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Abstract 

This study dives into the communication strategies and cultural adaptation processes 

of medium-sized and large companies in Austria operating on the American market. 

Acknowledging the significance of cultural sensitivity in global business, this study 

examines how Austrian companies navigate the challenges in intercultural 

communication to ensure a successful market entry and sustainable growth in the 

United States. 

Using a mixed-method approach, the study combines qualitative interviews with 

quantitative surveys to give a comprehensive analysis of the challenges and strategies 

employed by companies in Austria which operate on the American market. The 

adoption of communication methods and the influence of cultural factors on company 

practices are the main topic of the survey, which was completed by 31 participants from 

a variety of business sectors. The qualitative interviews with 6 participants explore 

personal experiences, obstacles, and success factors in cross-cultural encounters in 

greater depth. 

The findings underscore the significance of cultural awareness and the implementation 

of customized communication challenges and overcoming potential obstacles within 

the American market. To effectively manage the complexities of market entry, Austrian 

companies place a strong emphasis on the need for adaptability, open-mindedness, 

and a detailed understanding of American business culture. The research highlights 

the role of effective cross-cultural communication in building trust, credibility, and long-

term relationships with American business partners and customers. 

By providing valuable insights and recommendations for Austrian businesses seeking 

to enter the American market, this study contributes to the existing literature on 

international business and cross-cultural communication. It further emphasizes the 

necessity of cultural adaptation and the strategic alignment of communication practices 

with the cultural nuances of the target market to achieve success in a global 

environment.  
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1. Introduction 

In today's globalized world, the quest for international market expansion has become a 

strategic imperative for businesses seeking sustained growth and competitiveness. 

The world is becoming more homogeneous and contrasts in national markets are 

declining, whereas cultural differences in nations, regions, and ethnic groups are 

increasing (Lillis & Tian, 2010). Awareness for different cultures is crucial, as people’s 

perceptions and behavior are shaped by a country’s culture (Samaha et al., 2014). This 

means that adopted business communication is essential for guiding through the 

complex construct of cross-cultural communication and win in global markets (Lillis & 

Tian, 2010). Not only are Austrian firms eyeing the United States of America as a 

promising destination for growth, but entering the American business scene certainly 

comes with unique challenges, shaped by cultural, social, and organizational factors 

that influence communication and business dynamics. Therefore, the importance of 

cultural understanding for business success is not to be neglected – following the well-

known quote "Culture eats strategy for breakfast" (Peter Drucker). Hence, for Austrian 

as well as any other companies aiming to flourish in the American market, knowing and 

understanding the cultural nuances and communicational considerations is key to 

thriving in this environment. 

Throughout this dissertation a quantitative market research approach is implemented 

through which the employment of communicative considerations and acculturation 

approaches in medium-sized and large companies in Austria, operating in the American 

market, is analyzed. For this purpose, firstly, a survey was conducted and evaluated to 

collect relevant data. Secondly, interviews were conducted and evaluated with globally 

operating employees of Austrian companies. Over the course of one month, 31 

participants filled out the survey and 6 participants took part in an online interview. The 

survey was distributed via e-mail, LinkedIn, and the author’s personal connection. The 

interview participants were found via the same channels. Based off long eminent 

theoretical models like Hofstede’s framework on cultural dimensions and Hall’s model 

of high-context and low-context cultures (Beugelsdijk et al., 2017; Hofstede et al., 2010; 

Mead & Andrews, 2009; Trompenaars & Woolliams, 2004), this study classified the two 
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specific cultures, Austrian and American, accordingly and created a questionnaire and 

interview guide, which allowed an analysis of the status quo from the Austrian firms’ 

perspective. The main objective of the survey was to gather the status and methods 

applied by companies in Austria, which successfully operate on the American market. 

The findings would give insights as to how this extracted input can be used for 

formulating recommendations for expansion into the American market from an 

Austrian’s business perspective. 

