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Resumé 

Vejen til den perfekte forhandling med Japan 

Denne afhandling tager udgangspunkt i de problematikker en dansk forhandler skal være opmærksom på, 

når han/hun skal interagere med en japansk virksomhed. Den første del af opgaven gennemgår relevante 

begreber indenfor forhandling, heriblandt den integrative og distributive forhandlingsstrategier, 

relationsopbyning og tillidsdannelse. Den anden del af opgaven fokuserer på kulturelle forskelle mellem 

Japan og Danmark, hvor der er blevet taget udgangspunkt i Schein, Hofstede og Trompenaars’ kulturteorier. 

Den tredje del af opgaven har fokus på interpersonel kommunikation og hvordan det bruges i en 

forretningsmæssig forbindelse. Her nævnes blandt andet kropssprog, kulturel intelligens og tilpasning til 

den enkelte kultur. To forhandlere fra henholdsvis Japan og Danmark er blevet interviewet med henblik på 

at undersøge, hvorvidt de gældende teorier stadigvæk kan bruges i praksis. Der blev fundet frem til at fast 

integrerede ritualer, som udveksling af visitkort og gaver, i høj grad er tilpasset til den enkelte kultur, men 

er mere en del af den interne japanske kultur. Der er derfor ikke samme behov for kendskab til alle dele af 

ritualets fremførelse.   

Den sidste del af opgaven er delt i 3 faser: forberedelse, aktiv deltagelse og opfølgning. Her blev der fundet 

frem til, at japanere i høj grad vil foretrække en integrativ, og derfor en relations opbyggende strategi, når 

de forhandler med en dansk virksomhed. Ifølge den japanske forhandler, som i oktober måned var i 

Danmark for at forhandle med Carlsberg, brød Carlsberg flere kulturelle etiketter, som f.eks. at afstå for at 

bruge tid på relationsopbyning. Ifølge den danske forhandler, er danskere gode til at tilpasse sig, men 

generelt dårlige til at forberede sig. F.eks. er det vigtigt at vide, hvem der deltager i forhandlingen, deres 

baggrund og de to partners indbydes historik. Til sidst i opgaven diskuteres forskelle og ligheder mellem 

teori og praksis, samt grundlaget for denne ændring.   
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Introduction 

Globalization has changed the world of negotiation. Before, a Danish businessman could read the Danish 

newspaper Politiken’s Turen går til Japan (The Trip goes to Japan) on how to do business in Japan. The 

Japanese could read a similar book, anticipating that the book was right about the Danish business person. 

But what if some of the stereotypes of such books are outdated?  

Times have changed. 10 years ago, Japanese negotiators were primarily men. In recent years, the Japanese 

prime minister, Shinzo Abe, has started a program giving companies money to hire women into their 

companies. Japanese women are thus starting to enter the field of negotiation in Japan, meaning that the 

stereotypes about Japanese male negotiators cannot be said about Japanese women (The independent, 

2015).  

Technology is another factor. Today, Negotiators from different countries meet in a matter of minutes and 

connect through Facebook or LinkedIn. Their negotiation is not only done face-to-face, it is done by E-mail, 

over the phone, or even over Skype as well. Consequently, intercultural gatherings occur more often and 

the need for proper communication is growing rapidly. The world is as connected as it has ever been, and 

now more than ever, cultural understanding is a must when people from different nationalities interact 

with each other. The technology is therefore not the same as 10 years ago and therefore the perception of 

negotiation techniques has changed radically. 

Furthermore, we see a Scandinavian designer boom in Japan these days. According to the Japanese 

Ministry of Foreign Affairs (MOFA) Novo Nordisk, Lundbeck and Leo Pharma, have formed strategic 

alliances with Japanese companies(MOFA,2015). Danish companies like Lego, Royal Copenhagen and Georg 

Jensen are all well-known brands in Japan. But more recently, shops like Tiger and Søstrene Grene have 

bloomed in Japan and have all been well accepted by the Japanese people (MOFA, 2015). Many of these 

companies appear to be aware of the importance of intercultural communication when doing negotiation 

with a company from another culture. They usually follow the old books on how to do business with 

countries like Japan. Many of these books tell the reader that preparation is crucial, but they do not explain 

in detail how to prepare oneself for the negotiation. So, with all of these new changes, can we be be sure 

that the book is still accurate? Should we still follow the footsteps of the wise? 

 It is under the impression of the writers of this thesis that many Danish companies still do not 

prepare themselves enough for an intercultural negotiation, especially when negotiating with 

countries like Japan. It may not be because of the lack of interest, but more the lack of proper 

information. We need to prepare ourselves differently when doing a Danish-Japanese negotiation. 
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To be interculturally competent, we cannot only rely on the path of the wise. We need to find our 

own path in order for us to understand that our road might be a shortcut instead of a detour. 

Motivation 

Nina: Ever since I was a little girl, I have been fascinated by Japan and the Japanese culture. It is therefore 

no mystery that I decided to study Japanese at University of Copenhagen. After two years of studying 

Japanese, I finally went to Japan where everything I had read and learned finally made sense to me. But the 

Japanese courses alone could not teach me a business approach to Japanese. Thus, I decided to do my 

master degree at Copenhagen Business School. Luckily, I met Kristian, who is as fascinated about Japan as I 

am. We both wanted to combine our favorite courses at CBS for a Master's Thesis. Here, we both wanted 

to use the course Skilled Interpersonal Communication. But we needed another course to use for our 

Master's Thesis. At the final year of our Master’s degree programme, we found a course on negotiation 

that we found extremely fascinating; especially in a cross-cultural setting. After the exams, we decided that 

negotiation in a cross-cultural setting should be our main focus in our master thesis. Thus, it is very 

important to clarify that this thesis is not just a regular Master's Thesis, where some student just 

accidentally picked a subject. For us, this is our final masterpiece to clarify our interests and curiosity about 

two countries that are very different, but in some ways also very alike.  

Kristian: My fascination for Japan began when I was a small child when I saw a Japanese anime, which was 

very popular at the time. I decided to learn Japanese in an evening school in Copenhagen a couple of years 

ago. However, for years, I have been the only one within my circle of friends who had this interest for Japan. 

By accident, Nina overheard a conversation I had with a fellow student who I knew from University of 

Southern Denmark, where I studied my bachelor. I said that I started learning Japanese again and how 

much I admired the Japanese culture. Nina presented herself and she mentioned World Campus 

International, which is an organization that organizes home stay programs in Japan. Apparently, Nina and I 

were the only students in our class who were interested in Japan, so we quickly became good friends. Nina 

introduced me for lots of people in Denmark, who shared my interest in Japanese language and culture. In 

the summer of 2015, I spent two months in Japan, and I met many Japanese people, who I became friends 

with. I lived in the homes of six lovely Japanese families in Suita (Osaka), Uda (Nara), Isehara (Kanagawa), 

Abiko, Toride, and Kashiwa (Tokyo). To this day, I still keep in regular contact with most of the Japanese 

people I met last summer. A person worth mentioning is my host sister called Ai. I spent two weeks with 

her and her family in Osaka. She is about my age and we quickly developed a close friendship. Ai does not 

speak English, and I am not good at Japanese. However, I found out that communication is much more than 
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oral interaction. It also includes a lot of body language. Ai and I write together every single day. It motivates 

me to not only learn Japanese, but also to be clever at school. 

Nina and I formed a hard-working study-group, where we discussed all the things we learned at CBS. The 

two years we spent at CBS has been amazing for both of us. We have learned a lot and developed our 

professional competences so much in only two years. Therefore, we decided to write our thesis together, 

and to combine our interest in Japan with some of our favorite courses: Skilled Interpersonal 

Communication, Negotiation, and Cross-Cultural Management. My biggest ambition is to find a job in Japan. 

Hopefully in a Danish company, since several Danish companies have established themselves in Japan 

through internationalization. I hope that by combining our favorite courses with our interest in Japan can 

help me achieve my dream. 

Problem identification  

Based on the introduction, we have the impression that Danish negotiators need to prepare themselves 

differently in order to be aware of how to do a proper negotiation with a Japanese company. Thus, the 

target group is Danish negotiators from large Danish companies that do international trade with Japanese 

companies. The purpose of this thesis is to point out that in order to succeed in an intercultural negotiation, 

our own intercultural knowledge is everything. Our job is therefore to enlighten the reader of how 

elements of culture, negotiation and adaptive communication are important to be successful during the 

negotiation. 

Research Question 

In the light of the problem identification, our research question is as follows: 

What should a Danish negotiator be aware of when engaging in an intercultural negotiation 

between a Danish and a Japanese company? 

 

To answer the above research question, we will answer three sub-questions that combined will lead to our 

final comparative analysis, in which we will answer the research question.   

 

1) Which basic negotiation techniques would be applicable in a negotiation between Denmark and Japan? 

2) Which cultural norms and values have an impact on Danish and Japanese negotiation behavior?  

3) Which interpersonal communication tools have an impact on negotiations between Japanese and Danish 

companies? 
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Delimitation 

The thesis includes classical culture theories based on Hofstede, Gesteland, Beamer and Varner, as well as 

Trompenaars and Hampden-Turner. We are aware that more cultural dimensions could have been added, 

but we believe these theories are what negotiators are most likely to know of, or search for, before an 

intercultural negotiation.  

Furthermore, we know there are other theories regarding intercultural communication, culture, and 

negotiation. However, we decided to use the most well-known theories from our classes at CBS. 

Also, we know that the images that our theorists present of these cultures do not match all Danes and 

Japanese. Yet, we use these cultural theories to present a snapshot of what is known as general opinions 

and values in both countries.   

Because of the natural limitation in this kind of thesis, we cannot interview every relevant person to the 

thesis. Thus, we cannot claim a complete picture of the entire truth, but only part of it. 

Structure  

To answer the thesis statement, we have chosen to divide our thesis into four overall sections. Three of 

them are theory-sections: One of negotiation, one of culture and one of intercultural communication. Our 

thesis will therefore start off with a section covering the central aspects of negotiation and what 

negotiation strategies that are essential in Danish and Japanese negotiation. Also, we believe that culture 

determines how people communicate and thus lays the foundation of their impression of people from 

other cultures. The second section will therefore focus on cultural theories and discuss the central aspects 

of Danish and Japanese culture. Furthermore, we believe that proper communication is crucial for a 

negotiation to take place. Therefore, the third section will deal with communication in terms of verbal and 

non-verbal communication and how to use it in negotiation. All these three sections are crucial and should 

be seen as jigsaw puzzle-pieces that combined will answer the thesis statement in a fourth and final jigsaw 

piece: The comparative analysis. 

The analysis will be divided into three parts: Preparation, active choices and follow up. In these sections, we 

will compare theory with answers from our interviewees to dismiss and confirm relevant theories on 

intercultural negotiation with Japan. Finally, we will discuss the reliability of the results from the analysis to 

answer the research question. 
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Methodology 

Research philosophy 

The scope of our thesis is to find out what Danish negotiators should be aware of when doing an 

intercultural negotiation with a Japanese company. Even though there are several ways to approach this 

research question, we chose to do a comparative analysis based on how the interviewees and we perceive 

reality.  

Also, the thesis follows a constructivist research philosophy and therefore, we will argue in the following 

section that there does not exist only one reality. 

Since our thesis is only based on two interviews, we are limited in making broader generalizations based on 

our findings.  

Constructivism 

The constructivist paradigm deals with the idea that reality is a construction and challenges the 

understanding of reality and therefore the prevalent truth (Justesen and Mik-Meyer, 2010). It can therefore 

be argued that constructivism is a theory of knowledge, which argues that humans produce knowledge and 

meaning from the interaction between their own experiences and ideas. 

Constructivism argues that what is considered essential is, in fact, constructions that could have been 

different. According to Collin (2003) the basic construction is not an intentional activity, but quite the 

contrary, as the very construction process is not deliberate. Thus, the constructivist perspective is that the 

reality and world around us are always up for alteration and there is no final answer to what reality is really 

like. Therefore, one can highlight some criticism to the fact that things can be handled differently. 

Furthermore, there are three dimensions within constructivism: 

 

1. Those who see the process determined by social actors. 

2. How the researchers become a part of constructing the reality which they are studying by using 

different methods, also known as ontological constructivism. 

3. Some people tone down the role human beings play as actors and subjects in the construction 

processes thereby taking a more abstract position in discourses and episteme (Justesen and Mik-

Meyer, 2010) 
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As Danish negotiators function in a changing context, they make different strategies and solutions for what 

is seen as emerging obstacles, problems or opportunities. 

Thus, by having this assumption, we think of the strategies and solutions made by negotiators as not being 

eternal or absolute, but more an option among several possible strategies. 

We are not arguing that these strategies are selected randomly or accidentally, but more that they are 

constructed by the interviewees. Furthermore, as a product of their own construction, we state that this 

reality could have been constructed differently. 

As stated by Collin and his three dimensions, we chose the strategy for the comparative analysis and 

thereby stated how a given problem is to be seen and analyzed. In such a context, we become a “co-

constructor” of the object being analyzed and thereby also of the produced knowledge (Collin, 2003). 

Based on this description, the most natural research philosophy is the paradigm of constructivism, when 

researching negotiation in a cross-cultural context. This is due to the fact that constructivism claims that a 

phenomena, which normally would be understood as existing independently, is a reality produced by 

language, social practices, or the pattern of thought in which people think. Constructivism thus proposes 

that there is not one final solution to a problem, but several different solutions and problems. 

Research Design 

Our thesis is based on a comparative cross-cultural research design. According to Gyldendahl’s dictionary 

the definition of the comparative method is the following:  

 

“The comparative research method is based on comparison and analysis of similarities and differences 

between observed phenomena inside of the defined area of analysis. The comparative method is used based 

on the development of different typologies and models, or to try out now hypothesis on causal relations 

between social phenomena“1 (Gyldendahl, 2016)  

 

According to Hantrais (1995) comparative research methods have been used for a long time in cross-

cultural studies to identify, analyze and explain similarities and differences across societies. 

Comparison studies can lead to fresh insights and a deeper understanding of issues that are of central 

concern in different countries. Furthermore, it can lead to the identification of gaps in knowledge and may 

point to possible directions that could be followed, which the researcher may not previously have been 

aware of (Hantris, 1995).  

                                                
1 Translated from Danish to English. 
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According to Hantrais (1995) cross-national comparison projects will make researchers confront findings in 

an attempt to identify and illuminate similarities and differences, not only in the observed characteristics of 

particular institutions, systems or practices, but also in the search for possible explanations in terms of 

national likeness and unlikeness. Cross-national comparatists are thus also forced to attempt to adopt a 

different cultural perspective, to learn to understand the thought processes of another culture and to see it 

from the natives’ viewpoint, while also reconsidering their own country from the perspective of a skilled, 

external observer (Hantrais,1995). 

According to Hantrais (1995) the problem with this kind of research is the shift in orientation towards a 

more interpretative, culture-bound approach. This means that linguistic and cultural factors, together with 

differences in research traditions and administrative structures should not be ignored.  

In our study, our Japanese interviewee, Mr. Ishizaki was interviewed in English, meaning that some of his 

answers can be difficult to explain if one does not have any knowledge of Japanese. English is not a very 

well-known language in Japan, and therefore we have to take into account that Mr. Ishizaki could have 

misheard or misinterpreted our questions. Yet, the writer of the transcript has studied Japanese and the 

transcript will therefore appear according to her knowledge and interpretation of the questions and 

answers. Also, this research design fits the constructivist approach to the thesis. 

Collected Data and Validity 

The fact that a constructivist perspective is used in terms of making a comparative analysis will raise 

questions concerning validity. Also, the reader will be able to question whether the writer has made the 

right interpretations.  

 According to Justesen and Mik-Meyer (2010) a considerable characteristic of a well-executed project is a 

question of coherence and consistency. It is therefore very important that the student does not contradict 

himself/herself when using the interview, as a way of gaining the right information. Therefore, it is 

important for the student to work with the premise that there does not exist one objective, independent 

reality when using the Constructivist approach in the interview process. Making the right understandings of 

a qualitative interview will also support the discussion of using a qualitative research interview for scientific 

purposes. Here, the constructivist paradigm builds upon an understanding of the qualitative data.  

Therefore, when using this kind of paradigm, reflectivity is a criterion of quality. This criterion is related to 

the transparency criteria, as it disallows the student to state his reflection to the readers of the thesis. 

Furthermore, it will force the student to reflect upon his/her own position and what that person’s 

knowledge and experience means for the study. Hence, the acknowledgment of his/her “position” is an 

important condition for the study, which is unlike the realist paradigm, where this fact might be considered 
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a source of error. Thus, we intend to reflect upon our position and provide a breeding ground for an 

interesting comparative analysis. 

Our Approach 

We have chosen an inductive approach to this master thesis because we want to investigate if current 

theories on intercultural negotiation still apply for the year of 2016 (CBS, 2014). Therefore, the thesis is 

based on a qualitative approach to a comparative analysis (Kvale,2009). We have chosen a qualitative 

approach to the study because we believe that the experience of negotiators can be compared to the 

theory at hand, to see if the theories still apply. Thus, we will compare relevant theories of culture, 

communication and negotiation to the work experience of two intercultural negotiators: Yuho Ishizaki from 

Suntory Inc. and Jack Bohr-Christensen, former negotiator at Velux AS. 

The empirical data  

Choice of interviewees  

In the first stages of the thesis, we had to choose our interviewees. We already had our eyes set on Mr. 

Bohr-Christensen, since his lecture on cross-cultural negotiation in the fall of 2015. However, Mr. Ishizaki 

was another matter. Mr. Ishizaki contacted Nina on the 1st of October 2015 and explained that he had just 

arrived in Denmark. When Nina met with Mr. Ishizaki on the 2nd of October, he explained why he had 

come to Denmark: To do a relationship-focused negotiation with Carlsberg. We therefore decided to ask 

Mr. Ishizaki for a Skype interview. 

Data collection 

The scope of the study has created a demand for empirical data that includes a wide spectrum of 

information. Our primary sources have therefore been two talented negotiators from Denmark and Japan.  

The qualitative interviews were conducted in the spring of 2016 and put on the attached USB-Stick. The 

interviews were carried out in Danish and English, since we dealt with a Danish and an English-speaking 

interviewee.  

 

The interviewees were the following: 
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1. Mr. Jack Bohr-Christensen, Chief Operating Officer at Guardian Security Risk Management, 

former negotiator at Velux AS 

 

Mr. Bohr-Christensen did a lecture on intercultural negotiation at Copenhagen Business School in the fall of 

2015 and has many years of experience with intercultural negotiation in Europe, Africa and the Middle-East. 

He was a former Interrogation officer in Russia and worked for ten years in VELUX (Moscow, Budapest, 

Bratislava) where he met Jens Gregersen, who later did a CBS course on negotiation and conflict 

management in organizations. Furthermore, he has three years of experience as a hostage negotiator in 

Irak, Afghanistan, Syria and Eastern Europe.  

We believe that Mr. Bohr-Christensen’s many years of experience in intercultural negotiation will 

contribute with a modern view of intercultural negotiation that can be compared to theories of culture.  

 

2. Mr. Yuho Ishizaki, sales representative and negotiator at Suntory Inc. 

 

Mr. Ishizaki came to Denmark to do an integrative negotiation with Carlsberg in October 2015 on behalf of 

Suntory. We did the interview based on his experience with this visit. His company, Suntory, is one of the 

largest brewing and distilling companies in Japan going back to 1899 (Suntory, n.d). Suntory distributes 

bottled green tea, black tea, Pepsi, still water, as well as ice coffee to countless of vending machines in 

Japan. The Beam Suntory Inc. is the third largest premium spirits company and distributes spirits like 

Laphroaig, Bowmore and Jim Beam all over the world. In Japan, Suntory distributes Carlsberg beer for 

Denmark, which is why Mr. Ishizaki came to Denmark (Carlsberg-japan, n.d). Also, Mr. Ishizaki is a sales 

representative and the former host brother of Nina, from when she came to Osaka in Japan, in 2011 and 

2013. Finally, Mr. Ishizaki was chosen as the youngest negotiator of the Suntory group of 3-5 negotiators 

going to Denmark. Mr. Ishizaki has therefore been chosen amongst many other Suntory negotiators 

because of his promising talent. 

Overall Interview Structure 

We chose to do the interview with Mr. Ishizaki first where we found it necessary to adapt our questions to 

different culture and negotiation theories based on Hofstede, Thompson and Gesteland. Mr. Ishizaki gave 

us some interesting answers that we had in mind for our next interview. Nina did the interview because she 

has a close relationship to Mr. Ishizaki. We believe that Mr. Ishizaki would be more open and talkative if 

Nina did the interview alone.  
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Mr. Bohr-Christensen made a very interesting PowerPoint presentation on how to prepare properly for an 

intercultural negotiation (Appendix 5, p. 109), and we therefore based some of our questions on his 

Presentation. Furthermore, based on the interview with Mr. Ishizaki, we also chose to add questions for Mr. 

Bohr-Christensen that we anticipated would show different perspectives on negotiation and culture. We 

will from now on refer to Mr. Bohr-Christensen as JBC, Mr. Ishizaki as YI, Nina as NM and Kristian as KW. 

The Semi-structured interviews 

The empirical data is presented in the form of two semi-structured interviews (Kvale, 2009). We have 

chosen a semi-structured interview because we could not predict the answer of YI and JBC. A semi-

structured interview gave us the liberty to prepare certain questions for the interview, while still asking 

spontaneous questions that could be made during the interview and skip other questions that were not 

relevant after all. This gave a more natural flow of the conversation and by preparing some interview 

questions we ensured that key information was required in each interview.  

We could have chosen to do a “structured interview” where questions are fixed and where the interview 

path is already laid out. However, this would leave no room for diverging from the interview questions. As 

we follow a constructivist approach, we consider the interview as a meeting where two sets of expectations 

and interests join together and create knowledge to be used to answer our research questions. Therefore, 

the interviewer himself/herself is a tool in gathering of empirical information due to the fact that the 

interviewer also will influence the interviewee and their stories (Justesen and Mik-Mayer, 2010).  

By doing qualitative interviews, the student seeks to understand the explored world through interchange 

(Justersen and Mik-Mayer, 2010). Because the student has interpreted the empirical data it is important to 

supplement the qualitative data with other secondary sources. This is known as double-hermeneutics as 

information communicated by the interviewee may not be the reality of the concrete situation, but more 

how the interviewee sees the given situation (Gilje and Grimen 2002).  

In supplement to the qualitative interviews, secondary data will be used to strengthen the validity of the 

interviews. According to the Constructivist paradigm, the view of such material is more pragmatic, as it 

enables the Constructivist student to use suitable documents to help answer the overall research question. 

 

Secondary data 

In our first theory section, we have chosen to present basic part of negotiation, as well as negotiation 

techniques relevant to the study. Here, we use both Leigh Thompson (2015) and Roy Lewicki (2007) and 



Seeking What the Wise Sought: Integrative Negotiation Between Denmark And Japan 
Master's Thesis 
Nina Cecilie Phaff Møller and Kristian Wolstrup 

16 
 

Jeswald Salacuse (Lewicki et al. 2003) to present relevant concepts like distributive and integrative 

negotiation, BATNA, ZOPA, the positive and negative bargaining zone, trust and negotiation relationships. 

Furthermore, we will use Beamer and Warner (2008) to present the possible negotiation outcomes and 

Richard Gesteland (2012) to explain what is different in each culture in the pre-negotiation face. We do this 

to make a solid foundation for the reader, as we later will discuss how to approach preparation for the 

intercultural negotiation. 

The second part, discusses general culture theories and what effect it has on negotiation in general. We will 

start out by presenting Schein’s three levels of organizational culture to show where most cultural 

problems arise. Furthermore, we will present cultural theories of Japan and Denmark in each section. First 

off, we will use five of Geert Hofstede’s cultural dimensions to give a glimpse of how the cultural 

dimensions are different in Denmark and Japan. Second of all, we will use Trompenaars’ and Hampden-

Turner’s five cultural dimension theories, not only to discuss different theories about Denmark and Japan, 

but to discuss how each culture handle negotiation differently.  

To break with all of the culture dimensions being presented, we will change the direction of the thesis a bit, 

to a more linguistic approach.  Therefore, we will use Kazou Nishiyama to explain about the Japanese 

language, which complications can arise when Japanese people speak English and why they arise. Also, we 

will use Trompenaars and Hampden-Turner to talk about Danish and Japanese organizational culture and 

how these can clash.  

In the third part, we will use Owen Hargie (2011), Akihisa Kumayama (1991) and Beamer and Varner (2011) 

to explain how to make use of non-verbal communication in negotiation.  

In the fourth and final part, we will do an analysis that compares the responses from our interviews to the 

existing theory at hand. Our goal is to point out what part of the existing theories that are outdated so that 

future negotiators can do suitable preparation and know what to expect from a Japanese negotiator. Here, 

we will use Ronald Inglehart and his “live cultural map in the time period of 1981-2015” to show how the 

Japanese and Danish values have changed over time and what effect it has on the theories at hand. Our 

conclusion will sum up the most important points of our research and like a guidebook show how to 

prepare for a negotiation with a Japanese negotiator in the year of 2016.  

Interview Quality 

The quality of the interviews is crucial for making a successful analysis and verification of the results given. 

Thus, we have been inspired by an interview list made by Steinar Kvale (1997), with six points to be 

followed to make an interview successful:  

 The extent of spontaneous, extensive, specific and relevant answers from the interviewee. 
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 The extent of short questions placed by the interviewer and the longer the respondents answer is, 

the better. 

 That the interviewer pursues and clarifies the meaning of the relevant aspects of the answers. 

 The ideal interview is broadly interpreted during the interview. 

 That the interviewer tries to verify his interpretation of the answers given during the interview. 

  The interview is “self-communicating”. Independent stories that do not require further comments 

or explanations (Kvale, 1997, p.149). 

We often asked open-ended questions and tried to abstain from interrupting the interviewee. By following 

this approach we made the interviewees contribute with longer and more clarifying answers. Thus, we too 

became a part of constructing the interview and the situation stated before. We were both present during 

the interviews and helped clarify answers that, to some extent, might have seem unclear or unfocused.  

Concerning the final criteria, we cannot guarantee that others would interpret the interviews the same way. 

Thus, the interview is a construction that might have been different in other circumstances.        

