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��Executive Summary

Intercultural negotiations add an additional difficulty or dimension to negotiations. In addition to providing a specific basic pattern in the value of the activity indices they provide additional difficulties and problems, that would not be in place if the negotiation took place within a single culture. Therefore the purpose of this paper is to investigate specific problems in Dutch-German business negotiations and develop solution procedures for those problems. As far as behavioural do’s and don’ts in an intercultural setting is concerned the best strategy seems to be to adapt ones own approach to doing business to the other way. Thus any information on the fields of introductions/greetings, customs, protocol, position and status can be put to direct use in future business situations.

The amount of international trade between Germany and the Netherlands show that despite cultural differences that may exist, those differences do not lead to major conflict situations in business negotiations. Still, showing knowledge and interest in the way other nations do things, might help for the establishment of a friendly atmosphere for the first contact.

Ten Hypotheses have been put in place according to cultural models. The validity of these derived Hypotheses has been tested in meetings with eight Dutch/German business practitioners (s. � REF _Ref382364376 \* FORMATVERBINDEN �Figure  I�).

Expert’s Position	Nationality	Presently Living

Purchasing Director	Dutch	Netherlands

Purchasing Manager	Dutch	Netherlands

Account Manager	Dutch	Netherlands

Consultant	Dutch	Germany



Sales Manager	German	Germany

Purchase Manager	German	Germany

Managing Director	German	Germany

Process Consultant	German	Netherlands

 Figure  � SEQ _Figure_ \* RÖMISCH �I�:	Interview Partners



The meetings where fourteen questions have been dedicated to the practitioners (s. Chapter � REF _Ref376600480 \n �7�, Appendix A) showed that in Dutch-German business negotiations cultural differences are existent, however they are not important conflict factors for business negotiations. Eight hypotheses got supported in the meetings which are shown in � REF _Ref382364039 \* FORMATVERBINDEN �Figure  II�. Furthermore, the talks showed that German business people are considered as equal or even more straight in their verbal communication than Dutch business people. This result differs significant from Kaplan’s ‘Thought model’ so that the authors have to question it and recommend further studies in this direction.

Significance Hypothesis: Dutch-German cultural differences are existent, but 	they are not important conflict factors for business negotiations.

Hypothesis I: 	Germans underestimate Dutch negotiators.

Hypothesis II: 	German negotiators are more domineering.

Hypothesis III: 	Dutch negotiation climate is more jovial.

Hypothesis IV: 	Humour is more often used by Dutch negotiators.

Hypothesis V: 	Dutch perceive German negotiators as unpleasant.

Hypothesis VI: 	Dutch negotiators disrespect the position of the German partner.

Hypothesis VII: 	Dutch business negotiators are treated mindfully.

Hypothesis VIII: 	Germans use more informal interruptions.

 Figure  � SEQ _Figure_ \* RÖMISCH �II�: Proved Hypotheses about Dutch-German Business Negotiations



The survey among practitioners and the verified Hypotheses show that Dutch-German cultural differences do not effect the negotiation result at all. A negotiation failure is mainly depending on topics and issues and not at all on cultural differences. However, even cultural differences are from minor importance for Dutch-German negotiations, it might be an advantage to be aware of cultural differences for both sides. Understand reasons and develop respect and tolerance for behaviour that does not conform with your standard values.�Introduction

Europe’s way into integration will be determined by the integration of its people, their mutual understanding as well as their mutual respect. Basis for that is a solid knowledge of the others’ cultural heritage supplemented by a tolerant attitude towards cultural differences. While some people still claim the dominance of personal differences over cultural behavioural differences, intercultural research has identified the existence of different cultural patterns for different cultural groups. Zahn (1996) suggests for instance an „incompatibilité des humeurs“ that leads to a different dispositions in the way that specific situations are understood.

The property of different understanding of specific situations imposes some problems on international trade and business. The danger of misunderstandings based on different intercultural background and the inability to cope with those differences bear the danger of the failure of negotiating situations. Those failures can be due to two reasons. First the meaning of words or sentences, they could be interpreted different from the original meaning and thus could lead to complications in the negotiating situation. Second, important business habits or conventions for one culture could lose its meaning in another culture. Moreover, they could embarrass the other negotiation partner. The habits and conventions include in this context the whole variety of different behaviours including non-verbal communication or attitudes and assumptions on which communicative behaviour is based.

This does not only hold for cultures that are from totally different regions or religions but also for cultures that are apparently similar, however, they still have different values, beliefs and assumptions. An example of such a relationship is the Dutch and German culture.

Normally the language can be consulted as a good indicator for cultural differences or similarities. In the above mentioned case, the Dutch and German languages are very similar since they are derived from the same roots. However, people from these two cultures have a different base of perceptions. The difference can only insufficiently be described as the Dutch being more English than the German as done by some authors.

Therefore the purpose of this paper is to investigate specific problems in Dutch-German business negotiations and develop solution procedures for those problems. The approach used in this paper is to identify the fields of intercultural communication which are crucial for business situations and to describe the most rewarding current models of negotiation and intercultural communication. The derivation of possible fields of problems and descriptive approaches from those models is then followed up by a verification of those problems in the discussion with selected business people and communication experts and the pointing out of solutions for the problems.



�Intercultural Negotiation

According to Ulijn and Strother (1995) negotiating is defined as „a process in which two or more entities discuss common and (apparently) different interests and objectives in order to reach an agreement or a compromise (contract) in mutual dependence, because they see benefits in doing so.“ The important issues that can be derived from this definition are that the negotiation parties want to reach an agreement and to arrive at this compromise they have to convert different interests into shared interests. The understanding of the own and the behaviour of the other one as well as the process to reach a contract is crucial to the success of every negotiation.

Dimensions of Negotiating

The most useful approach to understand the logic of a negotiation is to understand negotiating as a complex of different activities that build a process which is structured in time. Some authors see negotiation just as a set of tactical rules of thumb which provides the advantage of an easy and understandable access to negotiation improvement opportunities. It does, however, not provide a structured and logical framework and thus can only be used as additional information to the setup of the process.

First a structure of different negotiation phases will be given. Additional information is provided on the importance of cultural differences in the particular phases. Cultural impact will be evaluated as "culture critical".

After the appointment for a negotiation meeting is made the negotiation partners carry out preparation to get to know the topic of the negotiation and especially about the background of the expected negotiation partners beforehand. Whereas the impact of culture on amount of preparation and the way it is done may be relatively small, it is, however, very important for negotiation partners in an international negotiation setting to get information on cultural differences of negotiating as well as general behavioural guidelines.

Before the actual negotiation starts an initiation stage takes place where people arrive, introduce themselves and possibly hold some informal pre-negotiation talk. The introduction of this particular stage in addition to the other ones that are taken from Mastenbroek (1993) is necessary especially due to culture-specific differences. It is in this stage that the impact of general behavioural differences is most important, e.g. introduction habits, topics of introductory talks etc.

With the statement of positions the meeting starts and the parties present statements that contain their initial positions supported by facts and figures. Discussion follows in the search phase where both parties try to find out the determination of the other side in the pursuit of its demands. In both of those phases cultural background of the negotiation partners results in different lines of argumentation and different weightings on topics and relationships for the result of the negotiations.

The test of determination can cumulate in an impasse-situation where it becomes clear that no more movements are to be expected from both sides. The impasse is resolved by consulting the constituencies or developing new solutions and builds the basis on which the final compromise is built. The indicated stages are generally valid and found in all kinds of negotiations. Especially in tough ones, however, all the stages of the negotiation mirror the aggressive approach which might be supported by psychological warfare on the negotiation table.