 Research Objectives 

This research aims to address the gap in the literature by focusing on medium-sized 

and large Austrian firms' experiences and challenges in the American market. By 

delving into the interplay between culture, communication, and business practices, the 

study seeks to shed light on the factors influencing successful market entry and hence 

sustained growth. Austrian companies, inspired by their aspirations to grow in the 

United States of America, play a central role in this research. These firms are expected 

to comprehend the importance of fine-tuning their communication and business 

approaches to resonate with American customers and partners. Through their diverse 

experiences, obstacles, and achievements, they form the essence of this research 

narrative, revealing the tangible effects of effective communication and cultural 

adaptation in the dynamic area of real-world business.  

The results of this research will have significant implications for both theory and practice 

of adding to the growing knowledge in international business and cross-cultural 

communication. While some research exists on European companies entering the 

American market (Barthélemy, 2020; Bartosik-Purgat & Rakowska, 2023; Congden et 

al., 2009), there remains a gap in understanding the specific experiences of Austrian 

firms and the unique challenges they encounter during assimilation, given Austria’s 

idiosyncratic socio-cultural proclivities that have a direct influence on the country’s 

business culture, one in which is divergent from that of the United States of America. 
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 Research Question 

Cultural differences play an important role in shaping communication strategies. “The 

business of international business is culture” (Hofstede, 1994). Building trust and 

credibility for nurtured relationships is vital for success in almost every culture. 

Emphasizing cultural sensitivity and adopted communication styles can be crucial for 

effectively conveying messages and building relationships in other cultures (Zolfaghari 

& Madjdi, 2022). Neglecting cultural differences when expanding to new markets can 

harm a firm and brand for years to come. For example, when Pepsi entered the Chinese 

market, it launched the Slogan “Pepsi brings you back to life”. What was not realized is 

that this phrase would translate to “Pepsi brings your ancestors back from the grave” – 

a very messy mistake to make. Tailoring communicational considerations to penetrate, 

in this case, the American market is a critical challenge for Austrian firms. Austrian firms 

can broaden their chances of success in American markets by understanding market 

dynamics, adapting to cultural differences and business communication 

The motivation to undertake this research stems from the increasing globalization of 

business and the growing importance of effective cross-cultural communication in 

international markets (Cuadra-Montiel, 2012). This research is further driven by the 

need to understand the dynamic nature of communicational business practices and the 

impact of culture on organizational communication. In an increasingly interconnected 

world, where global markets present vast opportunities for business growth, firms need 

to navigate the complexities of cross-cultural communication effectively (Cuadra-

Montiel, 2012). In order to be prominent within international business, there is a need 

to comprehend the challenges and opportunities faced by Austrian firms when 

expanding into the American Market. The chosen cultures uncover harsh contrasts, 

which concurrently provide a lot of research potential (Hofstede et al., 2010). By 

investigating these differences in communicational considerations this research seeks 

to point out the variations that influence effective communication in this distinct 

business context. 
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Therefore, the following research question was formulated: What communicational 

considerations and integrational approaches should Austrian companies prioritize as 

integral components of their acculturation strategy when seeking entry into the 

American market? 

 Significance of the Study 

The research topic holds significant importance in international business and cross-

cultural communication and has been researched for many years. Understanding the 

differences in communicational business practices and identifying effective 

acculturation strategies are critical to unlocking the potential for growth and success in 

this diverse and competitive market. Previous studies have acknowledged the 

relevance of culture in shaping communication practices and the impact of acculturation 

on international business ventures (Higgs, 1996). Scholarly literature highlights the 

challenges companies face in aligning their communication strategies with the cultural 

nuances of foreign markets (Cavusgil et al., 2014; Ivlev et al., 2020; Steenkamp, 2001). 

This study, therefore, serves as a means of providing recommendations of best practice 

to Austrian firms seeking to penetrate the American market in the future, as well as 

inform American firms on how to internalize and comprehend prospective Austrian 

businesses and partners from a cultural standpoint. In addition to its primary focus on 

the integration of Austrian firms into the American market, this study offers a 

contemporary perspective on how these enterprises assimilate themselves. This 

multifaceted investigation serves as an invaluable resource for future scholars seeking 

a more comprehensive understanding of the broader phenomenon of corporate 

acculturation, and as a foundational framework for those who aspire to employ this 

research as a platform for in-depth explorations of Austrian firms in subsequent studies. 

