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INTRODUCTION 

  
Our proposed manual focuses on countries classified by the World Bank as lower-middle 
income. Team members each selected their countries from a different region of the world to 
provide a breadth of information. Understanding countries from diverse regions will give an 
expansive view of how business communication in lower-middle income countries differs from 
high-income countries, like the United States (U.S.). 
  
According to the Center for Strategic and International Studies, global economic indicators show 
that the U.S. is doing an increasing amount of business with lower-middle income countries. 
Therefore, U.S. Department of State employees working abroad must have an understanding of 
business negotiations in these types of environments.  
  
  
  
Project Team 
Each qualified individual on our team of six has professional writing experience in a global 
context. Collectively our team has visited seven countries and has work experience in two.  
  
Daniel has written and published an emergency response manual for security professionals and is 
currently conducting high-level research as an Arnhold Undergraduate Research Fellow. As our 
Chief Editor, he completed additional proofreading and editing.  
  
Nathan holds an Associate’s Degree in Science for Business Administration and currently works 
as a content writer for a company that earns over $100,000 in monthly sales. As our Print 
Coordinator, he oversaw the assembly of the manual as well as all resource costs.  
  
Thu has studied global topics for three years and is a grant research and writing intern for a local 
organization. She was born in Vietnam, which gives her first-hand experience in multicultural 
environments. As our Graphic Designer, she managed page aesthetics and cohesiveness.  
  
Hailey has also studied global interactions for the past three years and is now the copywriter for 
a local marketing team. As our Team Manager, she planned team meetings and kept members 
updated on project progress. 
  
Tyler is studying communication and has previously worked as the Marketing and 
Communications Intern for the Hong Kong office of an international recruitment firm. As our 
Scheduling Director, she set deadlines and ensured all team members met them. 
  
Alexis has studied global interactions between North American and South Asian countries and 
has experience working abroad in Mexico. As our Technical Expert, he solved computer issues 
and offered software help to the team.  
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HOW TO USE THIS MANUAL 

 
The manual comes with a variety of features listed below to make it easily navigated. 

  
The World Bank’s Ease of Doing Business Score 
The World Bank uses economic studies to rank countries on their ease of doing business from 1-
190. A low score signifies that the regulatory environment is favorable to conducting new 
business. At the beginning of each section is a bar that compares each country to the U.S.  This 
bar displays the country’s score to provide an idea of how easy it is to conduct business1.  
 
 
Hofstede's Cultural Dimensions 
Hofstede’s cultural dimensions summarize the way people communicate internationally. This 
manual has scores for Power Distance, Individualism, Masculinity and Uncertainty Avoidance. 
  
Power Distance 
A country with a high Power Distance score has a high level of accepted inequality. Often there 
are privileges for the higher powered, extreme respect for authority, and wide wage gaps. A low 
score signifies that people have equal rights and expect to be treated as so. Powerful people 
interact with those with less power and individuality is celebrated and expected2. 
  
Individualism 
A high Individualism score signifies that the people focus on their own goals before that of 
others. People have “I” mentalities and individual initiative and achievements are celebrated. A 
low score signifies that the culture is Collectivistic. The people are group orientated, so their 
decisions are made with all members in mind3. 
  
Masculinity 
A country with a high Masculinity score is ego oriented and the people tend to live in order to 
work. Money is very important and there is often a large gender wage gap. A low scoring 
country has a Feminine culture. People are relationship oriented and they work in order to live. 
Quality of life is important and more women hold management positions4. 
  
Uncertainty Avoidance 
A high Uncertainty Avoidance score means that the country does not adapt well to uncertainty. 
These cultures are more conservative, xenophobic, and expressive of emotions. A low score 
signifies that a country is adaptable to uncertainty. The people are more innovative and tolerant5. 
 
Quick Tips 
Throughout each section, there are tips highlighted to help scanners get a quick idea of what to 
expect in each country. 
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1 BOLIVIA  
Bolivia’s family-oriented culture and high context communication are the key differences 
between professional communication in Bolivia and in the United States (U.S.). According to the 
World Bank, as shown in Figure 1.1, Bolivia’s 2017 ease-of-doing-business rank is 149 out of 
190 and the U.S. is 8 out of 190.6  

Bolivia is a resource rich country in South America, classified by the World Bank as a lower 
middle-income country. There are five reasons to consider doing business with Bolivia, which 
are as follows7: 
 
1. The Bolivian economy is growing 
2. Bolivians like American products 
3. Bolivia is rich in non-renewable natural resources 
4. Bolivia’s agriculture sector will grow astronomically in the next ten years 
5. The Bolivian government wants to promote Foreign Direct Investment (FDI) 
 
1.1 CULTURAL CONTEXT 
Cultural context heavily influences professional communication in Bolivia. Bolivians will not 
refer to U.S. citizens as Americans, because the term refers to both North and South American 
people. Instead, Bolivians use the term “gringo” inoffensively when speaking of white Anglo-
Saxons. Bolivia is a country rich in culture, where the five major ethnic groups that make up 
Bolivia are mestizos, indigenous, whites, Cholos/Cholas, and blacks. The languages spoken by 
these ethnic groups are the country’s four official languages8: 
 
• Spanish 
• Quechua 
• Aymara 
• Guarani 
 
Hofstede’s Cultural Dimensions 
Bolivia and the U.S. compare dramatically different on Hofstede’s Cultural Dimensions Scale. 
Bolivia is a high context country, meaning that Bolivians rely heavily on contextual cues to 
convey meaning rather than speaking directly. Alternatively, the U.S. is a low context country, 
so people explicitly state what they mean. Other important classifications for professional 
communication are: Power Distance, Individualism, Masculinity, and Uncertainty Avoidance. 
Descriptions and scores for each country are in Appendix A.  
  
 
 

Figure	1.1:	Ease	of	Doing	Business	A	lower	numerical	score	signifies	that	the	regulatory	environment	is	
conducive	to	conducting	new	business	in	the	area.	
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Societal Values 
When conducting business in Bolivia, the most important thing to understand is Bolivia’s very 
family-oriented culture and diverse demographics. Because the focus on family in Bolivia is so 
strong, Bolivians will only make deals and purchases with people that they know and trust. It is 
therefore critical that those seeking a partnership with a Bolivian business first establish a 
personal relationship with their Bolivian counterpart. 
 
Additionally, the gender issues in Bolivia very much favor machismo. Men and women have 
equal rights, but women are paid significantly less than their male counterpart.9 
 
How to Build Trust 
The best way to establish a relationship is to either host a business meal or accept an invitation to 
one. This next section will outline the important details regarding business meetings and 
punctuality, as well as additional greetings and gestures. It is typical for business meals and 
meetings to include discussions about family and close. Keep in mind those declining an 
invitation to a social event or meal are rude, as are those showing up on time.  
 
1.2 INITIAL CONTACT 
First impressions in Bolivia are crucial. It sets the tone for the future of the relationship and 
affects the foreigner’s credibility. When meeting a Bolivian businessperson for the first time, be 
sure to properly address them, look presentable, give appropriate gifts, and be punctual.  
 
Titles 
Businesspeople are proud of their titles. When introducing staff members or other companions, 
greet them with their titles and a firm handshake and eye contact. In Bolivia, professions are 
grouped under one title: “licenciado,” which means, “graduate”. If unsure of a person’s 
professional title, use Licenciado/a (i.e., a psychologist might be Licenciada Arratia, an engineer 
might be Ingeniero Sandovál, and a government employee might be Licenciado Carval).10 See 
Table 1.1 for a quick summary of this information. If someone does not have a title, simply use 
honorific titles Señor (for men) or Señora (for women) with their surnames. 
 