Stage	Explanation	Culture critical

Preparation	Learn about topic and partners	X

Initiation	Introduction and Informal Talk	X

Statement of Positions	Initial statements	

Search Phase	Discussion	X

Impasse and Final �	Implementation of Agreement	Decision after determination test	X

Figure � FVREF 1 \n �2�-� SEQ Figure \* ARABISCH \r 1 �1�:	Stages in Negotiating

Revised from: Mastenbroek (1993)

It is in all the stages that a complex set of different activities is undertaken by the negotiation partners in order to reach a favourable compromise. Although the importance of the individual activities varies from stage to stage in a negotiation, they are all used to some extent in every stage. A reasonable distinction of those activities is to differ between obtaining substantial results and the influencing of the balance of power, the climate, the constituency and the process.

Activity		Culture critical

Obtaining Substantial Results	

Influencing the Balance of Power	X

Influencing the Climate		X

Influencing the Constituency	X

Influencing the Process		X

Figure � FVREF 1 \n �2�-� SEQ Figure \* ARABISCH �2�:	Activities in Negotiating

Revised from: Mastenbroek (1993)

The activity of obtaining substantial results comprises all activities that focus on the actual content of the negotiation such as arguments, facts, basic assumptions or conditions. Negotiators try to attain a maximum possible benefit of the final decision either for themselves. This aspect is important for every negotiator whatever cultural background he has, therefore this activity is not at all culture critical, that is influenced in any way by different cultural backgrounds.

Influencing the balance of power is an activity that has to be between certain ranges around the balanced index of five since constructive negotiations are not possible with one side absolutely domineering. Everything with one side being dominated would resemble an order-reception rather than an negotiation. This particular activity is the one directly related to the future relationships between negotiation partners. Efforts to domineer too much are often understood as aggressive and answered by fighting behaviour turning the whole situation into a power struggle and away from the actual topics. Whereas efforts to appear too weak might be the cause for triggering exactly the domineering behaviour at the opponent. Some cultures understand hierarchy and domination as a sign of power which might result in a domineering attitude at the negotiation table. This attitude is limited by the danger of a fighting situation and therefore most likely limited to the use of power of persuasion and rhetoric.

The climate is the activity of effecting the relationship between the negotiators. While it is important to promote respectful personal relationships and a constructive climate, the idea of such a climate differs considerably in different cultures. While some cultures understand a good climate as nice but not indispensable, others think it to be fairly important and some cultures even solve negotiation matters mainly by working on the mutual relationships and the climate between the negotiators.

The outcome of a negotiation of a party with its constituency sets the limits within which the result of a negotiation must lie to be called success or failure. Thus the constituency is one of the most important factors in a negotiation although it does not directly appear on the negotiation table. The influencing of and by the constituency is determined to a certain extent by the organizational structure and the idea of leadership of a certain culture. A negotiation party with a culture where strong leadership and hierarchy underlies the organization often tends to bend down the bottom line of the opponent is condemned a failure since the opponent cannot negotiate about the result with his constituency but will have to report a straight failure.

Finally an activity that enables the finding of results even in hard positions is the activity of influencing the process by obtaining procedural flexibility. The strategy used here is mainly influenced by the negotiator’s strategy. However, the approach to achieve the results may differ across cultures. While the achievement of results is important for any negotiation party, what differs is whether one tries to achieve this results with or against the opponent. According to that distinction negotiation situations are also described as win-loose and win-win situations or as competitive and cooperative approaches. This distinction belongs to the very basic assumptions about negotiation made by different cultures.

Summing up, culture plays an important role throughout the whole negotiation process and its distinct activities. The understanding of the different cultural approaches enables the powerful negotiator to be hard on the topics and soft on the people. He plays "the ball, not the man." which is one of the core elements of constructive negotiation in every context.

Negotiation Styles

Obtaining Substantial Results	Conceding	Stubborn

	1--------------------------------------------5

Influencing the BoP	Domineered	Dominant

	1--------------------------------------------5

Influencing the Climate	Jovial	Hostile

	1--------------------------------------------5

Influencing the Process	Exploring	Avoiding

	1--------------------------------------------5

Figure � FVREF 1 \n �2�-� SEQ Figure \* ARABISCH �3�:	Mastenbroek´s Negotiating Model

Source: Mastenbroek (1993)

The purpose of this chapter was to describe the framework for negotiating behaviour that will be used to describe intercultural negotiation. The difficulty is to distinguish personal negotiation styles from cultural negotiation patterns. Sometimes, experienced negotiators can even try to use or not use those patterns on purpose as a tactic.

Culture and Negotiating

Intercultural negotiations add an additional difficulty or dimension to negotiations. In addition to providing a specific basic pattern in the value of the activity indices they provide additional difficulties and problems, that would not be in place if the negotiation took place within a single culture. Thus Casse (1979) defines intercultural negotiations as negotiations that imply that "(a) the parties involved belong to different cultures and therefore do not share the same ways of thinking, feeling and behaving, or, another way to put it, the same values, beliefs and assumptions; (b) the negotiation takes place in a cross-cultural environment, e.g. an international organization, a third-party culture, etc.; and (c) the matter at stake is of a cross-cultural nature".

In this definition culture is described as a specific set of values, beliefs and assumptions. It misses, however, a hierarchy between the levels of those terms. Ulijn and Strother (1995) gives a three-stage model of culture that shows a hierarchy, putting "implicit basic assumption" in the very heart of every culture with the intermediate layer "norm and beliefs" and the outer surface of "artefacts and products".

The negotiating behaviour would have to be located as derived from values and beliefs. Knowledge and tolerance about negotiating can therefore be gathered by collecting different expressions and specific problems. Real understanding, however, can only be achieved by the understanding of values and beliefs, assuming that the implicit assumptions are covered by the other layers, that foreign negotiators will only get a grip on this after extensive negotiating and cultural experience. Mostly that level will never be completely understood by other cultures.

Due to the similarity of the Dutch and the German culture it can be assumed that some of the implicit basic assumptions are related within these two cultures, while elements on the layer of values and beliefs might differ.

Culture can be described as collective mental programming (Hofstede, 1983) and cultural differences impose constraints on the behavioural choices of a negotiator. He has a specific disposition of understanding certain situations that negotiators from another cultural background do not share. In the extreme case, they might even understand nothing at all or even the exact opposite of the intended meaning. Going one step further, Ghauri (1983) found that social, cultural and political issues accounted even for most of the time needed for negotiating. More experienced negotiators were able to reduce the time necessary to complete the negotiations. To optimize the negotiation process in Dutch-German negotiations by giving some advice for conflict solutions as well as avoidance is the purpose of this paper.

Cultural Information for Business Situations

In analyzing Dutch-German business negotiation this paper acknowledges the fact that the field of Dutch-German intercultural studies provide an extraordinary variety of information than ever can be evaluated in any paper as a whole. A concentration on the specific fields of culture is therefore necessary that is relevant for business negotiations. Although the content of the relevant negotiation literature gives a rough indication for this, Martin and Chaney (1992) provide a systematic overview of aspects of culture and their relevance as evaluated by international business persons and teachers of intercultural communication.

As far as negotiating is concerned there are two levels of intercultural information that is necessary for negotiating in an international context. The first level are the direct behavioural do’s and don’ts that are distinct for different cultures while the second level is built up by values as well as verbal and non-verbal patterns that build the basis on which the actual behaviour in a negotiation situation takes place. This twofold levels are mirrored in the content areas of the survey as the box shows only the content areas which refer to those levels. The ranking assigned in the box is the ranking chosen by the authors. The content areas given here, however, miss the general introduction topics and general negotiation theory topics that are mentioned in Martin and Chaney (1992) to be able to concentrate on the cultural aspects only.

