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Abstract 
Research on international business negotiation (IBN) predominantly focuses on major cultural blocs, 

leaving smaller cultures such as Sweden underexplored. In addition, the role of persuasion strategies 

within IBN remains insufficiently developed, particularly in relation to cultural context. This study 

examines how Swedish professionals employ and adapt persuasion strategies when negotiating with 

non-Swedish counterparts, drawing on Cialdini’s persuasion principles, intercultural adaptation (IA) 

theory, and IBN frameworks. 

A qualitative research design was adopted, based on thirteen semi-structured interviews with 

experienced Swedish business professionals. The findings indicate that Swedish negotiators apply a 

culturally embedded hybrid logic, combining relational principles, such as liking, unity, and reciprocity, 

with rational, authority-based argumentation. The findings also show that persuasion principles are used 

sequentially, with their ordering shaped by the counterpart’s cultural orientation and the negotiation 

context. IA emerges as a reactive and iterative process, shaped by situational cues and professional 

roles. Structural conditions, including the strength of the best alternative to a negotiated agreement 

(BATNA), informational asymmetries and internal alignment, further influence adaptation and 

persuasion strategy selection. 

The study suggests that practitioners should cultivate cultural self-awareness, sequence persuasion 

strategies in response to counterpart orientation, and establish a strong structural position prior to 

negotiation. 

These findings are subject to limitations, including a single-culture design, reliance on retrospective 

self-reporting, and the absence of a dyadic perspective. 

Keywords: International Business Negotiation, Intercultural Adaptation, Persuasion 
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1. Introduction 
The following section provides an overview of the key terminology used throughout the thesis, reviews 

the existing literature, and identifies areas that remain underexplored and require further investigation. 

It also presents the research aim, the corresponding research questions, the study’s delimitations, and 

its overall structure. 

1.1. The Research Topic in Context 

Globalisation has expanded business activity from primarily regional to increasingly international 

levels. Companies no longer focus solely on domestic or neighbouring markets but operate on global 

scales (Dicken, 2015, p. 1). Although recent theories on deglobalisation, reglobalisation and disjunctive 

globalisation have emerged, globalisation remains important. However it has increased in complexity, 

moving away from a Western-centric perspective, highlighting the need to negotiate transcultural codes 

for global engagement (Steger, 2025, pp. 172, 199-201). As a result, mindful cross-cultural interaction 

has not become less important, but more so. 

One particularly important dimension of cross-cultural interaction is negotiation. Negotiations occur on 

a daily basis in international business contexts and play a pivotal role in navigating complex and 

competitive environments. They take place in a wide range of settings, including interactions between 

competitors, partners, clients, suppliers, and other stakeholders, and determine how business is 

conducted, how profits are distributed, and how future cooperation develops (Weiss, 1994a, p. 51). 

Academically, international business negotiation (IBN) was developed as a process of conflict 

management (Benjamin, 2024) and combines two interrelated areas that will be outlined in the 

following, namely intercultural adaptation (IA) and persuasion. Thereby, IBN accounts for the influence 

of cultural context and how culture affects the preparation, dynamics, and outcomes of negotiations 

(Sycara, 1990, p. 204). This cultural orientation distinguishes IBN from earlier negotiation theories and 

renders it particularly relevant in intercultural settings. 
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Negotiation strategies are shaped by cultural values, communication styles, and behavioural 

expectations. Strategies considered important in one cultural setting may play a less prominent role in 

another, depending on underlying cultural characteristics such as individualism, collectivism, or the 

importance of relationships (Cialdini, 2001, p. 81; Ghauri, 2003, p. 13; Weiss, 1994a, p. 51). 

Understanding these dynamics is therefore essential for explaining how negotiation, and underlying 

persuasion, strategies vary across cultural contexts (Orji, 2016, p. 38), as “every negotiator belongs to 

a group or society with its own system and knowledge about social interaction” (Weiss, 1994a, p. 51). 

To analyse such cultural differences, as well as responses to them in negotiation settings, more 

systematically, this thesis draws on the concept of IA. IA operates at the individual level and refers to 

the process through which actors overcome experienced cultural differences in interactions between 

two or more parties (Beugelsdijk et al., 2018, p. 90). The term culture is employed instead of nationality, 

as it aligns more closely with key theoretical perspectives in IBN and IA, and enables a more nuanced 

and continuous interpretation of the empirical material. Where relevant, however, nationality is treated 

as a practical proxy for cultural variation, given that respondents themselves frequently referred to 

national contexts when describing cultural differences encountered in negotiations. In this context, IA 

is understood as a developmental process through which individuals adjust their cultural orientations in 

response to interaction with different cultural environments (Kim, 2001, p. 14; Weiss, 1994b, pp. 86-

94).  

However, within this broader conceptual context, less attention has been paid to smaller cultures 

(Khakhar & Rammal, 2013, p. 588), such as Sweden (Torsein, 2010, p. 2). Such cultures are associated 

with distinctive cultural profiles, defined by characteristics such as individualism, collectivism, power 

distance, and related dimensions (Hofstede, n.d.). 

These cultural characteristics have important implications for how persuasion strategies, such as those 

outlined by Cialdini (2001, pp. 76-81; 2021, p. 363), are perceived, interpreted, and applied in 

negotiation contexts. Persuasion is generally understood as a rhetorical technique used to influence 

another party’s beliefs, thereby facilitating changes in attitudes and subsequent behaviour. Persuasion 
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is particularly important in IBN, as it constitutes one of the primary mechanisms through which 

negotiators seek to shift the positions, priorities, and ultimately the decisions of their counterparts 

(O’Keefe, 2009, p. 270; Weiss, 1999, pp. 431-432). 

At the same time, IA provides a complementary lens for understanding how individuals manage and 

overcome cultural differences in IBN settings when applying such strategies. Consequently, selection 

and application of persuasion strategies within IBN may vary when professionals negotiate with 

counterparts from different cultural backgrounds (Weiss, 1994b, p. 81).  

Figure 1 illustrates the above outlined relationship between IBN, IA and persuasion, and forms the 

contextual foundation of the thesis. How these concepts intersect to generate a specific research 

problem, and what remains insufficiently understood within the existing literature, is addressed in the 

following section. 

1.2. Research Problem Discussion 

Existing literature on IBN provides limited insight into how persuasion strategies are used within and, 

more importantly, adapted across cultural contexts. Research in this field primarily focuses on the 

cultural influence on negotiations involving major cultures or cultural blocs, such as the United States 

(Fisher & Ury, 1981, p. 1; Graham, 2003, p. 47), China (Lee et al., 2006, p. 623) and the Arab world 

(Khakhar & Rammal, 2013, p. 578; Khakhar et al., 2023, p. 191). Other studies have concentrated on 

Figure 1; Concept Introduction 
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bilateral national culture comparisons, such as research on Canadian and Thai negotiators (Pornpitakpan 

& Francis, 2000, p. 77) or on the negotiation characteristics of a single national culture, for example 

Brazilian negotiators (Fang et al., 2017, p. 591). 

While these studies provide valuable insights, they do not explicitly examine how persuasion strategies 

are selected and adapted across cultural distance in negotiations involving smaller or less dominant 

cultures. In particular, whilst the use of persuasion strategies has received some attention, their IA 

remains largely underexplored. This gap is compounded by two further limitations in the existing 

literature. First, persuasion itself is only rarely addressed directly in negotiation research (Orji, 2016, p. 

38; Pornpitakpan & Francis, 2000, p. 91), resulting in a limited understanding of how persuasion 

operates within negotiation contexts, particularly when interactions involve professionals from smaller 

cultures. Second, much of the existing IBN and persuasion literature is grounded in North American 

cultural contexts and is frequently generalised to represent all "Western" cultures (Cialdini, 2001, p. 76; 

Graham, 2003, p. 46; Weiss, 1994a, p. 51; 1994b, p. 85). Applying such culturally narrow frameworks 

to negotiations involving professionals from smaller cultural backgrounds risks not only reducing their 

explanatory power but actively misrepresenting how persuasion functions in these settings, thereby 

contributing to unequal negotiation dynamics rather than clarifying them. This limitation highlights the 

need for approaches that account for cultural variability and the dynamic adaptation of persuasion 

strategies, rather than assuming their universal applicability. 

Sweden represents an informative case in this regard. It has a well-documented cultural profile 

(Hofstede, n.d.; House et al., 2004, p. 1), a distinct negotiation style grounded in egalitarianism and 

consensus orientation (Deresky, 2000, p. 172; Fey, 2005, p. 348), and is highly integrated into global 

markets, characterised by strong trade openness (OECD, n.d.). Despite this high level of international 

engagement, Sweden remains underrepresented in IBN research, making it both a relevant and 

overlooked context for examining how smaller cultures navigate IBN environments. 

Against this backdrop, this study addresses a gap at the intersection of persuasion, smaller cultural 

contexts, and IA. Specifically, it examines how persuasion strategies are selected and adapted by 
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Swedish professionals when negotiating with non-Swedish counterparts. In doing so, it contributes not 

only empirically but also conceptually, as no existing framework integrates IBN theory, IA theory, and 

persuasion principles in a unified manner. By combining these perspectives, the study conceptualises 

persuasion strategy selection as a culturally adaptive process within IBN, one that shapes which 

principles (liking, unity, authority, reciprocity, social proof, scarcity, and consistency) are emphasised 

or deprioritised depending on the cultural backgrounds of the negotiators involved (Cialdini, 2001, p. 

81). 

Understanding how professionals from smaller cultures employ and adapt persuasion strategies in 

culturally diverse negotiation settings may thus contribute to a deeper understanding of IBN, whilst also 

offering insights relevant for practitioners. 

1.3. Research Aim & Research Questions 

The thesis aims to increase understanding of how Swedish professionals utilise persuasion strategies in 

IBN and how these persuasion strategies are adapted when negotiating with a non-Swedish counterpart. 

Therefore, the work is guided by the following research question: 

How do Swedish professionals use persuasion strategies in international business negotiations? 

To increase overall understanding and support the main research question the thesis will be guided by 

a subsequent question: 

How are these strategies adapted when negotiating with non-Swedish counterparts? 

1.4. Delimitations 

This thesis primarily focuses on the persuasion strategies utilised by Swedish business professionals, 

and on how strategies are adapted within international contexts. The study does not analyse differences 

between Swedish professionals and specific non-Swedish counterparts but instead adopts a more 

general cross-cultural perspective. 
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Furthermore, the study focuses exclusively on individual professionals situated within a negotiation 

context; organisational and institutional backgrounds are not examined in detail. This delimitation 

positions the analysis at a micro level, with particular emphasis on the persuasion strategies employed 

by Swedish professionals. 

By drawing on Cialdini’s (2001, p. 76; 2021, p. 363) persuasion theory, the analysis is limited to 

conscious and ethical persuasion strategies applied in formal settings. Unconscious, manipulative, or 

informal forms of influence and persuasion fall outside the scope of this thesis and are therefore not 

included, as they constitute distinct research fields in their own right. 

As the study is situated within the field of international business, its empirical focus is restricted to 

professional business-to-business negotiations. Political, diplomatic, and private negotiation contexts 

are consequently excluded. 

1.5. Disposition 

The introduction presents the essential background to the research topic, key terminology, the research 

aim, and its underlying research questions, as well as the delimitations of the study. This is followed by 

a comprehensive theory section that outlines relevant literature on IBN, IA, and persuasion theory, and 

concludes with the development of a conceptual framework. 

The subsequent methodology section introduces the research design and explains how empirical data 

was collected through interviews and observations. This is followed by an analysis section in which 

collected data is systematically linked to the existing theory and the developed conceptual framework. 

The thesis concludes by summarising the key findings, reflecting on its limitations, and suggesting 

opportunities for future research. The disposition is visualised in Figure 2. 

Figure 2; Thesis Structure 

Introduction Theory
Development Methodology Findings Analysis Conclusion
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2. Theory Development 
For this thesis, international business negotiation (IBN), intercultural adaptation (IA), and persuasion 

theory are introduced as frameworks for understanding adaptive capacity and persuasion in IBN. A 

critical evaluation and integration of IA with negotiation and persuasion theory are presented in a 

conceptual model. 

2.1. International Business Negotiation Theory 

IBN theory provides the overarching framework for this study, within which persuasion theory is 

applied. It demonstrates how cultural context influences classical negotiation theories, making their 

validity contingent on cultural considerations (Sycara, 1990, p. 204). This helps explain differences in 

negotiations with non-Swedish counterparts, as well as variations in strategy effectiveness. 

Nevertheless, classical negotiation theory remains a key foundation when considered alongside cultural 

and intercultural perspectives. 

2.1.1. Classical Negotiation Theory & Its Foundations 

Principled negotiation was developed as a method of conflict management (Benjamin, 2024), and 

therefore as an approach to resolve issues based on the respective parties’ interests. The theory was 

developed within the field of political science and advises negotiators to search for possible mutual 

gains. When interests are conflicting, the negotiating parties are encouraged to ensure that outcomes are 

based on fair standards, while separating the substantive issues from the personal desires of the 

participants (Fisher & Ury, 1981, p. 6). 

According to Fisher and Ury (1981, p. 7) every negotiation method should aim to reach a sensible 

agreement where possible, be efficient, and preferably strengthen, or at least not negatively affect, the 

relationship between the negotiators. They further identify four fundamental elements present in every 

negotiation: People, who should be treated separate from the issue under discussion, interests, which 

should be prioritised over fixed positions, options prior to reaching any well-considered decision and 
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outcomes and criteria, which should be grounded in objective standards (Fisher & Ury, 1981, pp. 10-

11). 

In addition to these elements, Fisher and Ury (1981, pp. 50-51) introduce the concept of the Best 

Alternative to a Negotiated Agreement (BATNA), which refers to the most advantageous course of 

action a party can take if no agreement is reached. A strong BATNA increases a negotiator’s bargaining 

power, as it reduces dependence on the current negotiation outcome. Conversely, a weak BATNA may 

pressure negotiators into accepting less favourable terms. As such, the assessment and development of 

one’s BATNA is considered a central component of effective negotiation preparation. 

2.1.2. Cultural Limitations of Classical Negotiation Theory & the 
Emergence of International Business Negotiations 

Classical negotiation theory is largely rooted in American, political, individualist, and rationalist 

models, which do not apply uniformly across all cultures and, consequently, to all business negotiators 

worldwide. For instance, although separating people from problems may be advisable, many cultures 

do not distinguish between the two and cannot easily be expected to do so (Graham, 2003, p. 43). An 

exclusive focus on an Americanised perspective may therefore contribute to unequal negotiation 

dynamics, particularly when alternative cultural behaviours, such as different communication styles or 

task versus relationship orientation, are insufficiently recognised or critically examined in international 

settings. These limitations have become increasingly significant as the reduction of trade barriers and 

the growth of international connectivity since the 1990s have enabled smaller states and firms to 

participate more actively in global trade, thereby increasing the need for culturally responsive and 

adaptive negotiation approaches (Kalé, 1996, p. 75). 

In this context, IBN theory has developed as an extension of classical negotiation theory. Although 

closely linked, it introduces an important distinction by explicitly incorporating cultural differences, 

which exist at multiple levels (Ghauri, 2003, p. 4). 

While some researchers have questioned the extent to which cultural differences affect IBN (Zartman 

& Habeeb, 1993, p. 19), the majority of scholars agree that cultural knowledge and intercultural 
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communication skills are both necessary and increasingly important for successful negotiation. This is 

because negotiations are not governed solely by hard factors, such as legal and economic considerations, 

but also by soft factors, including the characteristics of individual negotiators and the nature of social 

relationships. As negotiation norms vary across cultures, their neglect or misinterpretation may result 

in unequal dynamics throughout the negotiation process (Usunier, 2003, pp. 97-98; Weiss, 1994a, p. 

51). 

IBN theory thus introduces culture as a systematic variable in negotiations, acknowledging that it cannot 

be treated uniformly and must be carefully considered even between geographically proximate countries 

(Graham, 2003, p. 30). This shift highlights the need to account for cultural influences across all stages 

of the negotiation process. 

2.1.3. Cultural Adaptation & Analytical Frameworks in International 
Business Negotiations 

Consequently, applying a single negotiation strategy across all cultural contexts is no longer sufficient, 

as diverse actors and circumstances requires multiple strategic approaches (Weiss, 1994a, p. 52). 

To address this, several frameworks have been developed to analyse how cultural adaptation occurs 

throughout the negotiation process. Ghauri (2003, p. 9) integrates cultural dimensions into different 

stages of negotiation, while Volkema (2012, p. 625) highlights that cultural influences are already 

evident in the initiation phase. Similarly, Saner (2003, p. 52) shows that culture shapes the selection of 

tactics and strategies, with tactical actions being more flexible and adaptable than overarching strategies 

in intercultural contexts. 

Ghauri’s (2003, p. 5) framework identifies three key aspects of IBN: background factors, process, and 

atmosphere, all of which are shaped by cultural dimensions such as time orientation, communication 

patterns, and individualism versus collectivism. This framework is particularly useful for analysing 

where and how IA occurs (Ghauri, 2003, pp. 13-14).  
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Graham (2003, pp. 31-32) further demonstrates that 

cultural differences create a hierarchy of negotiation 

problems, as illustrated in Figure 3. At the most explicit 

level, these include language and communication, 

followed by non-verbal behaviours such as silence or 

physical contact (Graham, 2003, pp. 33-43). At deeper 

levels, differences in values (e.g. punctuality or competitiveness) and in thinking and decision-making 

processes may lead to misunderstandings and tension, for instance when cultures differ in whether they 

address issues sequentially or simultaneously (Graham, 2003, pp. 43-48). 

As issues become increasingly subtle and difficult to identify, effective negotiation requires not only 

cultural awareness but also the ability to structure the negotiation process in a transparent and mutually 

understood manner (Cronen & Shuter, 1983, p. 99; Graham, 2003, pp. 32-33; Weiss, 1994a, p. 52). 

2.1.4. Linking International Business Negotiation & Persuasion Theory 

Before concluding this first theory section, it is important to establish a link between negotiation theory 

and persuasion theory. While some scholars distinguish persuasion as a process of convincing from 

negotiation as a process of exchange, highlighting that different norms may apply (Provis, 2004, p. 2; 

Scotwork, 2014), others argue that “persuasive argumentation lies at the heart of negotiation” (Sycara, 

1990, p. 204). From this perspective, negotiation provides the structural context within which 

persuasion unfolds, a view that underpins the analytical approach adopted in this thesis. Persuasion can 

therefore be understood as a means of strategically influencing behaviour during negotiations, shaping 

interactions towards outcomes that are framed as mutually beneficial. 

2.2. Intercultural Adaptation Theory 

The preceding section has demonstrated that IBN theory is closely linked to, and significantly 

influenced by, culture. Consequently, the concept of IA is introduced in the following section. 

Language

Non-verbal 
Behaviour

Values

Thinking & Decision-
Making Process

Figure 3; Hierarchy of Negotiation Problems 
based on Graham (2003, pp. 31-32) 
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2.2.1. Origins & Foundations of Intercultural Adaptation Theory 

IA theory developed from the culture shock framework, initially within tourism research (Hottola, 2004, 

p. 447). Culture shock describes the tension experienced when encountering unfamiliar environments, 

beliefs, and practices (DiLallo & Lindkvist, 1996, p. 356). Both concepts are rooted in psychology, 

particularly culture learning theory. Building on this foundation, IA theory has become increasingly 

relevant in international business, with research highlighting the importance of systematic cultural 

training for individuals operating in unfamiliar cultural contexts, including those engaged in IBN (Ward, 

2001, pp. 244-246). 

2.2.2. Relevance of Intercultural Adaptation for International Negotiation 

IA can be defined as “the process through which individuals transition from one culture to another, 

involving both behavioural and psychological changes resulting from interactions with different social 

practices” (Kim, 2001, p. 14). While much of the IA literature focuses on long-term adaptation within 

a physically new cultural environment (Doungphummes & Zarchi, 2022, p. 326; Tang & Zhang, 2023, 

p. 1; Ye, 2025, p. 265), empirical evidence shows that IA is also crucial for intercultural communication 

more broadly (Hu, 2023, p. 440). This is particularly relevant for IBN, as negotiations represent a 

specific form of intercultural communication. 

As illustrated in Figure 4, IA can be understood as an intermediary 

process initiated by cultural stress that may lead to longer-term cultural 

growth. Given that negotiations typically occur without long-term 

cultural integration, this intermediary phase is of particular importance. 

IA can therefore be viewed as a natural process through which 

individuals adjust their behaviour and cognition in response to 

intercultural interaction in order to engage more effectively with their counterparts (Hu, 2023, p. 440). 

At the same time, ongoing globalisation and increasing international connectivity, alongside evolving 

cultural, linguistic, and religious traditions, have blurred the boundaries between “us” and “them”. This 

development both heightens the importance of IA and increases its complexity (Kim, 2001, p. 13), as 

Stress

Adaptation
Growth

Figure 4; Stress-Adaptation-Growth 
Dynamic based on Kim (2008, p. 364) 
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simplified or Western-centric perspectives are no longer sufficient and more context-specific analyses 

are required. 

