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Abstract 
Due to the recent phenomenon of globalization, the mobility of people has increased 
significantly. In a world where national and cultural borders are getting more blurred and 
undefinable, people from different parts of the world encounter individuals with different 
cultural backgrounds. Due to these different worldviews, perceptions and experiences, 
misunderstandings may arise when people engage in cross-cultural communication. This is 
true for recreational as well as professional cross-cultural communication. An individual who 
successfully interacts and communicates with people from other cultures possesses what has 
come to be known as cultural intelligence.  
 
In order to get a deeper understanding for how people perceive cross-cultural communication 
in the professional field, this study investigates how managers in the forestry based industry 
in Västerbotten have experienced communication with their international business partners. 
The investigation was conducted through personal interviews and a self-completion 
questionnaire was also distributed to make an attempt to measure the respondents’ cultural 
intelligence. 
 
The results point in the direction that cross-cultural communication is vital for organizations 
that operate on the global market. Both verbal communication and non-verbal 
communication do affect the collaboration, but there is no general answer to how. Every 
situation has to be dealt with in a unique way. This implies that the process of cultural 
learning and understanding is ongoing and dynamic. 
 
  
 
Keywords: Internationalization, Management, Culture, Communication, Cultural 
Intelligence, Cross-Cultural Communication, Verbal Communication and Non-Verbal 
Communication, Dynamic Learning 
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1. INTRODUCTION  
 
This chapter starts with providing a background and problem background in order to 
introduce the reader to the subject but also to provide an explanation and show why the 
research is valuable. This process ends with a research gap, which leads to the research 
question. Thereafter the purpose of the study is clarified and the chapter ends with explaining 
the importance of the study. 
 
“Small and middle sized businesses in the European Union loose more than 100 billion 
Euros yearly due to lacking language skills” 
 

              Frank-Michael Kirsch in Civilekonomen, August 2012, No. 6, p. 18 
 
 
The excerpt below caught the researchers’ attention and was the initial inspiration for this 
investigation. However, the focus of this study will be slightly different. Here the effect of 
communication in Swedish companies which operate around the globe and in a specific 
industry will be investigated. 
 
 
“Language, Export and a Cry for Help 
Sweden’s largest trading partner, Germany, is almost selling twice as much to Sweden than 
what Germany purchases from Sweden. One reason for this is lack of language skills. If one 
wants to sell, one should speak German. The former and well-known Federal Chancellor, 
Willy Brandt, makes a comment at an US visit: “If I’m selling to you, I speak your language. 
If I’m buying, then you have to speak German”. However this fact, to understand and speak 
German, has become a scarce commodity in today’s Sweden. Without the language the 
rhizome disappears, in other words culture and history. 
 
Not surprisingly, mistakes by large Swedish organizations in Germany have become 
common, although Sweden and Swedish people, in general, have been proved to be popular in 
Germany. Sure, “Sweden sells”. However, only when one is familiar with the know-how. 
When a large bank returns back home with tremendous loss after ten years it is hardly the 
customers’ fault. Germans, with the fear of hyperinflation in their spine are hardly convinced 
with a lippy, IKEA looking PR strategy, cute moose on the homepage and title dropping on 
posters, are they? That is, actually, dangerous in this specific industry and particularly in 
Germany. Moreover, if the name of the subsidiary is Financial Corner, the credibility is 
entirely gone. 
 
It is sufficient with English, is definitely wrong advice for entrepreneurs who enter the 
German speaking market. This is true for the French and Spanish speaking market too. The 
humble lesson of Brandt is confirmed by many international investigations about the 
correlation between language skills and export advantages. The 2006 European Union ELAN-
investigation was first to show that small- and middle-sized businesses in the European Union 
loose more than 100 billion Euros yearly due to lacking language skills. Even Swedish 
scientists have started to investigate the issue. The business administrator, Kjell Ljungbo, 
notes in his doctoral dissertation that the majority of Swedish students, who study abroad, do 
so in English speaking countries outside Europe and only 10 percent within the European 
Erasmus Program. However, 70 percent of the Swedish export goes to Erasmus countries and 
the languages spoken in these countries are hardly of any concern. This leads to 
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consequences. The accompanied analysis made by Ljungbo is not less than an achievement by 
a pioneer. To politically mistreat unfamiliar market relevant languages in Sweden will lead to 
fewer market shares. 
 
That the German language skills were insufficient was realized by the commercial and 
industrial life in 1987 already. The Swedish-German Language Foundation was established 
and was later attached to the German-Swedish Chamber of Commerce. During the current 
year, eighty scholarship holders from Swedish organizations will go to München or 
Rendsburg to take classes in the German language and German business culture for two 
weeks. Back in Sweden, they have the courage to speak German with their customers, have 
become more secure in understanding offers and do not give up as the first language barrier 
arises. Several of them have explained that the business exports to German speaking countries 
have increased simultaneously with the usage of the German language. For some 
organizations, however, it may take more time before “the penny has dropped”. “That is not 
for us” a HR manager explains for the class administrator who has sent information for an 
intensive course in München, “our corporate language is English”. After six months on the 
German market the same man cries for help: “Give us three scholarships if you can – and fast 
please.””  
 

Frank-Michael Kirsch in Civilekonomen, August 2012, No. 6, p. 18 
 
 
1.1 Background 
In today’s society both people and organizations are heavily affected by the globalization 
which has taken place in the last decades. People go overseas to work and study, 
organizations expand across national borders and society at large is influenced by the cultural 
diversity that follows the recent phenomena of internationalization. The increased amount of 
intercultural groups that continuously develop in different kinds of organizations has become 
a standard (Aritz & Walker, 2010, p. 20). As a matter of fact, no organization can take on a 
larger project and not act on the international market, which consequently requires people and 
organizations to not only “think globally” but also “act globally” (Badiru, 2009 p. 22). 
 
In a society where crossing borders has become a natural way of doing business individuals, 
and therefore cultures, from all corners of the world come in contact (Earley & Mosakowski, 
2004, p. 139; Ang et al., 2006, p. 100). Although not all workers go abroad, the probability 
that employees in an organization encounter people from other cultures is large due to the 
mobility of international coworkers (Crowne, 2008, p. 396). 
 
Due to globalization and its rapid spread over the world many organizations need to operate 
across borders to become and stay successful. Consequently, national culture plays a 
significant role in business. Not adhering to different cultural aspects, in the country where an 
organization is doing business, could prove disastrous and might lead to lost business 
opportunities (Brett et al., 2006, p. 87). With this in mind, many organizations try to adjust 
and get an understanding of the culture where they plan to do business in. 
 
Not only is national culture a cultural aspect that needs to be taken into consideration when 
organizations do business, but also organizational culture. Organizations do have unique 
cultures where certain morals and beliefs are valued which develop a distinctive culture for all 
organizations (Earley & Mosakowski, 2004, p. 139; Trompenaars, 1993, p. 7; Hofstede, 1980, 
p. 26; Hofstede, 1991, p. 262). Even within organizations there exist subcultures in the 
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different departments that constitute a business (Earley & Mosakowski 2004, p. 139; 
Trompenaars, 1993, p. 7). The fact that national cultures do affect organizational cultures 
(Maclagan, 1998, p. 158; Trompenaars, 1993, p. 65) also means that organizations themselves 
worldwide differ significantly. In addition, national cultures have subcultures. Hence, the 
importance of understanding the national culture where an organization does business is 
crucial, both for creating a good communication channel with a possible future business 
partner, but also for understanding how the partner organization functions. 
 
One important skill that is significant to possess when operating in the international 
environment is “Cultural Intelligence” also known as CQ (Ng & Earley, 2006, p. 6). Ng and 
Earley (2006, p. 7) define cultural intelligence as “to understand inter-individual differences 
in the ability to adapt effectively to new cultural settings”. Another definition of cultural 
intelligence by Ng et al. (2009, p. 512) is how individuals, in an effective way, interact and 
function in multi-cultural settings. Leaders acting and operating efficiently and effectively in 
those cultural diverse settings are valuable for organizations’ future and are therefore also 
becoming a more significant asset for organizations (Ng et al., 2009, p. 511; Ang & Inkpen, 
2008, p. 343). 
 
Cultural intelligence includes three different facets; Cognition, Behavior and Motivation (Ng 
& Early, 2006, p. 7). The first refers to how an individual is able to discover and identify the 
understandings of another culture (Earley & Ang, 2003; Earley & Mosakowski, 2004, p. 141). 
The second aspect means that an individual working across cultures must act in an manner 
appropriate to the counterpart’s culture (Earley & Ang, 2003), whereas the last is connected to 
efficacy and how an individual is willing to continue working in cross-cultural settings 
although facing obstacles (Earley & Ang, 2003; Earley & Mosakowski, 2004, p. 142). 
 
As students of the “International Business Program” and “Business Development and 
Internationalization” the authors have an interest in international business, but also what 
makes an organization successful or not. Since culture is such a large part of international 
business, the researchers have an interest in looking deeper into one of the aspects regarding 
culture. After reviewing literature in the field of international business and national culture the 
authors identified a topic which has not yet received major attention. 
 
1.2 Problem Background 
Multinational organizations should be considered as multi-cultural organizations and multi-
lingual (Fredrikson et al., 2006). As in every context involving intercultural communication, 
they experience obstacles. Adler (2002) states that companies regularly face challenges when 
working with partners from other countries be it cultural or language barriers. These barriers 
impede with expansion aspirations in that they make it harder to establish trust between the 
partners. While in the past companies have relied upon their experiences to expand and work 
with new partners abroad, this approach is not sufficient anymore.  
 
Nowadays, internationalization proceeds in such a high pace that Multinational Corporations 
(MNC) need to be prepared and have a plan at hand. And even if a company does not expand 
and establish subsidiaries, it cannot avoid communication with partners from other cultures. 
According to Adler (2002) different cultural attitudes influence organizations and their 
actions tremendously, whether internally or externally. Cultural differences and resulting 
misunderstandings can lead to tension between colleagues, but also cause friction within the 
firm and with partners or even missed business opportunities.  
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One of the most famous and discussed researcher in the field of cross-cultural studies is Geert 
Hofstede and he has identified six cultural dimensions where nations differ; Power Distance, 
Uncertainty Avoidance, Individualism versus Collectivism, Masculinity versus Femininity, 
Long-Term versus Short-Term Orientation (Hofstede, 2001, 2012), and Indulgence versus 
Restraint (Hofstede, 2012). Hofstede (2001, p. 374-375) states that all these national cultural 
dimensions do affect organizations and management procedures and practices which also 
means that there does not exist a general solution to problems in these two areas.  
 
The first dimension, power distance, refers to how a culture views inequality and power and 
how power is distributed. Uncertainty avoidance is reflected in how a culture views 
uncertainty; do they accept that uncertainty exists or do they want to reduce it as much as 
possible. The individualism versus collectivism dimension refers to how a society views 
gregariousness. Focus is either on every individual to achieve results or on the group as a 
whole. Masculinity versus femininity refers to how society views the sexes and how that is 
reflected in the social roles. Long-term versus short-term orientation reflects how society 
views virtue and was developed later than the first four dimensions. Focus is either on the 
future, where a long-term orientation is applied or emphasis is on the past and present, where 
a short-term orientation is used (Hofstede, 2001, 2012). The sixth and last dimension 
indulgence versus restraint, was developed in 2010, concerns how a society’s attitude to enjoy 
life is shown. (Hofstede, 2012) 
 
Another famous researcher in cross-cultural studies is Edward Hall. In the 1970s he 
developed what is called the High-Context versus Low-Context Culture dimension. Hall 
argues that high-context cultures are less open when it comes to communicating. It is up to 
the other individual (the receiver) to understand and discover what is being told. A low-
context culture, on the other hand, is clearer in communicating and states, in a direct way, 
what is needed or desired. (Hall, 1976, p. 105-116) 
 
In Scandinavia the internalization process has traditionally been undertaken in gradual stages, 
which is addressed in the Uppsala Internationalization Process Model (Johanson & Vahlne, 
1977). In this model, Johanson and Vahlne (1977) discuss how companies learn and how they 
expand to other markets incrementally from their acquired knowledge. From an 
internationalization perspective, this model provides valuable and interesting insights on how 
international businesses proceed when turning global. 
 
Key to successful growth and expansion is knowledge and understanding. While market 
knowledge is easier to gain, cultural knowledge is of a more sensitive matter. Culture differs 
from country to country, and even within countries culture cannot be considered 
homogeneous. Hence, there exists an endless demand for the comprehension of other cultures 
(Marschan-Piekkari & Welch, 2004, p. 9). The same can be said for languages. Even if a 
multinational organization decides on one corporate language, there are more aspects to 
consider in order to overcome language barriers (Bantz, 1993, p. 11; Fredrikson et al., 2006), 
which also can be seen in the excerpt above.    
 
Also, the partner’s and customer’s language skills may not be sufficient or little, which 
increases the language barrier. The fact that lack of communication and language abilities 
could affect the business negatively (Andersen & Rasmusen, 2004, p. 241) makes language an 
important factor for international businesses and their success on the market. Even basic 
foreign language knowledge signals interest and willingness to adapt, which helps break the 
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ice and facilitates interpersonal communication (Giles et al., 1991; Reeves & Wright 1996, p. 
11). 
 
As communication is researched in this paper, the Communication Accommodation Theory 
(CAT) by Giles et al. (1991), as an acknowledged theory, is consulted to discuss how people 
change their linguistic patterns when talking to others with a different cultural background 
and language abilities. They focus on non-verbal communication and the motivations behind 
it. The four-sides model by Schulz von Thun (1996) is used as a complement to the CAT, 
because it demonstrates the importance of non-verbal communication and subliminal 
messages sent during conversations, especially in intercultural settings.  
 
By identifying the impact that communication has on global organizations the authors would 
like to present a new self-developed conceptual framework that can be used to understand the 
importance of cultural intelligence. As a matter of fact, previous research has suggested that 
language within the global business field offers future research possibilities and mean that 
“the role of language is often forgotten” (Marschan-Piekkari et al., 1999, p. 438, 421). 
 
1.3 Research Gap 
While previous research has focused on cultural differences and communication, the 
importance of cultural intelligence in communication has not been particularly considered. 
Therefore, the study is not only up-to-date due the recent phenomena of globalization it also 
sheds light on the interaction between the internationalization process and cultural 
intelligence, which to the researchers’ knowledge, has not been investigated before.  
 
1.4 Research Question 
How does verbal and non-verbal communication influence the Swedish forestry based 
industry and its international business? 
 
1.5 Purpose 
The purpose of this study is to identify and get an understanding for how verbal and non-
verbal communication, which is a part of cultural intelligence, across borders functions and to 
identify how this cross-cultural communication affects global organizations.  
 
1.6 Significance of the Study 
In a world where people move more than ever before, where borders get more and more 
indistinctive and interactions between people from different cultures occur on a regular basis, 
society faces both new opportunities and possibilities to grow and develop, but also runs into 
the risk of challenging and difficult situations. When organizations turn global they face new 
and different challenges, but at the same time they have to deal with a higher level of 
competition. In order to stay on the market and become successful it is important to possess 
the right skills and competences. Hence, what has come to be known as cultural intelligence, 
different kinds of cultural knowledge, is vital to become a prosperous company.  
 
1.7 Limitations  
This research has been limited to deal with one facet of cultural intelligence in particular, the 
behavioral facet, where communication and language can be found. However, as all the three 
facets are hard to separate some aspects of the other two facets, cognitive and the motivational 
can be found too.  
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Another limitation is that this research only deals with businesses from the same industry, the 
forestry based industry. This limitation was done in order to keep the industry variable 
constant. To hold the industry constant was important because it reduced the impact of 
different industry cultures. Hence, since this study is investigating culture on the global 
market, which is the topic of this research, one aspect of culture could be reduced which 
would make it easier for the researchers to come to identify the impact of culture.  
 
A further limitation is that only forestry based industry companies in Västerbotten were 
included in the study. As this investigation is qualitative, it makes it harder to generalize these 
findings to other populations. Lastly, the investigation has been limited to include only male 
managers. 
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2. THEORETICAL METHODOLOGY 
 
In this chapter the theoretical methodology is explained. First the preconceptions of the 
authors are clarified. The chapter continues to explain different research philosophies and 
provides the research view of the authors and the following steps, including motivations. This 
is followed with information about the research approach, research strategy, research design 
and research method. Lastly, the collection and criticism of secondary sources are raised. 
 
“There is more to the truth than just the facts” 
      

Author Unknown 
 
 
2.1 Preconceptions 
When conducting research, it is important to be aware of both conscious and unconscious 
preconceptions that a researcher has as these affect the outcome of a research (Eliasson, 1995, 
p. 119-120; Johansson Lindfors, 1993, p. 25, 76-78). The authors of this thesis, therefore, aim 
to clarify and describe in a clear manner the knowledge of the thesis subject that they have 
gathered in different contexts previously. 
 
There are both similarities and differences to be found between the two authors of this study 
when it comes to preconceptions. The authors have a similar academic background. Both 
have a Bachelor in Business Administration and have taken classes in management and 
marketing as well as cultural ones, which implies that similar models and theories have been 
studied. This, in turn, means that both authors have a deeper understanding of the models and 
theories in the business administration field. Still, the programs the authors attend differ 
somewhat which, on the other hand, could provide some new insights and widen the 
foundation of the study. One author is in the Business Development and Internationalization 
Program. Although she is a German citizen, she is currently in Sweden for the second time, as 
a free mover. The first time she was in Sweden was in 2010/2011 when she was here for a 
year as an exchange student. In addition to this, she studied her junior year in High School in 
the US. The second author is studying at the Internationalization Business Program in Umeå 
with a specialization in Management. During the university studies she has been on two 
exchanges, one year in Brazil and one semester in Alaska. She has also been in New York for 
10 weeks doing an internship at a non-profit organization working with cultures. The second 
author has also during her university studies regularly worked with international students as 
the entire program she attends is held in English. It should be mentioned that the Bachelor 
thesis for both authors concerned culture, which means that some of the theories used in this 
study have been studied before on a more profound level.  
 
Hence, not only have the authors taken similar classes within their Bachelor level, they have 
also seen and experienced different cultures for longer periods of time as well as worked with 
people from different cultures during their studies. These types of experiences have increased 
the authors’ awareness of how different cultures function and also improved their knowledge 
about various cultures.  
 
When it comes to experiences outside the academic life there are more differences to be 
found. While the former has little working experience, the second author has worked in 
Sweden, but also lived and worked abroad (England and Portugal) before starting her 
university studies. Once again, this has increased the level of understanding of other cultures 
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and their practices, which are valuable experiences for anyone working or studying different 
cultures and their characteristics.  
 
Still, interacting and communicating with people from various cultures are experiences that 
both of the authors possess. During the exchange periods as well as working experiences 
abroad, both authors have acquired new language skills which, in turn, have increased the 
interest in languages and communication.  
  
2.2 Research Philosophy 
When conducting research, it is important to be aware of and understand the importance of 
research philosophy as it will reflect what approaches and strategies that are applied later on 
in the research (Saunders et al., 2009, p. 108). Different philosophies have altered perceptions 
of the world which will affect the research (Saunders et al., 2009, p. 108). Research 
philosophy concerns knowledge and is more explicitly explained as “the development of 
knowledge and the nature of that knowledge” (Saunders et al., 2009, p. 107). Of outmost 
importance to understand and realize as a researcher is that neither philosophy is superior, but 
that they are focused on different aspects and that the choice of philosophy depends on the 
research question and what is most suitable for the research topic (Saunders et al., 2009, p. 
108-109). 
 
2.2.1 Research Traditions 
Social research is an extensive field where several approaches and techniques could be 
applied and used in order to reach a realistic, valuable and comprehending outcome (David & 
Sutton, 2011). The ontological beliefs, however, do not only reflect the path of the 
investigation and the way the research question is constructed (Bryman & Bell, 2007, p. 25) it 
also influence what kind of research methods that are used in the study (Bryman & Bell, 
2007, p. 25; David & Sutton, 2011, p. 75). 
 
Theoretically there exist four wider frameworks of social research, more specifically 
Scientific Naturalism (also known as Naturalism or Scientism), Marxism, Constructionism 
and Constructivism, where emphasis is placed on different views and circumstances (David & 
Sutton, 2011, p. 75). The first is reflected in natural science and materialism and has a belief 
that everything that occurs has a cause and effect relationship. Hence the knowledge gained in 
this type of research is considered to be objective and the purpose of this framework is 
prediction and control (David & Sutton, 2011, p. 75-76). In other words, “objectivity exists 
when inquiry is value-free” (Lincoln & Guba, 1985, p. 300). 
 
According to David and Sutton (2011, p. 77) the second view of Marxism is also focused on 
materialism, although attention is placed on the fundamental practices and procedures which 
take place at work within a society. Marx believed in the established positivistic practices that 
were found in the British and French systems, but simultaneously considered parts of the 
German anti-positivism system to be of importance, where social interactions between 
individuals create history. Marx and Engels (1976, p. 34, cited in Burkett 1999, p. 294) mean 
that “‘One can look at history from two sides and divide it into the history of nature and the 
history of men. The two sides are, however, inseparable; the history of nature and the history 
of men are dependent on each other so long as men exist” (Marx & Engels, 1976, p. 34, cited 
in Burkett 1999, p. 294). In other words, Marx views people as creators of history, hence 
without people nature would not have a history (Gal, 2012, p. 123). The purpose of this 
research is explanation and emancipation (David & Sutton, 2011, p. 76).  
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The third view in social research is constructionism and the purpose of this philosophy is to 
create understanding. In this view reality is created by the individuals in society and how they 
network. This communication is later reflecting how different systems work and how the 
society functions. In contrast to the two first views, constructionism does not consider the 
world to be predetermined by external factors as the natural science does. (David & Sutton, 
2011, p. 75-78, 81) 
 
According to David and Sutton (2011, p. 78) the fourth and last view in social research is 
called constructivism. This tradition is similar to the third view, where the natural principles 
are rejected. Instead focus is on “discursive (cultural) determinism of social life, thereby also 
rejecting human agency in favor of linguistic determination of human meaning, belief and 
behavior” (David & Sutton, 2011, p. 78). Constructivists do have a belief that language is the 
basis of society and the factor contributing to and influencing social life. More specifically, 
“Constructionism sees people as the producers of social life”… whereas “Constructivism sees 
people as the product of discourse” (David & Sutton, 2011, p. 81) which in a deeper sense is 
connected to Foucault’s view on discourse (Foucault, 1982). The purpose of the constructivist 
research philosophy is relativism (David & Sutton, 2011, p. 76). Strandberg (2001a, p. 34-35) 
also discusses how supporters of the socially constructed world value language and its effects 
differently. Some mean that language contributes and influences reality whereas others do not 
place much emphasis on language when it comes to how reality is constructed. Some 
researchers also mean that discourse can be divided into two major categories, where one 
either believes that discourse fully affects the socially constructed world or those who mean 
that discourse has minor effects on the socially constructed world (Alvesson & Kärreman, 
1998, cited in Strandberg, 2001a, p. 43). This can also be related to Strandberg (2001b, p. 
182) who means the managers can choose to use the appropriate words or expressions in a 
particular situation to influence the outcome. Strandberg (2001b, p. 183) goes on stating that 
it might be fruitful to look beyond the individual when it comes to managerial leadership and 
instead focuses on how it can be viewed upon as a social construction since it would increase 
the understanding of the phenomenon. Hence, these discussions also imply that there exist 
different views within the stance that the world is socially constructed. Constructivists 
focused on language are also touched upon by Potter and Wetherell (1987) who mean that the 
social world is affected by language (Potter & Wetherell, 1987).  
 
Due to the close connection and similarity between the third and fourth traditions, they are 
usually assumed to be equal (Lee, 2012, p. 405; Lykke, 2010, p. 135). Bryman and Bell 
(2007, p. 23), for example, argue that constructionism sometimes is referred to as 
constructivism, whereas David and Sutton (2011, p. 75, 78, 81) mean that the terms do not 
have the same meaning. It has been argued that “social constructionism differs from radical 
constructivism in that the former focuses on collective generation of meaning while the latter 
suggests that the individual mind is active exclusively in the meaning-making activity” (Lee, 
2012, p. 405; Young & Collin, 2004, p. 375-376). The difference between the stances is also 
implied by Crotty (1998, p. 57) who means that “distinguish accounts of constructionism 
where this social dimension of meaning is at center stage from [constructivism] where it is 
not” (Crotty, 1998, p. 57). Constructionism has also been recognized to have more 
subcategories and divisions (Lee, 2012, p. 405). 
 
Due to the nature of the present research and the topic investigated the most appropriate 
framework to follow, according to the researchers, would be the constructionism view. As 
already mentioned above, to choose a research approach based on the topic under examination 
is vital and essential in order to generate results as authentic as possible (Lee, 1999, p. 2; 
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Flick, 2007, p. 62; Saunders et al., 2009, p. 109) and although other aspects, like skills of the 
researcher as well as costs and time are important to consider, it has been argued that the 
research question is the main factor deciding the research strategy (Remenyi et al., 1998, p. 
44-45, 66). Silverman (2010, p. 9-10; 2011, p. 7) also argues that it is important to choose a 
research method that suits the research question. The reason for the choice of the third 
framework is, therefore, based on the research topic and what is investigated, that is, the 
construction and formulation of the research question. There are numerous reasons why the 
present study follows the constructionism tradition. Before clarifying the reasons for the 
choice of the third view, the researches would like to highlight the main differences between 
the traditions provided by David and Sutton (2011, p. 75). 
 
Theoretical Traditions and their Dimensions 
                                                                   Marxism 

Traditions 
Scientific 
Naturalism 

Critical  
Realism 

Critical  
Theory Constructionism Constructivism 

Ontology Objectivism Historical 
Materialism 

Dialectical 
Materialism 

Hermeneutics, 
Phenomenology 

Discursive Anti-
Humanism 

Focus Structural 
Associations 

Mechanisms Ideologies Meaning and 
Interaction 

Linguistic 
Structures 

Epistemology Positivism 
(Empiricism) 

Intervention 
to Expose 
Mechanisms 

Identifications 
of 
Contradictions 
in Reality 

Interpretivism 
(Verstehen - 
Understanding) 

Linguistic Self-
Referentiality 

Methodology Quantitative Primarily 
Quantitative 

Philosophical 
Analysis 

Qualitative Qualitative 

Method  Surveys and 
Experiments 

Surveys and 
Experiments 

Critique Interviews and 
Unstructured 
(Naturalistic 
Observation) 

Textual Analysis 

Purpose Prediction 
and Control 

Explanation Emancipation Understanding Relativism 

Variations Structural 
Functionalism 

Variations 
Across the 
Biological 
and Social 
Sciences 

Adorno, 
Marcuse, 
Habermas 

Symbolic, 
Interactionism, 
Phenomenology, 
Ethnomethodology 

Structuralism, 
Poststructuralism 

 
Table 1: Theoretical Traditions and their Dimensions 
Source: David and Sutton, 2011, p. 75 
 
 
2.2.2 Ontology   
Ontology is linked to how the world is perceived, where questions of being and realities are 
discussed (David & Sutton, 2011, p. 39; Saunders et al., 2009, p. 110; Lee, 2012, p. 406; 
Silverman, 2011, p. 51; Lee, 1999, p. 6; Eliasson, 1993, p. 34). More specifically, the term 
has been explained as “the theory of being or what reality fundamentally is” (David & Sutton, 
2011, p. 39). The main point in ontology is reflected in Objectivism, where reality cannot be 
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influenced by social actors, or Constructionism/Subjectivism, where social actors are 
considered to create and construct reality through their ways of interactions (Bryman & Bell, 
2007, p. 22-23; Saunders et al., 2009, p. 110; Lee, 1999, p. 6). It has been argued that within 
the constructionism stance, research is influenced by pre-understandings, frameworks and 
vocabularies and the most appropriate way of researching different fields varies (Alvesson & 
Kärreman, 2007, p. 1265). Hence, language affects research as it reflects individuals’ visions 
and views (Alvesson & Kärreman, 2007, p. 1267). 
 
According to Bryman and Bell (2007, p. 23) viewing organizations from an objective 
perspective means that organizations are not affected by the people it constitutes. An 
organization is rather seen as a separate object where individuals have to follow and obey the 
laws, regulations, mission, the social order etc. that exist within the organization. If this is not 
followed and considered, severe consequences such as being laid off could be the result. In 
this case, the organization can be seen as an external factor, affecting individuals. In contrast, 
the subjective stance means that organizations are constantly working on the social order, 
where laws and regulations are not as strict and more general. As the social order is frequently 
worked at, it changes on a regular basis and is therefore always renewed and reviewed. 
 
Looking back at David and Sutton’s (2011) four frameworks outlined above, their ontological 
views differ extensively. According to David and Sutton (2011, p. 75-78) scientific naturalists 
believe in a world of objectivism where everything can be explained by nature and is, 
therefore, also connected to physical science. Although Marxism is somewhat different from 
the first tradition, focusing on materialism, both views are linked to naturalism. The 
constructionism view, on the other hand, has a belief beyond the natural science. This 
tradition considers the social actors in society, through their actions, to create what is real. In 
other words, individuals have the ability to create their own reality. This is also confirmed by 
Saunders et al. (2009, p. 111) who state that the interpretivistic philosophy leads to the 
constructionism framework. In fact, it has been proposed by Strauss et al. (1973) that 
organizations, and by Becker (1982) that cultures are not external realities but instead are 
created and fashioned as well as recreated and refashioned on a regular basis (Strauss et al., 
1973 & Becker, 1982, cited in Bryman & Bell, 2007, p. 23). In addition, Strandberg (2001a, 
p. 29) argue that cultural theories belong under constructionism. 
 
As the last view, constructivism, rejects both naturalist principles and human agency and 
argues that the social world is based on meaningful structures, language constructions and 
regimes of discourse (David & Sutton, 2011, p. 75, 77-78), the choice of the third view in this 
investigation, constructionism, is natural. This view believes that different worlds can exist 
side by side (Lee, 1999, p. 6) which indicates that people from different cultures are able to 
interact and in this way create their own world. Additionally, constructionism is the only 
tradition where individuals are considered to have an influence on social phenomena. 
Constructivism, on the other hand, rejects phenomenology which has to do with how people 
“make sense of the world around them” (Bryman & Bell, 2007, p. 18) and therefore follows 
an ontology stance of anti-humanist (David & Sutton, 2011, p. 78). As the present 
investigation involves culture, which is different depending where one goes, individuals 
behave, interact and communicate with one another differently. As new experiences and view 
leads to new understandings, people do, to some extent, create their own world. 
 
2.2.3 Epistemology 
Epistemology refers to the knowledge that is considered satisfactory in a field (Bryman & 
Bell, 2007, p. 16; Saunders et al., 2009, p. 112; Lee, 2012, p. 40; Silverman, 2011, p. 51; 
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Eliasson, 1993, p. 34) or in general terms “theory of knowledge” (David & Sutton, 2011, p. 
39). The main point in epistemology is mirrored in how the social world ought to be viewed 
and investigated and as in the ontology stance this is reflected in the acceptance (Positivism) 
or rejection (Interpretivism, which is based on phenomenology and symbolic interactionism 
(Bryman & Bell, 2007, p. 19; Saunders et al., 2009, p. 116) of the naturalistic sciences 
(Bryman & Bell, 2007, p. 16; Remenyi et al., 1998, p. 32-35, 44; Saunders et al., 2009, p. 
113, 116). Still, it is argued that viewing these methods as associated with one another, rather 
than extremes and on the opposite side of the spectrum, is beneficial as the approach chosen 
depends on the topic, situation and circumstances (Remenyi et al., 1998, p. 37-38, 96). 
 
However, to get a deeper understanding of what constitute both the positivistic and 
interpretivistic stance, some characteristics of the two epistemology positions will be 
demonstrated. The positivistic approach, as already mentioned above, has a belief that social 
research can be explained by natural sciences principles and is, therefore considered to be 
objective (Remenyi et al., 1998, p. 33). This implies that the research outcome could be 
generalized to similar investigations as there is a belief in a cause and effect relationship; 
which also means that the positivistic stance is associated with quantitative data collection 
(Remenyi et al., 1998, p. 32-33). Another characteristic of the positivistic position is that the 
researcher is not able to effect or be affected by the research as it is considered to be value-
free (Remenyi et al., 1998, p. 32-33; Saunders et al., 2009, p. 114; Bryman & Bell, 2007, p. 
16). In addition, the stance is also connected to hypothesis testing (Bryman & Bell, 2007, p. 
16; Saunders et al., 2009, p. 113). 
 
The interpretivistic stance, on the other hand, believes that reality cannot only be explained by 
natural science, but that individuals through their actions create their own world (David & 
Sutton, 2011, p. 78; Bryman & Bell, 2007, p. 19) where “understanding of human behavior” 
is emphasized and highlighted (Bryman & Bell, 2007, p. 18). While the positivistic stance is 
objective the interpretivistic (also known as phenomenology) position is subjective and 
therefore the researcher also could affect and be affected in the investigation (Remenyi et al., 
1998, p. 34-35). In addition, phenomenology, which has to do with “how individuals make 
sense of the world around them” (Bryman & Bell, 2007, p. 18) or as Patton (2002, p. 104) 
states, that individuals explain in their own way “how they perceive it, describe it, feel about 
it, judge it, remember it, makes sense of it, and talk about it with others” (Patton, 2002, p. 
104) is deeply connected to the interpretivistic approach. The findings of this type of research 
is also harder to generalize to other populations than the positivistic stance (Remenyi et al., 
1998, p. 35) As a matter of fact, it has been stated that in order to investigate issues 
concerning people and organizations, there is a requisite to apply the interpretivistic approach, 
which also is an approach allowing contextual differences, such as social and cultural factors, 
to affect the result (Remenyi et al., 1998, p. 95). There is, also, a gradual intensification 
among researchers in the field of business and management that phenomenology provides a 
superior approach in the discipline as it emphasizes individuals and their actions and behavior 
(Remenyi et al., 1998, p. 95). 
 