Rank	Content Area	Content Area

1	Attribution and Perception	Values

2	Introductions/Greetings	Behaviour

3	Customs	Behaviour

4	Attitudes towards ethics	Values

5	Work attitudes	Values

6	Protocol	Behaviour

7	Position and Status	Behaviour

Figure � FVREF 1 \n �2�-� SEQ Figure \* ARABISCH �4�:	Top Negotiation-Related Results from Delphi

Revised from: Martin and Chaney (1992)

Due to the stated similarity of the Dutch and the German culture and provided that certain implicit assumption of both cultures coincide, it can be assumed that the very basic values attitudes towards ethics and work attitudes are very similar and do not provide a too extensive conflict field. Although not appearing at all under the top seven, the verbal and non-verbal patterns are due to their direct relation to verbal communication such as negotiation considered important by the authors. The patterns include chronemics (perception of time), patterns of thought, silence and body language as their main aspects. 

As far as behavioural do’s and don’ts in an intercultural setting is concerned, the best strategy seems to be to adapt one’s own approach to doing business to the other way. Thus any information on the fields of introductions/greetings, customs, protocol, position and status can be put to direct use in future business situations. Those behaviours are also expected to differ considerably in the Dutch-German context since they express very specific ways of handling business.

This approach on the other side comprises the danger that both parties behaving and acting themselves as they expected from the other one. An excellent example is the visit of a Dutch politician in China, who did not open his present given by the Chinese politician since the immediate unwrapping of a gift is considered as very impolite in China. Whereas the Chinese politician knowing of the western behaviour did unwrap the Dutch gift immediately.(Ulijn, 1997) However, such an incident does not seem to reflect negative on a business negotiation. Moreover it can contribute to a pleasant atmosphere and get to know each other better.

The content area values of other cultures poses the biggest difficulty for intercultural negotiators since they can only conceptualize culturally-determined unfamiliar behaviour according to their own experiences. This stresses simultaneously the enormous importance of understanding one’s own perceptions and attributes assigned to other cultures and qualify them continuously as new concepts of the other culture is understood. The aspect of mutual perception proves to be exceptionally critical in Dutch-German encounters since both sides tend to assigning the other side very easily with negative indices along ones own measuring scales instead of trying to discover the scale of the other one. While keeping in mind that judgement of intercultural negotiation partners is not possible along one’s own used guidelines it is important to remember the general negotiation advice "...be soft on the people" and understand them according to their individual background, being it the constituency or the culture.�Dutch-German Cultural Differences

Intercultural negotiation behaviour is strongly influenced by the difference of organization, management and communication practices. According to the above developed systematic the Chapter 3 will be divided into parts on values, mutual perception, verbal and non-verbal communication and behaviour. Several detailed studies on those topics try to explain the cultural difference. Considering the specific case of Dutch-German situations, however, a concentration on those models is necessary that differentiate between Dutch and German behaviour instead of referring to an Anglo-Germanic behavioural continuum in contrast to Oriental cultures.

Introducing the topic of Dutch-German relations the extent of Dutch-German business relations will be described first to give an overview of the enormous amount of Dutch-German trade and the potential that even small improvements in the mutual understanding could achieve. To contribute to those small improvements is the idea driving this paper.

Dutch-German Economic Relations

The unique network between Dutch and German companies lead to an extraordinary mutual dependency of the two economies. Germany has been the most important trade partner for The Netherlands for a long time. Looking at statistical trade figures one can find a close and important trade connection. The import of goods and services from Germany in The Netherlands amounts in 1995 to 66,024 Mil. NLG or 23% of the total where the export to Germany amounts to 89,816 Mil. NLG or 29% of the total. Compared to 1994 figures one can see an increase in the export of 8% and an increase of the import of 10%. These figures gets even more impressing if one look at the numbers of Netherlands number two trading partner - the Asian countries. The import of these countries together amounts to 39,532 Mil. NLG or 14% of the total in 1995 and 20,718 Mil. NLG or 7% of the total in export. Which means an increase in both of only 5% compared to the figures of 1994. Furthermore, looking at the statistical numbers of the last decade one can see except an export drop in 1985 and an import drop in 1993 an impressing and stable growth in the trade connection of both countries. From a German perspective The Netherlands are listed at place number three. While Dutch imports to Germany even stand with 8.4% at place number two after France and before Italy. It is the exports that stagnate at the fifth position behind France, the UK, Italy and the USA with 7.5% of the total. (Centraal Bureau voor Statistiek, 1997)

The amount of international trade between Germany and the Netherlands show that despite all cultural differences that may exist, those differences may not lead to major conflict situations in business negotiations. Therefore the following Significance Hypothesis can be derived.

Significance Hypothesis: Dutch-German cultural differences are existent, but they are not significant conflict factors for business negotiations.

Reason: The enormous network between Dutch and German companies can not be explained with too many cultural conflict areas. Although this hypothesis may seem a little too early and meagerly founded by only trade figures, this hypothesis will be tested in Chapter 4.2 in a survey among practitioners. However, before analyzing practical problems of business negotiations, general cultural differences will be stated as far as important for the business context.

Cultural Values

One of the most comprehensive cultural surveys was published in 1983 and 1989 by

Dimension	Explanation	

Power Distance (PDI)	Social acceptance of unequal power distribution, 	need for hierarchy.

Uncertainty Avoidance	Perceived threat through uncertainty and ambiguity.

(UAI)	Degree of Failure-tolerance, Level of stress. High 	UAI: a need for written and unwritten rules

Individualism (IDV)	Pertains to societies in which the ties between 	individuals are loose: everyone is expected to look 	after himself or herself.

Masculinity (MAS)	Importance of achievement and success

	Live in order to work  vs. Work in order to live

Confucian Dynamism	Orientation on a long-term basis

(CDI)	Pragmatism (high) vs. Traditions (low)

Figure � FVREF 1 \n �3�-� SEQ Figure \* ARABISCH \r 1 �1�:	The 5D-Model

Source: Hofstede (1989)

Hofstede. Reviewing over 116.000 questionnaires from the IBM concern he arrived at five dimensions of culture which provide a strong tool to describe cultural differences.

According to these differences Hofstede describes the different countries and concludes for management theory and practice resulting differences in leadership, organization and motivation.

For the Dutch-German case the indices show a similar moderately low Power Distance (PDI), some remarkable differences in Individualism (IDV), Uncertainty Avoidance (UAI) and Confucian Dynamism (CDI) and a major difference in the Masculinity (MAS), which ranks very low in the Netherlands, but moderately high in Germany.

	PDI	UAI	IDV	MAS	CDI

Netherlands	38	53	80	14	44

Germany	35	65	67	61	31

Figure � FVREF 1 \n �3�-� SEQ Figure \* ARABISCH �2�:	Hofstede´s Dimensions

Source: Hofstede (1989)

The Dutch negotiators with a low MAS are characterized as feminine with the dominant values being striving for consensus, work for life, small and slow are beautiful. German negotiators on the other side with a moderately high MAS are thought to be ambitious, striving for excellence, tending to polarize, live in order to work and an admiration for the achiever.

While the three dimensions that differ a little do not allow remarkable conclusions for the negotiation behaviour, combinations of those dimensions allow a cultural clustering that results in the Netherlands and Germany finding themselves in different clusters of leadership, organization and motivation, all of which are important for a negotiation situation.

Under the assumption that leadership is characterized by the IDV and PDI dimension we find Germany in a cluster of mainly Scandinavian countries with lower IDV but a similar PDI, while the Netherlands are part of the Anglo-American cluster with a higher IDV. The Dutch leadership style allows individual subordinates to participate in the leader’s decisions, although these remain the leader’s decisions. The German leadership style does not exclude participation but it is more likely carried out in forms of employee codetermination with individual or group initiatives. Anyhow, management prerogatives are not automatically accepted.