2.2.3. Adaptation, Assimilation, & the Non-linearity of Intercultural 
Adaptation 

Within IA theory, it is important to distinguish between adaptation and assimilation. While adaptation 

refers to the expansion of an individual’s worldview through the incorporation of new cultural elements, 

assimilation implies the replacement of one’s original cultural framework (Bennett, 1998b, p. 25), 

which is not considered in this thesis.  

Building on this, adaptation can be understood as a non-linear and context-dependent process that varies 

across individuals depending on factors such as experience, resilience, and situational conditions (Adler, 

1975, p. 13). Adler (1975, p. 20) describes this development as a gradual shift from a single, 

monocultural perspective towards a more differentiated and intercultural understanding. This highlights 

that IA is neither uniform nor predictable, but unfolds differently depending on individual and 

situational factors. 

2.2.4. Ethnocentrism, Ethnorelativism, & Barriers to Intercultural 
Adaptation 

To understand why IA is not always straightforward and may fail relatively often, Bennett’s (1998a, p. 

1) work on intercultural communication provides further clarification. Bennett distinguishes between 

ethnocentrism, the tendency to evaluate other cultures based on one’s own standards, and 

ethnorelativism, the ability to engage with multiple cultural frameworks and adapt behaviour 

accordingly (Bennett, 1998b, p. 26). Ethnorelativism can therefore be regarded as a key prerequisite for 

effective intercultural interaction and negotiation. 

In addressing the transition from ethnocentrism to ethnorelativism Barna (1998, pp. 173-187) and 

Bennett (1998c, p. 196) identify several recurring challenges that closely resemble Graham’s (2003, pp. 

31-32) hierarchy of negotiation problems (Figure 3), including language barriers, non-verbal 

misinterpretations, and stereotypical thinking. These perspectives highlight that misunderstandings are 
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typically perceptual rather than intentional. Since cultures shape how behaviours and meanings are 

interpreted (Weiss, 1994a, p. 59), the ability to adapt to such differences becomes crucial for success in 

IBN. 

2.2.5. Linking Intercultural Adaptation to International Business 
Negotiation 

The connection between IA and IBN theory can be further established by drawing on Weiss (1994a, p. 

51; 1994b, p. 85), who argues that negotiation strategies that disregard cultural factors are “naive or 

misconceived” (Weiss, 1994a, p. 53). IA is therefore essential for successful negotiations, as cross-

cultural negotiators cannot assume shared knowledge or practices and must consider their counterparts 

both as members of a cultural group and as individuals (Weiss, 1994b, p. 85). In the second part of 

Negotiating with “Romans”, Weiss (1994b, p. 86) proposes a five-step approach for selecting culturally 

responsive negotiation strategies before entering an IBN. 

The first step involves reflecting on one’s own cultural negotiation script, which should not be regarded 

as universally applicable. Instead, negotiators are advised to develop a comprehensive profile of their 

own cultural approach (Weiss, 1994b, pp. 86-87). Building on this self-awareness, the second step 

requires familiarisation with the counterpart’s cultural negotiation script in order to anticipate and 

interpret behaviour more accurately, including an understanding of underlying values and beliefs 

(Weiss, 1994b, p. 88). 

As a third step, Weiss (1994b, p. 89) emphasises the importance of considering the relationship between 

the parties and the broader situational context, as behaviour is shaped by specific circumstances. 

Existing relationships may positively or negatively influence negotiation dynamics. Within this stage, 

negotiators must also assess the balance of power, a particularly challenging task given that power, its 

expression, and responses to it are culturally contingent (Hofstede, 1984, p. 1; Weiss, 1994b, p. 90). 

Based on these considerations, the fourth step involves predicting and influencing the counterpart’s 

approach. Implementing a culturally responsive strategy alone is insufficient; negotiators must also 

anticipate how the counterpart is likely to behave and adapt accordingly. Early insight into the other 
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party’s approach allows greater preparation time and increases the likelihood of influencing negotiation 

behaviour in a preferred direction (Weiss, 1994b, pp. 91-92). Finally, negotiators must select one or 

more feasible strategies that are acceptable to all parties involved. Familiarity and comfort with the 

chosen strategy further enhance the 

likelihood of successful outcomes 

(Weiss, 1994b, p. 93).  

IA theory thus helps explain how 

negotiators develop the capacity to enact 

the culturally responsive strategies 

outlined in Weiss’s framework, as 

illustrated in Figure 5. 

Weiss’s (1994b, pp. 86-94) framework has been widely applied across disciplines, enabling researchers 

to systematically analyse how cultural factors influence negotiation behaviour and outcomes in different 

contexts, including business, diplomacy, and education (Ready & Tessema, 2009, p. 493; Salacuse, 

2010, p. 187; Strimling, 2006, p. 91; Torsein, 2010, p. 40). Its application has contributed to a more 

structured understanding of how negotiators can anticipate, interpret, and adapt to cultural differences, 

thereby supporting the development of more effective and context-sensitive negotiation strategies. As 

such, Weiss’s research remains a foundational contribution to the study of IBN and continues to inform 

contemporary research in the field (Zhang et al., 2021, p. 556). 

2.3. Persuasion Theory & Cialdini’s Principles 

Persuasion is generally understood as a means of influencing another party’s beliefs in order to facilitate 

changes in attitudes (O’Keefe, 2009, p. 270; Weiss, 1999, pp. 431-432). Originating in rhetorical 

traditions, with roots tracing back to ancient Greek philosophy, it has long been recognised as a central 

mechanism in communication and interaction (Sloane, 2001, p. 608; Worthington, 2007, p. 5). 

Reflect on 
Own 
Culture's 
Script

Learn 
Counterparts 
Cultural 
Script

Consider 
Relationship & 
Circumstances

Predict or 
Influence 
Counterparts 
Approach

Choose Own 
Strategy

Figure 5; Culturally responsive negotiation strategy based on Weiss 
(1994b, pp. 86-94) 
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2.3.1. Behavioural Foundations of Persuasion 

Since the mid-twentieth century, persuasion has been studied as a form of social influence within 

psychology and later developed into a broader social science field, partly driven by its extensive use 

during World War II in propaganda and public information campaigns (Cialdini, 2001, p. 76; Pratkanis, 

2001, p. 1). As a result, numerous researchers have investigated how one individual can influence the 

actions and attitudes of another from a variety of perspectives, including marketing (Friestad & Wright, 

1994, p. 1) and law (Singer, 1989, p. 2442).  

Kahneman’s work laid the foundation for behavioural economics (Tversky, 2025, p. 286) and is 

therefore crucial for understanding Cialdini`s The Science of Persuasion (Cialdini, 2001). Kahneman 

and Tversky’s (1979, p. 263) Prospect Theory shows that decision-making is largely intuitive and 

heuristic, rather than fully rational (Tversky & Kahneman, 1992, p. 297; Van Der Burght, 2025). This 

challenges earlier economic assumptions, particularly those of the Game Theory, which models 

individuals as entirely rational actors seeking to maximise utility (Von Neumann et al., 2007, p. 1). 

2.3.2. Cialdini’s Framework of Persuasion Principles 

Building upon Kahneman’s findings, Cialdini developed his work The Science of Persuasion (Cialdini, 

2001, p. 76). Cialdini (2001, p. 76) examined triggers and behavioural changes that lead to compliance 

with requests. Based on this research, he developed a framework consisting of six fundamental 

tendencies of human behaviour, later on extended to seven (Cialdini, 2021, p. 363), that can generate 

compliance and positive responses when applied appropriately. 

In The Science of Influence, Cialdini et al. (2002, p. 1) further developed the six original behavioural 

tendencies and provided guidance on how negotiators and mediators can apply them effectively. 

I. The Principle of Liking (Cialdini, 2001, pp. 78-79; Cialdini et al., 2002, p. 1) 

The more an individual likes another person, the more easily they can be influenced by them. Factors 

such as physical attractiveness or the use of compliments can increase likeability. However, the 

strongest influencing factor is similarity. The more similar two individuals are, the greater the likelihood 
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of compliance. Similarity can be established through relatively minor cues, such as having similar-

sounding names or originating from the same geographical area. 

II. The Principle of Authority (Cialdini, 2001, pp. 79-80; Cialdini et al., 2002, p. 1) 

As legitimacy is commonly associated with authority, individuals are more easily influenced by those 

they perceive as authoritative figures, typically due to superior knowledge, skills, or experience. 

Cialdini suggests that expertise should be established prior to any persuasive attempt. To increase 

credibility, authority must be accompanied by trustworthiness, which can be enhanced by openly 

communicating both strengths and weaknesses. 

III. The Principle of Scarcity (Cialdini, 2001, p. 80; Cialdini et al., 2002, pp. 1-2) 

Goods and services tend to become more desirable when they are perceived as limited or less accessible. 

Furthermore, research suggests that in situations of uncertainty, mediators and negotiators are 

particularly effective when emphasising avoided losses rather than potential gains. 

IV. The Principle of Consistency (Cialdini, 2001, pp. 77-78; Cialdini et al., 2002, p. 2) 

Research indicates that individuals generally strive to act in accordance with commitments they have 

previously made, particularly when these commitments are voluntary, public, and active. People tend 

to follow rules and behaviours that align with what they have already communicated in order to remain 

consistent. Consequently, consistency can be utilised effectively to create coherence and elicit desired 

responses. Previous studies have shown that written commitments are especially effective in this regard. 

V. The Principle of Reciprocity (Cialdini, 2001, pp. 76-77; Cialdini et al., 2002, pp. 2-3) 

In general, individuals feel obliged to return what they have received. This principle applies not only to 

consumer products and goods but also to concessions and services. When one party makes a concession, 

the other party is more likely to reciprocate. 
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VI. The Principle of Social Proof (Cialdini, 2001, p. 78; Cialdini et al., 2002, p. 3) 

Individuals often decide how to behave by observing what others, particularly similar others, have done 

in comparable situations. The more people respond favourably to a particular suggestion, the more 

likely others are to follow, as such behaviour appears socially approved and therefore correct. This 

principle is especially influential in situations characterised by high uncertainty. In negotiation contexts, 

negotiators can utilise social proof by demonstrating how specific approaches or ideas have been 

successful in comparable cases. 

VII. The Principle of Unity (Cialdini, 2021, pp. 363-366) 

“People are inclined to say yes to someone they consider one of them” (Cialdini, 2021, p. 364). This 

principle adds an additional layer to the principle of liking by moving beyond simple similarities and 

instead emphasising shared identities, such as race, ethnicity, nationality, family ties, or political and 

religious connection. When individuals perceive others as part of a shared we, the distinction between 

self and other becomes less pronounced, thereby increasing the potential for influence. 

2.3.3. Cultural Variation in the Application of Persuasion Principles  

Cialdini et al. (2002, p. 3) suggest that while the principles can be applied individually, they are most 

effective in combination. He further notes that their relative importance varies across national contexts, 

even though all cultures appear to utilise them, without, however, specifying in detail how these 

differences manifest in practice (Cialdini, 2001, p. 81). 

Scholars such as Pornpitakpan and Francis (2000, p. 77), examine these differences by analysing how 

culture influences persuasion strategies in a study of Thai and Canadian students. Their findings indicate 

that individuals in cultures characterised by higher power distance, greater uncertainty avoidance, and 

collectivist orientations are more receptive to persuasion based on source expertise than those in cultures 

with opposing characteristics. This underscores the importance of cultural context in shaping persuasion 

dynamics in IBN. 
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2.4. Cultural Context: Swedish Negotiation Characteristics 

To apply the preceding theoretical perspectives, the following section outlines key cultural 

characteristics of Sweden, understood here as socially shared values within a collective (Reynolds et 

al., 2003, p. 244), as a contextual foundation for the analysis, thereby enabling a more nuanced 

understanding of how culture shapes negotiation behaviour and persuasion strategies. 

2.4.1. Cultural Dimensions of Sweden - Hofstede 

To develop a clearer understanding of the cultural script of Swedish negotiators, as previously referred 

to by Weiss (1994b, pp. 86-87), Hofstede’s (1984, p. 1) framework on cultural consequences provides 

a useful starting point. He defines culture as the collective programming of the mind that distinguishes 

members of one group from another (Moonen, 2017, p. 1151). 

Within this framework, Swedish culture scores highly on individualism, reflecting an emphasis on 

individual rights and freedom of choice. At the same time, Sweden is characterised as a strongly 

feminine culture, indicating a preference for helpfulness over the pursuit of material success (Heydari 

et al., 2021, p. 2; Hofstede, n.d.; Tata & Prasad, 2015, p. 281). In addition, low power distance suggests 

that individuals are less inclined to accept hierarchical inequalities and may be more willing to challenge 

authority (Heydari et al., 2021, p. 2; Hofstede, n.d.; Tata & Prasad, 2015, pp. 281-282). 

2.4.2. Cultural Dimensions of Sweden - GLOBE 

The Global Leadership and Organisational Behaviour Effectiveness (GLOBE) study (House et al., 

2004, p. 1) provides a complementary perspective by distinguishing between cultural values (“what 

should be”) and practices (“what is”), thereby highlighting the potential divergence between normative 

expectations and actual behaviour (Moonen, 2017, pp. 1151-1152). 

In addition, the GLOBE study introduces assertiveness as a distinct cultural dimension, which is both 

valued and experienced at relatively low levels in Sweden (GLOBE Project, n.d.; House et al., 2004, p. 

1). This suggests a tendency towards cautious, non-confrontational interaction patterns. 
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2.4.3. Critical Reflection on Cultural Frameworks 

Hofstede’s framework and the GLOBE study have both been criticised for their relatively static 

conceptualisation of culture and their reliance on national-level indicators to explain individual 

behaviour. Nevertheless, their extensive use in prior research supports their relevance as foundational 

frameworks for this thesis, whilst their limitations highlight the need to account for individual and 

contextual variation (Moonen, 2017, pp. 1151-1152). Against this background, the present study 

examines how such cultural characteristics shape the negotiation behaviour of Swedish professionals 

and how they are reflected in their persuasion strategies in IBN. 

2.4.4. Swedish Negotiation Behaviour 

Building on the previously discussed cultural dimensions, existing literature provides insights into how 

these characteristics may manifest in negotiation behaviour. Swedish negotiators are often described as 

reserved, cautious, and non-confrontational, with a tendency to avoid overt conflict (Deresky, 2000, p. 

172; Fey, 2005, p. 348). These behavioural tendencies align with the emphasis on consensus, 

cooperation, and relationship preservation identified in the cultural frameworks discussed above. 

Accordingly, Swedish negotiators are expected to favour a calculated and collaborative approach, 

prioritising mutual understanding and long-term relationship-building over short-term gains. These 

characteristics have also been observed in prior research on Swedish business professionals in IBN 

contexts (Torsein, 2010, p. 47). 

2.5. Creating a Conceptual Framework 

After introducing the various theoretical foundations in the preceding sections, a conceptual framework 

is now developed that integrates these perspectives and extends the existing literature. 

2.5.1. From Classical Negotiation Theory to International Business 
Negotiation  

Fisher and Ury (1981, pp. 6-11) established guiding principles through their work on principled 

negotiation, which serve as a foundation for the present framework. Their approach advocates reaching 
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efficient and fair agreements that strengthen relationships and aim for mutual gains, reflected in the 

“Outcome” component of the conceptual framework (Figure 6). However, their recommendation to 

separate people from problems and interests from positions reflects clear cultural roots in the United 

States. When applied across diverse cultural contexts without adjustment, these assumptions may limit 

applicability and negotiation success. 

To address these limitations, Ghauri’s (2003, pp. 5, 13-14) core aspects of IBN are incorporated into the 

classical negotiation principles. Ghauri highlights background factors, process, and atmosphere as 

central dimensions of IBN, all of which are shaped by cultural differences, particularly communication 

patterns and the role of personal relationships. By integrating these dimensions, culture becomes a 

central component of negotiation analysis, thereby enhancing the explanatory scope of the framework. 

Accordingly, cultural influences are reflected in both negotiators and the negotiation process within the 

conceptual framework. 

Such cultural differences may give rise to various negotiation challenges, as discussed by scholars from 

multiple research traditions (Barna, 1998, pp. 173-187; Bennett, 1998c, p. 196; Graham, 2003, pp. 31-

32). These challenges, illustrated in Figure 3, define the contextual conditions of IBN and indicate the 

need for IA depending on the cultural background of the counterpart. 

2.5.2. Intercultural Adaptation as a Mediating Mechanism in International 
Business Negotiation 

In this regard, IA may play an important role in addressing culturally embedded differences. Weiss 

(1994a, p. 53), emphasises the necessity of extended cultural knowledge for successful IBN. Through 

IA, negotiators ideally develop a differential state of awareness and acceptance as well as emotional 

independence (Adler, 1975, p. 20; Kim, 2001, p. 1), which can be summarised as ethnorelativism 

(Bennett, 1998b, p. 26). Importantly, this process does not unfold uniformly but varies across 

individuals and situations. 

Building on this perspective, Weiss (1994b, pp. 86-94) proposes a culturally responsive negotiation 

strategy (Figure 5) that connects IBN and IA theory. His five-step approach encourages negotiators to 
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reflect on their own cultural negotiation script, including elements such as their BATNA (Fisher & Ury, 

1981, pp. 50-51), before familiarising themselves with that of their counterpart. It further highlights the 

importance of considering the relationship between the parties, anticipating counterpart behaviour, and 

selecting a culturally appropriate strategy accordingly. 

IA therefore influences not only persuasion strategies but also the overall development of the 

negotiation process, a dual effect that is represented in the conceptual framework (Figure 6) through 

two directional arrows. 

2.5.3. Cultural Influences on Persuasion Strategy Selection 

While persuasion lies at the heart of negotiation processes (Sycara, 1990, p. 204), the cultural influence 

on persuasion strategies remains comparatively underexplored. Cialdini (2001, p. 81) acknowledges 

that the relative importance of persuasion principles may vary across cultures, yet maintains their 

universal applicability without providing a systematic analysis of such variation. Drawing on insights 

from IA and IBN literature, cultural adaptation can therefore be understood as shaping how persuasion 

principles are selected and applied within negotiation contexts, a relationship reflected in the conceptual 

framework of this study. 

The conceptual framework (Figure 6) integrates Weiss’s (1994b, pp. 86-94) culturally responsive 

negotiation strategy with Cialdini’s (2001, pp. 76-80; 2021, p. 363) seven persuasion principles; liking, 

authority, scarcity, consistency, reciprocity, social proof and unity. Within this integrated perspective, 

persuasion strategy selection is conceptualised as culturally contingent, as certain principles may appear 

more legitimate or effective depending on the cultural context. At the same time, the relationship 

between negotiating parties influences the applicability of specific principles. Rather than following 

linear steps, strategic adjustments are understood as iterative alignments between self-awareness and 

continuous assessment of the counterpart, shaped by relationship dynamics, communication norms, and 

perceived power asymmetries. 
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Applying this logic to the Swedish context, the cultural characteristics identified by Hofstede (n.d.) and 

House et al. (2004, p. 1) together with prior descriptions of Swedish negotiators as cautious, non-

confrontational, and relationship-oriented (Deresky, 2000, p. 172; Fey, 2005, p. 348; Torsein, 2010, p. 

47), provide the basis for representing the Swedish negotiator as shaped by cultural context within the 

conceptual framework. These characteristics are included not as deterministic assumptions, but as 

sensitising dimensions through which the subsequent analysis examines how Swedish professionals 

select and adapt persuasion strategies in IBN. 

2.5.4. Operationalisation of the Conceptual Framework 

To operationalise these theoretical considerations, the framework distinguishes between cultural 

context, IA, persuasion strategy selection, the negotiation process, and negotiation outcomes. Cultural 

differences provide the contextual conditions within which IBN takes place, whilst IA functions as the 

mediating mechanism through which negotiators interpret and respond to such differences. By building 

on the integration outlined above, the framework conceptualises persuasion strategy selection as a 

culturally adaptive process, representing the central analytical focus. Negotiations are depicted as 

iterative, leading to an outcome once mutual understanding or agreement is reached. The objective of 

the framework is thus to understand how the selection and weighting of persuasion principles is shaped 

by cultural origin and how it evolves when Swedish professionals interact with non-Swedish 

counterparts. 

In the conceptual framework, light blue represents the Swedish negotiator, who constitutes the empirical 

focus of this thesis, while dark blue denotes the non-Swedish counterpart, who is included through the 

Swedish negotiators’ perceptions and accounts rather than studied directly. Green indicates cultural 

differences, and grey represents the negotiation process and outcome. Arrows illustrate the direction of 

influence and process flow, while the dashed elements represent anticipated, non-studied, processes 

relating to the non-Swedish counterpart. Multiple arrows indicate the dual influence of IA on both 

persuasion strategy selection and the negotiation process. 
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The conceptual framework provides the basis for the methodology section by guiding the exploration 

of how Swedish negotiators perceive cultural differences and adapt their persuasion strategies in 

culturally diverse IBN contexts.  