According to David and Sutton (2011, p. 76-78) the scientific naturalism applies the 
positivistic approach, meaning that there exists a belief in gathering objective knowledge 
where the researcher does not influence the result. Although Marxism to a large extent applies 
the positivist approach, there is a belief that history is created by people and the social 
surroundings and circumstances; hence a complete positivistic approach is not adhered to. 
Constructionism, on the other hand, has a belief that the researcher attempts to create 
understanding and meaning from what is observed around them, which is also known as 
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interpretivism. The fourth and last tradition, constructivism means that focus is on language 
and that society is built upon language structures. However, as stated above, constructionism 
and constructivism are particularly similar and are on a regular basis considered to be 
identical and treated as one (Bryman & Bell, 2007, p. 23). Hence, the researchers made an 
extensive exploration to make sure that the most appropriate stance was chosen. 
  
Although this investigation is researching communication, where language constitutes a large 
part, the authors argue that constructionism is the most appropriate view to follow. The reason 
for this choice is that the authors in this study are trying to create an understanding (which is a 
characteristic for the constructionism tradition) for how language impacts global 
organizations but also the belief that everything is not purely based on language, which the 
constructivism approach argues. As a matter of fact, the purpose of the constructionism 
tradition is, precisely, to understand (David & Sutton, 2011, p. 76). In addition, culture has 
been suggested to be found under the constructionism view (Strandberg, 2001a, p. 29) which 
also is in line with the topic of this study. It is true, this study investigate communication and 
language, but the focus is on how they influence a multinational business, however, that is not 
the same as stating that everything is dependent on language. The first two views, where a 
positivistic and partially positivistic approach is applied, are rejected on the basis that they 
focus on naturalistic principles which is not the case in the present investigation. Instead, 
behavior and actions are analyzed from the point of view that they affect and create an 
organization.  
 
2.2.4 Research Paradigms 
To connect the ontology and epistemology stances as well as relating them to business 
research Burrell and Morgan (1979) developed four competing research paradigms which can 
be linked to Kuhn (1970) and his early work on paradigms (Bryman & Bell, 2007, p. 25). The 
fact that paradigms are based on the ontological, the epistemological as well as the research 
approach is also confirmed by Guba (1990, p. 18). The four paradigms reflect how researches 
view organizations and how they should be researched (Bryman & Bell, 2007, p. 25) and 
consist of the Functionalist, the Interpretative/Interpretive, the Radical Humanist and the 
Radical Structuralist paradigms. Before providing an explanation of these four paradigms, a 
definition of the term paradigm is essential as there exist several meanings (Saunders et al., 
2009, p. 118). A paradigm is defined as a “cluster of beliefs and dictates which for scientists 
in a particular discipline influence what should be studied, how research should be done, how 
results should be interpreted, and so on” (Bryman, 1988, p. 4) or as Saunders et al. (2009, p. 
118) state “a paradigm is a way of examining social phenomena from which particular 
understandings of these phenomena can be gained and explanations attempted” (Saunders et 
al., 2009, p. 118). A third definition is provided by Guba (1990, p. 17) who means that a 
paradigm is “a basic set of beliefs that guides action”.  
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Figure 1: Research Paradigms 
Source: Saunders, 2011, p. 120 
 
 
The subjectivist and objectivist terms are connected to ontology (Saunders et al., 2009, p. 
120), where the former believes that an organization is created and fashioned by social actors, 
while the latter sees an organization as an object which cannot be influenced by social actors 
(Bryman & Bell, 2007, p. 25). The radical change term is associated to questioning the way 
organizations should be and propose ideas to get there, while the regulatory term is concerned 
with describing and explaining what is happening within organizations and what can be done 
to improve organizational life (Bryman & Bell, 2007, p. 26; Saunders et al., 2009, p. 120).  
 
The functionalist paradigm is concerned with organizational issues and how possible 
solutions to these issues can be provided, based on rationality. In other words, the paradigm 
searches for rational explanations to organizational problems. It is also the paradigm where 
the majority of business research takes place. (Bryman & Bell, 2007, p. 26; Saunders et al., 
2009, p. 120) 
 
The interpretative/interpretive paradigm is connected to the interpretivistic stance, which also 
has been discussed above. This paradigm seeks for understanding of organizational life and 
questions if organizations would exist without the social actors that constitute them. (Bryman 
& Bell, 2007, p. 26; Saunders et al., 2009, p. 121) 
 
The radical humanist paradigm has a critical view on organizations and their activities and 
means that people must be separated from the social construction that the organization is. The 
focus on research in this paradigm is therefore connected to change (Bryman & Bell, 2007, p. 
26; Saunders et al., 2009, p. 121) or as Burrell and Morgan (1979, p. 32) state “to articulate 
ways in which humans can transcend the spiritual bonds and fetters which tie them into 
existing social pattern and thus realize their full potential” (Burrell & Morgan, 1979, p. 32, 
cited in Saunders et al., 2009, p. 121). 
 
The radical structuralist paradigm means that organizations exist due to structural power and 
hierarchies. These aspects, in turn, create problems or conflicts. Hence, fundamental change is 
the focus of research. (Bryman & Bell, 2007, p. 26; Saunders et al., 2009, p. 121) 
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Observing the four research philosophies provided by David and Sutton above (2011, p. 75) 
and the four paradigms originally developed by Burrell and Morgan in 1979 (Bryman & Bell, 
2007, p. 25) a connection appears to emerge. It could be proposed and suggested that the 
scientific naturalism philosophy is associated with the functionalist paradigm. Both views 
believe in natural science, including objectivism and materialism, where a cause and effect 
relationship is searched for (scientific naturalism) and/or rational explanations (functionalist), 
which could be implied to be the same objective. Marxism which also, to a large extent, has a 
view of materialism that originated from the British and French systems, although there exist, 
simultaneously, a belief in an anti-positivistic stance, where focus is on work practices and 
procedures which leads to the fact that people create history, could be linked to the radical 
structuralist, which has its focus on power relations, hierarchies and patterns of conflict within 
organizations. Hence, both have a focus on objectivism and are interested in the relationships 
that exist within an organization and how they function. The constructionism philosophy and 
the interpretative/interpretive paradigm probably provide the most obvious connection. Not 
only is the constructionism view directly related to Interpretivistic stance in literature 
(Saunders et al., 2009, p. 111, 115, 121; Bryman & Bell, 2007, p. 18, 26) they both also focus 
on creating understanding. Lastly, the constructivism philosophy, which has a focus on 
language, could possibly be linked with the radical humanist paradigm, which has to do with 
articulating ways how people could release themselves from social arrangements. 
 
               
 
                
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2: Research Philosophies connected to the Four Research Paradigms 
Source: The authors’ own creation 
 
 
Burrell and Morgan’s paradigms also opened the floor for critical management studies and 
hence another dimension within business research has emerged. Not only have books about 
critical management studies been published (Alvesson & Willmott, 1992, 2012; Alvesson & 
Deetz, 2000), but critique has also been posed on organizational studies with a functionalist 
approach (Alvesson, 1993). In addition, power relations, have been of interest and 
investigated by researchers (Alvesson & Spicer, 2012; Alvesson, 1996).  
 
With this rather brief clarification the authors would like to show that there are some links 
that seem to emerge when connecting the philosophical aspects of business research with the 
paradigms that have been proposed by Burrell and Morgan (1979, cited in Bryman & Bell, 
2007, p. 25). Although links have been suggested between the eight areas, they might not be 



16 
 

direct or straightforward, but there appear to exist patterns, some more clear than others, 
between those concepts. These comparisons and links provided the authors not only with a 
more in depth understanding of the theoretical concepts in research philosophy; it also 
enhanced the understanding of the present research. 
 
2.2.5 Research Approach 
The research approach refers to the direction of the study, where the link between research 
and theory is determined. Generally, theory is reflected in either the encountering and 
detection of new concepts and models or confirming already existing theory trough new data 
(Alvesson & Kärreman, 2007, p. 1265). In broad terms, a deductive research means that 
testing of an already existing theory takes place whereas and inductive research reflects the 
generation of a new theory (David & Sutton, 2011, p. 83; Bryman & Bell, 2007, p. 14; 
Saunders et al., 2009, p. 124-126; Peirce, 1974, p. 90; Alvesson & Sköldberg, 2008, p. 54-55; 
Patel & Davidson, 2011, p. 23), where the former is the most common (Bryman & Bell, 2007, 
p. 11). 
 
At the same time it should be mentioned that the deductive approach may include some 
aspects of the inductive tactic and vice versa (Bryman & Bell, 2007, p. 14). In addition, 
although the former is connected to the quantitative approach and the latter to the qualitative 
method, it is possible that a quantitative study applies an inductive approach or that a 
qualitative investigation is deductive (David & Sutton, 2011, p. 84). Saunders et al. (2009) 
argues, in a similar vein, that the deductive approach is more connected to the positivistic 
philosophy whereas the inductive approach is more related to the interpretivistic philosophy 
although those characterizations might be confusing.  
 
Moreover, there exist a third research method possessing characteristics of both the deductive 
and the inductive approach, which is called the abductive approach (Alvesson & Sköldberg, 
2008, p. 55-56; Dubois & Gadde, 2002, p. 559; Patel & Davidson, 2011, p. 24). It has even 
been suggested that using parts of both the deductive and inductive approach could be 
beneficial (Saunders et al., 2009, p. 127). An abductive approach also provides a more open 
technique compared to the deductive and inductive approach, however, researchers have to be 
aware of and understand that previous experiences, consciously or unconsciously, affect the 
choice of the object under investigation but also that the developed theoretical hypothesis 
possess limits as it reduces possible views and interpretations (Patel & Davidson, 2011, p. 
24). Hence, researchers have to keep an open mind to reduce the risk of a narrow approach 
(Patel & Davidson, 2011, p. 24). 
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Figure 3: The Abductive Research Process 
Source: Kovács and Spens, 2005, p. 139 
 
 
The abductive approach has a focus on understanding (Alvesson & Sköldberg, 2008, p. 55), 
and is advantageous to use when new insights and relationships are to be found (Dubois & 
Gadde, 2002, p. 559). The connection to the deductive approach is found in that other theories 
are used as inspirations to detect patterns, whereas the induction aspects in mirrored in the 
collection of empirical data (Alvesson & Sköldberg, 2008, p. 56). Abduction has been 
described as “studying facts and devising a theory to explain them” (Peirce, 1974, p. 90). On 
the other hand, it has been argued that abduction is constantly reviewing theory and empirical 
data in light of each other as new discoveries, insights and patterns are found during the 
research process (Alvesson & Sköldberg, 2008, p. 56; Dubois & Gadde, 2002, p. 555, 559), 
which also increase and enhance the understanding of the research problem (Dubois & Gadde, 
2002, p. 555). 
 
The research approach in this study is of an abductive nature. First the authors collect 
qualitative data to get an understanding of how managers perceive the impact communication 
and language has on global organizations. This aspect suggests that the investigation is 
inductive. The authors of this study then use the models and theories to find patterns in the 
collected data, to later move on and develop a model where the association and relation 
between the difference themes, Internationalization, Culture, Management and 
Communication, in the investigation are elaborated upon and put forward and collected 
quantitative data. These aspects indicate that the model also has a deductive approach. Hence, 
due to the combination of both the deductive and inductive approach, the choice of an 
abductive approach was applied. In addition, to minimize the risk of a narrow approach and 
excluding different viewpoints and interpretations, the authors tried to be as open-minded as 
possible during the entire research process. 
 
2.2.6 Research Strategy 
When it comes to the approach of how to collect data, there are two fundamental strategies 
that can be used, the quantitative or the qualitative strategy (David & Sutton, 2011, p. 81-83). 
Before providing definitions of the two strategies, it is important as a researcher to understand 
that none of these approaches is better than the other, but rather that the two strategies 
function as complements to each other when knowledge in a field is to be improved 
(Silverman, 2010, p. 8). The quantitative strategy is connected to measurement in numbers 
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and the relationship between those variables, where the investigation can be transformed into 
a numerical scale and analyzed from those numbers whereas the qualitative strategy is more 
focused on meaning and the importance of the whole, where context is significant, and data is 
therefore gathered through language practices, such as interviews (David & Sutton, 2011, p. 
81-83, 85; Bryman & Bell, 2007, p. 28; Saunders et al., 2009, p. 151; Silverman, 2011, p. 17). 
This can be reflected in a statement made by Patton who mean that “Qualitative data 
describe” (2011, p. 47) or as Silverman (2010, p. 10) states that when investigating 
experiences and behavior of people a qualitative approach could prove to be the best. Hence, 
the qualitative approach is rather flexible (Denzin & Lincoln, 2005, p. xv). 
 
It has also been argued that while quantification is connected to a quantitative strategy, 
interpretation is associated with a qualitative strategy (Strauss & Cobain, 1998, p. 10-11). 
Though numbers, which are linked to a quantitative study, are objective and easy to divide 
into smaller groups, beliefs (which are gathered linguistically) are subjective and connected to 
meanings, which are linked to a qualitative study, are harder to divide, if possible at all 
(David & Sutton, 2011, p. 81-83, 85-86). Consequently, a quantitative researcher usually 
follows the ontological view of objectivity whereas the qualitative researcher normally 
adheres to the ontological view of constructionism, which involves subjectivity (Lee, 1999, p. 
6). Marshall and Rossman (2011, p. 21) also argue that a qualitative researcher adheres to 
subjectivity. In addition, a quantitative researcher is not involved in the interpretation of data 
and is therefore both value-free and not biased, whereas as a qualitative researcher is involved 
in the interpretation of data and, as a result, also incorporate their values and hence the 
likelihood of bias is raised (Lee, 1999, p. 6).  
 
As a matter of fact, it has been argued that the qualitative strategy has three purposes, which 
are to explore, explain and or describe which can, in turn, be connected to understanding, 
developing or discovering (Marshall & Rossman, 2011, p. 68) or as Flick (2009, p. 14) states 
that subject and/or circumstantial demonstrations can be an objective reached by a qualitative 
investigation. The two research strategies also use different rhetoric, a quantitative researcher 
uses a more formal and impersonal approach while the qualitative researcher is more focused 
on informality and personality (Lee, 1999, p. 6). The fact that a qualitative strategy is less 
formal is also confirmed by Silverman (2010, p. 194). Lastly, which has also been mentioned 
above, a quantitative researcher usually uses deduction and search for cause and effect 
relationships, whereas a qualitative researcher is most likely to use induction and looks for 
interaction patterns (Lee, 1999, p. 6, 9; David & Sutton, 2011, p. 84). 
 
Cassell and Symon (1994, cited in Lee, 1999, p. 6) mean that there are six differences to be 
found between the quantitative and qualitative strategy. As already mentioned above, the 
quantitative strategy is concerned with numbers whereas the qualitative strategy is associated 
with meaning. This difference is also confirmed by Cassell and Symon (1994, cited in Lee, 
1999, p. 6) who mean that the two strategies have different focuses. In short, they refer to the 
difference as “quantification versus interpretation” (Cassell & Symon, 1994, cited in Lee, 
1999, p. 6) but also state that this does not always have to be the case (Cassell & Symon, 
1994, cited in Lee, 1999, p. 6-7). Marshall and Rossman (2011, p. 21) also state that the 
meaning of the participants’ experiences is what is of interest to the researcher. The second 
difference has also been mentioned above. This aspect refers to the involvement of the 
researcher, where a quantitative researcher is less personally involved in analyzing and 
interpreting the data than a qualitative researcher who aims for understanding (Cassell & 
Symon, 1994, cited in Lee, 1999, p. 7).  
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The third difference, which concerns flexibility of how the research should proceed, also 
includes rather large variations (Cassell & Symon, 1994, cited in Lee, 1999, p. 7). A 
quantitative researcher is less flexible in how a certain research should be carried out, whereas 
a qualitative researcher can adjust and adapt to circumstances that might rise during the 
investigation more easily (Cassell & Symon, 1994, cited in Lee, 1999, p. 7). Due to the 
different views that the quantitative and qualitative researcher have on organizational 
phenomena, they look for different aspects. The former are more concerned with predictions 
while the latter look for, as also mentioned above, understanding. These different views 
constitute the fourth difference according to Cassell and Symon (1994, cited in Lee, 1999, p. 
7). The fifth difference concerns how generalizable the findings of a study are. Cassell and 
Symon (1994, cited in Lee, 1999, p. 8) mean that a quantitative strategy can be generalized to 
other settings as it is considered to be context-free, whereas a qualitative strategy is concerned 
with local and specific knowledge and therefore make generalizing harder. This distinction 
between the quantitative and qualitative strategy is also confirmed by David and Sutton 
(2011, p. 86) who state that a quantitative study is connected to generalizability, whereas the 
qualitative investigation is more concerned with gathering of in depth data and therefore 
context bound. The focus on in depth data, but also experiments in qualitative investigations 
are also confirmed by Silverman (2007, p. 37). However, although generalizing to populations 
is difficult in qualitative research, the point made is that rather than generalizing to 
populations a qualitative research aims to generalize to theories (Bryman & Bell, 2007, p. 
424). The sixth and last difference provided by Cassell & Symon (1994, cited in Lee, 1999, p. 
8) has to do with the explanations of the participants’ answers and responses. The quantitative 
researcher is usually less explicit in this aspect, whereas the qualitative researcher provides 
more information and details. 
 
The quantitative strategy is connected to the ontological approach of objectivism and the 
epistemological models of natural science, whereas the quality strategy is connected to 
constructionism and interpretivism (Bryman & Bell, 2007, p. 28; David & Sutton, 2011, p. 
85-86). This is also reflected in the tradition provided by David and Sutton (2011, p. 76) 
where the scientific naturalism and Marxism apply the quantitative approach, whereas the two 
last views, constructionism and constructivism, use a qualitative strategy. 
 
As this investigation aims to create an understanding of the impact that communication and 
language have on global businesses, it looks for a meaning and tries to get a picture of the 
beliefs and views that exist in the sample group, which conforms to a subjective study 
(Marshall & Rossman, 2011, p. 68; 2009, p. 14). Rather than focusing on numbers and 
generalizability, the present investigation is focused on depth and the views of the people 
participating in the study. Hence, the most natural approach to apply in this case is the 
qualitative strategy. By observing the ontological and epistemological views that this 
investigation follows, the qualitative strategy is also the most appropriate method to use 
(David & Sutton, 2011, p. 82; Bryman & Bell, 2007, p. 28) and also most applied (Saunders 
et al., 2009, p. 119). The fact that the qualitative strategy has been around and connected to 
the field of international business from the start (Marschan-Piekkari & Welch, 2004, p. 5) also 
indicates that the chosen strategy is suitable and appropriate for this investigation. In addition, 
the focus in this investigation, the impact language has on the global business, means that the 
study investigates international organizations, which is considered the main performer in the 
field of international business research (Buckley & Chapman, 1996, p. 235). Hence, it can be 
argued that the present research could be placed and belong within the international business 
field. Another aspect making it natural to use the qualitative strategy is that a more in depth 
investigation is performed, which in turn, provides for a better understanding of cross-cultural 
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phenomena and also reduces the probability of biases (Marschan-Piekkari & Welch, 2004, p. 
8). On top of that, Chang et al. (2010, p. 183) recommend researches in the field of 
international business to apply a qualitative approach, but also use primary data and surveys. 
All these three aspects, applying the qualitative approach, collecting primary data and 
conducting a survey are adhered to in this investigation too. More specifically, Wai-Chung 
Yeung (1995) argues that qualitative personal interviews are the most appropriate method to 
apply in international business research based on a study regarding Hong-Kong Transnational 
Corporations. Lastly, it has been suggested that qualitative research could open up and 
provide another dimension in international business and management, which in turn will 
develop the field (Doz, 2011, p. 588). 
 
Although this research is to a large extent based on a qualitative strategy, it is also partly, 
quantitative. The quantitative aspect is reflected in the self-completion questionnaire, 
concerning cultural intelligence that was sent to the participants. However, this questionnaire 
should be seen as a complement to the conducted interviews in order to provide some basic 
information about the interviewees’ cultural intelligence. This self-completion questionnaire 
will be more discussed in the practical method chapter.  
 
2.2.7 Research Design 
The research design is a framework for the data collection and analysis and finding a suitable 
research design is highly eminent in order to collect the necessary data and fulfill the research 
objectives (Bryman & Bell, 2007, p. 40). A research could either be longitudinal or cross-
sectional. According to Bryman and Bell (2007, p. 71), Remenyi et al. (1998, p. 47) and 
Saunders (2009, p. 155) the former refers to studying a subject under a period of time where 
several observations are made and trends are discovered. The latter, on the other hand, 
includes a one-time observation and is normally used when an understanding of differences 
and similarities are to be found between the participants. Although cross-sectional design is 
most often discussed in light of quantitative research, it is important to be aware of the fact 
that qualitative research regularly possess some kind of cross-sectional design too (Bryman & 
Bell, 2007, p. 59). 
 
The authors have chosen to use the cross-sectional design, since they want to investigate more 
than one case and intend to conduct interviews at one single point in time (David & Sutton, 
2011, p. 207). The focus on understanding, which is normally the aim in a cross-sectional 
design, is also strengthening the reasoning for using this particular design in this 
investigation. Bryman and Bell (2007, p. 71) argue that the cross-sectional design can be 
embedded in qualitative as well as quantitative methods. For a qualitative method, however, 
data is usually gathered through qualitative interviews (Bryman & Bell, 2007, p. 71), which is 
in line with the present research too. A study performed by Blackburn and Stokes (2000) also 
used a cross-sectional approach in their research of small business owners in the UK. As the 
aim of their study is also to acquire data about managers’ experience, views of the business 
environment and how they handle difficulties, the authors find it suitable to use the same 
research design for this study.  
 
2.2.8 Research Method 
There exist many techniques on how to collect data, where some examples are case studies, 
experiments, surveys/questionnaires, participant observations, interviews etc. (Remenyi et al., 
1998, p. 48; Bryman & Bell, 2007, p. 40). The present investigation collected data through 
fact to face interviews, which provided in depth data, with a small numbers of participants. As 
a matter of fact, it has been argued that face to face interviews are the most frequently used 
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method when it comes to studies with a qualitative nature (Holloway & Jefferson, 2000, p. 
10) or more specifically, as Marshall and Rossman (2011, p. 19) state, extensive, in depth and 
profound interviews is the most common method in phenomenology. This is also confirmed 
by Silverman (2007, p. 39) who state that asking questions to participants is the most common 
approach in qualitative research. Interviews are not only appropriate when more in depth data 
are to be gathered, but also when a smaller group is investigated and in exploratory or theory 
building theories (Daniels & Cannice, 2004, p. 186-187). As this investigation also is 
developing a model based on communication and language in international business, it 
follows all three factors when it is best to use interviews. 
 
Interviews were also used in a study by Louhiala-Salminen and Kankaanranta (2012), where 
the role of internal communication, specifically langue, was investigated in a Non-
Government Organization (NGO) which operated globally. Although this study is similar to 
the present one, there focus was on an NGO whereas the current are focused on profit driven 
organizations. Another study, by Marschan-Piekkari et al. (1999), which focused on the 
impact language has on large multinational organizations also used interviews, performed on 
managers, when conducting the research. This study may also appear similar to the present 
investigation; however, it is performed on one large organization in Finland whereas the 
current investigation is performed on small to medium sized organizations in Sweden. In 
addition, a third study performed by Ehrenreich (2010) interviewed managers in order to get 
an understanding on how the interviewees perceived language and communication in a 
German multinational organization. Once again, this study is focused on an organization in 
another country. 
 
Also worth mentioning here is that interviews are connected to the interpretivistic approach, 
which is the philosophy followed in this investigation, and not the positivistic approach 
(Remenyi et al., 1998, p. 59). In addition, both in depth data (Saunders et al., 2009, p. 119; 
Remenyi et al., 1998, p. 35) and few participants are also the approaches most commonly 
applied in the interpretivistic philosophy (Saunders et al., 2009, p. 119) which is in line with 
the present research too. Generally, the qualitative approach is associated with a smaller 
sample (Silverman, 2007, p. 39; 2010, p. 194) and the quantitative with a larger sample 
(Silverman, 2007, p. 39). A more developed description and outline for how the interviews in 
this investigation were conducted are to be found in the empirical method chapter. 
 
2.3 Secondary Sources 
Prior to the study an extensive review of existing literature was conducted in order to get a 
better understanding of the research topic and research question. This type of literature, which 
already exists and has been gathered for another research, is also known as secondary data or 
secondary analysis (Bryman & Bell, 2007, p. 326; Saunders et al., 2009, p. 256; Johansson 
Lindfors, 1993, p. 89). 
 
2.3.1 Collecting Secondary Sources 
In this research, secondary sources consist of published articles, mainly gathered from the 
research database Ebsco Host and Google Scholar, but also books available at the local 
university library which are related to the research topic, as well as methodological literature. 
Key search words included internationalization, speech accommodation, language barriers, 
intercultural/multi-cultural communication, language in multinational organizations, 
multinational businesses and methodology etc. To make sure the articles found in the database 
were trustworthy; the authors used the peer-reviewed function, which means that 
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professionals in the field have reviewed the articles before they were published. Other articles 
of interest were also found in the references of the articles that were obtained in the databases. 
 
In addition, the research material was assessed in terms of relevance and contribution to the 
research question, but also, to some extent, on how up-to-date it was. Sometimes rather old 
data were used to get hold of the original source. 
 
The data used in the investigation is primary articles and books in English. However, data has 
also been gathered from Swedish and German sources. As one author is German and the other 
Swedish this data could be added and used in a way which expanded the foundation of the 
literature review as some of these sources could not be found in the English literature.  
 
2.3.2 Criticism of Secondary Sources 
According to Thurén (2005, p. 13) there are four aspects that a researcher has to take into 
consideration when using sources for a study. These include Authenticity, Time Association, 
Independency and Freedom Tendency. The former means that the sources should be what they 
are stated to be, whereas the second means that the shorter time that has passed since the 
event was conducted and the results presented the more likely it is to be valid. The third 
concept has to do with the fact that a source should be, as the name implies, independent and 
not a transcript or copy of another source. The fourth and last concept means that the sources 
should give an authentic picture of reality. Similar aspects have been suggested by Ejvegård 
(2009, p. 71-73), who means that Authenticity, Independency, Recency and Concurrency are 
aspects that needs to be taken into consideration when choosing sources. Authenticity and 
independency are equally described by Thurén and Ejvegård as well as the time association 
and concurrency aspect although the names are somewhat different. Along with Thurén, the 
authors of this investigation consider freedom tendency to be a significant aspect of an 
investigation and therefore that aspect will be added in the discussion too. Recency, on the 
other hand, is not mentioned by Thurén above. However, the recency aspect is used in the 
present study as it is considered to be important, not only by Ejvegård but also by the authors 
of the study, to discuss how up-to-date the secondary sources are. Hence, this investigation 
follows the four aspects provided by Thurén but also the additional one that Ejvegård 
discusses. 
 
In order to make sure the sources used in the present investigation are as authentic as possible, 
as already mentioned above, the researchers made sure to search for articles which have been 
peer-reviewed. This does not automatically mean that all sources that have been peer-
reviewed are authentic; however, the likelihood is higher if they are peer-reviewed. It is 
somewhat harder when it comes to books though. However, by choosing literature that has 
been written by well-known researchers in the field could be argued to, at least to some 
extent, provide higher authenticity. The fact that several authors discuss the same aspects, 
especially in the methodology field, increases the likelihood of authenticity as well. 
 
The majority of sources used in the study are considered to be independent. Almost all articles 
have performed a research and the result of the study is based on that research. It could be 
considered harder to decide if books are independent or not, especially if they do not include a 
clear and specific research. However, as stated above, the use of books has been based on the 
authors’ contribution in the current and specific field, but also the fact that the same concepts, 
thoughts and ideas are applied and used. Of course, misinterpretations of data are always 
possible but the secondary sources used have mainly been the primary source in those cases. 
Some second hand references have also been used, but as little as possible. The second hand 
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references used in the present investigation are, however, mainly used if a direct quote is 
applied and the likelihood of misinterpretations is less likely in that case. 
 
As cultural intelligence is a rather recent phenomenon the articles about this topic is 
considered to be concurrent as not much time possibly could have passed due to the recency 
of the subject. To decide the concurrency about other sources is more difficult though as the 
topics are not as recent and the time of the research itself is not always mentioned in the 
articles. However, as these investigations are conducted by professional researchers, the 
sources are considered to be as concurrent as possible. 
 
The last concept provided by Thurén (2005) is based on the fact that one should not suspect 
that reality has been distorted in a study. The authors of this study have tried to use articles 
and books that seem to have a reasonable and authentic view of reality. However, it is 
important to realize that this also depends on the individual interpreting the data as people are 
different and have different perceptions of what reality is. 
 
There are secondary sources, primarily those regarding the theories, in this research which are 
rather old; however, the reason for this is that the original source was considered to be of 
great importance to understand the fundamental idea of the theory. In fact, although newer 
resources are of importance, older resources should not automatically be neglected if they 
possess significant data and information (Johansson Lindfors, 1993, p. 89-90). 
 
The importance of discussing the language skills of the authors in this investigation is 
considered to be of great significance by the authors themselves. Researchers studying 
languages and their impacts and effects have to be aware of and understand that the 
researchers themselves and their language skills could affect the understanding of the 
participants and hence also the outcome of the research. Marschan-Piekkari and Reis (2004, p. 
224) mean that language skills of both the participants and the interviewers, but also which 
language and how it is used, influences the dynamics in cross-cultural research. Languages 
pose a challenging aspect during the whole research process in international business as the 
mother-tongue of the participants and the interviews most likely differ (Marschan-Piekkari & 
Reis, 2004, p. 225). 
 
The fact that the majority of sources are found in English and that English is not the native 
language of none of the researches could be argued to be a weakness as nuances and 
meanings in languages could be different. However, the fact that the English language has 
been studied from an early age for both authors, that their studies at the university level has 
primarily been in English as well as the international experiences that the authors possess 
have significantly increased the level of understanding and non-obvious concepts of the 
langue and could therefore be seen as an advantage when dealing or working with the English 
language. However, a non-native would almost never reach the same level of understanding 
as a native of the same language. 
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3. LITERATURE REVIEW 
 
In this chapter the reader will find the theoretical background which this thesis is built upon. 
The chapter starts from an organization point of view, by explaining the Uppsala 
internationalization process model, a definition of culture and organizational culture. Next, 
the study turns to a more individual focus where a description of Hofstede’s cultural 
dimensions model, the communication accommodation theory and the four-sides model are 
explained. This is done in order to provide the reader with an overview and understanding of 
previous research in the area, but also to show what theories and models have been used in 
the present investigation. 
 
“It is because we are all different that we have so much to exchange with each other”                    

 
Trompenaars 1993, p. 168 

 
 

3.1 Internationalization 
As firms decide to expand abroad they encounter differences, discrepancies in conducting 
business and other obstacles. In general such differences intensify the farther away a firm 
goes abroad. More distant countries usually have very different cultures, legal systems and 
paradigms. Thus, basic and sufficient knowledge about the new business environment is 
important for a successful business approach.  
 
3.2 Uppsala Internationalization Process Model 
At the end of the 1970s there was a shift from exporting to internationalization as an 
expansion strategy. Researchers have attempted to develop theories in order to explain the 
increased activity on foreign markets.  The most prominent model is the Uppsala 
internationalization process model developed by Johanson and Vahlne (1977). It describes the 
characteristics of internationalization of MNCs. The model signifies that internationalization 
does not primarily depend on economic factors like transaction costs and demand, but rather 
on behavioral aspects; knowledge, learning and experience. The main focus is knowledge 
acquisition and learning, because the underlying assumption is that the lack of knowledge 
about the foreign market poses the biggest obstacle firms encounter when pursuing foreign 
operations. The decision to enter a foreign market is not determined by one single decision, 
but it is an incremental, gradual process. The theory consists of two central components; the 
Internationalization Pattern and the Internationalization Model. The idea is that firms will 
initially prefer exports as lowest risk internationalization type.  (Johanson & Vahlne, 1977) 
  
3.2.1 Internationalization Pattern 
With increasing knowledge and experience about opportunities and problems, the market 
commitment increases (Establishment Chain). The expansion develops circular, with entry to 
countries with a lower psychic distance first (Psychic Distance Chain). (Johanson & Vahlne, 
1977) 
 
3.2.1.1 Establishment Chain 
Johanson and Vahlne (1977, p. 24-25) state that the expansion into foreign markets occurs in 
temporal sequences, which are characterized by increasing market commitment and resource 
input.  The characteristic ideal process is subdivided into four successive stages: 
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Stage 1: No/little export activity 
 
Stage 2: Regular export activity via agents 
 
Stage 3: Establish sales subsidiary 
 
Stage 4: Production plant/ facility 
 
 

 
 
 
Figure 4: Establishment Chain  
Adapted from: Schuster and Holtbrügge, 2012, p. 828  
 
 
The stages differ in the organization’s gained knowledge of the relevant market. From very 
little knowledge in the first stage, the firm gradually gains knowledge of the local market 
environment and thus increases its market-specific knowledge (Johanson & Vahlne, 1977, p. 
28). Each step up the chain is based on augmented knowledge, which results in an increased 
input of resources. Ultimately, more resource commitment also means a higher risk for the 
company. (Johanson & Vahlne, 1977) 
 
3.2.1.2 Psychic Distance Chain 
Regarding the sequence of entered markets, Johanson and Vahlne (1977) argue that expansion 
takes place in psychic closer markets first and then continues with countries that are more 
psychic distant from and less familiar to the country of origin. The reasoning behind this 
approach procedure is that it is easier to learn about psychic closer markets and their 
specifications, and therefore reduce uncertainties and increase chances of a successful 
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adaption. Knowledge of the markets is more difficult to obtain and interpret the more psychic 
distant they are. With increasing knowledge and experience and lower uncertainty the 
organization expands its international operations. Ideally this procedure follows a circular 
pattern from the country of origin to countries that are more similar. With increased 
knowledge and international experience, the firm later then enters countries in farther circles. 
It is easier for organizations to learn about psychic closer markets and their requirements. 
Therefore they can decrease market uncertainty and increase the success of market 
development. (Johanson & Vahlne, 1977, p. 26) 
 
3.2.2 Internationalization Model 
The second vital component of the internationalization theory is the internationalization 
model. It consists of two aspects; the State Aspect and the Change Aspect, which are 
subdivided into four elements; Market Commitment, Market Knowledge, Commitment 
Decisions and Current Activities. 
 