The decisive dimensions for organization are PDI and UAI since organizations are devices to distribute power and also serve to avoid uncertainty to make things predictable. Clustering reveals again different areas for Germany and the Netherlands with the Netherlands belonging to the Anglo-American cluster with a similar PDI but a smaller UAI than Germany. The model for a Dutch organization is called "village market" without a decisive hierarchy, flexible rules and a resolution of problems by negotiating. German organizations are described as "well-oiled machines" where rules settle everything so that personal command is not needed extensively.

Finally motivation is mainly determined by IDV which, however, does not show significant differences between the compared countries. An arrangement into totally different clusters can be found for the two other dimensions determining motivation: UAI and MAS. This time The Netherlands are clustered together with Scandinavian countries that comprise a weak UAI with a low MAS to underline motivation by the maintenance of good interpersonal relations. Germany is here very different. A high UAI combined with a high MAS stresses that people are willing to perform if they are offered security in exchange.

Summarizing the points stated above it is possible to formulate three hypotheses about possible Dutch-German conflicts in negotiation practice that will have to be verified in business practice.

Hypothesis 1: Dutch perceive German negotiators as unpleasant.

Effect on Negotiations: Unnecessary tension and uncomfortable climate �Reason: Ambition and strive for excellence of German business people leads to arrogant and unpleasant behaviour.

Hypothesis 2: Germans underestimate Dutch negotiators.

Effect on Negotiation: Danger of loosing substantial results, Uncomfortable climate�Reason: The consensus mentality of Dutch negotiators makes German negotiation partners perceive them as soft and easy opponents who strive for a balanced power distribution. This leads to underestimation of the opponent as well as a increased arrogant and self-secure behaviour.

Hypothesis 3: Dutch negotiators disrespect the position of the German partner.

Effect on Negotiation: Uncomfortable Climate�Reason: Hierarchy and status are important for German business people and referring to them is necessary in inner-German business. Dutch people ignoring the status of the German counterparts will endanger the climate of negotiations. 

Hypothesis 4: German negotiation preparation is more careful.

Reason: German negotiators try to avoid risks and have a high affect for achieving results, which includes the avoidance of risks such as breaking up a negotiation for other reasons that dissents about substantial results. Thus they will chose more conservative negotiation strategies instead of exploring all sorts of styles.

Hypothesis 5: Dutch negotiation behaviour is more jovial.

Reason: The stress of intrapersonal relations in Dutch companies results in a more informal behaviour in negotiations as well as the possibility of negotiations outside the company.

Mutual Perception

Intercultural approaches to business behaviour are a very useful tool to describe different cultural determined behaviour of different cultures. They provide a framework for behaviour in a general context. Due to the interactive character of negotiation, however, the objective assumptions about intercultural behaviour have to be supplemented by an analysis of the mutual perception of the two cultures. It is actually this mutual perception which is the cultural factor in the international context and not the statement of cultural differences. Problems in international negotiation arise thus from the relative position of the Hofstede indices compared to each other and not from the absolute positions. This is also the reason why the description of the hypotheses and Mastenbroek indices in Chapter 4 will concentrate much more on the relative than on the absolute position.

Although there is always some mocking in any country about the neighbour countries, there is evidence that the Dutch perception of Germans, however, is both, spread throughout the Netherlands and somewhat negative. A variety of studies confirm this attitude. Renckstorf and Lange (1989), for instance, conclude that Germans are not perceived fundamentally different, but just - significantly - more negative. The Clingendael-study from 1993 states a long history of negative perception of German culture by the Dutch people. While the exact evaluation of probable reasons for that negative perception is left to social studies, the business-relevant results of the survey on perceived German characteristics by the young Dutch generation will be given under the concentration of relative differences between self-indexes for Dutch and assigned indices for German people.

Characteristic	Dutch Points	German Points	Difference

Stated Dutch Qualities

Humorous	61	15	46

Objective	57	14	43

Uncomplicated	53	11	42

Sociable	57	16	41

Friendly	55	17	38



Stated German Qualities

Domineering	11	71	60

Arrogant	12	60	48

Believe in Authority	22	38	16

Figure � FVREF 1 \n �3�-� SEQ Figure \* ARABISCH �3�:	Dutch Perception of Germans and their own

Source: Clingendael (1993)

Thus Germans are perceived as domineering, arrogant and believing in authority while they do not have humour and are not objective, are complicated to deal with thus neither sociable nor friendly. 

However, looking at the ‘Believe in Authority’ one can find the lowest difference between the Dutch and the Germans. A result which supports the findings of Hofstede (1989) where both cultures show significant similarities in the PDI dimension as shown in � REF _Ref382061791 \* FORMATVERBINDEN �Figure 3-2�. The survey, however, was firstly carried out just after some cruel attacks on foreigners by German skinheads and secondly not made among business people and is thus only of limited use. However, hypothesis one is confirmed by the results of this study since Germans are reported to be perceived negative. Hypothesis five is supported as well as Dutch perceive themselves uncomplicated to deal with. Although one should be careful with deducting hypotheses from the results of the Clingendael-study, two more statements are possible which seem to fit together with models described earlier as well.

Hypothesis 6: German negotiators are more domineering.

Effect on Negotiations: Unnecessary tensions and uncomfortable climate

Hypothesis 7: Humour is more often used by Dutch negotiators.

Effect on Negotiations: Dutch negotiate in a more jovial climate

Kinds (1991) suggests that the German perception of Dutch culture and people as an admiring attitude for the Dutch achievements in middle-age philosophy as well as their tolerant attitude which is only dampened by the rural accessories such as wooden shoes, tulips and cheese which are typically Dutch. An important Dutch business attribute is perceived by Germans in the Dutch being fast earners which results in the German business people testing their Dutch partners before actually concluding deals. This model lacks completeness and details as well as scientifically gained data and is thus of even more limited use.

Hypothesis 8: Dutch business negotiators are treated mindfully.

Effect on Negotiations: Hostile atmosphere through suspicion

Verbal and Non-verbal Communication

The business-relevant aspects of verbal and non-verbal communication of different cultural backgrounds were stated as chronemics, line of thought, silence and body language. The perception of time seems to be similar for the two countries since punctuality is a necessity for successful business negotiations in both countries, as will be pointed out in Chapter 3.5. The same cultural similarity holds for the meaning of silence which, in both cultures implies that the silent party encourages the other side to take over and continue the talk. Silence is in neither of the two countries perceived as a sign of a process of thinking which is not to be interrupted by talking. For the process of a negotiation the most important element is the line of thought. The authors of this paper do not know about studies on cultural differences as far as the body language in business a context between the two countries is concerned. Further studies have to be carried out on this topic that take into account the more jovial atmosphere of Dutch negotiators. This leaves the aspect of the line of thought for intercultural interpretation. One of the earliest studies on this was carried out by Kaplan (1966) as an analysis of thought patterns as reflected in English compositions by students from different cultural background. Although justified criticism has been brought forward against Kaplan due to the restriction on English compositions it is still a clear and accessible model of intercultural thought patterns that is highly relevant for any communication behaviour.

Kaplan identifies five different thought patterns for English, Semitic, Oriental, Romance and Slavic writers. Additional studies related the Dutch and German patterns to the ones that were identified first. The assumptions for this relation were that Dutch negotiators understand themselves similar to the English whereas German behaviour could best be described by a combination of Romance and Slavic thought patterns.