Do not address a person by their first name until they have done so first. Usually, when a 
person’s Bolivian counterpart addresses the foreigner by their first name first, it means that the 
relationship between both actors have progressed to a more advanced and trusting stage. In other 
words, the Bolivian counterpart now considers the American as almost an equal, as a friend.11  

Table	1.1:	Title	Comparisons		

ENGLISH TITLE BOLIVIAN TITLE 
Medical Doctor or Ph.D. Doctor 

Engineer Ingeniero 
Lawyer or University Licenciado 

No Title Señor (m) or Señora (f) 
A	quick	side-by-side	comparison	of	different	titles	between	the	U.S.	and	Bolivia	
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Gifts 
Gift giving is impressive to Bolivians because the intention is more important than the gift itself. 
Company logo gifts are common, but make sure that the logo is subtle. Make sure that the gift is 
of high quality.12 Since business meetings in Bolivia are often socials or dinners at the 
host’s home, consider the following gifts: 
 
• Flowers 
• Wine 
• Liquor 
• Chocolates 
 
Avoid yellow and purple flowers as they represent enmity and 
death respectively. Keep in mind when giving a gift that the gift 
is opened after the giver leaves; give gifts that do not need immediate attention. On the other 
hand, expect gifts given at a more formal business meeting to be opened in front of everyone in 
attendance.13 
 
Attire 
Business attire in Bolivia is conservative and the formality of attire varies by city. Generally, 
men wear dark suits and ties, while women wear light-colored blouses and dark suits or skirts. 
This attire is common in La Paz. However, business dress in Santa Cruz is more casual because 
of its tropical climate and people where lightweight suits or no jackets at all.14 Shorts, sandals, or 
tank tops are inappropriate.  
 
Punctuality 
Bolivians have a very different concept of time compared to most Westerners. In other words, 
visitors should not expect their Bolivian host to arrive on time; people will usually show up 15-
30 minutes later. The only exception is if the event has a scheduled starting time (i.e., the 
theater). However, this does not mean that foreigners should arrive later than their host should.15 
When unsure whether or not to arrive on time, clarify with the host by asking “¿En punto?”16 
 
Business Cards 
Business cards make it easier to visualize the first and last name of all actors in a business 
transaction. Give the Bolivians a business card right after introductions with one hand. Also, be 
prepared to have enough to hand out to everyone present. If possible, translate one side of the 
card in Spanish, and hand the recipient the card with that side up.17 
 
1.3 COMMUNICATION METHODS 
As a high-context society, Bolivians are very polite and formal, especially when it comes to 
strangers and business partners. Therefore, avoid being direct and confrontational, and unless in 
an environment like the disco or a bar, do not use loud voices. Loud voices suggest aggression, 
so a normal tone will suffice. 
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Eye Contact 
Direct eye contact is key in Bolivia. Bolivians may favor indirect business approaches, but when 
it comes to eye contact, Bolivians love it. Direct eye contact creates an atmosphere of trust and 
respect. However, men and women must avoid being holding overly direct eye contact for too 
long during initial meetings; it sends the wrong idea and is easily misinterpreted.18 
 
Gestures  
In the United States, the twisting of the flat, open hand from side to side indicates “so-so”, or 
“more or less”. In Bolivia, this gesture means “no”, and is often used by public transportation 
drivers to indicate a full vehicle, or by vendors to indicate that they ran out of something. Like 
the U.S., covering the mouth when yawning, coughing, or sneezing in Bolivia is a polite.  

 
Physical Contact 
Shake hands upon meeting and leaving a business meeting 
or upon meeting a Bolivian for the first time, as seen in 
Figure 1.2. Bolivians do not have what people from the U.S. 
call “personal space”. They tend to stand very close to one 
another while talking, so it is rude to back away from 
someone while they are speaking. In addition to a lack of 
personal space, shoulder touches are normal once a personal 
relationship between both counterparts is established.19  
 

 
 
 

What to Avoid 
Business dinners are a big deal in Bolivia, so eating with elbows rested on the table indicates bad 
manners as it results in a slumped and lazy posture. This shows one’s Bolivian counterpart that 
he or she is disinterested and disrespectful. Elbows on the table are also an indication of one’s 
lack of class and blocks out any person sitting next to him or her.20  
 
Foreigners also need to be careful not to make a fist with their thumb between the middle and 
index figure. This is an obscene gesture, and is equivalent to the U.S. middle finger. 
 
Refrain from talking about poverty, religion, drugs, US drug policies, and politics in Bolivia. 
Also avoid any kind of praise toward Chile, Brazil, or Paraguay as it tugs at Bolivians’ 
heartstrings; Bolivia has lost wars and land to all of its neighbors.21 
 
1.4 NEGOTIATION 
As a high-context culture, Bolivia’s business style is personal and indirect. Bolivians prioritize 
building personal relationships with their foreign counterparts and take their time reaching a 
solution. Negotiating is therefore a joint problem-solving process in which both parties are 
responsible for reaching an agreement.  
 
 
 

Figure	1.2:	Proper	Handshake	Greet	Bolivians	with	firm	handshakes	while	
maintaining	eye	contact	
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Business Meetings 
At a business meeting, the Bolivian host will initiate the business conversation; so do not bring 
up any concerns until he or she does so first. Instead, begin the meeting with small talk (i.e., 
family, or sports (soccer)) to establish a foundation for the relationship. 22  
 
Use visuals, stimulations, or models in a business presentation. This is especially critical when 
the Bolivian counterpart is not fluent in English. As a result, foreigners should also have a 
Spanish interpreter if they do not speak Spanish.  
 
Business Dining and Entertainment 
The business norm in Bolivia is conducting it over dinner, typically held in restaurants, and less 
commonly in a Bolivian home. Foreigners must accept an invitation to eat, or decline as politely 
as possible.  
 
When seated, decline eating until the host insists or takes his or her first bite and always use 
utensils. Using fingers is improper and rude. Make certain that no food on the plate is wasted; 
left over food on the plate is also rude. Again, guests should not bring up the topic of business 
until their host has done so first.  
 
Pace 
The pace of business negotiations in Bolivia is much slower and more carefully conducted than 
in the United States. It takes time to build and establish a genuinely personal relationship that 
will sustain the eventual business relationship that follows.23 Bolivians do not rush to make a 
deal, so be patient and do not apply high-pressure tactics. Be prepared to plan several trips back 
to Bolivia before and after Bolivian counterparts sign off on a final contract and to maintain the 
relationship for future negotiations. 
 
Risks 
Corruption is a major obstacle for business in Bolivia, raises 
the costs and risks of doing business24, and is far from 
communicating professionally. Corruption includes, but is not 
limited to, the following: 
 
• Bribery 
• Favoritism 
• Embezzlement 
 
The above forms of corruption are all punishable by law. Corruption in Bolivia is most common 
in the public services sector.  
 
As a high-context culture, Bolivia holds much of its values in personal relationships and indirect 
communication methods. These professional communication methods are drastically different 
than in the United States, so a good rule of thumb to follow is to always be patient, and to 
become friends with the Bolivian host. For any concerns or questions regarding information not 
found in this section, please refer to the local agent.   
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2 EGYPT 
The overall communication style of Egypt is easily traced to Islamic religion with the common 
use of hyperbolic language and meaningful allegories compared to the style of the USA that 
emphasizes small talk and specific facts. Egyptians often consider their country a bridge from the 
European West to the Arab East. 25  Communication may resemble anything in-between. 
American professionals beginning work in Egypt should be familiar with Islamic religion and 
Muslim tradition before entering a business negotiation.  
 
The World Bank uses economic studies to rank countries on their ease of doing business from   
0-190 as shown in Figure 2.1.  
 
 
 
 

 
 
 
 

2.1 CULTURAL CONTEXT 
Hofstede’s Cultural Dimensions provides a way of ranking cross-cultural communication. To 
communicate effectively in Egypt, it is crucial to understand the role of religion and how it 
coincides with business.   
 