The state and change aspects influence each other. Market commitment and market 
knowledge influence commitment decisions and current activities, which in turn influence 
market commitment and market knowledge (Aharoni, 1966, cited in Johanson & Vahlne 
1977, p. 27). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5: Internationalization Process Model 
Adapted from: Johanson and Vahlne, 1977, p. 26 
 
 
3.2.2.1 State Aspects 
The state aspect consists of two elements; market commitment and market knowledge. They 
both affect commitment decisions in foreign markets and current activities of the firm 
(Johanson & Vahlne, 1977, p. 26-27) 
 
3.2.2.1.1 Market Commitment 
According to Johanson and Vahlne (1977, p. 27) market commitment is defined as the amount 
of resource commitment and degree of commitment. These can be of tangible or intangible 
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nature, like technology, investments or knowledge. Throughout the internationalization 
process, the firm allocates resources to the foreign market. The amount and value of the 
resources results in the degree of market commitment. Johanson and Vahlne (1977) define 
degree of commitment as “resources that cannot easily be directed to another market or used 
for other purposes” (Johanson & Vahlne, 1977, p. 27). The more difficult it is to relocate 
resources to other markets, the higher are the sunk costs, and thus the market commitment. 
 
3.2.2.1.2 Market Knowledge 
Throughout their activities on foreign markets, companies have gained specific knowledge of 
the peculiar environment and specifications. This knowledge is important, because the 
evaluation of alternative decisions depends on the knowledge of current market conditions. 
(Johanson & Vahlne, 1977, p. 27) Furthermore, market knowledge does not only influence 
the pace, but also the geographical direction of international expansion. (Petersen et al., 2003, 
p. 36) The lack of this kind of market knowledge is a great barrier to further expansion into 
foreign markets for the firm. Furthermore Johanson and Vahlne (1977) assume that the 
internationalization process is a result of a learning process. With every foreign operation 
according to Petersen et al. (2003, p. 39) the firm gains additional market knowledge. Thus, 
the current knowledge a firm possesses is a result of experiences made in the past. This 
knowledge is the foundation for future internationalization development. Following Penrose 
(1966, p. 53) Johanson and Vahlne (1977) differentiate between two ways of knowledge 
acquisition; Objective Knowledge and Experiential Knowledge. 
 
Johanson and Vahlne (1977, p. 28) state that objective knowledge is learnt and taught through 
standardized processes. It can be written down, transferred to other countries and imitated 
there. Experiential knowledge is a learning-by-doing process during ongoing business 
operations. It involves emotions, intuitions and experiences. Only with difficulties can this 
kind of knowledge be applied in other contexts or transferred to other people. As Penrose 
(1966) puts it “experience itself can never be transmitted, it produces a change – frequently a 
subtle change – in individuals and cannot be separated from them” (Penrose, 1966, p. 53). 
Moreover, Johanson and Vahlne (1977) distinguish between general and market specific 
knowledge. General knowledge includes knowledge of the market methods and general 
characteristics of customer types. Market specific knowledge is acquired step-by-step through 
personal experience and can only be transferred to other markets in a limited extent. In order 
to commence and execute business in foreign countries, both types of knowledge are needed. 
(Johanson & Vahlne, 1977, p. 28) 
 
3.2.2.2. Change Aspect 
The two change aspects impacting the state aspect are commitment decision and current 
activities (Johanson & Vahlne, 1977, p. 28). 
 
3.2.2.2.1 Commitment Decisions 
From the very first internationalization step on, the company has to decide which resources 
should be transferred in which quantity. The awareness of business requirements and market 
potential allows to apprehend the risks and opportunities of operations on a specific market. 
The alternatives are carefully being calculated by the decision makers (Johanson & Vahlne, 
1977, p. 29). An important factor in order to be able to access threats and opportunities is 
individual experience. Possible threats and opportunities are in most part discovered by 
employees working or responsible for that market. Independent from new risks or 
opportunities, the expansion of business operations always leads to increased market 
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commitment. Every additional commitment brings about economic and uncertainty effects. 
(Johanson & Vahlne, 1977, p. 29) 
 
3.2.2.2.2 Current Activities 
Current activities have a great impact on the dynamic of internationalization, since they 
contribute to knowledge acquisition and market commitment. They are an important 
instrument in order to learn and make experiences for further international expansion. The 
corporation with different market players enables the firm to build up trust and positively 
affect market engagement. The inclusion of current activities in the model clarifies why the 
internationalization process is usually slower than expected. Only through standardized 
activities and routine can the company support and speed up decision processes. Market 
commitment decisions often rely on tacit knowledge, which is only obvious to insiders 
involved.  Even the employment of experienced personnel cannot accelerate this process. 
(Johanson & Vahlne, 1977, p. 28-29) 
 
3.3 Limitations of the Uppsala Internationalization Process Model 
Johanson and Vahlne (1977) have realized that their model only has limited explanatory 
power. The model disregards decision characteristics of different decision makers and special 
circumstances of different decision situations are ignored. The two main points of critique are 
the determinism and the difficulty to measure psychic distance. 
 
Johanson and Vahlne, (1990, p. 14) themselves, criticize that the model is too deterministic. 
The assumption is that internationalization is an ongoing process that strictly follows the 
stages of the model, regardless of strategic decisions. Reid (1983) states that firms have 
options and make strategic decisions, which depend on environment, resources or market 
structure. The original model however, only considers experiential knowledge and psychic 
distance as main factor in internationalization. 
 
In regard of options for decision makers there also has been criticism that the model does not 
consider that stages of the establishment chain or that the psychic distance chain can be 
skipped in order to accelerate the internationalization process. Empirical studies could not 
fully confirm the strictly gradual process of internationalization. Studies conducted by 
Hedlund and Kverneland (1985) and Turnbull (1987) about internationalization strategies of 
firms demonstrated that firms can skip stages of the establishment chain under certain 
circumstances. According to Hedlund and Kverneland (1985) the reason for this is that 
industries are becoming more and more international and thus the lack of market knowledge 
cannot be considered as a barrier anymore. Furthermore, these studies have shown that 
previously firms have expanded to farther markets if the market potential was considered big 
enough.  
 
Finally, also the absence of other forms of internationalization, beside the establishment chain 
and the overestimation of knowledge and experience, has received criticism. According to 
that, market cultivation strategies such as cooperation, joint ventures and mergers are not 
taken into account. Also, born globals, firms that start their business operations internationally 
from the beginning without great experience knowledge, were not given consideration. This 
may be due to the fact that when the original model was developed in 1977 such strategies 
were unknown or non-existent. Though, even today, Johanson himself has stated that born 
globals go through the stages of the internationalization process and expand to psychic closer 
countries first (Hohenthal, 2012). 
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The other main point of critique is the difficulty to measure and evaluate psychic distance. 
Even though the term is widely used in science, there is no general universally accepted 
definition (Dow, 2000, p. 51). Johanson and Wiedersheim-Paul (1975) define psychic 
distance as “factors preventing or disturbing the flows of information between firm and 
market” (Johanson & Wiedersheim-Paul, 1975, p. 308). They themselves note, though, that 
their evaluation criteria are relatively rough. Other attempts to measure psychic distance also 
had limited success, even though the term itself has been in use for decades. As Dow (2000, 
p. 51) stated, the cultural dimensions developed by Hofstede (1980) also left out some factors 
of the psychic distance, like language, education and political systems, and have not proved to 
be suitable tools in explaining market selections.  
 
According to O’Grady and Lane (1996) it is generally possible to use certain factors in order 
to measure psychic distance; the issue though is that the assessment depends on subjective 
perceptions, experience and attitudes, that influence the decision maker. Furthermore, psychic 
distance is measured as a country average and leaves out regional differences within 
countries. In their study, O’Grady and Lane (1996) propose a Psychic Distance Paradox. 
According to that, the entry into a psychic closer market is not necessarily easier than entry 
into a more distant market. The decision maker’s personal assessment and values and 
assumption about similarities can hinder the detection of differences and thus learning from 
them. Such misjudgment can cause failure in internationalization processes. 
 
3.4 Network Approach 
Successful expansion requires substantial amounts of resources. Thus, maintaining and 
utilizing networks seem beneficial. Ongoing partnerships can support internationalization 
aspirations and secure permanent business growth. An existing network or connection abroad 
can help ease the organizations into an unfamiliar environment and help establish new 
contacts. Research poverty, especially in the early stages (meaning when the organization is 
still young) can be reduced by utilizing the network’s accumulated resources.  
 
Johanson and Vahlne were well aware of the limitations of the model and took the criticism 
seriously. Thus they revised the model. One of the main extensions to the original model was 
the network approach by Johanson and Mattsson (1987), which Johanson and Vahlne 
integrated in 1990. In several empirical studies Johanson and Mattsson (Johanson & 
Mattsson, 1987, p. 2) could detect that in certain markets firms develop and maintain long-
term business relationships. They build up trust and gain experience though interaction with 
one another. They describe this as network between market participants, like suppliers, 
resellers and competition. In this way firms constantly establish new relationships and cut old 
ones in order to gain a position within the network and secure the development of the firm in 
the long run. (Johanson & Mattsson, 1987, p. 3; Johanson & Vahlne, 1990, p. 20-22)  
 
Considering this, companies have three options to establish business relationships in a 
network; International Extension, Penetration and International Integration. International 
extension refers to the attempt to build up a relationship in a foreign network that the firm did 
not have access to previously. Penetration means that the firm tries to expand an existing 
relationship. International integration aims at coordinating different national networks. 
(Johanson & Vahlne, 1990, p. 20)  
 
The degree of internationalization is thus determined by the amount of positions in different 
national networks (Johanson & Mattsson, 1987, p. 3). In 1990, Johanson and Vahlne 
integrated the aforementioned network model. Only members of the network can gain market 
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experience through current activities and current interaction with other members. Due to the 
characteristics of a network, it is fairly difficult for an outsider to gain a clear understanding 
of the relationships and activities within it. Thus, according to Johanson and Mattsson (1987) 
market knowledge and commit decisions are extended by market knowledge and market 
commitment of other actors within the network. As opposed to the original model, which only 
considered unilateral and intra-organizational perspectives, the revised model includes 
multilateral and inter-organizational characteristics. (Johanson & Vahlne, 1990, p. 19-20) 
 
3.5 Business Network Model of the Internationalization Process 
In 2009 Johanson and Vahlne published another revised version of the internationalization 
model. The bases of this revision were the network approach by Johanson and Mattsson 
(1987) and diverse empirical studies. They adopted the fundamental assumptions of the 
multilateral network approach by Johanson and Mattsson (1987) in their revised model. 
(Johanson & Vahlne, 2009) 
 
Key points of the revised model are knowledge acquisition through interaction with network 
members, the establishment of trust to network members and the creation and usage of a 
network. Johanson and Vahlne (2009) furthermore acknowledge that nowadays stages of the 
establishment chain are more often skipped and that entry into foreign markets does not 
necessarily depend on psychic distance anymore. Thus the internationalization process can be 
reduced. As well as the original model, the revised model is based on the state and change 
aspects, which influence one another. Johanson and Vahlne (2009) modified both aspects 
though. They added Opportunity Recognition to market knowledge, because they attribute 
great significance to opportunities in the internationalization process. Since they assume that 
the internationalization process takes place within the network and the existing relationships, 
they renamed market commitment to be Network Position. Unequally distributed knowledge, 
trust and commitment of the members determine their internationalization success, and 
therefore their position within the network. Regarding the change aspect, Johanson and 
Vahlne (2009) changed current activities to Learning, Creating and Trust-Building in order to 
better describe the impact of current activities. This increased knowledge, trust and 
commitment contribute to a more efficient creative process. Finally, they added Relationship 
to the variable commitment decision in order to emphasize that the commitment is to the 
relationships and networks. (Johanson & Vahlne, 2009) 
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Figure 6: Business Network Internationalization Process Model 
Adapted from: Johanson and Vahlne, 2009, p. 1424 
 
 
The reasoning for using the Uppsala internationalization process model is that it is one of the 
most elaborate and discussed models when it comes to internationalization. The model has 
constantly been revised, the latest revision being 2009. Also, the model is based on actual 
observations and exchange with managers, which gives a better insight into the processes 
within a company. 
 
3.6 Culture 
When organizations expand across national borders they do not only encounter new people 
and new organizations, but also new organizational and national cultures. Although countries 
close to the organizations original nation may not differ significantly, the farther away a 
business goes the larger the differences usually are. This could be reflected in perceptions of 
the world, traditions, languages etc. At the same time, differences in organizational culture 
could also be found within the same country. Hence, due to the topic of this investigation, 
international communication, and the importance of culture in this aspect, the authors believe 
it is significant to define and discuss the phenomenon of culture. 
 
Culture is an old concept (Freilich, 1989, p. 2) and includes both tangible and intangible 
aspects (Ting-Toomey, 1999, p. 9). The phenomenon has been considered an enigma which 
has intrigued researchers for many years (Ting-Toomey, 1999, p. 9). The concepts old history 
is explained and shown by Freilich (1989): 
 
“Coming from the Latin cultura or cultus, culture originally designated cultivation, as in “argi 
cultura, the cultivation of the soil. Later culture grabbed a set of related meanings: training, 
adornment, fostering, worship and cult. From its root meaning of an activity, culture became 
transformed into a condition, a state of being cultivated” (Freilich, 1989, p. 2).  
 
Culture covers many different fields (Ting-Toomey, 1999, p. 9) and is a widespread 
phenomenon in today’s global world. Still, culture is a difficult term to define (Limaye & 
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Victor, 1991, p. 279-280; Spencer-Oatey, 2004, p. 3) and as a result there exist many different 
definitions.  
 
Peterson (2004) states that:  
“Culture is the relatively stable set of inner values and beliefs generally held by groups of 
people in countries or regions and the noticeable impact those values and beliefs have on the 
peoples outward behaviors and environment” (Peterson, 2004, p. 17)  
 
Hofstede means that:  
“The essence of culture is the collective programming of the mind” (Hofstede, 1980, p. 25) or 
as Hofstede later stated, culture is “the collective programming of the mind that distinguishes 
the members of one group or category of people from another” (Hofstede, 2001, p. 9).  
 
Another definition is provided by Moran et al. (2011) which state that: 
 “Culture is a distinctly human means of adapting to circumstances and transmitting this 
coping skill and knowledge to subsequent generations” (Moran et al., 2011, p. 10).  
 
Spencer-Oatey (2004) proposes the following definition of culture:  
“Culture is a fuzzy set of attitudes, beliefs, behavioral conventions, and basic assumptions and 
values that are shared by a group of people, and that influence each member´s behavior and 
each member´s interpretations of the “meaning” of other people´s behavior” (Spence-Oatey, 
2004, p. 4).  
 
Hence, what Hall (1976) stated more than 30 years ago, that “cultures… are extraordinary 
complex” is not, at all, surprising (Hall, 1976, p. 106). The fact that culture is constantly 
changing, although the process of change is slow (Moran et al., 2011, p. 10; Hofstede, 1980), 
adds another dimension of complexity to the phenomenon. Although culture is constantly 
changing, it is important to remember that some elements of culture are constant (Leung et al., 
2005, p. 374). 
 
The main source, around the globe, influencing individuals’ behavior is culture (Moran et al., 
2011, p. 10; Hofstede, 1980, p. 28). The fact that behavior is rooted in culture is also 
confirmed by Trompenaars (1993, p. 24), Hall (1973, p. 13), Hall and Hall (1990, p. xiv), 
although the latter also argue that culture is experienced on an individual level (Hall & Hall, 
1990, p. xiv). Culture is also a way of identifying ourselves (Samovar et al., 2009, p. 11), 
although some do not consider culture to equalize identity (Hofstede, 2001, p. 10) Still, how 
individuals use and share information and decode, process and interpret facts depends on their 
culture (Hall & Hall, 1990, p. xiv; Triandis, 1994, p. 15) and in order to be able to 
communicate effectively on an international level it is essential to understand how 
information is shared, decoded and interpreted in other cultures (Hall & Hall, 1990, p. xiv). In 
other words, the way people think is also affected by culture (Hall, 1976, p. 9, 13). As a 
matter of fact, everything in life is connected to culture, everything from personality and 
expressions to how societies are constructed along with how political systems work (Hall, 
1976, p. 16-17). However culture is, normally, something people do unconsciously (Miller, 
1977, p. 17). 
 
According to Hofstede (2001, p. 11), culture can be portrayed as an onion with different 
layers which he calls the “Onion Diagram”. This model provides an overview of the visible 
and non-visible parts that form culture. The core, which also constitutes the non-visible aspect 
of culture, is Values and is defined as “a broad tendency to prefer certain states of affairs over 
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others” (Hofstede, 2001, p. 5, 10). These values are established early on in life and influence 
what people believe is rational or not and is later also transformed into how individuals 
behave (Hofstede, 2001, p. 6, 10). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 7: The “Onion Diagram”: Manifestations of Culture at Different Levels of Depth 
Source: Hofstede, 2001, p. 11 
 
 
Rituals, Heroes and Symbols are visible parts of culture which are shown in different types of 
practices; it is significant to understand, however, that the underlying reasons for these 
behaviors can be different from culture to culture (Hofstede, 2001, p. 10). Rituals are defined 
as “collective activities that are technically unnecessary to the achievement of desired ends, 
but that within a culture are considered socially essential, keeping the individual bound within 
the norms of the collectivity. Heroes are persons, dead or alive, real or imaginary, who 
possess characteristics that are highly prized in a culture and thus serve as models for 
behavior. Symbols are words, gestures, pictures, and objects that carry often complex 
meanings recognized as such only by those who share the culture” (Hofstede, 2001, p. 10). 
 
Hence, when working internationally or with individuals from other cultures, which is a 
common situation today, it is important to be aware of the fact that cultural differences exist 
and that culture is a complex phenomenon. The complexity of culture has also been 
recognized by other researchers, for example Hall and Hall (1990). 
 
According to Hall and Hall (1990, p. 3) culture may be compared to a huge, complex 
computer. The computer’s “programs guide the actions and responses of human beings in 
every walk of life” (Hall & Hall, 1990, p. 3). As a result, people need to understand and 
consider the course of action that takes place in every part of their life. If parts of this 
procedure are not followed the system is not functioning properly and this often occurs when 
individuals automatically do what they are used to, but in another cultural system (Hall & 
Hall, 1990, p. 4). As a result, cultural differences are a source causing many problems 
(Trompenaars, 1993, p. 65), but, of course, culture can have positive influences too 
(Hartenian & Gudmundson, 2000; Herring, 2009).  
 



34 
 

3.6.1 Organizational Culture 
It is commonly known that cultures vary across national borders. However, cultures do vary 
within borders too. Organizations, for example, do have specific cultures (Earley & 
Mosakowski, 2004, p. 139; Trompenaars, 1993, p. 7; Hofstede, 1980, p. 26; Hofstede, 1991, 
p. 262; Hofstede, 2001, p. 391), which are distinct from national cultures (Hofstede, 2001, p. 
393). Even subcultures do exist within organizations (Hofstede, 2001, p. 405). Departments, 
professions etc., do have different values, behaviors and meanings that are unique (Earley & 
Mosakowski, 2004, p. 139; Trompenaars, 1993, p. 7; Hofstede, 2001, p. 391). Not 
surprisingly, organizations are not only complex phenomena, but also difficult to investigate 
(Alvesson & Kärreman, 2007, p. 1268). 
 
Behavior, morale and work productivity are all influenced by culture and, naturally, the path 
that companies decide to follow are affected by culture (Moran et al., 2011, p. 10). If these 
unique characteristics of an organization are not adhered to or misunderstood, a person might 
misstep and, as a result, in worst case scenario, a business opportunity could be lost (Early & 
Mosakowski, 2004, p. 139).  
 
Previous research has concluded that the larger culture has effects on organizational culture 
(Maclagan, 1998, p. 158; Trompenaars, 1993, p. 65), which in turn has been proposed to have 
an impact on diverse groups and group behavior (Chuang et al., 2004, p. 32) but also 
performance and may, in fact, be a significant factor of organizational survival (Hofstede, 
1998, p. 491). Still, the definition of organizational culture has been rather elusive due to its 
several definitions and the term was not particularly explored until the late 1990s (Maclagan, 
1998, p. 158) although the concept was raised in organizational and management literature 
already in the 1930s (Hofstede, 2001, p. 392). On the other hand, every organization 
possesses a culture which is manifested through how the organization acts, thinks and 
operates (Maclagan, 1998, p. 158-159). It has also been suggested that the organization is 
directed by culture (Trompenaars, 2003, p. 21). Additionally, Trompenaars (2003) argues that 
a business culture has to be well-founded but at the same time flexible and that focus should 
be placed on both differences and similarities in order for respect to be established between 
the different cultural groups but also do what is said to be done for building trust 
(Trompenaars, 1993, p. 30). As a matter of fact, the future of mergers or acquisitions may 
depend on organizational culture and it has been stated that cultural variations as well as trust 
cause a lot of unsuccessful business outcomes (Trompenaars, 1993, p. 65-66). Those, on the 
other hand, who successfully merge are businesses where a new culture is developed and 
worked upon by both partners (Trompenaars, 1993, p. 68). Trompenaars (1993) even states 
that if the cultural aspect is not working properly, the risk of failure is increasing essentially, 
hence, culture is an important aspect if success is to be reached (Trompenaars, 1993, p. 70). 
                                            
According to Hofstede (1991) organizational culture refers to the culture that exists within an 
organization and it is more specifically defined as “the collective programming of the mind 
which distinguishes the members of one organization from another” (Hofstede, 1991, p. 262; 
Hofstede, 2001, p. 391). Hence, not only does culture differ between nations, but also among 
organizations. Developing this further, it has been suggested by Hofstede (1998, p. 491) that 
there are divergences of what is beneficial for an organization and its members. 
 
Smircich has taken this a step further and means that an organization does not necessarily 
possess a culture; it rather is a type of culture which also proposes that organization culture 
should not merely be studied from an objective perspective, but also from a subjective point 
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of view (Smircich, 1981, cited in Smircich, 1983, p. 347). That culture is both objective and 
subjective is also confirmed by Limaye and Victor (1991, p. 285) and Triandis (1994, p. 22). 
 
Lastly, not only has it been suggested that national culture and organizational culture have 
positive effects on each other, it has also been stated that “culture is pervasive” both when it 
comes to national and organizational culture (Trompenaars, 1993, p. 65-66). 
 
3.7 Management 
Due to the cultural differences that exist around the world people have different perceptions 
of the world and how things should be and work. Hence, management procedures and 
practices, among many more aspects of life, are viewed upon differently depending on where 
one goes. A manager working overseas, therefore, must be open-minded and understand those 
differences, but also to communicate in an effective way if an international business is to 
flourish. Hence, management is an important aspect of international business. 
 
Leadership is one aspect that is needed if a successful global business it to be reached 
(Trompenaars, 1993, p. 70). Hofstede (1983) demonstrated, nearly 30 years ago, the 
importance for individuals to understand their native culture, how it differs from other 
cultures and how this could affect management across borders. In fact, not adhering to the 
cultural differences within the management area did not only cause massive economic losses 
in the 1960s and 1970s it also affected people negatively and resulted in much distress 
(Hofstede, 1983, p. 89). It has, in fact, been proposed that the understanding of different 
cultures could be the path to both manage multinational organizations effectively but also 
how to successfully do business overseas (Hofstede, 1983, p. 89). Even within the field of 
organizational science the importance of global cultures has been recognized by Hofstede 
(1983) as “a key issue for organization science is the influence of national cultures on 
management” (Hofstede, 1983, p. 75).  
 
In  a world where collaboration between organizations not only takes place with those close 
by but also with organizations worldwide, the need of cross-cultural management is of great 
importance as it could result in either benefits or dilemmas (Browaeys & Price, 2008, p. 16). 
As the majority of all central concepts, cross-cultural management has received a great deal of 
attention and researchers have tried to provide definitions of the concept. One definition of 
management across borders is given by Adler and Gundersen (2008): 
 
 “Cross-cultural management describes organizational behavior within countries and cultures; 
compares organizational behavior across countries and cultures; and, most important, seeks to 
understand and improve the interaction of co-workers, managers, executives, clients, 
suppliers, and alliance partners from countries and cultures around the world. Cross-cultural 
management thus expands the scope of domestic management to encompass international and 
multi-cultural dynamics” (Adler & Gundersen, 2008, p. 13). 
 
Not surprisingly, in the light of the above, cultural differences could have negative effects on 
outcomes (Tsui et al., 1992; Sacco & Schmitt, 2005), not only misunderstandings and 
inefficiency in solving problems (Gelfand et al., 2001), but also conflicts (Earley & Ang, 
2003, p. xi), language obstacles (Gassmann, 2001, p. 93) destroy well-functioning teams 
(Richardson, 2005, p. 24), mistrust and hostility (Almaney, 1974, p. 28) and failure due to 
lack of feedback (Trompenaars, 2003, p. 16). On the other hand, a cultural diverse setting 
could also improve outcomes (Hartenian & Gudmundson, 2000; Herring, 2009), where 
understanding and collaboration is reached (Almaney, 1974, p. 28), new opportunities are 
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found (Gassmann, 2001, p. 93), improved creativity and reduced costs are reached etc. 
(Richardson, 2005, p. 26) or even result in a competitive advantage for organizations (Cox & 
Blake, 1991; Richardson, 2005, p. 27; Cohen, 2010, p. 9). Hence “culture interaction is 
challenging” (McNabb et al., 2011, p. 1334), and difficult due to the new challenges that 
international managers and leaders face today (Lavvorn & Chen, 2011, p. 281) but could also 
prove to be successful. The fact that culture may create obstacles when a business turn global 
is not uncommon (Trompenaars, 1993, p. 173) and the fact that international managers must 
rethink their way of doing business in an international environment is crucial (Trompenaars, 
2003, p. 5). To comprehend cultural characteristics and deviations, to respect other cultures, 
to create trust among multi-cultural teams and makes sure there is a “win-win” situation for 
those participating are to mention a few aspects that a global managers has to deal with 
although a major skill the global leader must possess is to be able to merge values on different 
kinds, even those contracting each other (Trompenaars, 1993, p. 28-31). Another significant 
and contributing factor is the manager’s personality (Trompenaars, 1993, p. 65) 
 
In order to become a successful international leader, according to Cohen (2010), it is 
necessary to possess a global mindset (Cohen, 2010, p. 5). A global mindset, which could be a 
competitive advantage, is defined as to “think and act both globally and locally” (Cohen, 
2010, p. 9). This involves not only being aware of cultural diversity, but to be open to cultural 
differences and effectively handle the situations that emerge in a global environment (Cohen 
2010, p. 5-6). In a similar vein, Bantz (1993) states the following about culturally diverse 
teams “awareness of difference is necessary, but not sufficient for the accomplishment of 
cross-cultural team research” (Bantz, 1993, p. 19). Consequently it is significant to be aware 
of and embrace the cultural differences in multi-cultural groups, but that is only one step in 
the direction of a well-functioning intercultural team. Another important part accompanying a 
global mindset is the use of a global business strategy (Cohen, 2010, p. 9). To complicate 
issues even further, the endless possibilities that exist in today’s global world make the global 
mindset a continuing learning process (Cohen, 2010, p. 9). 
 
Cox (1994) explains the importance of managers to understand and value cultural diversity as 
effectively dealing with cultural diverse settings leads to improved business results. In a study 
by Almaney (1974, p. 28), this aspect is taken a step further where the conclusion suggests 
that how successful a MNC is depends, to a large extent, on how the Chief Executive Officer 
(CEO) of the business acts when communicating across cultural borders. Although other 
factors also play a significant role, the absence of effective communication most likely leads 
to bad results. 
 
A study by Van Den Born and Peltokorpi (2010, p. 112-113) suggests that a combination of 
less rigid Human Resource Management (HRM) policies and languages practices together 
with an open language structure in multi-cultural organizations increase the likelihood of 
well-functioning communication. The connection between HRM and language for improved 
cross-cultural communication is also confirmed by Marschan et al. (1997, p. 596). Further, the 
investigation suggests that language skills should be taken into consideration when hiring for 
organizations as communication is estimated to be affected by these abilities. Another 
important aspect that needs to be considered is that not only does culture change over time, as 
already stated above, so do culturally diverse teams (Browaeys & Price, 2008, p. 20). Still, 
there are some aspects of the group that remain constant, such as ideas and attitudes 
(Browaeys & Price, 2008, p. 20). 
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It has also been argued by Behfar et al. (2006, p. 258) that different types of issues arising in a 
multi-cultural environment require varied interventions. When issues concern facts, either in 
life or at work, individuals seem to be able to solve them themselves as the root of the 
problem did not steam from the team itself. When the issue involved personal dilemmas, 
however, managers would need to be involved to solve the existing problems. 
 
Hence, the significance of a global mindset cannot be neglected if successful global leaders 
are to prosper (Earley et al., 2006, p. 2; Lavvorn & Chen, 2011, p. 280-281). The fact that 
international leaders are more demanded (Gassmann, 2001, p. 92) makes the concept of 
effective cultural interactions even more up-to-date. 
 
3.8 Hofstede’s Cultural Dimensions 
Previous research in the intercultural and management field has primarily been dominated by 
Geert Hofstede and his famous investigation about IBM employees that took place in the late 
1960s and early 1970s. Initially the research involved 40 countries, but today over 72 
countries have been investigated. At the time, Hofstede developed four cultural dimensions, 
Power Distance, Uncertainty Avoidance, Individualism versus Collectivism and Masculinity 
versus Femininity. (Hofstede, 1980, 2001) 
 
Later, a fifth dimension, Long versus Short-Term Orientation, was added to the other four 
dimensions (Hofstede, 2001). Additionally, in 2010, a sixth dimension was added, Indulgence 
versus Restraint (Hofstede, 2012). 
 
3.8.1 Power Distance 
A factor that has received attention in societies for centuries is inequality and up to this day 
no society has managed to reach a practical equality when it comes to rank in various fields 
(Hofstede, 1980, p. 93, 95). Hence, inequality exists within organizations too, both in terms of 
skills and power (Hofstede, 1980, p. 96). When Hofstede discusses the term power distance 
he refers to the inequality that exists between a boss (B) and a subordinate (S) and more 
specifically he states that “Power Distance is a measure of the interpersonal power or 
influence between B and S as perceived by the least powerful of the two” (Hofstede, 1980, p. 
98). The Power Distance Index (PDI) has two extreme classifications, high PDI or low PDI. 
The former refers to societies where power is clearly structured and focus is on coercive as 
well as referent power whereas the latter is more focused on equality where reward, legitimate 
and expert power is the emphasis (Hofstede, 1980, p. 122). On the other hand it is significant 
to understand that hierarchies exist in both societies, even if the perception of hierarchies is 
different (Hofstede, 1980, p. 120). For organizations with high PDI, this implies a hierarchy 
with more levels, where low PDI countries has a more horizontal hierarchy (Hofstede, 1980, 
p. 135). Other differences are that a high PDI country has larger differences in wages, a 
higher level of centralization, jobs are valued differently etc. where the opposite is true for a 
low PDI country (Hofstede, 1980, p. 135). Although the power distance index can be 
classified as either high PDI or low PDI is it important to understand that the concept follows 
a continuum and that a country can be found anywhere along the scale (Hofstede, 1980, p. 
118). 
 
The power distance dimension has been researched by others too. For example, s study by 
Torelli and Shavitt (2010, p. 720) concluded that the view of power within culturally different 
societies vary, both in terms of what is preferred and what people believe is of importance. 
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3.8.2 Uncertainty Avoidance 
Hofstede’s second dimension, Uncertainty Avoidance Index (UAI), is related to how societies 
and organizations perceive uncertainty. The future is after all, at least to some extent, 
uncertain. Uncertainty avoidance for societies involves technology, laws and religion whereas 
for organizations uncertainty is connected to rules and rituals, but also technology as the 
general society (Hofstede, 1980, p. 157). Like the power distance dimension, uncertainty 
avoidance also follows a continuum, where high UAI is one extreme and low UAI is the 
second extreme (Hofstede, 1980, p. 175).  
 
According to Hofstede (1980, p. 184), the high UAI refers to societies which possess a higher 
level of anxiety and concern and are anxious about the future. The society is more 
conservative, people have an incentive to work hard and people are not afraid of 
demonstrating feelings or emotions. Previous research has also demonstrated some specific 
aspects of organizations; it is considered as an advantage to be loyal to the employer, respect 
to the organization system should be shown, clear guidelines should be provided, adhering to 
rules of the firm and managers from overseas might be encountered with mistrust are to 
mention a few (Hofstede, 1980, p. 176-177). Low UAI is connected to less anxious people 
and societies, where people live day by day and has a more relaxed view on the future 
(Hofstede, 1980, p. 184). For organizations, hierarchical structures are not as strict as in high 
UAI organizations and side steps are accepted if the situation requires. The same is true for 
organizational rules. Instructions are more open and to compromise with partners is more 
likely (Hofstede, 1980, p. 176-177). 
 
3.8.3 Individualism versus Collectivism 
Another dimension Hofstede found differ among national cultures is Individualism versus 
Collectivism (IDV). This refers to how a society views and shows gregariousness (Hofstede, 
1980, p. 214). Once again, the dimension in question is constructed to follow a continuum, 
where high IDV is found on one end and low IDV on the opposite side (Hofstede, 1980, p. 
218). A high IDV country is reflected in that people should take care of themselves and close 
relatives, people are encouraged to individual achievements, etc. while in a low IDV society 
individuals are supposed to be part of bigger groups and where group achievement is valued 
to a larger extent (Hofstede, 1980, p. 235).  
 
Not surprisingly, the relationship view existing in society is reflected in the relationship 
between a worker and the organization too (Hofstede, 1980, p. 217). Earlier research has 
concluded that high IDV societies value workers personal life, but employees do not have to 
be morally connected to the organization, managers emphasize up-to-date viewpoints etc. 
whereas low IDV societies are more focused on the organization and a moral association to 
the firm and managers are focused on more traditional views (Hofstede, 1980, p. 230-231). 
 