Nonetheless, it may serve as a launching point for more specific sector-specific 

inquiries, facilitating a deeper understanding of the intricate nuances that underline the 

engagement of Austrian businesses. Following some deep scrutiny into preceding 

research as well as information pertaining to the integration of Austrian firms in the 

United States of America, it was found that many companies have yet to assimilate. 

This serves as the rationale as to why this research will not limit the investigation to a 
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certain sector, industry, or area of business in which the companies operate so as to 

gain a more widespread insight. Therefore, there is sufficient reason to suggest that 

there exists a sizeable gap in the sphere of original knowledge emphasizes the 

significance of this study. 

2. Comprehensive Literature Review 

The corporate landscape of the twenty-first century is becoming more interconnected - 

globally and multicultural. International business is a byproduct of globalization, 

primarily driven by technological advancements and economic interdependence. The 

need for cross-cultural awareness, business etiquette knowledge, culturally specific 

management styles, and intercultural exchanges is still very strong as businesses 

continue to go global. Companies encounter a variety of difficulties that stem from 

traditional systems and domestic cultural issues and business etiquette is now more 

important than ever in determining the success or failure of companies competing for 

worldwide market dominance. The most frequent challenges in international 

management and business for companies pursuing global competitiveness include 

managing cultural differences, intercultural communication, and cross-cultural 

negotiation and decision-making. Effective cross-cultural etiquette and global 

workforce diversity management are essential for international business success. The 

need for cross-cultural negotiation abilities to sustain global competitiveness and for 

training in interpersonal and group communication competency are vital for succeeding 

in international business (Okoro, 2019, p. 1-8). 

 Cross-Cultural Communication and its Challenges in Business 

Regardless of the country or city one works in nowadays, everybody is part of a global 

network that requires navigating through wildly different cultural realities when seeking 

success. “Unless we know how to decode other cultures and avoid easy-to-fall-into 

cultural traps, we are easy prey to misunderstanding, needless conflict, and ultimate 

failure” (Meyer, 2014, p. 8). The process of cross-culturalization is as equally inevitable 

as globalization. The world is becoming more homogeneous, eliminating borders for 

specific items and national market distinctions, while at the same time, cultural 
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differences between countries, regions, and ethnic groups are becoming more 

pronounced (Lillis & Tian, 2010). As a result, commercial communication is now 

conducted on a worldwide basis. Employees working in global and international 

business need to be well-versed in national, local, and ethnic cultural differences in 

order to flourish in global marketplaces. Therefore, cross-cultural techniques have been 

emphasized more and more in international business as vital instruments to improve 

interactions and communication between customers, businesses, colleagues, and 

business partners (Guang & Trotter, 2012). 

Cross-cultural communication is becoming an increasingly important factor in today’s 

globalized business environment, impacting many aspects of marketing and 

advertising strategies around the globe. It serves as an effective tool for engaging 

diverse audiences by tailoring messages to specific cultural preferences and values, 

thereby facilitating the establishment of trust and credibility within communities 

(Montagna, 2023, p. 9). Communication is influenced by culture, so it’s critical that 

countries engaged in international business and trade take the time to study, 

comprehend, and value the various ethical and cultural customs as well as the proper 

etiquette that go along with conducting business internationally. Sustainable growth in 

international business will result from employees and managers fostering cross-cultural 

understanding, communicational awareness, intercultural sensitivity, and a global 

perspective in light of the benefits and challenges of globalization in the twenty-first 

century (Okoro, 2019, p. 8). 

 Interpersonal (Business) Communication 

Communication, without a doubt, plays a vital role in the daily operations of an 

organization. It is an integral, necessary, and constantly active, much like the human 

body’s circulatory system. Consequently, the efficiency of communication bears an 

essential role in determining the overall performance of a business. An organization’s 

ability to function depends on a variety of factors, including leadership, teamwork, 

delegation of authority and responsibility, and unity of command, all of which require 

strong foundation in interpersonal communication. Thus, interpersonal communication 

becomes essential to an organization’s survival. Effective interpersonal communication 
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becomes vital for managing conflicts, selling, counseling, and developing close 

business relationships but can be affected by a variety of factors, such as sentiments, 

overcrammed messages or cultural differences (Sethi & Seth, 2009, p. 32). 