Hofstede’s Cultural Dimensions 
Egypt is a high context country, meaning that Egyptians rely heavily on contextual cues to 
convey meaning rather than speaking directly.26 Alternatively, the U.S. is a low context country, 
so people explicitly state what they mean. Other important classifications are Power Distance, 
Individualism, Masculinity and Uncertainty Avoidance.27  Descriptions and scores for each 
country can be found in Appendix A.  
 
Religion 
Islam is practiced by the majority of Egyptians and 
governs their personal, political, and economic lives. 
Among certain obligations for Muslims are to pray five 
times a day: at morning, noon, afternoon, sunset, and 
evening. The exact time is listed in the local newspaper 
each day. It is not uncommon for a foreigner doing 
business in Egypt to join in prayer. The correct way to 
kneel is shows in Figure 2.2. Every Friday the Muslim holy 
day is observed with many companies also closing on 
Thursday, making the workweek Saturday through 
Wednesday.  

Figure	2.1:	Ease	of	Doing	Business	in	Egypt																																																																																									
Egypt	is	listed	at	122	signifying	that	the	regulatory	environment	is	unfavorable	to	conducting	
new	business.	

Figure	2.2:	Religion																									
Muslims	kneel	in	the	above	fashion	
while	praying.	
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Greetings 

2.2  INITIAL CONTACT 
First impressions across all cultures can make or break the possibility of any future business. In a 
word, Egyptians are modest.   
 
Attire 
Although the heat in Egypt is rather high, most of the body should remain covered. Foreign men 
are expected to always dress their best in a coat and tie. Women need to follow Muslim culture 
by dressing modest; carrying a light scarf to wear in times others are concealing their face. Either 
gender should not wear gold jewelry.28  
 
Punctuality 
It is uncommon in Egypt to adhere to strict schedules. Egyptians will typically keep a foreigner 
waiting before a meeting.29 To gain trust, one must arrive on time and be patient.  
 
Titles 
Arabic names are often confusing even though they follow the same format: first, middle, and 
last name. To avoid mispronunciation, request their name be translated and written in English. A 
common mistake is in the translation of Arabic names including the term al or el. A name like al-
Barudi could mean “son of Barudi” or “from the town of Barudi.” Do not confuse the name al 
for the English nickname Al.30 Addressing an Egyptian equal to that of an American, by title and 
last name. If they do not have a business title, use “Mr.,” “Mrs.,” or “Miss.” 
 

    
Several styles of greetings exist in Egypt. Using the right 
hand, it is best to wait for the Egyptian to initiate the greeting 
first. In the case it is an Egyptian woman and she does not 
initiate, acknowledge her with a slight bow of the head. Arab 
males will not always introduce their wife.31 If they act as if 
she is not there, it is best to do the same. Do note that the left 
hand is considered unclean in the Arab world; avoid using it 

at all times. 
 
A formal Arab greeting involves holding the other’s right hand, with the left hand placed on the 
other’s right shoulder, while exchanging kisses on the cheek. Kisses are only between members 
of the same sex; men and women may not kiss in public.  
 
Gifts 
Gifts are always a great way to greet someone.  Flowers are 
acceptable for westernized Egyptians. However, if their level 
of belief is unknown, chocolates or baked goods are a safe 
substitute. In certain situations a compass is a meaningful 
gift. A Qibla is a modified compass shown in Figure 2.3 
enabling a devout Muslim to always know where Makkah 
(the center of the Islamic world) is depending on their 
region.32      

Figure	2.3:	Qibla	(Compass)											
The	above	graph	shows	how	to	read	
an	Egyptian	compass	to	find	Makkah.		
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2.3  COMMUNICATION METHODS  
Egyptians process information based off Islamic values. Evidence is accepted according to ones 
personal ideology. Individuals with higher education may use religious facts and communicate 
accordingly.  
 
Conversation 
Expect long discussions, poetic language, and emotional 
viewpoints. Being familiar with such spiritual stories can 
only help an individual express their opinion during 
negotiations. Passionate conversations may occur at a closer 
distance than normal, do not shy away. Positive casual 
conversations include Egyptian history and sports. Topics to 
avoid are women and Israel.  
 
Gestures  
Remember to avoid using the left hand. Always use the right 
even when eating. It is advised to keep feet on the ground and 
to not cross legs while sitting. The bottom of a foot is 
considered disrespectful to an Egyptian.33 Other gestures to 
avoid are the “thumbs-up” sign used in America and pointing. 
A common gesture found in Egypt is shown in Figure 2.3.  
 
2.4  NEGOTIATION  
To conduct business in Egypt it is recommended to hire a local agent. This allows the other party 
to gradually build trust through a third party. Egyptians value familial relations in business. 
Thus, handling oneself in a social manor is of equal importance as professional negotiation 
tactics.  

 
Meetings 
Business meetings are conducted at a much slower pace, 
opening with discussions on each other’s health and travels 
that day. Remember, Arabic is read from right to left making 
the cover of their literature the back of what is presented in 
English. For this reason any materials even if printed in 
English should have a strong ending.34 Meetings run long and 
are often continued in the family’s home. 

Figure	2.4:	Gestures																								
The	above	graphic	explains	how	
to	signal,	“Calm	Down”	or	“Wait”	
in	the	Egyptian	Culture.	
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Dining 
Some Egyptians adhere to strict Muslim tradition while others do not. In the event of going out 
to eat error on the side of caution avoiding all alcohol and pork. If invited into ones home, shoes 
are to be removed. Traditionally the guest is seated to the right of the host. Arab style dining 
consists of using only the right hand and sitting on the floor.35 Lastly, do not eat everything. 
Leaving a little food signals enough has been ate. 
 
Decisions 
Egyptians typically embody a polychromic work style.36 They are used to working on multiple 
projects and goals in parallel. During negotiations expect to jump back and forth between topics 
rather than addressing things in a particular order. In price agreements, Egyptians tend to make 
multiple final offers. Do not open with a best offer, nor pressure them with time as this can make 
an individual seem unwilling to build a long-term relationship. Bargaining and Bribery are quite 
common as well. In addition to completing a final contract, remember to follow up on any 
additional verbal arrangements as Egyptians value integrity.37 
 
The professional communication-negotiation tactics in Egypt are quite different than business 
practices followed in the U.S. Negotiating business in such a religious environment can be 
intimidating. When in doubt be modest, and refer to the local agent for any specific questions not 
found in this section.  
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3 GUATEMALA 
Guatemala is a nation with a complex history and value system. In stark contrast to the radical 
individualism of the U.S., Guatemalans tend to center themselves around the family unit. 
Therefore, relationships are key to working successfully with Guatemalans, and these 
relationships must be grown through respect for tradition and familiarity. As the economic 
powerhouse of Central America, Guatemala is an excellent choice for new ventures. According 
to The World Bank, Guatemala’s “Ease of Doing Business” score is 88 out of 190. 
 

 
Figure 3.1: Ease of Doing Business in Guatemala A lower numerical score signifies that the regulatory 
environment is conducive to conducting business in the area 

 
3.1 CULTURAL CONTEXT 
Professional organizations in Guatemala are deeply influenced by the cultural context of the 
nation. Professionals from the U.S. will find that forming tight relationships with their 
Guatemalan counterparts will both ensure project success, and cultivate a genial and open 
workplace. Strict hierarchy, conservatism, and indigenous culture combine to make Guatemala a 
challenging destination for professionals visiting from the U.S., but only if unprepared. 
 
Hofstede’s Cultural Dimensions 
Guatemala and the US compare dramatically different on Hofstede’s Cultural Dimensions scale. 
Guatemalans are High-Context communicators, and as such, are very careful about what they say 
and how they say it. Guatemala’s score of 6 on the Individualism scale supports the notion that 
they are a deeply family-oriented culture. In fact, this score is the lowest on record, making 
Guatemala the most collectivistic culture recorded38. For more information, see Appendix A for 
all of Guatemala’s scores. 
 