Once again, other researchers have concluded that differences exist within this dimension. A 
study by Sims (2009 p. 39) demonstrates, for example, that collective and individualist 
countries do vary in ethical reasoning when it comes to decision making. 
 
3.8.4 Masculinity versus Femininity 

 The fourth dimension is Masculinity versus Femininity (MAS) where masculinity is found on 
one side of the spectrum and femininity on the other (Hofstede, 1980, p. 261). As the name of 
the dimension indicates this measurement refers to how the two sexes are viewed upon in 
society and whether this point of view affects how people act socially (Hofstede, 1980, p 
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261). In this aspect, the main classification is that men are more assertive and that women 
tend to have more of a nurturing behavior (Hofstede, 1980, p. 263).  

 
This social division usually makes business organizations focus on the masculine aspect of 
this dimension and therefore also encourage men (Hofstede, 1980, p. 261). The fact that 
business organizations are focused on accomplishment, where specific goals and objectives 
are to be reached, the masculine role is promoted and as a result businesses are also often 
governed by men (Hofstede, 1980, p. 267). Hence, the objective of a firm or organization 
reflects who, men or women, is employed (Hofstede, 1980, p. 267). These differences imply 
that masculine countries show a greater difference between the sexes within the same 
positions than a feminine country (Hofstede, 1980, p. 280). 

 
 A high masculine society is associated by achievement ideals, focus on money and material, 

performance, well-defined differences between men and women etc., whereas a low 
masculine society is more focused on service, people and sex roles are more mixed etc. 
(Hofstede, 1980, p. 294). In a high masculine country, within organizations, it has been found 
that focus tends to be on individual decisions makers, importance of recognition, job stress is 
greater, while low masculine organizations value involvement of the team in decisions 
making procedures, the significance of relationship between people, job stress is reduced etc. 
(Hofstede, 1980, p. 288). High masculine societies have a tendency to be more focused on 
work and low masculine countries do not see work as dominant in life as the high masculine 
society. 

   
3.8.5 Long-Term versus Short-Term Orientation 
The fifth dimension, Long-Term versus Short-Term Orientation (LTO), was developed in the 
mid-1980s and therefore, as already mentioned above, later than the first four dimensions. In 
contrast to the previous dimensions, the fifth is also conducted on a different cluster. The first 
four dimensions involved business people from the famous IBM study, whereas the fifth 
dimension consists of business students from 23 different countries. (Hofstede, 2001) 
 
The essence of the fifth dimension lies in how a society views and establishes virtue. Long-
term orientated societies are focused on the future and therefore it is significant to be cautious 
and preserve for upcoming possibilities. Short-term orientated societies, on the other hand, 
view past and present as important aspects of life, where traditions are of great importance as 
well as face saving and to make sure social responsibilities are achieved. (Hofstede, 2001, p. 
359) 
 
Hence, long-term orientation societies focus on saving and perseverance, but also make sure 
traditions and new situations and conditions are merged in a functioning manner etc. while 
short-term orientation societies are more focused on spending and keeping traditions the way 
they are (Hofstede, 2001). 
 
When it comes to business, long-term orientation societies value the relation between people 
and aim to improve this relationship and they also value where the business position on the 
market is. A short-term orientated business follow immediate results and are not observing 
what occurs in the long run which also means that focus is on numbers (Hofstede, 2001, p. 
366). 
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The fact that this dimension is based on business students and not business people, it will not 
be considered in this particular investigation. Still, it is mentioned and discussed above as it is 
a part of Hofstede’s model of national culture.  
 
3.8.6 Indulgence versus Restraint 
In 2010, Hofstede introduced a new dimension, called Indulgence versus Restraint (IVR). 
This dimension has its roots in Michael Minkov’s research conducted in 93 different 
countries. In short, indulgence refers to peoples’ basic desires to feel life is pleasurable and 
the ability to express that feeling. Restraint, on the other hand, means that a society is not, at 
least not openly, showing the same attitude to enjoying life (Hofstede, 2012). 
 
3.8.7 Critique of Hofstede’s Cultural Dimensions 
Although Hofstede is well-known and has received major attention within the field of national 
culture, this attention is not merely positive. As a matter of fact, his national culture 
dimension model has received rather extensive critique (Aritz &Walker, 2010, p. 23; 
McSweeney, 2002, p. 111-113; Fang, 2003, p. 362-363; Javidan el at., 2006; Trompenaars, 
2003, p. 7).  
 
It has been argued, for example, that the location of the research, restricted to developed 
countries and South America, could have limited the availability of the research as it might 
not be applicable elsewhere (Aritz &Walker, 2010, p. 23). Parts of Hofstede’s cultural 
dimensions have been argued to lack evidence of an appropriate level, but also to be 
inaccurate due to incorrect assumptions (McSweeney, 2002, p. 112). McSweeney argues that 
no matter what approach is followed, the fact that wrong assumptions are taken means that the 
results will not reflect reality (McSweeney, 2002, p. 112). According to Fang (2003, p. 362) 
the fifth of Hofstede’s cultural dimensions, long-term versus short-term orientation, is not 
necessarily a continuum. It is demonstrated by Fang, through the Chinese Yin Yang principle, 
that this is not always the case. Further, it is argued that the fifth dimension is not comparable 
with the others. The fact that the first four dimensions were conducted on individuals working 
in a business setting, but the fifth dimension involved business students makes it harder to 
analyze from the same point of view (Fang, 2003, p. 362). The fact that the dimensions 
actually are linear has also received criticism and, once again as Fang (2003) implied, the 
model has been criticized for constituting a continuum as this is not always the case 
(Trompenaars, 2003, p. 8).  
 
Hofstede’s research has also faced critique for not applying appropriate methods in 
developing the dimensions, for being ethnocentric and for not using suitable approaches 
(Trompenaars, 2003, p. 7-9). The positive effect that Hofstede’s cultural dimensions received 
early on in his research could also have contributed to people accepting the model without 
inspecting it critically (Javidan et al., 2006, p. 910). This could, in turn, have led people to 
believe that nothing has changed, including cultural features, since Hofstede’s early research 
or that the dimensions that Hofstede found are absolute and complete (Javidan et al., 2006, p. 
910). As already mentioned above, Hofstede’s research has also received criticism on a more 
general level, where it is argued that his cultural dimension theory does not consider 
language, education or political systems nor is the model appropriate for clarifying market 
selections (Dow, 2000, p. 51). 
 
On the other hand, some researchers have discussed both the limitations of the model, but also 
concluded that the model provides valuable information that should not be neglected 
(Williamson, 2002, p. 1390-1392). It has been argued, for example, that Hofstede has made 
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important contributions in the field of organizational culture (Baskerville, 2003, p. 10-11) and 
that Hofstede’s work is a good start in the direction of comprehending national cultures and 
how they function (Javidan et al., 2006 p. 911; Trompenaars, 2003, p. 10), although it is not a 
final product. 
 
3.9 Hall’s High-Context versus Low-Context Culture 
Edward Hall provides another influential theory in the field of cross-cultural studies with 
focus on communication (Cardon, 2008, p. 399, 406). Hall was also was one of the first 
researchers to investigate how (cultural) communication affects management (Browaeys & 
Price, 2008, p. 5). Hall (1976, p. 105-116) means that culture can be divided into two different 
groups, either the High-Context (HC) Culture or the Low-Context (LC) Culture. According to 
Hall (1976, p. 113) a high-context culture means that people are less specific in explaining 
what they need or want and the individual they communicate with should be able to interpret 
what is communicated without explicitly being told what it is. A low-context culture, on the 
other hand, is more open and people communicate more specifically what they want or need. 
Hall also argues that a culture is not necessarily on the very end of what is called a high-
context or low-context culture, but that a culture may be found anywhere in between the two 
extremes (Hall, 1976, p. 91).  
 
Hall is taking this aspect further when it is explained how people in authoritative positions 
from high-context cultures are personally accountable for everyone below them in the system, 
whereas in a low-context culture the accountability aspect is not as clear and harder to 
discover. Hall also states that “a high-context (HC) communication or message is one in 
which most of the information is either in the physical context or internalized in the person, 
while very little is in the coded, explicit, transmitted part of the message. A low-context 
communication is just the opposite; i.e, the mass of the information is vested in the explicit 
code” (Hall, 1976, p. 91). Hence, Hall suggests that culture is, to a large extent, based upon 
communication. 
 
According to Hall (1976, p. 85-103) not only the spoken word is what matters in 
communication, but so is the context, which he also proposes is a large contributor to the 
meaning (Hall, 1976, p. 86). This relation is confirmed by Alvesson and Kärreman (2011, p. 
29) who state that “Language is also context-dependent” (Alvesson & Kärreman, 2011, p. 29) 
Hall even states that behavior is the basis of communication which in turn is based on the 
context (Hall, 1976, p. 92). 
 
3.9.1 Critique of Hall’s High-Context versus Low-Context Culture 
As Hofstede, Hall has also received criticism. However, according to Cardon (2008, p. 400) 
the amount of critique for Hall’s model is much smaller and it has been argued that this has to 
do with Hall’s continuum of contexting. In general, it is argued, cross-cultural studies using 
context as a basis, seem to have been less criticized. Nevertheless, Hall’s model has been 
criticized by some. 
 
As a model developed in the 1970s, the theory has been criticized for being invalid and also 
because Hall considered cultures to be connected to nations, which nowadays has changed 
with the phenomenon of globalization (Würtz, 2005). According to Cardon (2008, p. 402) the 
model has also been criticized for not providing enough explanations for how it was 
established, neither how the measurements were carried out. Hall has also received criticism 
for not being explicit enough in his methodology approach, although the research point in the 
direction of a qualitative research. However, assuming his investigation is of a qualitative 
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nature, his early research does neither include motivation nor biases which is significant in a 
qualitative study. 
 
The fact that Hofstede and Hall discuss cultural dimensions in different ways does not make 
the two theories incomparable. Würtz (2005) means that Hofstede’s individualistic versus 
collectivist dimension is related to Hall’s high-context versus low-context culture dimension. 
Würtz (2005) also states that another of Hofstede’s cultural dimensions, power distance, is 
connected to Hall’s high-context versus low-context culture dimensions. A high-context 
culture is often connected to a collective approach, whereas a low-context culture is most 
often associated with an individualistic approach. As a matter of fact, Hofstede developed the 
individualism versus collectivism dimension in an attempt to advance Hall’s older concept of 
culture (Würtz, 2005). When it comes to the power distance dimension, Würtz (2005) argues 
that high power distance cultures are often associated with high-context cultures, whereas low 
power distance cultures are connected to low-context cultures. 
 
In addition, Hofstede and Hall both describe culture as following a continuum. The authors of 
this investigation do not argue that this statement is a full en explicit explanation of culture, 
but the fact that both Hofstede and Hall explain it in a similar way, makes the two theories 
more comparable. With this in mind, it could be argued that Hofstede and Hall, at least to 
some extent, discuss culture in a similar way.  
 
The fact that Hall discusses communication directly, which is the focus of this investigation, 
and not Hofstede but that two of Hofstede’s dimensions are closely connected to the high-
context versus low-context cultures of Hall, is the reason why Hofstede’s two dimensions, 
individualism versus collectivism and power distance, along with Hall’s high-context versus 
low-context culture, are in focus in this study. As a matter of fact, those two theories are 
commonly used when intercultural communication is under research, although occasionally 
only Hall’s model is used (Jack, 2004, p. 125). Hence, the choice of adopting both Hofstede’s 
and Hall’s models seem to be logical and reasonable, but it also provides a wider range of 
theoretical foundation within the culture theme in this investigation. 
 
3.10 Other Researchers in National Cultures 
Although Hofstede has received major attention in cross-cultural studies, where also Hall has 
added a substantial amount of research, there are other researchers which have contributed to 
the field. In an attempt to give the reader a wider picture in the field of cross-cultural studies, 
other researchers and their views on culture will be provided. For example, Fons 
Trompenaars, along with Geert Hofstede, generated measurements on how national culture 
affects management (Browaeys & Price, 2008, p. 5). Another researcher which has 
contributed to the cross-cultural filed is Richard Gesteland (Gesteland, 1999). By looking at 
these researchers and their arguments for how culture is perceived and could be divided into 
different facets, it soon becomes obvious that other authors and their different dimensions are 
similar to each other, but that some of these measurements are similar to Hofstede’s and 
Hall’s dimensions too. 
      
According to Trompenaars (1993, p. 8-10) culture can be divided into seven different 
dimensions, Universalism versus Particularism, Individualism versus Collectivism, Neutral or 
Emotional, Specific versus Diffuse, Achievement versus Ascription, Sequential or Synchronic 
and the last, Inner-directed or Outer-directed orientated. Universalism refers to a culture 
where people follow what is considered right and correct whereas a particularistic culture are 
more focused on the responsibilities that people feel towards each other and specific 
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situations or settings that might arise. Individualism refers to focus on the individual whereas 
collectivism emphasizes the importance of the group. Neutral or emotional means that, either 
people are objective and unaffected or they let emotions be a part of who they are and how 
they interact. The third dimension, specific versus diffuse, refers to the involvement of 
people. Specific relates to the relationship that is decided upon in a more formal way, whereas 
diffuse means that the parties get to know each other on a deeper level where personal contact 
is essential, on top of a professional acquaintance. Achievement means that people are 
evaluated on what they have attained and completed whereas ascription denotes that prestige 
and rank are given based upon gender, age, kinship etc. These five dimensions affect how 
business is performed but also management of different kinds along with people’s ethical 
values (Trompenaars, 1993, p. 29). 
 
The sixth dimension is related to time, whether cultures view time as sequential or synchronic 
(Trompenaars, 1993, p. 107). The former refers to people who view time as occurrences that 
follow a specific order or the latter where the order is not of as great importance as how the 
past, present and future aspects of time combined create meaning. The seventh and last 
dimension, inner-directed or outer-directed (Trompenaars, 1993, p. 125), is related to how a 
culture views nature. Either a culture considers itself to be able to control nature through their 
actions, that is inner-directed, or that people should accommodate to and follow nature and its 
forces. 
 
Once again, there are similarities in how different researches view culture. Trompenaars 
second dimension, individualism versus collectivism for example, is directly connected to 
Hofstede’s dimension with the same name. 
 
Gesteland is another researcher who has contributed to the field of cross-cultural studies. He 
has focused on five different dimensions which include; Relationship-Focus versus Deal-
Focus, Direct versus Indirect Language, Formal versus Informal Business Cultures, Rigid-
Time versus Fluid-Time Cultures and Expressive versus Reserved Cultures (Gesteland, 1999). 
The first dimension refers to how willing people are to do business with other people. 
Relationship-focused cultures prefer doing business with well-known individuals or groups of 
people, whereas a deal-focused culture is more relaxed to do business with people they do not 
know well (Gesteland, 1999, p. 20). When it comes to the second dimension, communication 
between different cultures is portrayed. In a culture where direct language is used, which the 
name also implies, people are straightforward and outspoken; while in an indirect language 
culture people are more elusive and less straightforward. The direct language approach is 
closely related to deal-focused cultures, whereas the latter relates to the relationship-focused 
culture which also is the most common (Gesteland, 1999, p. 33). Formal versus informal 
cultures refers to hierarchies, status and power etc., where formal cultures apply more strict 
hierarchies and status and power are clearly defined, while informal cultures adhere to 
systems of equality throughout (Gesteland, 1999, p. 43). The fourth dimension, rigid-time 
versus fluid-time cultures, means that a culture is either punctual, follows schedules and 
adheres to the agendas given (rigid-time) or is more open to changes and punctuality is less 
important (fluid-time) (Gesteland, 1999, p. 55). The last dimension, according to Gesteland, 
refers to how a culture acts when it comes to non-verbal communication. An expressive 
culture uses more body language to get the message through, while a reserved culture uses 
less non-verbal communication (Gesteland, 1999, p. 63-65). 
 
By observing Gesteland’s second and fifth dimension, direct versus indirect language and 
expressive versus reserved cultures and the way how Hall portrays culture, high-context 
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culture versus the low-context culture where the focus is communication, the two authors 
basically discuss the same aspect. In addition, Gesteland’s third dimension, formal versus 
informal cultures, and Hofstede’s power distance dimension, also have a focus which is 
extremely similar, as they both focus on hierarchies and how these differ in cultures over the 
world. 
 
Hence, although Hofstede is considered the major researcher in the field of cross-cultural 
studies and has received extensive criticism, where also Hall have provided substantial 
research, other researchers have touched upon similar differences within the cultural field that 
are to be found around the world. This aspect is brought up to show that Hofstede and Hall 
are not the only researchers who have divided national cultures into different dimensions of 
similar kinds. This implies that Hofstede’s and Hall’s research does not completely lack 
evidence of being true to some extent, although it does not mean that it is unquestionably 
accurate either. Hence, the choice of using Hofstede’s model is not only based on the fact that 
it is a famous and influential theory, but that there are, in part, support for the model to reflect 
the truth and that some parts of the model also are connected to communication. The fact that 
Hofstede’s model is based on opinions of business people is another reason why the model 
has been chosen. The reason for choosing Hall is that he has contributed extensively to the 
field of intercultural communication which also is the focus in this investigation. 
 
The fact that two of the themes, management and culture, are so closely connected and hard to 
separate, the authors of this study have decided to put them together and not research them 
separately. 
 
3.11 Business Communication and Intercultural Business Communication 
The importance of cultural aspects has not only been recognized in the field of management 
as mentioned above, but also in business communication (Limaye & Victor, 1991, p. 281). 
Intercultural communication within the business field did not, however, receive much 
attention until the beginning of the 1960s (Limaye & Victor, 1991, p. 281) although 
international communication has been around from the time when different cultures started to 
interact (Samovar & Porter, 2003, p. 1) and is a multifaceted field (Gudykunst & Mody, 2001, 
p. 51, 63). In fact, culture has to a large extent been neglected in the field of communication 
(Limaye & Victor, 1991, p. 280). Even looking at the field of international business studies, a 
surprisingly small amount of research has taken place within intercultural business 
communication (Limaye & Victor, 1991, p. 281). In the 1980s, however, investigators 
contributed to the intercultural communication field extensively (Limaye & Victor, 1991, p. 
280-281). 
 
This rather recent increased interest in the field of communication on an international level 
has been heavily influenced by the large growth in international trade, the increased Foreign 
Direct Investment (FDI) that exists around the world and the movement of people has also 
been a contributing factor (Limaye & Victor, 1991, p. 277-279). Due to the increased 
movement of people and the cultural divisions within nations, intercultural communication is 
an interesting and necessary topic for MNCs, but also for national businesses which will have 
an even more multi-cultural workforce in the future (Limaye & Victor, 1991, p. 278-279). 
 
That people act according to cultural norms and have different worldviews depending on their 
cultural background is universally recognized. Hence, people’s different cultural 
characteristics, such as actions, gestures and speech, are interpreted differently depending on 
the individuals who encounter (Earley & Mosakowski, 2004, p. 139) but also the context 
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(Spencer-Oatey, 2004, p. 1). Stated differently, what people around the world perceive as 
reasonable and acceptable varies from cultures and countries (Limaye & Victor, 1991, p. 285; 
Hall, 1976, p. 214) as well as the context (Hall, 1976, p. 214). Different worldviews are not 
necessarily bad, however, they might result in rather severe misunderstandings (Trompenaars, 
1993, p. 65), especially if the differences between cultures are not recognized (Spencer-Oatey, 
2004, p. 166). 
 
Charles and Marschan-Piekkari (2002, p. 26-27) show in their study, that even a successful 
MNC does experience horizontal communication difficulties. The absence of communication 
or language abilities resulted in that only a small number of individuals within the business 
could communicate effectively. This caused a lack of unison inside the corporation and 
authority matters rose. The same pattern, that only some employees are able to communicate 
with the other party due to language restrictions, is shown in a study by Andersen and 
Rasmussen (2004, p. 241) and in a second study by Marschan-Piekkari et al. (1999, p. 436). It 
was also concluded by Charles and Marschan-Piekkari (2002, p. 26-27) that attitudes towards 
change are important as well as understanding that communication does not only involve 
language. Communication is much more than only possessing certain language skills. 
 
As stated above, communication does not only involve the spoken language that allows 
people to exchange ideas and thoughts, it also includes non-verbal communication (Almaney, 
1974, p. 23-26; Moran et al., 2011, p. 11). Not surprisingly, this is true for intercultural 
communication too (Ting-Toomey, 1999, p. 17; Trompenaars, 1993, p. 68-69; Hall, 1976, p. 
2, 71-83; Triandis, 1994, p. 181-206). Non-verbal communication could be a facial 
expression, gestures, glances etc. and is most often communicated, simultaneously, with a 
verbal expression (Almenay, 1974, p. 25). To complicate issues further, the same gesture 
could be interpreted differently depending on the culture the individual who decode the 
gesture originates from (Hooker, 2003, p. 5; Moran et al., 2011, p. 11). The fact that not only 
verbal communication (language) differs across societies, but also the non-verbal 
communication makes it more difficult and complicated to communicate across cultural 
borders (Almenay, 1974, p. 23, 25, 28). Adding to this complex issue the fact that individual 
differences exist within all nations (Hall & Hall, 1990, p. xx; Trompenaars, 1993, p. 25) 
increase the complexity of communication across borders even more. There has, in fact, been 
research suggesting that personal features and traits influence how multi-cultural groupings 
function together (Thomas, 1999, p. 259). Hence, no group or coalition is equal or identical 
and therefore the handling of those teams is difficult and specific approaches needs to be 
applied in every situation. 
 
Additionally, the farther apart the cultures that interact are the higher is the likelihood of 
miscommunication (Triandis, 2000, p. 151). More specifically, absence of cultural knowledge 
has been suggested as one of the main elements contributing to misunderstandings in 
culturally diverse settings (Gudykunst & Mody, 2001, p. 74). 
 
As a result, cultural communication is not only more profound than verbal or written 
languages, it is also more multifaceted (Hall & Hall, 1990, p. 4). It is stated that “the essence 
of effective cross-cultural communication has more to do with releasing the right responses 
than with sending the “right” messages” (Hall & Hall, 1990, p. 4). Hall and Hall (1990) even 
mean that “culture is communication” (Hall & Hall, 1990, p. 3) or as Ma (1996) states “our 
culture makes sense of the way we communicate” (Ma, 1996, p. 265). Hence, the way 
communication takes place in one culture, does not necessarily makes sense in another 
cultural setting (Ma, 1996, p. 265). 
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Consequently, intercultural communication is a field in itself and according to Ting-Toomey 
(1999) “the study of intercultural communication is about the study of cultural differences 
that really “make a difference” in international encounters. It is also about acquiring the 
conceptual tools and skills to manage such differences creatively” (Ting-Toomey, 1999, p. 3). 
Hence, intercultural communication means that individuals from culturally diverse settings 
interact with each other in a different way due to their various backgrounds (Samovar et al., 
2010 p. 12). Additionally, intercultural communication, regularly, takes on the form of face to 
face communication (Gudykunst & Mody, 2001, p. ix), which thereby also allow for non-
verbal communication to take place. 
 
For intercultural communication to be effective and successful, the parties must interact in a 
way that is meaningful for both teams (Ting-Toomey, 1999, p. 21). It has also been concluded 
that proficiency in multi-cultural communication is related to team performance in cultural 
diverse settings and as a result manages cannot neglect the importance of intercultural 
communication (Matveev & Nelson, 2004, p. 266). At the same time it is vital to understand 
that the different cultural standpoints the group members in a cultural diverse team possess 
affects the communication style applied. Hence, the management level of the organization 
needs to take these differences into consideration when deciding on the best leadership 
approach (Matveev & Nelson, 2004, p. 266). 
 
A study by Brett et al. (2006) concludes that the most common issues arising in multi-cultural 
teams are; “direct versus indirect communication, troubles with accents and fluency, differing 
attitudes towards hierarchy and authority and conflicting norms for decision making” (Brett et 
al., 2006, p. 86-88). The first challenge is related to how communication could cause 
obstacles and hinder effectiveness, whereas the second refers to how accents, fluency, 
translation or usage of language could cause problems in understanding or even frustration 
among others. The third issue involves how different views on hierarchy and authority could 
make individuals from a non-egalitarian culture feel insulted, due to the disrespect they feel is 
shown toward their hierarchical system. This could actually lead to a lost business 
opportunity. The fourth and last issue deals with how different cultures have different 
approaches to make decisions where the best approach seems to be trying to adjust to and 
respect other ways of decision making.  
 
Noticing the type of issue that arise in multi-cultural teams, according to Brett et al. (2006), it 
is clear that communication is a major problem, both in terms of verbal and non-verbal 
communication. Even one of Hofstede’s dimensions, power distance, is lifted as a cause 
leading to problems in multi-cultural teams. 
 
More specifically, businesses working internationally cannot ignore the language affect; it 
should be considered an essential part of worldwide management as language deeply 
infiltrates all parts of the organization (Marschan et al., 1997, p. 596-597). On top of this, 
Marschan et al. (1997, p. 597) argues that the technical, professional and specific way each 
and every organization interact and connect also affect business communication for firms 
operating overseas. At the same time it is stated that “There is no one right way to deal with a 
particular kind of multi-cultural problem” (Brett et al., 2006, p. 88) or language issue 
(Andersen and Rasmussen (2004, p. 241). It is even stated that there is no single best 
approach for organizing (Trompenaars, 1993, p. 13-20). As a result, groups consisting of 
members from various cultures and their different interpretations add another dimension to 
international work-related issues (Badiru, 2009, p. 22). 
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Although the present investigation does not particularly explore teams in itself, but 
organizations doing business across borders with other international organizations, it is argued 
that cultural challenges could arise in any situation where people from two or more cultures 
merge. It does not matter if this involves working in a multi-cultural team within the same 
organization or doing business with another international organization, there are still 
individuals from at least two different cultures searching for a beneficial solution. To reach 
such a result, communication and different views and perspectives needs to be addressed for 
intercultural constellations to work effectively. Therefore the authors of this study mean that 
the challenges that relate to multi-cultural teams, to a large extent, also relate to those working 
with other international organizations. 
 
Observing the above results from the study by Brett et al. (2006) it is clear that 
communication is a common challenge. Two out of the four most common issues in multi-
cultural teams involve some type of direct communication whereas the third and fourth issue 
is indirectly connected to communication. Hence, communication between two multi-cultural 
parties is extremely important and cannot be neglected if a successful outcome is to be 
reached. The third issue, discussing, hierarchy and authority, is also closely connected to one 
of Hofstede’s cultural dimensions, power distance, whereas the fourth issue has links to 
Hofstede’s individualism versus collectivism dimension. The fact that Würtz (2005) related 
Hofstede’s dimensions power distance and individualism versus collectivism to Hall’s high-
context versus low-context culture, which concerns communication, implies that the results 
Brett et al. (2006) demonstrate in their study, that the most common issues in multi-cultural 
teams, are based on communication. Communication, therefore, constitutes an important 
aspect of intercultural business. 
 
Previous research have shown both negative (Thomas, 1999) and positive (McLeod, 1996; 
Watson et al., 1993) effects on performance resulting from intercultural groupings. There is 
also research demonstrating both negative and positive aspects of cultural diverse teams (Ely 
& Thomas, 2001). In a study by Ochieng and Price (2009, p. 540) it is suggested, more 
specifically, that engineering design and construction are indeed fields that are in need of 
understanding the value of cross-cultural teams, not only because outsourcing exists but also 
as most companies compete on a global level. The construction businesses which accomplish 
to effectively integrate both the intellectual and practical aspect of cross-cultural management 
are those who most likely are to succeed. This is in line with the fact that cultural differences 
do exist within industries too (Trompenaars, 1993, p. 63). 
 
In light of the above, international managers face a range of challenging dilemmas on a daily 
basis where a combination of internationalization and local perspectives needs to be taken 
into consideration (Trompenaars, 1993, p. 3). 
 
3.12 Communication Accommodation Theory (CAT) 
As the previous section has elaborated upon, different cultures have different ways of 
communication and articulating. In order to effectively communicate (and exchange 
information within an organization), one has to figure out how to adapt to other’s language 
behaviors and make oneself understood, as well as understand the counterpart’s motivation.  
 
Giles (1973) comes to the conclusion “that individuals use language to achieve a desired 
social distance between self and interacting partners” (Giles, 1973, p. 21). Giles et al. (1991) 
developed the CAT from the Speech Accommodation Theory (SAT). The SAT emerged from 
the growing interest in sociolinguistics in the 1970s. The SAT observed differences in the 
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style of speech during social interactions to explain the motivations behind shifts in speech 
styles during social interactions. It concentrates on the cognitive and affective processes that 
induce speech convergence or divergence. (Giles et al., 1991)  
 
Giles et al. (1991) then expanded the SAT to the CAT in 1984 by also incorporating non-
verbal dimensions of social interaction, like context, motive, strategy and behavior. The CAT 
focuses on the reasons behind differentiation and adjustment rather than the result. It also 
integrates the adjustment of the own behavior to stereotypical expectations. 
 
The CAT is based on five socio-psychology theories; Similarity Attraction, Social Exchange 
Process, Causal Attribution Process, Intergroup Distinctiveness and Social Identity Theory. 
 
Similar attraction: The more similar beliefs and attitudes the more people feel attracted to one 
another. Convergence implies more similarities and increases attraction in the listener. 
(Byrne, 1971) 
 
Social exchange process: Before choosing either convergence or divergence the rewards/costs 
as expected outcome of the actions are assessed. (Chadwick-Jones, 1976) 
 
Causal attribution process: People rate others and their behavior according to their 
motivations and intentions. In their study, Giles et al. (1973) observed that when language 
convergence is used to resolve cultural barriers, it was evaluated positively by the listener and 
in turn the listener also converged more. Giles et al. (1973) 
 
Intergroup distinctiveness: Comparison of the own group with others through relevant 
dimensions, excluding out-groups in order to strengthen the own social identity. (Giles & 
Powesland, 1975) 
 
Social identity theory: Self-concept; personal and social identity of oneself where one forms 
in-groups and out-groups. Speech is utilized to create a group bond and strengthen social 
identity. (Ros & Giles, 1979) 
 
According to Giles et al. (1991) these theories facilitate the explanation of why people 
converge or diverge their speech patterns. As a theory of communication, the CAT tries to 
connect language context with identity through intergroup and interpersonal factors. It 
investigates accommodation of speech, vocal patterns and gesture. Genesee and Bourhis 
(1982, 1988) confirm this observation by stating, that speech and behavior are influenced by 
cultural backgrounds and previous experiences. It informs about the social status and group 
belonging. The degree of accommodation depends on social norms and the given situation. 
Giles et al. (1991) also assume that the perception and evaluation of an immediate 
conversation influences the accommodation strategy. This means how people interpret and 
understand a message received. The speaker’s behavior and demeanor, as well as the 
listener’s perception of the behavior are important aspects in the CAT. The intended behavior 
and the perceived behavior can differ depending on the social conventions.  
 
The 2005 revised CAT by Gallois et al. contains three main assumptions. Firstly, it assumes 
that communication is embedded in a socio-historic context of the speaker’s identified group. 
This context is defined by the groups’ status, etc. and determines the norms of the 
conversation. Secondly, communication is an exchange on personal and social identity basis. 
Lastly, the informational and relational purpose of a conversation is accomplished by 
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accommodation of linguistic behavior, which is determined by linguistic, discursive and non-
verbal aspects. The CAT assumes that both conversational partners have initial orientations 
prior to the interaction. They psychologically prepare themselves for the conversation and 
plan a communication strategy accordingly. Their attitudes derive from their individual socio-
historical backgrounds. Since the strategy is not apparent to the partner it can constantly be 
changed and adjusted to the situation. Should the interlocutor make pleasant experiences 
during the conversation, he can change from an initial converging to a diverging strategy and 
vice versa. (Gallois et al., 2005).  
 
Within the CAT model there are three accommodation processes; Convergence, Divergence 
and Maintenance. The focus is on one of these and ultimately shows how a group or 
individual choose to communicate. 
 
Convergence:  Is a verbal and non-verbal strategy used in order to approach one another and 
establish interaction by becoming more similar to the partner. The speakers shift their speech 
patterns to assimilate the listener’s speech patterns in order to reduce social differences. 
 
Divergence: Is a strategy which emphasizes differences in speech and non-verbal differences 
in order to distinguish oneself from others and create a group distinctiveness. 
 
Maintenance: Applying the original linguistic usage without variation. 
(Giles et al., 1991) 
 
In general the convergence strategy is utilized to gain the listener’s approval or sympathy. 
The listener will give the speaker positive credit for converging, only if it is perceived to be 
sincere and of good intentions. Since the evaluation of the intentions is subjective, the effects 
and further development of the conversation cannot be predicted. Apart from these subjective 
aspects, there are also cognitive aspects. The speaker may converge to the listener in order to 
support understanding and thus avoid misunderstandings. Divergence can also be utilized in 
order to facilitate understanding. The speaker could diverge from his speech pattern in order 
to encourage the counterpart to participate more actively or the speaker could emphasize his 
accent to point out his difficulties with the language and motivate the other to speak more 
clearly and slowly. On the other hand, convergence can also be used to set off the listener. For 
example when the speaker dislikes the listener and pokes fun at him by imitating his accent. 
(Gallois et al., 2005). 
 
Giles et al. (2005) call this phenomenon upward or downward convergence. Upward 
convergence refers to an adoption of language patterns, which are considered more positive, 
prestigious and sophisticated. Downward convergence means the picking up of linguistics of 
a group that is viewed less prestigious, such as slang or a minority’s accent. In the CAT it is 
assumed that the individual’s behavior depends on experiences and cultural and social norms. 
(Giles et al., 1991) 
 
In summary, in communication settings that involves accommodation, the following factors 
should be taken into account; (1) the direction of the accommodation, whether converging or 
diverging, (2) the speakers’ behavior and the listeners’ perception of it, (3) the attitude of both 
the speaker and the listener. (Gallois et al., 2005) 
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Accommodation may also be grouped into two other divisions; over-accommodation and 
under-accommodation. Accommodation, in these terms, could both refer to convergence or 
divergence. 
                                                                                                          
Over-accommodation: Wrong assessment of the interaction by overplaying and thus causing a 
negative perception. In this case accommodation can be perceived as patronizing or 
demeaning. 
 