Hartley defines interpersonal communication as a communication which takes place 

from one individual to another as well as face-to-face. Further, the communication’s 

structure and substance both capture the individual’s traits as well as their social role 

and relationships (Hartley, 2002, p. 20). 

Communication is often represented with the so-called linear model of communication, 

which suggest that communication is linear and one way. Put another way, 

communication consists of messages that flow from a sender to a receiver crossing 

channels and perhaps some interferences (so-called noise) on the way. Nonetheless, 

this model fails to incorporate one crucial aspect of interpersonal communication: it is 

always two ways. In a conversation between ‘person A’ and ‘person B’, both will be 

senders and receivers at the same time, even if it is just one person verbally 

communicating. Body language, small gestures or looks may be acts of communication 

which are interpreted by the other person (Hartley, 2002, pp. 23). 

 

Figure 1: linear model of communication 
Source: author’s own illustration based on Hartley, 2002 (p. 23) 
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Interpersonal communication therefore plays a crucial part in every kind of 

communication, including business communication. Nevertheless, there are 

differences which ought to be considered when acting in business communication. 

Interpersonal communication is conversations between friends, family, peers or co-

workers. This mode is employed in casual meetings and conversations, when 

questions are asked, or jokes are told. It can vary in timbre according to the participants’ 

emotions and differences. Slang terms, incorrect grammar and casual language are 

widely accepted in this context. Different so is business communication. Business 

communication is usually used for transferring or gathering information, in the form of 

memos, e-mails, letters, conferences or meetings and calls. This mode is employed 

when talking to managers or business contacts – business-to-business communication 

also is part of it. Within this form of communication, timbre will not sway as it does in 

interpersonal communication. Timbre will not fluctuate the way it does in casual 

interpersonal communication. It is important to utilize appropriate terminology, proper 

grammar, clear instructions of questions, and a formal yet welcoming tone (Sethi & 

Seth, 2009, p. 39).  

 Cross-Cultural Communication Barriers 

Communication barriers, weather verbal or nonverbal, play a significant role in 

communicating with others. Verbal barriers arise from various sources, including 

language disparities, differences in interpretation, and the improper use of expressions 

like slang, jargon and euphemism. These linguistic complexities often lead to 

miscommunication and misunderstanding among individuals. Moreover, the overuse of 

abstract language and the prevalence of polarization further compound these issues 

by introducing ambiguity and reinforcing ideological divides. On the other hand, 

nonverbal barriers stem from incongruent signals, inappropriate emotional displays, 

and environmental distractions. Conflicting nonverbal cues, such as facial expressions 

not aligning with verbal messages, can lead to confusion and misinterpretation. 

Environmental factors, such as noise or competing stimuli, can also disrupt the 

communication process by diverting attention and focus. To address these barriers, 

individuals must cultivate active listening skills and remain attuned to both verbal and 

nonverbal cues. Furthermore, providing constructive feedback and fostering an 
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environment of open dialogue can help mitigate communication challenges (Montagna, 

2023, p. 3).  

 Cross-Cultural Marketing Adoption 

The efficiency of advertising is influenced by culture. Language is one of the 

fundamental components of culture, and it has a big impact on things like advertising. 

Additionally, the form and budget for advertising are determined by the consumer’s 

consumption preferences. The level of material culture, values and norms all have 

impact on these in turn. Cultural influences on the types of roles and themes used for 

advertising are attributed by various theorists such as Hofstede, Gallagher, and others. 

Since they are connected to underlying cultural norms and values, every aspect of 

culture affects every aspect of marketing, which is an essential part of business 

communication (Guang & Trotter, 2012, p. 6460). 