Theoretical foundation part 1:  

The basic concepts within negotiation  

BATNA 

 BATNA is the abbreviation of the words Best Alternative To a Negotiated Agreement, and it implies that the 

negotiator has an alternative to do a negotiation. If a negotiator has a BATNA, he or she should be willing to 

accept any set of terms in a negotiation, which is better than the BATNA. On the other hand, a negotiator 

would reject all outcomes, which is worse than his or her BATNA. The BATNA is time sensitive because it is 

either improving or deteriorating due to the market forces, environmental or situational factors. Therefore, 

a negotiator should at any point in time try to improve a BATNA. The counterpart has an incentive to 

minimize the quality of a negotiator’s BATNA, and he or she will try to provide negative information about a 

negotiator’s BATNA, if the counterpart knows about it. As a result, it is important to develop a BATNA 

before commencing into negotiations and stick to it during the actual negotiations. A negotiator’s 

bargaining position can be strengthened, if he or she has a strong BATNA (Thompson, 2015). 

Target point:  

A target point is the upper limit of what a negotiator can get in a negotiation. In other words, a target point 

is a negotiator’s aspiration for the negotiation. 
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Reservation Point:  

The reservation point is the least attractive deal, which a negotiator would accept in a given negotiation. If 

a negotiation goes beyond this point, it is simply not attractive for the negotiator to negotiate. In other 

words, the reservation point is a negotiator’s walkway point. If a negotiator is the seller in a negotiation, 

the reservation point is the minimum amount of money he or she will accept. If the amount is lower than 

that, he or she will walk away. If the negotiator is the buyer, the reservation point is the maximum he or 

she will pay. If the amount reaches a point higher than that, the buyer will walk away. 

 

The positive bargaining zone:  

Generally during negotiations, the target point of the two negotiators does not overlap each other. 

Typically, the seller wants a higher price than the buyer is willing to pay. However, it is often the case that 

negotiators’ reservation points, which are the least acceptable deals for both parties, do overlap in such a 

way that the most the buyer is willing to pay is more than the least the seller is willing to accept (Thompson, 

2015). Under such circumstances, a mutual settlement is profitable for both the buyer and the seller and 

this can be referred to as the positive bargaining zone (Appendix 1 p. 106).  This zone has a positive span 

which means that mutual agreement is better than resorting to the best alternatives to negotiation 

agreement of the two negotiators. However, the challenge in especially distributive negotiations is to reach 

a settlement that is most favorable to oneself and does not give up too much of the bargaining zone 

(Thompson, 2015). The bargaining zone is often referred to as ZOPA (Zone of possible agreements). ZOPA is 

the range between negotiators’ reservation points (appendix 1 p. 107). 

The negative bargaining zone:  

When the bargaining zone is negative or even nonexistent, negotiators can spend many hours trying to 

reach an agreement. The negative bargaining zone indicates that there is no overlap between buyers’ and 

sellers’ reservation points (Appendix 2 p. 107). This situation is for the benefit of neither the buyer nor the 

seller. In this situation, negotiators should exercise their best alternatives to negotiation agreement 

(Thompson, 2015). Negotiations are often costly to prolong. Therefore, it is in both parties’ interests to 

determine whether a positive bargaining zone is possible. If not, the buyer and seller should not waste time 

negotiating, but instead, try to pursue their alternatives. 
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Four basic negotiation strategies 

Before entering a negotiation, a negotiator must consider, which approach is the most profitable. On a 

general level, the most basic negotiation strategies are the integrative and the distributive approach. 

However, Roy Lewicki mentions four negotiation strategies, which are very different from each other. The 

four strategies are determined on the basis two factors: Whether the relational outcome between the two 

parties is important or not and whether the substantive outcome is important or not (Lewicki et.all. 2007), 

(appendix 3 p. 107): 

·         Integrative approach (collaboration) 

·         Distributive approach (competition) 

·         Accommodation 

·         Avoidance 

Integrative approach 

An integrative negotiation approach is when a negotiator sets a long-term goal for the negotiations, and 

the focus is on collaboration. In this approach the deal itself is not at important is the relationship between 

the two parties. The strategy is referred to as “I-win-you-win”. However, if a negotiator pursues an 

integrative strategy without regard to the other’s strategy, then the other party may manipulate and 

exploit the collaborator and take the advantage of the good faith. Obviously, if this is the case, it will make 

a negative impact on the relationship and the deal (Lewicki et.all. 2007). 

 

According to Lewicki, for a negotiation to be characterized as integrative, a negotiator must (Lewicki et.all. 

2003 p. 114): 

o Focus on commonalities rather than differences 

o Attempt to address needs and interests, not positions 

o Commit to meeting the needs of all involved parties 

o Exchange information and ideas 

o Invent options for mutual gain 

o Use objective criteria for standards of performance 

 

Thompson points out six effective strategies to reach integrative agreements (Thompson, 2015 p. 97): 

o Perspective taking 

o Ask Questions about interests and priorities 

o Reveal information about interests and priorities 
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o Unbundle the issues 

o Logrolling and value-added trade-offs 

o Make package deals, not single-issue offers 

Perspective taking 

First and foremost, it is important to take the other party into perspective to reach an integrative 

agreement. By taking the other party into perspective, negotiators try to see the world in the eyes of their 

counterpart. By doing this, two negotiation parties are more likely to avoid impasses by engaging in 

successful logrolling, where two parties make concessions on low-preference and high-preference issues 

(Thompson, 2015).  

Ask questions about interests and priorities 

Negotiators who ask questions about their counterpart’s interests and priorities are more likely to reach an 

integrative agreement than negotiators who do not ask such questions. According to Thompson:  

“Only about 7 % of negotiators seek information seek information about the other party’s preferences 

during negotiation, even though it would be dramatically helpful to know such information” (Thompson, 

2015 p. 98).  

Distinguishing between these two expressions is important. Interests are the underlying needs and reasons 

a negotiator has for a particular issue, whereas priorities are a judgment about the relative importance of 

the issues to a negotiator (Thompson, 2015). Asking questions about interests and priorities has several 

advantages: Future interaction with the counterparty is more likely to occur if negotiators ask questions 

about their opposing viewpoints. It may prepare the ground to show more openness and positive 

attributions during the negotiation. It can also help negotiators to discover where the value is. Asking such 

questions does not tempt the counterparty to lie during a negotiation. For example, asking directly about 

the counterparty’s best BATNA or his or her reservation price may induce the counterpart to lie. However, 

it is not immediately clear why and how the counterpart would lie about his or her underlying needs 

(Thompson, 2015). 

Reveal information about interests and priorities 

Just as it is important to ask questions about the counterpart’s interests and priorities, it is also important 

to reveal information about one’s own to reach an integrative agreement. According to Thompson: 

“By signaling your willingness to share information about your interests, you capitalize on the powerful 

principle of reciprocity: If you share information, the other party will often share as well” (Thompson, 2015 p. 

100). 
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However, this principle does not include sharing information about one’s BATNA. It is not a disadvantage to 

revealing information about interests and priorities as long as the negotiator does not reveal information 

about his or her BATNA or reservation price. Revealing information about one’s BATNA or reservation price 

may cause the counterpart to drop out of the negotiation, or maybe cause the counterpart to make use of 

a negotiator. If the counterpart does share such information, it is a good idea to do the same to create an 

atmosphere of openness. The decision of sharing such information depends on the situation and the 

closeness of the two negotiation teams. 

Unbundle the issues 

In order to be able to reach integrative agreements negotiators must expand the set of negotiable issues. A 

reason why some negotiations reach an impasse is that negotiators focus solely on a single issue, typically 

price. As a rule of thumb, if negotiations contain only one issue, they are purely distributive. Expanding the 

set of negotiable issues transforms a single-issue, distributive negotiation into an integrative, multi-issue 

negotiation with an “I-win-you-win” potential. 

Logrolling and value-added trade-offs 

When negotiators have revealed their interests and priorities and unbundled their issues, they can 

potentially trade off issues in an I-win-you-win fashion, so that both parties can make gains on issues they 

regard as the most important in exchange for making concessions on lesser-valued issues (Thompson, 

2015). A party may then make a concession on one issue, which is relevant to the counterpart, and then the 

counterpart makes concessions on another issue, which is important to the party. 

Make package deals, not single issue offers 

Instead of negotiating each issue independently, it is important to make package deals to reach an 

integrative agreement. Negotiating each issue independently is a mistake for several reasons: First, it 

doesn’t give negotiators the possibility to make trade-offs between issues. Negotiators need to compare 

issues with the intention of trading them off to capitalize on different strengths of preference. Second, an 

impasse is likely to occur, especially in a situation where the bargaining zone is narrow and trade-offs are 

necessary to reach an outcome which is profitable for both parties (Thompson, 2015). 

Distributive approach 

A distributive negotiation approach is when a negotiator focus solely on the deal, by trying to settle the 

deal as close to one’s target point as possible. Simultaneously, the deal has to be as far away from the 

counterpart’s target point as possible (Appendix 1+2). This strategy is referred to as “I-win-you-lose,” and 
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the relationship between the two parties is not as important as the substantive outcome of the negotiation. 

Typically, both sides compete against each other on who will get the biggest “slice of the pie”. The 

negotiator who gets the biggest slice is the one who will get the best deal (Lewicki et.all. 2007). 

Thompson points out ten effective strategies in distributive negotiations (Thompson 2015, p. 65): 

Strategy 1: Access your BATNA and improve it 

Many negotiators do not think about their BATNA before entering a negotiation and some of those who do, 

don’t attempt to improve it (Thompson, 2015). According to Thompson:“Nothing can help a negotiator get 

a bigger slice of the pie than having a great BATNA. The risk a negotiator takes from not accurately 

assessing his or her BATNA before a negotiation is that the negotiator will be unduly influenced by the 

counterparty” (Thompson, 2015 p. 65). Therefore, it is a good idea to spend some time to improve BATNA 

before entering a negotiation. 

Strategy 2: Determine your reservation point, but do not reveal it 

 According to Thompson:  

“Many negotiators reveal their true reservation price if they trust and like the other party or desire a long-

term relationship. However, we think that this is ill-advised. There are many other ways to demonstrate 

trust and build a relationship, short of revealing your BATNA” (Thompson, 2015 p. 65). 

 

 Thompson considers the act of revealing one’s BATNA as a pie-slicing strategy instead of a pie-expanding 

strategy, and this concession the negotiator’s power in a negotiation. 

Even in the friendliest situations it is, according to Thompson, not recommendable to reveal one’s BATNA 

or reservation price. Then, the counterparty would have no incentive to offer more. However, Thompson 

points out two circumstances in which it would be appropriate to reveal this information. The first situation, 

where it is recommendable to reveal one’s BATNA or reservation price is when a negotiator has exhausted 

his or her time to negotiate and are about to walk out without a deal. The second situation is when a 

negotiator has a great BATNA and an aggressive reservation price, and he or she would be satisfied, if the 

counterparty matched or barely exceeded one’s reservation point. In this situation, it would be 

recommendable just to signal one's BATNA (Thompson, 2015). 

Strategy 3: Research the other counterpart’s BATNA and estimate their reservation 

point 

Negotiators have to be careful when counterpart discloses information. At the beginning of the negotiation, 

if the counterpart reveals his or her BATNA, negotiators tend to make less demanding offers, disclose more 
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truthful information, and settle for less profit then when the counterparty does not reveal his or her BATNA 

(Thompson, 2015). 

Strategy 4: Set high aspirations – be realistic and optimistic 

As mentioned earlier, a negotiator’s aspiration is his or hers target point, and it can be defined as the upper 

limit one can get in a negotiation. Usually, a negotiator will never get more than their first offer. Therefore, 

the first offer represents an anchor point in the negotiation. In many distributive negotiations the outcome 

is the midpoint between the first two offers that fall within the bargaining zone (Thompson, 2015). As a 

consequence of this behavior, it is not recommendable to make offers which are widely outside the 

bargaining zone. On the other hand, when negotiators’ aspirations exceed their counterparts’, they usually 

get more of the bargaining zone. Therefore, it is important to have high aspirations, which are realistic to 

achieve. As an example, when a negotiator has an unattractive reservation point, and high aspirations 

demand more from the counterpart, who has an attractive BATNA and low aspirations. A buyer who has an 

ambitious aspiration usually achieves better outcomes. On the other hand, the seller on the other side of 

the negotiation table may not regard the buyer as likable, and the seller may not want to cooperate with 

the buyer in the future (Thompson, 2015). 

Strategy 5: Make the first offer (if you are prepared) 

When a negotiator makes the first offer in a negotiation, it is important not to give away too much of the 

bargaining zone. Some people who act as salespersons worry that they will insult the counterpart by 

opening too high. On the other hand, some buyers have the same worry if they begin too low. However, 

this fear of insulting the counterpart during the first bid in a negotiating is more apparent than real. The 

first offer in a negotiation acts as a powerful anchor point if it falls within the bargaining zone. Therefore, 

the first offer should not be a range. A negotiator gives up precious bargaining surplus by stating his or her 

range. As a consequence, the counterpart will consider the lower end of the range and start negotiating 

down from there. On the other hand, it is a better strategy to respond to the counterparty’s request for a 

range by making several offers which are all equally satisfying to you (Thompson, 2015). An important tool 

during this opening phase of the negotiation is patience. If a negotiator has made the opening offer, he or 

she expects to receive a counteroffer or a response of some sort. During this phase, it is important to wait 

for a response before making further concessions. 
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Strategy 6: If the counterpart opens first, then make a counteroffer immediately 

If the counterparty makes the first offer, it is wise to make a counteroffer immediately after in a timely 

fashion. It is, however, unwise to accept the first offer no matter how good that might be for a negotiator. 

Counteroffers work as a tool to decrease the counterpart’s initial offer, and they signal a willingness to 

negotiate.  It is a good idea to plan an opening offer before hearing the counterpart’s opening offer. 

Otherwise, the negotiation can be anchored by the counterpart’s opening offer. In distributive negotiation, 

it is important not to be anchored by the opening offer. Therefore, a negotiator should not adjust his or her 

target or adjust one’s BATNA based on this offer. 

 

Strategy 7: Plan your concessions 

Most negotiators make concessions during negotiations. Negotiators need to consider their pattern of 

concessions. Unilateral concessions are concessions made by only one party while bilateral concessions are 

concessions made by both sides in a negotiation. It is almost a universal norm that concessions exchanges 

during a negotiation, meaning that negotiators expect to make concessions back-and-forth between two 

parties (Thompson, 2015). If a negotiator makes a concession, he or she expects the counterpart respond 

to that concession by making a concession. 

Another thing regarding concessions, which negotiators need to consider, is the magnitude of concessions, 

or in other words – how much to concede. Usually, the measure of a concession is the amount reduced or 

added from one’s previous offer. Obviously, this is depending on whether a negotiator is a seller or a buyer. 

It is not recommendable to make consistently greater concessions than one’s counterpart (Thompson, 

2015). 

A third consideration when making concessions is the timing. Concessions can be immediate, gradual, or 

delayed. According to Thompson:  “In an analysis of buyer-seller negotiations, sellers who made immediate 

concession received the most negative reaction from the buyer – who showed least satisfaction and 

evaluated the object of sale most negatively. In contrast, when the seller made gradual concessions, the 

buyer’s reaction was most positive” (Thompson, 2015 p. 71). 

 

Strategy 8: Support your offer with facts 

The course of the negotiation is affected by the way in which an offer is presented. Therefore, it is an 

advantage to present a rationale, which is objective in the eyes of the counterpart. That invites the 

counterpart to buy into the presented rationale. If the counterpart labels the offer as fair, it has more 
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impact. Seen from another perspective, if facts can be counter argued easily by the counterpart, arguments 

will not be beneficial. It is important to be well informed about your offer and the facts one can support it 

with (Thompson, 2015). 

Strategy 9: Appeal to norms of fairness 

Negotiators usually focus of norms of fairness that serve their own interests. The act of referencing to 

fairness can be used as an advantage to the negotiator. As an example Thompson describes a negotiation 

concerning the American comedy sitcom, Modern Family, where the actors believed that they deserved a 

fair share of the profit the show made. As a result, they negotiated for a raise from $65,000 per episode to 

$150,000 per episode (Thompson, 2015). 

 

Strategy 10: Do not fall for the “even split” ploy 

An “Even Split” is a technique often used in distributive negotiation when two offers are on the table. 

Sometimes the even split may be an appealing alternative to further negotiation, but there is a problem 

with this concept. The problem is that even splits are based on values arrived at arbitrarily. Thompson uses 

a negotiation example concerning a car. A negotiator is initially offered $33,000 for the car, then $34,000, 

and finally $34,000. Suppose the salesperson initially requested $35,200, then reduced it to $35,000, and 

then to $34.600. The salesperson then suggests splitting the difference at $34,550, saying that an even split 

would be “fair.” However, the pattern of offers until that point has not been “equal” at all. The buyer made 

concessions of $1,500 while the salesperson made concessions of $600. When a salesperson offers an even 

split, he or she may be in an advantageous position. Therefore, a negotiator has to be sure that the anchors 

are in one’s own favour before accepting or proposing an even split (Thompson, 2015 p. 72). 

Accommodation 

This strategy is when a negotiator is constantly trying to please its counterpart. It may generate a pattern of 

constantly giving in to keep the counterpart happy or to avoid a potential conflict between the two parties. 

This pattern establishes a precedent that is hard to break (Lewicki et.all. 2007). The Accommodation 

strategy is often referred to as “I-lose-you-win,” and it may create a disadvantage for the negotiator. Firstly, 

because he or she will give to keep a good relationship. Secondly, because the counterpart expects the 

negotiator to give in, which will give the counterpart the upper hand. This approach may give the 

counterpart a false impression of what ‘good harmony’ really is. 
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Avoidance 

Avoidance is a strategy, where negotiators choose not to negotiate at all. This situation is when neither the 

relational outcome nor the substantive outcome of the deal is important.  This situation may seem a bit 

odd, but there are quite a few reasons why negotiators might not choose to negotiate (Lewicki et.all. 2007): 

o If a negotiator can meet his or her needs without even negotiating. 

o If negotiation is not worth the time and effort. 

o The decision to negotiate is closely related to the outcomes that can be achieved if negotiations do 

not work out. 

A negotiator with strong alternatives to negotiate has a considerable amount of power because the 

individual does not need the negotiation to succeed to reach a satisfactory outcome. The negotiator with a 

strong alternative may wish to avoid negotiation because it is simply quicker and easier to take the 

alternative. Having weak alternatives to negotiate, however, puts negotiators at a disadvantage. It may 

leave the negotiator with no alternative but to negotiate. But having a weak alternative may also suggest 

avoiding negotiation. Once negations begin, the pressure of the negotiation process may lead to a poor 

outcome, which the negotiator may feel obliged to accept because the alternative is also very poor (Lewicki 

et.all. 2007). 

Three basic negotiation outcomes 

According to Beamer and Varner (2008), there are three different negotiation outcomes: 

o Win-lose outcome 

o Win-win outcome 

o Stalemate 

 

Win-lose outcome 

Winning a negotiation means having to make concessions beyond the reservation point. To win a 

negotiation can also be in a situation, where a negotiator has achieved an agreement in which the 

counterpart gives up more than the negotiator (Beamer and Varner, 2008). In other words, winning a 

negotiation is when you have more of the “pie” compared to your counterpart. This is often the situation 

where negotiators have a distributive approach, as mentioned before. Winning means more to some 

negotiators than just to have the largest slice of the pie. It means to beat down the counterpart in other for 

them to get past their reservation point. This can also be done by making a small compromise. In a situation 

where the negotiator has a distributive approach, the negotiator may then make a small compromise – but 
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by demanding a large compromise from the counterpart in return (Beamer and Varner, 2008). The 

distributive approach is often seen in individualistic cultures. America is particularly one of the most 

individualistic cultures, but also Denmark to some extent. We will get back to the individualistic vs. 

collectivistic-dimension as well as other cultural dimensions later. 

 

Win-win outcome 

Some cultures often prefer negotiation outcomes, which is for the benefit of both parties. In win-win 

negotiations, the emphasis is on finding the advantages which can be gained by both the negotiator and 

the counterpart. The negotiation approach related to this outcome is the integrative approach, which was 

described before. Usually collectivist cultures, like many Asian countries such as Japan and China, often 

have this kind of approach when negotiating. They often value the relationship between the two sides as 

important and believe that when both sides win, nobody will lose face (Beamer and Varner, 2008). The win-

win outcome can be mistaken by a compromise. The different between these two lies in the focus. If the 

main focus is on the negotiator’s own outcome, the attitude will probably be to seek for a compromise. We 

will give up something in other to get something in return. In a compromise, the focus is on the loss as well 

as on the gain in a negotiation. However, if a negotiator looks at one’s own team and the other team as 

well, then the attitude will probably be to seek to gain from the negotiation. In a win-win outcome, the 

focus is the mutual gain (Beamer and Varner, 2008). 

 

Stalemate 

In a situation where no agreements are possible, negotiators may sometimes accept a stalemate. According 

to Beamer and Varner: ”Nobody enters a negotiation with this goal in mind”(Beamer and Varner, 2008 p. 

314). Negotiators expect a movement towards an agreement. In fact, that is the whole point of negotiating. 

It represents a failure of the negotiation not to negotiate at all. In some negotiations, one side gains 

everything on the table without giving up anything, and the counterpart simply agrees. In this particular 

situation, rather than a failed negotiation, no negotiation has taken place. Simply put, this an agreement 

without conflicting interests (Beamer and Varner, 2008). This kind of deal is very much related to Lewicki’s 

avoidance strategy, as we mentioned earlier. This strategy is used when negotiators enter a negotiation 

when the intention not to reach an agreement at all. For example, if a negotiator can meet the needs 

without negotiating, or if negotiating is not worth the time and effort, etc. (Lewicki et.all. 2007). 
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Building a Relationship and Establishing Trust in Negotiation 

Three rules for negotiating a relationship 

In the book Negotiation by Roy Lewicki and others, international negotiation expert, Jeswald Salacuse is 

quoted for his three important rules when negotiating a relationship (Lewicki et.all. 2003 p. 285): 

 

o Do not rush prenegotiation: 

o Recognize a long-term business deal as a continuing negotiation 

o Consider mediation or conciliation 

Do not rush prenegotiation 

It is important to spend time with the other party and getting them to now in order to establish a 

productive negotiating relationship. The prenegotiation phase enhances information gathering and builds a 

relationship that may include trust, information sharing, and productive decisions (Lewicki et.all. 2003). 

Danish executives tend to rush through the prenegotiation phase to get down to business quickly. 

According to Gesteland: 

“Developing interpersonal rapport is an important and time-consuming component of the business process. 

Get to know your counterparts before discussing business by means of a small talk and by socializing over 

drinks, meals, karaoke and golf (Gesteland, 2012 p. 189). 

 

Recognize a long-term business deal as a continuing negotiation 

Interaction between two parties does not end once negotiations have completed and the contract has been 

signed. Uncertainty and change are both parts of any business deal. Discussions continue in order for the 

parties to perform according to the contract. They may have to meet from time to time to work out 

disagreements and maybe renegotiate specific parts of the agreement (Lewicki et.all. 2003). 

Consider mediation or conciliation 

Finally, Lewicki suggests that it can be an advantage to involve third parties at some point during the 

negotiation, and it is therefore important to consider how to use such. They can among other things help 

monitor the deal, work out disagreements about contract violations, and assure that the agreement does 

not go sour because parties cannot resolve differences in interpretation or enforcement (Lewicki et.all. 

2003). 
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Four fundamental relationship forms 

Within the subject of negotiation relationships, Lewicki points out four different relationship forms (Lewicki 

et.all. 2003 p. 285): 

 

o Communal sharing 

o Authority ranking 

o Equality matching 

o Market pricing 

Communal Sharing 

Communal sharing is a relation of unity, community, and collective identity. People are bound to one 

another by feelings of strong group membership. One’s identity is based on the group and rather than the 

individual. The group which one “belongs” to is the most salient thing. Communal sharing relationships are 

found in among other things families, fraternal organizations, and neighborhoods (Lewicki et.all. 2003). 

Authority ranking 

Authority ranking is a relationship based on differences of rank. People with higher rank have higher status 

than people with lower rank, and they follow the principles of organizational hierarchy. High-status 

members dominate members with lower status. Not by force, but by legitimate authority, simple because 

High-status members in these relationships are thought to have more knowledge than low-status members. 

Examples of authority ranking relationships include subordinates to bosses, soldiers to their commander, 

and negotiators to their constituents (Lewicki et.all. 2003). 

Equality matching 

Equality matching is based on a one-to-one correspondence relationship, where people are distinct but 

equal to another. They see each other as equal and separate, but often interchangeable. They are expected 

to contribute equally to other as well as receive from others (Lewicki et.all. 2003). An example of equality 

matching could be turn taking, where each person does the same function in turn. Another example could 

be so-called “distributive equality,” where each party shares the same portion of outcomes. This form of 

relationship is seen within teams or groups, where members work together to coordinate their actions 

(Lewicki et.all. 2003). 
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Market pricing 

Market pricing is based on “a metric of value by which people compare different commodities and calculate 

exchange and cost/benefit ratios” (Lewicki et.all. 2003 p. 286). A market system determines this kind of 

relationship. An example could be a certain amount of goods for a particular price. In a market pricing 

relationship, people will negotiate with anyone who can provide the same amount of goods and services 

for the same price, and they can try to change the ratio of these in their own favour. Market pricing 

relationship is seen within buyer-seller transactions (Lewicki et.all. 2003). 

 

Trust and mistrust are fundamental concepts when it comes to relationships within the negotiation. First of 

all, we want to present three different types of trust including specific actions to increase these, and then 

we want to present what mistrust is including specific actions on how to restore broken trust. 

 

Trust 

McAllister defined the word trust as:” An individual’s belief and willingness to act on the words, actions and 

decisions of another (Lewicki et.all. 2003 p. 289). Lewicki characterizes by three different depths: Calculus-

based trust, knowledge-based trust and identification-based trust. 

 

Calculus-based trust 

The purpose of calculus-based trust is to assure consistent behavior between the two parties in a 

negotiation. A negotiator will keep one’s word because the person is either rewarded for doing so to 

preserve the relationship with the other party, or the person fears the consequences for not doing what 

the individual say. According to Lewicki:  

“Trust is sustained to the degree that the punishment for not trusting is clear, possible, and likely to occur. 

Thus, the threat of punishment is likely to be a more significant motivator than the promise of a reward” 

(Lewicki et.all. 2003 p. 291).  

In a negotiation, a negotiator simply calculates the value of creating and maintaining trust in a relationship 

relative to the costs of serving it. If calculus-based trust is violated, it may have a negative effect on the 

negotiator’s reputation because the other party may then tell others about the person’s lack of 

trustworthiness. Calculus-based trust is most consistent within market-pricing relationships (Lewicki et.all. 

2003). 

 

Five actions to increase calculus-based trust (Lewicki et.all. 2003): 
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1. Create and meet your counterpart’s expectations. Say what you intend to do and do what you say. 