Under-accommodation: The adjustment is not sufficient or active enough. 
(Giles et al., 1993) 
 
For example, during intergenerational encounters both parties could misjudge and/or 
underestimate their counterpart’s speech capability and ability to express himself. Due to that 
the speaker over-accommodates in speaking particularly slow and using simple words. This 
could insult the listener and make him feel patronized by the speaker. On the other hand the 
speaker could also be under-accommodating and ignore the listener’s concerns and needs. 
(Giles et al., 1992) 
 
3.12.1 Intercultural Communication 
There has been extensive support for the CAT in intercultural communication research. 
Studies by Bourhis and Giles (1977, cited in Beebe & Giles, 1984, p. 8-9), Bourhis et al. 
(1979, cited in Beebe & Giles, 1984, p. 8-9) and Genesee and Bourhis (1982) have shown that 
in intercultural or multilingual situations individuals choose language or accents according to 
their like or dislike of the counterpart. 
 
The similarity-attraction aspect of the CAT has been supported in interethnic settings. This is 
evident in studies showing that interlocutors tend to converge when they find that their 
counterpart is converging, too. They then identify similarities between themselves and the 
speaker. Similarly, a study in Wales has shown how Welsh participants diverge more when 
they feel defensive and injured in their identity as a minority, which supports the intergroup 
distinctiveness theory (Giles et. al., 1991). Also, when investigating accommodation theories 
in context with second-language acquisition, Beebe and Giles (1984) found out that non-
native speakers (NNS) tend to converge towards the native speakers (NS) the more they find 
similarities between them. 
 
3.12.2 Limitations of the Communication Accommodation Theory (CAT) 
The CAT is considered a suitable and well-developed theory and has received little criticism, 
since it could only be challenged by few researchers. In many empirical studies (see Giles et 
al. (1991), Genesee & Bourhis, (1982), & Soliz et al. (2010)) the CAT could be supported and 
found to be a sound theory. The main criticism, however, is concerned with the fact that 
conversation is too complex to be just divided into convergence and divergence. Both 
practices can be used by the parties within the same encounter. Also, other factors can play 
into a conversation, such as race, age or ethnicity. Another point of critique is that the theory 
assumes that individuals are always rational during conversations. However, it does not 
consider situations where people react irrationally or argue unreasonably. 
 
The CAT has been modified multiple times to include non-verbal behaviors and better reflect 
the complex adaptation process, but at the cost of validity. This kind of criticism, though, is 
common for theories about contextualized interaction processes (Burgoon et al., 2006). 
Despite the low amount of criticism, the CAT is still a popular model used in research 
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nowadays. For example, it has been used by Mazer & Hunt, (2008) and Marlow & Giles, 
(2010) in communication studies. Furthermore, the CAT has been the foundation for other 
independent models, for example Sachdev and Bourhis (2001) developed the Model of Multi-
culturalism based on the CAT, whereas Giles et al. (1993) developed the Intergenerational 
Contact Model with the CAT as a basis (Gallois et al., 2005, p. 124). 
 
3.13 Four-Sides Model by Friedemann Schulz von Thun 
To support the CAT, the authors consult the four-sides model developed by Schulz von Thun, 
which also suggests that individuals to some extent use communication to show their attitudes 
towards one another. As an in the CAT, in Schulz von Thun’s model it is important to be 
aware of cultural differences to avoid misunderstandings. Also, the model can be connected to 
Hall’s high-context versus low-context cultures as it recognizes that a conversation consists of 
more than just mere words. 
 
According to Schulz von Thun (1996) every message has four dimensions; Factual 
Information, Self-Revelation, Relationship and Appeal. This means that every time a comment 
is made, four messages are sent. In every dimension there can be misunderstandings between 
the sender and the receiver, which can lead to conflicts. Though, both the sender and the 
receiver are responsible for the quality of a conversation. This model emphasizes the 
importance of perception in interpersonal communication. In intercultural communication 
knowledge of different cultures and peculiarities are eminent for successful communication. 
Because this model addresses both the sender and the receiver, it is a useful tool in 
intercultural communication. Especially the relationship aspect is very sensitive in 
intercultural settings. Consequently it is important to know and understand the different 
values, norms and communication styles. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 8: Four-Sides Model 
Adapted from: Schulz von Thun, 1996, p. 30   
 
 
Factual information: At the focal point of this side stands the factual information; it concerns 
contents such as data and facts, which require no interpretation to understand. The challenge 
for the sender is to phrase the statement in a comprehensive manner. 
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Self-Revelation: Every message also contains information about the sender, may it be 
intended or not. It can reveal the sender’s intention and feelings, and is psychologically 
sensitive. This dimension of the message is associated with many problems of interpersonal 
communication. 
 
Relationship: This side concerns what the sender is thinking of the counterpart and how they 
stand to each other. This is reflected in the choice of words, tone and other non-verbal factors. 
The receiver is especially sensitive to this aspect, because it affects the way he thinks he is 
perceived and treated as a person. Strictly speaking this dimension contains two messages. 
Firstly, what the sender thinks about the receiver and secondly, how the sender thinks they 
stand to each other. 
 
Appeal: Mostly, every message also has a purpose to influence the receiver to do something. 
This attempt to influence the counterpart can be more or less subtle. 
 
3.13.1 Limitations of the Four-Sides Model 
The four-sides model has also received criticism. Emrich (2008, p. 53) states, for example, 
that nowadays much communication is done in digital form rather than face to face. This 
means that the relationship aspect of this model cannot be assessed by the receiver. For 
example, in an e-mail which contains mostly factual information it is hardly possible to read 
any realationship signals. 
 
3.14 Language 
Language is a significant core of any global business and organization that holds a realistic 
and genuine perspective towards linguistic matters within companies (Charles, 2007, p. 278-
279). As a matter of fact, language is an important aspect in intercultural communication in 
general (Hofstede, 2001, p. 425). The term language is defined as “a subset of a larger set of 
meaningful behaviors that help to define culture” (Hooker, 2003, p. 4-5) and has been 
proposed to be the main factor of culture (Hofstede, 2001, p. 21). Actually, two of the main 
conclusions made by Charles are that “informal, oral communication deserves to be 
considered of paramount importance in MNCs” and “language unites people and 
organizations - but also divides them” (Charles, 2007, p. 271, 274). Put differently “language 
does matter in global operations” (Charles, 2007, p. 279). This implies that language issues 
cannot be ignored by management of a MNC (Charles, 2007, p. 261) if a successful business 
is to be formed. 
 
This aspect is taken even further when the statement “language issues concern everyone” 
(Charles, 2007, p. 261) is made. Although it is hard to give specific suggestions on how to 
deal with language issues, as already mentioned above, it is necessary for multinational 
organizations to understand the problems that language can create (Andersen & Rasmussen, 
(2004, p. 241). As a matter of fact, the absence of a shared corporate language could prove 
detrimental for the communication that takes place within a MNC (Marschan et al., 1997, p. 
592). Still, even if a corporate language is used by organizations it does not mean that all 
language issues are resolved as the ease of voicing ideas, understanding specific expressions 
in the business language or translation dilemmas are not obvious for non-natives of the 
corporate language and might lead to conflicts (Bantz, 1993, p. 11). Accents and different 
variations of the same language are also aspects that have to be acknowledged (Marschan-
Piekkari & Reis, 2004, p. 230). This is reinforced by the statement “wrong words can easily 
cause trouble” (Earley & Mosakowski, 2004, p. 146). Although the present study does not 
investigate language within a MNC but how these international firms do business and 
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communicate with other businesses overseas, the use of a corporate language does not 
necessarily make the process easier. It does, however, show that even a sole business could 
face language issues within its own organization. The fact that a firm is doing business and 
communicating with other cooperations abroad and experiences language problems are 
therefore not farfetched. At the same time, it is significant to highlight that there exist 
similarities in languages worldwide too (Gudykunst & Mody, 2001, p. 83). 
 
Simultaneously, learning or enhancing the language skills in the particular language that a 
business communicates in could improve the situation. Reeves and Wright (1996, p. 11) mean 
that language abilities reduce costs as translators are not needed and it usually makes the 
communication process with the potential partner easier. It also enhances understanding of the 
partner’s particular culture and trust between the parties increase as well as enhancing the 
comprehension of another business market etc. 
 
Additionally, Aritz and Walker (2009) discuss how the “silencing” of non-native team 
members, as they decreased in numbers within the research group, could be the result of 
language barriers. This finding implies that communication styles do differ depending on if 
people speak the first or second hand language. Hence, communication across boarders would 
be different from those communicating with those from the same culture. 
 
3.15 Cultural Intelligence (CQ) 
Sometimes encounters between different cultures are successful, sometimes not. Individuals 
who successfully do business in those cross-cultural contexts possess something that is called 
Cultural Intelligence. Cultural intelligence is a term introduced by Earley and Ang in 2003 
(Earley & Ang, 2003, p. xii; Ang et al., 2007, p. 336; Thomas, 2006, p. 78; Ang & Van Dyne, 
2008, p. xv). Hence, cultural intelligence it a rather recent phenomenon and its significance in 
international businesses is therefore also somewhat novel (Crowne, 2008, p. 396) but the 
interest in cultural intelligence has spread worldwide within many disciplines ever since (Ang 
& Van Dyne, 2008, p. xv). Due to the increased movement of not only business, but also 
people in the last decades, cultural intelligence is an important skill to possess for anyone 
working in a multi-cultural setting (Earley & Mosakowski, 2004, p. 139). Lack of cultural 
understanding could lead to unsuccessful business outcomes and cooperations, this could, 
however, be eluded if an individual possess a high level of cultural intelligence (Early & 
Mosakowski, 2004, p. 139). 
 
According to Earley & Mosakowski (2004) cultural intelligence is about scanning, observing 
and perceiving how people, in the close physical environment, behave and act. This scanning 
involves both detecting similarities and differences to one’s own cultures. In this way, even 
the risk of stereotyping is reduced (Earley & Mosakowski, 2004, p. 140). Earley and Ang 
(2003) defines cultural intelligence as “a person’s capability for successful adaptation to new 
cultural settings, that is, for unfamiliar settings attributable to cultural context” (Earley & 
Ang, 2003, p. 9; Earley et al., 2006, p. 5). In other words, cultural intelligence is to effectively 
interact and communicate with individuals from different cultures (Crowne, 2008, 392). A 
more explicit definition of cultural intelligence is “multifaceted competency consisting of 
cultural knowledge, the practice of mindfulness, and the repertoire of behavioral skills” 
(Thomas & Inkson, 2004, p. 182-183). 
 
Cultural intelligence is an important skill in today’s global society although it is not a skill 
possessed by everybody (Earley & Mosakowski, 2004, p. 140; Crowne, 2008, p. 391). 
However, this skill could be worked upon and thereby enhanced (Earley & Mosakowski, 
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2004, p. 140; Crowne, 2008, p. 391; Thomas, 2006, p. 89-92). Some argue that 
comprehensive training is necessary for developing cultural intelligence (Triandis, 2006), 
whereas others mean that cultural intelligence could be both educated or naturally possessed 
(Earley & Ang, 2003, p. 86). 
 
Cultural intelligence is comprised by three parts; the Cognitive/Mental, the 
Physical/Behavioral and the Emotional/Motivational aspects (Earley & Ang, 2003). The 
cognitive component refers to recognizing and identifying, in one way or another, another 
cultures shared understandings (Earley & Ang, 2003; Earley & Mosakowski, 2004, p. 141). 
According to Earley and Ang (2003) this involves both to get an understanding for how to 
function in different cultural settings (known as metacognitive CQ), but also to generate 
general knowledge about cultures as well as specific cultural characteristics about a new 
culture (known as cognitive CQ). In other words, metacognition is connected to the mental 
processes that are needed in order to grasp and comprehend other cultures, whereas cognition 
is more focused on general knowledge about cultures, but also specific characteristics that are 
to be found within a culture. In addition, some communication skills, such as rationality, 
reasoning and the ability to identify mistakes, are to be found under the cognitive component 
(Earley & Ang, 2003, p. 9). 
 
According to Earley and Ang (2003), the second component, the physical/behavioral facet, 
means that individuals, through actions and manners, demonstrate to the counterpart the 
understanding of the foreign culture. Generally, this reflects what people do, including both 
verbal and non-verbal aspects (Earley & Ang, 2003). Once again, communication is apparent. 
This behavior not only allows a person to understand the foreign culture and its people, it also 
generates a more trusting and open counterpart (Earley & Ang, 2003; Earley & Mosakowski, 
2004, p. 141). 
 
The third and last component, the emotional/motivational facet, involves efficacy and how an 
individual, although facing negative experiences in the past, are willing and motivated to 
continue learning about other cultures and their characteristics (Earley & Ang, 2003; Earley & 
Mosakowski, 2004, p. 142). Hence, the concept of self-efficacy is crucial in cultural 
intelligence (Earley & Ang, 2003, p. 75). 
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Figure 9: Cultural Intelligence and Its Three Facets 
Source: The authors’ own creation 
 
 
These three components are closely connected and the lack of understanding or pursuing one 
component will affect the others (Earley & Peterson, 2004, p. 109; Earley & Mosakowski, 
2004, p. 141; Earley et al., 2006, p. 8). However, to possess high scores in each of these three 
components is not common and the majority of managers do not have that ability (Earley & 
Mosakowski, 2004, p. 145). In fact, a study performed by Earley and Mosakowski, (2004, p. 
145) found that only 5% of the 2000 managers surveyed had a high score in all three 
components. 
 
The study of Earley and Mosakowski (2004) concludes that a person who successfully 
interacts with people from different cultures, whether acquired or naturally possessed, have a 
high level of cultural intelligence (Earley & Mosakowski, 2004, p. 146). It has been 
demonstrated, in a study by Ng et al. (2009) that cultural intelligence does help managers, 
who have been abroad, to convert their experiences into successful improvement of the global 
leadership skills already possessed. This is confirmed by Thomas (2006) and Lovvorn and 
Chen (2011) who means that cultural intelligence is improved by global experiences 
(Thomas, 2006, p. 94; Lovvorn & Chen, 2011, p. 281). 
 
Due to the importance of cultural knowledge in today’s globalized world there has been some 
research on how to increase the level of cultural intelligence. In a study by Crowne (2008) for 
example, it has been demonstrated that cultural intelligence could be enhanced by exposure to 
other cultures, which is in line Thomas (2006, p. 94) and Lovvorn and Chen (2011, p. 281). 
According to Crowne (2008) it is shown that those who left their home country to go working 
or studying overseas had higher cultural intelligence than people who had gone abroad for 
vacation or similar experiences. The same pattern is demonstrated when the amount of 
exposure is investigated. The more exposure a person is subject to, those working or studying 
abroad, the higher the level of cultural intelligence, whereas those going on vacation did not 
show a correlation. 
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In addition, personality is demonstrated (Ang et al., 2006; McNabb et al., 2011, p. 1334) and 
suggested (Thomas, 2006, p. 92) to be related to cultural intelligence. A specific characteristic 
that is connected to all components of cultural intelligence is “openness to experience” (Ang 
et al., 2006, p. 120). On the other hand, in a study by De Jong et al. (2006), it is concluded 
that the level of openness is affected by the culture of origin, more specifically, individualism, 
uncertainty avoidance and power distance (De Jong et al., 2006, p. 129-130). The first has 
positive effect on openness whereas the two last cultural aspects have negative effects (De 
Jong et al., 2006, p. 129). Hence, the level of openness could be due to personality traits or 
cultural backgrounds, which then in turn affects how a person perceives culture. 
 
Although there exists empirical research on cultural intelligence on an individual level (Ang 
et al., 2006; Earley & Mosakowski, 2004; Crowne, 2008), empirical research on cultural 
intelligence is somewhat limited on an organizational level (Chen et al., 2012, p. 96). 
However, an investigation by Chen et al. (2012) demonstrate some interesting conclusions on 
how organizational cultural intelligence, specifically firm motivational cultural intelligence 
and a diverse setting, are affecting and stimulating employees motivational cultural 
intelligence. Employees integrate more effectively and successfully with other culturally 
diverse organizations and multi-cultural sales are clearly affected. Chen et al., (2012) define 
firm motivational cultural intelligence as “the firm’s capacity to direct attention and energy 
toward learning about and functioning effectively in cross-cultural situations” (Chen et al., 
2012, p. 96). Mor Barack et al. (1998) mean that firm diversity climate is about how workers 
perceive the organization value diversity in term of both gender and ethnicity (Mor Barack et 
al., 1998, p. 83). Previous research has actually found a correlation between a diverse climate 
and how clients perceive their satisfaction (McKay et al., 2011). This implies that cultural 
intelligence is not only bound to the individual, but also to the organization. 
 
A study by Imai and Gelfand (2010) does conclude that cultural intelligence has a positive 
effect on negotiators working internationally. It is stated that cultural intelligent people are 
more open in trying to comprehend organizations that are culturally different from their own, 
than individuals with lower cultural intelligence. 
 
A study by Aritz and Walker (2009) conclude that pure language skills are not enough if 
successful communication is to be reached within culturally diverse teams, so is cultural 
knowledge. This would enhance non-native speakers in their communication abilities within 
multinational groups. This also goes in line with the facets of cultural intelligence and that 
they are interrelated. It is not enough to comprehend and use one facet in order to reach 
success; all aspects need to be taken into consideration. 
 
3.16 Developed Model of the Four Themes 
Based on the above theories and models, the authors of this study have developed a model on 
how the internationalization process looks like for an organization and how this process is 
connected to cultural intelligence. As cultural intelligence is a new concept, it has not yet 
been extensively researched and even less connected with other theories. Hence, although the 
below model is not completely new it connects the internationalization process and cultural 
intelligence which not only provides new aspects and angles, but also increases the 
understanding of cultural phenomena.  
 
Stage 1 – The First International Expansion 
The first circle (internationalization) represents the actual step of a business turning 
international. The second step (culture) symbolizes the fact that when a global business 
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operates internationally it comes across different cultures, both organizational and national. 
These differences lead to different approaches when it comes to management and 
communication. Lastly, with new experiences, understandings and know-hows, individuals 
improve their cultural intelligence, which includes the cognitive/mental, the 
physical/behavioral and the emotional/motivational facets. 
 
Stage 2 – The Subsequent International Expansions 
The second stage represents the arrow below. When a business decides to expand further (the 
second, third, fourth time etc.), the gained experiences, knowledge and know-how from the 
previous international expansion/s reflect/s and affect/s how individuals behave and act when 
communicating with other business partner overseas. This process recurs every time a 
business expands to a new country, culture or market and is a process that continually 
improves the knowledge of other cultures and therefore results in higher cultural intelligence. 
 
 

 
 
 
Figure 10: Internationalization and Cultural Intelligence 
Source: The authors’ own model 
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4. EMPIRICAL METHOD 
 
The focus of this chapter is on the practical methods of data collection. First the sample 
selection is clarified. Then the data collection, where qualitative interviews were performed, 
is explained in more detail. Following this, the ethical aspects of the investigation is discussed 
and lastly transcribing is discussed. 
 
“Doing qualitative research is in many respects no different than doing everyday life: it 
is complex and sometimes downright chaotic” 

      Silverman, 2010, p. 14 
 
 
4.1 Introduction 
Although this study starts with a business perspective as a firm’s decision to turn global is 
taken at an organizational level, it gradually moves into an individual perspective as 
communication skills and knowledge are personal competences. Communication skills and 
abilities are acquired individually. 
 
As already stated in the theoretical method chapter above a qualitative strategy was chosen in 
this investigation, partly because it focuses more on words than numbers, but also as the aim 
of the study is to create an understanding. The authors chose to apply a qualitative strategy in 
this study, because it enables the researchers to acquire rich information to respond to the 
research question and analyze the findings of the research verbally. Hence, the qualitative 
strategy better suits the topic of this investigation. 
 
Interviews with managers and CEOs from companies located in Sweden were conducted for 
this research. Two companies are located in the surrounding area of Umeå (Company A and 
B) and two are located in Umeå (Company C and D). The study is focused on the forestry 
based industry only, because it allows for a more in depth evaluation of processes and cause 
less deviation in the findings. In other words, the industry variable is constant. A narrower 
focus also enables the researcher to gather richer data. Moreover, conducting interviews in 
person at the company site allows the researchers to get a deeper insight of the motivation and 
reasoning for the companies’ actions, but also a better understanding for the organizations’ 
culture. Although looking for subjective insights, the researchers tried to be as objective as 
possible in retrieving the data.  
 
4.2 Sample Selection 
Bryman and Bell (2007) state that it is important to clearly and comprehensibly describe the 
procedures of selecting the study sample. Because many qualitative studies lack transparency 
when it comes to describing the sample selection process, the justification has great 
significance. Selecting a suitable sample is always a difficult procedure and needs to be well-
thought-out. This study is aimed at detecting communication and its importance for 
international success. Given the time and financial constraint, only companies in the county of 
Västerbotten, Sweden were researched. Furthermore the sample was narrowed down by the 
decision to only research companies within the forestry based industry. The study was 
narrowed down to this specific area and industry, since it is well known for its forestry 
technology. The forestry industry in Västerbotten is one of their main industries, employing 
2600 people. Moreover, the forest technology cluster with world leading manufactureres 
gives us the possibility to thoroughly explore the industry. With a smaller sample size it is 
easier to go deeper into the topic which is in line with a qualitative research. Thus in the end 
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five companies were approached. As a matter of fact, Bryman and Bell (2007, p. 424) state 
that a deep understanding, rather than representativeness are important in a qualitative study. 
Furthermore, the sample size was narrowed down by adding the pre-criteria “international 
activities”, since the research question focuses on interaction with other countries. 
  
A Non-Probability Sampling was chosen as a sampling technique as time and cost restrictions 
did not allow for a more extensive research of the population (David & Sutton, 2011, p. 231). 
Moreover, non-probability sampling is widely used in qualitative studies, since it allows an in 
depth investigation of the topic. This makes it harder to generalize the findings to other 
populations, but the study can serve as an overview or starting point for further research. The 
researchers applied Theoretical Sampling, since the surveyed companies were selected after 
their own subjective criteria and were not aimed at generating representativeness for the 
population (David & Sutton, 2011, p. 232). The companies needed to have experience in 
international expansion and operate with organizations from other cultures. The interviewed 
companies were required to meet these prerequisites in order to cover the four themes, 
internationalization, culture, communication and management, and be valuable to the research 
(question). On this note, the interviewees were chosen so they would match the researched 
field to be able to give an in depth insight into the processes of their company. This kind of 
sample selection is referred to as Judgment Sampling by Remenyi et al. (2005, p. 194), which 
is widely used in explanatory research.  
 
The process of finding suitable interviewees commenced with selecting suitable companies in 
the Västerbotten area, which were in the forestry based industry. Before contacting any 
company, it was discussed how many interviews that would be suitable and sufficient for the 
study. The authors decided on conducting eight to ten interviews in total, two interviews each 
per company. The number of interviews is according to the research topic expected to provide 
adequate information to discuss the research question. After visiting each company’s 
homepage and making sure they were also involved in international activities, the five most 
appropriate firms were selected for initial interview inquiry. The CEO and other managers 
were contacted via email with a short description of the research topic and a kind inquiry for 
participation (see appendix). Some company websites did not state individual email addresses 
for their employees, but only a general email address for information requests to which the 
inquiry was then sent. Although the authors would have preferred interviewing both men and 
women, this was not possible as the potential interviewees were all males. Hence, the sample 
only consists of male managers. 
 
After sending out the letters of inquiry to the five companies, the authors received response 
from all five firms stating their interest to participate in the study. One of the companies that 
had signaled interest could not provide for participants within the time frame of the data 
collection, which left the authors with four companies, which were able to provide 
interviewees; whereas one company only had one manager at disposal due to time constraints. 
Hence, at the end, seven managers were available for interviewing. The potential interviewees 
were selected according to their position in the firm and their field of responsibility. The aim 
was to select employees, who have proficient knowledge of the firm’s internationalization 
process, are actively involved in international relations and have to communicate with 
international partners. In the initial letter of inquiry to the companies and individuals, the 
research topic was outlined and the requirements for interviewees specified. This was to give 
the receiver an indication of their suitability, and to be redirected to a more appropriate 
employee where applicable.  
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4.2.1 Criticism of the Sample Selection 
The weak point of this study’s sample selection is that it was conducted as judgment 
sampling. The interviewees were chosen in a subjective manner in order to match the study. 
Even though this procedure may bias the results, it was necessary so that the interviewees 
would have the required knowledge to answer the interview questions. Furthermore, this 
research does not aim at generalizing to other populations, but rather to theories and 
understand how (some) companies perceive cultural differences, communication and their 
impact on their internationalization processes. Another point of criticism could be the fact that 
only Sweden based forestry companies are researched. The forestry based industry is a rather 
small and highly specialized industry, which has substantial facilities in Scandinavia.  
 
However, the scope of this research is not to develop a generalizable solution that can be 
adopted by other organizations, but to uncover the impact cultural differences have on 
international expansion in the investigated Swedish based companies, more specifically in the 
forestry based industry. The aim is to get an insight into the companies and explore their 
attitudes and experience. 
  
4.3 Data Collection - Qualitative Interviews 
During this research primary as well as secondary data was gathered. The data collection 
regarding secondary data has been discussed in the theoretical part above. Primary data refers 
to gathering data by researchers particularly for the purpose of their study (Saunders et al., 
2009, p. 256). 
  
Interviews refer to using conversations and dialogs as means of data collection. A qualitative 
interview aims at creating and in depth understanding of the interviewees’ feelings, thoughts, 
experiences and their worldview. They are a good way to gather rich data. (Silverman, 2011) 
 
As Silverman (2011, p. 165) states, qualitative interviews are a good tool to have direct and 
personal interaction between the researchers and the interviewees. It gives the researchers the 
opportunity to observe and interpret the interviewees’ reactions. A face to face encounter 
furthermore enhances the assessment of reactions, since also body language is visible. The 
attitudes and values of the respondents, which are otherwise hard to observe, can be more 
easily assessed.  
 
Following Bryman and Bell (2007), who state that an explanatory qualitative study is best 
served with semi-structured or unstructured interviews, the authors decided to conduct semi-
structured interviews. In semi-structured interviews commonly interview guides are used, 
which contain questions that cover the main topics of the study. The interview guide serves as 
support for the researchers. The questions in the guide do not all have to be asked and they do 
not necessarily have to be in order. The researchers can adapt the order and questions 
according to the responses of the interviewee. (Bryman & Bell, 2007, p. 474-475)  
 
The authors chose to conduct semi-structured interviews, because it is the most appropriate 
approach to collect empirical data for their research topic. It gives them the possibility to ask 
questions aimed at the research topic and themes and pose follow up question. Moreover, the 
possibility of explaining the questions and avoiding misunderstandings is given with this kind 
interview. (Bryman & Bell, 2007, p. 474-475)  
 
Silverman (2011, p. 164-165) sees interviews as a collaboration between interviewer and 
respondent, where the interviewer assumes the role of an active participant.  
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The research consists of four themes, internationalization, culture, communication and 
management, which the interviews are sectioned into. Prior to creating an interview guide, the 
researchers gathered information about the topic from different sources, such as articles and 
other type of literature, in order to acquire a sufficient understanding of the matter and being 
able to formulate meaningful questions that will be relevant to the study. The interview guide 
can be found attached in the appendix. This will give the reader a better understanding of the 
composition and emphasis of the interviews.  
 
The interview guide is divided into two parts. The first part covers the general background of 
the company and interviewee; the second part is sub-divided into three sections, which aims 
at exploring the four themes of this study. The first part serves as an icebreaker as it poses 
questions the participant can easily respond to and ease him into the questions based on the 
theories. Icebreakers can also be used to establish trust between the interviewer and 
interviewee (Silverman, 2011, p. 162). Furthermore, it aids in understanding the answers 
when the background of the respondent is known and can be related to. The questions in the 
second part were developed according to the theories used in this research and based on the 
research purpose. The second part covers the company’s internationalization processes, 
perceptions of cultural differences and language barriers and communication obstacles when 
conducting business with international partners.  
 
As Bryman and Bell (2007) suggest the interview guide was sent to the interviewees 
beforehand. This can facilitate the interview, since it gives the respondent the opportunity to 
prepare and gather information if necessary. Important to mention here is that the headings of 
the second part in the interview guide, internationalization, culture and management and 
communication, were taken out to not affect the interviewees as it could have given them 
clues on what theories and models that were used. The authors do not believe that this 
approach will alter the participant’s answer or bias the research findings as only the headings 
were taken out. In addition, the participants have expressed an interest in the research topic 
and the findings. Therefore dishonest responses would not be beneficial for the interviewees 
either and therefore less likely. Furthermore, the interviewees were informed about the 
estimated length of the interview.  
 
In addition to the interview guides, the researchers sent self-completion questionnaires to each 
interviewee in order to measure their cultural intelligence. The evaluation of the cultural 
intelligence test will serve as a complement to the findings of the interviews. It will show how 
much cultural intelligence the interviewed individuals possess and in which category there is 
still room for improvement. The questionnaire method was chosen, because it is easy and 
convenient for the participant. They can answer the questions whenever they have time and 
they are not influenced by an interviewer’s attendance.  
 
Self-completion questionnaires are very similar to structured interviews, with the main 
difference being the presence of an interviewer. This also poses the risk of the participant not 
understanding the question and answering in a wrong way. Other drawbacks of self-
completion questionnaires are that the respondent cannot be encouraged to elaborate and no 
additional information can be gathered. Also, the possibility of asking open questions is 
limited, since participants dislike writing long answers. (Bryman & Bell, 2007, p. 240-243) 
 
As the questionnaires are just complementary to the interviews in order to underpin the 
findings, the above-mentioned downfalls are not of big concern. However, the authors have 
experienced that respondents did not fully understand the question or were insecure of what 
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was asked when the questionnaire was returned. The question was then explained and the 
interviewee could revise his answer at the time of the interview. The questionnaires contain 
twelve questions; four for each dimension that is measured. These questions were not 
developed by the researchers themselves, but taken from the article “Cultural Intelligence” 
which was written by one of the two researches who introduced cultural intelligence in 2003, 
P. Christopher Earley. As a result, the questions were developed by a researcher with deep 
knowledge in the field which provides a good basis for the questionnaire in this investigation. 
  
The questionnaire consists of twelve questions, where the first four is connected to the 
cognitive facet of cultural intelligence, question five to eight reflects the behavioral facet and 
the last four questions are connected to the motivational facet. The interviewees’ responses 
were then calculated according to Earley and Mosakowski (2004) suggestion. The result of 
the questions that each facet consists of were added and then divided by four. Hence, the four 
first questions of the questionnaire were summed up and later divided by four. This procedure 
was performed for all three facets and the results of these will be found in a table in the 
appendix. According to Earley and Mosakowski (2004) “generally, an average of less than 3 
would indicate an area calling for improvement, while an average of greater than 4,5 reflects a 
true CQ strength” (Earley & Mosakowski (2004, p. 143). The answers were measured with 
and interval scale, also called Likert scale. Thus, there were no problems with missing data 
due to short answers. However, it could be argued that the test of twelve questions may not 
sufficient for deciding the cultural intelligence level of an individual. On the other hand, the 
cultural intelligence questionnaire in this investigation should be seen as a complement to the 
interviewees. 
 
The questions used in the interview are open-ended, non-leading questions in order not to 
influence the respondents and push them into one direction. The aim is to investigate the 
interviewees’ own experiences and perceptions. In order to do so, questions starting with 
“How has” and “How/What do you think” were posed rather than yes or no questions. 
However, a few yes or no questions could not be avoided; but those were directly followed by 
open questions. One downside of such a procedure is that it can be quite time consuming and 
requires the participants to articulate (Remenyi, 2005, p. 152). However, as the aim of the 
study is to get the participants’ point of view, such a procedure is necessary. 
 
Prior to sending out the interview guide and actually conducting the interviews, the interview 
guide was pre-tested by friends and professionals to make sure that the questions were 
relevant to our study, formulated in an understandable manner and covered the themes of the 
study. The pre-testing was done to detect shortcomings of the interview guide and to reliably 
estimate the duration of the interview (Remenyi, 2005, p. 151). The language used in the 
interview guide is adapted to the language skills of the interviewees. The researchers made 
sure to pose the questions as understandable as possible and to use easy language, as the 
respondent’s native language is not English. After the final changes were made the interview 
guide was sent to the participants for their convenience.  
 
4.3.1 Conducting the Interviews 
All the interviews were conducted at the respective company’s facility in order to create a 
comfortable environment for the participants, but also for the researches to observe and get a 
feeling of the organization as such. The thought behind this approach is that the interviewees 
will be more relaxed in a familiar environment. Furthermore it gives the researchers an 
impression of the work environment.  
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At the beginning of the interviews the participants were asked if they had any objections 
against being recorded and whether their names and the company’s name could be mentioned 
in the study. The interviewees and interviewers agreed on sending and proofreading the 
transcripts and study before a final decision was to be made about disclosing identities. All 
interviewees agreed to being recorded, which is not always given, since some people feel 
uncomfortable being recorded (Bryman & Bell, 2007, p. 490). As Bryman and Bell (2003, p. 
490) state, recording is an important aspect when doing interviews. Silverman (2011, p. 278) 
concurs, as he documents that it is impossible for researchers to recall every single detail from 
an interview. According to Silverman (2011, p. 278-279) recording the interview has three 
clear benefits. Firstly, the tapes are public records, which give other researchers the 
opportunity to look at the data first hand. Secondly, recordings can be replayed and, thus 
make it possible to correct transcripts. Lastly, the sequences of the conversation are recorded 
and make it possible to reconstruct the interview in its entirety as opposed to having to rely on 
notes. Due to the recording of the interviews, the researchers had the possibility to go back 
and listen to the interviews several times. This provided a good tool and was used numerous 
times. 
 