The Dutch negotiation line is thus linear, focused and direct without any sidepaths. A monochronic handling of the negotiation topic refers to the discussion of the topics one after the other. The German approach on the other hand allows the Romance digressions that are focused and fit into the rational line of arguments as well as the Slavic sidepaths, that seem to be rather long and irrelevant to the central topic, although they often follow a hidden strategy of the negotiator. German negotiation can be polychromic handling more topics at a time.

	English/Dutch		German = Romance + Slavic	

	�		�

Figure � FVREF 1 \n �3�-� SEQ Figure \* ARABISCH �4�:	Cultural Thought Patterns

Source: Ulijn and Strother (1995)

In a negotiation situation the line of thought plays important roles in the initial statement of positions where the parties try to argue for their own attitudes as self-evident and in the search phase when the negotiators try to find a compromise through argumentation within a discussion. As far as the activities are concerned the line of thought mirrors the way of obtaining results thus a use of sidepaths describes a more explorative approach than the direct argumentation. As soon as sidepaths are used to improve the mutual relationships they are also a means to influence the climate of negotiations.

Dutch negotiation behaviour according to Kaplans description indicates a less explorating approach within the search phase of a negotiation. An interruption of negotiations for reasons such as tension reduction or promotion of informal contacts is less common. Taking into account Hofstede’s analysis it becomes clear that this is much less needed in Dutch negotiation behaviour anyway since the whole climate is more informal and consensus-orientated.

Hypothesis 9: German negotiation behaviour is more explorating.

Hypothesis 10: Germans use more informal interruptions.

Reason: Formal atmosphere of negotiations needs to be eased by interruptions. 

Corporate Behaviour

Mole (1991) comments on a variety of different issues of interest for businessmen in Europe. The topics stated include industrial structure, organization, planning, leadership, meetings, etiquette, humour and socialising in every European country. He closes with the MOLE-Map that puts leadership and organization into relation.

The importance of this study for the negotiation process between Dutch and Germans is the specific importance of some of those topics for some particular phases of negotiation. The extraction of Dutch-German differences from this author also gives  evidence on the applicability of the comprehensive Hofstede model.

For the first stage of a negotiation, the preparation beforehand, the most interesting aspect that is influenced by intercultural differences is the learning about the negotiation partner; the set-up of the negotiation team, the position of the delegation leader and the expected preparation by the other side.

Teams are the constituting element of Dutch organizations which are a widely spread means for decision making after thorough discussion with the participation of all team members. The roles within a negotiation team are therefore characterized by egalitarianism and participation. Teams in German organizations, on the other hand, are conceptualized as a group of individuals each with a given expertise under a strong leader which is to fulfil a specified team objective. A team must be properly constituted, have a place in the timetable and not add to the members work load, it should follow a methodical pattern. This aspect refers to the well-oiled machine character of German organization as stated by Hofstede. Hypothesis two on German perception of the Dutch team emphasis is confirmed by this point.

The concept of teams is a small picture of the concept of the whole organization. Dutch business organizations are described as lean and practical, while German ones are oligarchic with participative management only among the directors of a company and a strictly vertical hierarchy below. In German organizations procedures, routines and doing things by the book are important. This point was already found by Hofstede who used the example of a well-oiled rule-based machine for German organizations. The practical property of Dutch organizations can be related to the element of flexibility stated by Hofstede. As far as the hypothesis are concerned, Hypothesis number four on predictability can be related to this argumentation.

Relationship between members of a negotiation team and their leaders are at all levels generally open and highly tolerant in the Netherlands. The leader is seen as a ‘primus’ inter pares which directs and coordinates the participative suggestions and contributions of lower rank members. In German negotiation teams, however, the leader carries out a strong, decisive leadership and expects his own people to obey his orders which have to provide unequivocal directions. Dutch are easily shocked by this behaviour that they call "hierarchical discrimination". This different approach is quite surprisingly since the Dutch and German show almost the same score on Hofstede’s (1989) PDI dimension as said before. However explainable by the extremely high difference of The Netherlands and Germany on the MAS (see � REF _Ref382061791 \* FORMATVERBINDEN �Figure 3-2�). Delegation is therefore clear, precise and preferably written which was referred to earlier as the systematically pragmatic planning approach combined with a high UAI. The directions are obeyed out of respect for the leader’s functional role and his competence. Criticism is neither given nor received easily. Feedback is usually only given when it is asked and has to be precise and objective. A possible resulting behaviour is suggested in hypothesis three in which the Dutch tend to disrespect German hierarchical positions.

In the preparation stage it is also important to estimate the preparation of the negotiation partner. The Dutch planning approach is careful, pragmatic and must be based on a qualitatively solid concept. In unexpected situations, however, they are prepared to improvise. This differs from the systematically pragmatic planning used by German negotiation teams, which have to be based on a sound quantitative basis and are loaded with fallback positions, contingency plans and alternatives. This is due to the fact that the Germans try to avoid uncertainty and unquantifiable risk which was mirrored in Hofstedes higher UAI for Germany. An important decision strategy which is commonly used is always to take the most conservative option when faced with a choice. The fact that decision that are taken are latter translated into "comprehensive action steps which are carried out to the letter without questioning" refers again to the well-oiled machine-model of German organizations.

For the start of the actual negotiation it is important to know that both countries rate the virtue of punctuality extremely high. As a property that can create a negative atmosphere with other countries which are less time-dictated no general problem is to be expected for Dutch-German business negotiations.

For the arrival at the meeting place and the initial statement of positions as well as the reference to negotiation partners throughout the talking formality and etiquette are the most important cultural characteristics to take care of. Due to the highly international orientation of Dutch education and business they are often using German etiquette which they are acquainted with. If they rather use their own, however, they stick to a basic etiquette within a frank and informal atmosphere. Although not used right from the beginning, the use of the first name will come very soon. Dress in generally informal. Extraordinary style is considered wasteful and suspect. Despite all this, Dutch negotiators are assertive and forceful, stubborn and extremely tough negotiators. German negotiators often are very acquainted with British and American etiquette and they are prepared to adopt an easy Anglo-Saxon familiarity but only while they are speaking English. German business is characterized by a strict separation from privacy. In business family names and titles are generally used and seen as a sign of respect. Stepping out of German etiquette will attract open criticism and there is no hesitation in informing the other one about this.

Humour is a very common tool for Dutch speeches and formal presentations while informal discussions tend to remain serious. This is the exact opposite mechanism in German business environment where the less humour is used and acceptable the more formal the occasion is. This Hypothesis 7 for the case of formal negotiations plausible.�Testing the hypotheses in a Dutch-German Business Negotiation

Intercultural theory has provided a good basis so far for analyzing the important cultural topics in a business setting as well as expected Dutch-German differences and problem fields in Dutch-German business negotiations. Summarizing the hypotheses found, revising the hypotheses and thus the corresponding sources by comparing them with own experiences as well as testing them in argumentation with practitioners is undertaken before a final model is developed in chapter four.

Hypotheses

The developed hypotheses are in the following structured according to their use for a model of Dutch-German negotiation.

Significance Hypothesis: Dutch-German cultural differences are existent, but they are not important conflict factors for business negotiations.

Negotiation Stages

Hypothesis 4: German negotiation preparation is more careful.

Mastenbroek´s Indices

Obtaining Substantial Results

Hypothesis 2: Germans underestimate Dutch negotiators.

Influencing the Balance of Power

Hypothesis 6: German negotiators are more domineering.

Influencing the Climate

Hypothesis 5: Dutch negotiation climate is more jovial.

Hypothesis 7: Humour is more often used by Dutch negotiators.

Hypothesis 1: Dutch perceive German negotiators as unpleasant.

