be as close to customers as possible and their agents have become very 

professional in the sense that they do most of the things on their own. They chase projects and 

customers and the company sort out negotiations and contracts from here. According to Nilsson 

their agent knows much about what type of companies there are and how they operate. That 

information is transferred to the sales personal. The rich information helps understand how 
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companies look organisationally, who the key people are, contacts and all things related 

according to Nilsson. 

Apart from working closely to the market and with sales representatives or agents, employees 

are said to often travel and visit these areas, as well as being involved in meetings, events and 

aftersales. When a customer is on visit, Norden almost always have various staff participate in 

meetings depending on the project. It can be technicians and production personal. That way 

everyone acquires a feel for the customers and how their home country work. Most employees 

understanding comes from being there interacting with customers. Nilsson recognises that 

Norden is known for taking care of visiting guests. When foreign customers arrive, they usually 

value their time and on the weekend, some want to be alone and travel somewhere. They are 

provided with the help needed depending on their interest. 

Nilsson says that there are of course differences, but those differences are not so big and they 

are becoming smaller and smaller with the society we have today. We also see how borders are 

changing. People are travelling a lot more and communicating with each other. “It becomes 

flatter in that sense”, he says. Then there are definitely cultural differences that are important, 

but in the grand scheme of things, it becomes more apparent and open. 

4.1.5 FKAB – Andreas Hagberg 

When discussing the topic of cultural differences that FKAB have encountered, Hagberg brings 

up two things that he believes to be the most significant differences between them and the 

Chinese. He says that it is very important for both them and the Chinese with payment times 

and deadlines. However, Hagberg mentions that it sometimes feels like the Chinese leave out 

necessary information that FKAB needs to deliver in time. They may not understand why 

FKAB cannot deliver in time when they have left out necessary details. He thinks it is a culture 

thing and recognises the difficulties with it in the beginning. Since then they have learned to 

remind their Chinese counterparts in time so they are able to obtain the necessary information 

needed. In general Hagberg mentions that FKAB is very adaptable by observing how Chinese 

work and implement solutions. These results have yielded in terms of better quality, processes 

and thoroughness that earlier did not exist. Hagberg does mention that despite their flexibility 

they are working in accordance to code of conduct. This is done in order to be sure that there 

has not been any child labour involved in the process by subcontractors and other parties. He 

says that is very important that the products they buy are from manufacturers that fulfil their 

criteria’s. 
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According to Hagberg the main purpose of establishing in China is to come closer to the market. 

It is also a large market for tanker ships. Japan and Korea has their own markets which are hard 

to penetrate since they have their own designers. China has been more open and in addition to 

that it has been a low-cost country. Hagberg think that there is a need for local presence on 

markets a company is planning on entering. That is best exploited with agents that can speak in 

the same language and they are crucial in the first encounter. 

Having an office in China has been a nice bridge for employees to understand the culture and 

language better according to Hagberg. Most of FKAB’s employees working in the Chinese 

office are in fact Chinese. At the start they had a Swedish CEO in China to make sure that both 

offices worked the same way and that the way FKAB conduct business would be mimicked by 

the Chinese office. 

Hagberg states that there is a lot of hierarchy in China and people underestimate one another. 

Things can be decided by one person, but another with higher rank can change the decision. It 

is about knowing who has the right authority so that we know who to listen to. The larger 

difference is who you greet first; Hagberg recognises the difficulty with knowing who is who. 

 

4.1.6 Jacobi – Oskar Fransson 

The impression Fransson received is that in China, everything is possible, although regular 

follow-ups are needed. It is always uncertain what will be delivered before work has 

commenced. In Europe when signing a contract, tasks are followed point by point, however in 

China it is not the same. Over there it is a lot of relationship building and one has to have a 

good relationship with the person you are buying from according to Fransson. There needs to 

be trust established before there is strength in relationship. When Fransson travels to Asia to 

meet with suppliers, it is a lot about relationship building and meeting supplier’s families. That  

is something Fransson considers a difference between China and Sweden. Here we separate 

business and private life, however in China they work a lot with family companies and its 

normal to meet them since the business is usually inherited through the family. 

Fransson states that Chinese as first glance view foreigners as a “walking money bag”, as 

someone who can invest in them, hence they are very polite. After the initial introduction it is 

about minimising barriers and establish trust. Fransson argues that it is sometimes difficult to 

distinguish if they are friendly because they want us to invest or if they are actually friendly. 