2. Emphasize the benefits of creating mutual trust between you and your counterpart. Point out what 

you can gain, what the counterpart can gain and what both parties can gain maintaining such trust. 

3. Establish credibility. Your statements should be honest and accurate. 

4. Keep your promises. Make commitments and follow through on them. 

5. Develop a good reputation. Make others believe that you act trustworthy. 

Knowledge-based trust 

Knowledge-based trust is about knowing the other party to a point so that it is possible to anticipate and 

predict their behavior, and it relies on information about the other party, rather than the management of 

rewards and punishments (Lewicki et.all. 2003). Knowledge-based trust develops over time and encourages 

parties to develop a history of experiences together with the intention of establishing a work-related 

relationship. Information about the other party leads to predictability, which results in trust. The better one 

knows the other party, the more accurate one can predict what the other party will do. Therefore, 

knowledge-based trust is achieved by regular communication by email, telephone, video conference, face-

to-face, etc. Regular communication creates a possibility to exchange information about wants, preferences, 

and approaches to problems. Lack of regular communication limits one’s ability to predict the other party’s 

preferences or reactions. Knowledge-based trust is most likely to be achieved between negotiation teams, 

where the companies they represent do already have a history of experiences together. This experience 

can consist of a buyer-supplier relationship, a knowledge-sharing network, or any other agreement, where 

both companies have an incentive to share information with each other. Of course, knowledge-based trust 

can also occur among negotiation teams that negotiate with each other for the first time.  For example, if 

the two companies are in some way dependent on each other, or if the two companies in any way have an 

advantage in establishing regular contact. Knowledge-based trust is important to reach agreements in 

negotiations, where both parties have an integrative approach, and the focus is to develop a good working 

relationship between two parties. It is important to mention that this kind of trust is not necessarily broken 

by inconsistent behavior. If behavior can be understood by obtaining deeper knowledge about another 

party, then people are willing to accept actions, talk about breakdowns of trust if they occur, and move on 

in the relationship (Lewicki et.all. 2003). 

 

Four actions to increase knowledge-based trust (Lewicki et.all. 2003): 

 

1. Communicate regularly with your counterpart. Get to know the other and meet from time to time. 
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2. Let the counterpart about from you. Be open and tell your counterpart about yourself. 

3. Build familiarity with your counterpart. See him or her in different situations and learn how each 

other think and act, what you like and dislike, why you do what they do. 

4. Be predictable. Help your counterpart to understand how you act in different situations. Learn to 

predict how your counterpart will respond. 

Identification-based trust 

Identification-based trust is about identifying the other party’s desires and intentions. “At this level, trust 

exists because the parties effectively understand and appreciate each other’s wants” (Lewicki et.all. 2003 p. 

292). Parties involved can effectively act for each other in interpersonal transactions, and neither 

surveillance nor monitoring is necessary. Identification-based trust is most common in communal-sharing 

relationships or in some market exchange relationships, where both parties have a collective identity of 

some sort. For example, if two companies work together in creating joint products. 

Four actions to increase identification-based trust (Lewicki et.all. 2003): 

 

1. Develop similar interests. Try to be interested in the same things as your counterpart. 

2. Develop similar objectives and goals for the future. 

3. Act and respond in the same way as your counterpart. Try to what you know your counterpart 

would do in the same situation. 

4. Have similar principles, values, etc. Hold the same commitments. 

Negotiation and Information Technology 

Times have changed when it comes to negotiation. New ways of negotiating have arrived, making it 

possible to negotiate across time and space.  The Place-Time Model of Interaction describes four modes of 

interaction, depending on time and space, as well as the richness of the information-carrying capacity 

(Thompson, 2015 p. 331, Appendix 4 p. 108). 

Same time, same place 

Face-to-face negotiation is of highest preference for many negotiators, as it is crucial in the initiation of 

relationship and meetings. This communication style is located as same time, same place on the place-time 

model. There are several reasons why face-to-face negotiation is more reliable (Thompson, 2015). 

First of all, negotiators are in general more cooperative when interacting face-to-face because the meeting 

nurtures the development of interpersonal synchrony and rapports, leaving behind possible 
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misunderstandings. Face-to-face negotiations are therefore also ideal for complex negotiations (Thompson, 

2015). 

Second of all, face-to-face negotiating style is relatively rich in information-carrying capacity and is 

important when negotiators meet for the first time. 

Third of all, face-to-face negotiators reach more integrative results and have more balanced distributions of 

surplus compared to written or telephone negotiations (Thompson, 2015). 

Same time, different place 

An alternative to face-to face negotiation often appears if the distance is too wide between the negotiating 

parties. Here, both parties negotiate at the same time, but are not physically at the same place. The most 

commonly, the parties will negotiate via telephone or a video conference. According to Thompson: 

 ”When negotiators are not face-to-face, they reach more integrative agreements rather than nearby… 

Feeling far away creates a more big-picture construal in the mind of the negotiator” (Thompson, 2015. p. 

334). 

There are several downsides to this kind of communication. First of all is the loss of informal 

communication. When doing a video conference, or a phone call, the negotiator will not be able to have 

the informal chit-chats in the hallway, or small talk by the toilet. Thompson(2015) claims that organizations 

are opening their eyes to the fact that this kind of communication is of the most important matter, since it 

solves interpersonal matters and issues popping up during negotiation. 

Second of all, a negotiation can sometimes be a negotiation of opportunity. According to Thompson: “Many 

negotiations are negotiations of opportunity-something like entrepreneurial joint ventures”(Thompson, 

2015 p.334). By not meeting, a negotiator will miss this kind of chance during an encounter. 

Third of all, by being physically separated, a negotiator will miss instant feedback because greater distance 

has a tendency of blocking corrective feedback loops that pop up during face-to-face encounters. Remote 

negotiations will therefore not have the coincidental chances of detecting and correcting problems on a 

normal basis. 

Forth of all, conflicts are addressed more quickly during face-to-face negotiations. When people are 

physically separated, issues are more likely to go unsolved than if a person is nearby. This will contribute to 

a destructive negotiation behavior (Thompson, 2015). 

 Finally, distance can also have a positive impact on the negotiator. By preparing a video or phone call, a 

negotiator will be more likely to prepare themselves better for the negotiation. Also, the distance during 

the communication will produce a “buffer zone”. This means that some negative expressions during the 
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meeting will not be visible to the other party, removing the negative impact from the negotiation 

(Thompson, 2015). 

Different time, same place 

In this communication form, the negotiators interact asynchronously, but have the same access to the 

same document or space. It could be a worker picking up a task left from the previous shift, or a worker 

passing on a task to another employee (Thompson, 2015) 

Different time, different place 

In this part of the model, the negotiators communicate over different time and place, usually by E-mail. This 

kind of communication can be beneficial because virtual status and gender markers are eliminated while 

hierarchies are established, making more favorable outcomes for those with less power (Thompson,2015). 

However, there are several biases appearing when using this communication form. 

First of all, some negotiators think they are communicating synchronously when they, in fact, are not. E-

mail negotiation (E-negotiation) ruins the natural rhythm of negotiation because there are less turn-taking 

compared to face-to-face negotiation. Furthermore, E-negotiation also does not have small talk that 

facilitates trust, nor does it allow people to correct misunderstandings right away. Finally, E-negotiators ask 

fewer clarifying questions and thereby making more assumptions based on the negotiation. 

Second of all, the lack of information and increasing spatial distance reduces anticipation of retaliation and 

may result in negotiators leaving the negotiation too soon. The visual anonymity and distance inhibit the 

activation of the norm of continuing the negotiation (Thompson, 2015). 

Third of all, is the flaming bias, where negotiators change behavior to a more confrontational negotiation 

style. This means that people are likely to engage in counter-normative social behavior when “hiding” 

behind the screen. Impulsive and rude behavior, such as “flaming” increases when people interact by E-mail 

(Thompson, 2015). 

Finally, people have a tendency to make the “sinister attribution error” where they attribute bad intentions 

for the counterpart they do not know or who represent an out-group (Thompson, 2015). 

IT Impact on social behavior 

In general, information technology (IT) has a powerful effect on social behavior and negotiators therefore 

have to be aware of how IT affects their behavior. 

Similar to face-to-face-negotiation, people trust each other less before a negotiation and even less after an 

E-negotiation. According to Thompson, negotiators bring different expectations to the normal and the 

electronic table, resulting in less trust, less overall satisfaction and less interest in a future relationship. 
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Furthermore, despite the permanent record of behavior on the Internet, deception in online group 

negotiation is much higher than normally anticipated. In general, people are more likely to lie on E-mail 

than on pen and paper and feel more justified in doing so (Thompson, 2015). 

Be aware: The weak becomes strong in E-negotiation 

According to Thompson, people who dominate a face-to-face negotiation are usually the people with most 

status. People with high status talks more, even when they are not an expert in the field. They often place 

themselves at the head of the table, making them central to the conversation compared to the people 

located on the sides of the table. But what happens when the negotiation turns into an E-mail? The 

traditional status cues that were clear in the face-to-face negotiation will suddenly be missing and as a 

result, dynamic people will have less impact. Thus, people with traditional weak positions in a face-to-face 

negotiation will gain more power, as status cues are harder to read. This factor is crucial to point out since 

it means that dynamic status cues that usually means a lot to the negotiation is not present during E-

negotiation (Thompson, 2015). 

Theoretical foundation Part 2: 

Schein’s Three Levels of Organizational Culture 

The Schein theory claims that an organizational culture has three levels (Schein, 1994). 

The first is shown through artefacts 

and is represented as the tip of the 

iceberg that is aware and visible to 

everyone. The second level is values. 

This level is under water showing 

what is not aware to employees. The 

third level is beliefs and assumptions 

and is the deepest level of the 

organizational culture2.  

                                                
2  (http://www.thebusinesszoom.com/scheins-model.html) 
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Level 1: Artifacts 

According to Schein, the artifacts in an organization is the behavior that other people will hear, feel and see 

when interacting with the people from the company (Schein, 1994). If visiting the company, an artifact can 

be the architecture of the company building, or the language of the company, as well as the technology and 

products. Furthermore, artifacts can also be the way people should dress in the company, the language, as 

well as the myths and stories from the company. Here, the artifacts are the routine that people have 

incorporated (Schein, 1994) 

Level 2: Values 

When training a person into doing a certain job, there are rules and values about what is not done properly 

and what should be done. Problem solving will here show the employee’s perception of what works and 

what does not. Employees with higher status will have a dominant perception that will lead the new 

employees to solve a problem in a certain manner. If the problem solving is a success to a group of new 

employees, the perception will turn into a common value, or belief of what should be done. Schein claims 

that values are what one says ought to be done in the organization. This also means that these values are a 

set of rules that fits with our normal behavior and has roots in our basic assumptions (Schein, 1994). 

Level 3: Basic assumptions 

Basic assumptions are the core values of a culture and are difficult to deal with, mainly because they exist 

in a large unconscious level in the mind of the employee. They often show themselves through thoughts, 

feelings, perception and beliefs of the employee. An example could be when we solve a problem and we 

are successful at once. This belief, or consideration, will turn into a perception that “this is the only right 

way to do things”. Thus, we start to see the world from our own perception. However, if a group of people 

develop a tiny deviation to the way they ought to solve the problem, they will consider other ways of 

solving the problem less understandable. Living with different, or wrong, basic assumption can result in 

denial, projecting or twisting reality to our own benefit.  

Where the problems arise 

Culture has a great influence on the psychological process of the basic assumptions. Assumptions decide 

how we react, or relate to a certain problem, also on the emotional level.  We therefore see the world 

through our own culture and develop a certain way of thinking that fits our culture. However, this 

sometimes leads to a misinterpretation of situations or actions that does not fit our own (Schein, 1994). 

When dealing with two different cultures, problems may arise because the culture, and hence the basic 

assumptions, are different. However, it can be difficult to know of these different basic assumptions when 
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they are unconscious. Thus, it is in the basic assumption where cultural problems arise. However, by 

knowing the other culture, negotiators can prepare themselves and avoid future arising problems.  

  

Hofstede’s Five Cultural Dimensions 

Power Distance 

According to Hofstede power distance can be defined as:”The extent to which the less powerful members of 

institutions and organizations within a country expect and accept that power is distributed unequally” 

(Hofstede, 2010 p. 61). The scores within this dimension also inform about dependence relationships 

(Hofstede. 2010). The comparison of countries within this dimension expresses to what extent subordinates 

are dependent on their superiors. Members of organizations with low power distance and egalitarian 

power relationships consider the individual’s qualifications as the most important. Does the individual 

possess the right qualifications to do a specific job, he or she has the authorization to make decisions. 

Individuals solve conflicts independently and do not need to take advice from superiors. Superiors 

sometimes consult subordinates and do not usually issue orders to subordinates and tell them what they 

have to do. 

Members of organizations with high power distance and hierarchical power relationships consider the 

individual’s status as the most important. Status in the form of the individual’s position or rank in the 

organization, the individual’s age, family or personal connections. Status in these organizations is more 

important than qualifications. Authority is respected and the superiors often tell subordinates what to do, 

rather than consulting them. The individual with the highest status has the authority to make decisions. 

Japan 

Japan’s Power Distance score is 54, which makes Japan a hierarchical society (Hofstede, 2010 p. 59). 

However, Japan is not as hierarchical as other Asian societies, like for example China and South Korea. 

What these countries have in common within this particular area is that they accept and appreciate 

inequality, but feel that the use of power should be moderated by a sense of obligation (Hofstede, 2010). 

In Japan, age is revered, and age equals rank (Morrison and Conaway, 2007). Traditionally, younger people 

defer to older, higher-ranking people. However, visitors notice that some young people tend to be 

somewhat less deferential (Gesteland, 2012). In hierarchical cultures, the norm is not to challenge high-

status members. Thus, conflicts are less frequent between members of different social ranks. As a 

consequence, Japanese subordinates obey orders without comments or complaints (Thompson, 2015). 
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The decision-making process is very hierarchical compared to Western countries like Denmark. Many 

Japanese companies make decisions by consensus, which makes the process slow and time-consuming 

(Gesteland, 2012). Decisions need to be approved by all hierarchical layers in the organization. This, 

however, proves that decisions are not made by high-ranking individuals alone. 

A Japanese negotiation team would usually send high-ranking individuals in the beginning of the 

negotiation process. Negotiations are usually begun at executive-level and continued at the middle level 

(Morrison and Conaway, 2007). 

Denmark 

Denmark has a low score of 18 within power distance, making them one of the countries with the lowest 

score in this category (Hofstede, 2010 p. 59). Figuratively speaking, Denmark is almost “slipping out of the 

bottom” in this category. The distance between the bottom and the top in Danish organizations is low and 

Denmark is considered as being a very egalitarian culture. Superiors and subordinates consider themselves 

as being more or less completely equal. The organization chart is just an overview of roles in the 

organization, established for convenience. In many Danish firms it is possible for a company CEO to contact 

an employee ‘on the floor,’ and ask a question, and vice versa, and also possible for a low-ranking 

employee to call the big boss with a comment or a complaint (Gesteland, 2012). 

According to Gesteland:”In Denmark workers are expected to do their jobs without close supervision, and 

they reject being told how to do a task. Accordingly, managers tend to phrase instructions more as a 

guidance or suggestions.” (Gesteland, 2012 p. 326).  

In other words, Danish subordinates are generally not dependent on their superiors. Subordinates may be 

delegated different tasks, but they are free to come up with solutions to tasks themselves. This indirect 

approach in most Danish companies also gives low-ranking people the possibility to actually question 

decisions and tasks made by their superiors. Danes are not used to just obey orders made by superiors. If 

they feel that a task could be done differently with a better result, they will point that out to their superiors 

and they expect to be able to do that without any negative consequences. 

Like the Danish society, the management style in Denmark is also considered very egalitarian. Danish CEOs 

and managers often rely on subordinate’s skills and professional qualifications. Therefore, superiors 

sometimes seek subordinate’s advice, when decisions are going to be made. As a consequence, tasks and 

decisions are often decentralized to the individuals in the organization, who has the biggest knowledge 

about a given problem, rather than centralized to the people highest in the hierarchy. In Denmark, 

professional qualifications are far more important than status. 
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In a negotiation, a Danish company would therefore send the individual, who is most qualified to do the 

actual negotiation. This is not necessarily the CEO, who has the highest status, rather the individual, who 

has the best negotiation skills. A Danish company might also send the individual who possesses technical 

knowledge about the topic, which is up for negotiation. 

Individualism vs. Collectivism 

There are two different spheres within this dimension: Individualistic countries and collectivistic countries. 

According to Hofstede:”Individualism pertains to societies in which the ties of individuals are loose: 

Everyone is expected to look after him- or herself and his or her immediate family” (Hofstede, 2010 p. 92). 

In individualistic countries, the interests of the individual prevail over the interests of the group. When 

people grow up in these cultures, they learn to think of themselves as “I.” This “I” is one’s personal identity, 

and is distinct from other people’s “I”s, and these others are classified not according to their group 

membership, but instead according to individual characteristics (Hofstede, 2010). 

People from individualistic cultures give one’s personal goals a high priority, also if these goals are in 

conflict with the goals of one’s family or workplace. People from individualistic cultures consider 

themselves as being independent of others, and the goal in a negotiation is to maximize one’s profit 

(Thompson, 2015). Therefore, the focus is on the task to be completed, and thereby to negotiate an 

agreement to one’s own advantage, rather than focusing on the establishment of a relationship. The task-

oriented focus in a negotiation means that individualistic cultures would often use a distributive 

negotiation approach when negotiating with other cultures. Simultaneously, the deal has to be as far away 

from the counterpart’s target point as possible (Appendix 2 p. 107). This strategy is referred to as “I-win-

you-lose,” and the relationship between the two parties is not as important as the substantive outcome of 

the negotiation (Lewicki et.all. 2007). 

According to Hofstede:”Collectivism pertains to societies in which people from birth onward are integrated 

into strong, cohesive in-groups, which throughout people’s lifetime continue to protect them in exchange for 

unquestioning loyalty” (Hofstede, 2010 p. 92). 

When people in collectivistic countries grow up, they learn to think of themselves as a part of a “we” group 

(Hofstede, 2010). This relationship is according to Hofstede not voluntary, but instead given by nature. 

One’s “we” group is distinct from other people in the society, and other people’s groups are therefore 

“they” groups. The “we” group, which a person belongs to, is the primary source of that person’s identity. 

As a consequence, a person owes loyalty to that particular group. Breaking the loyalty of the “we” group is 

one of the worst things an individual can do. A mutual dependence relationship develops between an 

individual and one’s “we” group, which is both practical and psychological (Hostede, 2010).  
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In collectivistic cultures, the overall objective in a negotiation is to maximize the goals of the group. The 

focus is often on the establishment of a good working relationship, as well as a long-term friendly 

relationship with one’s business partners, rather than focusing on the task to be completed and to 

negotiate an agreement to one’s own advantage. This gives the business partner and the other party in a 

negotiation, the possibility if entering into an in-group.  

In collectivistic cultures, there is a great “we” mentality. The identity is based on the individual’s social 

groups and what he or she represents. Decisions are made on the basis of what is important for the group. 

This group can involve both parties in a negotiation, if the collectivistic negotiator considers the relation to 

be strong. Belonging to an organization is considered more important than individual effort and 

performance (Browaeyes and Price, 2011). The relationship-oriented focus in a negotiation means that 

collectivistic cultures would often use an integrative negotiation approach when negotiating with other 

cultures.  

In collectivistic cultures, the concept of face is considered very important (Hofstede, 2010, Thompson, 

2015). Face can be lost if a person is humiliated. In Hofstede’s book, social scientist David Yau-Fai Ho, 

defines the loss face the following way:”Face is lost when an individual, either through his action or that of 

people closely related to him, fails to meet essential requirements placed upon him by virtue of the social 

position he occupies” (Hofstede, 2010 p. 110). Face can also be saved, which is associated with remaining 

calm, apologize, and giving in, whereas saving one’s own face is related with defending positively 

(Thompson, 2015).  

Countries with a high score on the power distance-index (Hofstede, 2010 p. 103) tend to have a low score 

on the individualism index. Simultaneous, countries with a low score on the power distance-index tend to 

have a high score on the individualism-index. In other words, large power distance countries are likely to be 

more collectivist, and small power distance countries are likely to more individualistic (Hofstede, 2010). 

Japan 

Japan has a score of 46 in this dimension and exhibit signs of being a collectivistic society (Hofstede, 2010 p. 

96). Japanese companies generally assign high priority to In-group harmony and the concept of face. 

According to Gesteland: 

”Japanese business behavior continues to reflect very strong relationship orientation.. Developing 

interpersonal rapport is an important and time-consuming component of the business process. Get to know 

your counterparts before discussing business by means of small talk and by socializing over drinks, meals 

karaoke and golf” (Gesteland, 2012 p. 189). 



Seeking What the Wise Sought: Integrative Negotiation Between Denmark And Japan 
Master's Thesis 
Nina Cecilie Phaff Møller and Kristian Wolstrup 

41 
 

To establish and maintain a surface of harmony and prevent loss of face, Japanese negotiators generally 

rely on specific codes of behavior. When Japanese have something unpleasant or negative to say, they 

rather say “We will do our best” or “That would be difficult”, instead of answered to a request with a blunt 

“no.” (Gesteland, 2012). According to Gesteland: “Japanese tend to rely heavily on tatemae or surface 

communication, sometimes telling you what they think you want to hear” (Gesteland, 2012 p. 191). 

 

 Other codes of behavior include the formalized exchange of business cards (meishi) as well as the 

exchange of gifts (temiyage). Japanese business men also tend to dress and behave formally and are 

comfortable with visitors who do likewise (Gesteland, 2012). We will return to these, as well as other codes 

of behavior later. 

According to Morrison and Conway:”(in Japan), decisions are made within the group. Outsiders must be 

accepted into the group before they can participate in decision-making” (Morrison and Conway, 2007). 

Japan is a collectivistic society with group values and a relationship-oriented focus.  

Denmark 

Denmark has a score of 74 in this category, which makes Denmark an individualistic country (Hofstede, 

2010 p. 95). In Denmark, it is expected that individuals take care of themselves and members of their close 

family and not necessarily others. Most Danes separate their family life with their working life and do not 

like making them overlap (Gesteland, 2012).  Being in an individualistic society, most Danish companies 

tend to be deal-focused when negotiating. One does not need to have developed a businesslike or friendly 

relationship with a Dane before doing business. According to Gesteland: 

”Like other deal-focused people, Danes tend to be task-oriented rather than people-oriented. They like to 

“get to the point” and dislike lengthy conversations which has nothing to do with the business at hand. 

Although devoted to their immediate family members and friends, Danes are strong individualists. As such 

they are often unaware of their international counterparts’ strong attachments to extended families and 

other in-groups (Gesteland, 2012 p. 323). 

Danes tend to conduct most of the business via non-personal communication tools like E-mail, phone or 

video-conferencing, where the receiver of the message does not need to be at the same place as the 

receiver. This makes Danes easy to do business with. However, they are not always aware how important it 

is to meet face-to-face when business is to be done with more relationship-focused counterparts 

(Gesteland, 2012). 
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Masculinity vs. Femininity 

This dimension has two different spheres. A society can be either masculine or feminine. According to 

Hofstede: 

“A society is called masculine when emotional gender roles are clearly distinct: men are supposed to be 

assertive, tough and focused on material success, whereas women are supposed to be more modest, tender, 

and concerned with the quality of life” (Hofstede, 2010 p. 140). 

In families from very masculine societies, men should be assertive, ambitious and tough, while women 

should be tender and take care of relationships. The standard pattern in families is that fathers deal with 

facts and earns, while mothers deal with feelings and cares. Careers are compulsory for men and optional 

for women. In extreme masculine societies, the amount of women in professional jobs is very small. In a 

business context, companies in masculine societies resolve conflicts by letting the strongest win. There is a 

certain preference for larger organizations and company employees live in order to work. In masculine 

societies, people - and especially men - live in order to work (Hofstede, 2010). 

Hofstede defines a feminine society in the following way: 

“A society is called feminine when emotional gender roles overlap: both men and women are supposed to 

be modest, tender, and concerned with the quality of life” (Hofstede, 2010 p. 140). 

The standard pattern in families is that both parents deal with facts and feelings. Careers are optional for 

both genders. In feminine societies, the amount of women in professional jobs is high. In a business context, 

companies in feminine societies resolve conflicts by compromise and negotiation. There is a particular 

preference for smaller organizations, because “small is beautiful.” In companies, employees – both men 

and women - generally work in order to live (Hofstede, 2010). 

Japan 

With a score of 95 in masculinity index, Japan is the second most masculine society in Hofstede’s study, 

only to be surpassed by Slovakia with a score of 110 (Hofstede, 2010 p. 141). 

In Japan, emotional gender roles are quite distinct. However, it would be wrong to claim that men are 

worth more than women because that would not be true. On the other hand, women are neither worth 

more than men. Gender roles in Japan are just more divided than in Scandinavia. According to Morrison 

and Conway: 

”Male dominance is still strong in public situations. Gender roles in society are clearly differentiated, but a 

desire for Western-style equality is growing among Japanese youth” (Morrison and Conway, 2007 p.65).  

There has been an increase in the number of female managers in Japanese companies. However, this trend 

seems to be broken.  The World Economic Forum ranked Japan 101 out of 134 countries in terms of its 
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percentage of female managers in 2009. That is a percentage decrease compared to 2006, where Japan 

was ranked 80 (Gesteland, 2012). According to Gesteland: 

”Since relatively few women have reached positions of authority in Japanese companies, many Japanese 

men are not yet used to dealing with females on the basis of equality in a business context” (Gesteland, 

2012 p. 189). 

According to Beamer and Varner, Japanese women generally have lower status than men in Japanese 

society: “An indicator of this is that women in Japan use a different vocabulary from men in referring to self 

and others. Women bow lower than men to show their status is not as high (although their relative power 

may be greater) (Beamer and Varner, 2008 p. 138). 

Both men and women work in business organizations. Women often work in low-status jobs as for example 

office ladies, and they perform clerical and even hostess duties (Beamer and Varner, 2008). Many Japanese 

companies encourage marriage between employees since wives will then understand their husbands’ 

loyalty to the company. 

Denmark 

With the modest score of 16, Denmark is one of the most feminine societies in Hofstede’s study. Only the 

Netherlands (14), Latvia (9), Norway (8) and Sweden (5) are more feminine than Denmark (Hofstede, 2010 

p. 143). In Danish families both men and women should be modest, tender, and both can focus on 

relationships. According to Gesteland: 

“Many Danes are so modest they mumble their name when introducing themselves. They also tend to 

understate their achievements and make self-deprecating remarks. Indeed, it would be fair to say that 

modesty is a national characteristic of Danes, who are put off by the breezy self-promotion they see in 

people from certain other cultures. Foreign visitors will make a more favourable first impression by letting 

the Danes find out for themselves how smart they are” (Gesteland, 2012 p. 328). 