Societal Values 
Guatemala, like so many other nations that rose out of the colonial era, has a complicated history 
and corresponding value system. Concerns of religion and family values seep into every facet of 
the business world playing critical roles leading up to, and when engaging in, negotiations. 
 
Demographics 
The name Guatemala is translated as “The Land of the Greater Maya” because it is the historic 
center of the Mayan civilization. In fact, an estimated 40 percent of the Guatemalan population is 
Mayan, with 59 percent being Mestizo (Mixed European) and European. The remaining portion, 
less than 1 percent, is mostly comprised of Africans of the Garifuna culture, and Asian business 
owners39. See the following visual aid illustrating Guatemala’s demographics. 
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Figure 3.2: Demographics of Guatemala  

Religion 
Given the cultural diversity of the nation, the Mayan religion and Roman Catholicism have 
intertwined with elements of the Garifuna culture and Protestantism to create a truly unique 
religious culture. The primary principles of this religious culture have manifested themselves in 
the professional world in the following way40: 
 
• Strict adherence and respect for established hierarchical structures 
• Communal approach (within a group of equals) to resolving problematic professional issues 
• Unapologetic preservation of male dominance in the workplace 
 
Gender Roles 
Guatemala maintains a deeply conservative and patriarchal culture, much like the rest of Latin 
America41. Men are provided leadership roles while women are provided support roles. As such, 
the female executive is a rare case in Guatemala. Visiting female executives must command the 
respect allotted their organization and be seen pursuing its interests rather than their own.42 
 
Relationships 
Perhaps one of the most important facts about Guatemalan professional culture is that it relies so 
heavily upon relationships. In fact, relationships take priority over project fulfillment.43 Creating 
lasting relationships should be the highest priority for those visiting from the U.S. 
 
Building Trust 
As the most collectivistic culture recorded on the Hofstede scale, Guatemalans are noted as 
having an overwhelming desire to get to know new workmates before achieving the ease of 
workflow needed for a project. Visiting professionals from the U.S. should understand social 
ques, such as the following, that are intended to form strong workplace alliances: 
 
• Sharing personal stories about family, friends, and coworkers 
• Inquiring about life in the U.S., specifically regarding family, friends, and coworkers 
• Invitations to share a meal, both formal dinners or in-office (informal) lunches 

Mayan	
40%	

Mestizo	and	European	
59%	

African,	Asian,	and	
Other	
1%	

Demographics	of	Guatemala	

Mayan	 Mestizo	and	European	 African,	Asian,	and	Other	
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Admired Traits 
As a collectivist and conservative people, Guatemalans most admire the following traits: 
 
• Family values 
• Formality at every level of society 
• Respect for tradition, religion, and culture  
 
Compatible Countries 
Guatemala shares many similarities with other nations in Latin America. The following countries 
are most compatible due to religious background, personal values, and ease of doing business: 
 
• Mexico 
• El Salvador 
• Peru 
 
3.2  Initial Contact 
Initial contacts with Guatemalan counterparts should always be formal and respectful. This 
formality ranges from appropriate greetings to title and attire. For Guatemalans, formality is 
respect, and this formality should remain until it loosens through budding relationships. 
 
Greeting 
When first meeting a Guatemalan, a handshake is most common and expected. These 
handshakes are typically soft, and somewhat limp, especially between men and women. When 
meetings between men and women occur, it is customary for the woman to initiate the 
handshake. Men remove gloves when shaking at all times, but this is optional for women. These 
first meetings are usually straightforward and do not require undue niceties.44 
 
Attire 
Formal and stylish attire is almost always advised. As a culture that admires formality and 
hierarchy, dressing formally is both a sign of respect for the those being met with, and a sign of 
respect for the organization which is being represented. Even after the initial meeting, it is 
recommended that one maintain a formal appearance, unless attending certain social events.45 
 
Gifts 
Gifts are a good way to start a work relationship. Flowers, 
candy, and chocolate are appropriate gifts for first meetings 
while more personal gifts are expected thereafter. If visiting 
a home with children, bring age specifics gifts for the 
children to make a lasting impression.46 
 
Punctuality 
Punctuality is a nuanced subject in Guatemala. As a foreign visitor, it is recommended that one 
be on-time for business meetings, especially during first contacts. Do not expect Guatemalan 
counterparts to be strictly on schedule though, as this is not necessarily the norm. Social 
gatherings for Guatemalans means arriving up to an hour late, unless it is specified that guests 
should meet at the actual hour requested.47 
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Titles 
Formality in titles is expected always, unless it seems fit to be on a first-name basis. In either 
case, one should take the Guatemalan counterpart’s lead on the matter. Unlike in the U.S., titles 
are used without surnames. Always use a person’s highest title unless it is unknown, in which 
case use of Señor (Mr.), Señora (Mrs.), or Señorita (Miss) is acceptable. 
 
3.3  Communication Methods 
Moderation is the key to communication in Guatemala. When engaging in professional or 
personal communication with a Guatemalan, one should show restraint in tonality and topic of 
conversation. Take the Guatemalan lead in social settings while moderating in the workplace. 
 
Voice Levels 
Guatemalans are put off by loud voices and overly emotional displays. It is prudent to always 
speak with moderated tones and speeds. The more restraint one displays during conversation, the 
more respect is garnered.48   
 
Eye Contact 
Eye contact should be as even and direct as voice tonality. Maintaining eye contact is expected, 
but it is common for someone of lower status, or a person of the indigeno culture, to look down 
when being spoken to: this is a sign of respect and attentiveness.49 
 
Conversation Topics 
The following table displays positive and negative conversation topics. 
 

 
 

Table	3.1:	Appropriate	and	Inappropriate	Topics	of	Conversation	in	Guatemala	

Positive Negative 

Speak about your family Speak about income or ask a person what 
they do for a living 

Speak about personal interests, especially 
soccer (futbol) 

Speak about inequality, especially in regard 
to indigenous rights 

Speak about the arts, history, and 
philosophy, but only if the subject is well 
understood 

Ask about government or organizational 
corruption 

Ask about Guatemalan culture and 
traditions 

Compare Guatemala to neighboring nations 
in any way 

Praise Guatemalan counterparts publicly Disparage coworkers publicly 
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Physical Contact 
Guatemalans prefer smaller amounts of personal space during interaction than is the custom in 
U.S. The following forms of physical contact should be expected after initial meetings: 
 
• Hands to shoulders or elbows during conversation 
• Hugs during greetings, kiss on the cheek between women, sometimes from woman to man50 
• Conversation within one arm’s distance 
• Adjusting one’s tie or brushing off shoulders 
 
3.4  Negotiation 
Like most other facets of professional dealings in Guatemala, relationship is key. Do not expect 
to close deals during first meetings as this is a time to get to know one and other. Be the 
consummate professional in all negotiations and get to know the people you are working with. 
 