Figure 6; Conceptual Framework 
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3. Methodology 
This section outlines the methodological approach used to investigate the study’s research question. It 

presents the research design, sampling strategy, data collection, and data analysis process, before 

discussing reliability, validity, and ethical considerations. 

3.1. Research Design & Philosophical Approach 

The following outlines the philosophical positioning of the study and explains how these assumptions 

shape the research design, methodological choices, and analytical approach. 

3.1.1. Ontological Positioning: Constructionism 

This research is grounded in a constructionist ontological stance, which assumes that social reality is 

constructed through social interaction. Accordingly, the phenomenon under investigation is understood 

as being shaped by the actions of individuals and by the interpretation and reflexivity, rather than as an 

objectively existing external reality (Bell et al., 2022, p. 50). In this context, negotiation behaviour and 

persuasion strategy selection are understood as an emergent reality, which undergoes continuous 

construction and reconstruction through interaction. This view aligns with the constructionist 

assumption that culture “acts as a point of reference that is always in the process of being formed” 

(Bell et al., 2022, p. 58), rather than constituting a fixed and unchangeable objective reality. 

3.1.2. Epistemological Positioning: Interpretivism 

Given that this thesis seeks to understand how Swedish negotiators interpret, experience, and adapt 

their behaviour in international business negotiations (IBN), it adopts an interpretivist epistemological 

approach to develop a contextualised understanding of human action (Bell et al., 2022, p. 67). While 

negotiation behaviour can be observed externally, this study is primarily concerned with the underlying 

reasoning, perceptions of cultural distance, and conscious adaptation processes that shape such 

behaviour. These elements are not directly accessible through observation alone. 
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Interpretivism is therefore particularly suitable, as it emphasises access to negotiators’ subjective 

meanings and lived experiences, especially regarding how and why they adjust their persuasion 

strategies across cultural contexts. Semi-structured interviews enable the researcher to capture reflective 

accounts of past negotiations, including implicit considerations, strategic intentions, and perceived 

constraints that would remain hidden in purely observational settings (Bell et al., 2022, pp. 436-437). 

This epistemological stance thus justifies the use of interviews as the primary research method, as it 

prioritises depth of understanding over surface-level behavioural description and allows for the 

exploration of intercultural adaptation (IA) as a cognitively and socially constructed process. 

3.1.3. Research Logic & Process: Abductive & Interpretative Approach 

In applying existing IA theory to a new context within IBN and in 

developing a conceptual framework, the study follows an abductive 

research logic, as illustrated in Figure 7. This approach enables 

movement between theoretical concepts and empirical 

observations, whereby theory informs data interpretation while 

empirical insights refine theoretical understanding (Bell et al., 2022, 

p. 42; Mantere & Ketokivi, 2013, p. 75). 

This abductive process was reflected in iterative shifts between 

theory and data throughout the study. Initially, existing theoretical 

frameworks were reviewed to identify potential gaps and develop a 

preliminary conceptual framework (Figure 6), which guided the 

empirical data collection (Schwartz-Shea & Yanow, 2012, pp. 40-

44). During the analysis of the interview data, however, certain 

empirical patterns, particularly the finding that negotiators 

described adaptation as situational, relational and sequential rather than purely strategy-driven, 

prompted refinements to the initial framework. Additional theoretical perspectives, including Brett 

(2000, p. 97), Tran (2017), Leung and Cohen (2011, p. 524) and Meyer (2014, pp. 151-153), were also 

Figure 7; Research Process 
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incorporated during the analysis to strengthen analytical depth and account for dimensions whose 

relevance had not been fully anticipated at the outset. 

The iterative process continued until no substantially new themes or contradictions emerged from the 

empirical material and the conceptual framework reached a stable form. At this stage, further data 

analysis no longer led to meaningful theoretical refinement, indicating a point of theoretical saturation 

and marking the endpoint of the abductive exploration. 

Consistent with this abductive logic, an interpretative approach was adopted, relying on contextual 

interpretation and analytical judgement. Overall, the study involved a dialogical process between theory 

and empirical material, enabling a nuanced and context-sensitive interpretation of the findings (Bell et 

al., 2022, p. 42; Mantere & Ketokivi, 2013, p. 75). This analytical process is discussed in further detail 

in the data analysis section. 

3.1.4. Implications for Research Strategy 

Taken together, these ontological and epistemological assumptions call for the adoption of a qualitative 

research strategy. Because adaptation processes and persuasion strategy selection are context-sensitive 

and relational phenomena, which are best explored through textual data rather than numerical 

measurement (Bell et al., 2022, p. 363). A qualitative approach therefore enables the study to capture 

the complexity of negotiators’ experiences and the interpretative processes through which culturally 

adapted persuasion strategies are constructed and applied. 

3.2. Research Strategy 

Building on the philosophical foundations of constructionism and interpretivism outlined above, the 

following section presents the research strategy adopted to explore how persuasion strategies are used 

and adapted in IBN. 



 27 

3.2.1. Qualitative Research Design 

To increase understanding of how Swedish negotiators use persuasion strategies in IBN, a qualitative, 

narrative interview-based design was applied. This approach is particularly suitable because the 

adaptation process cannot easily be captured through quantitative methods alone and requires 

contextualised, retrospective explanations. Understanding the reasoning behind persuasion strategy 

selection requires interviewees to reconstruct previous negotiations, which calls for a flexible 

methodological approach (Bell et al., 2022, p. 430). Qualitative research is a well-established strategy 

within the field of international business, having been utilised by scholars such as Johanson and Vahlne 

(1977, p. 23), Barney (1991, p. 99), and Dunning (2001, p. 173). As Paavilainen-Mäntymäki and 

Plakoyiannaki (2025, p. 709) argue: “Qualitative research is particularly suitable for international 

business (IB) as it captures the richness, openness and complexity of rapidly evolving phenomena”. 

3.2.2. Level of Analysis, Unit of Analysis & Case Selection 

The level of analysis in this study is the individual, as the research seeks to understand how negotiators 

adapt their persuasion strategies in IBN, whilst organisational, national, and macro-institutional 

structures are treated as contextual influences rather than primary units of analysis. Accordingly, the 

unit of analysis consists of individual Swedish business negotiators, who serve as the primary empirical 

source through semi-structured interviews. 

Swedish negotiators were selected as the focal case for both theoretical and practical reasons. Focusing 

on a single cultural background allows for a more controlled and in-depth analysis, while still 

contributing to a broader understanding of how culture shapes persuasion in IBN settings. 

At the same time, Swedish negotiators are underrepresented in the literature, particularly in relation to 

how they adapt their persuasion strategies when interacting with non-Swedish counterparts. From a 

practical standpoint, geographical and institutional proximity to the context under study also facilitated 

access and contextual familiarity, enabling a more fine-grained analysis. 
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3.2.3. Theoretical Positioning of the Study 

The aim of the research is to refine existing theory concerning how IA influences the selection of 

appropriate persuasion strategies when Swedish negotiators engage with non-Swedish counterparts in 

IBN. In doing so, the study seeks to clarify how mechanisms such as persuasion principles are 

contextually adjusted and applied. 

3.3. Sampling & Data Collection 

In line with the qualitative and interpretivist research strategy described above, the following section 

outlines the sampling process through which participants were recruited. 

3.3.1. Sampling Strategy 

Participants were selected using a purposive sampling strategy, guided directly by the research question. 

The specific inclusion criteria are outlined in the following sub-section. Purposive sampling was 

considered appropriate, as it enables the selection of participants who can provide meaningful insights 

aligned with the interpretivist stance adopted throughout this thesis (Bell et al., 2022, p. 398). 

To increase the number of suitable participants, purposive snowball sampling, also referred to as chain 

referral sampling, was employed. Initial respondents were therefore asked to recommend further 

relevant individuals. This approach is particularly useful where no clearly defined sampling frame exists 

for the research population (Bell et al., 2022, pp. 411-412). For example, respondent I6 referred to 

participant I9, who subsequently recommended I13. 

3.3.2. Inclusion Criteria 

Participants were selected based on three primary criteria: cultural background, IBN experience, and 

professional involvement. 

To ensure the required cultural background, respondents had to be Swedish citizens by birth or migrated 

citizens who had lived in Sweden for at least 20 years. This threshold was chosen because previous 

research suggests that long-term cultural integration develops over extended periods of time, thereby 
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fostering a sense of cultural belonging (Abramitzky, 2017, p. 2). In addition, participants were required 

to self-identify as Swedish. Combining formal citizenship with self-identification increases the 

likelihood that sustained Swedish cultural socialisation has taken place. 

Relevant knowledge and experience in IBN were initially assessed through publicly available 

professional information, such as LinkedIn profiles, or through personal references. Particular attention 

was given to professionals working in sales, business development, or procurement within 

internationally operating corporations. Company size, turnover, and industry sector were not further 

specified, as the focus of the study lies on behavioural patterns rather than organisational characteristics. 

A minimum experience threshold of one year in an IBN context was established. Research suggests that 

onboarding processes within organisations typically lasts between six and twelve months (Chillakuri, 

2020, p. 1280), which is assumed to provide sufficient initial exposure to the negotiation practices. At 

the same time, the study recognises that recent graduates or junior associates may still offer valuable 

insights into negotiation behaviour and adaptation processes, which is why the work experience 

threshold was not set any further. 

While most respondents were active business practitioners, two participants constituted exceptions to 

this profile. I1, an academic with expertise in political negotiations related to trade and business policy, 

was included as a pilot interview to refine the interview guide and question structure. As this participant 

did not fully meet the inclusion criterion of direct involvement in IBN, the interview was only included 

in the analysis for references and reflections on the participant’s own cultural background. I12, in turn, 

is a retired professional with extensive prior experience in IBN and was retained in the sample due to 

this relevant background. 

With these exceptions included, the final sample consisted of 13 participants, presented in Table 1. 

3.3.3. Recruitment Process 

Initial contact was established via LinkedIn, primarily targeting alumni of the School of Business, 

Economics and Law at the University of Gothenburg as an anchoring point. Additional participants were 
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recruited through professional networks and referrals obtained during the snowball sampling process. 

Cultural background and relevant professional experience were subsequently confirmed through an 

initial screening procedure during preliminary contact and again at the beginning of each interview. 

In total, 44 potential participants were contacted via direct message on LinkedIn or by email, which 

resulted in five interviews. Personal referrals from colleagues, fellow students, and professors led to 

another three interviews, while five further interviews were secured through the snowball sampling 

method. The final sample comprised 13 participants, as detailed in Table 1. 

Respondent Current Job 
Title 

International 
Negotiation 
Experience 

Duration Date Type of 
Interview 

I1 Visiting Lecturer 20 years 42 min 10. March 2026 In Person 

I2 Head of 
Production 7 years 58 min 12. March 2026 In Person 

I3 
Business 
Development 
Associate 

3 years 47 min 13. March 2026 Microsoft Teams 

I4 

Sales and 
Business 
Development 
Manager 

5 years 43 min 13. March 2026 Microsoft Teams 

I5 Sales Manager 7 years 72 min 18. March 2026 In Person 

I6 Senior Buyer 3 years 56 min 19. March 2026 Microsoft Teams 

I7 Market Director 
EMEA 20 years 44 min 19. March 2026 Microsoft Teams 

I8 Sales Manager 4 years 59 min 19. March 2026 In Person 

I9 Senior Buyer 11 years 71 min 24. March 2026 Microsoft Teams 

I10 Procurement 
Lead 5 years 43 min 25. March 2026 In Person 

I11 
Global 
Procurement 
Manager 

6 years 55 min 31. March 2026 Microsoft Teams 

I12 Pensioner 30 years 65 min 05. April 2026 Microsoft Teams 

I13 Team Manager 
Purchasing 15 years 57 min 07. April 2026 Microsoft Teams 

Table 1; Overview of Respondents 
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3.3.4. Sampling Limitations 

The use of purposive snowball sampling entails certain limitations that may affect the analytical 

transferability of the findings (Stratton, 2024, p. 122). In particular, reliance on personal and 

institutional networks may create similarity clusters due to shared educational backgrounds or 

professional environments. This may result in sample homogeneity, potential elite bias, and an 

overrepresentation of university-educated professionals. 

To mitigate these risks, referrals were sought beyond the University of Gothenburg network to increase 

variation in age, professional experience, and organisational context. 

The inclusion of a retired participant (I12) also introduced additional variation in perspectives compared 

to actively practising negotiators. 

3.4. Interview Method 

Following the recruitment and sampling process, the subsequent section outlines the data collection 

procedures through which the empirical material was generated. 

3.4.1. Semi-Structured Interview Design 

To address the research question, a qualitative semi-structured interview approach was adopted. This 

format provides comparability across participants through a common interview guide, while also 

allowing respondents to reply freely and enabling follow-up questions and clarification where necessary 

(Bell et al., 2022, pp. 436-437). 

3.4.2. Narrative Interview Technique 

In addition to the semi-structured format, a narrative interview technique was incorporated. Narrative 

interviewing encourages participants to recount experiences in their own words, particularly in relation 

to specific situations, such as interactions with non-Swedish counterparts, moments of 

misunderstanding, or instances where persuasion strategies were adapted. The resulting account is co-

constructed within the interview setting and depends on the participant’s memory and willingness to 
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share (Thunberg, 2022, p. 711). In this context, co-creation refers to a joint process of sense-making 

through which interviewer and interviewee develop a shared understanding of an event (Reusser & 

Pauli, 2015, p. 913). When employing narrative questions, interruptions were minimised and 

participants were allowed to complete their stories without unnecessary guidance (Thunberg, 2022, p. 

712). 

3.4.3. Interview Procedure 

Given that the research question involves the application of a specific theoretical model, the study 

combines semi-structured and narrative interviewing. In practice, interviews began with open narrative 

prompts inviting participants to describe specific IBN experiences. These narratives were subsequently 

explored through targeted follow-up questions to clarify details and connect the findings to the 

theoretical framework. This combination aligns with the abductive reasoning underpinning this thesis, 

as it allows the use of existing theory while remaining open to new insights. 

3.5. Interview Guide Development 

This section outlines how the interview guide was developed, the considerations that informed its 

design, and the logic underpinning the formulation and sequencing of questions. The guide is included 

in the appendix to this thesis. 

3.5.1. Design Principles & Theoretical Alignment 

The interview guide was structured in a logical sequence to ensure coherence and comparability across 

participants. Questions were formulated in clear, non-leading language to encourage open and reflective 

responses (Bell et al., 2022, p. 444). An open-first approach was adopted, whereby participants were 

initially invited to describe their experiences in their own terms before questions were subsequently 

linked to theoretical constructs. This ensured that interviewees were not required to be familiar with the 

underlying models and reduced the risk of theory-driven responses. Non-Swedish counterparts were 

operationalised primarily through nationality differences, while recognising that nationality serves only 

as a proxy for cultural variation. 
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3.5.2. Question Sequencing & Narrative Structure 

The conceptual framework (Figure 6) informed the development of the interview guide. Questions were 

designed to explore cultural differences and their influence on IBN, with particular attention to the role 

of IA. More specifically, the guide aimed to examine whether and how IA shaped the selection and 

weighting of persuasion principles within IBN. 

Each interview began with demographic and contextual questions concerning the participant’s 

professional background, and experience in IBN. These introductory questions facilitated 

contextualisation during the subsequent analysis and provided a gradual and comfortable entry into the 

interview (Bell et al., 2022, pp. 451-452) 

The interview then transitioned, by utilising structuring questions, into a narrative stage, in which 

participants were asked to recount both successful and unsuccessful negotiation experiences. Asking 

for examples of contrasting outcomes enhanced analytical depth and enabled comparison, while also 

mitigating the risk of positive self-presentation bias. This narrative stage was followed by more focused 

questions that probed specific aspects of adaptation and persuasion, thereby gradually funnelling the 

discussion towards the research objectives (Bell et al., 2022, p. 452). 

Throughout the interviews, follow-up, probing, and clarifying questions were posed where appropriate. 

Strategic pauses were deliberately used to encourage elaboration and reflective depth (Bell et al., 2022, 

p. 452). 

3.5.3. Iterative Refinement & Peer Feedback 

Prior to implementation, the interview guide was shared with fellow master’s students for informal peer 

feedback, which improved clarity and coherence of the questions. In addition, a pilot interview (I1) was 

conducted to test the structure, flow, and comprehensibility of the guide in practice. Insights gained 

from this pilot led to minor adjustments in question wording, sequencing, and follow-up questions, for 

example by adding a more specific follow-up on truth-telling to better capture how respondents 
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understood and applied these ideas in negotiation settings. Consistent with the abductive research 

stance, the guide was subject to iterative refinement during the data collection phase. 

3.6. Data Analysis 

The empirical material was analysed through a sequential and iterative process moving from individual 

interview accounts towards an integrated analytical framework. Rather than relying on a single method, 

the analysis combined narrative analysis, thematic coding, and comparison with the conceptual 

framework in successive stages. Together, these steps made it possible to assemble the analytical pieces 

into the framework for analysis presented in Figure 8. 

3.6.1. Narrative Analysis & Within-Interview Triangulation 

The analysis began with narrative analysis, which focuses on the temporal sequence of events as 

recounted by participants. In this study, it was used to examine the strategies and heuristics described 

in IBN, with particular attention to moments of adaptation, that is, instances where negotiators adjusted 

their communication style or persuasion approach in response to perceived cultural differences (Bell et 

al., 2022, pp. 482-483).  

Narrative analysis also served as a form of within-interview triangulation. Where a participant 

spontaneously referred, for instance, to formal authority cues in the narrative part, this was compared 

with the specifying section, where persuasion strategies were discussed more directly. Convergence 

between the two parts indicated internal consistency, whilst divergence pointed to areas requiring closer 

interpretive attention. Although the plot and storytelling style were secondary to the research question, 

the narrative accounts helped identify the most analytically relevant episodes. Narrative analysis was 

then complemented by thematic analysis to deepen the interpretation. 

3.6.2. Thematic Analysis & Coding Strategy 

Thematic analysis was used to identify patterned meanings across the dataset. It is well suited to an 

abductive approach, as it allows themes to be examined both in relation to existing theory and beyond 

it, capturing both confirming and emerging patterns (Bell et al., 2022, pp. 536-538). 
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Coding was carried out both deductively and inductively. Deductive coding applied predefined 

categories derived from the conceptual framework (Figure 6), most notably Cialdini’s (2001, p. 76; 

2021, p. 363) persuasion principles, by coding instances where participants referred to formal authority, 

reciprocity, liking, and related constructs. Inductive coding captured recurring themes emerging from 

the empirical material itself, such as structural influences and honesty in persuasion, as well as 

sequential approaches to negotiation, where participants described shifting between strategies over 

time. These inductively derived themes were not anticipated in the preliminary framework but appeared 

consistently across interviews. 

Depending on the material, structural, descriptive, process, and open coding were used in combination. 

Structural coding linked responses to interview topics, descriptive coding assigned basic labels, and 

process coding captured actions and change, particularly in relation to adaptation. Open coding was 

mainly used to capture emergent themes that were not anticipated in the preliminary framework. To 

support this process, colour coding was used to distinguish recurring themes and facilitate comparison 

across interviews (Bell et al., 2022, p. 548; Saldaña, 2013, pp. 83-84). The analysis moved from an 

initial coding phase, in which all material relevant to the research question was coded, to a focused 

coding phase, in which codes were consolidated into themes and their recurrence across interviews was 

assessed (Lofland & Lofland, 1995, pp. 192-193). 

3.6.3. Theme Development & Framework Comparison 

To organise the coded material into a coherent structure, elements of the Gioia (2021, pp. 24-25) 

methodology were applied. First-order categories were developed to reflect participants’ own terms and 

expressions, such as references to trustworthiness, or relationship-building. These were then grouped 

into second-order themes representing more abstract concepts, including the application of specific 

persuasion principles or broader patterns of strategic adaptation. Through constant comparison across 

interviews, similarities and differences between categories were identified, reducing complexity and 

producing more coherent thematic structures (Gioia, 2021, pp. 24-25; Magnani & Gioia, 2023, p. 2). 
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A comparison table was compiled to summarise the material interview by interview and theme by 

theme, with illustrative quotations where appropriate. The table included both deductively derived 

categories, such as specific persuasion principles, and inductively identified patterns, such as the role 

of relational trust in shaping negotiation dynamics. 

In the final step, the emergent themes were mapped back onto the conceptual framework (Figure 6) to 

assess fit, identify tensions, and determine where refinements were needed. This comparison was not 

simply a validation exercise, but a way of bringing the theoretical structures and the empirical material 

into dialogue. Recurring references to the sequential use of persuasion strategies, for instance, prompted 

a reconsideration of how individual principles were weighted and interconnected within the model. 

Similarly, the consistent importance of relational trust across IA, persuasion, and negotiation leverage 

led to adjustments in how these dimensions were positioned relative to one another. Where the empirical 

material pointed to dimensions not captured by the preliminary framework, most notably the situational 

and relational character of adaptation, additional theoretical perspectives were incorporated to account 

for them (Brett, 2000, p. 97; Meyer, 2014, pp. 151-153; Tran, 2017). 