Danish employees are supported rather than supervised by their managers. Due to the egalitarian 

management in Denmark, decision-making is usually reached through the involvement of all members of 

the organization. This also means that conflicts are usually solved by compromise and negotiation. Another 

notable example why Denmark is a feminine society is that women to some extent have positions of 

authority in Danish companies. Within the last couple of years, it has become relatively common for 

women to have leading positions as managers, CEOs and executives. The most notable example is the 

former Danish Prime Minister, Helle Thorning Schmidt. She was the first female Prime Minister in Denmark 

while she was in office from 2011 to 2015. 
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Uncertainty Avoidance 

Uncertainty avoidance can be defined as:”The extent to which the members of a culture feel threatened by 

ambiguous or unknown situations: This feeling is, among other manifestations, expressed through nervous 

stress and in a need for predictability: a need for written and unwritten rules” (Hofstede, 2010 p. 191). 

 

Members of countries with low uncertainty avoidance tend to have the opposite attitude to rules. Rules are 

fine if they are necessary, but if not members believe that problems can be solved without formal rules 

(Hofstede, 2010). In these countries, people believe that uncertainties and irregularities are a part of life. To 

a greater extent, people take things as they come. People can to a certain extent turn a blind eye to rules if 

they do not work. Conflicts can be seen as constructive. There is a strong believe in generalists and 

common sense (Browaeyes and Price, 2011, Hofstede 2010). 

Countries with high uncertainty avoidance tend to have more formal laws and informal rules to control its 

citizens. In these countries, there is typically a need for formal structure. This applies in the workplace as 

well. Employees accept and welcome rules even if there is not a direct need for them. In societies with high 

uncertainty avoidance people – that being both employers, employees or members of government – have 

been programmed since only childhood to feel comfortable in structured environments (Hofstede, 2010). 

Uncertainties and irregularities are seen as threats and should be avoided. People stick to what they know 

and what is considered safe. They avoid taking risky chances because the result is not given beforehand. 

Consensus is preferred over conflict. There is a strong belief in experts and their knowledge (Browaeyes 

and Price, 2011, Hofstede 2010). 

The anxiety component also has an influence on how people’s motivation to work. In workplaces where 

there is low uncertainty avoidance, people are able to work hard if there is a particular need for it. They are 

not driven by an inner urge of constant activity. They need time to relax to think about something else than 

work. According to Hofstede:“Time is a framework in which to orient oneself but not something one is 

constantly watching” (Hofstede, 2010 p. 210). On the contrary, in workplaces where there is high 

uncertainty avoidance, there is an inner urge to work hard, or at least to be busy. According to Hofstede:” 

Life is hurried and time is money” (Hofstede, 2010 p. 210). 

Japan 

Japan has a score of 92 in uncertainty avoidance, which indicates that Japanese generally feel threatened 

by ambiguous or unknown situations (Hofstede, 2012 p. 192). We have found a couple of examples that 

relates to this particular behavior. An example, and a good reason for the high score within uncertainty 

avoidance, is the fact that Japan is often exposed to natural disasters like typhoons and earthquakes. The 
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Japanese people need certain rules and guidelines so that they know how to behave in case of a natural 

disaster. They also need to develop certain technologies to cope with these. 

Another more business-related example has to do with the slow decision-making behavior in many 

Japanese companies. Many Japanese companies make decisions by consensus (Gesteland, 2012). This 

behavior causes Japanese delegates to ask a lot of questions during a negotiation process. 

Last example, which is also business-related, is that Japanese companies often expect clear and specific 

language in technical situations. According to Zimmerman: 

“When I was president of the American Chamber of Commerce in Japan, I was constantly amazed by the 

almost total lack of preparation that characterized the visits of many U.S. corporate negotiators. They 

expected their local Japanese staff to do all the preparation, and quickly assimilate all the facets and 

complications in a matter of hours. It was frustrating for the local staff to see these “instant geniuses” from 

the States take over and ruin a carefully prepared negotiation just because the visitors lacked the nintai 

(patience) not only to immerse themselves in every detail before the negotiation but also to send all the 

relevant technical data and contract drafts well beforehand for prior review and evaluation by the 

Japanese" (Zimmerman, 1985 p. 65). 

This situation describes both the high uncertainty avoidance and the slow decision making in many 

Japanese firms. The slow decision-making is not due to the fact that the Japanese company needs to 

consult and confirm decisions higher in the hierarchy. They also need to consult specialists to, especially if it 

has to do with something technical, which the negotiator himself may not know so much about. 

Denmark 

With a score of modest 23 Denmark is one of the countries with the lowest score in this category. The only 

countries with a lower score than Denmark are Jamaica with a score of 13 and Singapore with a score of 8 

(Hofstede, 2010 p. 194). Idiomatic phrases such as ”Det skal nok gå altsammen” (everything will be all right) 

and “Vi tager tingene, som de kommer!” (We take things as they come) are both phrases which one may 

hear occasionally in Denmark. Generally, Danes are not dependent on predictability in their working life. 

Circumstance can change what has been planned, they can change quickly, and Danes tend to accept that 

as a fact of life. Usually, Danes do not need too many rules are guidance in order to complete a task or 

assignment on their workplaces. According to Gesteland: 

“In Denmark workers are expected to do their jobs without close supervision, and they reject being told how 

to do a task. Accordingly, managers tend to phrase instructions more as guidance or suggestions. While this 

“indirect” approach works fine in Denmark, it tends to cause great confusion outside of Scandinavia because 

workers in hierarchical cultures expect clear, straightforward direction” (Gesteland, 2012 pp. 326+327). 
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This behavior has to do with the Danish egalitarian management style, which we addressed earlier. The 

egalitarian management style causes Danish project leaders and expatriate managers to encounter 

difficulties when operation internationally (Gesteland, 2015). 

Short-term vs. Long-term orientation 

Hofstede’s fifth dimension has two different spheres: Short-term orientation and long-term orientation. 

Hofstede defines short-term orientation as:”Short-term orientation stands for the fostering of virtues 

oriented toward future rewards – in particular, perseverance and thrift” (Hofstede, 2010 p. 239). 

Extreme short-term orientation societies have a social pressure for spending and they think efforts should 

produce quick results. They are concerned with social and status obligations as well as the concept of “face” 

(Hofstede, 2010). In a business context, societies with a short-term orientation have a need for 

achievement and self-determination. Employees’ loyalty towards their workplace may vary.  Employees 

should be rewarded on the basis of their abilities. Work values include freedom, rights, achievement, and 

thinking for oneself.  

Extreme long-term orientation societies are typically quite thrifty and they are sparing with resources. They 

are enduring and believe that sustained efforts toward slow results. Employees are willing to subordinate 

oneself for a purpose. They believe in the preservation of face and have a sense of shame. In a business 

context, societies with a long-term orientation have a need for accountability and self-discipline. Employees 

are loyal toward others, develop and maintain lifelong personal networks. People believe that large social 

and economic differences should not be tolerated. Typically, managers and employees share the same 

aspirations. Work values include learning, honesty, addictiveness, accountability and self-discipline. The 

focus is on the market position and the importance of profits ten years from now (Hofstede 2010, 

Browaeys and Price, 2011). 

It is important to mention that one end of the dimension is not to be considered better or worse than the 

other. Respectively short-term and long-term orientations are simply orientations towards life (Browaeys 

and Price, 2011). 

Japan 

Japan has a score of 88 within this category making the Japanese one of the most long-term oriented 

countries in Hofstede’s study. Japan is surpassed by only two other countries: Taiwan with a score of 93, 

and South Korea with a score of 100 (Hofstede, 2010 p. 240). In Japan, the preservation of “face” is 

considered critical. In order to establish and maintain a surface of harmony, Japanese rely on specific codes 

of behavior, which has been mentioned before in the thesis. These codes of behaviors include the exchange 
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of business cards (meishi) as well as the exchange of gifts (temiyage), but also specific ways of greeting 

others, use nonverbal communication accurately, etc. (Gesteland, 2012). 

The orientation towards others is long-term, and Japanese employees typically seek to develop and 

maintain lifelong personal networks with the companies, which they “belong” to. The Japanese labour 

market is known for establishing life-long employment. According to Trompenaars and Hampden-Turner:  

”The idea is always to do more than a contract or agreement obliges you to do. The idealized relationship is 

sempai-kokai, that between an older and younger brother. Promotion by age means that the older person 

will typically be in charge. The relationship to the corporation is long term and devoted” (Trompenaars and 

Hampden-Turner, 2012, p. 196) 

Denmark 

Denmark has a score of 35 within this dimension making the Danes a relatively short-term oriented country. 

In Danish companies, the loyalty of the employees can vary according to the needs for business. Employees 

are typically rewarded on the basis of their abilities, not necessarily for their loyalty to the company or their 

relationship with the company CEO. Danish work values include freedom, rights, achievement, and thinking 

for oneself. An example describing the freedom in a work-related context is the term flextime, which has 

become a common word within many Danish companies. Flextime, or flexible working hours, is an 

arrangement where employees to a certain extent can schedule their working hours. Though, they need to 

work a specific number of hours each day, week, or month. Some Danish employees have the opportunity 

of working at home in a home office, which also characterizes the work value of freedom. 

Danes also want to be able to think for themselves while working. An example of this behavior is, as also 

mentioned earlier, that Danish workers expect to be able to do their jobs without close supervision. 

Therefore, they see instructions more as guidance rather than an actual order.  

 

Trompenaars’ Five Cultural Dimensions 

Universalism vs. Particularism.  

According to Trompenaars and Hampden-Turner (2012) on one hand, people can feel obligated to adhere 

rules that are universally agreed to by their culture. For example: Do not steal. Do not cheat. Do not lie. 

Treat people like you want to be treated etc. On the other hand, people can feel obligated to the people 

they know. John is my best friend and therefore, I would never lie or steal from him. 
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Universalistic people, also known as rule-based people, believe that all people falling under the same rules 

should be treated the same. Here, rules come before a relationship because making an exception will 

weaken the system of justice (Trompenaars and Hampden-Turner, 2012). 

Particularistic people, on the other hand, focus on present circumstances. They prioritize relationship 

higher than rules. Their loved ones are therefore not regarded as normal citizens, but people who should 

be treated in a different way so they can have the best circumstances possible no matter what the rules say 

(Trompenaars and Hampden-Turner, 2012). 

Business people from both societies will see the other party as corrupt. Here, universalists will think 

particularistic people are not to be trusted because they always help their friends. Also, particularistic 

people will say that universalists are not trustworthy because they prioritize rules over any important friend. 

Japan 

Japan scores 55 % on Trompenaars’ and Hampden-Turner’s scale of how many people who would not write 

a false review of a friend (Miller and Kanagawa, 2000 p.49). Japan is, therefore, a particularistic society, 

which makes sense in how much the Japanese prioritize a business relationship over a contract.   

Denmark 

Denmark, who scored 62 % on the same scale, is defined as a universalistic society that prioritizes rules first. 

A typical example is how the Danes stick to business contracts and according to Gesteland, can make a deal 

in no time (Gesteland, 2012). However, it should be mentioned that the two countries are not far from 

each other on the scale. 

Problematic Business Areas 

In general, most companies inevitably move towards universalistic ways of thinking when they go 

international despite being particularistic in the first place. 

The contract 

When a company from a particularistic culture do business with a universalistic company, they have 

different approaches to the contract. The contract records an agreement on principle and codifies what 

each party has promised to do, which is the way of a universalistic culture. But how does the particularistic 

business partner perceive this contract? 

Unlike the contract, a particularistic business partner is more likely to keep his promises if he has a good 

relationship with his business partner. Hence, nursing the relationship is crucial to retain the partnership. 

Universalistic cultures tend to ignore the importance of nursing the relationship to a particularistic culture, 



Seeking What the Wise Sought: Integrative Negotiation Between Denmark And Japan 
Master's Thesis 
Nina Cecilie Phaff Møller and Kristian Wolstrup 

49 
 

which is a huge pitfall. Instead, the contract means everything to them (Trompenaars and Hampden-Turner, 

2012). 

According to Trompenaars and Hampden-Turner: “Introducing a contract with strict requirements and 

penalty causes, the implied message is that the one party would cheat the other if not legally restrained 

from doing so” (Trompenaars and Hampden-Turner, 2012, p. 51). 

A party who feel they are not trusted may act in an untrustworthy way. In worst case scenario, the 

relationship with the universalistic partner is terminated because of precautions being offending, and the 

contract terms being too rigid to allow a good partnership to evolve naturally (Trompenaars and Hampden-

Turner, 2012). 

Timing of the business trip 

According to Trompenaars and Hampden-Turner, people from a universalistic culture (e.g. Denmark) should 

take twice as much time visiting the particularistic culture than usual. Here, the particularistic culture 

(e.g.Japan), will become suspicious if they are hurried and will withdraw from the deal if pushed too far in 

the decision-making process (Trompenaars and Hampden-Turner, 2012). 

Individualism vs. Communitarianism 

Individualistic people are those who prioritize the interest of the self instead of the group. They believe in 

personal freedom and achievement. They do not rely on a group to take care of them and are independent 

(Trompenaars and Hampden-Turner, 2012). 

Communitarianism, on the other hand, is when people prioritize the group instead of the individual. Here, 

the safety and help, which the group provides to each person, are repaid in terms of loyalty.  

According to MindTools (2016) individualistic cultures include the U.S., Canada, the U.K, Scandinavia, New 

Zealand, Australia, and Switzerland, while communitarian cultures include countries in Latin-America, Africa, 

and Japan. 

Japan 

Japan scores 37 % on the individualistic table, making them more group oriented than most societies. 

However, this makes a lot of sense since Japan is a very group-oriented society. 

 In the book “Order by accident” (2000) Allan S. Miller and Satoshi Kanagawa explains how Japanese people 

from birth are seen as being individualistic and needs to learn how to depend on other people. In many 

western countries, babies are seen as dependent on their mother and needs to learn how to be dependent 

throughout life. However, in Japan the in-group of a Japanese person, whether it is the family or the 

baseball team, means everything. But the membership of the group comes with a price: every member is 
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reliable to every other member of the group. Therefore, if a group member is caught in a criminal act, guilty 

or not, the group will most likely turn their back on them. This approach also explains the low criminal rate 

in Japan. A criminal act comes with too high a cost to the individual, who are rejected from their social 

in-group (Miller and Kanagawa, 2000).   

Denmark 

Denmark, on the other hand, is one of the most individualistic societies on the chart with a score of 67 % 

(Trompenaars and Hampden-Turner, 2012, p.66). This is especially clear in the Danes approach to their 

workplace: they work to live, compared to Japan, who live to work. The Danes prioritize themselves and 

their personal freedom before their job, which is why they usually not stick to one job for their entire life. 

Problematic business Areas 

Plural representation 

In communitarian cultures, like Japan, plural representation is preferred. Thus, it is very unlikely for a 

Japanese company to send one negotiator to represent the company. People who are unaccompanied will 

be assumed to lack status in a communitarian culture. In case something unexpected is required, the 

communitarian group will wish to discuss the issue with the headquarter. However, in individualistic 

cultures, the representatives will make their own decisions on behalf of the company, which can be 

confusing to communitarian cultures, who believe these people are bound by the wishes of the company 

(Trompenaars and Hampden-Turner, 2012). 

Decision making 

Unlike an individualistic culture, the communitarian culture decision making takes much longer because it 

involves gaining the consensus for every group member. Here, the group does not accept a democratic vote. 

If the home office is not consulted first, the group will be more likely to vote for a no than a yes. In Japan, 

the “ringi” process (meaning “the ring process”) is often used as a communitarian decision-making tool, 

where proposals circulate and are initiated by the agreeing participants. It is effective, but can lead the 

decision-making progress into a lengthy delay. 

In individualistic societies, the decision-making progress is relatively short and decisions are often made 

quickly by a simple vote. However, saving time in the decision-making is often followed by delays because 

of implementation problems in the progress (Trompenaars and Hampden-Turner, 2012). 
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Affective vs. Neutral Cultures 

Both reason and emotions have a big part to play in a relationship. If coming from an affective culture, our 

emotions are put into play while being visible to other people. Immediate emotions are showed through 

laughing, smiling, grimacing, gesturing, etc. Affective cultures show emotions because they feel they cannot 

express emotions by words only. Typical examples of affective cultures will be Spain, Venezuela, Egypt and 

Saudi Arabia (Trompenaars and Hampden-Turner, 2012) 

Neutral cultures, on the other hand, do not wear their emotions on the outside. Instead, they  control their 

emotions by keeping them subdued. This does not necessarily mean that they are cold or unfeeling, or that 

they repress their feelings. People from neutral cultures can still signal emotions loudly, for example when 

they experience irrepressible joy or grief. Typical examples of neutral cultures will be Japan, Ethiopia, 

Austria and China. 

Usually, reason and emotions are often combined. When we express emotions, we do it with the purpose 

of finding some confirmation through the response of the audience. When our approach is very emotional, 

we seek a direct emotional response from the audience agreeing with our feelings. On the other hand, 

when our approach is not that emotional, we seek an indirect response from our audience, agreeing with 

our reasoning to support us. In both situations the same approval is being sought, just with different ways 

to achieve it (Trompenaars and Hampden-Turner, 2012). 

Japan 

When asked if certain cultures would show their emotions when feeling upset at work, Japan is according 

to Trompenaars and Hampden-Turner (2012) the second most neutral country on the chart, with a 

percentage of 74 saying they would not show their emotions. This makes a lot of sense since showing 

emotions during negotiation with a Japanese party will be seen as a sign of weakness. 

Denmark 

In contrast, Denmark only had a percentage of 34 meaning they are more of an affective culture.  This 

example is questionable because Denmark is next to Italy and not far on the chart from Greece who, in 

general, are known as some of the more classical affective cultures. 

According to Trompenaars and Hampden-Turner, Americans, who are more neutral on the chart than 

Denmark, appears very outgoing and expressive towards strangers. However, even though Denmark are 

supposed to be more emotional, they and their Nordic neighbors are far less expressive towards strangers 

and can still appear more “stiff” than Americans. Trompenaars and Hampden-Turner explain that 

Americans may be more expressive because they have a great nation build up by many different cultures, 

forcing them to break down social barriers repeatedly. The Nordic countries are therefore more reserved, 
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as they do not feel the need to break barriers the same way as Americans (Trompenaars and Hampden-

Turner, 2012). 

Problematic Business Areas 

Verbal cross-cultural communication 

In western countries, verbal culture has a predominant role to play. Communication is done through films, 

paper and conversation. But in western countries, silence makes us nervous and uneasy (Trompenaars and 

Hampden-Turner, 2012). But during discussions, things change dramatically. Here, it is expected to give 

turns saying what we want to say. When X starts taking, Y has to wait until X is done talking: interruption is 

here seen as rude. 

In Latin countries, on the other hand, interruption is a part of the discussion. Here, both X and Y will 

interrupt each other to show engagement and interest in the discussion. Finally, in Asian countries, silence 

is another element of the discussion, which frightens westerners. Silence is a sign of communication failure. 

It is therefore suggested to take time processing the information the other party presents to you without 

talking. 

Also, the tone of voice is another important part of verbal communication where problems can arise. As 

shown in figure 6.3 in Trompenaars and Hampden-Turner (2012, p. 94), the tone of voice differs greatly in 

different cultures. In some neutral countries, ups and downs in speech are not taken seriously. But in Latin 

societies, ups and downs is a part of showing you are dedicated to the matter of which you speak. In Asian 

countries like Japan, monotonous style shows self-control and respect. The higher the position in a 

company, the flatter and monotonous a person speaks (Trompenaars and Hampden-Turner, 2012). Here, 

the Danes and the Japanese has their monotonous speech pattern in common. 

Collaborating Neutral and Affective cultures 

When affective and neutral culture cooperates, several problems can arise. A neutral person can be seen as 

cold-hearted by the affective person. On the contrary, an affective person can be seen as inconsistent and 

out of control, thereby being less reliable. Here, it is important to spot the difference and avoid making any 

judgment based on emotions or none at all (Trompenaars and Hampden-Turner, 2012). 

Furthermore, it is important to keep in mind that neutral people who do not show emotions are not 

necessarily bored, or uninterested in the business at hand. Finally, it is a good idea to keep the proposition, 

or object central to the discussion (Trompenaars and Hampden-Turner, 2012). 

For neutral people, it is important not reacting negatively to any scene, or hysteria given by the other part. 

Instead, time outs are a good idea to sober up reflections or hard statements. Also, repay a goodwill 
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expression with warmth. Finally, it is important to keep in mind that enthusiasm, readiness to agree or a 

passionate disagreement does not mean that they necessarily have made up their mind (Trompenaars and 

Hampden-Turner, 2012). 

Specific vs. Diffuse cultures 

In specific cultures, job hierarchy does not apply outside work. Even though a person from a specific culture 

can be the CEO of a great company, an employee can have authority over him in another specific field 

outside work. Maybe the employee is an expert when it comes to installing computer programs and the 

CEO needs his expertise. In specific societies, the CEO will allow him the authority outside work 

(Trompenaars and Hampden-Turner, 2012). In cultures like these, the work life and the personal life are 

separated. Although relationships are important, these cultures believe people can work together without 

having a good relationship. Here, people focus on the objective before strengthening the relationship to 

another person. Examples of specific cultures include America, Britain, Switzerland, Germany, Denmark, 

and the Netherlands (Mindtools, 2016).   

 In diffuse cultures, the situation is another matter. In such cultures, the CEO will always have the authority 

no matter if he is an expert in a field outside work or not. In these cultures, work and personal life overlap. 

Businesswise, a good relationship should be the solid foundation for the business contract without 

exception. People often use time with their colleagues outside work. Typical diffuse cultures include 

Argentina, Spain, Russia, India and China (Mindtools, 2016). 

Japan 

According to Trompenaars and Hampden-turner (2012, fig. 7.3, p. 109), 73 % of the Japanese would not 

paint their boss house if they did not feel like it, which would make them more of a specific culture. 

However, Japan and China are known as those cultures who need a good relationship with their negotiation 

partner before making a deal. In Japan, people start out by “circling around” the stranger, by getting to 

know the person and come down to the specific matter when a relationship of trust is established. This 

makes them more of a diffuse culture. Thus, Japan appears a big stuck in the middle of the two cultures, 

compared to Denmark. 

Denmark 

On the same chart, 89 % of the Danes would not paint their bosses house (Trompenaars and Hampden-

turner, 2012 p. 109), making them a typical specific culture. In contrast to the Japanese, the Danes are very 

fast at making a deal with a company. In Denmark, it is common to get straight to the point and if the other 
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party is still interested afterwards, the person “circle around” the stranger to facilitate the deal. Denmark 

and Japan are therefore quite different at this point.  

Problematic Business Areas 

Losing face 

In specific cultures, like the U.S, the areas of privacy are clearly separated from the public life. It is therefore 

much easier to have freedom of direct speech. “Do not take this personally” is a very used phrase. But in 

diffuse cultures, this phrase is seen as an insult. When something perceived as private is made public a 

person has a loss of face. Thus, diffuse cultures use more time getting to the point. By doing that, they 

avoid making the situation personal (Trompenaars and Hampden-Turner, 2012). 

Negotiation between Specific and Diffuse cultures 

Negotiating with a diffuse culture can feel very time consuming to people from specific cultures. But in 

diffuse cultures, everything is connected. Negotiating with diffuse cultures are therefore a matter of 

priority.  

Specific and diffuse cultures are also known as low-context and high-context cultures. This has to do with 

how much you have to know before effective communication can occur. Low-context cultures like the U.S 

and the Netherlands believe that each stranger should have a share in the rulemaking and the fewer the 

rules, the better. These cultures tend to be flexible and are good at adapting their time. High-context 

cultures like Japan and the French are rich and subtle, but have a lot of baggage and will never be 

comfortable with cultures who are not ready to fully assimilate (Trompenaars and Hampden-Turner, 2012). 

Achievement and Ascription-oriented cultures 

In all societies, status is accomplished different ways. Some societies accord people's status on the basis of 

their achievements, making them an achievement based culture, where other ascribe it to them by virtue 

of age, gender, class, education, making them more of an ascription-oriented culture. 

In general, there are several factors affecting our perception of a person, some more logical than others. 

Gender, skin color and birth are some of the factors that do not tell anything about business effectiveness, 

where age, experience, education and qualifications tell a lot about business performance. Here, education 

and qualifications are related to an individual’s early schooling and training, making them not related to any 

achievement. A culture may assign a person a higher status to an employee with a better education in the 

belief that scholarly success leads to corporate success. 
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Japan 

According to Trompenaars and Hampden-Turner, 26 % of Japanese disagree with the fact that people can 

act as it suits them even if they have not achieved anything. This makes them more of an achievement-

based culture together with many other countries like Spain, Austria Greece and China (Trompenaars and 

Hampden-Turner, 2012 p. 129). 

Denmark 

The Danes, on the other hand, is a different matter. 49 % of the Danes disagree with the statement, making 

them an ascriptive culture together with other Scandinavian countries, the US and the UK. 

Negotiation between Achievement and Ascriptive-oriented cultures 

In achievement-oriented cultures, it can be extremely annoying for negotiators when the ascriptive-team 

brings a person with a higher status who has to attend the meeting in the background, to whom changes 

and proposals have to be submitted. The purpose of the person is unknown and the person does not say 

what they want, but still they expect respect from both teams (Trompenaars and Hampden-Turner, 2012). 

On the contrary, it can be very upsetting for ascriptive cultures when an “achievement-team” brings young 

members who use their knowledge to make the other team understand their status. To the ascriptive 

culture, a young manager will never gain the same respect as a manager with many years behind him. In 

Japan, managers are trained with an in-house education to ensure that if a person has been in a company 

for a longer time than his colleagues, it means he has more knowledge than them.  Thus, it can be an insult 

to the ascriptive culture to bring young people representing the same negotiating team as a handful of 

middle-aged negotiators (Trompenaars and Hampden-Turner, 2012). 