Business Meetings 
Since punctuality is not the most pressing issue for Guatemalan professionals, business meetings 
often begin late, after most attendees have arrived. Although, meetings will often begin in 
earnest once all the ranked members of the meeting have arrived.51 
 
Pace 
Do not expect to complete a deal on a first meeting. Guatemalans do not enter into agreements 
with people they do not trust. Instead, use the first meeting to impress Guatemalan counterparts 
with knowledge and personality. Negotiations will take place in later meetings.52 
 
Business Entertaining 
Since family is of the upmost importance to a Guatemalan, business breakfasts and business 
lunches are preferred to business dinners. This is done in order to reserve dinner time for family. 
If one is invited to someone’s home for a business dinner, one should not expect to conduct 
business as this is an invitation to grow the professional relationship rather than work.53 
 
Bribery 
Although bribery is strictly illegal in Guatemala, it can be found in many organizations within 
Guatemala. Fortunately, recent laws have helped to curb corruption in the public and private 
sectors54. If asked for or presented with a bribe, tread cautiously as causing a business partner 
public humiliation, or worse, can dissolve any professional relationship in an instant.55 
  
Continuing the Relationship 
Remember that relationships are key to all operations in Guatemala. Write to Guatemalan 
counterparts after having returned to the states: thank and praise them for the accomplishments 
made. When planning a return visit, touch base with the contacts made, asking if there is 
anything in particular that could be brought as a gift from the U.S. This gesture will ensure that 
the relationship will start where it left off, making for an efficient and productive trip. 
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4 India 
The professional etiquette in India is derived from a mixture between British and Asian 
influences. Although the United States and India have different business practices, India does a 
great job at training its people to accommodate to American traditions, thus, it is highly 
important to be prepared. 
 
Indian’s family-oriented culture allows for business etiquette to be based on a more challenging 
and personal level. In addition, according to the World Bank, Figure 4.1 displays India’s rank of 
130 on ease-of-doing business compared to the United States, which scored 8 out of 190.56 

 
Figure	 4.1:	 Ease	 of	 Doing	 Business	 in	 Ukraine	 The	 ease	 of	 doing	 business	 in	 India	 is	 listed	 as	 130,	
meaning	that	new	business	is	difficult	to	conduct.	

 
4.1  Cultural Context  
India and the U.S. compare different on Hofstede’s Cultural Dimensions Scale. India is a high 
context country, meaning that Indians rely heavily on contextual cues to convey meaning rather 
than speaking directly. Alternatively, the U.S. is a low context country, so people explicitly state 
what they mean. Other important classifications for professional communication are: Power 
Distance, Individualism, Masculinity, and Uncertainty Avoidance. Descriptions and scores for 
each country are in Appendix A.57 
 
Societal Values  
The most important values in India are having an education and being knowledgeable on 
technology. 58Both of these factors are important in the Indian society because they serve as a 
pathway to gaining a status for those who are not wealthy. With that being said, those in higher 
positions in businesses will have professional titles and be updated on the most current 
technology. It is important to provide any qualifications or certifications to relevant experience. 
 
How to Build Trust 
The most efficient way to establish trust in India is by investing time in creating a relationship 
with the other individual. Proper introductions demonstrate respect, therefore it is important to 
create a conversation in order to learn more about a businessperson before acting.59 In addition, 
being flexible with decisions demonstrates integrity because it shows a sense of selflessness. By 
allowing the other person to voice their opinions, one’s credibility will be raised because they 
can be trusted. Lastly, honesty is essential to the people in India because they are most passionate 
about creating long-lasting relationships with their business peers therefore they are aware that 
they will be able to count on them.60  
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4.2  Initial Contact 
Culture is very important in India. One must be able to accommodate to Indian traditions in order 
to successfully be welcomed by businesspeople. 
 
Gifts  
Giving gifts is important in India. Since personal relationships are important in India, it is most 
likely that a businessperson will invite a client to their home for dinner. It is imperative that the 
guest brings the host/hostess a small gift in return. These gifts should not be wrapped in white or 
black colors because those are considered unlucky colors.61 In additions, if a gift is given for 
appreciation, it is important to acknowledge that a gift should never be opened in the presence of 
the gift giver. Also, if money is being given as a gift, it is a traditions to give an odd number 
value because it is believed to bring good luck.62 
 
Business Cards 
When dealing with business meetings, swapping business cards is a very important gesture in 
India. In fact, if a business card is not given during a conversation, there is a high chance of it 
being asked for.63 In addition, a business card should never be accepted with the left hand 
because the left hand is seen as dirty. The business card should be accepted with the right hand 
and them properly placed in a secure area so that the businessperson sees the card is 
being respected. 
The ideal business card in India should contain:64 
 
• Full Name 
• Company Name  
• Email Address 
• Titles/Qualifications 
 
Titles 
Titles are very important in India therefore the more titles used, the better qualified a person 
looks.65 Educational qualifications provide businesspeople with a sense of level of education a 
person has obtained. In return, if a businessperson has the title “Dr.” in front of their name, they 
should always be addressed in that way. If a title is not provided, 
then the proper way of addressing a person is by using the 
common title “Mr.” Similarly, full names are never to be used 
during a business setting, unless given permission, because that 
is seen as being rude.66 
 
Greetings 
First impressions mean the most to Indians. 
The cultural way of greeting a person is by using the Namaste, 
which is a translation of “I bow to the divine in you.” This 
greeting is performed by bringing both hands together, with 
the palms touching in front of the chest, and giving a small 
bow.67 Figure 4.2 shows an example of how the hands should 
look while performing the Namaste.  
 

Figure	 4.2:	 The	 Namaste	 The	
figure	above	shows	 the	correct	
way	in	which	the	hands	should	
touch	for	the	Namaste.	
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The Namaste should be used for greetings, taking leave, and when seeking forgiveness.68 During 
a business environment, using the Namaste can be seen as a compliment because it shows 
businesspeople that one has taken the time to understand Indian cultural practices. In addition, 
Indians may still offer a handshake because they would like to show people that they have 
familiarized themselves and feel comfortable with greeting Americans.69  After greeting a 
businessperson, it is important that one begins the conversation by asking how their day went or 
questions pertaining to their family or life. Indians enjoy small talk because it allows for them to 
know their client on a more personal level. 
 
Clothing 
The clothing style in India is the same throughout the country. For business meetings, men 
should be dressed in a button-down shirt, trousers, tie, and jacket. In some instances, the pyjama 
bottoms and a kurta are also common during very hot cases.70 Women, can wear pant-suits or 
long skirts that go past their knees. The neckline of the blouse must be high and she should not 
be showing cleavage.71 
 
4.3  Communication Methods  
Communication in India is remarkably different from the U.S. It is important to acknowledge all 
of the differences in order to avoid being seen as rude or culturally ignorant. 
 
Body Language 
The most disrespectful act of body language in India is public affection. Indians value personal 
space therefore one should always allow an arm’s space between them and the other person.72 It 
is important to never touch another person’s head because the head is seen as sensitive. In 
addition, if there is a necessity to touch another individual, it should always be with the right 
hand because the left hand is seen as dirty.73 Also, the traditional hand gestures used in the U.S. 
have a different meaning in India. For example, the waving of our hands for saying “hello” to us 
means “no” or “go away” for Indians. Here are a few other gestures to avoid:74 
 

 

Table	4.1:	Gestures	 to	Avoid	The	table	below	contains	gestures	that	should	be	avoided	at	all	
times	because	they	are	seen	as	rude	

Gesture Why to Avoid 

Placing hands on hips Can be seen as aggressiveness 

Pointing at people Is seen as rude 
Folded Hands Considered dirty for showing sole of shoe 
Waving Telling people to go away 
Pointing at people Beckoning an animal 
Whistling Beckoning an animal 
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Topics to Avoid 
One should always try to avoid speaking about the current struggles of religion, class, poverty, 
health care, and pollution taking place in India.75 Aside from that, being seen as rude is 
detrimental in India because it will hurt their reputation. One must avoid using the word “no” 
during a conversation because it has a negative connotation. Instead, one should try to use 
answers such as “I will try” or “we will see” when trying to decline an offer.76  
 
Pointing fingers is not accepted in India therefore if one seeks another person’s attention, they 
can make eye contact or try to gesture them by reaching their hand out with their palm facing 
down. Lastly, a male should never shake hands with a member of the opposite sex unless they 
offer to do so first.77 
 
4.4  NEGOTIATION 
In order to successfully negotiate in India, one must first establish a personal relationship with 
the businessperson. Once the businessperson gains trust from a client it becomes much easier to 
negotiate. 
 