Due to the fact that semi-structured interviews were conducted, the questions posed and the 
order of questions was not identical in any interview. This gave the interviewers the 
possibility to dig deeper and explain where necessary to assure that useful information can be 
retrieved. Also, it gave the interviewee the opportunity to emphasize and elaborate on what he 
perceived as more or most important. At the end of the interviews a closing question was 
asked to give the participants the chance to add information they deemed relevant, raise topics 
that they felt needed to be mentioned or give valuable input and feedback which had not been 
brought up.  
 
The interviewees were given all the time they needed to respond, which is considered to a 
main characteristic when it comes to interviews (Ritchie & Lewis, 2003, p. 141; Silverman 
2010, p. 194) and the researchers paid attention not to rush or communicate the impression to 
be disinterested or in a hurry. The researchers were careful to neither influence the 
participants with words nor body language, but rather to be neutral. Also, when follow up 
questions or explanations were needed, the researchers avoided using key words that could 
lead the respondent in a direction that is purposeful to the authors.  
 
On average the interviews took one hour each. Seven interviews were conducted in total in 
four companies over a period of four weeks. The interviews were conducted company by 
company and participants within the same company were interviewed with little time lag in 
order to better capture experiences, values and attitudes of the single companies. This 
procedure also lets the researcher assess and sort information by company. Please see the 
table below for more information about the interviews. 
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Table 2: Interview Information 
 
 
It should be noted, that the interviews were conducted in English, which is neither the 
interviewees’ nor interviewers’ native language. This is important to mention as the language 
that researches use in an investigation affect the end results which means that one has to be 
careful in this regard (Alveson & Kärreman, 2007, p. 1267, 2011, p. 29, 38). Hence, the 
researchers are aware that the language used affected the outcome of this investigation. 
However, the aim was always to try to get the interviewees opinion, which is also why the 
researchers asked the respondents to confirm what the researchers wrote.  
 
4.3.2 Transcribing the Interviews 
The authors decided not to transcribe the recorded interview in their entirety due to time 
constraints. However, key words were noted and time coded in order to facilitate comparison 
between the responses and to identify concurrent and divergent answers.  This way, the 
authors could review the statements more easily. In addition, the answers to each question 
were compared and scanned for matching statements or odd diverging information. In order to 
increase credibility, the empirical findings were sent to the interviewees for proofreading to 
ensure that the findings reflect their statements. Furthermore, the final thesis will be sent to 
the participants upon request.  
 
4.4 Ethical Considerations 
Ethics is an essential concern in research, which deals with the respondents’ rights and 
integrity (Bryman & Burgess, 1999, p. 3). The ethical principles are divided into four areas as 
suggested by Diener and Crandall (1978); Harm to Participants, Lack of Informed Consent, 
Invasion of Privacy and Deception (Bryman & Bell, 2007, p. 132). According to Diener and 
Crandall (1978, p. 17-72) the first refers to physical and physic harm; the second means that 
the participants should know that participation is voluntary throughout the study and that they 
have information of the research’s scope. Invasion of privacy is described as taking 
someone’s possibility to self-determine what, how and when information about them is made 
public. The last aspect elaborate on misleading people by not giving them all or false 
information. Saunders et al. (2009, p. 185-186) also list privacy, consent, causing no harm and 
deception as main ethical issues. The ethical aspects should not be neglected and the 
participants’ right honored when doing research. For this study, as already mentioned, 
primary data was acquired by conducting interviews. In the initial email to the potential 
participants, which also was the first contact with the interviewees, the authors briefly 
described the scope of the study to give a general idea what the purpose of the study is. The 

Interviewee Position Company Date Interview length 

Interviewee 1 Manager Company A 14th of November 2012 1 hour and 17 minutes 

Interviewee 2 Manager Company A 14th of November 2012 1 hour and 9 minutes 

Interviewee 3 Manager Company B 14th of November 2012 51 minutes 

Interviewee 4 Manager Company C 19th of November 2012 58 minutes 

Interviewee 5 Manager Company C 21st of November 2012 1 hour and 3 minutes 

Interviewee 6 Manager Company D 5th of December 2012 1 hour and 40 minutes 

Interviewee 7 Manager Company D 5th of December 2012 49 minutes 
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authors also assured the participants that their responses and reflections would be treated 
anonymously, unless otherwise approved by the interviews, which is an important aspect to 
consider (Porta & Keating, 2008, p. 313). The authors also made sure to answer questions 
regarding the study field and topic in more detail when requested in order to avoid deception 
and receive informed consent. Silverman (2011, p. 97) views informed consent as essential to 
most ethical guidelines.  
 
Also, the authors explained that the collected data will only be used for this study and not for 
commercial or private matters. The authors made sure that the participants got all the relevant 
information of the research, such as the scope of the study and duration of the interview, even 
though it may bias the responses. The privacy of all participants was respected and none of 
the respondents were pressured or forced to answer questions they did not feel comfortable 
answering. The aspect of privacy was explicitly addressed in every interview and each 
respondent were asked if they could consider having their name and the company name in the 
study. Hence, harm to participants is somewhat reduced as the respondents are kept 
anonymous. The participants were also informed about the way the data will be utilized for 
the study. No private information about them was exposed if they explicitly objected. 
   
According to Saunders et al. (2009) ethical issues should be considered throughout the entire 
study. Every stage of the research has specific ethical requirements and issues. At the 
beginning of the study, when contacting potential participants, ethical codes can serve as a 
gatekeeper. Many companies and/or managers are concerned about confidentiality. Assuring 
confidentiality and anonymity with initial contact can diminish fears and increase willingness 
to participate. As suggested by Saunders et al. (2009, p. 180) when first contacting the 
potential participants, the authors assured them of honoring their privacy and confidentiality.  
 
During data collection and processing, the participants’ rights have to be respected. When 
analyzing the data, the researchers have to carefully handle the individual’s identities and 
avoid accidentally exposing them. The authors of this investigation always made sure to 
respect each and every participant along the entire process, which also is considered to be 
important by Marshall and Rossman (2011, p. 44). 
 
According to Saunders et al. (2009, p. 184) research ethics refers to the way a study is 
conducted. There are two ethical points of view; Deontological and Teleological. The 
deontological viewpoint says that the ends do not justify the means; one should not act 
unethical for the sake of the research result. The teleological approach on the other hand holds 
the end result higher. It is difficult though to set up a cost-benefit equation that includes all the 
parties involved. Either way which approach is chosen, both positive and negative impacts 
have to be considered.  
 
Silverman (2011) states that in qualitative interviews the researcher’s influence, through 
subjective beliefs, behavior and views have to be considered. Therefore the researchers tried 
not to show emotions or react to answers in a manner that might influence or make the 
respondent insecure. Silverman also emphasizes the importance of ethical consideration of 
data presentation. Saunders (2009, p. 194-195) concurs and states that researchers should 
avoid subjectivity in terms of which information is recorded or evaluated. This is especially 
important in ensuring validity and reliability. As the data collection in this study is through 
face to face interviews, the researchers have more control and can more easily 
(unintentionally) overstep their boundaries and influence their counterpart by for example 



66 
 

showing emotions or actions. The researcher should at all times remain neutral in the 
conversation. 
 
Saunders (2009, p. 196) emphasizes that not having people involved in the research harmed, 
also regards the researchers themselves, which is often neglected. The researchers should take 
care not to give away more private information about themselves than necessary. Also, when 
conducting interviews remote places should be avoided and the researchers should inform 
someone about their whereabouts and estimated duration of the interview.  
 
While conducting this study, the researchers also followed the ethical guidelines addressed 
according to the thesis writing manual (Thesis writing in Business Administration, 2012) of 
Umeå School of Business and Economics. Throughout the study the authors continuously 
looked over their work to ensure that they meet the ethical standards. Bryman and Bell (2007) 
emphasize though that ethical codes are written in an abstract manner as well as to avoid 
misconduct.  
 
As some participants in this research wish to be anonymous, the greatest care is taken not to 
expose their identity. Neither their names nor the companies’ name will be mentioned, only 
the geographical area where the companies are located and the position of the interviewees. 
This method follows Riach and Wilson (2007), who in their study disguised the identity of 
their participants by quoting them, but neither explicitly mentioning their names nor the 
companies’ names.  
 
Anonymity of the participants has the advantage that the interviewees can feel free to answer 
honestly and not fear personal or job-related consequences. The respondent may be more 
reluctant to give negative answers or report shortcomings of the company and its failures, if 
he knows he and/or the company will be mentioned by name. 
  
Regarding the storage of personal data, the authors will only keep such info for the length of 
this research and/or no longer than absolutely necessary.  
 
4.5 Criticism of Primary Sources 
As have been stated above, the interviewees were conducted in English, the second hand 
language of both the interviewers and the interviewees. It has also been stated that the 
language used in an investigation effect the end result. Hence, the authors are aware of the 
fact that the language most likely has contributed to the results. In addition, the non-native 
language used could have affected the participants’ ability to express themselves. 
Nonetheless, as they are accustomed to communicate in English on a daily basis, the 
limitation is not seen as a major one. 
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5. EMPIRICAL FINDINGS 
 
This chapter aims at outlining the empirical findings and it follows the same order as the 
interview guide. The interviewees’ comments on internationalization culture, management 
and communication are shown as well as some basic background information about the 
companies. The chapter then presents the result of the cultural intelligence questionnaire. 
  
“Companies that invest in communication will stay one step ahead of the competition” 
 

Paul Argenti (cited in Earley & Mosakowski, 2004, p. 145) 
 
 
5.1 Background Information About the Companies and the Interviewees 
The four companies in this investigation have been around for at least forty years and have 
been on the global market for about twenty years or more. They are global businesses acting 
all around the world. Hence, the organizations participating in this study have extensive 
experiences acting on the international market. 
 
The interviewees themselves also have substantial and considerable experiences, both 
working for their companies for an extensive amount of time but also international 
knowledge, either gained through their present position, earlier working periods or other types 
of international experiences. The participants have been working for their respective company 
all from 4,5 years up to more than 22 years, although positions have changed over time. Some 
of the participants have experienced rather large differences in various positions whereas 
others have only seen minor changes as a result of a changed position. 
 
5.2 Internationalization 
Most of the interviewees state that the company’s motivations to expand internationally were 
growth, to go where their customers were and to increase the customer base. With such 
specialized products as in the forestry based industry, the companies had to go abroad to find 
new customers, since there is a limited customer base. There are not many using that kind of 
technology.  
 
Mostly, foreign markets that were geographically and culturally close were chosen first. 
Interviewee six even acknowledges that in his business “culture is…important”. The 
geographical closeness of expansion may also be due to the fact that Finland, which is usually 
one of the first international markets, and Sweden are the center of the forestry based 
industry. Thus, it is natural to develop the expansion step-by-step to Finland, then other close 
countries and then farther away. Also, the harvesting process played a role in the expansion. 
Since the cut-to-length method is widely accepted in Scandinavia and Western Europe, those 
countries were easier to approach. In Northern America the full-tree method is most common, 
which makes it harder to enter. Furthermore markets with a potential and need were chosen. 
The markets needed to be developed enough to have a suitable infrastructure too. Interviewee 
two points out that for his company English-speaking countries are in the early stages of 
internationalization, which means that language also plays a role in selecting new markets.  
 
Company D chose the foreign markets by following machine manufacturers. They had 
previously only exported to manufacturers close to Sweden, which then in turn exported to 
other countries. The motivation then was to follow their products around the world and set up 
distributors in order to come closer to the end user and to learn what they expected from the 
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product. They had to follow the manufacturers, because their machines needed to be present 
on the market first in order to create a need for their product, it is always related to the 
machines. Regarding cultural differences, he points out that “the forestry based industry is a 
very small sector that is a culture itself”.  
 
The internationalization process for the interviewed companies started with contacts and 
networks abroad, which could help them find customers. As interviewee five puts it, “network 
is everything”. In the early stages of the business, personal contacts and networks play a large 
role in expansion.   
 
As many of the participants’ businesses do not sell an end product, they do not have plants in 
other countries. They rather export and use dealers, sales managers or representatives in other 
countries. As interviewee two puts it, because they do not have domestic competitors in most 
markets, it is more rational for them to have one high-quality production plant in one place 
and offer technical support through sales companies locally in the countries. Company D, 
however, has a production plant in Canada, because it facilitates the selling process and 
support service. Also, responding to customers goes faster when the company is present 
inside the country.  
 
As interviewee five recalls, the international expansion was affected by individuals’ 
knowledge and experience, which has been acquired so far. Interviewee seven states that his 
company has experienced trials and errors and uses the experience they have gained in one 
country and apply it to another. Experience will give you unique knowledge that allows you 
to consider long-term effects and consequences of your decisions. This statement implies that 
knowledge acquisition and expansion are a continuous process.  
 
All interviewees agreed that networks are indispensable when it comes to conducting 
business. For some of the interviewed companies the first expansion abroad started with an 
individual’s personal network that led to a business opportunity. Interviewee two thinks that 
“internationalization comes from global contacts” and interviewee six says that “If you look 
at customers you have, many you have, they decide to make business with you because of 
recommendation of someone else, not really only because of your own amazing marketing job 
or anything”. Also, to establish business partners abroad some companies use existing 
manufacturers that are going abroad or try to approach them. Some companies have also been 
approached by customers abroad and asked to sell their product in those countries. Word-of-
mouth and recommendations are of the essence in such narrow businesses. It is very 
important to foster those relationships and have (joyful) meetings.  
 
The majority of the companies use their network when they are planning to expand to another 
country. Their network can help them find suitable partners and act as a reference. Some get 
in touch with new partners through their already existing ventures. When new partners are 
met and contacts established, it is important to bond with the people and obtain information 
from them. Interviewee one says that “a lot of what you learn and the potential you start to 
see comes from people, comes from the network”. Interviewee six had a case where he 
arranged for a potential business partner to meet one of his existing partners, so that the 
prospective partner could learn about the quality of his products and his business ethics first 
hand. He concludes that recommendations, contacts and references are very important in the 
business; networks “make everything”.  Personal contacts are essential in terms of trust. For 
company D the contacts to the machine manufacturers are very important since their business 
depends on new machines more than anything else.  
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As for resource adjustment, all companies agree that expansion is associated with shifts in 
resources. But unlike the establishment chain model has suggested, not all companies in this 
study have production plants abroad. The transportation costs make only a small portion of 
the product price and besides that interviewee two points out that manufacturers abroad 
“cannot choose between us and a domestic company”, meaning that there is only a limited 
amount of producers to choose from worldwide. The majority of them however have started 
with exporting internationally and from there recruiting salesmen and representatives to 
having own sales subsidiaries. As businesses expand they will always need to invest in more 
staff and dealers. For the fifth interviewee the sales force has been considerably stable, but the 
supporting function has increased immensely. He sees offered support to customers as key to 
success and growth, thus that is what the main focal point is on. Interviewee one points out 
that finding new customers result in rather big financial and long-term consequences. A lot of 
financial resources are put into the global market. In company B most resources are used for 
the maintenance of existing contacts. In the end it is the established markets that are profitable 
that finance the new exports, sales and start-ups. This demonstrates the dynamic of the 
internationalization process. As internationalization progresses it enables and supports further 
expansion.  
 
The participants concur that acquired knowledge is very important for the future business. 
Being involved in earlier projects and businesses is essential to conduct good business in the 
future, thinks the second interviewee. The fourth interviewee states, that it is a continuous 
improvement, the knowledge you gain in one market is used to go to the next market. That is 
also how company C went from Finland to the Baltics and then to Russia. 
  
The company’s knowledge builds the fundament that expansion decisions are based upon. 
Since expansion requires a substantial amount of financial commitment and it takes time until 
it is rewarded with payback, knowledge and competence of individuals is very important for 
small firms. Knowledge acquisition is considered an ongoing process; a broader knowledge 
alleviates obstacles when the organization goes abroad.  
 
For interviewee six it is very important to go to exhibitions and exchange knowledge with 
others in order to make his strategic decision. The earlier knowledge is obtained the more 
time there is to act upon it and make developments earlier.  
 
While it is difficult to pinpoint what exactly has been learnt, the newly gained knowledge is in 
any case of great value. After the expansion to one country the subsequent expansion become 
easier, though there are still a lot of things to consider. It is not just the communication and 
language that is important, but also regulations. Interviewee four emphasizes that newly 
obtained knowledge also demonstrates the differences in the markets and helps them 
understand them, because it gives them a viewpoint from many aspects. It is essential to be 
present locally in order to gain knowledge about the locals and their peculiarities, but still 
keep the global aspect in mind. Based on what they learn the companies can adapt to 
customer needs in different regions and detect regions that are not feasible. The business is 
developed based on customer needs and futures needs. With what the companies earn today 
they try to enhance in order to stay ahead. Interviewee five points out, though, that it is not 
possible to copy/paste what you have created so far in emerging countries, “you need to learn 
from what you have experienced but then you have to try and learn about the new market and 
see what is suitable to use”. What is insinuated here is that the learning process is of a 
dynamic nature. Once learns from previous encounters and uses that knowledge to adapt to 
new situations.  
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When asked about failed internationalization attempts the opinions differ. The second 
interviewee states that his company has not experienced failures so far, only slow markets. 
Interviewee four bluntly reports that the company constantly experiences failures. The main 
reason he sees for that is that the respective market has been entered too fast, without 
considering the cultural aspects and misjudging the markets knowledge and readiness for 
technical advanced products. He acknowledges, though, that it is mostly the culture that has 
caused difficulties in the internationalization process. Company D has experienced downfalls 
in the Canadian market due to culture and wrong sales methods. They were initially focused 
on just selling their product. But since the operators overseas were used to other machines 
they could not properly use the new machines and told their managers to stop buying them. 
Now the approach has been changed and training on proper utilization of the machines is 
offered prior to selling in order to make sure the end user knows how to work with the 
machine. Still, there are places in Canada where people do not want to buy their products 
nowadays because of the past experience. However, he does not attribute that to cultural 
differences, because the sales person hired then was a Canadian. This example shows the 
dynamic of the internationalization process. One can learn from success and failure and adjust 
to the given situation. 
 
Company D has met with an obstacle when the financial crisis hit in 2008. They had to put a 
project abroad on hold due to restricted financial resources at that time, but recently picked up 
on that again.  
 
5.3 Culture and Management 
The first interviewee means that differences in power do exist and have been experienced, but 
he says that differences are to be found only going to neighboring countries like Finland. The 
respondent takes this a step further and means that differences even within Swedish 
organizations exist. Elaborating on this, the participant states that it is difficult to say if that is 
due to the culture, the business culture or the organization itself. Although differences are 
experienced, he argues that it has not been something negative. However, it may cause 
frustration. 
 
The second interview has also experienced differences in power. He says that a clear and 
obvious hierarchy was observed within an organization he visited in Italy. The participant 
states that he had to be more passive and wait for them to take action which is in contrast to 
Scandinavia where business partners can start a meeting before the set time if the counterpart 
arrives earlier. Generally, the interviewee means that the approach influences the business 
meetings and sets the tone of the negotiation. He means that the procedure is always different 
and states that “it is always different and it definitely influences the whole business meeting”. 
The fact that the procedure is always different also implies that the learning process is 
continuous and dynamic.  
 
The second participant continues stating that sometimes the meeting starts with a discussion 
about technology, sometimes you have a limited time to present your ideas and have to make 
sure you make a good impression during that time and sometimes you get the feeling that 
power is the focus, for example the buying partner is in charge because he has the money etc. 
 
This does affect the future collaboration but not necessarily in a bad way according to the 
second interviewee. Although the participant states that “business to business is a lot of 
friendship” he also means that starting more formal or strict in not always bad. It will take 
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longer time, but he means that this could develop stronger ties between the partners. This 
journey could lead to a real friend and not someone pretending being your friend. 
 
The third interviewee has observed differences in hierarchical structure too and states that “of 
course, we meet when we are out and talk about our products”, especially when they are 
doing business with larger business partners as they need to find the right person to negotiate 
with. At the same time he states that the company is well-known in the forest industry and, 
therefore, people know the company which acts as an opener for the top management who are 
interested in the discussion too. 
 
The first interviewee has also experienced how differences in power can be seen in a meeting. 
First everything looks good and the business partner is positive, however nothing is really 
happening after the meeting. Then it has been discovered that after a couple of meetings or a 
couple of months the person they have communicated with does not have the power to make 
decisions. Once again, the respondent states that sometimes this is the case in Sweden too.  
 
The first respondent means that the industry and its view on techniques and openness and 
acceptance towards new techniques are different and could, therefore, also be a fact that needs 
to be considered. After being on the German and North American market for 10 to 12 years, 
there is still not a big success, which he says is partly due to the openness of new technology 
in Scandinavia. The technology in Scandinavia is more sophisticated and specific and the 
acceptance towards new technology is higher. The interviewee means that this is something 
that can affect the business negatively. 
 
The first interviewee goes on stating: “You have to be kind of open-minded I think and… try 
to understand what you actually see and hear”.  
 
Like the three former participants, the fourth interviewee has also seen and observed how 
cultures view power differently. He means that the title is more important abroad; in Sweden 
people are not really concerned and focused on the title in the same way. On the question if 
this has affected the collaboration the participant states “yes of o course, we have to learn... 
and adapt to the culture and see how we should enter that culture and market”. 
 
To be open minded, try to understand what goes on around you, learning and adapting to 
other cultures also indicates that differences exist between people. Hence, by being open-
minded and trying to adapt people increase their knowledge about others, which once again, 
point toward the fact that the learning process is continuous. 
 
The fifth participant has also experienced differences in power when interacting on the 
international market. He states that this has been the case both when it comes to customers 
and suppliers. As the company is a “big global player”, it possesses a rather high power. 
When it comes to the hierarchical structure the participant has observed differences too. 
“Comparing Japanese management style and structure with Swedish is a huge different and 
you need to adapt. When I am in Japan I will behave in one way and when I am in Sweden I 
will behave in one way and when I am in Germany meeting a sales company representative 
you adapt to that customs. So you need to understand the different cultures both from a 
leadership point of view and company structure point of view”. 
 
The sixth interviewee states that when it comes to power “there are huge differences between 
countries, huge differences... and it impacts a lot”. The respondent gives an example of a 
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business partner in Russia, a country where he argues that “top, top, top managers should 
speak with each other”. In Sweden, or more specifically company D in this investigation, on 
the other hand, the top management or owners do not handle the sales or business. There are 
other people in the company, the regional sales managers, who have that task and this person 
represent the company when interacting, negotiating or doing business with others 
organizations, although within the frames that are determined beforehand. The respondent 
means that this is how it works, for the majority of times, in the Western world. Operational 
things are dealt with and discussed with the regional sales managers and this is respected. 
However, the participant state that in the Western world “they are always interested in getting 
to know his or her manager and because then they have a stronger relation and they can 
impact and make them sure of that we have a long term partnership here” and he goes on 
stating “a good dealer always wants to have contact with a manager of the regional sales 
managers, but they know where the border is, they know where the line is, they do not discuss 
prices... or policies... just business”. Prices, policies, payment terms etc. are handled and the 
task of the regional sales managers. In Russia, on the other hand, the interviewee states “all 
decisions should be made by the big man in top, they always want to get to the big man in top, 
they want to discuss everything with the big man in top, details... it shows power and strength 
and everybody underneath are secretaries. That is their understanding. When they get the 
contact with someone they try, all the time, to find the one above and when they get that... you 
are not important anymore and then they try to take the new one above that is how they think. 
They do that all the time... the try to come as high as possible”. 
 
The seventh interviewee means that there exist differences and that it is very clear who is the 
CEO in China and that decisions are taken higher in the hierarchical chain in Italy for 
example. However, he also means that the forest industry is a bit different, “the forestry based 
industry is a very small sector and that is a culture itself. It is more related to that culture 
because we are sort of a big family traveling around the world all the time and we have our 
own culture in the forestry. We always say that in the forestry based industry you can either 
fit in from the beginning or then you are out direct if you do not fit in. But if you fit in you 
never get out from the forestry based industry. You are so comfortable within this big family. 
It is very limited”. He, therefore, means that cultural aspects are not as obvious in the forest 
industry and they do not change much across borders. He finishes with stating that “it does 
not affect the forestry business so much... of course it is there, but it is not so big problem as, I 
guess, in other sectors”. 
 
The second interviewee also means that he has seen differences in individualistic versus 
collectivistic views. Some partners are more collectivistic, where long term goals and 
involvement of more people exist. However, he states that dividing people in the two groups 
of individualism and collectivism is not that simple. He states that “it is a little bit simple… it 
is not so easy to isolate it to just be one of these factors”.  

 
Although he says it influences the collaboration, the second respondent, once again, stresses 
that it is not that simple as dividing people or cultures into two different categories. People 
learn by mistakes with people from other cultures and when interacting and doing business 
with others and as a result they adapt and act differently in the future. Hence, an individual 
possessing a more individualistic view initially may change and become more collectivistic 
when interacting with a business partner from a more collectivistic culture. 
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This is a clear and straightforward discussion which implies that people and their behavior is 
not static, people can change and adapt over time. Consequently, new knowledge is gained 
continuously and the learning process is ongoing. Hence, culture is more of a dynamic nature. 
 
The third interviewee has some experiences in individualistic versus collectivistic views too. 
In Japan, for example, he has the experience that there are a lot of discussions and then people 
agree and move in the same direction. In Sweden, on the other hand, a decision is made then 
people comment upon that decision and mean that another way should have been chosen. Still 
he means that “it does not matter if we go to Finland, Japan or South Africa … of course we 
have to adapt to what country we are going to”. 
 
Although the fourth interviewee explains the collectivistic versus individualistic experiences 
from an internal business perspective, due to the company’s multi-cultural background, he has 
experienced differences. The participant means that the Swedish culture is more focused on 
the family and the people close to them while other cultures view the society as a whole, the 
most important. This has been reflected in the business and its practices and procedures, 
although it resulted in many misunderstandings in the beginning. Still, he argues that this has 
fasten or improved the collaboration, compared to previous collaboration where the other 
business partner were from a culture closer to the Swedish one. On top of that, it should be 
mentioned that the language skills of the present partner are not as developed as the former, 
but still the collaboration is better. 
 
Discussing individualistic and collectivistic views, the fifth participant has recognized 
differences within the company too. When the question if this has affected the collaboration is 
lifted he states “in some way”. In Sweden the focus is on the individual. In Japan on the other 
hand, “individual performance is worth nothing actually, what you do for your country is 
number one, for the company number two, for the group is number three”. As a result the 
business has, to some extent, been affected by these different views. 
 
Collectivistic and individualistic differences have also been experienced by the sixth 
interviewee. Once again, the participant gives an example of Russia. The business partner 
asked for a specific packing of the goods and changed it several times just days before the 
delivery. The company in Sweden said that the warehouse people would revolute if they had 
to repack for the third time, just one day before the delivery. The answer from the Russian 
business partner was then, why, they are paid, what is the problem, they work in the 
warehouse; just tell them to do it... The Russian man then said just kick them or just go there 
and tell them to do it. The participant said this is not how it works in Sweden, but the Russian 
did not understand at all. 
 
The seventh respondent means that he has observed individualistic views in North America. 
The participant also argues that this is where he has seen the largest effect of the 
management’s power. If the boss is not happy with the sales you are out and if the boss is 
satisfied everybody is in. Salaries are also often based on individual sales. 
 
When asked about how the business partners communicate, the first respondent says “it is 
very different… it depends on people also, not just cultures or country cultures”. This 
statement suggests that one has to look beyond the culture and see and get to know each and 
every individual. As people are unique, it is an ongoing learning process to communicate with 
individuals. 
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However, although the first respondent have experienced both clear and straightforward and 
vague and indistinct communications styles, he means that the majority of times the former 
communication type is most common and this could be the result of language or cultural 
aspects. He also says that vague or indistinct communication could be the result of limited 
language skills, but not necessarily. He goes on stating that sometimes the company has a 
problem when the business partner reorganizes as people change position and when they get 
to know one person he or she has left.  
 
The second respondent has also experienced differences in how business partners 
communicate. He means that in Japan, for example, “you will not get a no from them maybe 
but you get a gesture from them and you can maybe trust the gesture more than the no”. He 
goes on stating that other markets, in Russia, for example, they use the “yes” and “no” in 
different ways. Hence, people use the words in different ways. The interviewee also means 
that he pays attention to body language, especially his own, when doing businesses with 
others cultures and try to adapt to the business partners way of behaving and acting. In 
addition, the interviewee says that he tries to understand and observe the body language of the 
business partners although the participant points out that he is not sure that he fully 
understands the body language of others. Once again, adapting and trying to understand is 
brought up which indicates that people are dynamic when it comes to their behavior, but also 
willing to learn and develop their knowledge about others. 
 
The third interview has also experienced differences in how the business partners 
communicate. He means though that this depends on the individual and their attitude, not 
necessarily on the culture. “it is based on individuals… based on the personal attitude, you 
have to talk with them in different ways”. The participant gives an example how he 
communicate differently with two business partners from the same culture.  

  
The fourth respondent has also experienced differences in how business partners, or people 
from other cultures within the organization, communicate differently. Some are more clear 
and straightforward whereas others are more vague and distinct and communicating by asking 
questions “how, how and why, why, why” as the respondent phrase it, in order to make you 
think and reflect upon what you do. 

 
The fifth interviewee also states that he has experienced both types of communication. He 
states that “it is a mix, depending on the situation”... He means that when it comes to policies 
and decisions in Japan the respondent has the experience that “the hierarchy thinking is 10 
times tougher compared to Swedish hierarchy because every level above you are considered 
like God, so you will not challenge the upper levels, so if they say go right, you go right”. 
When it is not a policy but rather a suggestion, the participant believe that you can take the 
driver seat and act or wait, but then people will tell you what you have to do all the way. The 
interviewee also means that “it is a matter on how you behave as well, if you are open for 
their way of thinking and be smart then you can be in the driver seat quite a lot”. This 
provides an example where the interviewee states that how you act and communicate depends 
on the situation, which indicates that adaptation is important and therefore also implies that 
the process is dynamic. 
 
The sixth interviewee also gives examples of both types of communication. He says that the 
customers they have in England are very nice and polite. However, the participant says that 
you cannot really say that they have not paid an invoice, that is very rude, at least not the first 
time. You have to wrap it in a good way. You have to start with something like “Hello 
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gentlemen, according to our financial department, it looks like we cannot find the payment of 
the last invoice”. The answer is then, “Ohh... can you please check with your financial 
department”. Then this discussion goes on for some time and in a very nice and polite way. 
According to the participant, a more direct communication style has been experienced with 
Germans. The interviewee states that when it comes to Germans, “it is one or zero, there is 
nothing in between. If you go to a German and say that you have not paid and it show up that 
they have, your value is really low, really low”. 
 
The seventh participant means that the majority of his experiences, when it comes to 
communication style, have been straightforward and clear. 
 
5.4 Communication 
Cultural differences play a big role in most of the participants’ day-to-day activities. It is 
difficult to determine how they exactly affect the business activities, but they are most 
prevalent in commutations with business partners and customers. When problems occur it 
always depends on the situation how to handle them. Sometimes phone calls and emails are 
sufficient, sometimes face to face meetings are needed. Interviewee seven, however, does not 
perceive cultural differences in his day-to-day activities, since most communication happens 
through email.   
 
Regarding pre-knowledge of the new partner’s culture, the companies handle it very 
differently. Some try to learn about the new partner’s culture and invite consultants to hold 
lectures, read travel guides, take language lessons and so on. As opposed to the other 
interviewees, the third interviewee does not perceive cultural differences; he instead considers 
personal issues, though he keeps peculiar traditions of the partner’s culture, such as drinking 
to salute a deal, in mind. This insinuates that cultural differences are not static, but rather 
dynamic and one most adapt to specific circumstances. The seventh interviewee tries to learn 
as much as possible about the culture before going to a new country.  
 
All managers communicate mostly in English, some have also stated that they communicate 
in Swedish and German or Russian and French. When conversing in another than their native 
language, all of the participants feel that their ability to express themselves is limited. Of 
course in a high-tech industry it is more difficult to have discussions in a non-native language. 
Even if proficient in the foreign language the technical vocabulary needs to be learnt from the 
beginning. Interviewee four, however, points out that, “it doesn’t matter if you communicate 
in a common language,…, you communicate 80% with your body”.  
 
When communicating with international partners the interviewees concur that it is necessary 
to adapt to the counterpart to some extent. One needs to accustom to the partner. The 
respondents agree that there is no unique solution; it always depends on the specific case. It is 
a matter of competences. Adapting to the partner’s language skills has also been mentioned 
by some respondents. The essential thing in doing business is to understand one another and 
have good dialog instead of showing off. It is important that the participants understand each 
other correctly and know what the discussion is about. Interviewee five similarly states that 
“you always need to communicate based on the receiver’s point of view”. Interviewee two 
tries to observe the partner and adapt to his or her skills. If the partner’s language skills seem 
not as good he tries to use dichotomies to describe attributes or technical drawings to 
illustrate. The sixth interviewee states that adapting to cultural differences is essential, else 
success will be limited.  
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Respecting and considering the partner’s culture also plays a role in the participant’s business 
procedures. For interviewee one and four listening and trying to really understand the partner 
and their motivations can make the difference of a business success or failure. As the fifth 
interviewee puts it, one has to tune in to the receiver’s frequency in order to be successful in 
the long-run.  Interviewee seven thinks that the “forestry business has its own little culture”. 
Of course it is still necessary though to consider cultures of new countries. These findings 
indicate dynamic processes in communication, because there is no one-fits-all solution. One 
has to adapt to the people and their peculiarities. 
 
The companies differ very much in offered training to their staff. Some, like company A, 
offer language training and lectures on culture, while others only focus on product training. 
Company A has sent their staff abroad for language training. Company B, on the other hand, 
leaves it to the individual to make preparations for themselves. Others prefer learning by 
doing and asking their network for advice. In company D, for example, new employees work 
and travel with a senior manager at the beginning to see and learn how the business works.  
 