Hypothesis 3: Dutch negotiators disrespect the position of the German partner.

Hypothesis 8: Dutch business negotiators are treated mindfully.



Influencing the Process

Hypothesis 9: German negotiation behaviour is more explorative.

Hypothesis 10: Germans use more informal interruptions.

Figure � FVREF 1 \n �4�-� SEQ Figure \* ARABISCH \r 1 �1�:	Hypotheses about Dutch-German Business Negotiations



The Mastenbroek model distincts hypotheses for the importance of different stages of a negotiation process as well as hypotheses about the five Mastenbroek indices. Added is the significance hypothesis derived from the business network.

Verification by Practitioners

The purpose of the questionnaire which is shown in Chapter � REF _Ref376600480 \n �7� Appendix A is to identify current practices and problems in Dutch-German business negotiations, rate the two negotiation behaviours according to the models described and thus qualify the conclusions drawn from existing models of intercultural management. The interview partners were selected to represent positions that are most likely to have an extensive Dutch-German negotiation experience, such as sales/purchase staff, directors and consultants. For a better information on the credibility of the interview partners the questions one and two of the questionnaire were inserted. However, the two questions were only needed as a rough guideline and since all the interview partners did have considerable expertise not evaluated in the following context. An overview of the interviewed persons is shown in � REF _Ref376798447 \* FORMATVERBINDEN �Figure 4-2�.

Expert’s Position	Nationality	Presently Living

Purchasing Director	Dutch	Netherlands

Purchasing Manager	Dutch	Netherlands

Account Manager	Dutch	Netherlands

Consultant	Dutch	Germany



Sales Manager	German	Germany

Purchase Manager	German	Germany

Managing Director	German	Germany

Process Consultant	German	Netherlands

Figure � FVREF 1 \n �4�-� SEQ Figure \* ARABISCH �2�:	Interview Partners



The tables below show a summary of the answers to the questionnaire shown in chapter � REF _Ref376799025 \n �7�. The figures try to provide stereotypes of Dutch and German negotiators by summarizing the individual results.

Question 3: Which language was used in Dutch-German negotiations?

Dutch negotiator��������D1�D2�D3�D4�Summary��Dutch �	������German�	100%�	100%�	80%�	100%�	95%��English���	20%��	5%��German negotiator��������G1�G2�G3�G4�Summary��Dutch �	������German�	100%�	80%�	80%�	100%�	90%��English��	20%�	20%��	10%��

The results show that the language mainly used in Dutch-German negotiations is German. This is due to most Dutch negotiators speaking German fluently. It is for this reason that one of the biggest problems in international negotiations - communication problems due to language problems, which proves to be especially important within Asian negotiation partners - does not occur.

Moreover, it is mainly not even necessary to use a neutral language to level the language handicaps on both sides. The Dutch negotiators take the handicap and talk German or as the purchase director pointed out: "For us Dutch people the German language is not even a handicap. We do not take any one-sided risk such as missing language details." This point is extended in Question 4 where Dutch practitioners state that a negotiation in English is usually more complicated with German partners.

Question 4: Did you notice a correlation between success and the language used?

Dutch negotiator��������D1�D2�D3�D4�Summary��Yes �X�X�X�X�	100%��No�������German negotiator��������G1�G2�G3�G4�Summary��Yes�������No�X�X�X�X�	100%��

The average German proficiency in English imposes problems on English speaking meetings. The Dutch speaking German can thus raise the efficiency and mutual understanding of the negotiation meeting. Therefore Dutch negotiator see a correlation between success and the language used.

With the Dutch speaking mainly very good German there are very little language problems. The Germans could therefore not discover any such correlation. One could say that they take for granted that Dutch negotiator adapt to their language abilities.

Question 5:	In case the negotiation failed, what were the reasons for the failure?

Dutch negotiator��������D1�D2�D3�D4�Summary��Topics�	100%�	100%�	100%�	80%�	95%��D-G Differences����	20%�	5%��German negotiator��������G1�G2�G3�G4�Summary��Topics�	100%�	100%�	100%�	90%�	97,5%��D-G Differences����	10%�	2,5%��

A very remarkable statement is discovered in the evaluation of Question 5. Experienced practitioners found very little evidence in their own experience that Dutch-German cultural differences influence the results of negotiations. This can be due to two reasons. Firstly, it is hard to judge the other’s behaviour later on according to other criteria. That means that their former insensibility to cultural differences as a factor in international negotiations has resulted in them not realizing those differences. Secondly, the results of this questions support the significance hypothesis put forward by the authors saying that Dutch-German cultural differences are existent but not critical success factors for business negotiations. This can be reasoned on the background of the topic-orientation of both cultures, where business is mainly seen as a negotiation of topics and only secondly as a negotiation between individuals. If the topics are important for a company it is not personal difficulties that should prevent the oncoming decision.

Question 6: Are in Dutch-German relations personal or cultural differences more important ?

Dutch negotiator��������D1�D2�D3�D4�Summary��Personal�X�X�X�X�	100%��Cultural�������German negotiator��������G1�G2�G3�G4�Summary��Personal�X�X�X�X�	100%��Cultural�������

This question is to support the Question 5 and shows again that all the interview partners regarded cultural differences between Dutch and German negotiators as unimportant compared to the differences between different types of persons. The concept of understanding the other’s way of thinking and thus choosing a negotiation strategy fit to that sort of persons works very well since the cultural background is not critical for the results, but the topic and the strategy is. The significance hypothesis is thus supported again and has to be regarded as a true reflection of the reality in Dutch-German intercultural business.

Question 7: Have there been any misunderstandings or tensions due to different culture?

All the Dutch interview partners answered that due to their own proficiency in languages they were always able to solve such misunderstandings if they occurred at all. Also all German negotiators stated that tensions did not occur due to cultural differences. Body language was regarded to be of no importance at all for the results of the negotiations. This latter point refers to body language and behaviour which stays between a certain (large) range. This could as well be explained by the importance of the word due to the low context characteristics of both cultures. When there is virtually no meaning expressed in body language then that can not turn out to be a problem.

Significance Hypothesis: Dutch-German cultural differences are existent, but they are not important conflict factors for business negotiations.

The validity of this hypothesis makes it difficult to continue the research on cultural differences in the business context. However, as was pointed out before this could be the result of missing sensibility and thus it is necessary to find out whether further questioning on specific models brings out more details which could be evaluated on a cultural background and despite not critically influencing the results, still influencing the process and mutual understanding of Dutch-German negotiation partners.

Question 8: What was the solution of those misunderstandings?

Both sides argued for a broad range of possibilities to solve cultural misunderstandings. The four points that were mentioned are tolerance, respect, and flexibility. This gives a good guideline for approaches of international negotiators to unknown cultures. It is, however, interesting to see the difference in approaches in the two cultures.

Dutch negotiator��������D1�D2�D3�D4�Summary��Tolerance�X��X�X�	75%��Respect���X�X�	50%��Flexibility�X�X���	50%��German negotiator��������G1�G2�G3�G4�Summary��Tolerance��X���	25%��Respect�X��X�X�	75%��Flexibility��X���	25%��

While the Dutch emphasis on solving misunderstandings in their renowned tolerance, the German way of dealing with differences and difficulties is respect. This is a crucial statement for the access of the two cultures which explains a variety of cultural characteristics. So can the orientation on position, titles and hierarchy in Germany, for instance, which is more dominant in the German culture be deducted from the basic value of respect as the basis of personal contacts.

Question 9. In what stage of those negotiations were the biggest differences?