Regardless it is something that Fransson says is important to put emphasis on, since much of 



 

36(52) 

 

the cooperation taking place is based in good relations. If there is a healthy relationship between 

Jacobi and suppliers, then most problems can be solved with communication. That 

communication takes place mostly on WeChat, as explained by Fransson. WeChat is Chinas 

version of Facebook. He admits that he would not be able to do his job without it. 

Communication with suppliers can take place daily and everyone answers quickly. It is also a 

great translation tool to minimise the language barrier. New prices and problems can be 

discussed through WeChat. When Fransson travels to China once every quarter, it is because 

of price negotiating, vital relationship building and signing of contracts. According to Fransson, 

contracts are more loosely interpreted in China. Circumstances might change and a healthy 

relationship strengthens commitment to a contract. When going on a business trip to China, 

Fransson mentioned that it is very helpful to bring along someone from the local workforce in 

China in order to connect better with the other company and can read between the lines better 

than a Swede can. 

Jacobi’s suppliers are very flexible to how they want it. They are adaptable and once more 

Fransson stresses that a healthy relationship strengthens commitment. For a Chinese at first it 

is about being invested in and they might later claim that they did not really mean what was 

said in the contract, once a relationship is established they are committed however. This is due 

to it being beneficial for them in the long term. Fransson speculates that the will of making 

money is very powerful and could help overcome cultural differences. 

Fransson comments on Chinas progress the past years in areas such as climate change. It has 

had a large effect on price and demand for materials. A while ago it was rather easy to obtain 

materials. The same price was placed and kept for a quarter of a year and there were plenty of 

suppliers, however in November 2017 the President in China announced more focus on climate. 

Politics in China can move extremely fast according to Fransson, if they decide something they 

will act on it. What happened after the speech was that production facilities were shut down 

and the whole world had to adapt. Jacobi had to work very hard to adjust all the problems that 

occurred and as a result had to increase the amount of suppliers to work with. Now there is 

more pressure on Jacobi to maintaining the relationships with multiple suppliers and manage 

everyone so that all parties are pleased. Fransson mentions that the quality of Chinese products 

can vary a lot. Therefore, they have special quality checks before they ship their products to 

customers in order to be sure that the product they are selling are up to par and that every 

shipment has the same level of quality. 
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When asked about where/how he learned to act he says that it is “learn by doing”, essentially 

meaning that they were learning as time went on how things worked and operated with 

hierarchy, traditions and customs. Fransson’s impression is that Chinese have understanding 

for foreigners not knowing the customs. The older generation is a bit more conservative 

however. Chinese are usually adapting to Jacobi and the reason for this according to Fransson 

is that they have 30 years of experience in what Europeans desire and addition to this they are 

able to produce everything. A change Fransson sees is that China produces much more towards 

domestic use now. This is due to Chinese companies being more flexible and can pay in higher 

amounts of cash and faster. It is not something foreign companies do. 

Fransson says that one of the most difficult things working within Asia, particularly China is 

that they often do things without thinking of the process as a whole. According to him this 

behaviour can causes disruptions and that sometimes could lead to missed deadlines for them. 

Fransson states that in most cases, the visiting company tries to adapt to the culture of the 

company and country that they are visiting. It is mostly them that are visiting the other 

companies, as most of the suppliers they are working with are smaller family-owned businesses. 

They have however had a visit from a larger Chinese company they are working with and when 

they came to visit, there was adaptation from the Chinese part. He believes that smaller 

companies that do not travel as much have a harder time adapting to foreign cultures when 

visiting and it is even easier to adapt to a culture if the relation between the parties is good. 
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5 Analysis 

 

This chapter will discuss the different empirical findings that have been made during the 

interviews. It will be compared and analysed it together with the authors own opinions and that 

of the theoretical chapter as well.  

 

 

5.1 Differences in Culture 
 

When observing the empirical data it can be seen that culture between Sweden and Asia varies 

significantly. One reoccurring distinction mentioned was hierarchy in parts of Asia. Several of 

our interviewees had encountered it in various situations. Richardson from Yaskawa mentioned 

his first business mistake encountering hierarchy in Asia. It happened when he attended a 

business meeting and sat himself furthest in where higher ranking employees tend to seat 

themselves. This was an embarrassing mistake according to him and recognised that it would 

have been ideal to know of these differences beforehand. Hagberg from FKAB also mentioned 

hierarchy as an evident difference. According to him they tend to underestimate each other and 

a person with higher rank can completely overturn a decision made by his co-worker before 

him. In addition to this Fransson had noticed the importance of greeting the right person first. 