This iterative comparison continued until no substantially new tensions or refinements emerged, at 

which point the framework reached a stable configuration. The resulting model, presented as the 

Framework for Analysis (Figure 8), is therefore not merely an application of pre-existing theory to the 

data, but the product of successive cycles of coding, theme development, and theoretical refinement. It 

organises the analytical findings into four overarching thematic dimensions: Cultural Differences, IA, 

Persuasion Principles, and Negotiation Power and Leverage, each grounded in both the theoretical 

structures and the empirical material from which they were developed. Structured coding and systematic 

comparison were therefore applied to support transparency and consistency throughout the analysis. 
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3.7. Quality of the Study 

To ensure rigour and trustworthiness, the study is assessed in line with its interpretivist stance using 

Guba and Lincoln’s (1981, p. 104) criteria of credibility, transferability, dependability, and 

confirmability (Bell et al., 2022, p. 388). 

Figure 8; Framework for Analysis 



 38 

3.7.1. Credibility 

Credibility refers to the plausibility and internal coherence of the research findings (Bell et al., 2022, 

pp. 388-389). Several measures were implemented to strengthen credibility. 

A formal negotiation course undertaken at university provided an early theoretical grounding in 

negotiation dynamics and supported a more informed engagement with both the literature and the 

interview material. This contributed to the analytical sensitivity required for the study. 

The interview guide was developed iteratively and discussed with fellow students, researchers, and 

professionals in the field. This helped ensure that the questions were both theoretically grounded and 

practically relevant. During the interviews, probing questions encouraged richer and more detailed 

responses, while strategic pauses gave participants time to reflect and reduced the risk of interviewer-

induced bias. 

Credibility was further supported through comparison across interviews. Data were collected from 

informants with different professional roles and industry backgrounds, which made it possible to 

compare narratives and assess whether certain accounts reflected role-specific perspectives rather than 

broader patterns. The interview material was also contextualised using established cultural frameworks 

and professional literature (Guba & Lincoln, 1981, pp. 186-187).  

Finally, internal consistency was strengthened by comparing different parts of each interview and by 

refining the conceptual framework considering the empirical findings. This helped ensure that the 

analysis remained grounded in the data and remained internally coherent. 

3.7.2. Transferability 

Transferability concerns the extent to which findings may be applicable to other contexts (Bell et al., 

2022, p. 394). Through the theory section and the comparative discussion of interview accounts, the 

study provides a basis for analytical rather than statistical generalisation (Shenton, 2004, pp. 69-70). Its 

value therefore lies in developing conceptual understanding of how persuasion strategies are selected 
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and adapted in IBN involving Swedish professionals, which may also be informative for similar small-

culture contexts. 

The revised conceptual model, developed through iterative analytical reasoning and refined in light of 

the empirical material, offers a structured account of how cultural embeddedness, IA, and persuasion 

strategy selection interact within IBN processes. To the extent that these dynamics are not unique to 

Swedish professionals, the model supports analytical generalisation to comparable settings. 

To further support transferability, the study established clearly defined inclusion criteria and explicitly 

outlined the research boundaries. Participant characteristics and professional backgrounds are presented 

in the respondent overview, enabling readers to assess the applicability of the findings to similar 

contexts. Deliberate efforts were also made to diversify the interviewee base across industries, 

professional roles, and levels of IBN experience (Bell et al., 2022, p. 394). 

3.7.3. Dependability 

Dependability concerns the extent to which the research process is consistent, transparent, and traceable 

(Bell et al., 2022, p. 395). In qualitative research, the study is not intended to be replicated in a strict 

sense, given that the analytical process follows an interpretivist and abductive logic in which theoretical 

understanding and empirical engagement develop iteratively and inform one another. Dependability is 

therefore pursued through transparent documentation of how the study was conducted and how 

analytical decisions were reached (Shenton, 2004, pp. 71-72). 

To this end, the methodology section provides a detailed account of the methods employed, the sequence 

in which they were applied, and the reasoning underlying each methodological choice. The explicit 

articulation of the abductive research logic renders the development of analytical insights traceable, as 

it documents the movement between theoretical frameworks and empirical material throughout the 

research process. The structured coding process, through which related themes were systematically 

identified and grouped across interviews, further supports analytical consistency (Shenton, 2004, p. 71). 
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The volume and diversity of the empirical material also support dependability. Data were collected from 

thirteen informants across varying professional roles, industries, and levels of international experience, 

providing a broad empirical basis for comparing patterns across interviews. All interviews were 

recorded and transcribed, and the recordings, transcripts, and relevant secondary materials were retained 

securely to support the audit trail. In addition, multiple feedback rounds with the supervising professor 

and fellow students provided further scrutiny of both the research process and interim findings, 

reinforcing the overall dependability of the study (Bell et al., 2022, p. 395). 

3.7.4. Confirmability 

Confirmability concerns the extent to which the findings of a study are grounded in the empirical data 

rather than shaped by the researcher’s bias. While strict objectivity is not compatible with an 

interpretivist stance, several measures were taken throughout the study to reduce interpretive bias and 

to show that the analytical conclusions follow from the empirical material rather than from prior 

theoretical assumptions (Bell et al., 2022, pp. 395-396). 

The main measure taken to support confirmability was comparison across thirteen informants with 

different professional backgrounds, industries, and levels of IBN experience. Drawing on a broad range 

of perspectives reduced the risk of basing the findings on only a limited set of accounts. The abductive 

research logic further supported confirmability, as the iterative movement between theory and empirical 

data required the analysis to remain open to empirical patterns that did not fit the preliminary 

framework. Confirmability was also strengthened through clear documentation of the coding process, 

which makes it possible to trace how the empirical material was organised, categorised, and interpreted. 

Throughout the thesis, a clear distinction was maintained between empirical findings and analytical 

interpretation, which further enhances traceability. Together, these measures support an audit trail and 

allow the analytical decisions made during the study to be followed and examined (Guba & Lincoln, 

1981, p. 126; Shenton, 2004, p. 72). 

Finally, the thesis was reviewed by peers during the research process, which helped improve the clarity 

and coherence of the analytical reasoning across the thesis as a whole. Ongoing reflexivity regarding 
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the study’s theoretical positioning and potential interpretive bias further strengthened the confirmability 

of the findings. 

3.7.5. Methodological Limitations 

The methodological approach entails several limitations that warrant consideration. 

The absence of methodological triangulation is a limitation, as the study relies primarily on 

retrospective interview accounts rather than direct observation or supplementary secondary data. An 

ethnographic approach might have offered more direct insight into negotiation behaviour and reduced 

reliance on retrospective recollections. However, this study is based on interviews because direct access 

to real-time IBN is typically constrained by confidentiality, practical access, and ethical considerations. 

Retrospective interviews therefore remain a feasible and appropriate method for accessing otherwise 

inaccessible negotiation contexts and for capturing participants’ reflections on their experiences and 

adaptation processes. At the same time, the findings are based on how negotiators remember, interpret, 

and reconstruct their experiences rather than on observations of negotiation behaviour as it unfolds. 

Recall bias cannot therefore be excluded entirely, although the use of narrative prompts and follow-up 

questions helped to encourage more detailed and context-specific accounts. 

Qualitative interviewing also increases interpretive responsibility and requires ongoing reflexive 

awareness when linking narrative accounts to theoretical constructs. Because the analysis depends on 

the researcher’s interpretation of participants’ accounts, the findings are necessarily shaped through the 

analytical lens applied in the study. This is not a weakness in itself, but it does mean that the results 

should be understood as interpretive rather than objective representations of negotiation behaviour. To 

reduce this risk, the study relied on repeated comparison across interviews, systematic coding, and 

iterative refinement of the conceptual framework. 

In addition, conducting interviews online may reduce access to non-verbal cues and interactional 

nuances, which can affect the depth of the narratives. In-person interviews were therefore prioritised 

where feasible, although physical distance and availability sometimes required online formats. 
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Also, the purposive snowball sampling strategy may have encouraged the recruitment of participants 

with somewhat similar professional networks or backgrounds, even though efforts were made to 

diversify the sample across industries, roles, and levels of experience. The findings should therefore be 

interpreted as analytically informative rather than statistically representative. 

Finally, conducting interviews in English may affect the precision of expression, particularly where 

nuanced vocabulary, idiomatic language, or emotional articulation is involved. While participants 

regularly use English in their professional roles and were therefore assumed to possess a high level of 

proficiency, subtle meaning differences cannot be entirely excluded. Similarly, positionality was also 

considered during the research process. As a non-Swedish researcher conducting research on Swedish 

professionals within a Swedish academic context, an insider and outsider position was occupied 

simultaneously. This may have influenced how Swedish negotiation characteristics, cultural differences, 

and adaptation practices were interpreted. To reduce this risk, interpretations were grounded in recurring 

patterns across the interview material and systematically compared with the theoretical framework, 

rather than relying on isolated statements or personal assumptions. 

3.8. Ethical Considerations 

Ethical considerations were central to this study, given its qualitative and interview-based design and 

its focus on persuasion. The study followed principles of informed consent, confidentiality, and 

responsible data management. 

3.8.1. Interview Setting & Conditions 

Interviews were conducted, between the 10th March 2026 and the 7th of April 2026, either in person or 

online, depending on the interviewee’s preference. In-person interviews took place in enclosed meeting 

rooms to minimise distractions. For online interviews, the researcher ensured a stable internet 

connection and a private, disturbance-free environment. Participants joined either from their office or 

home office. 
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All interviews were conducted on a one-to-one basis, except for interview I12, during which a family 

member was present in the room to facilitate the online meeting. This did not affect the confidentiality 

or the interview process. 

3.8.2. Informed Consent, Confidentiality & Data Management 

Before each interview, informed consent was obtained for recording and for the use of anonymised data 

in the thesis. Participation was voluntary and unpaid, and participants could choose to remain 

anonymous, including the organisation they worked for. Interviews were recorded and transcribed in 

Microsoft Teams, and the automated transcripts were checked and corrected manually. Recordings were 

stored securely on a local device and will be deleted after the final grade has been awarded. No data 

were uploaded to cloud-based storage systems. 

3.8.3. Ethical Sensitivity of the Research Topic 

The ethical sensitivity of the topic was taken into account, as research on persuasion has historically 

been associated with both ethical and unethical applications, gaining prominence partly in response to 

its misuse during World War II (Cialdini, 2001, p. 77; Cialdini et al., 2002, p. 3; Pratkanis, 2001, p. 2). 

3.9. Use of Artificial Intelligence 

This section summarises how artificial intelligence (AI) was employed throughout the research process, 

in accordance with the AI policy of the International Business and Trade programme at the School of 

Business, Economics and Law at the University of Gothenburg (2024 version). 

3.9.1. Artificial Intelligence as a Tutor 

The primary AI application utilised was ChatGPT-Pro by OpenAI in its latest versions, ranging from 

model 5.2 to 5.5. AI was used throughout the thesis process as a discussion partner to gain a deeper 

understanding of the applied theories, as well as a source of continuous feedback for improvement. AI 

was therefore not used to draft substantive thesis content such as theory, analysis, or argumentation, nor 

to generate examinable text presented as the researcher’s own work. 
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Instead, the author provided fully developed text material to the chatbot and requested supervisor-style 

feedback at master’s thesis level. The tool then highlighted possible areas for improvement, for example 

where a stronger distinction between two theoretical perspectives could be made or where a section 

could be tightened or expanded. These suggestions were not applied automatically, but were assessed 

critically and used only where they were judged to be appropriate. Accordingly, all conceptual ideas, 

theoretical interpretations, and analytical decisions remain the author’s own, while AI served only as a 

tool for reflection and refinement. 

3.9.2. Artificial Intelligence as a Proofreader 

ChatGPT was also used for proofreading. In this capacity, it was applied solely to improve readability 

and flow, with adjustments limited to spelling, grammar, and phrasing. To ensure adherence to the 

programme’s AI policy, a separate project was created in ChatGPT and equipped with the policy 

document together with the instruction to improve overall flow, and correct grammatical or vocabulary 

errors without altering the content or original meaning of the text. All output was carefully reviewed, to 

ensure that this limitation was respected. 

3.9.3. Artificial Intelligence in Data Maintenance 

AI was also used to support the preparation of empirical data. Microsoft Teams’ transcription tools were 

first used to transcribe the interview conversations. After an initial review by the researcher, the 

transcripts were subsequently processed with ChatGPT to improve readability and analytical clarity. 

No substantive meaning was altered in this process. The researcher then carried out a further verification 

step to ensure that no important information had been removed or changed. Original transcripts were 

retained, while the AI-cleaned versions were used as working copies. 

To protect participants’ personal information, no names of interview partners were uploaded to 

ChatGPT, as all participants had already been anonymised in a previous step. A closed university 

version of ChatGPT was used, and care was taken not to upload sensitive company information that 

could have enabled identification through the empirical material. 
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3.9.4. Ethical Considerations 

Although there is evidence that AI can have many positive effects when applied in academia, such as 

increasing productivity or enhancing personalised learning, various risks are also associated with its 

use. Scholars highlight potential concerns including reduced academic integrity, data privacy issues, 

algorithmic bias, and deskilling resulting from a loss of critical thinking (Grigoryan et al., 2025, pp. 

381-382). In addition, scholars have raised concerns about plagiarism and disinformation in relation to 

AI-assisted academic writing (Livberber & Ayvaz, 2023, pp. 8-9). 

To address these concerns, the measures described above were implemented throughout the thesis 

process to maintain academic integrity and avoid potential risks. ChatGPT’s use was limited through 

detailed settings. Disinformation risks were mitigated by relying exclusively on peer-reviewed 

academic literature. Potential AI bias was addressed by treating AI suggestions only as prompts for 

reflection rather than as authoritative guidance. Finally, to avoid deskilling, AI was never used at the 

initial stage of intellectual work but rather as a supportive feedback tool to refine and improve existing 

material. 

Consequently, human judgement remained the primary driver of all analytical and interpretive 

decisions, with AI functioning strictly as a supplementary tool embedded within a carefully considered 

methodological framework. 
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4. Empirical Findings 
This section presents the key empirical findings derived from the conducted interviews as primary data. 

The findings are structured systematically in accordance with the analytical framework presented in 

Figure 8. Each section concludes with a summary of the main findings. 

4.1. Findings about Cultural Differences 

Cultural differences emerged as a central contextual factor shaping international business negotiations 

(IBN). Respondents consistently identified differences in communication styles, relationship 

orientation, and decision-making approaches as key challenges requiring active navigation. The 

following section presents these findings, drawing on participants’ experiences of how cultural 

differences influence negotiation behaviour and interaction dynamics. 

4.1.1. Communication Style 

The majority of respondents described Swedish communication as indirect, often by contrasting their 

own style with that of more direct counterparts. Cultures such as the Dutch or Danish were frequently 

mentioned as more explicit and straight to the point, despite their geographical proximity (I2, I4, I5, 

I11, I12). Although not directly prompted, respondents consistently portrayed Swedish communication 

as less explicit and more cautious in wording, particularly to avoid overly blunt statements. 

This indirectness is reflected in how messages are conveyed. Respondents emphasised a stronger focus 

on tone and phrasing rather than direct expression. As I3 explains: “I think he was American as well, 

and I think he was going very American […] if you want something, you say straight away, you're very 

direct. And I don't think that really works, especially back in Sweden, because we like to mix it with so 

many words because we're afraid to say it straight away.” Similarly, I4 described a failed negotiation 

in which a Dutch counterpart expected a clear and explicit position, while the Swedish negotiator 

avoided making definitive or confrontational statements. 

Direct communication styles were often described as clear and efficient, but at times also perceived as 

overly direct or even offensive. In contrast, Swedish communication was associated with a more 
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indirect, consensus-oriented approach aimed at avoiding confrontation (I3). In line with this, I7 noted 

that Swedish negotiators may need to communicate “more direct” and “super clear” in international 

contexts. 

4.1.2. Power Distance 

Low power distance was consistently described as a defining characteristic of the Swedish business 

environment. Approximately half of the respondents associated this with decentralised decision-making 

and a strong emphasis on internal alignment. As I11 explains, decision-making often requires broad 

agreement, with Swedes being “more careful and need to align with the 58 different people… before 

taking decisions”. 

Rather than relying on hierarchical authority, respondents emphasised preparation and organisational 

consensus. Several participants (I1, I9) noted that, particularly in international contexts, authority must 

be communicated more explicitly, as it is less visibly embedded in Swedish business practices. This 

was described as especially relevant when interacting with counterparts from more hierarchical 

environments, such as Central Europe (I4). 

Low power distance was also linked to decision-making speed. I11, drawing on experience in both 

Sweden and Denmark, observed that decisions are often made faster in Denmark, where communication 

is described as more direct. However, I9 highlighted that rapid decision-making is also possible in 

Sweden when all relevant stakeholders are involved in the final stages of the negotiation. 

Finally, respondents pointed to challenges arising from differing organisational structures. I6 and I13 

described situations in which variations in hierarchical structures and decision authority across 

organisations led to inconsistencies in negotiation processes. In particular, I6 noted cases where 

business units acted without senior approval, creating uncertainty regarding decision-making authority. 

In contrast, Swedish negotiators were described as relying more strongly on internal consensus than on 

individual decision-making power, often establishing internal alignment before entering negotiations 

(I10). 
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4.1.3. Relationship- versus Task-Orientation 

Swedish negotiators were consistently described as combining both task- and relationship-oriented 

approaches. Respondents emphasised that while maintaining focus on the negotiation objective, 

relationship-building remains an integral part of the interaction. For example, I2 described creating a 

“we-feeling” with counterparts, while I5 highlighted long-term relationships and trust as central to 

business interactions. I8 further reinforced this by referring to themselves as a “relationship, long-term 

sales manager”. 

A distinction between respondents emerged. Sales respondents tended to emphasise relationship-

oriented aspects more strongly, whereas procurement respondents more frequently highlighted task-

oriented elements of negotiations. In particular, procurement respondents described time constraints 

and structural pressures as limiting the extent to which relationship-building can be prioritised, instead 

focusing on efficiency, scope, and contractual outcomes (I10, I13). 

Relationship-building was often described as occurring alongside business discussions rather than as a 

separate phase. For instance, I2 referred to business dinners as opportunities to establish rapport prior 

to formal negotiations. In contrast, respondents described other cultural contexts, such as Arab, Chinese, 

or Taiwanese negotiations, as more strongly relationship-oriented, where trust-building typically 

precedes any business discussion and can involve extended social interaction, including family 

participation (I2, I5, I8, I12). 

Differences in orientation occasionally led to friction. Respondents I2 and I4 described situations in 

which Swedish expectations of relationship-building clashed with more task-focused counterparts. In 

one case, this misalignment resulted in a complete breakdown of the negotiation (I4). Similarly, I2 noted 

that Dutch negotiators appeared to prioritise product superiority over long-term collaboration. 

Relationship orientation was also linked to long-term business outcomes. Particularly among sales 

respondents, it was associated with future opportunities, repeated interactions, and stable cooperation. 
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For example, I5 highlighted long-standing relationships with Taiwanese counterparts, while I12 

described how current business opportunities originated from relationships established years earlier. 

4.1.4. Norms 

Swedish negotiation behaviour was consistently described as guided by norms of fairness, compromise, 

and mutual satisfaction. Respondents frequently referred to expectations of “meeting halfway” and 

achieving outcomes from which both parties benefit (I2, I5). Honesty was also highlighted as a central 

principle. While some respondents acknowledged minor adjustments to the truth, outright dishonesty 

was considered unacceptable due to its potential long-term consequences (I1, I2, I13). 

These norms are closely linked to expectations of mutual contribution. Several respondents described 

entering negotiations with internally pre-defined concessions, assuming that counterparts would act 

similarly. As I5 noted, when such expectations were not reciprocated, it created challenges in reaching 

an agreement. 

Reliability emerged as another key normative expectation. Respondents (I4, I7, I12) emphasised that 

representing a Swedish company is often associated with trustworthiness and a commitment to honour 

agreements. This expectation reinforces the importance of consistency between statements and actions 

in negotiation contexts. 

In addition, respondents across both sales and procurement roles referred to the expectation of achieving 

“win-win” outcomes. I4 contrasted this with what was described as a more “win-lose mentality” among 

Dutch and Danish negotiators. 

Violations of these norms were described as a major source of frustration. Opportunistic behaviour or a 

focus on one-sided gains was reported to undermine trust and, in some cases, lead to the termination of 

negotiations due to the absence of common ground (I2, I4). 
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4.1.5. Summary of Key Cultural Patterns 

Cultural Concept References to Swedish Culture 
Prevalence Across 

Interviewees Non-Swedish Cultural Patterns 

Communication 
Style 

Respondents consistently described Swedish 
communication as indirect, cautious, and consensus-
oriented. Several noted a tendency to “soften” messages 
and avoid confrontation, often requiring more 
contextual framing in discussions. 