Translators 

In ascriptive cultures, negotiation translators in are often seen as acting “unprofessionally” according to the 

principles of achievement-oriented cultures. In British, German and Scandinavian cultures, the translator is 

a team member just as any other who should give an accurate and unbiased translation of what was said in 

the unknown language. But in Japan, a translator will use a minute or two translating a 15-seconds long 

sentence from English to Japanese. In addition, there is an even longer discussion going on about what was 

actually said. Here, the Japanese translator functions more like an interpreter that protects the team from 

insults or confronting conduct (Trompenaars and Hampden-Turner, 2012). 
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Titles 

In diffuse cultures, it is important to make a connection between your status and your organization. Here, 

the achievement made as an individual does not mean the same as the status been assigned to you by your 

organization. It is therefore important for the Danes to make clear that you are not only the chief, but the 

chief of marketing. By making this clear, you show that your company respects your effort. Also, it can 

mean the difference between whether or not your negotiation will result in a deal or not (Trompenaars and 

Hampden-Turner, 2012). 

  

Intercultural business communication barriers 

Japan is significantly different from western countries, both linguistically and culturally. This explains the 

endless number of intercultural books regarding how to do business with Japan. But how do we overcome 

the barriers of intercultural communication with a Japanese business partner? Here, the answer lies in two 

very simple words: language and culture (Nishiyama, 2000). When negotiating, a perfect scenario would be 

if parties are brilliantly bilingual and bicultural. This will increase the chances of smooth communication and 

cultural understanding. Another scenario that will result in effective intercultural communication is if both 

parties have prepared themselves for the cultural meeting and studied the other culture intensively before 

the meeting. Sadly, this is quite often not the case. 

When it comes down to the reality of negotiation language, one party is often forced to speak a foreign 

language, when doing business with a party from another culture. In this situation, it is not  uncommon that 

one party’s language level is not sufficient, leaving the party “linguistically handicapped” (Nishiyama, 2000). 

In most cases, the Japanese party must deal with this problem because English is more commonly used as a 

business language. This results in two situational problems: Firstly, the Japanese party will not be able to 

express himself as he wishes. Secondly, when the Japanese party is not familiar with other cultures, he will 

use his culture as the basis of understanding and perception (Nishiyama, 2000). 

 

According to Nishiyama (2000) Japanese business people have the following undesirable communication 

habits: 

1. Politeness and cautiousness that will make the negotiation partner uninformed of what the 

Japanese party thinks. Head nodding and smiling will be used even when the Japanese do not agree 

with their partner. 

2. Vague words and ambiguous expressions that result in the counterparty taking the decisions. 
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3. Too much formality results in the Japanese weighing small, unimportant factors in the negotiation 

process. 

4. Decision making being too slow, as well as not wanting to make spontaneous decisions 

5. Too much apologizing and silence when they wish to avoid a direct answer. 

 

But where does these communication habits come from? According to Nishiyama (2000) the Japanese 

communication behavior has been influenced by the Japanese language itself, as well as cultural factors 

such as: beliefs, values, attitudes, self-perception, the use of space, the perception of time, nonverbal 

gestures and postures. 

To eliminate unwanted communication with Japanese, it is necessary to study and understand the 

importance of the cultural and linguistic element of the Japanese nature. 

The Japanese Language 

The Japanese language is considered very complicated and hard to learn. First of all, the language has three 

alphabets; Hiragana for Japanese words, katakana for foreign words and Chinese characters, known as 

Kanji, also for Japanese words(漢字). The Japanese language is not a part of the Indo-European language 

family and therefore, pronunciation and syntax are quite different from western languages. Several 

thousand English loan words have been included in the Japanese vocabulary, but the pronunciation has 

been modified by the uniqueness of the Japanese phonetic system (Nishiyama, 2000). As a result, English-

speaking people will often not be able to recognize the English loan word in a Japanese context. 

Second of all, Japanese has five vowels and 17 consonants phonemes in their vocabulary with either long or 

short vowels. Except for n (ん) all consonants are followed by one of the five vowels. The basic sentence 

structure is Subject-Object-Verb, like in the following sentence: 

 This is a book=これは(sbj)本(obj)です(vb) (kore wa hon desu).  

The noun-verb agreement is not important here because the verb covers both singular and plural objects. 

Finally, there is no equivalence between “a” and “the” in Japanese (Nishiyama, 2000). 

Because of these complex differences, the Japanese often mispronounce words and make many 

grammatical mistakes when speaking English. In addition, the Japanese are rarely exposed to English in 

their own country, particularly because of the usage of dubbing in Japan. Many native Japanese people 

cannot tell the difference between “L” and “R” in English because the pronunciation of “R” is a mix of “L” 

and “R” in Japanese (Nishiyama, 2000). Even though many people know the Japanese word “Ramen” in 
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English, the pronunciation is a flapped R, sounding more like “Lamen”. Thus, the Japanese will have trouble 

not pronouncing the words “light” or “right” the same way. 

Another factor is the following consonant sounds that does not exist in the Japanese vocabulary: (f) as in 

the word “Fox”, (v) as in the word “Vase”, (th) as in the word “that”, (sh) as in “Ship”, (ch) as in chart, (wh) 

as in “where”. Because of the non-existing consonant clusters, words like “street” will be pronounced 

“sutoriito” with a vowel after each consonant. This results in failing at English intonation and accent for the 

Japanese (Nishiyama, 2000). 

Status through Language 

The Japanese language is very status-oriented because of the hierarchical society in Japan. As a result, they 

have the following words for “you”: そちら(sochita)、おたく(otaku), あなた(anata),きみ(kimi),てめ

(teme). Depending on who the person talks to, the pronoun will differ. The most commonly used of these 

words is anata, but it can never be used to a person with a high status. Verb usage is also influenced by 

social status. This means that a simple verb like “to come”(来る) will have five different ways of being 

expressed depending on who the person is talking to: １)おみえになります、2)おいでになります、3)

いっらっしゃいます、4)きます and 5)くる(Nishiyama, 2000, p.11). In Japan, everyone is expected to 

know how to speak depending on the situation. Therefore, it can be difficult for the Japanese to adjust to 

just one word for “you”. 

The Japanese yes 

Another frustrating situation in communicating with the Japanese is how a question will be answered. In 

Japan, a person would answer the question “you do not agree with me, do you?” with “yes, I do not agree 

with you” instead of “no” (Nishiyama, 2000, p.11). The Japanese also use this kind of “yes” when talking 

English. They often say yes/はい(hai) when a person explains something to them. A foreign person would 

presumably think this means “yes, I agree”, but on the contrary, it means “yes, I hear you” (Zimmerman, 

1985). Business partners can thus become annoyed and think the Japanese say yes, when they mean no 

(Nishiyama, 2000). 

The Japanese way of saying “no” 

According to Nishiyama (2000) the Japanese are not very direct in their statements. One way to imply a “no” 

is to say yes, followed by an explanation lasting 20 minutes. One could also try to be vague, ambiguous and 

evasive so that the other person loses track of the issue. Another way to say “no” is simply not to answer 
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the question and leave the matter unattended (Nishiyama, 2000). Finally, one can say no by abruptly 

change the subject, criticize the other party, or suddenly take up a highly apologetic tone(Nishiyama,2000). 

Business partners from Denmark therefore need to know how to interpret these responses to avoid 

complications. 

Face saving in conversation 

In western cultures, a conversation is like a ping-pong game between the speaker and the listener, where 

the ball represents words going back and forth. However, the Japanese do not carry a conversation like that. 

Instead, they give each other “aizuchi” meaning “agreeable responses” that makes the conversation go 

smoothly. A typical response could be hai (yes), ee (a more informal yes), haa (formal yes), sō (that is 

right/exactly) and naru hodo (indeed) while smiling or head-nodding. According to Nishiyama (2000, p.12) 

the reason for this response has to do with face-saving in conversation. The Japanese are very concerned 

with interpersonal harmony and the protection of each other’s “face” in personal encounters. Thus, they 

use several different resourceful tactics of interpersonal communication, known as “anticipatory 

communication”, “self-communication”, “understatements” as well as “acting as delegate” (Nishiyama, 

2000). 

Anticipatory communication 

Anticipatory communication is when the speaker expects the listener or a third party to anticipate his wish, 

without him actually asking for it. Here, the listener is expected to guess the speaker’s needs, sparring him 

of any possible embarrassment. Nishiyama(2000) explains how an almost bankrupt businessman never 

would ask for a loan in a bank directly. He would instead talk of the severe worldwide recession. He will 

walk away emptyhanded unless the loan officer volunteers to help him with a loan. As a result, both can be 

spared the embarrassment and loss of face. 

Self-communication 

In self-communication, a person mumbles something to himself and expects surrounding people to hear 

what he said. Either the people around him ignore what is being said or they acknowledge it. An example 

could be how a person in a room saying “this room is very cold” and another person responds by closing 

the window (Nishiyama, 2000). 

Understatement  

Understatement is used to avoid making an assertive or irreversible statement. The Japanese language 

allows subtle and open-ended statements because syntactically it is not necessary to state the subject. 
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When either doing a negation or an affirmative statement, one must place it at the end of the sentence. For 

example, a Japanese negotiator can say “the breach of the contract…”, and stop the sentence to see the 

reaction of the listener. If the listener becomes angry, he can adjust the sentence, saying “I agree with you. 

It is a serious matter that should be addressed”. But if the listener does not seem upset, he can chance his 

conclusion and say “I thought it would not be a problem with you” (Nishiyama, 2000).   

Acting as delegate 

Finally, acting as delegate is another common tactic in which the speaker conveys his message as being that 

of someone else. He could, for example, say “I personally do not care, but my supervisor will never allow 

this”, even if his supervisor does not care at all (Nishiyama, 2000). 

Pattern of thought 

The traditional Japanese view of the world is that a person must maintain a harmonious relationship with 

nature. This pattern of thought derives from Shintoism and buddhist ways of thinking. In these religions, 

the world is spiritual and organic and every part of it contains a spirit. Even animals, fish, insects, rivers, 

lakes, and oceans contain spirits. Even though Japan may appear very futuristic in some manner, this 

worldview has not changed much. The Japanese are therefore still very superstitious and will try to 

maintain harmony with spiritual and supernatural forces (Nishiyama, 2000). 

Many Japanese people plan certain events based on old superstition. Certain days in the Chinese calendar 

are delegated to happy and unhappy events. The day “tomobiki” or “taian” are good for weddings, as well 

as signing business contracts. “Butsumetsu”, on the other hand, is a bad day for such events, but is suitable 

for funerals (Nishiyama, 2000). 

In general, four and nine are bad numbers in Japanese because of the pronunciation of the number. Four is 

called “shi” and nine is called “Ku”, homogenous for “death” and “suffering”. Because of this, Japanese 

hospitals do not have room “four” or “nine”. Lucky numbers are three, five and seven (Nishiyama, 2000).  

Government-business relationship in Japan 

Business organizations in Japan are quite different from those of the West. Many of the large business 

industries were started by the Japanese government shortly after the Meiji Restoration in 1868. Even today, 

all of these organizations are directly or indirectly controlled by the Japanese government ministries, or 

bureaucratic elites (Nishiyama, 2000). 

The business industry in Japan is therefore perceived by the West as a big conglomerate, in which the 

Japanese government (especially the Ministry of International Trade and Industry (MITI)) functions as the 

national headquarters, where each enterprise is a branch, or division of the corporation. Other westerners 



Seeking What the Wise Sought: Integrative Negotiation Between Denmark And Japan 
Master's Thesis 
Nina Cecilie Phaff Møller and Kristian Wolstrup 

61 
 

believe that the Japanese industries are controlled by a handful of major conglomerates, known as Keiretsu. 

Thus, despite the economic situation of the country, open and free competition still doesn’t exist in Japan 

as it does in the West(Nishiyama, 2000). 

Keiretsu 

The Keiretsu groups in Japan have their origins in the Zaibatsu groups, which existed before the end of 

World War 2. Zaibatsu means “financial clique” and were a group of companies that were controlled 

directly by a family holding company. Famous Zaibatsu groups were Mitsubishi, Mitsu, Sumimoto and 

Yasuda (Nishiyama, 2000). But in 1952, the Japanese government canceled the ban on cross-share-holdings 

and interlocking boards of directors. The Zaibatsu groups were ressembled in a new form, known as 

Keiretsu. These groups were based on huge bank and trading firms that formed networks of companies. 

Today, there are six major groups: Mitsubishi, Mitsu, Sumimoto, Sanwa, Fuyo and Dai -ichi Kangyo 

(Nishiyama, 2000). Each of these companies has several other companies in each sector of the Japanese 

economy, such as steel, petrochemicals, banking and high technology. Furthermore, companies such as 

Toyota, Hitachi, Matsushita, Seibu, Tokyu and Daiei are new groups that have emerged after the war. 

Danish negotiators need to keep these companies in mind when trading with Japan, to get a clear picture of 

who is pulling the threads in the big companies that Denmark trades with (Nishiyama, 2000).  

The Japanese Corporate Culture: The Family 

There are four kinds of corporate cultures in an organization: The Eiffel tower, the family, the guided missile 

and the incubator. These metaphors describe the relationship between the employee and the organization. 

Where the Japanese corporate culture is known as the family, the Danish corporate culture is defined as 

the Guided Missile (Trompenaars and Hampden-Turner, 2012). 

An example of a typical Japanese business organization is like a family with manager, executives, and 

employees functioning as one big family. All members are committed to the company’s goal as a group. 

However, the family is hierarchical in the sense that the “father” of the company has authority over the 

“children”, who has much less experience than him. As a result, the corporate culture is power-oriented 

where the leader is seen as a caring father who knows better than his subordinates. In other words, within 

the corporation, the Japanese recreate the traditional Japanese family. Here, the business virtue is known 

as amae, a kind of love between employees of different rank, with tolerance shown to the younger 

member and respect shown to the elder. To please a superior is a pleasure in itself, even though it is not 

that visible to outsiders. The ideal relationship between employees is the sempai-kokai relationship: the 

relationship between to close brothers (Trompenaars and Hampden-Turner, 2012). 
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The family corporate culture is more interested in intuitive than in rational knowledge and are more 

concerned with the development of the people, than with deployment and utilization. Personal knowledge 

is valued higher than empirical knowledge. The family corporate culture is known to be highly adaptable 

and therefore respond quickly to change. Finally, family members enjoy their relationship and value praise 

higher than money (Trompenaars and Hampden-Turner, 2012). 

The Danish Corporate Culture: The Guided Missile 

The guided missile differs from the family by being egalitarian and task-oriented (Trompenaars and 

Hampden-Turner, 2012). In the guided missile culture, everything depends on keeping the strategic intent 

and focus on reaching the target. This objective is usually reached in project-groups or teams.  

In this culture, the staff is being rewarded and focused on initiatives that will make the business move 

forward. What is positive about the Guided Missile cultures is that the managers feel a high degree of 

ownership and are still able to do what is necessary across departments to get the task done. Results are 

done faster than other organizational cultures and there is a great flexibility as people work in smaller 

teams to get the job completed (Wright, 2012). 

A negative thing about the guided missile culture is that it allows managers to pursue separate objectives, 

which makes it difficult to communicate a universal view of the entire organization. Also, such target driven 

cultures can create high levels of stress and over-working in staff who will strive to achieve the various 

objectives and key performance indicators they have been set to do (Wright, 2012).  

The ultimate human value in the guided missile culture is how you perform and how you are able to 

contribute to the target outcome (Trompenaars and Hampden-Turner, 2012)   

Theoretical foundation part 3: 

Nonverbal behavior 

According to Owen Hargie, nonverbal communication can take six different forms (Hargie, 2011 p. 56): 

 Haptics: Communication through physical touch 

 Kinesics: Communication through body movement 

 Proxemics: Messages conveyed through the use of space between the sender and the receiver. 

 Physical characteristics: Information revealed through body shape, size and adornments 

 Environmental factors: Messages carried by features of the social surroundings in which 

communication takes place. 
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 Vocalics: Communication by means of the nonverbal elements of speech (e.g. voice pitch, 

resonance and so on). 

Haptics 

Haptics is nonverbal communication through physical touch. In many international business cultures, the 

handshake is a well-accepted touch, when people meet for the first time. However, the type of handshake 

as well as the way business people greet each other may differ across cultures. In Denmark as well as in 

other Western business cultures, a firm handshake is used when people meet and greet for the first time. 

This form of greeting haptic is the same whether the people involved are male or female. The greeting 

action is different when Japanese businesspeople meet. The Japanese bow from the hip with a straight 

back and neck. Japanese men keep their arms at both sides with hands extended at the side of the upper 

legs. Women put their hands on the front of the thighs when bowing. This type of greeting is referred to as 

the Japanese bow. The bow may also be accompanied by a handshake with an firmly extended arm 

(Beamer and Varner, 2008). 

Kinesics 

Kinesics is communication through bodily motion such as gestures, head nods, posture, eye contact, facial 

expressions, etc. In cross-cultural interaction with Japanese business people, there are quite a few kinesics 

to be aware of. These kinesics are different from the kinesics often seen in Danish business culture. 

Therefore, it is important to have the following kinesics in the back of one’s mind when interacting with 

Japanese business people. 

Exchange of business cards (meishi) 

In cross-cultural interaction with Japanese business people, business begins with the exchange of business 

cards – also referred to as meishi. Meishi is a very important part of the Japanese business culture. The 

business card represents the person owning it. Therefore, it is important to treat the business card and the 

gesture in general with respect. 

There are several ways of storing a business card. One way is to have some business cards in a pocket on 

the inside of the jacket. Another way is to keep the cards in a small wallet. Either way is perfectly 

acceptable as long as the businessman or woman does not spend too much time looking for the business 

card. It is considered very important for the Japanese businessperson not to make the counterpart wait 

(Kumayama, 1991). 

When exchanging business cards with Japanese business people it is common to stand up and give the 

business card with both hands. While doing so, the businessperson should bow slightly and keep the look 
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on the business card. When receiving a business card from a Japanese businessperson, he or she normally 

gives it in such a way that the receiver can read it without having to turn it around. These actions imply 

humble, polite and courteous manners from the Japanese businessperson. Therefore, he or she expects to 

receive the counterpart’s business card in the same way. If the Japanese person does not receive the 

business card with both hands accompanied with a slight bow, he or she will consider it rude (Kumayama, 

1991). While receiving a business card from a Japanese person, the receiver should use both hands. It is 

also a good idea to take some time to look at the business card and maybe ask a question or two about it to 

show openness and interest for the person who is giving the business card away. It is important to mention 

that not all Japanese business people will be directly offended if the common practice is not followed 

correctly. Some business people would rather feel slightly uncomfortable. This is due to the fact not all 

foreigners are aware of the Japanese business practice and some Japanese business people are fully aware 

of that. However, it is very important to perform the practice correctly of a foreign negotiator want to 

achieve the respect from their Japanese counterpart – especially when negotiations take place in Japan. 

Exchange of gifts (temiyage) 

Sometimes negotiations teams bring gifts to each other in the beginning, or in the end of the negotiation 

process. This particular practice is also referred to as temiyage.  This is done to convey friendly feelings with 

the intention of building up good relations. Even though it might be possible to express such feelings in 

other ways, the main objective here is to express these with something tangible, such as a gift, rather than 

something intangible, like verbal communication (Kumayama, 1991). 

According to Kumayama:  

”The process is not intended to push or to force a sense of obligation on the receiver’s part to return a favor 

by doing business together. For example, when a Japanese business person or woman goes to the 

headquarters of another company to discuss the possibility of their doing business together, he will at the 

same time bring a gift. Thus, he is showing that his company is interested in doing business with the other 

company, but at this stage, neither side knows whether or not that a common goal will be achieved.” 

(Kumayama, 1991, p. 55). 

 In other words, this process is a way of building up a relationship with the Japanese counterpart early in 

the process. Then, if the relationship has been established, it may lead to a better outcome later in the 

negotiation process. Gifts may also be exchanged towards the end of a negotiation to show gratitude for a 

well-functioning negotiation process or co-operation. 

The content of the gift is not as important as the actual action of bringing it. To the Japanese, the value lies 

in the presentation of the gift and the effort made doing so. It is the thought that counts. Since the 
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emphasis is placed on the presentation of the gift, rather than the content of the gift, the Japanese receiver 

would not open the gift in the presence of the giver. However, the behavior of opening a gift might change, 

if the negotiation takes place in a country, where the cultural customs are different. If this is the case, the 

receiver should kindly ask permission to open the gift before doing so (Kumayama, 1991). A non-Japanese 

negotiator should carefully consider this situation because the Japanese negotiator might feel 

uncomfortable by two things here: First, the Japanese negotiator would be “forced” to open a gift in front 

of the giver, which is not a part of the Japanese custom. Second, the Japanese negotiator would find it very 

difficult to say “no”, since this is also considered rude in Japan. To place a Japanese person in a situation, 

where he or she would normally say no, but has to say yes not to be rude, would make him or her 

uncomfortable too. 

Like the above-mentioned business card practice, the way in which businesspeople gives and receives gifts 

is also quite special. When giving a gift, the Japanese person will stand up and hold the gift with both arms 

slightly stretched. The receiver is expected to stand up and extend both arms to receive the gift with both 

hands. If the receiver remains seated or uses only one hand during the process, the Japanese may feel 

slightly hurt, and the behavior may give the Japanese person a bad impression of the receiver. It is 

obviously a good idea to say “thank you” or “arigatou gozaimasu” after one has received a gift from the 

Japanese counterpart to show appreciation. 

It is a good idea to agree beforehand whether to bring a gift for the first meeting or not. This is just to avoid 

any misunderstandings or awkward situations. 

Eye contact 

All communicators use their eyes when communicating with others. However, how a communicator use 

the eyes depends on what culture the communicator belongs to. People in some cultures try to obtain eye 

contact, some more intense than others. Others, on the other hand, try to avoid eye contact while 

communicating. Most cultures are free to look at subordinates than the other way around. Therefore, eye 

contact is related to power. Traditionally, men can look more at women than women can look at men. This 

issue has certain unwritten rules. The rules governing eye contact are different in cultures, and that 

difference can make people feel uncomfortable without being aware of why they are uncomfortable. Seen 

from another perspective, a communicator can make others feel uncomfortable by using eye contact – also 

without even knowing so. For this reason, it is important to know about the difference interpretations of 

eye contact when communicating with people from other cultures. 

To look someone in the eye in Japan is to invade that person’s space and is considered rude. Long ago, 

when samurai held power and Japan was a shogunate, a strict code of behavior was enforced regarding 
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who could look at whom and for how long one could look, and one violated those codes at one’s peril 

(Beamer and Varner, 2008). To some degree, this behavior has carried over into modern Japanese society. 

According to Beamer and Varner, Japanese people generally feel uncomfortable with direct eye contact. 

Therefore, they want to avoid direct eye contact. In addition, not looking someone directly in the eyes 

preserves that person’s private space or ‘bubble’. In a crowded country like Japan, the preservation of 

privacy is important. If you do not want to acknowledge a person at all – for example, if you are 

concentrating on something important and do not want to lose focus -you may simply look down as you 

walk past the other person. What might be seen as an insult in Western countries would – in Japan - simply 

be a signal that you do not want to be interrupted (Beamer and Varner, 2008). 

 In Northern European cultures like Denmark, eye contact has a different meaning compared to Japan. In 

Denmark, direct eye contact is a sign of openness, trustworthiness and integrity. If a person from Denmark 

looks directly at someone, the person allows the counterpart to see his or her eyes and decide whether the 

person is trustworthy or not. If one does not make direct eye contact while talking, he or she is considered 

shifty and makes the listener suspicious (Beamer and Varner, 2008). Therefore, a communicator is expected 

to look others in their eyes while communicating. If the communicator is not doing so, it may be 

interpreted as the communicator has either something to hide or he or she is simply not paying attention 

to the listener. While eye contact is seen as a sign of invasion of one’s privacy in Japan, eye contact is quite 

simply a sign of honesty in Denmark. 

Smiles 

Everyone smiles now and then. However, when it comes to nonverbal interaction, the meaning of a smile 

may vary from one culture to another. In some cultures, a smile can indicate joy and amusement, while 

indicating embarrassment in other cultures. Beamer and Varner describe how Japanese generally use 

smiles while communicating nonverbally: ”One does not show feelings freely and force one’s emotions on 

anybody else” (Beamer and Varner, 2008 p. 205). Additionally, a smile or a laugh is not necessarily an 

expression of joy and happiness in Japan. A smile, or a laugh, is often shown when a Japanese person is 

uncomfortable, nervous or embarrassed. This behavior is different in Denmark. Here, people smile a lot 

because it a way to show openness and friendliness. The smile is often accompanied with direct eye contact. 

I Danish negotiation team would show this kind of behavior with the intention of showing their respect to 

the counterpart. 

Arm Movements 

Japanese businesspeople do not use arm movements as often as most other cultures. Again, this is due to 

the limited space among people in crowded areas. Personal space is limited in Japan, especially in 
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metropolitan areas, and big arm movements may invade someone’s private space. Furthermore, big arm 

gestures draw attention to the speaker and single him out from the group, which may threaten the 

harmony of the group. In a group-oriented culture like the Japanese, where mutual harmony is important, 

drawing attention is not always a positive thing (Beamer and Varner, 2008). 

Posture 

Posture is the way we sit, stand and walk. In Western cultures, standing tall – with shoulders back and the 

head up – conveys confidence. By standing tall, a negotiator signals, “I am not afraid of anything” (Beamer 

and Varner, 2008). In most business situations people sit on chairs with a table in front of them. However, 

in traditional Japanese businesses, people also may sit on the floor. This behavior could be evident in 

Japanese rural areas outside metropolitan cities. The Japanese way of sitting is special. They sit with the 

legs tucked under. This particular sitting style can be very demanding for foreigners who are not used to do 

that posture such as long-legged Scandinavians. Therefore, it might be a good idea to practice this style of 

sitting already before arrival in Japan. Japanese negotiators tend to build up a relation with their 

counterparts before entering negotiations. This can be done by visiting a so-called izakaya, which is a 

Japanese style pub. In such izakayas, people sometimes sit on the floor with the legs tucked under. In other 

relationship-building situations, negotiators may visit a Japanese tea ceremony, where people are sitting in 

the exact same position. In other words, a foreign negotiator may find oneself in several situations, where 

he or she will have to sit in this particular position – also away from the negotiation table. In front of the 

negotiation table, if the negotiation will take place on the floor, Japanese negotiators can use the Japanese 

style of sitting as a tool to tire out foreign negotiators. 

However, as most negotiations take place on chairs in front of a table, there are some points related to 

posture, which might be useful for an intercultural negotiator.  

According to Hargie: 

”A seated person who leans forward towards the other is deemed to have a more positive attitude towards 

both the person and the topic under discussion than when leaning backwards.” (Hargie, 2011, p. 63).  

The reason for this is that it signals close physical contact. A useful method related to posture is mirroring. 