This was a common response by our interviewees in our study. Jarhall from Yaskawa similarity 

mentioned that when they enter a meeting they quickly have to identify who is highest in rank 

and approach them first followed by the rest in order. This can have a lot to do with the respect 

culture that exists in Asia. Hierarchy and respect towards those above you, whether it is towards 

parents, elders or bosses is heavily embedded in the culture since centuries back. This is also 

what Hofstede’s power distance discusses. The way Japanese exchange business cards as 

showcased and explained by Jarhall is evident of a culture that is respectful towards each other 

with bowing and reading it before accepting. As explained in the background by Lewis (2006) 

Asia is a region with large power distance. This can also be anchored to Hofstede’s theory about 

power distance (Hollensen, 2017) explaining that a high degree of power distance indicates 

larger discrepancy between ranks and more bureaucracy in organisations. Jarhalls visiting the 

factory in Japan further strengthens this concept when he reconciled about the lines of working 

employees at their stations with full focus and that no one leaves work before their boss. 

Hierarchy and respect seem to be two intricate aspects tied together in Asian culture. 

Richardson mentioned regarding Sweden being very progressive and that Swede’s working 
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abroad in Asia have to be aware that the culture might be up to a generation behind us. If the 

Japanese would not put so much importance on the hierarchy levels, we believe that the power 

distance could be lowered and make up for an environment where everyone could bring forward 

their ideas and opinions to the management. That could later drive a relatively conservative 

market forward. 

Further differences noticed were how Asians conduct business differently to here in Sweden. 

Jarhall mentioned Japanese thoroughness at numerous times. When asking Japanese a question, 

he had learned that you will receive ten questions back. Yaskawa also has to do regular forecasts 

as part of their duties as an extension of Yaskawa in Sweden. He stated. 

 

“The Japanese wants us to perform forecasts all the time to predict our sales during the 

coming half year. It is mostly guesses that we are able to present and if the first month we do 

lower sales than forecast predicted then we get hit on our fingers. If there is a month we do 

better than expected, we get hit on our fingers again because we should know our customers 

better. We are expected to make accurate forecasts every time.” 

Johnny Jarhall 

 

With most things they have to be thorough, for example when presenting a forecast number to 

a Japanese the number has to be broken down in detail. This practice is something he mentioned 

that they use when speaking to customers and can therefore present the number clearly. Jarhall 

recognises it as giving them an edge, because by being thorough they can refer to number better 

and analyse forecasts in more detail. This cultural aspect is something Yaskawa Sweden 

adopted and shows how the intercultural management model of cultural synergy relates to their 

situation. The model explains how new organisational structures are adopted by analysing 

similarities and differences between different cultures (Adler, 1980). It can be clearly seen in 

Yaskawas situation where they learned a new strategy. 

Fransson from Jacobi mentioned that “In China everything is possible”, explaining that they 

are able to adapt quickly, although regular follow-ups are needed. There is always an 

uncertainty if the products will be delivered. He also mentioned that contracts are more loosely 

interpreted and that they can negate a contract if the relationship is not strong enough. The 

reason for this could be explained by what Fransson mentioned earlier that he senses that 
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Chinese at first glance sees foreigners as a “Walking money bag”, as someone who can invest 

in them. When relationship is later established it feels more genuine, however he admits that it 

is sometimes difficult to distinguish if they are friendly because they want investment or if they 

are actually friendly. Another general, not Chinese-specific, speculation he had was that “The 

will of making money is very powerful...”. Looking at these two statements and also relating 

back to the theory of ethical egoism (Stanford Encyclopedia of Philosophy, 1, 2019), we can 

speculate that Chinese mentality might be anchored to what ethical egoism explains as 

benefitting yourself as a priority. Hagberg at FKAB also had experiences with Chinese and the 

problem with deadlines, as well delivering necessary information for smooth deliveries. He 

does however mention that it is important for both of them that payment is on time. Fransson 

at Jacobi had also seen a change recently in Chinese delivering good domestically due to 

Chinese companies paying fast and high amounts in cash. These two additional                                                                                                                     

viewpoints can support our analysis of Chinese mentality showing traits from ethical egoism.  