Dutch negotiator��������D1�D2�D3�D4�Summary��Preparation���X��	25%��Statement����X�	50%��Search�X�X�X��	75%��Final�����	0%��German negotiator��������G1�G2�G3�G4�Summary��Preparation�X��X�X�	75%��Statement�����	0%��Search�X�X��X�	75%��Final���X�X�	50%��

Referring to the stages of a negotiation process as stated before, it is interesting to analyse the different viewpoints on the stages with the biggest cultural differences. Both parties saw the search phase as heavily culturally influenced and as shown in the above Table as the stage where the biggest differences take place.

Hypothesis 4 pointed out that German preparation is more careful. This hypothesis is not held up by the practitioners. Although it could be argued that the topic orientated preparation is very important in Germany it is the exact opposite that is the case with strategy preparation. A process that two of the German interview partners referred to is the Dutch negotiators having prepared their aims and strategies of their negotiation much more carefully, resulting in a more goal orientated search phase and the achievement of better results. Hypothesis 4 is thus critiziable.

Question 10: Negotiating behaviour for Dutch and German negotiators

�The Dutch about themselves�The Germans about the Dutch�The Dutch about the German�The Germans about themselves��Obtaining substantial results�

4�

4,5�

4�

4��Influencing the Balance of Power�

3�

2,5�

4,5�

3��Influencing the Atmosphere�

3,5�

3�

2�

3��Obtaining flexibility in negotiation�

3�

3,25�

2,75�

2,5��

Having presented the negotiation model by Mastenbroek, the verification of the ideal Mastenbroek indices by practitioners is the idea behind this question. The absolute figures, however, are not as rewarding as the relative position of the figures, since interview partners tend to choose different levels for the extreme figures.

The practical experience with the indices supports the idea that German negotiators perceive the Dutch negotiators as "softies" and thus underestimate Dutch negotiators, since the Dutch balance of power index is perceived lower by the Germans than their own as well as the index of the self-perception of the Dutch. The same holds for the index of influencing the atmosphere. An underestimation as perceived in hypothesis two is thus easily possible.

On the other hand, the results support the Dutch idea of the domineering character of German partners. This is because that index is with 4,5 far above the Dutch self-perception of 3. The interesting point, however, is that both self-perceptions are at the same level, showing that the Germans themselves do not perceive their domineering attitude. They might understand this more as a particular method to achieve the results.

And it is the results on the last index obtaining flexibility that contradicts the Hypothesis 9 of the explorative character of German negotiators. This will be explained in more detaile in question 12.

Question 11: Dutch and German negotiating behaviour

�The Dutch about themselves�The Germans about the Dutch�The Dutch about the German�The Germans about themselves��Sidepaths/�Digressions�0%�25%�0%�0%��more topics at a time�0%�25%�0%�0%��Pauses with informal small talk�

0%�

25%�

50%�

50%��Use of Humour�50%�25%�0%�25%��Formal Atmosphere�50%�75%�100%�100%��Strong chairman vs. moderate�

50%�

50%�

100%�

25%��

This question is to report specific culturally-specific characteristics of international negotiators. Sidepaths do not seem to play an important role in neither cultures, nor does monochronic perception of time or digressions which are used to create pauses for informal small talk. All this contradicts the model of Kaplan, but does not either suggest the Dutch as being more digressing negotiators.

A German-specific aspect in business communication is the highly formal atmosphere that negotiations take place in. This is probably one of the most important points to keep in mind when going to negotiate with a German party. Professionality and seriosity or business partners are evaluated along this criteria. This does not hold true for the US-influenced business context in the Netherlands. A much more jovial atmosphere enables Dutch employees to use front names and no titles when speaking to each other.

The question on the role of the chairman is to verify the hierarchical structure in companies and whether and in what way that influences a negotiation. The before mentioned Dutch perception of a more hierarchical organization in German enterprises is also mirrored in the perception of the role of the chairman. German self-perception, however, stated that German negotiation parties are normally considerably smaller with usually a few people, like one engineer and one businessman, attending. They have their specialists who are responsible within their fields. Thus a chairman needs not to be clearly defined.

Question 12: Line of thought

�The Dutch about themselves�The German about the Dutch�The Dutch about the German�The German about themselves��Straight line�75%�100%�100%�100%��Lightning�25%�����Hidden lightning������Snail������

Another interesting result is derived from Question 12. In contradiction to Kaplan (see � REF _Ref376886840 \* FORMATVERBINDEN �Figure 3-4�) both the German as well as the Dutch interview partners described the German way of verbal communication as very straight. This correspond with the practical experience of international negotiators. A Dutch consultant working in Germany strongly contradicted the sidepaths-model of German line of thought but suggested it the other way around. All other interview partners described Dutch as well as German negotiation behaviour as a straight line, which was already pointed out in the question above about digressions. Experience of the authors supports this as managers of a Suisse-Swedish electrical engineering company gave as the reason for the only few German manager in Asia the "too straight forward German behaviour" which would not fit with the sensitive Asian culture. Hypothesis 9 about the explorative character of German negotiation style can thus not be held up.

One funny story about Dutch-German negotiation was given by a Dutch Purchasing Director. He said that a lot of his German suppliers would have a "German chauvinism" attitude which he explained as thinking of being ‘Best in Class’ in the world. It happened often to him that with those negotiation partners the negotiation process would get stucked. In such cases he would use very successful as he said his "toilette approach". The Dutch Purchasing Director just leaves the room suddenly with a banal excuse like ‘I have to go to the toilette’ for about 15 minutes to give his German negotiation partner ‘time to think’. When he comes back he said it would normally be quite easy to reach a favourable compromise.

The survey among practitioners of Dutch-German business people, however, did not show very much evidence for conflict fields. This is stressed by the fact that the questions about anecdotes of typical negotiations with the other culture or typical conflicts in those cases did not show any entries. None of the interview partners did have special memories about such cases. Due to the survey results the intercultural topic between Dutch and German culture seems to be a merely academic issue. Interestingly, culture was not used as a scapegoat in the shown cases, as it usually is due to the actor-observer divergence in the description of causes to negative and positive negotiations. The opposite was the case, an experienced Dutch negotiator stated that they would treat every person the same and chose a tactic from their negotiation tactic set according to their intuition on the opponent and the situation.

Generally acknowledged, however, are different business manners as far as introduction and greeting is concerned. However, flexible handling of those national manners in the international context is one of the key requisites for international business as it is in the Dutch-German context. Thus, deviations from those manners do as well not effect the success and in most cases not even the climate of the negotiations. Hypothesis 3 loses thus its importance, although it still might be true. Still, showing knowledge and interest in the way other nations do things, might help for the establishment of a friendly atmosphere for the first contact.

In this chapter, the testing of the formulated ten Hypotheses in the practice has shown that not all Hypotheses can be retained. However, once more the Significant Hypotheses got supported, which means that no important conflict factors in a Dutch-German business negotiation exist. � REF _Ref382151940 \* FORMATVERBINDEN �Figure 4-3� shows, following the order given in � REF _Ref382151474 \* FORMATVERBINDEN �Figure 4-1� the proved Hypotheses.

Significance Hypothesis: Dutch-German cultural differences are existent, but 	they are not important conflict factors for business negotiations.

Hypothesis I: 	Germans underestimate Dutch negotiators.

Hypothesis II: 	German negotiators are more domineering.

Hypothesis III: 	Dutch negotiation climate is more jovial.

Hypothesis IV: 	Humour is more often used by Dutch negotiators.

Hypothesis V: 	Dutch perceive German negotiators as unpleasant.

Hypothesis VI: 	Dutch negotiators disrespect the position of the German partner.

Hypothesis VII: 	Dutch business negotiators are treated mindfully.

Hypothesis VIII: 	Germans use more informal interruptions.