Very frequently 
mentioned within 
interviews 
I2, I3, I4, I5, I7, I11, 
I12 

In contrast, several respondents described other cultures as more 
direct. E.g., I3 and I7 highlighted that American and German 
counterparts communicated more explicitly and expected clear, 
immediate responses. I2 and I4 described Dutch counterparts as 
particularly direct, sometimes leading to misalignment in 
expectations during negotiations. 

Power Distance Swedish culture was described as low in hierarchy, with 
respondents emphasising flat organisational structures 
with strong emphasis on internal alignment in decision-
making. Decision-making was often portrayed as 
collaborative and inclusive. 

Frequently 
mentioned within 
interviews 
I1, I2, I6, I9, I10, 
I11, I13 

Higher levels of hierarchy were described in several contexts. I4 
referred to Central European counterparts expecting more 
formal authority structures. I11 describes slightly higher power 
distance in Denmark increases speed of decision making. 

Relationship vs. 
Task Orientation 

Respondents described Swedish negotiation behaviour 
as embedded in a collaborative and trust-based 
approach, while still remaining task-oriented. A 
difference between respondents was also reflected, with 
sales respondents tending to emphasise relationship-
building. Procurement respondents more frequently 
referred to task-oriented elements of negotiations. 

Very frequently 
mentioned within 
interviews 
I2, I3, I4, I5, I7, I6, 
I8, I12, I13 

A stronger emphasis on relationship-building was described in 
several non-Swedish contexts. I2 and I5 referred to China and 
Taiwan, where building trust and personal relationships was 
described as essential. I8 and I12 highlighted Arab and African 
markets (e.g. Tunisia, Egypt, Qatar) as requiring personal 
engagement and long-term interaction. Task orientation was 
highlighted in interactions with Germans or Dutch (I2, I4). 

Norms Swedish norms were described as emphasising fairness, 
transparency, and mutual agreement. Respondents 
frequently referred to expectations of “meeting 
halfway” and creating win–win outcomes. 

Frequently 
mentioned within 
interviews 
I2, I4, I5, I6, I7, I11, 
I12 

Differences in norms were described across several countries. I2 
and I4 referred to differences when negotiating with Dutch 
counterparts, particularly regarding willingness to compromise. 
I11 described situations involving international suppliers where 
expected reciprocal behaviour did not occur. I13 referred to 
experiences with Chinese and UK-based counterparts where 
negotiation expectations differed from Swedish norms. 

Table 2; Summary of Key Cultural Patterns 

Across the interviews, it was emphasised that these Swedish cultural patterns are not universal. Differences in expectations regarding fairness, negotiation 

tactics, and acceptable conduct were particularly evident when interacting with non-Swedish counterparts (I2, I4, I5, I6, I12). These differences provide the 

context within which intercultural adaptation (IA) becomes necessary.
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4.2. Findings about Intercultural Adaptation 

Following the identification of cultural differences, the interviews also explored the extent to which 

respondents adapt their behaviour when interacting with non-Swedish counterparts, as well as how such 

adaptation is reflected in negotiation processes. 

4.2.1. Reflection on Own Culture 

Most respondents demonstrated an awareness that their negotiation behaviour is shaped by their 

Swedish cultural background, particularly regarding expectations of compromise, communication style, 

and collaborative outcomes. Several respondents explicitly linked their approach to their upbringing, 

education, and prevailing social norms in Sweden (I2, I6, I11), while similar patterns were reflected in 

the behavioural descriptions of others (I1, I4, I5, I7, I8, I10). 

In particular, I2 emphasised the influence of the Swedish educational system, describing it as strongly 

oriented towards group work and compromise. This was associated with learning to integrate multiple 

perspectives and work towards shared outcomes, which respondents indicated carries over into IBN. I2 

further noted entering negotiations with the expectation that counterparts would “meet halfway”, an 

assumption also reflected by I5. However, both respondents acknowledged that this expectation does 

not necessarily hold in intercultural contexts, as illustrated by I2’s reflection: “I assumed others behave 

like me … this did not hold.” 

Some respondents also reflected on deviations from this cultural baseline. I11 described adopting a more 

direct communication style than typically associated with Swedish norms, noting difficulty in 

“packaging” messages. This approach was perceived as contributing to challenges in a negotiation with 

a British counterpart, where indirect communication was also expected. 

In contrast, I6 described approaching negotiations in a manner aligned with their own preferences, 

emphasising fairness, joint outcomes, and collaboration. These behaviours were likewise associated 

with their Swedish cultural background. 
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4.2.2. Evaluation of Counterparts’ Culture 

Almost all respondents described evaluating their counterparts’ cultural backgrounds primarily through 

experience, observation, and prior interactions rather than formal learning. Cultural patterns were 

typically recognised only after repeated engagement. For example, I2 reported adjusting expectations 

when negotiating with Dutch counterparts based on earlier experiences, anticipating more direct 

communication and feedback. This evaluation process was rarely described as systematic or conducted 

prior to meetings. Instead, it emerged during early interactions, with respondents observing 

communication styles, behaviour, and reactions in order to form an understanding of their counterparts, 

for instance by “reading the person” (I2). 

Cultural generalisations were frequently used as initial reference points. Dutch negotiators were 

described as “direct, tough, [and] product-focused” (I2, I4), while Danish counterparts were perceived 

as more direct and efficient than Swedish negotiators (I2, I11). Respondents also characterised 

negotiators from the Arab world as highly relationship-oriented (I8, I12) and Chinese counterparts as 

exhibiting distinct communication and negotiation patterns (I2, I12). These generalisations were used 

to anticipate behaviour and communication styles in negotiation contexts. 

At the same time, respondents emphasised the limitations of such generalisations. Many noted that 

individuals within the same cultural background may behave differently. For instance, I5 highlighted 

that, despite recognising recurring patterns among Taiwanese counterparts, individual behaviour varied 

depending on personal experience. 

Misinterpretation or inaccurate evaluation of a counterpart’s cultural background was reported to lead 

to misunderstandings and negatively affect negotiation processes (I2, I4, I11). As I11 noted: “my way of 

communicating just didn’t match… they felt [it was] disrespectful”. 

Across interviews, respondents indicated that their ability to evaluate cultural differences develops over 

time, becoming more conscious through accumulated experience while recognising both recurring 

patterns and individual variation (I9, I11). Formal cultural training was mentioned only by one 
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respondent (I12), who questioned its practical relevance compared to experience-based learning: “a lot 

of money to go for two days and learn how to behave… then when you come to the house [in Saudi], 

you have to take the shoes off… if you go home to my daughter… she takes her shoes off. I take the 

shoes off.”. 

4.2.3. Strategy Formulation 

Strategy formulation was consistently described as a dynamic and adaptive process, in which 

respondents adjust their communication, approach, and positioning based on both cultural and structural 

considerations. 

A central element of this adaptation is the adjustment of communication style. Respondents, particularly 

those with a sales background (I2, I7, I11), emphasised aligning their communication with that of their 

counterparts. For example, I7 described becoming more direct when interacting with direct 

communicators, while I11 noted that communication is more effective when tailored to the receiver’s 

style. 

Adaptation also extends to the balance between relationship- and task-oriented approaches. 

Respondents (I2, I6, I8) indicated that they shift between collaborative and more assertive strategies 

depending on the counterpart and context. I6 explained that a relationship-oriented approach is 

prioritised in long-term partnerships, whereas a firmer stance is adopted when alternatives exist or in 

one-off negotiations. Similarly, I8 described a more relationship-oriented approach within the Nordic 

context, contrasted with a stronger task focus in other cultural settings. 

In addition to behavioural adjustments, strategy formulation was influenced by prior cultural knowledge 

and structural conditions. Respondents (I2, I9, I12) described incorporating cultural insights into their 

preparation, for instance by involving local agents to better understand contextual factors (I12). At the 

same time, structural elements such as organisational alignment, authority structures, and market 

conditions were highlighted as shaping strategic choices. I6 referred to organisational misalignments as 
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affecting negotiation dynamics, while I9 and I10 emphasised the importance of factors such as supplier 

position and broader market context in determining how pressure is applied. 

Strategy formulation was further described as an ongoing process during the negotiation itself. 

Respondents (I2, I6) stressed the importance of real-time adjustments, with I2 referring to “reading the 

person” as a continuous mechanism for adapting behaviour throughout the interaction. 

At the same time, limits to adaptation were acknowledged. I11 noted that adaptation is not always fully 

applied, emphasising the importance of relying on personal strengths: “I think that you can achieve 

better results if you try to adapt your way of communication… but at the same time… you try to stick to 

your own strengths”. 

Adjustments of persuasion principles are addressed in their dedicated section. 

4.2.4. Relational Adaptation 

Relational adaptation was consistently described as an evolving process in which relationships are built, 

strengthened, and leveraged over time, shaping both negotiation dynamics and future business 

interactions (I5, I6, I8). Rather than being static, relationships develop through ongoing interactions and 

shared experiences, which can include both progress and setbacks. This is particularly evident in I8’s 

account, where established relationships afforded their counterparts the latitude to tolerate mistakes. 

Established relationships were described as significantly altering negotiation dynamics. Respondents 

(I9, I10) highlighted that familiarity facilitates smoother communication, while I6 referred to the 

development of mutual understanding based on prior interactions. These dynamics were closely linked 

to increased trust and reliability, which respondents associated with enhanced potential for future 

cooperation and business opportunities (I8, I12). In this context, relational qualities such as loyalty and 

continuity were described as long-term assets that actively support agreement processes (I5). I9 further 

noted that established relationships can accelerate negotiations, as parties become familiar with each 

other’s behaviour and expectations. This is supported by I6’s account: “if I needed something, she was 
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super quick to respond. If she needed something, I was super quick with responding… we kind of had a 

very good understanding of each other's position.”. 

At the same time, respondents distinguished clearly between new and established relationships. New 

relationships were described as requiring significant trust-building and involving greater uncertainty, 

whereas established relationships allowed for more direct communication and faster decision-making 

(I6, I8). However, reliance on established relationships was not without risk. I8 described situations in 

which such reliance contributed to unfavourable outcomes. Despite this, relationship-building and 

maintenance were consistently emphasised as central to negotiation practice across interviews. 
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4.2.5. Summary of Key Intercultural Adaptation Patterns 
 

Intercultural Adaptation 
Concept Key Findings 

Prevalence Across 
Interviewees 

Reflection on Own Culture Respondents recognised their negotiation behaviour as shaped by Swedish norms, 
particularly indirect communication, compromise orientation, and collaborative outcomes. 
Several explicitly linked their approach to upbringing, education, and social norms. 
Expectations derived from this background were not always applicable in intercultural 
settings and required adaptation. 

Frequently mentioned across 
interviews 
I1, I2, I4, I5, I6, I7, I8, I10, I11 

Evaluation of 
Counterparts’ Culture 

Counterparts were evaluated primarily through observation, experience and repeated 
interactions. Cultural evaluation was described as emergent and experience-based, 
typically developing during early interactions by observing behaviour, communication 
style, and reactions. Cultural generalisations were used as initial reference points but were 
adjusted based on individual behaviour. Evaluation was described as shaping expectations 
before and during negotiations while misinterpretation was reported to negatively affect 
negotiations. Cultural understanding was described as developing over time through 
accumulated experience. 

Very frequently mentioned 
across interviews 
I2, I3, I4, I5, I6, I8, I9, I10, I11, 
I12 

Strategy Formulation Negotiation approaches were dynamically adapted by adjusting communication style, 
level of directness, and relational versus task orientation. Strategy was shaped by both 
cultural understanding and structural factors. Cultural knowledge influenced preparation, 
with some respondents incorporating prior experience or external input. Structural factors, 
including market conditions, organisational alignment, and authority structures were 
furthermore taken into consideration. Respondents highlighted the need for real-time 
adjustments during negotiations, emphasising continuous adaptation based on interaction 
dynamics. 

Frequently mentioned across 
interviews 
I2, I6, I7, I8, I9, I10, I11, I12 

Relational Adaptation Respondents described relational adaptation as an ongoing and evolving process in which 
relationships are built and strengthened over time, influencing current and future 
negotiations. Relationships were described as evolving through repeated interactions and 
contributing to trust, reliability, and mutual understanding. Established relationships were 
reported to facilitate smoother communication and faster agreement, as well as increased 
responsiveness between parties. New relationships requiring greater effort and involving 
higher uncertainty, while established relationships allowed for more direct interaction and 
reduced negotiation complexity whilst still carrying certain risks. 

Very frequently mentioned 
across interviews 
I2, I3, I5, I6, I8, I9, I10, I12 

Table 3; Summary of Key Intercultural Adaptation Patterns 
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4.3. Findings about Persuasion Principles 

The following section examines which of Cialdini's persuasion principles were employed by Swedish 

business professionals, and how these were adjusted when negotiating with non-Swedish counterparts. 

4.3.1. Liking 

The majority of respondents identified the establishment of personal connections and a positive 

interactional atmosphere as an important element of their negotiation approach. This was reflected in 

practices such as identifying common ground prior to negotiations (I3) and developing contextual 

understanding of counterparts’ business environments. For example, I8 described visiting customers in 

their home country to better understand their operational context. 

Several respondents also emphasised informal interaction as a means of building rapport. I7 and I12 

referred to reading local newspapers prior to meetings to facilitate small talk and signal genuine interest 

in the counterpart. In addition, respondents highlighted the importance of encouraging counterparts to 

speak at length during interactions. I3 described “making [the counterpart] talk as much as possible”, 

while I8 similarly stressed the value of understanding the counterpart’s motivations and business 

context. These approaches were framed as contributing to more engaged and constructive interactions. 

The importance of the liking principle was described as context-dependent. Approximately a quarter of 

respondents noted that it carries greater weight in long-term relationships or in situations with limited 

alternatives. In more transactional contexts, however, it was considered less relevant, as illustrated by 

I6’s remark: “this is not a situation where we will have time to build that type of relationship. It’s just 

transactional.” 

Respondents further indicated that the application of the liking principle varies across cultural contexts. 

I8 described it as particularly important when negotiating with Arab counterparts, whereas I2 noted 

placing less emphasis on it in negotiations with Dutch counterparts following initial experiences. 
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At the same time, the principle was not applied uniformly. Some respondents (I7, I10, I11) emphasised 

a stronger reliance on task-oriented or data-driven approaches, indicating that personal connection and 

rapport-building do not constitute a central strategy in all negotiation contexts. 

4.3.2. Unity 

Some respondents described framing negotiations as a shared endeavour, emphasising collective goals 

and mutual success. This is reflected in I2’s reference to creating a “we-feeling” and aiming to “succeed 

together”, as well as in I6’s emphasis on the need to “reach this target together”. Similar notions of 

mutual benefit were also highlighted by I2 and I5, while I4 described positioning negotiations as a 

collaborative process in which “both sides [shall] benefit”. 

In some cases, this sense of unity was reinforced through perceived personal connections. I12, for 

instance, provided an anecdotal example in which a negotiation developed particularly positively due 

to a perceived sense of closeness, as the counterpart’s distant Swedish family roots created a stronger 

relational bond. 

Its strongest presence was observed among respondents (I2, I4, I5, I6, I12), who framed negotiations in 

terms of shared goals and joint success. Overall, unity was primarily expressed through references to 

collective outcomes, while explicit adaptation of this principle across cultural contexts was not 

prominently reported. 

4.3.3. Authority 

A dominant pattern across interviews was the establishment of authority through preparation, 

particularly through a deep understanding of the market and the broader business context, rather than 

relying solely on positional power. I11 encapsulated this by describing “having solid data and having a 

storyline” as central to their negotiation strategy. Similarly, I10 emphasised that even in a buying role, 

possessing sufficient technical understanding is essential for achieving successful outcomes. This focus 

on fact-based argumentation and structured reasoning was further reflected in I9’s statement: “you will 

not reach anything without doing the proper work… you need to understand your business.” 



 59 

In contrast, formal authority, understood in terms of role, hierarchy, and decision-making power, was 

referenced less frequently. I9 highlighted the importance of internal alignment as a prerequisite for 

exercising decision authority, while I10 and I13 noted that more senior roles can provide additional 

leverage. At the same time, respondents emphasised that the relevance of formal authority is shaped by 

role and context. For example, I6 noted that, as a buyer, formal authority may be limited, requiring 

reliance on technical experts, despite the continued importance of thorough preparation. Cultural 

variation in the use of formal authority was also evident. For example, I1 described deliberately using 

physical presence and positional authority when negotiating with Asian counterparts. 

Authority was further described as developing over time, with increased experience contributing to 

greater confidence in negotiation settings. As I9 noted, “it’s night and day… what I can achieve today”, 

a view supported by I11’s observation that experience shapes an understanding of “what works”. 

At the same time, respondents emphasised that authority alone does not guarantee successful outcomes. 

Even well-prepared, data-driven arguments may not be sufficient to influence counterparts, as 

highlighted by I10 and I11. 

Instead, authority was typically described as operating in combination with other approaches, 

particularly relationship-building. Respondents reported shifting between these strategies depending on 

the context (I2, I6, I10). Some described first establishing rapport before drawing on authority (I5, I6, 

I10), while others adopted the reverse sequence (I7, I11). In other cases, the approach was adjusted 

situationally, as illustrated by I13, who adopted a more authority-driven stance with German 

counterparts and a more relationship-oriented approach with Italian ones. 

4.3.4. Consistency 

Consistency was primarily reflected in the maintenance of a stable line of argument throughout the 

negotiation process. I11 illustrated this by describing how they “had a clear storyline… [and] kept 

anchoring on that storyline”, indicating the importance of reinforcing a coherent position over time. 
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Similarly, I9 emphasised the need to establish clear targets and positions during preparation in order to 

remain aligned with predefined objectives, noting that “you need to understand your business.” 

In addition to consistency in argumentation, several respondents referred to consistency in 

commitments. Approximately a quarter of respondents described relying on both verbal and written 

agreements during negotiations. For example, I7 highlighted the importance of securing early 

engagement, using follow-up communication and requests for further information to assess genuine 

interest before advancing the negotiation. 

However, respondents also emphasised that consistency is not applied rigidly. Approaches were 

described as being adjusted in response to the counterpart as interactions unfold (I2, I6), indicating a 

balance between maintaining a consistent position and adapting to situational dynamics. 

Furthermore, commitments were not always perceived as reliable indicators of outcomes. I8 described 

situations in which agreements did not lead to the expected results, while I13 referred to an earlier 

negotiation in which reliance on a verbal commitment resulted in failure. As a result, the respondent 

noted a shift towards requiring written confirmation in subsequent negotiations. 

4.3.5. Reciprocity 

Reciprocity was widely described as a central expectation in negotiations, with respondents 

emphasising that concessions should be mutual and matched by counterparts. This is illustrated by I11’s 

statement: “we made concessions… and then we expected the supplier to do something similar, but they 

didn’t give an inch”. Similarly, respondents such as I2 and I5 referred to “meeting halfway”, framing 

negotiations as a process of mutual exchange. 

Concessions were also described as a deliberate strategic tool. Respondents indicated that higher initial 

targets are often set to allow room for movement during the negotiation process, enabling controlled 

exchanges once interactions begin (I9). 

At the same time, a lack of reciprocity was reported to negatively affect negotiation outcomes. I11 noted 

that “if you cannot move… we might as well close the negotiation”, referring to situations in which 
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counterparts showed no willingness to adjust their position. Similar experiences were described by I2 

and I11 in interactions with Dutch counterparts. 

In addition to explicit concessions, reciprocity was also reflected in more implicit forms. Respondents 

(I6, I10, I13) referred to mutual adjustments across different negotiation parameters, indicating that 

exchanges do not always occur within a single dimension but may be distributed across multiple aspects 

of the negotiation. 

4.3.6. Social Proof 

Respondents reported using social proof in negotiations primarily through references to past work, 

existing client relationships, and market comparisons. Completed projects were frequently used to 

demonstrate credibility and capability. For instance, I12 described how prior project materials remained 

with clients over time and later led to new contracts: “they kept the brochure for years”. 

References to existing or previous clients were also used to support negotiation positions. I5 noted that 

long-term customer relationships were presented as evidence when justifying proposals, particularly in 

negotiations with Taiwanese counterparts, where such relationships were described as especially 

important. 

A further form of social proof emerged through benchmarking and competitive comparisons, primarily 

utilised by purchasing professionals. I11 described using benchmarking to justify price reductions, 

while I13 referred to statements such as “others are offering better terms” to create a sense of 

competitive pressure. 

Overall, the use of social proof varied across respondents. While it was explicitly mentioned by I5, I11, 

I12, and I13, it was less prominent in interviews such as I3, I7, and I10, and appeared only indirectly in 

other cases. 
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4.3.7. Scarcity 

Some respondents described scarcity as arising through limited resource availability, time constraints, 

and competitive demand. For example, I8 referred to situations in which multiple buyers competed for 

a limited volume, noting that “everyone wanted the things that we purchased…”, requiring the selection 

of one buyer while excluding others. Similarly, I13 described signalling the existence of alternative 

options when negotiating with counterparts. 