5.2 View on Cultural Differences 
Many of our interviewees agreed that most cultures are becoming more global. Richardson from 

Yaskawa said that many companies have become global and are working across their cultural 

borders. Nilsson from Norden Machinery had a slightly different viewpoint on this as 

differences still existing, however are becoming smaller and smaller as cultural borders change 

and “it becomes flatter”, which can be interpreted that we are becoming similar and to some 

degree cultural homogenous. Answer from our interviewees suggest that it is not possible to do 

business in the exact same way regardless of culture. This is due to the big differences in 

cultures and according to the respondents, adaptations must be made to every culture. However, 

using the same “base” for sales pitches and making smaller changes depending on culture seems 

to be working. An interesting opinion from Jarhall is that it is possible to do business in the 

same way in Europa and in the US, but not in Asia. This may also be because the Asian cultures 

are too different from each other and that adaptation must be made. We would agree that it is 

more difficult to do business in one way in Asia as it is much larger than Europe or USA. We 

would argue, based on the empirical findings, that even Japanese and Chinese culture are too 

different to do business in the same way, even though they are relatively close to each other 

geographically. Judging by the fact that Japanese companies are more quality-oriented while 

Chinese companies are more oriented towards mass production and low pricing means that they 

have a different approach to how business should be conducted. We think this is one of the 

reasons to why it is difficult to do business the same way all over Asia.  
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Kevinsson from Company A at several occasions mentioned that they usually instil the changes 

and business partners adapt to them. She explains that their code of conduct is the backbone in 

their business operation. Analytically Company A had similar traits to the cultural dominance 

model (Adler, 1980). A model explaining that one culture is dominant, while the other one is 

subordinate. The dominant culture rarely adapts to the subordinate one and business is 

conducted in the same way, everywhere. This is what could be observed in the interview with 

Kevinsson where at several moments the business code is mentioned and that they have to put 

more emphasis on reminding customer/partners how they do business and what they expect in 

accordance to their policies. A logical explanation for this reasoning by Kevinsson could be 

because of their size and duty to uphold shareholder expectation for transparency and quality. 

In contrast some of the more medium sized companies seem to have more flexibility in certain 

areas. Every interviewee did however, at some point mention the importance of having a code 

of conduct or frame of regulations to work with. The content of these regulatory frames varies, 

although all indicate an area where Swedish firms do not adapt and instead applies pressure on 

others to conform to their work ways. The demands could vary from working in accordance 

with rule of law, to sub suppliers or buyers acting ethically and morally right by not using child 

labour products for use cases in construction of weapons of mass destruction, to more specific 

things such as juridical and transportation demands where other markets are not as reasonable 

in. In some sense it can be argued that these are areas where Swedish firms remain dominant 

and subcultures are forced to adhere and adapt. We believe Swedish firms have to lead the way 

in this area, because as mentioned by Richardsson, other cultures might be a generation behind, 

thus needing guidance. 

5.3 Adaptation 

5.3.1 Cross-cultural learning 

Cross cultural learning was discussed by several of our respondents, it was mentioned that 

knowing the culture and doing research beforehand is an important aspect. Jarhall mentioned 

it, as well as Kevinsson. They regularly hold courses or send staff to Svenska Handelskammaren 

to obtain valuable cross-cultural information. This information can be used to cope with 

dilemmas abroad. This also reconciles with the management of cultural differences chapter that 

cross-cultural learning is beneficial in most cases (Kundu, 2001). 

Another way of learning was to bring trainees to foreign cultures so culture could be 

experienced first-hand. This was a common way to ease new employees into the culture and 

help them adapt. Norden machinery usually involved various staff members in meeting to let 
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everyone get a feel for the other culture. We believe that both these ways are smart, since 

adaptability has been one of the reoccurring themes in this thesis. Learning the new systems 

early on will ease the cultural blending and allow for more convenient business. The importance 

of adapting is brought up by Adler (1980) in both the synergy and compromise models. The 

adaptation begins with learning about other culture and thereafter structuring a strategy. This 

approach is used by several of our interviewees. Our opinion of the matter is that research 

beforehand is an essential strategy and a smart way to deal with uncertainty to reach a middle 

ground that works for all parties involved. Cross-cultural learning can be tied to what is said in 

intercultural readiness (Brinkmann and Weerdenburg, 2014) about understanding the other 

culture to prepare a viable pitch or tactic. 