Figure � FVREF 1 \n �4�-� SEQ Figure \* ARABISCH �3�: Proved Hypotheses about Dutch-German Business Negotiations



Negotiation Checklist

The purpose of this paper is to provide a comprehensive negotiation model to understand Dutch-German business negotiation behaviour. For easy access of the topic by practitioners a checklist of do’s and don’ts is a very useful overview. The following checklist is meant for the use by Dutch negotiators since in more informal cultures it might not be that much a problem to appear more formal, it is a critical mistake in formal cultures to appear less formal. The summary suggests simple rules and things to remember when going into such a encounter. Kinds (1991) proposes such a checklist which is far from being complete or logically derived but, however, is still useful.



Principles: Ordnung und Gründlichkeit; Das Muß sein!



 Be punctual.

 Use last names and titles.

 Consider the importance of hierarchy in German companies.

 Use "Sie".

 Appear professional

 Know details about negotiation topic and partner.

 You can never make up for a mistake in the first contact.

 Consider all details of a contract.

 Germans negotiate for new contracts anew.

 Do not try to offer a "Du".

Figure � FVREF 1 \n �4�-� SEQ Figure \* ARABISCH �4�:	Dutch Negotiation Checklist

Source: Kinds (1991)

The first advice that is given refers to the German postulation of punctuality. Not to appear punctual to a negotiation is understood as a sign of missing respect, which can not be made up for by any excuse or circumstance. In Dutch-German relations, however, this topic is not a critical problem field, since the Dutch culture puts the same emphasis on punctuality as the German does.

The use of last names and titles as well as the "Sie" is important for those American-influenced cultures who refer to the use of first names even in business contexts. This point is closely linked to the difference in the joviality of the negotiation atmosphere. It is not only important to use the last names and the "Sie" when addressing the other party but also when consulting another member of the same team. Otherwise the German partner easily gets a kind of conspirational feeling. And it is not even common to offer the "Du" to each other at the end of a successful deal, such an offer is regarded to be a kind of rude in the German culture in the sense of disrespectfully. The second thing to remember is the titles which are important to refer to in a meeting with German counterparts due to the emphasis on status and hierarchy applying in the German culture. In a Dutch-German negotiation the Dutch partners have to remember to use the last names and the titles equally. This point also shows the respect of the Dutch negotiator towards German business practices.

The use of academic or professional titles enables the Dutch negotiator to estimate and remember the position, expertise and decision power of his counterpart, which is closely linked in hierarchical organisation such as German ones are.

Next to respect another important point to keep in mind is professionality which is the most important indicator for German companies to judge about the other’s seriosity. A solid appearance, manners and detailed knowledge about negotiation topic and partner are the key to trustworthiness. However, having gained a deal with a German company once does not necessarily mean a start for a future relationship. In fact, it is very common to negotiate for new contracts anew.

�Conclusion

Generally speaking in a Dutch-German business negotiation are no cultural ‘disconnects’ like for example "Content versus Context", "Short versus Long Term" or "Individual versus Group" the areas where misunderstandings most likely occur in international negotiations (Hennessey, 1996). However, it might be an advantage to be aware of cultural differences for both sides. Therefore, mutual adoption seems to be a good compromise.

For consultants in international negotiation, giving advice to either Dutch or German negotiators is a question of teaching negotiation practices of other cultures. Hennessey (1996) gives the following points for more likely successful negotiation regardless the nationality: "Make concessions strategically", "Manage information skilfully", "Get to the ‘need’ below the ‘want’", "position their case effectively" and "Raise your aspirations".

Cultural theories and models as described in this paper classify the two cultures in different clusters. In the case of the thought pattern model from Kaplan, however, the authors have doubts to classify the Germans in the group of Romance plus Slavic. Furthermore, in the done survey one can find evidence that the German verbal communication is the same as the Dutch or even more straight. Due to the small amount of interview partners one has to be careful with the interpretation of the given results so that further research in this area is recommended.

However, the Dutch-German cultural differences do not effect the negotiation result at all. The survey among practitioners shows that they would treat a Dutch-German negotiation the same as a Dutch-Dutch or German-German negotiation. A negotiation failure is mainly depending on topics and issues and not at all on cultural differences.

Even cultural differences are from minor importance for Dutch-German negotiations, it might be an advantage to be aware of cultural differences for both sides. Understand reasons and develop respect and tolerance for behaviour that does not conform with your standard values.
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�Appendix A: Questionnaire Form
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Dutch-German Business Negotiations

Questionnaire for Practitioners



1.	How often are you involved in Dutch-German negotiations with other companies?

(never)	1	2	3	4	5	(very often)



2.	How often are you involved in Dutch-German negotiations within your company?

(never)	1	2	3	4	5	(very often)



�3. Which language was used in Dutch-German negotiations?

	Dutch

	German

	English



��4.	Did you notice a correlation between success and the language used?

	Yes	Most successful language:__________________________

��	Reason:________________________________________

	 No	_________________________________________

		



5.	In case the negotiation failed, what were the reasons for the failure?

��Persons

�Topics/Issues

���Dutch-German differences

�

�6.	Are in Dutch-German relations personal or cultural differences more important?

Personal differences

Cultural differences



7.	Have there been any misunderstandings or tensions due to different culture?

	Interpretation failures of words or intonation:



	________________________________________________________________



	________________________________________________________________

�	Different body language or behaviour: 



	________________________________________________________________



	________________________________________________________________



8. What was the solution of those misunderstandings?



	________________________________________________________________



	________________________________________________________________



9. In what stage of those negotiations were the biggest differences?

�	Preparation beforehand			__

	Start: Statement of Positions			__

	Search of Compromise			__

	Final					



10.	Evaluate the following negotiating behaviours for Dutch and German negotiators. Please position a D for Dutch and a G for German negotiation behaviour below.

	Obtaining substantial results

Conceding	1	2	3	4	5	Stubborn

	Influencing the Balance of Power

Domineered	1	2	3	4	5	Dominant

	Influencing the Atmosphere

Jovial	1	2	3	4	5	Hostile

	Obtaining flexibility in negotiation	

Exploring	1	2	3	4	5	Avoiding

11.	Evaluate the following points for Dutch and German negotiating behaviour. Please mark D for Dutch and G for German negotiation behaviours.

	Sidepaths/Digressions from actual topic

	Yes:�D�G�	No:�D�G���

	Talking about more topics at a time

	Yes:�D�G�	No:�D�G���

	Pauses with informal small talk

	Yes:�D�G�	No:�D�G���

	Use of Humour	

	Yes:�D�G�	No:�D�G���

	Formal Atmosphere	

	Yes:�D�G�	No:�D�G���

	Strong chairman vs. moderate	

	Yes:�D�G�	No:�D�G���

12.	Below you can find four pictures which describes possible ways of verbal communication.

�	�	� EINBETTEN Word.Picture.6  ���	�	� EINBETTEN ShapewareVISIO20  ���





	Explanation:	A)	straight line:	to talk straight out about the purpose of the negotiation

		B)	lightning:	to talk about purpose of a negotiation by using distractions

		C)	hidden lightning:	to talk about more topics a time using a hidden strategy and distraction

		D)	snail:	to talk very indirectly about the purpose of the negotiation

a)	What style of verbal communication do Dutch negotiators use?

�	

b)	What style of verbal communication do German negotiators use?

	

�13.	Could you give an example from your experience of "typically" Dutch negotiation.



	___________________________________________________________________



	___________________________________________________________________



	___________________________________________________________________



14. Could you give an example from your experience of "typically" German negotiation.



	___________________________________________________________________



	___________________________________________________________________



	___________________________________________________________________





We would like to thank you for your assistance.
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