Scarcity was also reflected in the use of time constraints. I9 described setting explicit deadlines for 

offers, for instance by stating that the “offer only lasts until…” a specific point in time. In addition, 

scarcity was created through the controlled release of information. I7 reported withholding pricing 

details early in the negotiation and requiring a certain level of commitment before sharing further 

information. 

Overall, the role of scarcity varied across respondents. While some described its use explicitly as part 

of their negotiation approach (I7, I9, I13), in other cases it appeared more implicitly as a feature of the 

negotiation context (I8). 
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4.3.8. Summary of Key Persuasion Patterns 
 

Principle Key Empirical Findings Cultural Variation / Adaptation Prevalence Across Interviews 
Liking Relationship-building described as fundamental; creation of 

trust, personal connections, and long-term engagement 
highlighted; informal interactions (e.g. dinners, meetings) 
used to strengthen rapport and liking. 

Stronger emphasis in certain cultural contexts (e.g. Asian, 
Middle Eastern markets); Swedish counterparts described 
as more implicit in relationship-building. 

Very frequently mentioned 
across interviews 
I2, I3, I5, I6, I7, I8, I9, I10, I12, 
I13 

Unity Limited direct references; some respondents described 
creating a sense of shared purpose or “we-feeling” in 
negotiations or referred to it indirectly. 

More visible in contexts where long-term partnerships or 
shared goals were emphasised; limited evidence of 
cultural adaptation. 

Occasionally mentioned across 
interviews 
I2, I4, I5, I6, I12 

Authority Use of expertise, market knowledge, and data to establish 
credibility often prioritised over formal authority; 
involvement of technical experts; prior experience and track 
record used to support arguments. 

In certain cultural contexts (e.g. Dutch, German markets), 
authority was demonstrated more explicitly (e.g. through 
expertise or formal role), while in others it emerged 
through established relationships. 

Frequently mentioned across 
interviews 
I1, I2, I5, I6, I7, I9, I10, I11, I12, 
I13 

Consistency Respondents described building on prior agreements, 
ongoing discussions, and incremental commitments; 
emphasis on securing engagement before progressing 
negotiations, to maintain a consistent negotiation position. 

In some cultural contexts (e.g. Southern European 
markets), securing early commitment (e.g. through 
follow-ups or continued engagement) was described as 
necessary before advancing negotiations. 

Occasionally mentioned across 
interviews 
I2, I3, I6, I7, I8, I9, I11, I13 

Reciprocity Concessions described as central element of negotiations; 
respondents reported “meeting halfway” and expecting 
mutual movement; higher initial targets set to allow 
concessions; lack of reciprocity led to breakdown of 
negotiations. 

More emphasised in collaborative settings; some 
respondents indicated that expectations of reciprocity 
were not always met across counterparts (e.g. Dutch 
negotiators). 

Frequently mentioned across 
interviews 
I2, I4, I5, I6, I9, I10, I11, I12, I13 

Social Proof Use of past projects, client references, and benchmarking to 
justify proposals; statements such as “others are offering 
better terms” used to create competitive pressure; prior 
work used to demonstrate capability. 

In some contexts, references to long-term relationships or 
existing clients were described as particularly relevant 
(e.g. Taiwan). 

Selectively mentioned across 
interviews 
I3, I5, I7, I10, I11, I12, I13 

Scarcity Scarcity appeared through limited availability of resources, 
time constraints, and competitive demand; respondents 
described multiple buyers competing for limited supply and 
use of deadlines; access to information sometimes restricted 
(e.g. delaying price disclosure) 

No clear variation observed; often context driven. Rarely mentioned across 
interviews 
I7, I8, I9, I13 

Table 4; Summary of Key Persuasion Patterns 
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4.4. Findings about Negotiation Power & Leverage 

In addition to cultural differences and persuasion strategies, respondents identified structural factors 

that shape negotiation processes, particularly in relation to power and leverage. These factors were 

described as influencing both the ability to exert pressure and the overall negotiation position.  

4.4.1. Alternatives 

Across respondents, particularly within procurement roles, the availability of alternatives was 

consistently described as a key source of negotiation power. Having multiple options was associated 

with stronger positioning, increased flexibility, and the ability to exert pressure on counterparts. I11 

illustrated this by indicating that dual sourcing enabled price reductions. Similarly, I10 described that 

the presence of multiple suppliers created opportunities to switch, while I6 noted that competition 

between suppliers allowed for improvements in contract terms. In contrast, the absence of alternatives 

was described as significantly weakening the negotiator’s position. I10 stated that without alternatives, 

they had “no power” at all, and that even strong arguments, such as data and logical reasoning, had 

limited impact on the counterpart. To mitigate such situations, several respondents described signalling 

or creating the perception of alternatives. I13, for example, referred to “opening the playing field” by 

indicating the existence of additional options during negotiations, even though they might not exist or 

not to the extent indicated. 

4.4.2. Information Asymmetries 

The majority of respondents described the availability of information as a key factor influencing 

negotiation outcomes. Information asymmetry refers to unequal access to information, which can also 

be deliberately maintained or created through the strategic withholding or disclosure of information. 

Reducing information asymmetry during the preparation phase was consistently described as providing 

a clear advantage. Respondents emphasised the importance of gathering information about the 

counterpart’s situation, including demand, available alternatives, and financial reliability. Such 

background checks were described as reducing uncertainty prior to negotiations (I3, I8). As I8 noted: 
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“I did a pretty big background check… everything from the payment history… to the market, how it's 

looking right now.” At the same time, some respondents described actively maintaining or exploiting 

information asymmetries as a strategy. Approximately a quarter of respondents indicated that they 

deliberately withhold or control information in order to protect their position. I7 illustrated this by 

stating that “If you give a price… you are lost, completely lost”, highlighting the perceived risk of early 

disclosure. In this context, several sales respondents (I4, I7, I8, I12) emphasised that revealing critical 

information, particularly pricing, can shift power towards the counterpart. 

Information asymmetry was closely linked to negotiation power. Respondents, particularly in 

procurement roles, consistently identified data and market knowledge as central sources of leverage (I8, 

I10, I11, I13). This included practices such as benchmarking competitors, assessing market conditions, 

and analysing the counterpart’s position. Conversely, insufficient information was described as 

weakening negotiation outcomes. As I13 reflected: “I did not have the data… not able to assess the 

market good enough… didn’t understand the position of the supplier.” In addition to preparation, 

respondents also highlighted the importance of gathering information during the negotiation itself. I3 

described using real-time reactions to infer preferences and adjust strategies: “See how the person you 

are talking to reacts… then you can kind of change… what you're trying to sell.” 

Finally, while information asymmetries were often leveraged strategically, they were also associated 

with risks. Several respondents described situations in which incomplete or imperfect information led 

to unexpected outcomes, as illustrated by I8’s example of a counterpart failing to honour an agreement 

due to unanticipated market developments. 

4.4.3. Structural Leverage & Internal Alignment 

Structural leverage was described by respondents in three interrelated forms: internally constructed 

leverage, positional leverage, and organisational leverage. 

Internally constructed leverage refers to ways in which negotiators shape their position through 

organisational decisions prior to entering negotiations. This included defining negotiation scope, 

targets, and internal thresholds (I10, I11), as well as structuring the negotiation process itself. The use 
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of timelines and staged discussions was highlighted as a means of strengthening the negotiator’s 

position (I5). 

Positional leverage was primarily emphasised by procurement-focused respondents. In this context, the 

“share of business” was identified as a key lever, referring to the ability to shift volumes or future 

business between counterparts (I10). At the same time, respondents highlighted that timing and 

dependency structures can constrain negotiation leverage. Situations in which one party is dependent 

on a counterpart or lacks viable alternatives were described as limiting the ability to withdraw from 

negotiations. For example, I9 stated that they “were not really in a position” to withdraw, while I6 

referred to cases where only one supplier was capable of delivering the required scope and was aware 

of this advantage. In such contexts, respondents also described signalling the existence of alternatives 

that had not been explicitly considered by the counterpart (I13). 

Organisational leverage, particularly in the form of internal alignment, was emphasised by the majority 

of procurement respondents. This was described as influencing negotiation outcomes in two ways. On 

the one hand, access to internal knowledge, such as organisational priorities, market data, and 

stakeholder alignment, strengthened the negotiator’s position. Acting as “one company” (I3) enhanced 

credibility and consistency towards the counterpart by enabling clear communication of priorities, 

targets, and limits. This is reflected in I6’s observation that “it’s always easier when you feel like we are 

one company negotiating… and not like it’s procurement against the supplier and part of the technical 

staff of our own company”. On the other hand, internal misalignment or unequal access to information 

weakened the negotiator’s position. Inconsistent messaging or unclear mandates reduced credibility and 

limited the ability to exert pressure, while strong internal coordination contributed to a more coherent 

negotiation approach (I3, I6, I9, I10, I13). 

Overall, structural leverage was consistently described as not only determined by external conditions, 

but also actively shaped through internal organisational decisions, positioning, and alignment. 
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4.4.4. Summary of Key Negotiation Power & Leverage Patterns 
 

Concept Key Findings Prevalence Across Interviews 
Alternatives Respondents described the availability of alternatives as influencing their negotiation 

position. Having multiple options was associated with increased flexibility and the 
ability to exert pressure on counterparts, for instance by switching suppliers or 
leveraging competition. In contrast, the absence of alternatives was described as 
limiting the negotiator’s ability to influence outcomes. In such situations, some 
respondents referred to signalling or constructing the perception of additional options 
during negotiations. 

Importance of alternatives 
frequently mentioned 
I6, I9, I10, I11, I13 
 
Signalling strategies occasionally 
mentioned 
I6, I10, I13 

Information Asymmetries Respondents described information asymmetries as relevant for negotiation 
outcomes, both as a source of advantage and as a strategic tool. Interviewees referred 
to preparation activities, such as gathering information about the counterpart’s 
situation, including demand, alternatives, and financial reliability. Participants also 
described deliberately withholding or controlling information, particularly regarding 
pricing, during negotiations. In addition, some respondents mentioned observing 
counterparts’ reactions during interactions to adjust their approach. Others referred to 
situations in which incomplete information was associated with unexpected 
outcomes. 

Reducing asymmetry frequently 
mentioned 
I3, I4, I8, I10, I11, I13 
 
Exploiting asymmetry occasionally 
mentioned 
I4, I7, I8, I12, I13 
 

Structural Leverage & 
Internal Alignment 

Respondents described structural leverage as being actively shaped through 
organisational decisions as well as external conditions. This included defining 
negotiation scope, targets, and thresholds prior to negotiations, as well as structuring 
the negotiation process through timelines or staged discussions. Respondents referred 
to the allocation of “share of business” as a way to influence counterparts. At the 
same time, dependency on specific counterparts and timing constraints were 
described as limiting the ability to withdraw from negotiations. Respondents also 
highlighted the role of internal alignment, indicating that coordinated positions and 
shared information within the organisation supported consistency towards the 
counterpart, while misalignment was associated with reduced credibility and 
influence. 

Internally constructed and positional 
leverage occasionally mentioned 
I5, I10, I11, I13 
 
Internal alignment and 
organisational leverage frequently 
mentioned  
I3, I6, I9, I10, I11, I13 
 

Table 5; Summary of Key Negotiation Power & Leverage Patterns 
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5. Analysis 
This section analyses the empirical findings in relation to the previously developed analytical 

framework in order to address the research question. It examines how the findings align with, extend, 

or challenge existing theory and uses these insights to refine the conceptual model introduced earlier. 

5.1. Cultural Aspects in International Business Negotiations 

The findings indicate that cultural aspects constitute the underlying framework within which 

international business negotiations (IBN) take place, shaping both negotiation behaviour and the 

application of persuasion strategies. Swedish business professionals serve as the analytical baseline, 

while interactions with non-Swedish counterparts act as the primary trigger for intercultural adaptation 

(IA). Culture is therefore not examined as an isolated variable, but as a contextual factor that explains 

variation in negotiation approaches across different cultural settings. 

5.1.1. Swedish Cultural Baseline in Negotiations 

Following Weiss’s culturally responsive negotiation strategy, negotiators are advised to reflect on their 

own cultural script. The majority of Swedish professionals (I2, I3, I4, I5, I7, I11, I12) described 

themselves as cautious, consensus-oriented, and indirect communicators. This aligns with the low 

assertiveness attributed to Sweden in the GLOBE study (GLOBE Project, n.d.; House et al., 2004, p. 1) 

and prior literature (Deresky, 2000, p. 172).  

While such characteristics may reduce conflict, they can weaken bargaining positions in IBN when 

facing more assertive counterparts, who may use direct communication to exert pressure. Similarly, the 

low power distance and flat hierarchies described by participants (I1, I2, I6, I9, I10, I11, I13) correspond 

with Hofstede’s (1984, p. 1) characterisation of Swedish society. 

Interviewees further emphasised a combination of task and relationship orientation (I2, I3, I4, I5, I6, I7, 

I8, I12, I13), alongside a strong focus on fairness (I2, I4, I5, I6, I7, I11, I12). These traits reflect cultural 

femininity (Heydari et al., 2021, p. 2; Hofstede, n.d.; Tata & Prasad, 2015, p. 281) and a preference for 
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cooperation and compromise. At the same time, this cooperation orientation creates a tension with 

Hofstede’s (1984, p. 1) characterisation of Sweden as highly individualistic (Moonen, 2017, p. 1151). 

Rather than indicating a contradiction, however, the interviews suggest that Swedish individualism is 

expressed through individual autonomy combined with consensus-seeking and a willingness to 

cooperate. While this may facilitate agreement in collaborative settings, it may reduce competitiveness 

in negotiations where counterparts pursue outcome-maximising strategies. 

5.1.2. Communication, Norms, & Decision-Making 

Swedish communication was consistently contrasted with more direct styles, particularly in interactions 

with Dutch or German counterparts (I2, I4, I5, I11, I12). This distinction is useful analytically because 

direct communication can be understood as explicit and unambiguous expression, whereas the Swedish 

style was described as more indirect, cautious, and geared towards softening messages (Tran, 2017). In 

terms of Graham’s (2003, pp. 31-32) hierarchy of negotiation problems, these differences affect the 

most visible level of negotiation, namely language and non-verbal behaviour, where misunderstandings 

first become apparent. Most respondents negotiated in English rather than in their native language, 

which increased the risk of ambiguity, while non-verbal differences further intensified these challenges. 

In this sense, communication style functions as an early indicator of broader cultural distance rather 

than a separate issue in itself. 

Beyond communication, the interviews suggest that Swedish norms, understood here as shared 

expectations of conduct (Cambridge University Press & Assessment, n.d.), are strongly shaped by 

fairness, transparency, mutual agreement, and a willingness to compromise (I2, I4, I5, I6, I7, I11, I12). 

These findings align with the literature describing Swedish negotiation behaviour as cooperative, 

relationship-preserving, and conflict averse (Deresky, 2000, p. 172; Fey, 2005, p. 348). In practical 

terms, these norms shaped how respondents interpreted acceptable negotiation behaviour: many 

expected counterparts to “meet halfway”, whereas tensions arose when the other side appeared more 

competitive or less willing to adjust its position. This suggests that norms are not merely background 

values, but active reference points that shape how negotiation conduct is judged and responded to. 
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Decision-making processes further reinforced these dynamics. Respondents (I5, I6, I9, I11, I13) 

described Swedish negotiations as shaped by consensus orientation and flat hierarchies, which often 

require broader internal alignment before a position can be finalised. Meyer (2014, pp. 151-153) 

describes a similar situation by showing how careful internal coordination can slow the process while 

also supporting inclusiveness and credibility. However, in intercultural negotiations, this same feature 

may create friction when counterparts expect faster or more hierarchical decision-making. 

Taken together, these findings show that cultural variation in IBN is not limited to communication style, 

but extends to norms and decision-making processes, which together increase the complexity of 

negotiation and the need for IA. 

5.1.3. Cultural Distance & Contextual Influences 

The relevance of cultural differences varied depending on perceived cultural distance. When negotiating 

with culturally similar counterparts, such as those from Norway or Finland, respondents reported 

relatively few differences and indicated that the Swedish approach remained largely effective without 

major adjustment (I10, I11). By contrast, interactions with culturally more distant counterparts increased 

complexity, particularly with regard to communication, reciprocity expectations, and decision-making 

processes (I3, I4, I5, I6, I7, I8, I9, I10, I11, I13). In line with Ghauri’s (2003, p. 4) framework, these 

findings suggest that cultural background, process, and atmosphere interact in shaping negotiation 

behaviour, rather than culture operating as a standalone explanatory factor. 

At the same time, the findings show that negotiation behaviour cannot be explained by culture alone. 

While most participants acknowledged the importance of relationship-building, especially in certain 

stages or cultural contexts (I2, I3, I4, I5, I6, I7, I8, I12, I13), procurement-oriented roles (I6, I9, I10, 

I11, I13) placed greater emphasis on efficiency and task orientation, consistent with Deresky (2000, p. 

172). This indicates that professional role and negotiation setting shape how cultural differences are 

expressed and addressed in practice. Compared with regions such as China, Taiwan, and the Arab world, 

which were described as significantly more relationship-oriented (I2, I5, I8, I12), the Swedish context 
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therefore appears less centred on relationship-building as an explicit tactic and more dependent on the 

interaction between culture and role. 

5.1.4. Cultural Tensions & Interim Synthesis 

The findings reveal recurring tensions, particularly between Swedish indirect communication and more 

direct styles (I2, I3, I4, I5, I7, I11), as well as between consensus-seeking behaviour and more 

competitive negotiation contexts (I2, I4, I5, I7, I11). These tensions became most visible when 

expectations of reciprocity differed, negotiation speed varied, or transparency conflicted with strategic 

ambiguity. 

Such mismatches can be understood through Bennett’s (1998b, p. 26) concept of ethnocentrism, in 

which individuals interpret behaviour through their own cultural lens. This was reflected in the use of 

stereotypes during initial interactions (I2, I4, I7, I10, I11, I12, I13), which, as Barna (1998, pp. 173-

187), notes, can obstruct the development of ethnorelativism. When these differences were not 

successfully navigated, they sometimes contributed to failed negotiations, as illustrated by I11. 

Overall, the findings show that culture strongly shapes negotiation behaviour but does so unevenly and 

in interaction with role and context. Effective negotiation in IBN therefore requires not only cultural 

awareness, but also situational judgement and strategic flexibility. Within this process, IA emerges as 

the mechanism through which negotiators respond to cultural differences, while persuasion represents 

the strategic execution of that adaptation. 

5.2. Intercultural Adaptation in International Business 
Negotiations 

The findings indicate that IA operates as a response to cultural differences in IBN. It emerges as a 

context-dependent and predominantly reactive process, varying across situations and individuals. At the 

same time, discrepancies between theoretical assumptions and empirical observations suggest that IA 

is less structured and more uneven than existing models imply. 
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5.2.1. Intercultural Adaptation as a Dynamic Process 

Following reflection on one’s own cultural script, Weiss’s (1994b, pp. 86-94) framework (Figure 5) 

suggests that negotiators should learn about their counterpart’s cultural script prior to interaction. 

However, the empirical findings indicate that this step is rarely performed systematically. Only I12 

reported formal cultural training, while I2 mentioned limited pre-briefing before engaging with a 

Chinese delegation. 

Instead of following a structured preparatory sequence, respondents described real-time adjustments 

prompted by perceived differences in communication style, relationship orientation, power distance, 

and social norms. These triggers correspond to the “stress” in Kim’s (2008, p. 364) framework. In this 

sense, adaptation appears reactive and iterative rather than linear, as negotiators adjust their behaviour 

in response to situational cues during the interaction itself. This aligns more closely with Kim’s (2008, 

p. 364) stress–adaptation–growth dynamic (Figure 4) and with Adler’s (1975, p. 13) view of adaptation 

as context-dependent rather than cumulative. 

The divergence between Weiss’s and Kim’s perspectives can be explained by two factors evident in the 

data. First, some respondents (I4, I10, I11) questioned the relevance of clear cultural differences, 

reducing the perceived need for preparation. Second, others (I3, I5, I8, I10) highlighted time constraints, 

limiting the feasibility of extensive pre-negotiation learning. The interviews therefore suggest that 

Weiss’s (1994b, pp. 86-94) framework captures part of the adaptation process, but not its full empirical 

form, as his preparatory step is often replaced by immediate, experience-based reactions, followed by 

reflection on the interaction. The different forms in which such adaptation is enacted are examined in 

the following subsection. 

5.2.2. Forms of Adaptation 

The findings from the interviews suggest that adaptation occurs in different patterns, which can be 

classified into analytical types such as relational, communication, strategic, and cognitive adaptation. 
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Relational adaptation emerges as a dominant pattern across interviews (I2, I3, I4, I5, I6, I7, I8), 

reflecting how relationships are actively managed throughout negotiations. Interviewees referred, both 

directly and indirectly, to trust-building, the creation of a “we-feeling”, and a long-term orientation. 

While such behaviour is already partly embedded in the Swedish negotiation style, it became 

particularly important when interacting with counterparts described as highly relationship-oriented, 

such as those from Asia or the Arab world. Adapting to this relational emphasis was therefore perceived 

as an important factor for business success. 