5.3.2 Relationships and Subsidiaries 

We earlier mentioned that it is popular to use local agents and/or for companies to establish 

subsidiaries or offices in the host market to hire locals that know their way around the market. 

We believe that creating a new subsidiary in a host market could have the effect that it brings 

two cultures together and form almost like a new culture, with the best parts form each one. 

Similarities could be done with the Cultural Synergy Model of the Intercultural Management 

Models, which is when two cultures meet in a newly formed organisation and then compromises 

to form a new one.  

Relationships a mentioned in the theoretical chapter plays a vital role in creating a productive 

business environment. Relationships seem to be a core value for Asian cultures that needs to be 

cherished in order to conduct business in Asian countries. Its importance is also brought up in 

the intercultural readiness theory about building commitment to form join solutions and bonds 

(Brinkmann and Weerdenburg, 2014). This is evident in how many of these international 

companies work. Several interviewees stressed areas of importance in networking and relations. 

Relations has enabled more business importance and information sharing. We suggest it to be 

a vital strategy as well. Maintaining a healthy relationship when working in Asian regions seem 

to be crucial due to the importance of it and how it is embedded in the culture.  

5.3.3 Adaptability 

The most common opinions from our respondents is that both parties need to adapt to each 

other regardless of which culture they are from. This would seem to be the best way of doing 

business since it means that both parties go out of their comfort zone in order to do business, 

which entails that they have the same prerequisites to work with as far as culture go. We can 
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tie this finding to the theory of intercultural readiness about managing uncertainty (Brinkmann 

and Weerdenburg, 2014). Essentially the need to remain in control and adapt. An interesting 

finding that we did, however, is that the largest company we interviewed told us that the 

customers more often tend to adapt to the interviewees way of doing business. This leads us to 

think that companies which are almost the same size adapt to each other. However, companies 

that are larger and where the other party are the ones that really wants the deal done does not 

have to adapt as much and can do business as they want themselves. The interviewee from 

Jacobi brought up an interesting point that smaller companies that do not travel as much might 

have a harder time adapting to new cultures. This could mean that it is more difficult for smaller 

companies to internationalise, not only because of liquid resources, but because of cultural 

adaptations as well. This could be discussed with the help of the theory regarding ethical 

egoism, were the most important thing with a business deal is that you come out of it as the 

winner yourself. We would argue that larger companies that does not have to adapt has an easier 

road ahead as they can do business in whatever way they feel like, since the smaller companies 

most likely are the ones that need the deal to be done.  

Jarhall criticised how some individuals and companies may not adapt to their customers’ 

demands and instead does what they think is best, whether that is adapting your product or how 

you act. This is an indication of intercultural communication first and second facet of actively 

listening and adapting communication style. It talks about importance of actively listening to 

other from different backgrounds, learning from it and how we adapt our communication to 

those cultures (Brinkmann and Weerdenburg, 2014). The opposite side of the spectrum is being 

a dominant culture as explained in the intercultural management model of cultural dominance 

(Adler, 1980). This raises the question if there is a line between what companies can demand 

and expect from business partners depending on their own size and economic power within the 

industry. It could be argued that it depends of weather you are the buyer or seller. However, our 

study has companies that do both selling and buying, and the answers are therefore considered 

to be in both directions. The answer to the question could be that larger companies might have 

the option of choosing their customers, and therefore does not have to adapt in order to maintain 

a business relationship. 
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6 Conclusion 

 

In this chapter conclusions will be drawn based on the analysis discussed in the previous 

chapter. Limitations, and recommendations, further research and if the study filled the 

identified research gap is also included. 

 

So have we been given an answer to our research question? When we started this thesis, we 

wanted to find out two things; first being how companies view cultural differences and secondly 

how, if they encounter differences, adapt to them in the best way possible.  

Listening to the interviewees there was, as discussed earlier, some major differences in culture. 

On the question of how the view different cultures in Asia, we have find two major parties; the 

uncertainty of both quality and information sharing in China and in Japan the importance of 

hierarchy, high level of quality and being thorough. The question is answered by this and the 

reason to why there are such differences is because that in China, they are more oriented towards 

making quick and easy profits, while in Japan they have a history and reputation of having a 

very high level of quality at the same time as structure plays a big role, hence the importance 

of hierarchy.   