Most companies prefer to keep their language skills in-house. While language skills are 
mostly secondary to technical qualifications, if given the same conditions, companies would 
hire the applicant with more extensive language skills. Company A has hired sales personal, 
which is proficient in countries that are important to their business. If there is no staff 
available the companies switch to external consultants like interpreters. Interviewee two noted 
though, that using interpreters or external people in general can be tricky, since they have to 
have knowledge about the products and technical procedures in addition to good 
communication and language skills. Furthermore it is hard to understand and control what the 
interpreter is really passing over and if information is lost in the process. Company B tries to 
utilize their network and find people they know when confronted with language issues. In 
company C external sources are hired rather than specifically trying to find employees with 
language skills.  
 
As main factors for miscommunication, the first interviewee specifies lack of language skills 
on both sides and misunderstandings about the product’s specifications. Interviewee two also 
lists different business traditions in the countries as source for miscommunication. While in 
Sweden businesses are accustomed to pay and get paid within 30-days, other countries may 
be used to having a 90-day period. That has caused some friction in some of the interviewed 
companies, but usually they meet somewhere halfway with their partners. The third and 
fourth interviewees consider that quick ways of communicating like emails are prone to 
misunderstandings, because people do not think too much about what they write. However, he 
notes those misunderstandings are also easier and faster to correct. In face to face 
communication interviewee four lists lack of communication skills as most common factor for 
misunderstandings. Sometimes people do not ask and clarify or are not as interested in 
understanding or be understood properly. Interviewee five thinks that too little preparation 
and misjudging the cultural differences can lead to miscommunications.  
 
When asked about their experience with language barriers and miscommunication, cultural 
differences and language skills have been mentioned. For interviewee one the structure of the 
partner companies and their employee turnover also has led to misunderstandings, because the 
information chain is longer and it takes time for them to get feedback or learn about problems 
with their products. The second interviewee has not experienced severe cases of 
miscommunication, yet. He attributes that to well-trained business partners who are capable 
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of directly saying what they want or do not understand. But of course more introverted or shy 
people are harder to work with.  
 
In order to avoid misunderstandings a two-folded communicating is needed, where the 
partners make sure that they understand and are understood correctly. They need to develop 
listening skills and also observe their counterpart’s body language. Interviewee five asks the 
partner to explain what he thinks he has said to them to make sure he has understood what he 
meant. For interviewee two misunderstandings are not only due to national culture, because 
there are so many factors that play a role, such as where a person has previously worked and 
their background. This statement implies that a person’s culture is not a constant but that it 
changes over time. 
 
Concerning missed business opportunities due to limited language skills, the authors received 
varying answers. While interviewee one has never heard from a potential business partner that 
they cannot do business with them due to language differences, he thinks that they have 
missed out on some opportunities. He is sure that if competing with a similar product that has 
representatives who speak the buyer’s language his company will have a disadvantage. His 
company counters this by for example employing sales persons with local language skills, 
which makes it easier to conduct business. Interviewee five has made similar experiences and 
also counteracts by hiring local staff. Interviewee six has just recently missed a business 
opportunity, because the potential partner does not possess proficient English skills and he did 
not have anyone who could speak the business partner’s language. Company D has missed 
some business opportunities in the past when people would call and hang up again once they 
realized that the company did not speak their language. Nowadays, however, English is more 
spread and most people are capable of it.  
 
For interviewee one “language is key to new markets and customers”. It boosts the confidence 
to approach customers and countries and also it is easier to understand the culture if you 
understand the language. Even if the language skills are not proficient for negotiations; 
greeting the partner in his or her native language can help break the ice. Depending on the 
country, however, the native language is needed to keep in touch such as in Germany. For 
interviewee four being able to communicate in the local language is very important, that is 
also the reason why his company has sales people and distributors all over the world. And if 
they go to another country they try to build up a local network there in order to have people 
who can converse in the local’s mother tongue. The sixth interviewee means that if you 
cannot communicate in the local language you need to have a very unique product. In that 
case the demand will come to you and you do not have to worry about finding customers. 
 
As the above results demonstrate the interviewees have experienced both similarities and 
differences when it comes to doing business and communicating across borders. In order to 
provide a clearer picture of the empirical findings a summary of the results are found in the 
appendix. The results of the cultural intelligence questionnaire will also be found in the 
appendix. 
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6. ANALYSIS AND DISCUSSION 
 
This chapter provides a discussion about the empirical findings and their connection to the 
literature review and once again, follows the order of the interview guide. At the end, the 
chapter connects the four themes of this study, internationalization, culture, management and 
communication, and provides a model which gives a visual picture of how the themes are 
intertwined.  
 
“The human life is made up of choices. Yes or no. Love or hate. To be a hero or to be a 
coward. Choose wisely” 
 

     Unknown Author 
 
 
6.1 Internationalization 
All of the interviewed companies have started their first international expansion to 
Scandinavian countries, mostly to Finland, first. From there they then moved on to Europe 
and the rest of the world. These findings are consistent with the findings of Johanson and 
Vahlne (1977), who state that firms traditionally expand to geographically and culturally 
closer markets in order to decrease uncertainty. As some interviewees have mentioned, 
culture as well as language skills were considered when foreign markets were chosen. Not 
only was the national culture important but also the business and general traditions. Though it 
has been numerously mentioned that the expansion to Finland was because the forestry based 
industry is very dominant and the cut-to-length technology prevalent in Sweden and Finland. 
Thus, Finland would be the logical first choice to expand to from Sweden. The analyses of the 
answers prove that the companies in this investigation, at least in the forestry based industry, 
have expanded to psychic closer countries first although cultural aspects might not be the 
prime reason for that move. Company D’s internationalization process; however, deviated 
slightly since they went into the Canadian market rather early. This is in line with Hedlund 
and Kverneland’s (1985) and Turnbull’s (1987) findings, which have shown that industries 
become more and more international and the barriers to enter markets are decreasing. If firms 
consider the market potential big enough they will also expand to psychic more distant 
countries. This is reflected by interviewee six’ statement that his company goes to markets 
where they see potential, even if those markets might be farther away.   
 
Considering the theory and the responses, it can be said that in general the Uppsala 
internationalization process model applies. However, one has to be aware that the forestry 
based industry cannot enter any market and compete on just price. The success also depends 
on the infrastructure and technological advance of the country, as well as the occurrence of 
sufficient forests. Hence, this implies that industries differ in their internationalization 
process, as they have to consider different aspects of the foreign market.  
 
However, it should also be mentioned that interviewee three has recognized more 
discrepancies within countries, such as between people from Northern and Southern Sweden, 
than between countries. This finding corresponds with the Psychic Distance Paradox 
discovered by O’Grady and Lane (1996) who found out that entering a psychic closer market 
is not necessarily easier than entering a market farther away. This means that psychic distance 
between countries as well as regional differences have to be considered. Thus, entering and 
understanding one country does not guarantee that further expansion in that same country will 
not bring further cultural obstacles.  
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The companies have also followed the establishment chain stages suggested by Johanson and 
Vahlne (1977).  They have started with exporting to foreign countries and then gradually, 
with increased market knowledge and resources, hired sales representatives and established 
sales subsidiaries. Apart from company D, though, they do not have production plants abroad. 
Those companies prefer exporting and handling foreign business with sales subsidiaries or 
sales representatives, which also offer technical support. Customer support is seen as key to 
being successful and distinguishing oneself from competitors. Interviewee six states that his 
product is highly competitive and distinguishes itself from competitor’s products by high 
quality standards. This is due to the fact that they mostly sell to manufacturers. So they prefer 
to focus on high quality products. The findings show that the establishment chain model is to 
some extend relevant to this research. As Reid (1983) has discovered, it also depends on the 
market structure and environment if and how firms follow the stages of the model. Since the 
forestry based industry is rather narrow and specialized, there are not many competitors and 
there are most likely no domestic competitors, the companies within the forestry based 
industry do not necessarily need plants close to the market. The empirical analysis has proven 
that the companies follow certain stages in their internationalization process. The companies 
export and have local sales distributers, but only one company actually has plants abroad. 
These findings are not entirely consistent with the stages model. One company even had 
plants abroad, but returned to producing solely in Sweden. This may be because the 
companies have unique products that are more like niche products. Also, the products are 
high-quality products, for which the transport costs from Sweden to the customer does only 
account for a small fraction of the price. 
  
As the internationalization model suggests, knowledge and learning play a big part in the 
success of international expansion and operations. The sixth interviewee recalls how his 
company has experienced difficulties in the Canadian market where they could sell their 
products, but failed to get follow-up orders due to unsuitable sales procedures. Since then, 
they have learnt from their mistake, adjusted their sales approach and are regaining ground in 
that market. Participant two says that it is necessary to be involved in earlier projects in order 
to conduct good business in the future. The fourth and fifth respondents state that they hold 
regular meetings with their regional managers to exchange experiences and knowledge. 
However there is also knowledge that cannot be exchanged and taught. This is confirmed by 
most of the interviewees, who state that they do not offer special training to their staff, but 
that is a learning-by-doing process. Respondents two and six explain that they let new 
employees spend some time with senior managers or sales representatives so they can observe 
and learn from them. This finding is relevant to Johanson and Vahlne’s (1977) separation of 
objective and experiential knowledge, which declares that experience cannot be transferred. 
These findings suggest that the internationalization process involves a lot of learning and 
adjusting which is a dynamic process. Experiences seem to be a crucial part of the process 
and learning by doing is highly valuable. 
 
Besides, the companies use the knowledge that they currently acquire to assess the customers’ 
current and future needs and to try and develop the company in order to stay ahead. It is 
essential to understand the local market and culture in order to make and maintain good 
business relationships. The knowledge is the basis for decision-making. Participant six 
considers knowledge a core value. Newly acquired market knowledge is very important for 
making strategic decisions. The earlier you get the information the more time you have to 
react to it and start making adjustments. These statements are in line with Johanson and 
Vahlne’s (1997) conclusion that internationalization is a learning process. In accordance with 
the interview results it can be said that knowledge acquisition is an ongoing process. 
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Knowledge is gained with every new interaction and from these insights the organization can 
prepare itself for future encounters. The participants, as the literature suggested, have stated 
that market knowledge is important before entering a new market. With every foreign 
operation the company’s knowledge increases. The knowledge the companies have gained 
during their previous and current encounters has helped them in their endeavors to enter new 
markets. 
 
When choosing the market and potential new partners the companies have to consider the 
necessary resource requirements. The first interviewee says that doing business with a new 
partner can mean that they have to make substantial investments first, for example building or 
ordering new machines. That means a financial and time investment for the company, and it 
will take several years for them to turn profitable. This is an example for market commitment 
and commitment decision that has been discussed in Johanson and Vahlne’s (1977) 
internationalization model. The companies have to relocate their resources into new foreign 
markets, which result in long-run investments. This can be especially true for the researched 
companies, since they are not manufacturers, but component suppliers. It is more likely that 
they have to make adjustments to their products to meet the requirements of their partners and 
their products. The continuous resource allocation and modifications insinuate the dynamic of 
the internationalization process. 
 
All participants concur that having a good network is essential in doing international business, 
especially in the forestry based industry. In line with the finding of Johanson and Vahlne 
(1990), company A has used its network’s resources to enter a market, which they could not 
have done, on their own. This is relevant to the revised internationalization model, which 
includes networks and their accumulated resources. As pointed out by some respondents, the 
forestry based industry is a small sector in which all participants are known. The network is 
especially important because it aids in gaining knowledge to enter specific markets. As 
participant seven says, even competitors help each other out in this tight-knit network that he 
compares to a family. These kinds of networks in certain markets, where also competitors 
interact and share with one another have also been described by Johanson and Mattsson 
(1987), who developed the network approach from their findings. The network aspect has 
been integrated into the original internationalization model by Johanson and Vahlne in 1990.  
This could mean that companies, regardless of competition, work together in order to learn 
from each other and cut costs. This implication could be especially true for smaller industries 
such as the forestry based industry, where the actors all know each other and can work 
together on penetrating markets. Like the seventh participant states, he has to work together 
closely with the machine manufacturers, because there is only need for his products where the 
machines are.  
 
The trust-building aspect that has been added to the internationalization model by Johanson 
and Vahlne in 2009, has also proven to be vital for the investigated companies. Interviewee 
six tells that his company usually does not need signed contracts, except for certain countries, 
because they are conducting business on trust-based relationships. He says that, since the 
forestry based industry is so small, a lot of the business conducted is based on trust and 
recommendation. The empirical findings regarding the revised internationalization model are 
consistent with the theory of networking in the literature review. Networks play a big role in 
all investigated companies. They establish trust between the network members and help each 
other. This relates to the relationship aspect added in the revised internationalization model, 
which puts even more emphasis on the commitment to the network and relationships within it. 
Networking and maintaining relationships and contacts are very important in a global 
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environment. They can increase knowledge and facilitate market entrance. Besides, sharing 
knowledge can decrease costs for all participants. These findings, in conjunction with the 
learning process, could be linked to Johanson and Vahlne’s revised model of 2009, where 
current activities, have been split into learning, creating and trust-building. The division into 
these three aspects emphasizes their dynamic nature and that it is an ongoing process. 
 
6.2 Culture and Management 
All seven interviewees in this study have experienced differences, both when it comes to 
culture, management and communication. These differences can be linked to Hofstede’s 
research on culture from a management perspective (Hofstede, 1980, 2001, 2012), but also 
Hall and his research on culture and communication (1976).  
 
All participants mean that power has taken a number of forms depending where one goes. 
These experienced differences imply that new knowledge and understandings have been 
acquired. Hence, the interviewees have enhanced their cultural skills and abilities, by meeting, 
communicating and adapting to other cultures. As this procedure is performed on a daily basis 
it indicates that the cultural learning process is dynamic. The second interviewee, for 
example, state that he has observed a clear and obvious hierarchy in Italy whereas the fourth 
respondent means that titles are more important abroad. The fifth respondent has observed 
power differences when interacting both with customers and suppliers while the sixth 
interviewee states that managers in Russia take all the decisions and that those below are 
considered to be like secretaries. Although the seventh interviewee does mean that there are 
some differences to be found, he means that the industry itself has a specific culture which 
makes the process easier. The first respondent, who also has observed differences in power, 
are in the same line. He states that even differences within Swedish organizations are to be 
found and as a result it is hard to decide if it is the national culture, the business culture or the 
organizations itself that affect how the power within organizations functions. The first 
interviewee also means that it depends on individuals, which is brought up and highlighted by 
the third respondent too. Hence, both the seventh and the first respondent appear to talk about 
different layers of culture. This is in line with what has been suggested in previous research, 
that culture does not only exist within different countries as national cultures, but each and 
every organization has its own specific and unique culture (Earley & Mosakowski 2004, p. 
139; Trompenaars 1993, p. 7; Hofstede 1980, p. 26; Hofstede 1991, p. 262; Hofstede, 2001, p. 
391). Looking deeper into this aspect and reflecting upon what the first respondent states, that 
it is hard to know if the differences arise from the national culture, the business culture or the 
organizations itself, it is important to understand that the national culture, at least to some 
extent, is reflected in the organizational culture (Maclagan, 1998, p. 158; Trompenaars, 1993, 
p. 65). Consequently, national culture still seems to play a role in this aspect. 
 
The majority of participants have observed differences in individualistic and collectivist 
views too which, with the same reasoning as above, implies that the process of understanding 
and learning about other cultures is continuous and dynamic. Although the third interviewee 
explains the differences between Japan and Sweden he states that it does not matter where 
they go, they have to adapt to the country they are going. The fourth participant also makes 
some comparisons and explains that the differences between the nations in the company have 
resulted in several misunderstandings, but that the collaboration is better now than when the 
organization cooperated with a nation closer to the Swedish one. Although cultural 
differences can result in misunderstandings (Adler, 2002; Gelfand et al., 2001) which the 
above statement by the fourth respondent implies, they experienced more obstacles when 
working with a culture closer to their own. These findings contradicts Johansson and Vahlne’s 
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psychic distance theory as well as a study by Triandis (2000, p. 151) which mean that the 
farther away the cultures are the more likely it is for misunderstandings to arise. Hence, 
although the second company followed the Uppsala internationalization process model, with 
moving to countries closer to the Swedish one initially, the collaboration works better now 
when they collaborate with a culture farther away. These findings, on the other hand, are more 
in line with the psychic distance paradox provided O’Grady and Lane (1996). Hence, the 
Uppsala internationalization process model does not seem to be strictly followed in all cases. 
Although the respondent did not give a more detailed explanation of why he believes that the 
collaboration works better with the culture farther away, it could be suggested that the 
company has learnt from previous experiences and therefore increased their knowledge and 
understanding about different cultures. This would be in line with the proposed suggestion by 
Cohen (2010, p. 9) who mean that the endless possibilities that exist in today’s global world 
make the global mindset a continuing learning process. The fifth interviewee states that 
individualistic and collectivistic views have been experienced and that they do, so some 
extent, affects the business. Likewise, the sixth and seventh respondents have experienced 
differences. The second interviewee is no exception, he has observed differences too, but is 
careful pointing out that dividing culture into individualistic and collectivistic categories is a 
little bit simple. He goes on stating that people learn all the time and when new knowledge is 
gained they behave and act different in the future. This means that people possessing a more 
individualistic view at first could change and lean towards a more collectivistic view when 
interacting with countries having a more collectivistic view or vice versa. Once again, a link 
to Cohen (2010, p. 9) and his believe in a continuous cultural learning process is emerging. 
Consequently, there seem to exist differences around the globe when it comes to 
individualistic versus collectivist views, whether these lead or cause obstacles is not that 
obvious though. 
 
In addition, all interviewees have seen and experienced differences in how their business 
partners communicate, where some have observed more differences than others. As with the 
power and the individualistic and collectivist views, a continuous and dynamic procedure is in 
progress. Although the first respondent has experienced more of the clear and straightforward 
communication type he argues that both communication styles could be the result of language 
skills. The clear and straightforward communication style could be the consequence of 
language aspects whereas a vague and indistinct communication style could be the 
consequence of limited language skills. This could be linked to Charles (2007, p. 279) who 
states that “language does matter in global operations (Charles, 2007, p. 279). The second 
interviewee also means that communication and language usage are different depending 
where one goes and both the second and third participant argues that it is important to try to 
adapt to the business partners. The second respondent argues that in Russia, for example, 
“yes” and “no” are used in different ways. Therefore, people use words differently. Not 
surprisingly, this could result in misunderstandings and as Earley and Mosakowski (2004, p. 
146) states “wrong words can easily cause trouble” (Earley & Mosakowski, 2004, p. 146). 
The second respondent also means that he tries to decode and understand the body language 
of the business partners although the respondent is not sure he interprets it correctly. This not 
only implies that intercultural communication involves non-verbal communication, but also 
that non-verbal communication across borders differ as suggested by Ting-Toomey (1999, p. 
17), Trompnaars (1993, p. 68-69), Hall (1976, p. 2, 71-83), Triandis (1994, p. 181-206), 
Hooker (2003, p. 5), Moran et al. (2011, p. 11). The first and third interviewees also talk 
about the importance of individuals and that it is not always the culture which can provide the 
answers. This could be reflected in a study by Thomas (1999, p. 259) who argues that 
personal features and traits could influence multi-cultural groups and their functioning too. 
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Still, it is important to remember that people are, to some extent, affected by the environment 
and therefore also the culture, where they grow up. Hence, the national culture of origin, most 
likely, then plays a role in who people are. Although the fourth and seventh participant have 
observed differences in communication styles, the fifth and sixth participants have 
experienced rather big differences in power where the fifth interviewee says that the type of 
communication depends on the situation and that there is usually a mix of the two. As a 
matter of fact, all interviewees have stated that it is important to adapt to the situation and that 
every situation is unique. Consequently one has to act accordingly. Hence, what works in one 
situation does not necessarily works in another. This could be reflected and linked to the 
statement that “there is no one right way to deal with a particular kind of multi-cultural 
problem” (Brett et al., 2006, p. 88) or language issue (Andersen & Rasmussen, 2004, p. 241). 
Or more generally, as stated by Hofstede (2001, p. 374-375), national cultures do effect 
organizations and management procedures and hence, there does not exist a general solution 
in these two fields. It could therefore be stated and concluded that every situation must be 
entered with an open mind and willingness to adapt in order to be able to reach good results. 
 
As a matter of fact, the first respondent states that one has to be open-minded and try to 
understand what is going on around you. Openness is also brought up by participant number 
five, who means that being open to others and their way of thinking can be beneficial. 
Observing previous literature, the level of openness might depend on the individual (Ang et 
al., 2006; McNabb et al., 2011, p. 1334; Thomas 2006, p. 92) which also is highlighted by the 
first and third respondent or the culture of origin (Hall, 1976, p. 105-116; De Jong et al., 
2006, p. 129-130). The fact that “openness to experiences” (Ang et al., 2006, p. 120) is 
connected to all levels of cultural intelligence could imply that these two respondents have 
understood the value and importance of being open to other cultures, which in turn lead to a 
higher level of cultural intelligence and thereby increase the probability of international 
success. Being open to new cultures and their way of acting and behaving suggests that 
changing and adapting is possible, which in turn, implies that new knowledge and 
understandings are developed and acquired. If exploring cultures on a daily basis this 
indicates that the learning process is ongoing and dynamic. 
 
Moreover, by observing the interviewees’ answers on power it is obvious that they have 
experienced rather big differences from what they are used to and that this has affected the 
business procedure. This is in line with what Hofstede argues power distance is about, that 
power looks different in different cultures. How cultures communicate are also different and 
could be reflected to Hall’s high-context versus low-context culture dimensions, where it is 
argued that different cultures communicate differently. Hence, the empirical data in this 
investigation supports, at least to some extent, two of the theories that are applied. The 
dynamic aspect of culture appears to shed light on a new aspect though. 
 
6.3 Communication 
All participants, as they work with partners from different cultures and countries, have 
encountered cultural differences and differences in communication styles with their business 
partners. Of course, since they are all global players, language difficulties are prevailing. The 
interviewees are confronted with such disparities in their day-to-day activities and have to 
find ways to work with their partners in a way that creates mutual understanding and effective 
communication. All interviewees state that they try to adjust and adapt to their partners 
culture and their language skills. This convergence is relevant to Giles’ (1984) 
communication accommodation theory, which is in part based on similarity attraction. 
Similarity attraction says that convergence insinuates similarities and causes the listener to be 
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more attracted to the speaker. One can assume that the business partners use this kind of 
accommodation to appear more likable to their counterpart in order to build up an emotional 
relationship. This indicates the constant changes that are necessary when communicating with 
partners from different parts of the world. 
 
All interviewed companies mostly have some kind of pre-knowledge of their new partner’s 
culture before doing business with them. They try to gain knowledge about peculiar business 
traditions and general cultures in order to avoid making major mistakes that could set the 
potential partner off. The participants concur that it is very important to be considerate and 
respect the counterpart’s culture. This is in line with Schulz von Thun’s (1996) and Giles et 
al. (1991) findings that in order to avoid misunderstandings one has to be aware of cultural 
differences. As an example the sixth interviewee says that he has to be tough in negotiations 
with Russians and must not show weakness in order to have their respect. With the British, on 
the other hand, he has to be gentle else he would scare them. The third interviewee says that it 
is necessary to be aware of traditions, like toasting to a successful business deal in some 
countries.  
 
Interviewee five gives an example of where a business partner showed him damaged products 
of a competing company to indicate that his products have qualitative shortcomings. He did 
not understand it at that time, but now that he knows the custom he can play with him in that 
game. These findings relate to the relationship aspect of the four-sides model. This particular 
aspect is very sensitive to intercultural settings. Thus, it is important to know and understand 
different values, norms and communication styles in order to properly understand one 
another. As respondent one puts it, one has to try to understand the counterpart’s standpoint. 
This could make the difference in business success or failure. As some of the respondents 
have mentioned, the forestry based industry has its own culture. Thus it may be more 
important for the interviewees to understand this peculiar culture than to know the national 
culture. Still, it is important to remember that national culture could influence industry 
culture. Thus, consideration and respect of other cultures and business procedures are vital to 
success for global acting companies. 
   
However, the third interviewee attributes the differences he has experienced on personal traits 
rather than cultural backgrounds. This statement implies that even though each culture has its 
peculiarities, also individual personal characteristics play a part in intercultural 
communication. When doing business internationally one should be aware of and consider the 
cultural differences, but also keep in mind that every business partner has their own 
personality, which in some cases could be atypical to their fellow countrymen. Thus, knowing 
national customs may be a basic requirement, but personal traits of the individual should also 
be factored into the equation. 
  
Working in an international environment the business partners all have different native 
languages and language skills. The different levels of language skills can be an additional 
source for misunderstandings. Since the majority of business meetings and conversations are 
held in English, which is a second language to all interviewees, they feel restricted and not 
being able to express themselves as they could in their native tongue. Interviewee one has 
made the experience that native speakers are very understanding to that deficit and are 
accommodating to that circumstance. Interviewee three states that he tries to speak good 
English, use the right words and adapt to their level the best he can when speaking with native 
English speakers. This statement can be connected to Beebe and Giles’s (1984) finding in 
their intercultural communication study that non-native speakers are likely to converge 
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towards native speakers the more they find similarities. The mutual intention to do business 
with one another can be considered common ground in cases of business meetings.  
 
However, four of the interviewees have stated that they have had miscommunications due to 
language skills. Even though language skills seem to be a crucial asset, only company A 
offers language and other training to their staff. The other companies leave it to the individual 
to prepare and learn languages. Interestingly though, all companies, except for company B, 
consider applicants language skills when hiring. It has not always been like this for company 
C, they used to send expatriates abroad. However, the companies have realized that it is easier 
to communicate and sell when people share the same culture and/or language. It also has been 
stated that in some countries, like Germany or Russia, communicating in the native language 
is essential for doing business there (interviewee two and six). Company D is the only one, 
which does not hire external resources at all, but prefers to keep their language skills in-
house. While the other companies all value language skills they will also resort to using 
translators and interpreters from time to time. However using interpreters or translators can be 
difficult in this line of business. As the first interviewee states the external source would need 
to be proficient in the foreign language and culture as well as the product specifications. 
Participant two has made similar observations as he recalls meetings with foreigners where 
the use of technical drawings resulted in faster mutual understanding than the interpreter 
could translate. This is relevant to the four-sides model’s factual information aspect and that 
communication consists of more than actual words. In this case the factual information, the 
technical specifics, are transmitted through non-verbal communication, the drawing. These 
findings undermine Giles’ and Schulz von Thun’s theories that communication is more than 
merely spoken words. While having a common language and vocabulary is necessary for 
communication, different forms of interacting should not be neglected and underestimated. It 
should be considered though, that in technical industries, knowing the technical terms is 
crucial for understanding each other. 
 
Besides verbal language, body language is also considered important by the respondents. The 
second participant states that he tries to observe his counterpart’s body language and reactions 
in order to better assess the situation. For interviewee four, body language is even more 
important than the spoken word. According to him 80% of the communication goes through 
the body language. This finding is reflected in the adjustments to CAT. Giles has over time 
included non-verbal aspects of communication to his original model. Schulz von Thun (1996) 
has also addressed the non-verbal aspects of communication in the relationship dimension of 
his model. Thus it can be concluded, that during communication with others one should 
consider both, chosen language/words and demeanor. Moreover, observing the counterpart’s 
non-verbal signals can disclose their intentions and feelings. Behavior may be contradicting 
the spoken words. Hence, careful listening together with scanning the environment, and 
observe the business partners are important aspects that could prove useful in international 
communication. 
 
Overall, the interviews have all experienced differences when interacting with individuals 
from other cultures. On the other hand, it is argued that cultures are not the only aspect that 
needs to be considered when doing business overseas, so is individuality and personality 
traits. What all interviewees seem to agree upon though is that every situation and business 
opportunity has to be dealt with in a unique way. This is in line with what Hofstede (2001, p. 
374-375) argues, who mean that there is no general solution for management approaches 
when operating across national borders. Or as Brett et al. (2006, p. 88) argue, “there is no one 
right way to deal with a particular kind of multi-cultural problem” or even more specifically, 
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there is no right way to handle language issues (Andersen & Rasmussen, 2004, p. 241). It is 
rather a series of adaptation processes that people undergo when interacting with others, no 
matter what background. 
 
6.4 The Cultural Intelligence Questionnaire 
The evaluation of the questionnaire showed that none of our participants achieved a high 
score in all three cultural intelligence components. This finding is, however, not surprising, 
since Early and Mosakowski (2004) found in their study that only 5% of the managers have 
that ability. For this study it would mean that 0,35 managers would reach that score (5% out 
of seven participants). Therefore the questionnaire results are within the norm. This implies 
that even if the participants work in an international and intercultural environment, they still 
have room to work on their cultural intelligence.  
 
6.5 The Abductive Approach 
Although the empirical findings provide some basic support for already existing theories 
applied in this study, there does not seem to exist, at least not to the authors knowledge, a 
model connecting the four themes of internationalization, culture, management and 
communication. 
 
The above analysis of the empirical findings in relation to the applied theories, in order to find 
and detect patterns, provided the authors with some basic information before starting to 
develop their own model. As the research progressed and new information where found, the 
model had to be remodeled along the research process. Hence, the process where the authors 
were moving back and forth between new empirical data, that was found along the process of 
interviewing, and the model that was developed along the process, supports the fact that this 
investigation is abductive. 
 
6.6 Connecting the Four Themes 
By connecting the four themes in this study with the empirical findings, the authors mean that 
developing cultural intelligence is a process which continuously improves and enhances the 
abilities to communicate effectively across borders along with international experiences. 
When the first step of internationalization takes place, little or no experience is possessed and 
hence, the cultural intelligence is low. At step two, the interaction with new cultures leads to 
new understandings and know-hows about general national cultures which, in turn, increase 
the level of cultural intelligence and the ability to communicate effectively. At step three, 
where business is to be conducted, further knowledge is gained, which enhance the cultural 
intelligence level as well as communication practices, as business procedures and practices 
across borders differ. The new experiences and knowledge that is acquired during the first 
three steps, will affect and influence how future communication takes place. Hence, previous 
experiences will affect future businesses. 
 
This implies that the internationalization process and its connection to cultural intelligence is 
of a dynamic nature, where the more experiences and knowledge that are gained when it 
comes to culture, management and communication, the higher the level of cultural 
intelligence will be. Hence, turning global is not only a big first step for a business to take it 
also means that the understanding and learning process is under constant modification and 
revision as long as new international experiences are made. Consequently, it is not only 
important to be focused and observant in the beginning of the global process but also to 
continue to pay attention to cultural aspects along the entire internationalization period. It is 
of vital importance for any international business to realize that the same techniques and 
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practices are not applicable everywhere. There will always be differences and it is important 
to adhere to these changes. Hence, adjustment and adaptation are important too.  It is, 
therefore, significant to understand that the learning process is continuous. 
 
The model below demonstrates how the internationalization process and the levels of cultural 
intelligence interact and how cultural intelligence is constantly improving along the 
internationalization process. 
 
 

 
  
 
Figure 11: The Connection of the Study’s Four Themes and the Development of Cultural 
Intelligence 
Source: Development of the authors’ own model 
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7. CONCLUSION/RESULTS 
 
In this chapter the result of the investigation is presented. The main findings will be outlined 
and explained below. The contribution of the study and lastly recommendations for further 
research will also be presented. 
 
“There are no Universal Solutions to Organizational and Management Problems” 
 
                               Hofstede, 2001, p. 373 
 
 
7.1 Conclusion 
The present investigation started with identifying and explaining theories connected to the 
four themes of the investigation, which include internationalization, culture, management and 
communication. The information collected from the interviews was later compared to the 
theories in order to detect patterns. As new information from the interviews emerged, the 
model presented in this investigation developed. Not only has this procedure confirmed 
findings of earlier research in the internationalization field, it also made this investigation find 
new aspects of international communication. This procedure aimed to assist the authors 
answering the research question: 
 
How does verbal and non-verbal communication influence the Swedish forestry based 
industry and its international business? 
 
The interviews did not only generate fruitful and valuable information but were also 
interesting as examples from different parts of the world were given. This also means that this 
investigation includes experiences from several cultures which provide a wider perspective. 
 
All interviewees agree on the fact that differences exist around the world and that 
communication and language proficiency are valuable. However, the experiences among the 
interviewees are rather different, where some have clearly experienced communication and 
language issues and others not to the same extent. 
 
After analyzing the results the authors have identified some key points which were brought up 
during the interviews. There are four main points which all participants agreed upon and they 
are all closely intertwined. 
 

• Adapting – to adapt to another culture and their way of acting and behaving means 
that both the interaction runs smoother and the communication gets more effective. 
Hence the likelihood of international success is higher. This main point could be 
connected to the behavioral facet of cultural intelligence which means that an 
individual working across cultures must act in a manner appropriate to the 
counterparts culture (Earley & Ang, 2003). 
 

• Respect – when adapting to another culture, respect is not only shown to that culture 
but also gained as the business partner feels valued. Once again, the possibility of a 
smoother and successful interaction increases which in turn leads to a higher 
probability of global success. 
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• No single solution – it is also significant to realize that there does not exist a single 
solution how to act and behave when people from different cultures interact 
professionally. People and organizations are different and as a result one has to act 
accordingly. Hence, what works in one situation does not necessarily work in another 
which also is confirmed by Hofstede (2001, p. 374-375) and Brett et al. (2006, p. 88). 
 

• Networking –entertaining and utilizing networks are also vital aspect of international 
business and expansion. Personal contacts within the network are important, especially 
in small sectors, where the actors all know each other or at least of each other. 
Conducting business in those sectors depends a lot on reputation and personal 
recommendations. Once again, this can be linked to previous theory, where Johanson 
and Mattsson (1987, p. 3) and Johanson and Vahlne (1990, p. 20-22) argue that 
networking is important for building up trust and maintain long-term business 
relationships. 

  
Other points that were discussed and brought up on the interviews were: 
 

• Non-verbal communication cannot be neglected – four out of seven (one, three, four 
and six) mean that body language should be taken into account to when interacting 
with others too, no matter what culture they come from. The own behavior and 
demeanor, as well as the counterpart’s, need to be considered. It is important to keep 
in mind though that different cultures may interpret body language differently. In 
order to avoid misunderstandings and ensure that all partners have the same 
understanding, four out of seven participants have stated that they ask for further 
explanation and explain more themselves if needed.  