Appointments 
When making appointments, email is the preferred method because it is the fastest. It is proper to 
send an email in English because although India has many different languages, English is one of 
the official business languages.78 One should provide a clear overview of a person, their role, and 
a brief description of the organization. Moreover, it would be appreciated if a person 
includes what will be discussed so that the businessperson can be 
prepared. Lastly, it is important not to schedule appointments 
on:79 
 
• Republic Day – Januaray 26th 
• Independence Day – Augst 15th 
• Gandhi Jayanti – October 2nd (Ghandi’s Birthday) 
 
Bargaining 
Bargaining is very significant in India. It is very challenging because many Indians are great at it 
therefore it is ideal to spend twice as long on bargaining than it does here in America. Indians 
expect a person to have thoroughly researched their company in order to be able to provide an in 
depth analysis of involvement.80 Establishing one’s place is very important so one should 
incorporate their accomplishments and networks into a conversation.  
 
People must be able to read an individual’s nuance because considering Indians do not like 
saying “no”, it may seem to appear that the businessperson is conceding a specific point, when 
he or she is simply exercising politeness.81 Decision making is a very slow process and often, 
decisions are reached by the person with the most authority. Lastly, is encouraged to give a gift 
but it should not be wrapped in black or white paper.82 
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Business Dinners 
It is very common for people to be invited to a home of an Indian business contact. Indians take 
great pride in joy in hosting guests from abroad therefore one must not decline for it will be seen 
as rude.83 Upon arriving, one must remove their shoes before entering unless host insists for 
them to keep the shoes on. In addition, giving a gift such as a box of chocolates or flowers for the 
host will help build a relationship. Lastly, drinking alcohol is not culturally accepted in some part 
of India therefore it is important to avoid asking for alcoholic beverages.84 
 
The professional business environment in India is quite different from the practices used in the 
United States. Indians are very family-oriented therefore one must be able to accommodate by 
creating strong relationships with businesspeople. Moreover, it is important to be prepared at all 
times because Indians are trained from an early age to learn the American way of doing business. 
One must be able to follow American business procedures, while simultaneously incorporating 
the methods of a high context country.  
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5  PHILIPPINES  
A key difference between professional communication in the Philippines and in the United 
States(U.S.) is that Filipinos are relationship-oriented while Americans are results-oriented. This 
contrast drives intercultural miscommunication and influences many of the variances in customs. 
Figure 5.1 shows the Philippines’s and U.S.’s 2017 ease-of-doing-business rankings.  
  

 
Figure	5.1:	Ease	of	Doing	Business	in	the	U.S	and	the	Philippines		A	lower	numerical	score	signifies	that	
the	regulatory	environment	is	conducive	to	conducting	new	business	in	the	area.	

As a lower-middle income country, the Philippines is an ideal country for the U.S. to do business 
with for the following reasons85: 
 
1. It is located in the center of Asia, a rapidly expanding region. 
2. It is under the U.S. administration. 
3. It is a top country in business English Proficiency. 
 
5.1  CULTURAL CONTEXT 
The Philippines has a rich and diverse culture that is influenced by its neighboring country, 
China, and by its previous Spanish and American colonizers. The U.S. has had a particularly 
strong impact, so much so that the official business language is English86. 
  
 Societal Values  
The country’s turbulent history and dominant faith, Christianity, influence many of its business 
customs. See Table 5.1 for important values to know before doing business in the Philippines: 

Table	 5.1:	 Filipino	Values	Many	of	 the	 important	values	 revolve	around	 the	 idea	of	respect,	
either	for	family,	elders,	or	relationships	in	general.	

Value Description 

Family Family comes first and Filipinos feel obligated to assist one 
another so nepotism is common. 

“Machismo”  Manliness is valued but women are seen as equals to men and 
hold prominent positions.   

Smooth Interpersonal 
Relations 

Filipino people are very relationship-oriented and generally 
avoid conflict in order to save face for both parties. 

Respect for Power Filipinos do not question anyone older or in a higher position 
of power, creating conflict if the two do not coincide.  
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Hofstede’s Cultural Dimensions 
The Philippines is a high context country, so Filipinos rely on contextual cues to convey 
meaning. Alternatively, the U.S. is a low context country so people explicitly state what they 
mean. Other helpful classifications are Power Distance, Individualism, Masculinity and 
Uncertainty Avoidance. Descriptions and scores are located in Appendix A.  
 
5.2  INITIAL CONTACT 
First impressions are important in the Philippines, so aspects like what to wear, what to offer as 
gifts, and how to address a person are vital to communicating effectively.  
 
Attire 
Because of the hot and humid climate, Filipino business attire is relatively casual. Men wear dark 
trousers and a white button up shirt without a tie. Women wear brightly colored dresses, skirts, 
or pantsuits. Foreigners should dress conservatively until they know the degree of formality that 
is expected. Clothes should be neat, clean and fashionable as Filipinos are very style conscious87.  
  
Gifts 
Giving gifts to professional colleagues is a way of paying respect and forging relationships in the 
Philippines. Common gifts include flowers and food as well as small sample products that have 
the company logo. Opening a gift in the presence of the gift giver is considered greedy, so items 
are generally set aside and ignored for the rest of the interaction88. This practice is separate from 
bribery, which will be discussed in a later section. 
  
Greetings 
Visitors should first shake hands with the eldest or most important person in the room before 
addressing other employees89. If there is a woman present, she must initiate the handshake90. The 
next step is for the foreigner to establish trust by explaining his or her relationship to a mutual 
connection. Filipinos value kinship, so this will lead to rapid acceptance91.  
  
Titles 
Filipino people respect professional titles and prefer to be 
addressed by them, so foreigners should introduce themselves 
similarly. If the professional title is unknown than visitors 
should use Mr., Miss, or Mrs. followed by their surname. 
Filipino people will likely invite foreigners to use their first 
name, but visitors should wait to comply and reciprocate until 
then92.  
  
Business cards 
Filipinos are not very formal about business card etiquette and may or may not offer their card in 
exchange. However, there are two guidelines that visitors should follow93:  
 
• Offer business cards before Filipino counterparts 
• Give cards first to the eldest or most senior businessperson in the room 
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5.3  COMMUNICATION METHODS 
Being a high context culture, the Philippines has many societal rules concerning the way that 
people communicate as well as what they can communicate about.  
 
Voice Levels 
Filipinos dislike loud speech, so it is important that foreigners speak as quietly and calmly as 
their local counterparts94. When Americans think they are talking at a normal level, Filipinos 
may perceive them as yelling, especially if the Americans are giving direct comments or 
criticism95.  
  
Body Language 
While the Philippines is categorized as a touch-oriented society, there is limited physical contact 
between sexes and the personal boundary of 1.5-3 feet is respected. It is common for women to 
exchange kisses on the cheek and for men to embrace as a symbol of kinship96.  
  
Hand Gestures 
While most American hand symbols are recognized in the Philippines, Table 5.2 includes 
gestures to avoid, why to avoid them, and possible alternatives97. 

   
Head and Face 
In the Philippines, people use their face and head to signify a variety of meanings. For example, 
Filipinos smile liberally so it is encouraged for foreigners to do so as well. Filipinos rarely frown 
in public, so a smile displays happiness but also covers up nervousness and discomfort. The 
following is a list of other common facial cues and their meaning98:  
 
• Lifting eyebrows quickly with an accompanying look or smile – Friendly greeting 
• Looking down with hands clasped in front – Polite way to walk through conversing partners 
  

Table	 5.2:	 Hand	 Gestures	 to	 Avoid	 in	 the	 Philippines	 These	 three	 gestures	 are	 offensive	
because	they	harm	the	“face”	of	others.	