Regarding the other part of the question, how they adapt to cultural differences, the answers 

were more similar from the interviewees. We have come to the conclusion that the best thing 

to do in order to prepare for meetings and a business relationship with other cultures is a two-

step process: first is to educate yourself before going there. Knowledge about others culture is 

key as it does mean that you minimise the uncertainty and risk of acting wrong according to the 

culture. The next step should be to interact as much as possible with the culture, as we believe 

that the best way to learn about it is to be active within it. Some of the respondents brought up 

how they used agents and hired locals to easier connect with the host markets culture. We think 

that it is a good idea to do so in order to have someone who can “read between the lines” as one 

of the interviewees told us. However, we believe that if business is going to be conducted with 

a company from another culture, it is of high importance that all the employees involved in the 

process can understand and connect with the customer.  

6.1 Theoretical implications 
What we saw when starting this study was that there were not a lot of studies made in recent 

time regarding the subject of culture and adaptation. Therefore, or goal was to provide a new 
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study in which the result could be used by Swedish companies operating in Asia to easier 

connect and work with the culture. We believe that we have succeeded with our goal, as we 

think that our research has shown great validity. Earlier in the methodology chapter, we 

mentioned that validity would be shown if the answers regarding adoption would be similar 

between the interviewees, which they were and therefore gives the study validity.  

6.2 Recommendations 
Our recommendations for working with other cultures is to always learn as much as possible 

about the culture before going there, as it could help tremendously with business as well as with 

relations between the two parties. Thereafter, travel as much as possible to the culture in order 

to learn about it and interact with the people that live there.  

6.3 Limitations 
Time has been the main limitation to this thesis. Having had more time, it would have been 

possible to interview a larger number of respondents, which could have led to a higher level of 

validity. In correlation with time, interviews have become affected by it as well. Most of the 

interviewees are active in the south eastern part of Asia, while one of the respondents conducts 

business in Russia. Part of Russia is indeed located in the Eastern parts of Asia, however despite 

the good material, it could have benefited the thesis if there would have been time to find one 

more respondent active in south east parts of Asia instead.  

6.4 Further research 
It would be interesting to specify future research even further, focusing on the differences in a 

specific country or do the study in reverse, how Asian companies view and adapt to other 

cultures. There are plenty of other cultures and they are constantly changing, which leaves room 

for many other studies with the same theme as this one, but regarding other cultures or 

industries.  
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8 Appendix 

 

Question 

Number 

Question Theory 

1 Can you describe what 

your company does and 

what your position entails? 

General question. 

2 Is it possible that you have 

to adapt to your customers 

in a way that you are not 

familiar with because they 

want it in a specific way? 

Intercultural 

Management Model.  

3 Have you changed your 

behavior/way of working 

because of the culture you 

are working with? If so, in 

what way? 

Intercultural 

Management Model. 

4 How can these cultural 

differences affect your 

company? 

Intercultural 

Management Model 
and the Theory of 

Egoism. 

5 Are there any advantages 

with adapting your way of 

working because of another 

culture? Are there any 

“demands” that have 

shown to be positive for 

your company as a whole? 

The Theory of 
Egoism. 

6 What difficulties (if any) 

have you encountered when 

doing business with other 

cultures? 

Hofstede Dimensions 
of Culture. 

7 How willing to adapt are 

other companies to your 

way of doing business and 

what ’factors’ comes into 

play in order to be the one 

deciding the conditions? 

Intercultural 

Management Model. 

8 There are many theoretical 

frameworks regarding how 

one should act when doing 

business with other 

cultures, in practice 

however, how much 

consideration do you have 

to give to these guidelines? 

(Regarding hierarchical 

levels, code of conduct and 

so on) 
 

Hofstede Dimensions 
of Culture and 

Intercultural 

Readiness.  

9.  Is it possible to do business 

in the same way, regardless 

of culture or country or do 

Intercultural 

Management Model.  
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you have to adapt to all 

cultures in different ways? 
10.  How have these ethical and 

cultural differences in 

business practices changed 

throughout the years 

according to you? 

Hofstede Dimensions 

of Culture.  

11.  Do you think that firms are 

moving towards a 

“universal language/code of 

conduct” where cultural 

elements do not bear the 

same significance and 

creating business becomes 

the priority? 

Hofstede Dimensions 

of Culture and 
Intercultural 

Management Model. 

12.  Is there anything else that 

you feel is important to 

mention? 

General question. 

 