 
• Practical experience/learning by doing is crucial in international negotiations – four 

out of the seven respondents (number four, five, six and seven) do talk about the 
importance of learning by doing. The processes and procedures for learning how to 
proceed in international business appear to be much dependent on practical 
experiences and learning by doing practices. This could be due to the fact that people 
and cultures are all different and that one has to adapt to the situation or where one 
goes. 

 
• Understanding – three out of the seven interviewees (number one, two and five) talk 

about understanding their business partner and their culture. If one understand how 
people think, believe and act it is easier to interact and communicate with others. This 
point could be linked to the cognition facet of cultural intelligence which is about the 
understanding of another culture (Earley & Ang, 2003; Earley & Mosakowski, 2004, 
p. 141) 
 

• Open-minded – two out of the seven participants (number one and five) discuss the 
importance of being open-minded or open to others way of thinking. The importance 
of open mindedness can be linked to Ang et al. (2006, p. 120) discussion “openness to 
experience” which is connected to all three facets of cultural intelligence”. By being 
open and trying to understand the surroundings could lead to new increased cultural 
knowledge. In other words, by scanning the environment, which also is considered to 
be the crucial part of cultural intelligence, could give one clues on what works or not 
in a specific setting. 
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• Individuality plays a major role in international business – two out of the seven 
interviewees (number one and three) also mean that one can not only look at the 
national culture. One has to be aware of that the person in front of you is unique and 
therefore also plays a major role in how people communicate.  
 

• National culture affects organizations and their businesses, whether directly or 
indirectly – two out of seven interviewees (four and five) say that they have 
experienced structural and strategic modifications in context with cultural changes. 
Hence, although one has to take personal and individuality into account when doing 
business it appears to be a link between a business and its national culture as previous 
research also suggest.  
 

The above findings are in line with previous research in the internationalization domain. 
However, this investigation also shed light on some new aspects or aspects with new angels 
which contribute to the field of internationalization and communication and can be find 
below. Nevertheless, before that the main contribution will be presented. 
 
7.2 Contribution 
Previous research in the field of cultural studies have focused on studying culture from a more 
static perspective, where the aim has been to place different cultures in different cultural 
dimensions. The present study tries to lift cultural studies to a more dynamic level and 
demonstrates how people, with their cultural knowledge (cultural intelligence), affect and 
influence the internationalization process of an organization. The study also demonstrates that 
people’s behavior is not static. Hence, cultural intelligence influences the internationalization 
process. Consequently, people in the organization affect the internationalization process, 
through the help of their cultural intelligence and their ability to twist this knowledge into 
action. 
 
More specifically, this can be reflected in the following aspects: 
 

• Language skills do affect the collaboration and may lead to misunderstandings, but 
not necessarily - even though English is used in most international meetings and for 
business encounters, speaking the local language can be necessary in order to win over 
business partners. Interviewee two and six even state that in some countries they 
perceive it as necessary to speak the local language in order to break the ice and 
conduct business there. The experiences are different though, some mean that 
language differences has led to misunderstandings sometimes whereas an example of 
improved collaboration with a business partner with less developed language skills 
than the former has been given. Although the latter example, the majority of language 
differences seem to lead to misunderstandings. However, how language influence 
international businesses and the results of the misunderstandings do vary between 
businesses though. There is no general answer. Still, it is important to recognize that 
language skills can be improved upon and therefore also enables people to affect the 
internationalization process. Due to the complexity of languages, it can be argued that 
the learning of a new language is a continuous process as it is hard to be fully aware 
and know every aspect, meaning and characteristic of a second hand language. This 
does not imply that people cannot communicate in another language than their mother 
tongue, but to demonstrate that it is hard to know all the nuances of a language but the 
native language. Hence, it could be stated that the language learning process is 
dynamic. Language skills are constantly improved and with new knowledge come new 
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understandings which, once again, enhance the current knowledge of people and 
therefore also increase their cultural intelligence. Hence, language, and therefore also 
culture, is more of a dynamic phenomenon. Reflecting on three of the interviewees 
comments upon language acquisitions, it is clearly demonstrated that language skills 
are significant. The first interviewee states that the teaching of foreign language in 
schools today is insufficient, whereas the sixth respondent regrets the fact of not 
studying more languages in school. The seventh participant also points out that it is 
hard to find people with the right language skills. Although language is considered to 
be of great importance by all respondents, only 25% of the businesses investigated 
offer language training which is an interesting aspect. 

 
• Behaviors are not national bound – although people grow up in a culture where a 

certain cultural behavior is emphasized, this does not mean that the behavior is static. 
As individuals enhance their knowledge about other cultures they are subject to 
change. Interviewee two, for example, states that it is not as simple as placing people, 
countries or cultures into categories. People learn through their experiences and 
someone who is individualistic in the beginning can learn how to act, behave and do 
business with an individual from a collectivist culture. Hence, this not only implies 
that people can affect the internationalization process, but also that cultural 
characteristics can be changed or at least adapted to. Therefore, culture is more of a 
dynamic phenomenon and should be studied and investigated from a dynamic 
perspective. If these differences lead to problems or not, depends on who is asked. 
People cannot be placed into folders. Everyone is unique. Most previous cultural 
studies neglect the changing and adapting of behavior and that people can assimilate. 
 

New Aspects of Previous Findings 
 

• Companies and industries do not necessarily follow the same pattern – the findings 
have shown that the companies in general follow the Uppsala internationalization 
process model in that they expanded to psychic closer countries first. The 
circumstances that the first venture into a foreign country was a Scandinavian country 
can be contributed to the fact that Scandinavia harbors a forestry cluster. Thus, it 
would have naturally been logical for the companies to expand to those countries first. 
Although the companies have stated that cultural and language aspects as well as 
geographical proximity have played a role in choosing the foreign markets, not all of 
the companies, such as company D have followed the Uppsala internationalization 
process model strictly. Hence, one could pose the question if a similar company 
located elsewhere would also expand to a psychic close country or would rather try to 
enter Scandinavia. Additionally, the internationalization process and its procedures 
may depend on different factors when organizations from different industries decide to 
turn global, such as the environment or technological development. Hence, to choose 
and start with psychic closer countries in the beginning of the internationalization 
process is not always the obvious route for every company or industry to follow. 

  
• Individuals’ cultural intelligence influences the internationalization process – 

Nowadays, people are exposed to other cultures from a young age on already. 
Through technological innovations and the spreading of media, different cultures are 
omnipresent in many households. The ever-present exposure sensitizes people to 
cultural and national differences and teaches how to interact in intercultural 
environments. Cheaper airfares and higher general mobility add practical intercultural 
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interaction. These factors enhance people’s cultural intelligence. These experiences 
and knowledge provides managers and entrepreneurs with the fundamentals they need 
to enter and penetrate foreign markets. Thus, this knowledge can enable them to skip 
stages of the internationalization model. 

 
According to previous literature, cultural intelligence plays a major role for people when 
communicating and doing business abroad. The present study takes this a step further and 
argues that cultural intelligence is a recurrent phenomenon in the internationalization process 
which organizations are dependent on in order to be successful internationally. Hence, 
cultural intelligence plays a major role in international business; it is not only important for 
the sole individual but also for the organization as a whole, which desires to stay successful 
abroad.  
 
The connection between the internationalization process and cultural intelligence is illustrated 
in the figure below. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 12: The Dynamic and Recurring Understanding of Cultural Intelligence 
Sources: Development of the authors’ own model. 
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To sum up, during the organizations’ internationalization process the understanding of 
cultural intelligence increases. This level of cultural intelligence will be enhanced as long as 
the business operates internationally as new cultural knowledge and know-hows are 
generated. Consequently, the connection between international operations and the continuous 
process of cultural learning, cultural intelligence, is of a dynamic nature. 
 
7.3 The Cultural Intelligence Questionnaire 
The result of the questionnaire indicates that none of the seven investigated participants have 
a high score in all three facets of cultural intelligence. This is in line with the investigation 
performed by Early and Mosakowski (2004) who found that only 5% of the managers 
received a high score in all three facets. Still, it is important to remember that the managers in 
this study are successful on the global market. However, as the investigation has suggested, 
cultural knowledge and understanding is a continuous and dynamic process. It is, therefore, 
always room for improvements and the participants in this study will most likely enhance 
their cultural intelligence level as long as they operate on the global market. 
 
7.4 Guidelines and Recommendations 
Below the researchers present some guidelines and recommendations for how managers could 
improve and enhance the efficiency of international business. 
 

• Managers must understand the significance of cultural knowledge on a national and 
organizational level, but also the individual aspect – although it is valuable to have 
knowledge about both national and organizational cultures, individuals’ peculiarities, 
which to some extent is reflected in the national culture but not solely, must be taken 
into consideration too for the communication between the business partners to be 
efficient.     

 
• Managers must realize the essentials of language skills – it would be suggested for 

managers to offer more language training to their employees as this could be a deal 
breaker if it is not functioning properly. Hence, the success of an international 
business can be due to its employees’ language skills. 
 

7.5 Further Research 
As this investigation is focused on how communication affects businesses operating overseas, 
the behavioral facet of cultural intelligence is the focal point. A proposal for further research 
could, therefore, be to investigate the remaining facets, the cognitive and the motivational in 
relation to internationalization. Another suggestion for further research could be to perform 
the same investigation, but in other industries to see if the same pattern applies. As the 
forestry based industry not only has a unique culture, but also is dependent on the 
environment and expands to areas possessing the right physical environment differences in 
other industries might exist. Lastly, another proposal is to perform an investigation with 
female managers to see if the result between the sexes differs. 
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8. QUALITY CRITERIA 
 
In this chapter the quality and trustworthiness of the investigation (the interviews) will be 
presented with the help of four quality criteria, credibility, transferability, dependability and 
confirmability. At the end the quality criteria for the questionnaire will be discussed. 
 
“If the results of a study are not deemed to be valid then they are meaningless to our 
study” 

      
Author Unknown 

 
 
8.1 Introduction 
When it comes to quantitative research Validity and Reliability are vital criteria to take into 
consideration when the quality of research is to be established (Bryman & Bell, 2007, p. 410). 
The purpose of validity is to make sure that the research measure what it is supposed to 
measure and the purpose of reliability is to make sure that an equal result is reached if the 
same research is performed (Bryman & Bell, 2007, p. 163-165; Saunders et al., 2009, p. 156-
157; David & Sutton, 2004, p. 171; David & Sutton, 2011, p. 20). Hence, these both criteria 
are linked to measurement and quantification which is strongly connected to the quantitative 
research (Bryman & Bell, 2007, p. 28). As measurement and quantification is not the main 
concern in qualitative research, the use of these criteria in qualitative research has been widely 
discussed (Bryman & Bell, 2007, p. 410; Marschan-Piekkari & Welch, 2004, p. 16; 
Silverman, 2011, p. 16-21). For example, reliability is hard to apply when interviews are 
performed due to the importance of context (Marschan-Piekkari & Welch, 2004, p. 260). As a 
result some corresponding quality criteria have been suggested for qualitative research 
(Bryman & Bell, 2007, p. 410-411; Marschan-Piekkari & Welch, 2004, p. 16) where the most 
common is Lincoln and Guba criteria (Marschan-Piekkari & Welch, 2004, p. 16). Lincoln and 
Guba (1985, 1994, cited in Bryman & Bell, 2007, p. 411; 1985, cited in Marschan-Piekkari & 
Welch, 2004, p. 16; 1985; Marshall and Rossman, p. 2011, 40; Remenyi, 2009, p. 116) 
suggest that the trustworthiness of qualitative research should be evaluated based on four 
other quality criteria; Credibility, Transferability, Dependability and Confirmability. These 
criteria correspond to the quantitative research criteria of Internal Validity, External Validity, 
Reliability and Objectivity respectively (Lincoln & Guba, 1985, p. 300). 
 
Hence, Lincoln and Guba have received major attention in this matter and they have also been 
widely discussed by other researchers. Consequently, based on the above discussion, the 
quality criteria used in this study are the four criteria suggested by Lincoln and Guba. 
 
8.2 Credibility 
Credibility, which is comparable to internal validity of the quantitative research (Lincoln & 
Guba, 1985, p. 300; Bryman & Bell, 2007, p. 411), is concerned with the investigators ability 
to interpret the results in the way the participant portrays and explains the social world 
(Bryman and Bell, 2007, p. 411; Remenyi, 2009, p. 116). It is, after all, the participants’ point 
of view that are of interest and as the social world is viewed upon differently among people it 
is important to make sure that the social world is portrayed according to the participants 
understanding. Credibility also means that good practices should be employed along the 
investigation (Bryman and Bell, 2007, p. 411). 
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In order to conduct a research which comply with the credibility criteria, this investigation 
adhered to the two aspects above. The interviews were recorded in order for the investigators 
to be able to go over the interviews several times in order to make sure that the answers were 
as close to the interviews point of view. To make sure that the interviewees’ point of view 
were put forward and portrayed in the light of how they perceive the social world, the 
research findings were also sent back to the participants to ensure that they were interpreted 
correctly. Along the entire investigation, the authors also made sure to treat each and every 
participant with respect but also to listen and adhere to their wishes. Early on, it was made 
clear that the information gathered for the investigation would only be used in the present 
research and that no identities would be revealed. Later, on each and every interview the 
participants were asked about anonymity in more detail and what kind of information they 
would agree to reveal to make sure to not step on anyone’s toes. It was also clearly stated in 
the first e-mail what the investigation would be about, not only to make sure to reach 
appropriate participants, but also to make them begin reflecting on their respective 
experiences. 
 
8.3 Transferability 
Transferability concerns how gathered and investigated data can be transferred to and applied 
in other settings (Lincoln & Guba, 1985, p. 316) and can be linked to the quantitative research 
of external validity (Lincoln & Guba, 1985, p. 300; Bryman & Bell, 2007, p. 411; Remenyi, 
2009, p. 117). As qualitative research is more focused on depth and understanding of certain 
settings the results are harder to generalize to other populations. However, as stated above, the 
focus on a qualitative research is not to generalize to other populations but to other theories 
(Bryman & Bell, 2007, p. 424). Qualitative research has been associated with Geertz (1973) 
and what he calls thick description. Geertz means that “ethnography is thick description” 
(Geertz, 1973, p. 9-10) where aspects of different people’s lives, their culture, are to be 
presented and due to the complex phenomena of culture this procedure requires a thick 
description. Hence, transferability has to do with detailed descriptions (Remenyi, 2009, p. 
117). Transferability has, as a matter of fact, been recognized to be a main concern in 
qualitative research (Zalan & Lewis, 2004, p. 520) and the best way to handle this issue, 
according to Seale, is to provide thick description (Seale, 1999, p. 108). In other words, if 
thick description is given generalization to other theories becomes easier. 
 
For the present investigation to be as transferable as possible, the authors of this investigation 
have tried to explain and provide, throughout the entire investigation process, the course of 
action in an as detailed way as possible. In other words, Geertz (1973) suggestion above of 
thick description was applied to the largest extent possible. This was done in order to make 
contributions to theories and thereby develop already existing concepts and theories. All the 
descriptive information, such as data collection, research strategies and research philosophies, 
are to be found in the practical and empirical method chapters above, where also the 
motivations for the choices are provided. 
 
8.4 Dependability 
Dependability, which is linked to reliability in quantitative research (Lincoln & Guba, 1985, 
p. 300; Bryman & Bell, 2007, p. 411) has to do with changes in the environment and the 
adaption to it. In quantitative research the settings are similar and therefore reliability has to 
do with if studies can be replicated (Remenyi, 2009, p. 117). In qualitative research, on the 
other hand, the settings are always changing as the belief of a continuously changing world 
exists (Conrad & Serlin, 2006, p. 416; Remenyi, 2009, p. 117). This means that qualitative 
researchers have to take changes into consideration when doing research (Lincoln & Guba, 
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1985, p. 299). Consequently, it is important to accommodate to those changes and give 
detailed descriptions of them, but also explain the reasons behind the changes, during the 
research and make sure to adhere to the appropriate methods depending on these changes as it 
could be fruitful for the future. Lincoln and Guba (1985, p. 322) also argue that it is important 
to make sure that all the data in an investigation can be reached easily, which can be done 
with the help of an auditor. 
 
To conform with the dependability criteria the present research give detailed descriptions of 
the study which could prove helpful in the future as the social world is under constant 
revision. This information is mainly found in the theoretical and empirical method chapters. 
In addition, to make sure that the records used in the present study are easily accessible, as 
Lincoln & Guba (1985) suggest above, all the documents used can be found in the 
appendices, such as the first e-mail sent to the possible interviewees, the interview guide and 
the cultural intelligence questionnaire. 
 
8.5 Confirmability 
Confirmability, which can be linked to the criteria of objectivity in quantitative research 
(Lincoln & Guba, 1985, p. 300; Bryman & Bell, 2007, p. 411) also concerns objectivity for 
the qualitative researcher (Bryman & Bell, 2007, p. 414). While understanding and being 
aware of the fact that social research will never be entirely objective, a researcher should 
always try to be as objective as possible and not influence the result through personal values 
or theoretical preferences (Bryman & Bell, 2007, p. 414). In other words, the interviewer has 
no own ambition, but to try to demonstrate, present and mirror the “real world”. Once again, 
Lincoln and Gub (1985, p. 219) mean that using auditors is a good way of complying with 
confirmability. Morse and Field (1995, p. 144) also state that qualitative researchers attempt 
to assist and support each other when interpretation of data is taking place, in order to 
recognize their own biases and therefore being more objective. 
 
To adhere to the quality criteria of confirmability in this investigation the authors had an aim 
to be as objective as possible. In order to reach this criterion the investigators continuously 
consulted each other to see how the other interpreted the answers from the interviewees, as 
suggested by Morse and Field (1995) above. This often led to fruitful discussions, especially 
when the two authors’ interpretations were different. To use and auditor, as Lincoln and Guba 
(1985) propose, would not have been possible financially. Another step in order to ensure the 
objectivity of the interviewees’ answers, which already have been stated above, was to send 
what was written back to interviews so they could confirm the answers. The authors also 
believe that merely the fact of being aware of the significance of being objective during the 
research process have contributed in a more objective, and thereby less biased, outcome. Still, 
the authors are aware of and recognize that no research is completely objective which also is 
true for this investigation. 
 
8.6 Credibility Criteria for the Cultural Intelligence Questionnaire 
As the researchers of this investigation did not create the questionnaire, it is difficult to 
evaluate the credibility criteria. However, some clarifications and explanations that the 
authors considered are lifted below. Due to the fact that the questionnaire used in this 
investigation was developed by other researchers, Earley and Mosakowski (2004), the validity 
of the questionnaire would be considered to have been dealt with by those investigators. As 
one of the authors who created the questionnaire is one of the founders of the concept of 
cultural intelligence, it could be argued that this researcher has both deep and extensive 
knowledge in the field and hence, would be one of the best creators of such a test. As this 
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investigation shows similar results to Earley and Mosakowski (2004) study, the authors of this 
investigation consider the questionnaire to be reasonably generalizable too. Since the research 
has not, to the authors knowledge, been performed more than once at the same sample, it is 
difficult to assess the reliability of the test. 
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Appendix 1 
 
Initial E-mail to the Participants 
 
 
Dear Mr. X,  
  
We are two postgraduate students from Umeå School of Business and Economics, who are 
currently writing out Master thesis in Business Administration with a focus on intercultural 
communication. The aim of the investigation is to see how culture affects businesses.  
  
In order to conduct our research we would like to interview multinational companies and see 
how they perceive culture is affecting their business. We have been in contact with Gunnar 
Bålfors and he will be a part of our study. He also recommended us to contact you as we 
would like to interview two individuals. If you could participate in our study we would be 
very grateful. The interviews would be conducted in early or mid-November.  
  
All information provided will be strictly treated, for academic purposes only, and no identity 
information of any respondent will be revealed in our thesis. We would be pleased to inform 
you about our findings if you are interested in that.  
  
Your participation will be highly appreciated!  
  
  
Yours sincerely,  
  
   
  
Sara Nilsson and Sue Truong 
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Appendix 2 
 
Interview Guide 
 
Background 
Could you please describe the company background? 
How long did it take before the company turned global? 
 
For how long have you been working with the company? 
What is your position? 
 
Do you have any previous working experience abroad? 
 
 
Internationalization 
What were the company’s motivations to expand internationally?  
 
How was the foreign market chosen? 
 
How did the internationalization process begin? 
 
Did the company’s geographical expansion follow a certain pattern? 
 
What stages did the company follow during the internationalization process? What was your 
first contact abroad?  
 
To what extent did the company’s experience and knowledge and your individual contribution 
affect the decision to expand internationally?  
 
Were the company’s or personal networks utilized in the internationalization process?  
 
How have the networks affected the company’s internationalization process? 
 
How has the internationalization process affected resource (financial, staff etc.) adjustments?  
 
How has new market knowledge affected the continuation of expanding abroad? 
 
How do you think the knowledge you currently acquire, will serve the company’s future 
international business operations? 
 
Has one of your internationalization attempts failed or not developed as planned? If so, what 
do you believe were the reasons for this? 
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Culture and Management 
Have you experienced differences in power when interacting with business partners? If so, 
how? If power differences existed, did this affect the collaboration and how? 
 
Have you experienced differences in individualistic versus collectivistic views?  
If differences existed, did this affect the collaboration and how? 
 
How do you perceive that your business partners communicate?  
 
 
Communication 
What role do cultural differences play in your day to day activities? 
 
How was your pre-knowledge of the new partner’s culture before you started to 
communicate? 
 
In which languages do you communicate mostly? 
 
How does your behavior change when communicating with an international partner?  
 
Have you experienced cultural differences and different ways of conducting business when 
communicating with an international partner? 
 
What roles do respect and consideration of cultural differences play when doing business 
abroad? 
 
What kind of training (intercultural, communication and language) is offered to the staff? 
 
Are people with specific language skills hired when expanding overseas or are external 
resources used? 
 
What do you think are the main factors of miscommunication in the company?  
 
What kind of language barriers and miscommunication have you experienced? 
 
Has the company missed a business opportunity because of limited language skills? If so, how 
has this been dealt with to overcome language barriers? 
 
What do you believe is the connection between using foreign language and international 
success? 
 
How do you avoid misunderstandings in communication? 
 
Is there anything else you want to add? 
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Appendix 3 
 
Diagnosing Your Cultural Intelligence 
 
These statements reflect different facets of cultural intelligence. Our work with large groups 
of managers show that for purposes of your own development, it is most useful to think about 
three scores in comparison to one another. These facets consist of cognitive/mental, 
physical/behavioral and emotional/motivational aspects. 
 
Rate the extent to which you agree with each statement, using the scale:  
 
1 = strongly disagree, 2 = disagree, 3 = neutral 4 = agree, 5 = strongly agree.  
 
                Before I interact with people from a new culture, I ask myself what I hope to     
_____      achieve. 
 
                If I encounter something unexpected while working in a new culture, I use this 
_____      experience to figure out new ways to approach other cultures in the future. 
 
_____      I plan how I’m going to relate to people from a different culture before I meet them.  

                When I come into a new cultural situation, I can immediately sense whether 
_____      something is going well or something is wrong. 
 
                It’s easy for me to change my body language (for example, eye contact or posture) 
_____      to suit people from a different culture.  
 
_____      I can alter my expression when a cultural encounter requires it.  

                I modify my speech style (for example, accent or tone) to suit people from a 
_____      different culture. 
 
_____      I easily change the way I act when a cross cultural encounter seems to require it.  

_____      I have confidence that I can deal well with people from a different culture.  

                I am certain that I can befriend people whose cultural backgrounds are different 
_____      from mine.  
 
_____      I can adapt to the lifestyle of a different culture with relative ease.  

_____      I am confident that I can deal with a cultural situation that’s unfamiliar.  

 

Source: Earley, C. & Mosakowski, E. (2004) “Cultural Intelligence”, Harvard Business 
Review, p. 143
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Appendix 4 
 
Summary of Empirical Findings and the Result of the Cultural Intelligence Questionnaire 

In order to give a good overview of the empirical findings from the interviews the result will be divided into two different tables. The first table 
presents the similarities and resemblances that were brought up and discussed by at least two or more of the interviewees. The second table 
demonstrates the nuances of the interviewees’ answers and is therefore more focused on the different perspectives that each interview has. Lastly 
the result of the cultural intelligence questionnaire will be presented. 
 

Table 1: Similar Findings Between the Interviewees 

Internationalization 
 Interviewee 1  Interviewee 2 Interviewee 3 Interviewee 4 Interviewee 5 Interviewee 6 Interviewee 7 
        
Chose the foreign 
market due to 
language and/or 
distance 

X X X X X X X 

Expansion 
followed psychic 
distance chain 

X X X X X  X 

Internationalization 
followed stages 

X X X X X X X 

Have sales 
representatives 
abroad 

X  X X X X X 

Utilized network 
during 
internationalization 
process 

X X X X X X X 

Resources needed X X X X X X  X 
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to be adjusted 
during 
internationalization 
process 
New market 
knowledge has 
affected expansion 

 X X X X  X 

Thinks that the 
currently acquired 
knowledge will be 
useful in the future  

X X X X X X  

Had failed 
internationalization 
attempts  

   X X X X 

        
Culture and Management 

 Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 Interviewee 5 Interviewee 6 Interviewee 7 
Experienced and 
observed 
differences across 
borders 

X X X X X X X 

Agree that it is 
important to adapt 
to the place where 
one is going and 
the people one 
work, collaborate 
or negotiate with 

X X X X X X X 

Agree that it is 
important to 
respect other 
cultures and its 

X X X X X X X 
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people 
Agree that there 
does not exist a 
single solution for 
how to behave and 
act when people 
from different 
cultures interact 
professionally 

X X X X X X X 

Discuss the 
significance of 
understanding the 
business partner 
and their culture 

X X   X   

Discuss the 
importance of 
being open or open 
minded 

X    X   

Mean that not only 
culture, but also 
individuality has to 
be considered 
when interacting 
professionally 

X  X     
 
 
 
 
 
 

        
Communication 

 Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 Interviewee 5 Interviewee 6 Interviewee 7 
Affected by 
cultural differences 
daily 

X X  X X X X 

Had some pre-  X X X X X X 
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knowledge of new 
culture 
Feels restricted 
when using second 
language 

X X X X X X X 

Thinks respect and 
consideration of 
other cultures are 
important 

X X X X X X X 

Adapts to others X X X X X X X 
Offers 
language/culture 
training for staff 

X X      

Considers 
language skills 
when hiring 

X X   X X X 

Hires external 
resources 

X X X X    

Has experienced 
miscommunication 

X  X  X X X 

Thinks 
miscommunication 
is due to language 
skills  

X    X X X 

Thinks 
miscommunication 
is due to cultural 
differences 

X X   X X X 

Uses two-way 
communication to 
avoid 
misunderstandings 

 X  X X X X 
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Thinks body 
language is 
important 

X  X X  X  

Thinks they have 
missed business 
opportunities due 
to limited language 
skills 

X X   X X X 

Sees a connection 
between use of 
foreign language 
and success 

X X X X X X X 

  

 
Table 2: Nuances that were Discussed and Reflected Upon by the Participants 
 
Interviewee Internationalization Culture and Management Communication 
Interviewee 1 • First international 

expansions through personal 
network 

• Export, but no plants 
• Does not consider countries, 

but rather customers. Big 
customers are also global 

• Mean that differences do not 
only exist across borders but 
also within Swedish 
organizations. Therefore it is 
hard to know if these 
differences result from the 
national culture, the business 
culture or the people 
themselves. 

• States that the industry might 
have to be taken into 
consideration too as the 
acceptance towards new 
techniques differ among 

• Adapting is a question of 
competence and having the 
right people 

• Miscommunication due to 
long information chain from 
customer to them and the 
change in company structure 
due to employee turnover 

• Not pleased with Swedish 
school system, since he feels 
foreign languages are 
neglected 
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countries. 
• Say that the communication 

style could be affected by 
language aspects/skills and 
that one has to be open 
minded and try to understand 
what is going on around you.   

Interviewee 2 • Expansion to countries 
where the technology was 
accepted first 

•  

• State that it is not that simple 
to divide people into these 
cultural categories. People 
learn and develop and hence 
change. 

• Still, these differences affect 
the collaboration process, not 
necessarily in a bad way 
though.  

• Mean that people use words 
in different ways which 
could affect the 
communication.  

• Pays attention to both his and 
the business partner’s body 
language and means that he 
tries to understand and adapt 
to the business partner. 

• New employees follow 
senior manager or CEO in 
order to get their knowledge 

• Language skills must be 
within the company 

• Interpreters are more or less 
useless, it is really difficult 
to translate in business. 
Besides, they would need to 
have peculiar knowledge 
about the product 

• One of the main factors of 
miscommunication is 
different business traditions 
and traditions in general 

• Has not experienced severe 
miscommunications, because 
they interact with trained 
business partners who 
directly say what they want 
or do not understand 

• Uses practical things like 
technical drawings or memos 
to avoid misunderstandings  

Interviewee 3 • Expanding to where a market • Mean that because the • Perceives personal issues 
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exists. Selling to Sahara 
would be difficult 

business is well-known it act 
as a gate opener to/for the 
top management  

• State that one cannot only 
look and assume that it 
depends on the culture, it is 
important to take 
individuality and personal 
attitudes into consideration 
too.  

• Mean that adaptation is 
important and no matter 
where they go they have to 
adapt. 

rather than cultural 
differences 

• Adapt to international 
partners but also to regional, 
or example from the North 
and South of Sweden 

• Working with translators and 
interpreters puts the 
company in a bad situation, 
since it increases the time 
needed for negotiations and 
one is never sure if the 
translation is correct 

• Does not think the company 
has missed a business 
opportunity due to limited 
language skills. Technology 
can help with language 
barriers 

• There are bigger differences 
in body language in the 
country than between 
cultures,   

Interviewee 4 • Global network has helped in 
choosing new markets 

• You have to be in the market 
to have the know-how. Be on 
site to know the locals 

• Mean that differences across 
borders have led to 
misunderstandings. 

• However, he states that this 
has also improved and fasten 
the collaboration procedure, 
although the language skills 
of the present partner are not 
as developed as the former.  

• Does not hire people for their 
language skills. Required 
knowledge is top priority. 

• Two-way communication in 
order to avoid 
misunderstandings, language 
is secondary. 
Communication skills 
necessary for that kind of 
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• States that they have to learn 
and adapt to the culture they 
a planning to do business in. 

two-way communication 
• It doesn’t matter what 

language you communicate 
in, the body language makes 
80% of the communication 

Interviewee 5 • Expanded to where 
mechanized forestry was 

• Could expand to more 
countries, but they do not 
have the suitable 
infrastructure to handle the 
logs after harvesting them 

• Used to have two plants 
abroad, but not anymore 

• Cannot simply copy and 
paste from past 
experience/knowledge, but 
need to also learn about new 
markets and see what can be 
used 

• Mean that differences across 
borders have affected the 
business to some extent. 

• Highlights that it is 
necessary to understand and 
adapt to different cultures 
from both from a leadership 
point of view and company 
point of view.  

• He stresses that behavior 
matter as well as the 
importance of being open to 
their (other cultures) way of 
thinking. 

• Sometimes meetings need to 
be put on hold for the 
different language groups to 
discuss among themselves 

• Has experienced that in some 
cultures people talk around 
the subject 

• Always need to 
communicate based on the 
receiver’s point of view 

• Used to send expatriates in 
the past, but no they have 
leveled up the skills and use 
local representatives 

• Avoid missing business 
opportunities due to limited 
language skills by hiring 
local staff 

• They are working in a global 
environment, so need to 
develop skills to meet people 
halfway instead of forcing 
one’s own way upon them 

Interviewee 6 • Started selling in Canada by 
surpassing the manufacturer 
they sold to 

• Many of their customers 

• He states that in the Western 
world strong and long-term 
relationships are valued and 
that is the reason people are 

• Need to adapt to partner’s 
culture, for example be tough 
with Russians and 
polite/gentle with English 
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were gained through 
recommendations 

• Initially failed in Canada, 
because they just focused on 
selling and did not offer 
training 

• Personal contacts are really 
important in terms of trust 

interested in getting to know 
the manager, not to discuss 
details. At other places the 
managers are the only ones 
who can take decisions; 
hence everything has to go 
through the managers, which 
can cause problems as the 
business partner manager 
only want to talk the 
manager in the company.  

• Explains he has experienced 
differences in countries 
closer to each other too. 
More specifically, within 
Europe. 

• Some non-native speakers 
can be very stubborn about 
using certain words to 
describe something, even 
though it is the wrong word 

• It’s about communication, 
not about showing off 

• Learning by burning. The 
fastest way of learning is to 
do it 

• Used to only employ 
Swedes, but now have local 
sales people 

• His greatest regret is not 
having learnt more languages 

• Missed a business 
opportunity, because they 
could not communicate in a 
common language 

Interviewee 7 • Followed the machine 
manufacturers when 
expanding, because 
machines have to be in the 
country first 

• Production plant in Finland 
and Canada and sales 
subsidiaries abroad 

• Forestry sector is very small 
with a culture of its own 

• Although differences have 
been experienced he means 
that they are probably not as 
obvious as in other sectors. 

• He states that the forestry 
sector is small and has a 
culture of its own and 
therefore the culture is rather 
similar across borders too. 

• Cultural differences do not 
play a big role, since most 
communication goes through 
email 

• Forestry sector is like a big 
family that share knowledge 
even if they are competitors 

• Had a lot of problems in 
Russia, since they did not 
receive information about 
shortcomings of their 
product 

• Had customers call and hang 
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Table 3: Result of the Cultural Intelligence Questionnaire  

 Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 Interviewee 5 Interviewee 6 Interviewee 7 
Cognitive CQ 3,75 4,5 3,5 3,75 4,5 4,5 4,25 
Behavioral CQ 2.75 4 3,25 3 4,5 3,75 3,5 
Motivational CQ 4,25 4,25 4 3,25 4,25 2,75 3,75 
 

 

 

 

 

 

 

 

up again after they realized 
the company did not speak 
their native language in the 
past 

• Nowadays, when hiring 
English and Swedish are a 
must 