It occurs when similar of mirror image postures are taken up, with ongoing adjustments to maintain 

synchrony. This can include leg positions, learning forward, head propping, facial expressions and hand and 

arm movements. A non-Japanese negotiator can thereby try to mimicry the posture of the Japanese 

negotiator. According to Hargie, research findings show that mimicry serves an important social function in 

that it facilitates the smoothness of interactions and increases liking between interaction partners (Hargie, 

2011). 
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Posture can also be determined by the status between two interactors. The degree of relaxation exuded 

while interacting can be determined by status and power. A manager may stand erect when talking to 

subordinates, but the subordinates may drop their shoulders when talking to the manager (Beamer and 

Varner, 2008). A Danish negotiator can get in a situation where the Japanese counterpart is a company CEO. 

If the Danish negotiator is not a CEO, it may be a good idea to adopt this behavior. This behavior can be 

neutralized simply by sitting down. High-status individuals characteristically adopt a more relaxed position 

when they are seated (e.g. body tilting sideways; lying slumped in the chair). Low-status individuals, on the 

other hand, tend to sit more upright and rigid (Hargie, 2011). 

Proxemics 

Proxemics refers to the process whereby we perceive and make use of personal space. It is an area of space 

immediately surrounding the body, and slightly larger at the front, that “travels” with us as we move 

around (Hargie, 2011). Linked to personal space is interpersonal distance. Interactors maintain this distance 

while having a conversation. It determines how close we can get, or how distant we should stand when we 

communicate with other people. The distance we stand away from someone while talking is often 

something we choose intuitively without given it much thought (Beamer and Varner, 2008). Though our 

parents may have given us verbal instructions on how to use space while we very still very young, we have 

learned most of our behavior using observation. The use of space can make a huge impact on us, especially 

when our counterpart uses this kind of language differently than ourselves. The use of space is namely very 

much dependent on what culture we belong to. To use a metaphor, one can say that everyone has his or 

her own personal bubble. In some cultures, the personal space – which is everything inside this bubble - is 

sacred. What is perfectly acceptable in some cultures may be threatening or even offensive in other 

cultures. According to Beamer and Varner:  

“Our use of space in communication is an excellent illustration that culture is learned and not inborn” 

(Beamer and Varner, 2008 p. 215). 

This so-called “personal bubble” tends to be larger in Japan than in other countries. The main reason could 

be that Japan is a crowded country – especially in metropolitan cities. The Japanese example is an example, 

where the personal bubble is sacred. Foreigners who have been to Japan’s bigger cities like Tokyo, Osaka, 

Yokohama, etc. often comment on how crowded the cities are and state that there just is not enough 

breathing space (Beamer and Varner, 2008). Some people may have seen videos on Youtube from a 

Japanese subway station, where they obviously have people employed to literally push people into the 

subway trains by force, so that the doors can close during rush hour. There is some truth in that 

observation because the Japanese metropolitan cities and the trains are indeed crowded compared to 
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foreign standards. However, the Japanese may interpret the conditions differently. People from different 

cultures may look at the same space and yet come to different conclusions. According to Beamer and 

Varner, most Japanese commuters have found a way to cope with the overcrowded public space of the 

subway system. In this environment, filled with people pushing and shoving one another, the Japanese 

commuters become small “islands”. Each is alone as long as he or she does not acknowledge any of the 

other people (Beamer and Varner, 2008). Another behavior, which is not able within this particular 

environment, is that Japanese people are often completely silent while riding the train. 

People from Northern Europe, like Danes, have a somewhat similar way of using personal space. 

Scandinavians typically prefer large physical space and therefore stand farther apart in waiting lines 

(Beamer and Varner, 2008). This behavior is also shown among commuters in trains. Typically, commuters 

avoid sitting next to others in trains if there are free seats available. They rather sit for themselves a couple 

of seats away from others. This is with the intention of being impolite, but simply because Danes prefer 

larger physical space if possible. 

Hargue mentions four distinct categories of distances determined by the relationship between interactors 

(Hargie, 2011, p. 72): 

·         Intimate, ranging from touching to about 45 cm – reserved for very close friends and family. 

·         Casual-personal, from 45 cm to 1.2 m – typifies informal conversations with friends and acquaintances. 

·         Social-consultative, from 1.2 to 3.7 meters – used for more impersonal professional transactions. 

·         Public, from 3.7 meters to the range of sound and vision – used for making speeches and addressing large 

groups at formal gatherings. 

As mentioned before, both Japanese and Danes prefer large personal space during interaction. Therefore, a 

social-consultative distance spanning from 1.2 to 3.7 meters is recommended. 

Physical Characteristics 

Dress code 

The way we dress is a very clear form of communication. Of course, a businessman or woman cannot wear 

shorts and flip-flops for a business meeting on a hot summer day. That would be incredibly inappropriate 

and disrespectful to the other party. Business dress for men is somewhat universal. The suit, the dress shirt, 

and the tie are acceptable, but the styles may vary widely (Beamer and Varner, 2008). The Japanese are 

conservative in the way they dress in a business perspective. Generally, Japanese businessmen always wear 

black suits with white shirts and a thin black tie and dress the same way all year round. It may be quite 

challenging for especially Scandinavians if the temperature reaches 35 degrees during summer and they 

have to wear a black suit while trying to avoid sweating too much. 
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Japanese women often work as office ladies who serve tea and greet customers. Usually, they do not have 

to worry about what to wear, since the company provides them with a uniform. This uniform typically 

consists of a suit with a blouse, white gloves, and a hat. However, as more women enter management-

training programs in Japanese companies, they may change their appearance to indicate the different 

status (Beamer and Varner, 2008). 

Many Danish business people dress relatively informally during working hours, compared to the Japanese. 

However, this behavior varies from company to company. Foreign businessmen who are visiting Denmark 

can be a bit more relaxed than when visiting German, British or French counterparts. However, it is highly 

recommended at least to wear a suit, or jacket, and a tie to the first meeting. Women negotiators typically 

wear a suit or a dress (Gesteland, 2012). 

Environmental factors 

The physical setting can influence our mood, how we perceive the social situation, and judgments about 

the individual who occupies, or has responsibility for that space. Environmental factors involve the 

surroundings in which communication takes place, such as the architectural layout of a house, size and 

shape of rooms, and materials used in their construction (Hargie, 2011). The communicator, which in this 

case is the negotiator, will have to adapt to these surroundings to complete the negotiation. 

 

Being a relationship-oriented culture, the Japanese will often get to know their counterparts by inviting 

them to do different kinds of social events together. According to Gesteland: 

“Developing interpersonal rapport is an important and time-consuming component of the business process. 

Get to know your counterparts before discussing business by means of small talk and by socializing over 

drinks, meals, karaoke and golf” (Gesteland, 2012, p. 189). 

 

It is important to point out here is that the negotiation itself does not only take place in the negotiation 

room. The actual negotiation may not begin before the two parties have entered some kind of a 

relationship-building phase, where they will get each other to know. These relationship-building events 

may take place in restaurants, Japanese-style pubs (izakayas), karaoke bars or even shrines and temples. 

Vocalics 

Generally, Japanese business people tend to speak softly with frequent silences. Conversational 

overlapping is considered impolite. They usually make small pauses before answering a question or 

responding to a request. Therefore, visitors should not talk loudly and wait until their Japanese counterpart 

has finished talking before starting to speak (Gesteland, 2012). If a person is making a presentation in front 
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of a Japanese crowd it is important not to open the presentation with a joke, or humorous anecdote. Doing 

so would show lack of respect for not only the topic, but also for the audience present. Instead, speak clear, 

avoiding double negatives, slang, or unusual words. Furthermore, if a person acts as a seller, avoid over-

praising your product or company. Instead, use customer reviews ,or articles written about the company. 

Danes tend to be a bit more expressive than their Nordic neighbours Sweden, Norway and Finland, yet very 

reserved compared to Southern Europeans. They are relatively restrained in their style of paraverbal and 

nonverbal communication compared with the emotionally expressive Latin Europeans. Danes speak softly 

compared to Italians and Spaniards. Some may say that Danes from Jutland, and especially Western Jutland, 

tend to be more reserved than their Danish counterparts from Copenhagen – the Danish capital. Like the 

case of a Japanese business person, it is considered rude in Denmark to interrupt another speaker in mid-

sentence (Gesteland, 2012). 

Self-disclosure in Negotiation Relationships 

According to Hargie, a self-disclosure is defined as “what individuals verbally reveals about themselves” 

(Hargie, 2011 p. 240). Furthermore, self-disclosures happen during conversations where we intentionally 

give other people information about ourselves that the other persons are not likely to receive on his own. 

This is done in order to affect the relationship to the other person (Hargie, 2011).  Self-disclosures are 

therefore likely to happen when negotiators are trying to establish a relationship with a long-term business 

partner. Disclosures can be about the present, future, or past and be presented as observations, feelings, 

needs or thoughts. However, it can be difficult to know much to disclose about oneself. According to Hargie, 

social penetration theory postulates that relationships progress through a number of stages: 

Stage 1: Orientation 

When people meet for the first time, shallow information about the self is disclosed instead of intimate 

details. To develop the relationship, disclosures must be done evenly between the parties. Estimation will 

be the likely rewards and cost of pursuing the relationship. For the relationship to develop the value of the 

anticipated reward must outweigh the cost of the relationship (Hargie, 2011).  

Stage 2: Exploratory affective exchange 

On this level, more intimate details about feelings are disclosed evenly between the parties. 

Stage 3: Affective exchange 

High levels of disclosure are exchanged as the relationship progress. 
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Stage 4: Stable exchange 

Once the relationship has been firmly established, is should be characterized by continuing openness 

between the parties. 

Stage 5: Depenetration 

Here, if the relationship fails the cost outweighs the benefits and a gradual process of withdrawal of 

disclosure will begin, which leads to the termination of the relationship. 

When the negotiator is spending time with the other party, there are certain elements, which have to be 

taken into account in order for the person to continue a good relationship progress. 

Negative and Positive Disclosures 

This element is about whether the disclosure is positive or negative for both the listener and the discloser. 

According to Hargie, disclosures are mainly positive in the early stages of the relationship and can appear 

negative once the relationship has been established. However, negative disclosures have more power than 

positive ones (Hargie, 2011). This is because it is less acceptable to disclose negative information. 

Furthermore, negative disclosures make people more alert because we, in general, seek out positive stimuli 

rather than negative stimuli, also known as “Pollyanna principle” (Hargie, 2011). Finally, negative 

disclosures can be disadvantageous because they tend to lead to an overall negative evaluation of the 

discloser and need to be used with caution. Even though the use of negative disclosures can be considered 

dysfunctional it can, in fact, also smoothen the relational development (Hargie, 2011). 

According to Hargie, appropriateness is the most crucial aspect of disclosures. There are general factors 

that indicate what is appropriate in certain context (Hargie, 2011). 

Firstly, it is okay for a low-status person to disclose to a high-status person, but now the other way around. 

If a high-status person discloses to a low-status person, the superior will have a loss of face, which will 

affect the status relationship between the two. Therefore, self-disclosures appear more commonly 

between two people of equal status. 

Secondly, those who appears to be either disclosing too little, or too much appears to be less socially skilled. 

The right amount of disclosures is, therefore, crucial to be seen socially skilled (Hargie, 2011). 

Honesty 

Even though most people do not prefer to lie, it can be necessary to tell lies for several reasons. Sometimes, 

we tell a lie about the food we tried to make a good impression. Other times we do it to save face and not 

ruining our honor. In addition, we tell lies to reassure people about certain elements they worry about to 

support them (Hargie, 2011). 
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According to Hargie, there are three kinds of lies(Hargie, 2011 p. 249),: 

1)  “Self-centred lies” (used to protect oneself). 

2) “Other-oriented lies” (used to protect a second person in the interaction). 

3)  “Altruistic lies” (used to protect a third party). 

However, according to Thompson, a negotiator should never lie in a negotiation process for several reasons. 

Firstly, because lying is unethical. Secondly, because it can create a face-saving problem. And finally, 

because lying can hurt a negotiators reputation if the other part will call one’s bluff (Thompson, 2015 p. 73). 

However, it is questionable whether this is the case when dealing with a long-termed integrative business 

negotiation. What if supporting the business partner is what actually closes the deal? And what if we have 

to tell a white lie to keep the harmony between the two parties? 

Consider the following example: 

Company A: It is crucial that the products be there on time” 

Company B: “The products are always on time and will of cause be there on time.” 

We cannot guarantee that the products will be there on time because we cannot tell the future; both 

parties will know that. Nevertheless, telling the other company that products are always on time when they 

maybe have not always been is by definition a lie. However, the message of the sentence functions as a 

way to imply that everything is under control. Will the Japanese party still hurt our face in case the products 

are not there? Even if the products is not there on time, the other party will understand if something 

happen that changed the situation. Furthermore, it is unlikely that the negotiator will react in a negative 

way, even if he found out that the products are not always on time. He knows why the other company said 

it and would probably not get angry over an exaggeration.  

What about lying to keep the harmony between the two parties? Should we tell our business partner that 

we do not like the tea they brought us or the gift they gave us? To smoothen the situation and avoid 

conflict, a negotiator would use an “avoidance conflict” strategy. In such case, we do not tell the hurtful 

truth, but tell a face-saving lie, or give an equivocal response to avoid an unpleasant situation (Hargie, 

2011). 

What would the Japanese negotiator do? Japanese people will do whatever it takes to keep the harmony 

between social groups. Therefore, is very likely that they would tell a white lie to keep the harmony 

between them and their business partner. With these situations in mind, it is questionable whether 

Thompson’s theory will apply for integrative negotiation.  
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How much to reveal 

No matter which culture you are dealing with, the relationship between the two parties determines what is 

appropriate to disclose. It is therefore a good idea not to make negative disclosures on the first business 

dinner. 

Furthermore, it is important to know what status the Japanese negotiator has before you start asking too 

much about their private matters. However, what are the risks of disclosing too much? 

The person disclosing about him or herself can risk being rejected, misunderstood, offended, or even 

portray a negative picture of them (Hargie, 2011). However, if the person discloses about himself or herself, 

the disclosure will cause a reciprocation effect. There are three main theories for this effect (Hargie 2011, 

p.254): 

1. Trust-attraction 

2. Social exchange 

3. Modelling 

Trust-attraction 

The Trust-attraction theory proposes that when person X discloses, person Y perceives this as a way of 

conveying trust. Y is thereby more likely to be attracted to X and, as a result, Y will be more likely to disclose 

to person X as a way of showing trust. 

Social exchange 

The Social exchange theory presents the theory that interpersonal encounters can be seen as a social 

exchange in which both parties seeks rewards and try to minimize costs. Cost can be in the form of money, 

services, goods, status, love or even affection (Hargie, 2011). As a result, when person X discloses it is a 

form of investment in the relationship and a mutual return from person Y is expected. 

Modelling 

Finally, the Modelling theory proposes that by making a disclosure, person X provides person Y with a 

model of appropriate and maybe expected behavior in that context. Person Y therefore follows the model 

as presented and thereby returns a disclosure (Hargie, 2011). 

 

 To sum up, it is crucial to disclose in order to get to know the other person. Even though the theories 

presented are of American origin, we will still be able to consider them when dealing with a Japanese 

person. This is because the theories presented are chosen to deal with a broad range of people and not 

necessarily only Americans. In general, disclosures are two-way processes no matter which country one is 
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dealing with. Therefore, it will be unlikely for the Japanese person not to disclose in return, while talking to 

a Danish negotiator.   

Cultural intelligence 

According to Elizabeth Plum, Kulturel Intelligens (cultural intelligence) is defined as “the ability to act 

appropriately in situations where cultural differences play an important role and the ability to make oneself 

understandable and establish a constructive corporation across cultural differences” (Plum, 2007, p. 19). 

Cultural intelligence is therefore important when doing business with a negotiator from Asia. The level of 

cultural intelligence is defined after the cultural meeting and consists of three parts: Intercultural 

commitment, cultural understanding, and Intercultural communication. 

Intercultural commitment 

Intercultural commitment is about having a positive attitude towards cultures which is different from our 

own culture and trying things out that one would not have done alone. Furthermore, Intercultural 

commitment is about changing and adapting to other cultures. The motivation in the culture meeting 

entails a wish about making results together with someone who is different from one self (Plum, 2007). 

Cultural understanding 

Cultural understanding is about the mind-set and knowledge of the cultural intelligence. It entails 

situational understanding and knowing when cultural differences are at stake and how to deal with them 

the best way possible. It is about seeing the small details that one may not notice doing, but which mean a 

great deal to the other culture. Finally, it is also about learning how to handle one culture and making it 

into general knowledge that can spot cultural mechanisms (Plum, 2007).        

Intercultural communication 

Intercultural communication is the dimension of acting and contains a lot of verbal and non-verbal 

communication. Plum explains how important it is for people not being too hesitative with their 

communication. Therefore, silence is not a good thing during a business dinner. Instead, it is about turning 

off the autopilot and doing things manually with other people. It is about thinking before one act, being 

more cautious about what one says and really try to understand what the other part means and not 

necessarily says. It is not about pleasing the other party, but more about stopping one’s cultural routines, 

expressions and reactions to improve the contact with the other person and meet each other on neutral 

grounds (Plum, 2007). 
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Emotions 

As pointed out by Plum, people, as well as negotiators, from two different cultures have their unconscious 

non-verbal communication in common. Emotions are the grounds for these kinds of reactions and as a 

cultural intelligent person, it is important to control the cultural hints we send out. However, a negotiator 

will be able to use these hints. By recognizing the unconscious hints people presents, he will be able tell 

what the Japanese negotiator is feeling when talking to him. These hints work universally and are therefore 

logical to spot depending on which culture the negotiator is dealing with. 

In the text “Patterns of Feelings in Face-to-Face Negotiation: A Sino-Dutch Pilot Study” Jan Ulijn, Anne-

Franꞔoise Rutkowski, Rajesh Kumar and Yunxia Zhu claims that there is a layer of emotions, feelings and 

behavior which might affect the negotiation process and outcomes (Ulijn et al., 2005). Furthermore, they 

explain how Japanese negotiators normally focus on striving for a relationship, which can lead Americans to 

become aggressive and focus even more on the business deal. This will make the Japanese negotiators 

anxious and withdraw from the deal. The purpose of the article is to present an experiment about how 

different national cultures express different patterns of emotions after a negotiation. The experiment 

involved a role play between two postgraduates; a Chinese and a Dutch person. The two people had to do a  

resolution negotiation, with on part focusing on a long-termed relationship and the other on a short 

termed negotiation objective. Ulijn et al.(2005) conclude that culture is a carrier of social values which 

influence the emotions that the participants experienced during the negotiation process and afterwards. 

They finally conclude that emotions are important for relationship building during negotiations (Ulijn et al. 

2005). 

The Skill of Reinforcing 

Negotiation can be a difficult task when dealing with a significantly different culture. The slightest mistake 

in either communication, or appearance can determine whether a negotiation will be successful or not. 

Thus, negotiators should be aware of what skills might have a positive influence on emotions of the other 

party, and thereby the negotiation. One of these skills is known as reinforcing. 

Reinforcement is based on: “The simple principle that whether something reinforces a particular activity of 

an organism, it increases the chances that the organism will repeat that behavior” (Hargie, 2011, p.83). 

It is a social skill, which is central to interpersonal interaction. What people learn, what they do, how they 

act, the decisions they take and their feelings and reactions towards other people can, in fact, be shaped by 

the reaction towards their behavior (Hargie, 2011). An example of reinforcement could be a person in a 

group tells a hilarious story and the other people burst out in laughter, or when a sales executive beats a 

monthly target and receives congratulations from his sales team. What these situations have in common is 
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that the person reacted to, in these cases, are likely to repeat similar behavior because of the positive 

reaction the behavior has led to (Hargie, 2011). Social reinforcement is divided into verbal and nonverbal 

reinforcement. 

Verbal reinforcement 

Verbal reinforcement is commonly known as praise, acknowledgement, attention, confirmation, support 

which all encourage a positive behavior (Hargie, 2011). These reinforcement methods are all well known to 

many people, but there are other ways of controlling a behavior verbally. Non-attention, punishment, and 

positive and negative reinforcement are, on the contrary, not as familiar. 

Non-attention as punishment 

Non-attention can guide people to talk less about a topic, which can be destructive or non-productive. By 

showing no interest, the person talking will automatically address to another subject with an appeal to the 

hearer. 

Punishment can be a way of controlling and influencing behavior. By using sarcasm, ridicule or threats, one 

can affect the behavior. However, it does have some side effects; it can make negative emotional reactions 

such as avoidance, or fear (Hargie, 2011). 

Positive and Negative Reinforcement 

Finally, positive and negative reinforcement can be used to control behavior, by either introducing 

something pleasant, like chocolate, praise attention or money (positive reinforcement), or remove 

something undesirable, like stopping pain, embarrassment or stress (negative reinforcement). However, 

much of our interpersonal interaction is shaped similarly by negative reinforcement. Ending a conversation 

with someone that we find unpleasant, uninteresting, or difficult to relate to, is a typical example of using 

negative reinforcement. Nowadays, people are bringing up arguments, which are followed up by associated 

confrontation and threats to face. Therefore, disagreement and being shown to be wrong can make us feel 

vulnerable, threatened, or even humiliated. On the other hand, being successful in defending our beliefs 

and opinions will often bring relief and therefore make responding more possible. Also, conversational 

repair is another future of talk, which includes correction, apologies and disclaimers. These are brought into 

the conversation if a participant unknowingly breaks a social rule, which can cause confusion, or loss of face. 

The reason for using a conversational repair is to eliminate a future likely event in a similar situation (Hargie, 

2011). 
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Non-verbal reinforcement 

Examples of non-verbal reinforcement can be smiling, nodding, making eye contact, large body movement 

and touching. 

Touching 

When used properly, touching can be a powerful form of reinforcement. Touching can indicate affection, 

appreciation and support (Hargie, 2011). Still, some Asian cultures can find touching inappropriate and the 

negotiator should be careful about the usage and timing of the touch. Gestures can be a good supplement 

to the situation. 

Gestures 

Certain arm, or hand gestures, can signal approval or appreciation, where nodding can be of a wider 

relevance. In general, nodding is used in inactive episodes to indicate understanding, acknowledgement, or 

agreement. Thus, nodding is an attention-giving behavior that, in some situation, can increase the duration 

of utterance given by the receiver (Hargie, 2011). 

Why to use reinforcement 

Being able to reward others is a key dimension of social interaction that plays a central role in friendship 

formation and personal attraction. People who are good at showing emotional support in the form of 

complimenting, praising, encouraging and comforting others are more popular, better liked, and have more 

lasting friendships and intimate relationships (Hargie, 2011). Highly socially skilled people use reinforcing to 

reduce uncertainty and possible unease in situations and are generally positive towards what is said and 

introduced to them (Hargie, 2011). Rewarding in social situations is also used to increase attraction and to 

make a greater influence possible. These activities are necessary when doing a cross-cultural negotiation. 

In a negotiation setting, there a several reason for a negotiator to use reinforcement. Not only can 

reinforcement promote interaction and maintain an important relationship as well as making the 

counterparty more productive in an interaction. It can also make the interaction more interesting and fun 

while giving the impression of warmth and understanding (Hargie, 2011). 

Analysis: Part 1: Preparation 

Before an interview, certain thought about the negotiation teams can arise. Why should I meet these 

people and more important: who are these people? According to Jeswarld D. Salacuse (2003) a part of the 

pre-negotiation face is about leaning about the company. According to Salacuse: “They should use the 
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prenegotion face as a deal making to learn as much about the background, interests and organizational 

culture of the other side as possible and to inform the other side of their own background, interests and 

organization” (Salacuse, 2003 p.23) 

YI also clarifies this and explains how he thinks that a negotiator should know of his company to some 

extend: “YI: …I think our business partners don’t need to know a lot about our company. I think at least they 

need to know about how much we sell for a year, when we established and what of culture we go through, 

you know-big incidents and events that occurred in our company” (Appendix 6 p. 134). 

 

Furthermore, he describes his idea of a badly prepared negotiator: “NM: when do you think a foreign 

negotiator isn’t prepared for a negotiation? YI:… I’ll probably think like that when they don’t know about 

us…” (Appendix 6  p. 134). 

JBC also describes his experience with badly prepared negotiators and says how their participation is at a 

minimum: “JBC: when they aren’t prepared, their participation isn’t very successful. I mean, they sit and 

they don’t know what to talk about” (Appendix 7 p. 141). 

 According to JBC, a background-check, should, and can be done by asking the company’s secretary who will 

attend the meeting. By doing that, one knows who will be there and how many: “JBC: One could write the 

secretary or whomever is arranging this. I want to know the name and title on those who attends the 

meeting, because it is not insulting in any way. One can just say “I just wanted to be well prepared” 

(Appendix 7 p. 142).   

 

After getting the information, he claims that one can plan who to bring for the negotiation: ”JBC: Then you 

can start to visualize a little: If this is my level in the hierarchy, I probably need to bring a person on the 

same level as me. Are we even at the same level, or? Then you know very well who you will face” (Appendix 

7, p. 141).  

 

Also, he talks of how important it is to investigate, whether the company has a history with conflicts with 

the other company. He elaborates by explaining a difficult situation with a German company:  

 

JBC: “It was a German company I had to visit, where my goal was to make an annual negation of discounts 

or our annual level of price… I thought that if I were lucky, I could get a discount structure at 15 %. But then 

they started to yell at me, calling me an idiot and telling how we didn’t keep our promises. So we started at -

50 % and it ruined my preparation” (Appendix 7 p.142).  
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 Also he explains that his goal might be different from the business partner. Thus, in order to be sure how 

to reach ones’ goal, it is nice to know the agenda of the counterpart: “JBC: And if one look at what the 

subject is about, one will also find out if their agenda is the same as my agenda. I mean, is it the same 

subject? Maybe I haven’t had all of the background information. Maybe their glasses are different than 

mine… If they are, we will start on totally different grounds” (Appendix 7 p. 141).  

 

JBC explains how a phone call can prepare him for the meeting: “JBC: Of cause, if someone is at the meeting 

that I haven’t had a chance to meet. Then I can call and talk to them… Just by hearing one’s voice, or if you 

can do a Skype-meeting with pictures and so forth… Then you can start to visualize: Is it a tall man or is it 

four small Chinese people” (Appendix 7 p. 143). 

Visualization  

When assuming how long a business trip to Japan will take, a negotiator, who is in a hurry, can end up with 

a worse deal than a negotiator who takes his time. Unlike an individualistic culture, the decision-making 

takes much longer in the communitarian culture because it involves gaining the consensus for every group 

member. As mentioned before the “ringi” process in Japan is used as a communitarian decision-making tool, 

which is effective, but can lead the decision making progress into a lengthy delay. In individualistic societies 

like Denmark, the decision making progress is relatively short and decisions are often made quickly by a 

simple vote (Trompenaars and Hampden-Turner, 2012). The Danish negotiator should therefore not hurry 

with the process.  