Communication adaptation involved adjusting directness, phrasing, and overall communication style to 

the counterpart. I2, I3, I4, I7, and I11 described tailoring their communication in real time, particularly 

to avoid misunderstandings and manage expectations during interaction. This became especially 

apparent in Dutch and Swedish negotiations (I2, I4). 

Strategic adaptation referred to changes in tactics such as timing, concessions, and framing. 

Respondents (I2, I3, I4, I6, I7, I10, I13) described modifying their approach depending on the 

negotiation context, for example by withholding price information or adjusting when and how proposals 

were introduced, particularly in sales settings. 

Cognitive adaptation emerged as a more reflective form of adaptation, particularly in relation to revising 

stereotypes and reinterpreting earlier experiences (I2, I4, I10, I11). I2 described actively revising 

stereotypes through experience, while I4 acknowledged relying on stereotypes as heuristics during 

initial interactions. Importantly, such reflection often occurred after interaction rather than as part of 

deliberate pre-negotiation planning. 

When comparing these analytical types with Weiss’s (1994b, pp. 86-94) framework, a broader mismatch 

becomes apparent. Weiss conceptualises adaptation as a relatively structured sequence in which 

negotiators first reflect on their own cultural script, then analyse the counterpart and relationship 

context, before selecting an appropriate negotiation strategy. Relational adaptation within the empirical 

material partly supports Weiss’s (1994b, p. 89) emphasis on relationships as an important influence on 

negotiation dynamics and outcomes. However, Weiss primarily treats relationships as factors to be 
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analysed prior to negotiation, whereas respondents described actively building trust, loyalty, and 

relational closeness throughout the interaction itself. 

A similar divergence appears in communication adaptation. Weiss (1994b, pp. 91-92) likewise 

emphasises the importance of anticipating the counterpart’s likely behaviour before entering the 

negotiation. In contrast, respondents described communication adjustments as highly reactive and 

situational, emerging directly in response to the interaction. Strategic adaptation aligns most closely 

with Weiss (1994b, p. 93) final stage, in which negotiators deliberately select a negotiation strategy. 

However, the findings suggest that such strategic adjustments often develop gradually during the 

negotiation rather than being fully determined beforehand. 

The sequencing of adaptation therefore differs considerably from Weiss’s framework. Communication 

and relational adaptations frequently occurred reflexively during the interaction, followed by more 

deliberate strategic adjustments, and only sometimes leading to cognitive reflection afterwards. This 

sequence aligns more closely with Kim’s (2008, p. 364) stress–adaptation–growth dynamic, in which 

adaptation is triggered through interaction and develops iteratively over time. In this context, Weiss’s 

framework appears most applicable where negotiators already possess a higher degree of intercultural 

awareness and prior reflective experience. Rather than functioning as a universally applicable starting 

point, the framework therefore resembles an ideal-type model of IA in practice. 

5.2.3. Conditions Shaping Adaptation 

The findings indicate that adaptation is not a default behaviour, but a situational response shaped by 

perceived cultural distance and negotiation power. 

Greater perceived cultural distance increases the likelihood of adaptation, as negotiators encounter 

unfamiliar communication patterns and expectations (I2, I4, I5, I7, I8, I13). In contrast, little adjustment 

was reported when interacting with culturally or geographically closer counterparts, such as those from 

Norway or Finland (I2, I10, I11). This suggests that adaptation is not simply triggered by cultural 

difference in general, but by the degree to which that difference is experienced as practically relevant 
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within the negotiation. However, the utilised IA frameworks tend to conceptualise adaptation as a more 

general response to cultural difference. 

Power asymmetries further shaped the extent to which respondents adapted their behaviour. Particularly 

among procurement respondents (I6, I10, I11, I13), a strong negotiation position, often grounded in the 

availability of alternatives, reduced the perceived need to adjust behaviour. Adaptation therefore appears 

to depend not only on cultural distance, but also on structural conditions within the negotiation setting. 

This aligns with Brett’s (2000, p. 97) argument that negotiation behaviour is influenced by factors 

beyond culture, including relative power, even if later work continues to place stronger emphasis on 

cultural explanation in IBN (Brett et al., 2017, p. 288; Gunia et al., 2016, p. 78). 

The expected duration of the relationship similarly affects the extent of adaptation (I4, I5, I6, I8). 

Respondents, particularly from procurement roles, emphasised that relationship-building and 

behavioural adjustment were primarily worthwhile in long-term interactions. In transactional or one-

off negotiations, adaptation was often considered less relevant. For example, I10 noted that relationship-

building was not worth the investment in short-term interactions. While Weiss (1994b, p. 89) 

acknowledges the importance of relationships, he primarily conceptualises them as contextual variables 

in his framework. 

Experience emerged as a further influence on adaptation. Some respondents (I4, I10, I11) suggested 

that experience reduces the need for conscious adjustment, as behavioural changes become increasingly 

intuitive over time. This partly aligns with Kim’s (2008, p. 364) notion of growth and Bennett’s (1998b, 

p. 26) concept of ethnorelativism. However, the findings do not consistently support the idea that 

experience leads to a fully stable or transferable level of intercultural competence. Despite more than 

30 years of experience, I12 described intercultural learning as an ongoing process rather than a 

completed stage. 
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5.2.4. Limits of Adaptation 

The empirical findings indicate that IA is neither consistently successful nor without limitations. 

Respondents described persistent misunderstandings, particularly between direct and indirect 

communication styles (I2, I3, I7, I11), as well as failed negotiations resulting from insufficient or 

ineffective adaptation (I2, I3, I4, I10, I11, I13). In addition, several respondents reported relying on 

stereotypes when engaging with culturally different counterparts (I2, I4, I7, I11, I12, I13). These 

findings indicate that IA remains an imperfect and uneven process rather than a smooth or reliable 

progression. 

The interviews also revealed a recurring tension between cultural explanation and individual variation. 

As I4 noted, differences may depend not only on national culture, but also on role, personality, and 

professional background. This suggests that adaptation can be undermined when behaviour is over-

attributed to culture alone, since such interpretations may obscure other relevant factors and lead to 

ineffective adaptation. 

Structural conditions further restrict adaptation. Respondents (I3, I5, I6, I8, I10, I11, I13) indicated that 

time pressure and power imbalances can limit their ability to adjust behaviour, even when cultural 

differences are recognised. In such situations, adaptation may be deprioritised in favour of efficiency or 

strategic positioning. This reinforces Brett’s (2000, p. 97) argument that negotiation behaviour is shaped 

by factors beyond culture, while also showing that these non-cultural constraints can narrow the space 

in which adaptation can occur. 

Taken together, these findings indicate that IA is neither consistently successful nor without limitations. 

Successful adaptation often led to trust development (I5) and long-term relationships (I2, I4, I5, I6, I8, 

I12), whereas failures resulted in deadlocks or misalignments (I2, I3, I4, I10, I11, I13). IA therefore 

represents an ongoing and uncertain process rather than a guaranteed path to successful interaction. In 

contrast to Bennett’s (1998b, p. 26) conceptualisation of adaptation as a progression towards 

ethnorelativism, the findings indicate that adaptation appears fragmented and context-specific. 

Respondents reported successful adaptation in some contexts while struggling in others (I2, I4, I5, I11), 
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suggesting that intercultural competence is not universally transferable. Moreover, elements of 

ethnocentrism persist, particularly through reliance on stereotypes and the tendency to evaluate other 

cultures according to one’s own norms and expectations. In this sense, adaptation is limited not only by 

cultural distance, but also by cognitive shortcuts that shape how unfamiliar behaviour is interpreted. 

Rather than fully replacing one’s own cultural frame, negotiators often work with simplified mental 

models that make interaction manageable but also risk misinterpretation. Consequently, ethnorelativism 

appears less as an empirically observable endpoint and more as an idealised concept, with adaptation 

requiring continuous, situation-specific adjustment. 

5.2.5. Intercultural Adaptation as Enabler of Persuasion 

Within the developed conceptual framework (Figure 6), persuasion lies at the core of the negotiation 

process (Sycara, 1990, p. 204). Rather than operating independently of cultural context, persuasion in 

IBN depends on negotiators’ ability to interpret and adapt to the counterpart’s cultural background 

during interaction. The empirical findings therefore suggest that IA enables persuasion to be applied in 

a culturally appropriate manner rather than independently of cultural context. 

While Weiss’s (1994b, pp. 86-94) framework presents the selection of negotiation strategies, and with 

it the selection of persuasion principles, as the final stage, the empirical findings suggest that strategy 

selection is typically shaped through ongoing adaptation rather than thorough pre-negotiation cultural 

analysis, as outlined earlier. 

5.3. Persuasion Principles in International Business Negotiations 

This section examines how Swedish professionals apply Cialdini’s persuasion principles in IBN and 

how these principles are shaped by both cultural background and IA. The analysis shows that persuasion 

is not used as a fixed repertoire of techniques, but as a context-sensitive practice in which relational and 

rational arguments are weighted differently depending on the counterpart and the negotiation setting. 
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5.3.1. Dominant Persuasion Patterns Among Swedish Negotiators 

Based on the empirical findings, three overarching persuasion patterns emerged across participants, 

reflecting both Swedish cultural norms and professional negotiation practices. 

Relationship-oriented persuasion emerged as the most prominent pattern and was evident across almost 

all respondents (I2, I3, I4, I5, I6, I7, I8, I9, I10, I12, I13). This pattern included trust-building, the 

creation of similarity, informal interaction, and long-term orientation. It was reflected in references to 

creating a “we-feeling” (I2), participating in informal meetings such as dinners (I2, I3, I5, I12), and 

maintaining continuous personal contact with counterparts (I2, I5, I6, I8, I10). These practices align 

with Cialdini’s (2001, pp. 78-79; 2021, pp. 363-366; Cialdini et al., 2002, p. 1) principles of liking and 

unity. However, the findings suggest that relationship-building extends beyond interpersonal affinity 

and functions as a strategic mechanism for establishing trust and reducing uncertainty in intercultural 

interactions. This reflects broader Swedish cultural characteristics associated with low power distance 

and femininity (Deresky, 2000, p. 172; Fey, 2005, p. 348; Hofstede, n.d.; Torsein, 2010, p. 47). 

Closely linked to this relational orientation was a strong emphasis on collaboration and mutual gain (I2, 

I4, I5, I6, I9, I10, I11, I12, I13), reflecting Cialdini’s (2001, pp. 76-77; Cialdini et al., 2002, pp. 2-3) 

principle of reciprocity. The logic of “meeting halfway” was repeatedly emphasised (I2, I4, I5, I6, I9, 

I10, I11), and concessions were frequently described as an expected norm (I2, I6, I9, I10, I11). 

Reciprocity therefore appears not merely as a tactical persuasion tool but as a normative expectation of 

how negotiations should be conducted. This helps explain why it works well in culturally similar 

settings, but becomes more fragile in distributive negotiations. Here, a distributive logic is oriented 

towards value claiming, concession pressure, and competitive positioning, whereas a cooperative 

negotiation logic prioritises mutual value creation and relationship maintenance (Brett et al., 2017, p. 

290). 

The third pattern can be described as rational and data-driven persuasion. Respondents (I2, I3, I6, I9, 

I10, I11, I13), particularly those with procurement backgrounds, repeatedly emphasised factual 

preparation through benchmarking, market analysis, and structured argumentation. This suggests that 
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persuasion strategies are shaped not only by culture but also by organisational role and professional 

context. In line with Cialdini’s (2001, pp. 79-80) principle of authority, persuasion in the Swedish 

negotiation context appears to derive primarily from expertise, credibility, and preparation rather than 

formal hierarchy. This suggests that authority is enacted through competence rather than position, which 

is consistent with low power distance and with descriptions of Swedish professionals as thoughtful and 

efficiency-oriented (Deresky, 2000, p. 172; Fey, 2005, p. 348; Torsein, 2010, p. 47). 

Social proof, consistency, and scarcity were present in the empirical material but functioned primarily 

as supporting devices rather than as primary persuasion strategies. Social proof emerged mainly through 

references to prior projects, client relationships, and benchmarking (I5, I11, I12), while consistency was 

reflected in stable argumentation and written commitments (I7, I9, I13). Scarcity, similarly, was mainly 

expressed through limited availability, deadline framing, and controlled information disclosure (I7, I8, 

I9, I13). Their relatively lower prominence compared to relational and rational-based principles is 

analytically important. Cialdini’s (2001, p. 81) framework treats the principles as equally available 

tools, whereas the empirical material suggests that their salience is uneven and shaped by the negotiation 

context. In particular, scarcity and social proof appear less compatible with the Swedish negotiation 

norms of fairness and transparency identified earlier. Consistency, by contrast, appears more compatible 

with those norms, but its lower prominence may indicate that stable positions and written commitments 

are regarded as part of baseline professional conduct rather than as explicit persuasion tactics in Swedish 

IBN contexts. 

Overall, Swedish persuasion in IBN can be characterised by a hybrid logic that combines relational 

alignment with rational justification, where trust-building and data-driven argumentation operate in 

tandem rather than as competing strategies. 

5.3.2. Cultural Shaping of Persuasion Principles 

Building on the identified Swedish persuasion patterns, the findings suggest that the application of 

persuasion principles is not static but shaped by interaction with different cultural contexts. 
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The same principles do not carry identical meaning across cultures. Whilst similarity, trust, and informal 

interaction constitute the Swedish baseline for liking and unity, respondents described clear variation in 

how these principles were weighted across negotiation contexts. In Asia and the Middle East, 

relationship-building carried considerably greater emphasis than in Sweden (I2, I5, I8, I12), whereas in 

the Netherlands and Denmark the importance of liking and unity appeared reduced (I2, I4, I11, I12). 

Liking and unity therefore function as implicit background scripts in the Swedish context but become 

deliberate strategic tools when cultural expectations diverge. This extends Cialdini’s (2001, p. 81) 

Western-centric framework by showing that the same principles move from background norm to explicit 

strategy, depending on context. 

With respect to reciprocity, respondents described fairness and “meeting halfway” as broadly expected 

amongst Nordic and culturally similar counterparts (I2, I6, I9, I11), whereas in other contexts such 

gestures risked being interpreted as weakness or unnecessary concession (I2, I10, I11, I13). 

Accordingly, reciprocity is not interpreted uniformly, and its effectiveness depends on whether 

counterparts operate within a cooperative or distributive negotiation framework. 

The Swedish baseline for authority is expertise-based and low-hierarchical. However, the findings 

indicate that, in negotiations with German, Dutch, or Danish counterparts, greater assertion is 

sometimes required, whereas authority in Asian and Middle Eastern contexts was described as more 

relational and positional (I5, I7, I8, I9, I11, I13). This reflects differences in how authority is constituted 

across power-distance contexts, which Hofstede’s (1984, p. 1; n.d.) framework anticipates and the 

findings support empirically. In lower power-distance cultures, authority is associated more strongly 

with expertise and argument quality, whereas in higher power-distance settings it is more closely tied 

to position and relational legitimacy. Consequently, Swedish negotiators who rely on relational 

engagement and data-driven argumentation may not only fail to impress a high power-distance 

counterpart, but misread authority expectations in culturally different contexts. Authority in IBN is 

therefore not fixed, but varies between expertise-based and relationally constructed legitimacy 

depending on the cultural setting. 
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Taken together, the findings demonstrate that Swedish negotiators dynamically adjust the balance 

between relational and rational persuasion depending on the counterpart. This adaptive balancing aligns 

with Weiss’s (1994b, pp. 86-94) culturally responsive negotiation logic and Kim’s (2008, p. 364) 

iterative adaptation dynamic. Yet, adaptation is not only a matter of which principle is selected, but also 

of when it is introduced.  

Consequently, the findings suggest that persuasion principles are not only combined but also 

emphasised sequentially depending on the cultural context (I5, I6, I7, I10, I11, I13). In highly 

relationship-oriented settings, respondents often described establishing trust and relational alignment 

before relying more strongly on authority-based or data-driven persuasion. 

At the same time, several respondents (I2, I6, I7, I11) noted tensions when attempting to adopt 

negotiation styles that conflicted with their own culturally ingrained preferences for liking, unity, and 

reciprocity. This tension is consistent with Leung and Cohen’s (2011, p. 524) Culture–Person–Situation 

framework, which suggests that individuals remain embedded within cultural meaning systems that 

shape both behaviour and interpretation. Even when consciously adapting, negotiators therefore remain 

influenced by their own cultural logic, potentially leading to misinterpretation or ineffective adaptation. 

This dynamic is not fully accounted for in Weiss’s (1994b, pp. 86-94) framework and also complicates 

Bennett’s (1998b, p. 26) notion of ethnorelativism, which assumes that individuals can move beyond 

culturally conditioned perspectives. 

Beyond the principles themselves, the findings also indicate adaptations in how persuasion was 

communicated, particularly through changes in directness and the timing of argument deployment. 

Differences in timing influenced when principles such as authority or reciprocity could be deployed 

effectively, consistent with Brett (2000, p. 98) argument that factors beyond culture also shape 

negotiation behaviour. 

Overall, the findings suggest that persuasion principles function as culturally contingent strategies 

whose meaning, effectiveness, and deployment are co-constructed through interaction. IA therefore 

emerges as the mechanism through which negotiators navigate these differences, whilst cultural 
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tensions and structural conditions define the boundaries within which persuasion can be effectively 

adapted. 

5.4. Negotiation Power & Leverage in International Business 
Negotiations 

The findings indicate that IA and persuasion in IBN are shaped not only by cultural dynamics but also 

by structural conditions such as negotiation alternatives, information asymmetries, and internal 

alignment. 

5.4.1. Alternatives & BATNA as Structural & Persuasive Resources 

The empirical findings (I6, I9, I10, I11, I13) consistently indicate that the availability, or absence, of 

alternatives significantly influences a negotiator’s position, particularly in procurement settings. This 

closely reflects Fisher and Ury’s (1981, pp. 50-51) best alternative to a negotiated agreement (BATNA) 

logic. Statements such as “were not really in a position” (I9) to withdraw, or having “no power” (I10), 

illustrate BATNA asymmetry as a key structural determinant of negotiation dynamics and show that 

negotiators are well aware of whether they have a BATNA or not. 

However, statements from I6, I10, and I13 indicate that negotiators often go beyond an objectively 

existing BATNA by constructing a perceived BATNA and signalling alternatives to “open the playing 

field” (I13) as standard strategy for exerting pressure while increasing negotiation flexibility. This 

extends Fisher and Ury’s framework and points to a theoretical gap within their rationalist conception 

of principled negotiation, which does not explicitly account for strategic ambiguity or the deliberate 

shaping of perceptions. In practice, a perceived BATNA may carry similar weight to an objective one 

if counterparts believe viable alternatives exist. 

This signalling strategy is closely linked to Cialdini’s (2001, p. 80) principle of scarcity. By implying 

limited availability or alternative options, negotiators increase the perceived value and urgency of the 

deal, thereby shifting the psychological balance of the negotiation in their favour. Signalling alternatives 

therefore functions as a persuasive deployment of structural power. 
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The effectiveness of such strategies, however, is not culturally neutral. In high-context or strongly 

relationship-oriented settings, signalling alternatives may undermine trust if perceived as manipulative 

or revealed by the counterpart. In such cases, the strategy may lead to resistance and, in some instances, 

even a breakdown of the negotiation. 

5.4.2. Information Asymmetries as a Source of Positional Power 

The empirical findings reveal two distinct informational strategies: reducing information asymmetry 

through preparation and exploiting it through selective disclosure. 

Respondents highlighted the importance of background checks, benchmarking, and market analysis in 

reducing informational disadvantage (I3, I6, I8, I9, I10, I11, I13). These findings align closely with 

Ghauri’s (2003, p. 5) framework, which identifies information gathering as a key background factor in 

effective IBN. This suggests that without reducing one’s own informational disadvantage, structural 

leverage cannot be exercised. In particular, signalling credible alternatives, establishing authority, or 

making data-driven arguments becomes difficult in the absence of sufficient market knowledge. I13’s 

reflection on a failed negotiation caused by inadequate market understanding illustrates how 

informational weakness undermines structural position by preventing an accurate assessment of both 

the negotiator’s own BATNA and that of the counterpart. 

At the same time, respondents such as I4, I7, and I13 described deliberate information withholding as 

a negotiation strategy, which is clearly reflected in the statement that “if you give a price, you are lost” 

(I7). The findings further indicate a structural distinction between procurement and sales respondents. 

Procurement professionals primarily focused on reducing informational asymmetry through 

preparation, as they typically derive leverage from buyer power, volume, and alternatives (I6, I9, I10, 

I11, I13). Sales respondents, by contrast, often depend more heavily on securing the deal, making 

selective withholding, particularly of pricing, a defensive mechanism against immediate positional 

weakness (I2, I3, I5, I7, I8).  
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Information asymmetry can also be linked to Cialdini’s (2001, pp. 79-80) principle of authority, as 

market expertise and data-driven argumentation function as forms of informational authority. This 

informational advantage also reinforces the expertise-based form of authority discussed earlier. 