Gesture Why to Avoid Alternative 

Beckoning with pointer 
finger curling up 

Demeaning 
and offensive 

Extend arm with palm down and bend 
and extend fingers 

Indicating an object or 
person with the pointer 
finger 

Inappropriate Glance or purse lips in the direction of 
object or person 

Standing with hands on 
hips 

Arrogant and 
confrontational Stand with hands by side 
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Topics to Avoid 
Filipinos have different perceptions of which topics are and are not appropriate to talk about 
during small talk. While Filipino business people may ask personal questions about a foreigner’s 
family, they will avoid talking about sex, death, or crime99. The first two are unlikely to come up, 
but any crime, from petty theft to international terrorism, is an uncomfortable topic to discuss.  
  
5.4  NEGOTIATION 
Filipinos disapprove of competitiveness in negotiation and prioritize keeping good relationships 
and finding win-win solutions. They view negotiating as a joint problem-solving process in 
which both parties are held responsible to reach an agreement. Therefore, it is important for both 
parties to emphasize the benefits that the other can gain in order to show that they are “team 
players”. Because of these customs, foreigners should not accept a Filipino person’s first offer 
because it is likely that they will make greater concessions as time passes100.  
  
Pace 
Business negotiations move slower in the Philippines than in the U.S. since Filipino business 
people are more risk adverse 101. They will want to take time to establish personal and trusting 
relationships, making it unusual to complete a deal within one trip 102. American visitors should 
plan to visit the Philippines multiple times between project introduction and completion.  
   
Dining and Drinking 
Business socializing is important in order to create and maintain trusting relationships and will 
occur throughout the negotiation process. Most entertaining is over meals, however, different 
meals hold different meanings. In all cases the host should pay for the guests and tip the same as 
in America. See Table 5.3 for the significance of business breakfasts, lunches, and dinners 103.  

 

 
 

Table	5.3:	Dining	in	the	Philippines	Business	meals	are	important	to	developing	long	lasting	
relationships.	

Meal  Significance 

Breakfast Filipinos are most productive in the mornings so business breakfasts are 
common and usually occur in hotel coffee shops. This is the time to 
strengthen alliances and solidify deals.  

Lunch Lunch signifies a more casual meeting. Parties are expected to get to 
know one another, and may share drinks before sitting down to eat. 

Dinner  Evening business meetings are intimate and reserved for more established 
relationships. These are often used to maintain connections.  
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Appointments 
Foreigners should schedule all meetings before arriving in the Philippines, and should try to plan 
them for the mornings, since the weather often makes many Filipino people sleepy by late 
afternoon. Meetings are scheduled for initial introductions and official negotiation proceedings. 
Foreigners should arrive on time but should not be surprised if the meeting is delayed, especially 
if the appointment is with a high ranking official 104. 
 
Bribery 
While bribery is technically illegal in the Philippines, it is normal in negotiation and 
governmental business. Giving cash as a bribe is perceived as an insult so proper “gifts” include 
crystal products or items from upscale, internationally recognized stores. Customarily, a gift is 
given before and after signing a contract 105. It is not advised to partake in this practice, 
especially given that the country is under Martial Law, but if Americans do decide to observe 
this custom then all bribes given and received should be reported to the Department of 
State immediately. 
  
Conflict 
Filipino culture is anti-confrontational and people often use 
face-saving tactics to benefit the group as opposed to 
themselves. A 1999 study found that this Collectivistic 
mentality causes Filipinos to be more problem solving 
oriented than Individualistic Americans 106 . So conflict 
during negotiation is hard for Americans to identify because it is often implied or immediately 
solved by their Filipino counterpart. Visitors should pay attention for potential conflict and 
attempt to solve it in order to show that they are invested in the relationship 107.  
  
The Philippines has a very westernized professional culture which makes conducting business 
there quite convenient for Americans. If concerns do arise, be modest and refer to a local agent 
for any specific questions not found in this section. 
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Figure	6.2:	Ease	of	Doing	Business	in	Ukraine	Ukraine	has	a	ranking	of	80	in	ease	of	negotiation	by	the	
World	Bank	and	is	improving	every	year.		

6  UKRAINE 
The key differences between professional communication in Ukraine and the United States are 
persuasion and negotiation techniques. This makes it slightly more complicated to do business in 
Ukraine, but the following section will describe the necessary details for a successful encounter.  
Communication may be slightly more complicated due to current political and economic shifts in 
the region; however, ease of negotiation is increasing each year according to the World Bank, as 
seen in Figure 6.1108. Ukrainians expect to build a relationship with their counterparts before 
negotiating. Because of this, negotiations are generally a very slow process that require a lot of 
patience. Ukrainians may use very different tactics than Westerners109. 

 
6.1  CULTURAL CONTEXT 
The Ukrainian people are very hospitable and welcoming; however, the tumultuous history of the 
region has led them to have a rather fatalistic view110. The Ukrainian language is a sense of pride 
for the country, as it has survived despite several political regimes and bans111. Ukraine has a 
very high context culture which means communication relies heavily on implicit context clues. 
This is very different than the U.S., which relies almost completely on explicit 
communication112.  
 
Relationships and Respect 
Relationships are very important for Ukrainian business people. They expect to get to know 
visitors before beginning negotiations113. On the Geert Hofstede scale, Ukraine ranks extremely 
high in power distance and uncertainty avoidance see Appendix A. This affects the professional 
setting by keeping superiors distant from subordinates, and makes negotiators hesitant to take 
any risk. 114 
 
How to Build Trust 
Visitors should plan to be in Ukraine for several weeks. Business deals are a very slow process, 
and Ukrainians expect to spend time forming a relationship with their counterparts well before 
they begin speaking about business. For Ukrainians, a lack of smiling does not indicate distrust 
or dislike; in general, they rarely smile unless they are very happy or laughing115.  
 
Gender Roles 
Ukrainians have very traditional views of gender. For example, Ukrainian women will expect 
men to open doors, pour drinks, and light cigarettes for them. Few women work in business 
management positions and men might treat them very differently than men in the workplace. 
However, rank is much more important than gender, and a women with a highly powerful 
position within her company will garner high respect116.  
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American businesswomen traveling to Ukraine should prepare for this by bringing a letter from a 
male colleague describing the importance of her position or having a male colleague accompany 
her. She should emphasize her role and importance within the company. She should be 
confident, but cautious. It is okay for her to tell her Ukrainian counterparts how people treat 
women in her home country to help them understand her expectations. If her rank is higher than 
the men she is speaking with, she should not offer her hand first in a hand shake117.  
 
6.2 INITIAL CONTACT 
Relationships are very important to Ukrainians and it is helpful, but not necessary, to have a 
mutual connection. They conduct business seriously, but are wary of people who hide their 
personal traits. Due to their historic isolation, they have a lack of free-market knowledge, and 
greatly respect experience and qualifications118.  
 
Expectations 
Meetings may start late, but foreign visitors should be punctual. The first meeting will be largely 
conversational. Hosts may provide an agenda, but the meeting will not strictly follow it. It is 
acceptable and common for unrelated conversations to occur. In formal settings, professionals 
announce names in the order of “First,” “Middle,” “Last.” Thereafter, one should address people 
by their title and their last name, as listed in Figure 6.1. A visiting business person should avoid 
praising others or being praised in public, as this is suspicious119.  
 
Attire 
Professional, conservative attire is best. Men should wear suits and ties to all business occasions. 
Women often wear suits but can also wear simple dresses. A business person should not wear 
many accessories, if any at all, and make-up should be mild or in natural tones120.  
 
Business Cards 
It is extremely important for visiting 
businesspeople to bring several business cards to 
the initial meeting. Business cards help establish 
credibility, experience, and rank. Clearly list any 
academic degrees and titles on the card. It is best if 
one side of the card is in English and the other side 
is Ukrainian. Ukrainian language is preferred over 
Russian here as well.  
 