 

According to JBC, planning a flight ahead of time can be a fatal move: “KW: I could imagine for example how 

telling when you are going home can be used against you. JBC: Yes, that is the point. If you sit and wait to 

give ”the clue” an hour before your flight takes off, then they know that they will get the deal.” (Appendix 7 

p.144).  

 

 Furthermore, JBC explains how some cultures on purpose make the meeting last for too long, with no 

water or food supplies. He therefore recommends always bringing some water and almonds: 

 

 “KW: Would you then make sure that there are certain rules before the meeting starts. If for example, the 

other party tries to drag out the time? JBC: Yes, it is always difficult being with other cultures. What you can 

do for you own benefit is bring some water and a bag of almonds.” (Appendix 7 p. 143). 
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Also, he explains how asking the other party about the duration can be a good move: “JBC:… One can ask 

them ”How long do you think it will take? –It’s mostly because we have a driver picking us up.” Someone 

might get insulted and says: ”Maybe you are in a hurry?” ”No, I have all day. I just want to know” (Appendix 

7 p.143). 

JBC furthermore points out how Danes are bad at pushing themselves too much, being too busy planning 

their business trip: 

 ”JBC: Then you go to Beijing. You arrive in the morning, go to business meetings and fly home at night. 

That’s 20 hours of flying and 8 hours of meetings. I mean, you will start going crazy. Instead of taking one 

day extra. We are pretty bad at that!” (Appendix 7 p.154) 

 

He also explains how Velux forbids short business trips and recommends 2-3 days of travel and points out 

how taking one extra day will give him the time to visit the location before the meeting: 

 

 “JBC: You really want to do it all in one day. But instead, it will be better to arrive the day before. And drive 

by to locate the place of the negotiation and spend the night. If something should happen one can come 

back saying “Thank you for seeing me yesterday, it was nice to be here… And then best option is to be there 

and go home the day after…Those small trips…In Velux it was forbidden… 2 or 3 days, or else it’s not worth 

it” (Appendix 7 p.155). 

 

Likewise, he talks of how more days will make him able to do additional sales: ”JBC: So the upselling. I 

wouldn’t do that if I had to go home in two hours. Because then I would focus on getting my deal, right?” 

(Appendix 7 p.155). 

Finally, JBC explains how visualizing will help him if there is a change of plans: 

 

 JBC: Then I know the building. If I’m lucky I can walk into the reception. Then I can think “Ahh, this is what it 

looks like?!” Then I have an idea about how it looks like. Then I have a spirit that is ready and I have more 

energy to handle changes… Because maybe it is another building. But it doesn’t matter, because I have 

prepared myself. And that’s what I use visualizing for”(Appendix 7 p.150) 

 

Visualizing the attending people will also prevent him from being stressed, if changes should occur. 

”KW: So by using visualization one can try to recreate the situation so that when you are in it, you have 

done it before, so to speak? JBC: Yes, then you have ”been” there once. Then it’s maybe not 2, but 5 people. 
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But instead of being surprised and not able to do anything, you have at least prepared yourself mentally for 

2 people, right? It creates spirit to handle changes, and that important thing here” (Appendix 7, p.150). 

Socializing and IT 

As mentioned earlier, Gesteland and Lewicki pointed out how the importance of the relationship-building 

process before the actual negotiation. In order to speed up the process, it would be a good idea to use the 

same people in the negotiation team if possible. Otherwise, the Japanese team will spend extra time to get 

to know the new people, who were not a part of the previous negotiation team. 

Gesteland mentioned the use of electronic communication tools like email, phone or a video-conferencing 

as very difficult tool to develop a good relationship, if people do not meet face-to-face. 

 But according to YI, Suntory are communicating before the meeting with their business partner on Skype 

or E-mail. He explains that Suntory in general do not meet before a negotiation, but socialize after the 

negotiation. However, he thinks that socializing would be a good idea before the meeting:  

 

“NM: So do you usually get to know the counterpart before you discuss business… I presume…How do you 

do that? YI: Only on mail or Skype…Because we cannot talk face-to-face, right? Before the meeting. NM: 

when you came you came to Denmark, did you socialize? YI: No, no. I didn’t do that. But it would really work, 

though”(Appendix 6 p.120).  

He furthermore explains that companies will be more likely to buy something from his company, if they like 

his personality: “YI: So okay, for example when I try to sell something to other companies. Other companies 

see my personality before what I want to sell. So after seeing my personality and sees it as good, they 

consider to buy something from us” (Appendix 6 p.119).  

 

However, JBC explains how one cannot establish business relationship on Skype and how he would never 

start the relationship building on Skype: JBC: you don’t build relations through Skype-meetings or 

conferences… I would never start out with using Skype. (Appendix 7 p.170). 

 

On the other hand, he explains how Danish companies like Vestas have rooms with big TV-screen for Skype-

conferences: “JBC: I visited Vestas recently… they have these special rooms with a full screen… they have a 

whole wall where you can actually see the whole person…” (Appendix 7 p. 69) 

He finally claims that while using Skype you cannot read the person, which makes it harder when dealing 

with a culture you are not used to: “JBC: Maybe it’s because I’m old, but it makes it harder instead of having 

that personal contact. When you then go for a cup of coffee, you can do it standing 10 cm away from them. 
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You have to think about that. Especially when dealing with other cultures that you can’t read.” (Appendix 7, 

pp.145-146).  

Despite Gesteland’s suggestion on using the same negotiators for the Japanese partner, YI would prefer not 

to know the person from the other side of the negotiation table if his company is the buyer: 

 

 “YI: If I try to sell something to the companies it will be good for me to know them before the negotiation, 

(but) if they try to sell something to me, to our company, I’ll prefer not meeting them before the negotiation, 

because it will make… it would make that harder to say no for the company”(Appendix 6 p.121). 

The roleplay 

As mentioned before, ascriptive cultures, like Japan, often look to the CEO when doing the negotiation 

despite the fact that it is the negotiator who is in charge of the sale. JBC talks of how a”roleplay” can 

prepare him and his boss for the negotiation:  

 

 ”JBC: If I’m very laid back and he’s very talkative, but doesn’t know what’s going on. Then it’s really 

important to hand out the roles, so it’s me who does the talking. If the other one has something to say, then 

he can bring it on and we’ll take a break and if I do something wrong then you can write it down. It can be 

really destructive for a negotiation (if the roles haven’t been handed out)” (Appendix 7 p.144). 

 

However, he also points out that bringing the CEO is not always an advantage. Bringing the CEO is about 

loyalty, but it is the negotiators job is to make the CEO avoid losing face: “JBC: If the boss is talking, he 

needs to be well prepared -and that is my responsibility. Or else he will clearly have a loss of face” (Appendix 

7 p.145).  

Who should attend the negotiation?  

Power distance can be used to determine who a company will bring to represent them in a negotiation. 

Japan is a country with relatively high power distance and hierarchical control, which means that a 

Japanese company may bring their CEO to represent the company at the negotiation table. As mentioned 

before, negotiations usually begin at executive level and continue at middle level (Morrison and Conaway, 

2007). Sending the wrong person to represent a company in a negotiation may lead the Japanese 

delegation to lose face, which will break off negotiations. It can be very upsetting for ascriptive cultures, 

like Japan, when an “achievement-team” brings young members who use their knowledge to make the 

other team understand their status. To the ascriptive culture, a young manager will never gain the same 



Seeking What the Wise Sought: Integrative Negotiation Between Denmark And Japan 
Master's Thesis 
Nina Cecilie Phaff Møller and Kristian Wolstrup 

84 
 

respect as a manager with many years behind him. In Japan, managers are trained with an in-house 

education to ensure that if a person has been in a company for a longer time than his colleagues, it means 

he has more knowledge than them.  Thus, it can be an insult to the ascriptive culture to bring young people 

representing the same negotiating team as a handful of middle-aged negotiators (Trompenaars and 

Hampden-Turner, 2012). 

 Therefore, a Danish company should consider bringing a high-ranking individual, like a company CEO, at 

some point of time during the negotiation. A Danish CEO may not be the best negotiator in the organization 

and negotiation tasks are usually delegated to the employee, who is either a good negotiator or has 

technical knowledge. Therefore, as a Danish negotiator, it is important to inform the Danish CEO about the 

negotiation process as well as the history of past meetings, and consider bringing him or her to the 

negotiation table. The presence of high-ranked individuals indicates that the company is serious about 

concluding negotiations successfully. It is usually meant to communicate just how important the 

negotiation really is to the company (Beamer and Varner, 2008).  

Furthermore, in communitarian cultures, like Japan, plural representation is preferred. Thus, it is very 

unlikely for a Japanese company to send one negotiator to represent the company. In case something 

unexpected is demanded, the communitarian group will wish to discuss the issue with the headquarter. 

However, in individualistic cultures, the representatives will make their own decisions on behalf of the 

company, which can be confusing to communitarian cultures, who believe these people are bound by the 

wishes of the company (Trompenaars and Hampden-Turner, 2012). 

 

According to YI, Suntory sends only experts from the company who are in charge of the area, which is being 

negotiated. Suntory therefore mostly sends CEOs of different part of the company. “The CEO is most in 

foreign countries than any other person in my company”(Appendix 6 p.128). 

 

Furthermore, YI explains that Suntory sends between 3 and 5 negotiators to negotiate with companies 

from other countries:  

“YI: Yes. Because if only one person goes and the topic a person doesn’t know comes up. It’s hard to deal 

with that problem, you know, right? …But if we send too many people, the conversation and negotiation 

goes many, many different ways and we don’t make a conclusion, so…Between 3 and 5 will be the best” 

(Appendix 6 p.128).  

He explains that Japanese companies send more negotiators because they want to make sure that the 

negotiators have enough knowledge to deal with the topic at hand. However, if they send too many 

negotiators, the group cannot make a decision.   
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However, sending people to negotiate depends on many elements. YI were chosen to have more 

experience with intercultural negotiation together with other more experienced CEO’s from Suntory: YI: For 

example, in my case, I’m pretty sure they want me to experience new things and new negotiations with 

foreigners. For the future” (Appendix 6 p.127). 

 

But according to JBC, the number of Danish negotiators being sent depends on the importance of the 

negotiation:  

 “JBC: As we talked about, if the company is doing a high-level deal, one would most likely bring more 

people. Maybe a person will bring his boss and then you are two people…. A person should inform the other 

company in advance, saying:” We will be three people because we think the deal is like this and that… 

Therefore, we will bring Technician Jensen, our CEO Jørgensen, and myself”. Then they know how many 

people will come so they don’t bring only one person” (Appendix 7 p.159).  

 

What is interesting here, is the big difference in the number of negotiators being sent from each culture. YI 

mentions 3-5 negotiators, where JBC mentions 3 when the deal is important: ”NM: No, exactly, because I 

think there are different opinions about the number we think is normal to send to Japan, versus what they 

think is normal, right? JBC: Yes, and then they send 14 people, right? ”(Appendix 7 p.159). 

 

When being asked if there is a difference in opinion, JBC does not reflect much knowledge of the Japanese 

preference for more negotiators. However, YI explains that the more negotiators being sent to Japan, the 

more important Suntory will be to that company. Thus, Suntory therefore uses the number of negotiators 

to show how important their partner to the company. YI mentions three times that Carlsberg usually only 

sends one negotiator and he thus appears to be dissatisfied with that number:  

 

“NM: If it were Carlsberg coming to Suntory, who would you expect Carlsberg to send? YI: If I only talk about 

Carlsberg and Suntory, Carlsberg sends a person who is in charge of Asia. YI: Because Carlsberg… Yes... Of 

course, the more people there will come, the more importantly they would think of us...But Carlsberg 

probably just send just one person who is in charge of Asia…I mean, actually, they only do. One person, 

yes ”(Appendix 6 p.129). 

Both negotiators seem aware of this element, but what is not mentioned is knowledge on how not to insult 

the other culture by sending too few people.  
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Women and Cultural Masculinity  

The masculinity-dimension can be used to determine who a company will send to represent them in a 

negotiation. It would be a good idea for the Danish negotiation team to find out whether the Japanese 

party has any women in their negotiation team. If not, the Japanese negotiators may not be used to dealing 

with women in a negotiation. Even if it may consolidate with the gender egalitarian nature of the Danish 

society, a Danish company should then consider whether to have women as a part of their negotiation 

team or not. 

Having women as a part of a negotiation team also has advantages. According to Leigh Thompson, who in 

fact is a woman:”A number of studies have investigated how men and women fare in negotiations. Across 

the board, men are more successful than women in terms of pie slicing – they inevitably get a bigger slice 

(Thompson, 2015 p. 177). Some of the reasons why women are not as successful in pie slicing are that: 

“They do not establish aggressive goals” and “They do not want to damage the relationship” (Thompson, 

2015 p. 178). Being a collectivistic society, Japanese companies tend to use an integrative approach in 

negotiations. In this approach, the focus is more on establishing a strong relationship rather than focusing 

solely on the deal itself (Lewicki et.al. 2007). Seen from this perspective, it may just as well be an advantage 

to have women as a part of a negotiation team.  

As mentioned before, many Japanese men are not yet used to dealing with females on the basis of equality 

in a business context (Gesteland, 2012). Because of this behavior, a Danish company should consider 

bringing a negotiation team consisting of mainly men – especially if negotiations take place in Japan. This 

might not be popular procedure in most Danish companies, where gender equality is important. However, 

the intention is not to have the Japanese counterpart to lose face. 

Thus, if Gesteland’s theory were to be followed, a negotiator should not make a woman attend a 

negotiation with a Japanese counterpart, despite the fact that Thomson thinks of them as an advantage.  

 

 However, when asking both our interviewees about women, it becomes very clear that this is no longer the 

case. On the contrary, women seem to have a natural place by the negotiation table, which is striking 

because Japan is known to be a highly masculine society: “NM: Is every negotiator at your company male 

negotiators, or do you also have female negotiators? YI: Of course, we have both. Like probably male: 40 

percent, or 60 percent…”(Appendix 6 p.134). 

Also, JBC explains how a company can send a couple with a male and a female negotiator:  

“JBC: And then one can do a sneaky trick and send a ”couple” where the woman attend because she is the 

head of the case, and the male is with her just because he’s a man. Maybe she is better at doing the 

relationship-building than the man, and maybe doing a break, one can say “Actually, Maria is the head of 
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this case”-and if they look very weird after that comment, they can just say “but of cause, Erik will be there 

as well”(Appendix 7 p. 160). 

YI mentions that Suntory has more female negotiators than other companies. “YI: But our company 

probably has more female negotiators than other companies. NM: How come? YI: Simply put: we are a big 

company. The government tries to promote companies to hire more female… Try to give female to buy us 

jobs.”(Appendix 6 p. 134). 

Furthermore, he explains that the government wants big companies like Suntory to hire more women. But 

how come? Why would the government have this influence?  

 

The answer is simple: Suntory is a part of the six major Keiretsu groups in Japan. Suntory is a part of the 

Sanwa Keiretsu group (Miyashita and Russel, 1996). As mentioned before, the Keiretsu group is 

government-owned and this gives reason to why the government has this kind of influence on Suntory. Also, 

The Independent explains that the vice president Shinzo Abe has introduced a program giving money to 

companies to hire more women (The independent, 2015). These “Abenomics”3 changes the stereotypes of 

Japanese women since more women are starting to work. This also changes the stereotype of how 

Japanese negotiators are always males and not females. 

Analysis Part 2: presence/active choices 

Exchange of business cards 

As we mentioned earlier in the thesis, meishi is a very important part of the Japanese business culture. 

Kumayama explains how important it is, not only to be able to do the exchange the right way, but also how 

to carry the business card. One must not search for the card for too long, it has to be received with both 

hands, one has to bow the right way and place the card close to one’s heart (Kumayama 1991).  

 

JBC recommends following the meishi-ritual: “NM: Do you think one would exchange business cards in their 

way? JBC: Yes, you would present it in a nice way. I think it would be wise to do it like that.” (Appedix 7, 

p.165). 

He furthermore explains how important it is that the title of the card-holder isn’t too short. He 

recommends having a more “fancy” title and explains how a regular title can make the business partner 

look down at you: “JBC: It is really determined by the title of the person. Also if you bring your business card. 

                                                
3 (Abe+ economics) 
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In some Danish companies, it is as if one doesn’t want to write too much on the business card. One is a 

“coordinator”... And when one then comes to Japan…”Coordinator…Who are you? Are you from the 

headquarters at all?” (Appendix 7  p. 145).  

In diffuse cultures, like Japan, Trompenaars and Hampden-Turner argues that it is important to make a 

connection between your status and your organization. It is thus important to make clear that you are not 

only chief, but chief of marketing (Trompenaars and Hampden-Turner, 2012). 

JBC talks about how normally the Japanese should follow the rules of the country where the negotiation is 

held: 

 “JBC: I mean, if they come here, nobody should adjust to them. Then they have to play by our rules… Maybe 

one would raise their flag, at not offer them pork or snaps, but… NM: So it’s actually the location that 

decides those rules? JBC: Yes, I would say so…Indeed”(Appendix 7, p.163).  

 

On the other hand, he recommends always to present the business card like the Japanese do, no matter 

where the meeting takes place: “JBC: You should not be all “ yeah, great!” But more like “wauw, you… and 

read in..Japanese”. NM: And you would do this no matter where the meeting takes place? JBC: Yes, I would 

say so…” (Appendix 6, p.165) 

JBC also explains that one should mirror what the Japanese business partner does:  

“JBC: And the best way is to observe, right? If someone comes and makes a big deal out of it, ones should do 

that as well. One mirror the other, right? Instead of making the difference bigger, one will make it smaller. 

It’s not like they would comment on it saying ”Why did you just drop that card?” Their mind only register 

“those people up there, they are just bastards” (appendix 6, p.166) 

 

Thus, JBC believes that if one does not adapt, it will give a bigger cultural difference, leaving a bad 

impression. And as mentioned before, Plum (2007) also talks of adaption as “cultural intelligence” and how 

acting appropriately in situations where cultural differences play an important role will establish a 

constructive corporation across cultural differences. One could therefore interpret this act as some kind of 

“cultural intelligence”.  

But according to YI, the meishi-ritual is not all that important to the Japanese when doing with an 

intercultural negotiation. He explains: “YI: We know that all Japanese people give business cards to each 

other, but foreigners don't do that…So it will be good, but if they don’t do that it’s ok. But if they do that, we 

will feel more friendly” (Appendix 6, p.122). 

It is very clear that knowing the meishi ritual is not expected from YI, but it is indeed a way to express 

interest in the Japanese company. However, Suntory is known as a company that is good at foreign 
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relations, so a question can here be raised: IS the Japanese starting to adapt to foreign partners or is 

Suntory negotiators just the exception when it comes to meishi? 

Exchange of gifts (temiyage) 

As presented before, negotiations teams sometimes exchange gifts with each other in the beginning or at 

the end of the negotiation process, which is referred to as temiyage. The main objective here is to express 

feelings with something tangible, such as a gift, rather than something intangible, like verbal 

communication (Kumayama, 1991). Furthermore, the content of the gift is not as important as the actual 

presentation of the gift. Also, a Japanese receiver would not open the gift in the presence of the giver.  

However, the behavior of opening a gift might change, if the negotiation takes place in a country, where 

the cultural customs are different and a non-Japanese negotiator should carefully consider this situation. 

Like with business cards, Kumayama (1991) explains that both parties should stand during the temiyage.  

 

According to YI, a Japanese negotiator brings a gift depending on familiar the person is with Japanese 

goods:  

“YI: If that business partner has come to Japan a lot of times… And they know Japanese culture, we will try 

to bring a little, not typical one, right?... If the business partner has never come to Japan, they only know the 

typical Japanese culture and stuff like that, we try to bring a really typical one, like, I don’t know, like 

tea?...Or Japanese sake…. because we sell liquors, you know…Or Japanese whisky”(Appendix 6 p.123). 

 

Furthermore, he explains how he would expect to receive the same kind of gift. In this case traditional 

Danish chocolate: “NM: Do you expect to receive a gift from them? And if they give you a gift, what do you 

expect to receive? … Yes if I try to bring some gift to a foreign… to a business partner, I will also expect it as 

well. I would expect… The same. I seem to have forgotten what I got from our business partner when I went 

to Denmark, actually... Like chocolate? NM: Yeah, maybe Anthon Berg (Appendix 6 p.124).  

Also, he points out that gift giving is a good way to establish the relationship and that he would do the gift-

giving before the negotiation takes place: “YI: And it’s a really good way to, you know, make some kind of 

relationship before we know each other well. NM: Okay, so you give gifts before the negotiation? Or after? 

With foreigners probably before” (Appendix 6 p.124). 

 JBC explains how his old company Velux planned the visit with Japanese negotiators down to every detail, 

leaving the gift at the hotel room: “JBC: It was extremely well prepared.... Someone went to their hotel room 

beforehand, leaving a small letter and a gift, saying “Welcome to Denmark…” With a small Danish “thing”. 

And a book about Velux” (Appendix 7 p.166).  
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Also, he explains how hard it can be to find a gift and that Danish companies usually would give Danish 

Design: “JBC: It is insanely difficult. Usually, I have experienced most Danish companies gives Stelton or 

Royal Copenhagen… Something with a name”(Appendix 7 p. 169). 

He furthermore explains that he would, unlike Carlsberg, not recommend chocolate or liquor because one 

cannot tell if the person can use it or not: “JBC: Brands are important for the Japanese… So it shouldn’t be a 

home-made sweater…Or liquor or chocolate, because you never know what how it will be received. A typical 

object to make the room look nice. I would say”(Appendix 7, p. 169). 

 

Also, he clarifies how important it is that the gift does not appear random to the receiver: “JBC: It shouldn’t 

be something random. It should be like: “we have wrapped it up nicely, and we have chosen this brand 

because it’s Danish”(Appendix 7 p.169). 

To sum up, both negotiators have very different opinions on both gifts and business cards. YI explains how 

Japanese companies like Suntory does not care too much about meishi, but that it is always an advantage 

for the negotiator to do the meishi. Furthermore, he explains that giving a souvenir before the negotiation 

is a good ice-breaker.  

JBC emphasizes how important titles are, and that it is better to make yourself look more appealing on your 

business card. Moreover, he talks about leaving a gift for the negotiator instead of giving it in front of that 

person. 

Preparing small jingles for conversation 

A good way to get a good impression is to prepare a set of jingles beforehand, or a set of topics to start off 

a conversation when a negotiator meets his or her counterparts for the first time. It is very important to 

choose these topics wisely in order to be one step ahead of the situation and one’s counterparts. We asked 

JBC: 

KW: “How would you characterize the typical Danish negotiator – What are they good at? What are they 

not so good at?” JBC: “They are good at going ‘straight to the point.’ Most are good at being in control of, 

what we have to do. They are not so good at what actually goes around the whole thing. They are not good 

at beginning by making an intelligent comment about something, which they have looked into beforehand. 

Instead of saying: It was difficult to find you office!” (Appendix 7 p.153). 

 

 Instead, it is important to think about intelligent topics to talk about. Here, the intention is showing the 

counterparts that the negotiator have made his or her preparation properly. According to JBC: 
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 “JBC: What can I say of intelligent things and what do I have of background information. It could be: 

“Congratulations on your promotion” or “Wow, now you have finished building your Ministry!” (Appendix 7 

p.150) 

We asked Suntory negotiator, YI: “What about if we ask you, Yuho - when do you think a foreign negotiator 

isn’t prepared for a negotiation?” YI: “I’ll probably think like that when they don’t know about us I think. For 

example, of because they know about themselves and I know of ourselves, our company really well. But I 

think our business partners don’t need to know a lot about our company. I think at least they need to know 

about how much we sell for a year when we established and what of culture we go through, you know -big 

incidents and events that occurred in our company.” (Appendix 6 p.135). 

 

The counterpart’s mission, vision, and values are all good jingles to start off a conversation. Such 

information is usually available on the company’s website. In the example of Suntory, their mission is “In 

Harmony with People and Nature.” (Suntory, n.d). Their vision is “Growing for Good”. Their three values 

are: “Go for it!”, “Sharing the Profit with Society,” and “Coexisting with Nature” (Suntory, n.d). 

A negotiator could memorize the counterpart’s mission, vision, and values and try to ask questions about 

what they mean to the people who represents the counterpart. That would leave the counterpart thinking 

that the negotiator on the other side of the table actually knows something about them. The negotiator 

could also try to challenge the counterpart’s representative and ask them: “What are your mission, vision 

and values?” If the counterpart’s representatives are not able to memorize them by heart, the negotiator 

could actually “teach” the representatives about their own company’s history. Jingles can either be used to 

get a good impression with the intention of building up a relationship. They can also be used to put 

pressure on the counterpart. It depends on how they are prepared and delivered. 

News can be another good topic to start off a conversation. A negotiator can with advantage visit Japanese 

news websites to create an overview about what is going on in Japan. Japantimes.co.jp and 

japantoday.com provide Japanese news in English every day. It is important to pick some topics that have a 

national impact, so that all Japanese can relate to it. It is also important to pick some topics, which the 

Japanese can be proud of. Disputes between Japan and China concerning some uninhabited islands are not 

a good topic for a conversation with a Japanese counterpart.  

The counterpart may have prepared jingles for conversation themselves. Therefore, it is important to keep 

one step ahead of the situation. According to JBC:“We (Danes) are bad at history. We don’t know so much 

about history. If someone begins talking about history, we get caught” (Appendix 7 p.158). Copenhagen was 

built in the year 1167 by Absalon. According to JBC, a negotiator can say that in order to show that he or 
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she has knowledge about history. It is important to have historical knowledge about not only one’s own 

company, but about one’s own country as well. 

Tatemae 

As mentioned earlier in the thesis, Japanese people tend to use tatemae, which is a specific kind of surface 

communication. Instead of saying “no,” a Japanese negotiator would often say “We will do our best” or 

“That would be difficult” in order to prevent the counterpart’s loss of face. In other words, a Japanese 

negotiator would respond what he or she thinks the counterpart wants to hear (Gesteland, 2012). 

 

 During the interview with YI, he was asked about the word tatemae: “NM: Can you explain what comes to 

your mind when we say tatemae? What do you think of that word? Can you explain it?” YI:”Lies.” NM: 

“Lies?” YI:”Yes, probably… To promote business better, I guess. But Tatemae is actually a lie, right?” 