However, it creates potential vulnerabilities in high power-distance settings, such as parts of Asia or the 

Middle East, where expertise-based authority may be interpreted as insufficiently decisive or 

authoritative. 

The findings further suggest a tension between informational transparency and strategic withholding. 

Swedish negotiators, culturally inclined towards fairness and openness (Heydari et al., 2021, p. 2; 

Hofstede, n.d.; Tata & Prasad, 2015, pp. 281-282) must navigate a conflict between these norms and 

the competitive demands of negotiation. This tension is illustrated by I2’s statement that they “adjusted 

some numbers… say that we already have this deal in place”, whilst simultaneously emphasising that 

outright lying is unacceptable because it will “always come back to you”. Here, I2 is not merely 

describing a tactic but articulating an ethical boundary between strategic ambiguity and deception. The 

way Swedish negotiators draw this distinction appears closely linked to cultural norms surrounding 

fairness and cooperation. Neither Cialdini nor Ghauri explicitly address this intersection between 

cultural values and competitive informational logic, suggesting a gap within the applied theoretical 

frameworks. 

5.4.3. Internal Alignment as Organisational Leverage 

Across respondents, internal alignment emerged as a key source of structural power and negotiation 

credibility, extending beyond a purely organisational practice. Interviewees such as I3 emphasised that 

“acting as one company” constituted a central negotiation logic, a view consistently supported by 

procurement participants (I3, I6, I9, I10, I11, I13). Internal alignment strengthens negotiation power by 

enabling negotiators to present a coherent position and to draw on relevant internal information. 

Misalignment, by contrast, weakens credibility and complicates the ability to negotiate with authority. 

The relative absence of internal alignment as a concern among non-procurement respondents can be 

explained by the different negotiation contexts. Sales respondents typically operate within predefined 
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negotiation scopes, either offering established products or responding to inbound demand. In such 

contexts, mandates are often largely predetermined, reducing the need for extensive internal 

coordination. The procurement respondents, by contrast, negotiated on behalf of organisations 

characterised by multiple stakeholders, competing priorities, and shared budgets. Internal alignment 

therefore becomes a structural precondition rather than an optional negotiation practice. This distinction 

reflects differing negotiation architectures rather than differing awareness of internal alignment as a 

source of power. 

From a theoretical perspective, internal alignment can be linked to Cialdini’s (2001, pp. 79-80) principle 

of authority. According to the interviews, this authority derives primarily from consistent messaging 

and the absence of internal contradictions. I6, for example, described a situation in which procurement 

objectives conflicted with those of a specialist department, creating visible friction in front of the 

supplier and weakening both negotiation credibility and leverage. 

Similar to information asymmetry, internal alignment can also be understood as a key background factor 

within Ghauri’s (2003, p. 5) framework. Achieving alignment therefore becomes a prerequisite for 

effective negotiation, consistent with Fisher and Ury’s (1981, p. 7) emphasis on clear mandates as a 

condition for efficient negotiation processes. 

This matters particularly in the Swedish consensus context analysed earlier. The time required to 

establish internal alignment may delay responsiveness and signal indecision to counterparts, particularly 

in high power-distance contexts such as parts of Asia and the Middle East, where swift and 

hierarchically sanctioned decisions are expected. At the same time, once achieved, alignment enables 

the presentation of a coherent organisational position, which can itself function as a signal of 

institutional authority in these contexts. The findings therefore suggest that alignment must often be 

established before negotiations begin (I6, I9, I13), as visible internal disagreement may undermine 

credibility in ways that are difficult to recover from later. 

More broadly, internal alignment can be understood as a mechanism through which Swedish negotiators 

compensate for their flat hierarchies and consensus-driven decision-making. Authority is therefore not 



 86 

simply present but actively constructed through alignment, although the process itself remains 

somewhat paradoxical insofar as the effort to create authority may simultaneously reveal that it was 

absent in the first place. 

5.4.4. Synthesis of Negotiation Power & Leverage in International 
Business Negotiations 

As established across the preceding subsections, negotiation power in IBN is neither fixed nor static, 

but dynamic and partly constructed. Alternatives may be signalled rather than objectively available, 

informational advantages can be cultivated through preparation, and organisational credibility can be 

strengthened through internal alignment. 

At the same time, the analysis suggests that structural leverage, culture, and IA do not operate as 

separate layers but as mutually conditioning forces. Cultural identity shapes which forms of leverage 

are perceived as legitimate and appropriate, IA influences how effectively these levers are deployed 

across cultural boundaries, and the counterpart’s cultural background affects how signals of leverage, 

authority, and information are interpreted. 

Crucially, the findings further indicate that perceived power asymmetries shape the extent to which 

adaptation is pursued at all, as stronger structural positions reduce the perceived need for IA. Power and 

leverage in IBN therefore cannot be adequately understood without accounting for their cultural 

embeddedness. This carries direct implications for the conceptual framework developed earlier, which 

is revisited and refined in the following section. 

5.5. The Revised Conceptual Model 

Based on the empirical findings and the preceding analysis, a revision of the initially established 

conceptual framework (Figure 6) was deemed necessary. Three specific gaps were identified. First, the 

original framework represented persuasion principles as relatively stable and consciously selected tools, 

whereas the findings indicate that their weighting is culturally embedded and shifts dynamically 

depending on the counterpart's cultural context. Second, the framework conceptualised IA as a 
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preparatory and sequential process, following Weiss's (1994b, pp. 86-94) culturally responsive 

negotiation strategy, whilst the empirical evidence suggests a predominantly reactive and iterative 

dynamic, more consistent with Kim's (2008, p. 364) stress–adaptation–growth model. Third, and most 

substantively, the original framework did not account for structural influences, namely alternatives and 

BATNA, information asymmetries, and internal alignment, in their own right. The findings reveal these 

to be active moderators of negotiation behaviour, conditioning the extent to which adaptation is pursued. 

5.5.1. Refinements to the Persuasion Component 

The persuasion principles in the revised model are illustrated using two different typographies, 

highlighting the heightened prominence of the principles of liking, unity, and authority among Swedish 

negotiators. This reflects the cultural contingency noted by Cialdini (2001, p. 81), although the concept 

is not further elaborated within his framework. 

In addition, the revised model incorporates the concept of sequential use, as respondents indicated that 

persuasion principles are not only combined but also applied in a context-dependent order. Sequential 

use therefore refers to the staged deployment of persuasion principles, for example prioritising relational 

principles such as liking and unity in highly relationship-oriented cultures before relying on more 

rational principles such as authority. 

5.5.2. Refinements to the Intercultural Adaptation Component 

In the initial conceptual model, IA followed a preparatory and sequential logic, reflecting Weiss’s 

(1994b, p. 85) framework, which assumes deliberate pre-negotiation preparation. However, the 

interview findings suggest a different pattern. Respondents described IA as a more reactive and iterative 

phenomenon, aligning more closely with Kim's (2008, p. 364) stress–adaptation–growth model. 

While the first two stages, reflection on one’s own culture and evaluation of the counterpart’s culture, 

remained applicable, the subsequent stages differed substantially from the original framework. Rather 

than emphasising relationship consideration, strategy anticipation, and strategy selection, the findings 
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pointed towards ongoing strategy formulation and relational adaptation. These elements more 

accurately reflect the dynamic and interaction-driven nature of adaptation described by respondents. 

In addition, the conceptual model was revised to include a feedback loop from the negotiation outcome 

back to IA. This reflects the relational learning dimension highlighted throughout the interviews, where 

adaptation frequently emerged through interaction and reflection after initial encounters rather than 

solely during pre-negotiation preparation. 

Finally, IA was found to be moderated by the professional role context in which the negotiator operates 

and was therefore incorporated into the revised framework. The findings indicate that role context 

influences both the intensity and form of adaptation, particularly regarding whether negotiators 

prioritise relational accommodation, strategic flexibility, or informational control. 

5.5.3. Integration of Structural Influences 

The findings suggest that, despite the recognised importance of culture in IBN, structural influences 

also play a significant role in shaping negotiation dynamics and the IA process itself, as similarly noted 

by Brett (2000, p. 97). In particular, the availability of alternatives and the strength of a negotiator’s 

BATNA (Fisher & Ury, 1981, pp. 50-51), were found to directly influence the extent to which Swedish 

negotiators perceived a need for IA. For this reason, structural influences were incorporated into the 

conceptual model as factors affecting both the negotiation process and IA. 

In addition, information asymmetries and internal alignment were identified as having distinct 

implications for IA and the subsequent selection of persuasion principles. While information asymmetry 

was repeatedly linked to persuasion principle selection, internal alignment functioned more as a source 

of constructed authority, moderating the negotiator’s credibility and positional strength prior to entering 

the negotiation. 

Based on these findings, structural influences were positioned as a prerequisite layer rather than a 

secondary one. This reflects the insight that a negotiator’s structural position conditions to what degree 

adaptation is pursued, before cultural and persuasion-related dynamics come into play. 
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5.5.4. Further Refinements 

In addition to the more substantial adjustments outlined above, several smaller refinements were 

undertaken. The concept of cultural differences was replaced with cultural aspects, and the 

corresponding categories were revised to reflect the aspects most frequently identified in the empirical 

data. This adjustment was made because respondents did not consistently describe clear-cut cultural 

differences between negotiation parties; instead, they more commonly referred to specific aspects that 

differed while others remained similar. 

Furthermore, a bidirectional arrow was introduced to represent cultural distance as both a trigger of IA 

and a factor influencing its intensity. This refinement is based on respondents’ observations that the 

degree of adaptation increases with the perceived cultural distance of the counterpart. While this 

relationship remained implicit in the original model, it is now explicitly integrated to better capture its 

influence on the adaptation process. 

5.5.5. The Revised Model as an Integrated Whole 

The refinements outlined above were incorporated into the initial conceptual model presented in Figure 

6, resulting in the revised model shown in Figure 9. Rather than treating negotiation behaviour as a 

linear sequence of stages, the revised model conceptualises persuasion strategy use in IBN as the core 

phenomenon, shaped primarily through IA. The negotiators' own cultural background provides the 

negotiation baseline, while professional role and structural leverage function as contextual conditions 

that influence how, and to what extent, adaptation is possible or necessary. In this sense, the revised 

model presents an integrated account of culturally adapted persuasion, with IA as the main explanatory 

mechanism and the other elements serving as framing conditions. 
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Figure 9; Revised Conceptual Model 
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6. Conclusion 
The final section of this thesis addresses the research questions by providing comprehensive answers 

grounded in the preceding analysis of the empirical findings and theoretical perspectives. Based on 

these insights, the revised conceptual model serves as the foundation for outlining the study’s theoretical 

and practical implications. The section concludes with a discussion of the study’s limitations and 

recommendations for future research. 

6.1. Summary of Main Insights 

This study examined How Swedish professionals employ persuasion strategies in international business 

negotiations (IBN) and How these strategies are adapted when negotiating with non-Swedish 

counterparts. The following summary addresses both research questions in turn, drawing on the 

empirical findings, analysis and the revised conceptual model. 

Regarding the first research question, the analysis reveals that Swedish negotiators apply a hybrid logic 

when using persuasion principles in IBN. Rather than relying on a single dominant strategy, they 

combine a relational, trust-based approach with rational, data-driven argumentation. The relational 

approach draws primarily on the principles of liking, unity, and reciprocity, whilst the rational approach 

is grounded mainly in authority. This hybrid pattern reflects key characteristics of Swedish cultural 

norms, such as low power distance, femininity, and consensus orientation, and distinguishes Swedish 

professionals from both more assertive (e.g. German, Dutch) and more relationally oriented (e.g. Arab, 

Chinese) counterparts. The findings therefore suggest that persuasion strategies are culturally embedded 

and contextually combined rather than applied in isolation. 

Furthermore, the findings indicate that intercultural adaptation (IA) is best understood as a reactive, 

iterative, and role-conditioned process. This challenges Weiss’s (1994b, pp. 86-94) preparatory model, 

which conceptualises adaptation primarily as pre-negotiation planning. Instead, the empirical evidence 

suggests that adaptation occurs dynamically in real time, triggered by situational cues during the 

interaction itself, which aligns more closely with Kim’s (2008, p. 364) stress–adaptation–growth 
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dynamic. Professional roles, such as sales and procurement, were also found to shape both the form and 

intensity of adaptation, indicating that cultural explanations alone are insufficient to fully account for 

IA in IBN settings. 

Regarding the second research question, IA emerged as the key mechanism through which persuasion 

principles are adapted and deployed across cultural contexts. Adaptation facilitates persuasion 

differently depending on both the perceived cultural orientation of the counterpart and the negotiator’s 

structural position. Persuasion principles were not only combined but also applied sequentially, 

suggesting that persuasion in IBN functions as a dynamically staged process in which the effectiveness 

of specific principles depends on timing, relational context, and cultural expectations. When interacting 

with more assertive counterparts, Swedish negotiators tend to emphasise rational, data-driven 

arguments, whereas interactions with more relationally oriented counterparts involve a stronger 

prioritisation of liking and unity. Reciprocity was identified as a particularly sensitive principle 

requiring careful calibration, especially across greater cultural distance, as expectations regarding 

mutual concessions vary considerably across cultures. Importantly, adaptation was also shaped by 

structural conditions such as the availability of alternatives, informational asymmetries, and internal 

organisational alignment. Strong structural positions reduced the perceived need for adaptation, 

whereas weaker positions increased pressure to adapt strategically. Negotiation outcomes further 

informed subsequent adaptation, reflecting the iterative learning dynamic captured in the revised 

conceptual model. 

Taken together, the findings challenge the assumption that persuasion principles operate as culturally 

neutral tools. Instead, they show that their use in IBN is shaped by the interaction between cultural 

expectations, role-specific positioning, and structural leverage. The thesis therefore contributes a more 

differentiated understanding of how Swedish negotiators adapt persuasion across intercultural settings, 

not as a fixed repertoire of techniques, but as a context-sensitive and relational process. 
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6.2. Theoretical Contribution 

The thesis contributes to the existing literature in the three theoretical fields of IBN, IA, and persuasion 

theory through a revised conceptual model, illustrated in Figure 9, which clarifies the relationships 

between structural conditions, IA, persuasion strategy selection, and professional roles within IBN 

settings. 

First, it empirically extends Cialdini’s (2001, p. 76; 2021, p. 363) persuasion framework to a smaller, 

non-Anglophone cultural context, namely Sweden. The findings suggest that persuasion principles are 

not used as fixed or universally transferable tools, but are weighted and adapted according to counterpart 

orientation, negotiation setting, the negotiator’s structural position and professional role. More 

specifically, principles such as liking, unity, reciprocity, and authority are not only combined, but also 

sequenced in practice, a pattern observed in this study and not formally developed in the persuasion 

literature reviewed here. 

Second, the thesis challenges Bennett’s (1998b, p. 26) notion of a linear progression towards 

ethnorelativism by demonstrating that adaptation in IBN is fragmented, situational, and role-dependent 

rather than cumulative. The four identified forms of adaptation (relational, communication, strategic, 

and cognitive) also indicate that Weiss's (1994b, p. 86) prescribed sequence is less orderly in practice 

than the model implies. While the findings at times align with Kim's (2008, p. 364) iterative view of 

adaptation, they further suggest that growth in one negotiation context does not necessarily carry over 

to others in a comprehensive or permanent way. 

Third, the thesis integrates structural power dynamics, such as the best alternative to a negotiated 

agreement (BATNA), information asymmetries, and internal alignment, into an IA and persuasion 

framework. This moves the analysis beyond culturally deterministic explanations of negotiation 

behaviour and responds to Brett’s (2000, p. 97) call for greater attention to non-cultural factors in IBN. 

Structural power is therefore positioned as a moderating condition that shapes the extent to which 

adaptation is necessary, and the form persuasion takes. 
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6.3. Practical Implications 

The thesis identifies three practical implications for professionals engaged in IBN, particularly those 

operating from smaller cultural contexts such as Sweden. These implications are grounded in the study's 

findings on cultural differences, adaptive pressure, and structural conditions in IBN. 

First, cultivating cultural self-awareness should be treated as a strategic asset. Swedish professionals 

should actively reflect on their own cultural negotiation script before entering IBN, a script 

characterised, by consensus orientation, low power distance, indirect communication and expectations 

of reciprocity. The findings repeatedly demonstrate that assuming one's own behavioural defaults are 

universally shared represents a significant source of avoidable friction, often leading to misaligned 

expectations during early-stage interactions. 

Second, persuasion strategies should be adapted deliberately and sequentially. The findings suggest that 

relationship-based principles, such as liking and unity, may be prioritised during the early stages of 

negotiations with highly relationship-oriented counterparts (e.g. in Asian or Middle Eastern contexts), 

whereas authority-based, data-driven approaches may carry greater weight with more task-oriented 

counterparts (e.g. German or Dutch). As negotiations develop, additional principles may be introduced 

progressively and in response to the counterpart's cues, consistent with the sequential logic identified 

in the empirical material. Practitioners therefore benefit from consciously managing this staging rather 

than relying on a single default approach, while remaining attentive to both the counterpart's cultural 

orientation and the broader organisational context. 

Finally, negotiators should strengthen their structural position prior to entering IBN. The findings 

indicate that IA alone is insufficient without a robust structural foundation, and that structural conditions 

moderate the extent to which adaptation is both necessary and feasible. Internal organisational 

alignment, thorough preparation, and a clear understanding of one's BATNA are not merely tactical 

considerations but strategic prerequisites that determine the conditions under which IA and persuasion 

can be effectively applied. 
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6.4. Limitations & Future Research 

This study offers nuanced insights into how Swedish professionals use and adapt persuasion strategies 

in IBN, as well as into the interplay between cultural context, IA, and structural leverage in shaping the 

selection and application of persuasion principles. However, the study is limited by its single-culture 

design and interview-based method, and while qualitative research does not aim to produce findings 

that are generalisable across a wider population, future research could still broaden the scope by 

conducting similar inquiries across other Nordic contexts or by using observational or ethnographic 

designs that capture negotiation behaviour in practice. 

Future research could examine the sales and procurement distinction in greater depth, as the findings 

suggest that professional function shapes the selection and sequencing of persuasion principles as well 

as the forms of IA employed. This appears to be a significant yet underexplored variable in the 

persuasion literature. 

A second promising direction concerns the paradox identified in this study between Swedish consensus 

orientation and the need to establish credibility in more hierarchical or high power-distance settings. 

Future research could explore how negotiators from flat, consensus-oriented contexts build credibility 

and bargaining strength in such negotiations, and under what conditions internal alignment may support 

or substitute for more traditional forms of authority. 
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8. Appendices 
8.1. Interview Guide – Master Thesis Interviews 

Demographics & Specifics 
- How long have you lived in Sweden? 

- How long have you been working at your current organisation, and where is it located? 

- What is your current job role? 

- How much experience do you have with international business negotiations? 

- In what types of situations do you usually negotiate with international counterparts? 

- How frequently do you negotiate, and how often are these negotiations international? 

Narrative Questions (with international counterparts) focus on behaviour 
- Can you describe a negotiation that went particularly well, where most or all objectives were 

achieved?  

Who was involved (position, experience level, country), and at what stage of your career did 

this take place? 

- Why do you think the negotiation was successful? 

Was there anything specific about your preparation or approach and if so, what? 

- Can you describe a negotiation that did not go well, where most or all objectives were not 

achieved?  

Who was involved (position, experience level, country), and at what stage of your career did 

this take place? 

- Why do you think the negotiation was unsuccessful? 

- Looking back, how would you reflect on your approach in that negotiation? 

- Did that experience influence how you approach later negotiations? In what way? 

Specifying Questions 
Core Exploration of Persuasion 

- How do you usually try to convince your counterpart to accept your proposal? 

- Are there certain approaches that feel more natural or intuitive to you, provide 

examples? 

- What do you think has shaped that? (training, organisational norms, past 

experience, personality, cultural background, etc.) 

Probing Nature of Persuasion (ask for examples) 
- Do you emphasise relationship-building or formal authority in negotiations? If so, 

how? 
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- Do you ever draw on examples or references to other agreements or cases? If so, how? 

- Do you approach concessions during negotiations? If so, how? 

- Are there situations where timing, deadlines, or availability become part of how you 

try to influence the discussion? 

Cultural Adaptation & Contextual Adjustments 
- Can you recall an occasion, if any, where you adapted your approach for a counterpart 

you experienced as culturally different? What did you do differently? 

- What role, if any, does cultural background play in how you prepare for a negotiation? 

Relational & Contextual Influences 
- How does your existing relationship with the counterpart influence your approach? 

- In what ways, if any, do factors such as time pressure, hierarchy, or prior cooperation 

affect how you try to convince someone? 

- How important is honesty in negotiations? 

Learning & Development 
- Have you become more confident or strategic in your negotiation approach over time? 

If so, how? 

- How has your perception of cultural differences changed throughout your career? 

- When negotiating with people from similar backgrounds, do you notice 

patterns in how they behave? How does that affect your approach? 

Closing 
- Is there anything else you think is relevant to this topic that we have not discussed? 

- Do you have any questions? 
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