When exchanging business cards, people should 
smile and hold eye contact. Visitors should present 
the side of the card in Ukrainian facing front. After 
receiving it, they should thoroughly read it over for 
several minutes and either place it face up on the 
table or in a card holder121. See Figure 6.2 for an example of both sides of a business card.  
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Dinners 
It is common for business meetings to 
occur over meals. All negotiators, not 
just foreigners, will often meet for dinner 
at someone’s home to discuss business. 
This helps establish trust and build 
relationships which will be of extreme 
importance during negotiations122.  
 
At these meals, toasting with alcoholic 
beverages is the norm. Ukrainians may 
consider it extremely rude to refuse a 
drink or toast from them. If guests prefer 
not to consume alcohol, it is best to 
explain that they have health issues 
which prevent them from safely doing so. 
If a guest is not drinking, he or she 
should not clink their glasses in the 
toast123.  
 
Presentations 
When giving presentations of any sort to 
a Ukrainian audience, speakers should 
use short and concise language and 
plenty of visuals. Ukrainians appreciate 
simple numerical charts and graphs. 

Audiences may often come across as critical or unenthusiastic; however, this is a cultural norm, 
not a reflection of the presentation124.  
 
6.3 COMMUNICATION METHODS 
Clear communication is key to a successful negotiation in Ukraine. English is very uncommon, 
so it is best to ask if an interpreter is necessary before a meeting. Visitors should bring their own 
interpreter to ensure the best quality of communication125.  
 
While many Ukrainians in Kiev and Eastern Ukraine may speak Russian, some areas may find 
this offensive. It is best to plan on communicating in Ukrainian in all places. Ukrainians 
appreciate visitors’ attempts to speak and translate documents into Ukrainian126. 
 
Verbal 
If visitors plan on communicating in English, they should speak slowly and carefully. Use short 
simple sentences without any slang, abbreviations, idioms, or jargon. Summarize statements 
often and pause frequently. They should define common Western business terms and practices 
before beginning negotiations, as Ukrainians may have a different understanding of them127.  
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Nonverbal 
Nonverbal communication is incredibly important in Ukraine. One should acknowledge people 
in passing whom they have already met with a head nod, not with a smile or verbal greeting. 
People generally stand two to three feet apart while conversing and speak softly. They consider it 
rude to be unnecessarily loud and to stand with hands in pockets. Eye contact is extremely 
important to build trust. Make eye contact very often; American’s may feel like they are 
staring128.  
 
Physical contact is infrequent and generally avoided. The only exception is handshakes, which 
should be firm and occur at both greetings and closings. Employees should offer their hand to 
their superiors. Women should offer their hand for a handshake first, unless she is 
of higher rank than her male counterpart129. 
 
6.4 NEGOTIATION 
Negotiations are typically extremely competitive in Ukraine. 
Their common business philosophy assumes business deals 
have winners and losers, whereas other countries may focus 
on mutual benefits.  
 
With this philosophy, compromise and concession look like losses to Ukrainian companies. If 
one company gains something in a deal, the other company will likely feel like it is losing 
something. To combat this, it is very important for visiting business people to emphasize the 
mutually beneficial parts of the deal and build close relationships with the company130.  
 
Because of the political and economic instability of the region, most entities tend to focus on the 
short-term benefits of a contract. In trade deals, the buyer is often in the more advantageous 
position. Commonly, Ukrainian buyers attempt to push the burden of agreement to the seller131. 
 
Pace 
Negotiations often take much longer in Ukraine than they might in the United States. This often 
requires great patience by American visitors. Employees must clear everything with their 
superiors before moving on to the next step, so an American may feel like they are spending a lot 
of time waiting. Additionally, stalling is a popular Ukrainian negotiation tactic, so visitors should 
plan extended stays while on a business trip in Ukraine132.  
 
Bargaining Tactics 
Ukrainian business people are very patient, stubborn, and generally uncompromising. They often 
view compromise as a loss and are highly unlikely to make a risky deal of any sorts. They treat 
all information as extremely confidential because they do not see anything wrong with using 
dishonest negotiation tactics. To Ukrainians, dishonest tactics are not a reflection of a business 
relationship. In fact, they will most likely expect companies with which they are negotiating with 
to use them as well133.  
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Deceptive negotiation tactics are anything used to 
mislead a business partner, including the following134: 
 
• Misrepresenting an item’s value 
• Claiming “best” or “last” offer multiple times 
• Expressing anger, fear, or other strong emotions 
• Performing false non-verbal communications 

Ukrainian companies are particularly able to use time as 
a tactic; they know their visitors are under constraints, and will stall for long periods of time to 
increase pressure135. While some may feel comfortable reciprocating these business practices, it 
is not necessary. Visitors can use the following strategies to deal with these tactics136:   
 
• Stay calm and do not take it personally. It is business-as-usual in Ukraine.  
• Be very patient. Although they dislike compromise, they may negotiate prices by up to 40%. 
• Do not make large concessions early on, as they expect bigger concessions to be later. 
• Persuade with specific facts and business expertise. Ukrainians greatly respect knowledge.  
• Do not mention any deadlines or time constraints. 
• Meet somewhere besides the Ukrainians home town, so that they cannot stay indefinitely. 

Bribery 
While bribery is illegal in Ukraine, it is fairly common, and the distinction between gift-giving 
and bribery is unclear. Gifts are very popular, but not necessary for the negotiation process. In 
order to avoid the issue of bribery altogether, a visiting negotiator should clarify their 
organizations rules early on to prevent anyone from exchanging gifts. Foreigners, however, must 
be careful not imply that the Ukrainian custom is immoral or unethical to avoid offense137.  
 
External Factors and Risks 
The unsteady political environment of Ukraine affects business and negotiation very deeply, 
which is frustrating for both Ukrainian’s and their visitors. Government officials as well as crime 
groups and other outside forces may have unseen effects on the negotiation.138.  
 
Ukraine’s legal system is in a transitional period; therefore, enforcing contracts may be difficult. 
While contracts significantly increase Ukrainian’s trust, they do not always strictly uphold them. 
Therefore it is a good idea to include an arbitration clause in a neutral country and only sign with 
the help of a lawyer. If tensions become too high, allow all parties involved a few days for the 
tension dissipate. Foreign negotiators should then approach the situation differently, using 
factual, logical arguments. If all else fails, either side may bring in an intermediary139.  
 
Long Term 
To ensure Ukrainians adhere to the contract, it is essential that foreign entities maintain a 
relationship through regular contact140. Communication methods and evasive negotiation tactics 
in Ukraine can be a challenge for Western professionals. When in doubt, assume their behavior 
is not a personal attack, and refer to the local agent for any specific questions not found in this 
section. 
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CONCLUSION 
  
International communication is difficult to begin with, but it is especially daunting when trying 
to do so professionally. With the modern ability to communicate instantly to a global audience, 
this topic is more relevant than ever. Our manual contains a geographic variety of lower-middle 
income countries and addresses current needs in the global business sector. Here are key 
takeaways from each of the countries outlined in this manual: 
 
• Time is a suggestion in Bolivia, so it is common for meetings to be canceled at the last 

minute or for people to show up 15-30 minutes late. 
• An Egyptian business day is interrupted five times for prayer and it is common and respectful 

for foreigners to join in. 
• Guatemala is a very collectivistic country so it often takes multiple extended visits for a 

business deal to be made. 
• While Indians are familiar with the American way of conducting business, they appreciate 

and respect when foreigners try to adopt their customs. 
• Meetings in the Philippines are generally held in the mornings or afternoons, while business 

dinners are reserved for already established relationships. 
• In Ukraine, emotional and evasive techniques are often used to manipulate foreign 

negotiators. 
 
Our team thanks you for using our manual and we hope that the materials provided help 
American visitors to develop long lasting and successful business relationships abroad.  
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Appendix A: Hofstede’s Cultural Dimensions Bar Graphs by Country 
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