(Appendix 6 p.131) 

YI then explained the word further in the following way:  “If you try to say something to me, to our 

company… And uh… If I think I don’t want to buy it because we don’t need it, but “okay, we’ll consider it”. 

But I try not to say “No” and rude things to a business partner, like, face-to-face, I think that we would use 

tatemae in that kind of meaning “(Appendix 6 p.132).  

When asked whether he used tatemae or not, YI explained how he does not use it on foreigners: 

 

“NM: Do you rely on tatemae when you communicate with foreign negotiators? YI: “Foreign negotiators… 

No. Because we know, of cause we use it all the time when we talk to a Japanese business partner.”NM: 

“Yeah?” YI: o promote business well, but we kind of know foreigners, like, doesn’t want it, doesn’t search for 

it. Doesn’t need it. So…”(Appendix 6 p.131) 

 

However, for the interview, we did an analysis of the Suntory company logo as well as their mission, vision, 

and values by using Schein’s iceberg theory (Appendix 8 pp. 171-173). We provided YI with the document 

and asked about the company logo, their mission, vision, values, and about the analysis itself. Most of his 

answers were as following: 

“NM: Let’s see here. I think maybe that the Suntory logo could be an artifact because it says, “to live with 

water” in Japanese and that (water) moves unhindered and endless, like you are supposed to do as an 

employee” (Appendix 6 p. 139).  

YI: Yeah, true.  
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NM: and also, you have your ethics. To be honest and act with integrity and that you should be very 

outgoing in general. 

 YI: Yes, true.  

NM: And that you want your employees to be open and flexible and have different values and kind of accept 

that other people are different. And I think that this could be seen as an artifact. Because when the 

employees are supposed to be like that it’s a way of guiding them to act in a certain way on behalf of 

Suntory.  

YI: Okay, true, Yeah. That is true.  

NM: And then… But I’m not sure…So I hope it’s the logo but… That’s my idea. But I just wanted to ask you if 

that could be right?  

YI: Yes, it’s pretty right, I think.  

NM: So what about values? What do you think? Do you think that Suntory has a special way of solving 

problems? 

YI: Let me try to think… “When training a person into doing a certain job there are rules and values about 

what is not done properly and what should be done. This level is under water showing what is not aware” 

NM: Yeah, so it’s something. It’s a way that you are taught to solve a problem. It can maybe be, for example, 

“yatte minahare”. YI: “Yatte minahare.. Yes.” 

NM: “Kind of “go for it”, right?” YI: “You mean, go for it with risk? Without fearing? With feeling?  Like… Yes. 

Yes.”(Appendix 6 p.140) 

Most of YI answers bear the mark of agreeing with what he has been questioned. This behavior is much 

similar to Gesteland’s definition of tatemae. YI is basically answering what he thinks NM wants hear. JBC 

mentions a way to avoid tatemae: 

“JBC: You can try to prepare which questions you want to ask in such a way that it will not be “Give me the 

answer I want to hear.” Because this has to do with the way you ask your questions or how you prepare the 

ground for the negotiation – to be forced to make your opinion known without losing face” (Appendix 7, 

p.154).  

 

However, it can be difficult to avoid tatemae in a situation, where you want to hear a Japanese 

counterpart’s honest opinion. According to JBC: ”Sometimes it can be very difficult to see through. I can ask 

a question, where you cannot avoid answering the way I want to hear, if I ask closed questions or something 

like that. It can be very difficult to decode I think” (Appendix 7 p.169). 
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According to YI, tatemae is often used, especially when dealing with a Japanese counterpart. Tatemae is not 

used when dealing with a foreign counterpart. That said, Gesteland’s definition of tatemae is much similar 

YI behavior, when he was asked about Suntory’s mission, vision and values. YI first definition of tatemae 

was that tatemae was a “lie”.  As mentioned earlier in the thesis, Thompson claimed that a negotiator 

should never lie in a negotiation process for several reasons: Firstly, because lying is unethical. Secondly, 

because it can create a face-saving problem and finally, because lying can hurt a negotiators reputation if 

the other part calls one’s bluff (Thompson, 2015, p. 73).  However, in this example, YI is not lying with 

unethical intentions. He is simply lying because he does not want his counterpart to lose face by saying a 

blunt “no.” Though it can be questioned whether YI first definition of the word tatemae is incorrect, or 

whether Thompson’s claim that lies are unethical in connection with a negotiation is true. 

Praise your counterpart 

Another good way to get a good first impression is simply to praise counterpart. According to JBC:  

“JBC: flatter, dammit! Everything you can!” 

KW: ”Is that a positive thing to do?” 

JBC: ”Yes, it is lovely! You can always say something nice.”  

KW: ”And it doesn’t matter where you are going?”  

JBC: ”It is completely irrelevant in my opinion. If you just say something nice… But you have to mean what 

you say. 

KW: ”It should not be play-acting?” 

JBC:”No, no, you have to mean it! Otherwise, everyone can see through it and think:”Restrain yourself, 

please!” (Appendix 7 p.151) 

Praise is always a good icebreaker to build up trust and to form a relation. That said, it is important to play 

one’s cards right. If negotiator wants to praise the counterpart, he or she should do it sincerely and the 

negotiator has to mean what he or she is saying. When flattery is used excessively, it becomes adulation. 

Adulation can influence the negotiator’s credibility negatively. A negotiator can with advantage praise small 

things, which are not excessive. This can be done simply in the following ways: 

o “I really appreciate that you could make time for us today. I know you are very busy.” 

o “The building you choose for the negotiation is well located.” 

o “This room is very beautiful. I really like the decorations.” 

o “I like your factory building. There is a productive atmosphere in there.” 

o “One of your fellow countrymen won a gold medal the other day. He was really good. I really 

cheered for him!” (related to sports jingles) 
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Praise is a tool to receive a good first impression. If a negotiator receives a good first impression, he or she 

has a good foundation for the relation. Seen from the other perspective, if a negotiator’s counterpart 

chooses to praise the person on the other side of the negotiation table, it is important to receive the praise, 

accept it and see it as something positive. 

Analysis part 3: Follow-up 

As mentioned before, creating trust means a great deal when having an integrative approach to a Japanese 

business partner. When dealing with a Japanese business partner, some trust-building strategies, like 

knowledge-based trust and calculus-based trust will be very important in the follow-up part of the 

negotiation. In Calculus-based trust, Lewicki (2003) mentions that you have to: 

1) do what you say, 4) Keep your promises, as well as making commitments and follow through on them 

and 5) Develop a good reputation (thesis pp. 30-32). All of these actions will be likely to take place in the 

follow-up part of the negotiation.  

Furthermore, knowledge-based trust is achieved by regular communication by email, telephone, video 

conference, face-to-face, etc., which means that it is extremely important to be consistent with the follow 

up on each meeting. If one does not do the follow up every time, the knowledge-based trust is not going to 

last.  

As mentioned earlier in the thesis, Japan is known for their high level of uncertainty avoidance, where 

Denmark is very low on the same score (JP 92 vs. DK 23). This might explain why the Danes are bad at 

follow-up, but gives even more reason for the Danes to be consistent with the follow-up of the negotiation.  

Also, JBC explains that in his opinion, the Danes are extremely bad at follow-up. It is mentioned in the 

following quote: 

“JBC: The (Danish) Follow up is in general really bad. You can talk with people who have been on an 

exhibition paying 10,000 dollars per. square meter and who have received 200 business cards. Then you 

come home saying:”No, I’ll just do it tomorrow!” Think of how much money is lost… One thing is to be at an 

exhibition like that, but 80 % of the work is following up, saying: ” I met you in Frankfurt. You showed some 

interest. It was nice. Can we just say hi or? Is there anything we can do…”… It’s terrible, really terrible. We 

are indeed really bad at it!” (Appendix 7 p.154) 

Also, YI gives an example and explains how he and his Japanese colleagues had dinner after the negotiation 

meeting with Carlsberg: 

“YI: After the negotiation we try to talk at dinner, right. With foreigners…Actually, when I went to Denmark, 

we didn’t meet at all before the negotiation, but after we negotiated, we had dinner, so…”(Appendix 6, 

p.120).  



Seeking What the Wise Sought: Integrative Negotiation Between Denmark And Japan 
Master's Thesis 
Nina Cecilie Phaff Møller and Kristian Wolstrup 

96 
 

Then, YI explains how their second dinner was canceled by Carlsberg after the negotiation: 

“YI: We really had a good impression. They are polite, they are not unclear, they are not too direct, but at 

the same time they are not unclear…But the only thing was that they cancelled the dinner with us (Appendix 

6 p. 137).  

YI also expresses their disappointment with Carlsberg’s inconsistency: “YI: They told us that a huge problem 

popped up so they just couldn’t come. We really were looking forward to having a dinner with them. So… I 

felt a little bit sad… About that.” (Appendix 6 p.137). 

JBC recommends a quick follow up and concludes that it best to do the while the mind is still fresh and not 

forgetful: 

“KW: Things like follow up, why is it so important? JBC: Yes, like a quick follow up. Instead of going straight 

to the bar, one can go to the hotel saying “I met 3 people today”-And then you write an Email or an SMS to 

those people saying: Thank you for todays’ meeting, it was nice to discuss this and that” Like just five 

sentences, because, first of all ,they will be happy and second of all then you have already done the first 

summary. Because then you have just indicated what it is and then one’s brains will say: ”Yes, that was 

indeed him! That sales guy and the other person I talked to about this and that...Also while he remembers. 

Or else they forget and think “it was just one of those people that came by…”(Appendix 7, p.151). 

 

He also talks about how easy it is to make a good follow up if you have a pamphlet with names and emails 

of the attending people and how well-received it is to do it right away. 

 

“JBC: And then I could write an email saying: “Dear Jukka Pukunen, even though I didn’t really meet you, I 

did a presentation that went very well. Thank you, and I hope we will meet each other in the future. It gave 

us so much feedback. And they were like “It was amazing how someone did a follow up on such a meeting. 

During the meeting, I wrote a small reference of who they were and what they said” (Appendix 7, p. 147). 

 

According to JBC, summary is necessary to keep track of how the negotiation went, so that one of the 

parties does not cheat or make their own conclusion:  

 

“JBC: At big meetings, it is extremely important to make a personal decision summary… NM: You will go 

there and write a bit to yourself about the decision that was made during the process? JBC: Yes, hints 

about: ”Then we were at 5 millions, then we went down to 2...Or something like that…Like, yes, if you have 

the time. And in that case it’s nice to be more than one travelling. KW: So if someone doesn’t make a 

summary, then the other party can have a new negotiation meeting and claim “We decided this last time” 
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where the other party says “No, we did not”. JBC: Yes, and then you go totally blank and need to start all 

over” (Appendix 7, pp.147). 

Discussion 

After pointing out several contradictions between theory and practice, we need to ask ourselves: What do 

these results mean and how can we actually use them? 

First of all, we pointed out in the prenegotiation how Gesteland’s theory contradicted the practice of YI. 

Gesteland and Lewicki described the importance of relationship building before the negotiation, while YI 

told us how Suntory did relationship building as a routine after the negotiation. In this case, we can 

question the importance of when the relationship building should take place. 

Gesteland and Lewicki claim that relationship building is a very important element of the negotiation and 

that negotiation. Negotiation may in fact be a byproduct of the relationship building. However, if Suntory 

claims that relationship building should be done after the negotiation, relationship building is not 

necessarily a part of the prenegotiation. Instead, much of our investigation point towards relationship 

building being more of a flexible, but mandatory move in the integrative negotiation.   

Furthermore, Gesteland recommends that Skype should not be used for relationship building between two 

very different cultures like Denmark and Japan. On the contrary, YI claims that Suntory uses Skype as a step 

before doing a face-to-face meeting. Here, we have to discuss the difference in the meaning: Is Skype used 

as a quick tool to arrange the face-to-face meeting, or is it, in fact, used to build up the relationship before 

the meeting?  

If Skype is used as a quick tool, JBC agrees on using it this way. However, in the interview, YI argues that 

they use Skype because they cannot talk face-to-face. This could be a hint pointing towards the fact that 

Suntory uses Skype for relationship building. On the other hand, we cannot exclude the idea that YI meant 

something else. However, JBC also mentions how the Danish company, Vestas, has invested in a big room 

only intended for Skype meetings. Logically, Vestas would not invest this amount of money on a Skype 

room, unless they use Skype for many time-consuming purposes, like relationship-building. Thus, it could 

be argued that Vestas also uses Skype for relationship-building.  

If it is the case that both Suntory and Vestas use Skype for relationship building, we might be looking at a 

new electronic age of negotiation, where companies prefer to save money and invest the money in tools to 

make the Skype experience better. However, JBC still argues that Skype cannot replace the physical 

presence and atmosphere of the room and he thereby believes that Skype is not the future of integrative 

negotiation.  
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Second of all, YI and JBC have very different opinions on how many negotiators should be sent for an 

integrative negotiation. JBC appears to believe that the Japanese, in general, send too many negotiators, 

while YI appears slightly insulted with the fact that Carlsberg always just sends one negotiator to Japan. 

Here, this information can mean two different things: Either Carlsberg is aware that Suntory takes this 

number personally, but do not care, or else, they simply do not know. Though, the latter seems more likely, 

given the fact that they also canceled a business dinner with Suntory’s negotiators while they visited 

Carlsberg. Carlsberg would not have invited Suntory to Denmark without them being an important partner 

to Carlsberg. Also, if we look at Carlsberg’s earning expectations in their annual report of 2016 “focus will 

be on… continuing the growth trajectory in Asia” (Carlsberg, 2015, p.17). Even though Japan is not 

mentioned in this quote, it might point towards the fact that Carlsberg wants their market share in Asia to 

grow, Japan included. Therefore, it seems as if Carlsberg is unaware of these cultural differences, since they 

send mixed signals to Suntory about the importance of their partnership. And if one of the greatest 

companies in Denmark are unaware of these cultural differences, what about all the smaller Danish 

companies doing business with Japan? Given the idea that they might have even fewer resources, it could 

be very likely that they are even less aware of these cultural differences.  

 Either way, given the fact that Japanese companies send more people both to signal the importance of the 

partnership, but also to make better decisions, Danish companies should keep this in mind and if their 

business partner is important to them, they should consider sending more than one negotiator to Japan.  

Third of all, Gesteland’s, Beamer and Varner, and Morrison and Conway’s theories on women seems 

outdated, given the fact that both our interviewees are used to having women as negotiators in this 

intercultural environment. In addition, the “Abenomics” in Japan explains how the national culture has not 

changed, but that politics are the reason for women entering the negotiation world in Japan. This is 

especially the case with big companies like Suntory, which are a part of the government owned Keiretsu 

group “Saiwa”, who receives money for the number of women they hire. However, even though YI explains 

how 40 % of Japanese negotiators in Suntory are female, this does not mean that all companies in Japan 

are used to having women in their department. Therefore, Danish companies should still watch their steps 

when sending women to negotiate in Japan. As recommended by JBC, an update on the number of females 

in the organization, given by the secretary, gives a quick overview of how updated the organization is. He 

recommends being careful by sending a negotiation couple with one male and one female.  

Fourth of all, YI explains how both the meishi and the temiyage rituals are not that strict as many theorists 

claim them to be. He claims that Japanese do not care about whether or not a Danish negotiator knows the 

rituals. However, he explains how knowing both rituals will be an advantage because it indicates interest in 
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the Japanese culture. Danish negotiators should therefore consider knowing these rituals to indicate 

interest, which according to Plum, is a way of showing Cultural Intelligence.  

To sum up, we have several contradictions pointing towards cultural unawareness: 

 JBC explains how he would use a guidebook to retrieve information on the Japanese, which 

indicates both unawareness and lack of time to research. 

 Carlsberg insulting Suntory by sending one negotiator and canceling dinner in Copenhagen 

 JBC expressing that sending more than three negotiators is exaggerated. 

 JBC being surprised about the number of female negotiators in Suntory. 

 YI explaining how meishi and the temiyage-rituals are not as strict as theories claims them to be. 

  

These results support our assumptions on how Danish negotiators do not prepare themselves well enough 

for integrative negotiation with Japanese companies. They also reveal that some cultural unawareness is 

present because certain cultural norms and values have changed.  

Finally, to support our claim on how values and cultural norms evolve over time and are the reason for a 

certain degree of cultural unawareness, we will present the “Inglehart–Welzel Cultural Map of the World”. 

The map is defined as a scatter plot created by the two scientists Ronald Inglehart and Christian Wezel 

(2014) and is based on the World Value Survey. It presents the closely linked cultural values that vary 

between different societies. It has two predominant dimensions: traditional vs. secular-rational values on 

the vertical Y-axis, and survival vs. self-expression values on the horizontal x-axis. 

-Traditional values emphasize the old, traditional ways of living; like the importance of religion, the ties of 

parents and child, the deference to authority, complete standards and traditional family values. The people 

who embrace these values will be very likely to reject divorce, abortion, euthanasia and suicide. Societies 

that support these values have a nationalistic outlook and high levels of national pride (Inglehart and Wezel, 

2014). 

Secular-rational values, on the other hand, embrace the opposite of the traditional values. Societies 

supporting these values do not have the same focus on religion, traditional family values and authority and 

thus, divorce, abortion, euthanasia and suicide are seen as acceptable to a certain degree. 

Survival values put emphasis on economic and physical security. They are linked with some degree of an 

ethnocentric outlook and very low levels of trust and tolerance. When these cultural values move upwards, 

it presents the shift from more traditional values to secular-rational ones. When moving rightwards, the 

culture will present the shift from survival values to self-expression values. 
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When we look at the development of the map from the 1980’s to 2015, it is clear to see how Denmark 

appears to be stable in its values during the time period after 2010. Denmark is here in the upper right 

corner, with focus on self-expression values, with the coordinates Y= 1.3, X=2.1.  

Japan, on the other hand, moves towards the more traditional values after 2010 and is therefore not as 

stable with its values like Denmark. In the time period 2010 to 2015, it moves from the coordinates Y= 2.0, 

X=0.0, to the coordinates Y=1.9, X=0.1.  

We here have a very clear example of how values are constantly changing, which could explain why Danish 

negotiators have a certain degree of cultural unawareness: Even if they have done their preparation, the 

traditional and most recommended theories available to them could be from a time period, where the 

values of Japan were different from what it is now. This could give reason to the differences between 

theory and practice in this master thesis. Even if the book is from the year of 2010, we can see on the 

cultural map how Japanese values have changed since then. So what will happen if we still use these books 

in five years? They will match the culture to a certain degree, but they will not entirely be up to date. Thus, 

we will argue that several cultural theories presented in this discussion will need a small warning triangle, 

meaning that they match to a certain degree, but that they are not entirely up to date.   

Conclusion 

To be successful in a negotiation between a Danish and a Japanese company, we can conclude several 

elements that negotiators need to be aware of.  

An integrative negotiation strategy will be preferred when dealing with a Japanese company because the 

Japanese are relationship-oriented. The Danes, on the other hand, is quite the opposite and therefore is 

very task oriented and straight to the point. As a result, the Danes prefer a distributive approach to 

negotiation, rather than spending time establishing a relationship with their counterpart. The Danish 

negotiator therefore needs to consider whether the negotiation strategy should be adjusted or not.  

It can be an advantage for the international negotiator to know the difference between the cultural 

dimensions of Denmark and Japan. Various cultural dimensions from Hofstede, for example, power-

distance, masculinity vs. femininity and uncertainty avoidance are some of the dimensions where the two 

countries differ greatly. Furthermore, some of Trompenaars and Hampden-Turners dimensions, for 

example neutralism vs. communitarism, and ascriptive vs. achievement-oriented cultures are dimensions 

where we can see big differences in the values between Denmark and Japan. However, the Danish 

negotiator needs to be aware that the cultural values are not applicable for all Japanese and Danish people, 

and should be seen more like a tendency. 
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Specific non-verbal communication tools, like the meishi and temiyage-ritual is still an advantage to use. 

However, we can conclude that not all Japanese companies expect their negotiating counterpart to know of 

the ritual. A company, like Suntory, will thus be able to adjust to a more informal international environment, 

especially when negotiating with foreign countries.    

These results of our study show that the Japanese business behavior relies on certain ritualized codes of 

behavior. We found out that Danish negotiators are not good at preparing themselves for the intercultural 

negotiation, resulting in a stereotypical perception of the Japanese negotiator. However, the ritualized 

codes of Japanese business behavior are not as strict in intercultural negotiation as when two Japanese 

companies negotiate with each other. Thus, the Danish negotiator would have a clear advantage knowing 

the Japanese business behavior, as it shows interest in the Japanese Company. If shown properly, this 

knowledge may strengthen the relationship between the Danish and Japanese company.   

Because cultural values and norms change over time, so does the business behavior in Denmark and Japan. 

We believe that this may give reason for a certain degree of cultural unawareness among Danish 

negotiators. Thus, we argue that some of these cultural theories regarding Japanese and Danish business 

behavior should be handled with caution, as they change throughout time. 

 

Criticism 

In this part, we have chosen to criticize three theorists because we believe their theories are of most 

importance to this master thesis.  

Hofstede  

Even though Hofstede’s dimensions have been used widely for decades by numerous authors and theorists, 

they have been exposed to criticism from several angles. A point of criticism is the mere simplicity of the 

theory, which obviously acts as both an advantage and a disadvantage. Hofstede has created a minimum 

number of dimensions, which enables cultural observers to analyze and pinpoint different features to 

cultures around the world. Hofstede has further developed his theory by adding new dimensions. Short-

term versus long-term orientation and indulgence versus restraint are both dimensions added since the 

original publication in 1980. These additions can be seen as a response to this particular point of criticism. 

Another critique, which can be mentioned, is that the dimensions tend to be quite static and does not 

change particularly through the ages. Points of criticism continue to be raised about the validity of some 

culture profiles in the light of world developments, which have occurred after the original publication. For 

example Hong Kong, which in 1997 became a part of China. Is Hong Kong now a subculture within a much 
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larger entity, or does Hong Kong now have features more similar to China? However, updates have been 

made in recent and revised editions of Hofstede’s book. For example, in the third and revised edition from 

2010, the country profile of Belgium has been divided into two different cultures: A Belgian-French 

(Wallonia) and a Belgian-Dutch (Flemish)-speaking entity. In previous editions of the book, Belgium 

presented itself as only one cultural profile – Belgium. Another example is Montenegro, which became 

independent in 2006. 

Trompenaars and Hampden-Turner 

Like Hofstede, Trompenaars and Hampden-Turner have also been exposed to criticism. Their dimensions 

have one critic in particular – Geert Hofstede himself. Hofstede reviewed the dimensions and concluded 

that the questionnaire used by Trompenaars and Hampden-Turner is essentially measuring Hofstede’s own 

individualism dimension by using dimensions that are interrelated. Hofstede criticizes their research 

method, and claims among other things that Trompenaars and Hampden-Turner had started their research 

using preconceived notions taken from mid-twentieth century US literature and had not changed these 

concepts using the database Trompenaars compiled. In their response to Hofstede’s review from 1997, 

Trompenaars and Hampden-Turner admitted that they have learned a lot from Hofstede and that they 

respect the results of his research. That said, that they defend their theories by giving a detailed account of 

the statistical methods used and which, they say, Hofstede should consider more carefully. They said that 

Hofstede does not have the right to when assessing their results to view his “independent variables” has 

the best option and to claim that other independent variables derived from them (Browaeyes and Price, 

2011). 

If we look more closely at the two sets of dimensions, Trompenaars and Hampden-Turner see cultures as 

“dancing” from one end of a dimension to another, when encountering different dilemmas. Seen from that 

perspective, culture is more like circles with “preferred arcs joined together”. Hofstede, on the other hand, 

uses a more linear form, where cultures are placed high, low, or in the middle. Rather than being “the 

perfect model”, which Hofstede is still seeking, Trompenaars and Hampden-Turner see their model as a 

‘model to learn with’ (Browaeyes and Price, 2011). 

Leigh Thompson 

Thompsons book “The heart and mind of the negotiator” (2015) is defining the central aspects of 

negotiation, and we therefore chose this book to explain some central aspects relevant for intercultural 

negotiation. However, there are several reasons to criticize Thompson.  



Seeking What the Wise Sought: Integrative Negotiation Between Denmark And Japan 
Master's Thesis 
Nina Cecilie Phaff Møller and Kristian Wolstrup 

103 
 

First of all, Thompson is from the U.S and therefore have a very conservative approach to some aspect of 

negotiation. For example, on p.73, she talks about lying in negotiation and claims that a negotiator should 

never lie for three reasons. However, we believe that her book lacks depth and needs more aspects on lying, 

especially “white lies” and why some cultures, like Japan, would use “white lies”. 

Second of all, Thompson sometimes presents some very generalizing statements that are not supported by 

a source: For example, in the section “why people are ineffective negotiators” (Thompson, 2015 p. 28) she 

claims: …”Because negotiation is so important for personal and business success, it is rather surprising that 

most people do not negotiate very well”. This section does not have any sources in the footnotes. Moreover, 

she does not explain who this statement concerns. Therefore, the reader will interpret this into her 

meaning that most negotiators are bad at negotiating, which is clearly too generalizing.  

Furthermore, she explains how most people are bad at negotiating because of egocentrism. In this case, 

she supports her argument by explaining how MBA students have a tendency as seeing their own decision 

making as above average. Here, she anticipates that negotiators are affected by egocentrism because two-

thirds of MBA students, in some part of the world, which she does not mention, has this pattern of 

thoughts. Here, her source is based on the wrong group of people and, again, her statement becomes too 

generalizing.  

Third of all, she argues how the term “Life Experience is a Great Teacher” (Thompson, 2015 p. 31) is a myth 

and that people take unwise risks when they grow overconfident and have more life experience. We 

disagree with this statement, where she, once again, does not support her statement with the right sources. 

To sum up, Thompson is a good source when presenting general concepts within a negotiation, but lacks 

some depth to support her opinion on some aspects of negotiation. 

Limitations 

We have had five months to write our master thesis, giving us limited time to conduct our research. Given 

more time, we could have asked more Japanese and Danish companies about their experience and 

compared the research in a more quantitative way. 

 Our first plan was to get an interview with Jack Bohr-Christensen, Carlsberg and Suntory. We have 

contacted Carlsberg by E-mail several times to do an interview about the Suntory negotiation with 

Carlsberg. Unfortunately, they did not reply to the request and we therefore decided not to do an interview 

with Carlsberg. If we had been able to conduct an interview with Carlsberg, we would have had “both sides” 

of the interview with Suntory, which could explain certain parts of the negotiation, the impression of the 

Japanese negotiators from Carlsberg’s point of view and why Carlsberg decided to invite them to Denmark. 

 