Though they may appear insignificant, these instances of misunderstanding draw 

attention to a more serious problem in the corporate sector. Cultural misinterpretations 

can generate major losses for even the greatest organizations with excellent 

leadership. The following examples will provide compelling evidence for the need of 

comprehending your global partners and consumers. There could be severe 

consequences if you ignore this. It goes beyond simply translating things incorrectly or 

producing tone-deaf advertisements. Fundamental ignorance of other cultures is the 

issue, and in the global marketplace of today, that can lead to appalling consequences 

(Karge, 2018). 

Due to a lack of understanding of the cultural dynamics of its employees and customer 

base, Wal-Mart’s entry into Germany proved disastrous. While American-style team 

bonding, such as morning chants, was met with disapproval of German employees, 

German shoppers found the excessively warm customer service disconcerting. 

Additionally, grocery store cashiers’ practice of bagging items was now liked by 

Germans. Customers and staff felt uncomfortable as a result of these cultural 

mismatches. Wal-Mart’s chances of successfully building its brand in Germany may 
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have been substantially increased by adjusting to German cultural standards, even 

though price competition was also important (Karge, 2018).  

Starbucks’ venture into Australia highlighted the clash between its standardized 

American model and the nuanced local coffee culture. Australians preferred the 

authenticity of neighborhood cafés, where they could enjoy specialty drinks like flat 

whites and Australian macchiatos. Starbucks’ rapid expansion failed to resonate, 

lacking the personalized touch and pricing competitiveness of local establishments. 

This led to closures. However, Starbucks is making a comeback by targeting tourists 

and adapting its approach to suit the cultural landscape. This narrative underscores the 

importance of cultural understanding and strategic pacing in global expansion efforts 

(Elharony, 2023). 

Procter & Gamble faced a major challenge when introducing Pampers disposable 

diapers to the Japanese market. Despite their success elsewhere, their venture into 

Japan encountered great obstacles, revealing critical oversights and cultural 

misinterpretations. First, they did not realize Japanese babies are a bit different – both 

in size and preferences. This led to the diapers not fitting right, and not opting up to 

quality expectations either. But what was most overlooked was Japanese folklore, 

evidently made aware with the imagery on the product packaging. Instead of the 

Western idea of storks delivering babies, Japan follows the idea, that babies are 

delivered in a giant peach. Therefore, this cultural discordance not only confused 

consumers but also undermined the product’s resonance within the target market. 

Procter & Gamble’s subsequent efforts to recalibrate their marketing approach 

ultimately pace the way for renewed success and profitability in Japan, underscoring 

the imperative of cultural adaptation in international marketing endeavors (Montagna, 

2023, p. 13). 

McDonald’s, on the other hand, serves as a prime example of cross-cultural marketing 

strategies, evident in the stark differences between their Facebook advertisements in 

the United States and Guatemala. In Guatemala, McDonald’s targets the collectivist 

nature of the society by promoting meal plans for families and their Happy Meal, 
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catering to the cultural norm of prioritizing family needs over individual desires. This 

strategy acknowledges that adults are more inclined to treat their children to fast food 

meals. Conversely, in the US, McDonald’s appeals to the individualistic society by 

offering “Buy One Get One” meal deals and rewards for downloading their app, tapping 

into the desire for personal benefits and rewards. This juxtaposition highlights 

McDonald’s adeptness in tailoring their marketing approaches to resonate with the 

cultural values and preferences of diverse markets (Furtado, 2021).  

In order for marketers to thrive in a cross-cultural setting, their approaches must respect 

the rights and values of their customer’s culture. As a whole, business communication 

is related to every other business and market activity, rather than being as one single, 

independent conduct. From an anthropological point of view, all market behaviors are 

influenced by culture. Therefore, marketers profit from understanding the cultural 

context of the market in order to align marketing with customer preferences, purchasing 

behavior, and product-use patterns. Effectively navigating the cultural nuances and 

parallels present in the global marketplace is a crucial marketing responsibility for 

companies for successful international market entry approaches, as demonstrated by 

McDonald’s and all other examples provided above (Guang & Trotter, 2012, p. 6459). 

Moreover, adapting marketing strategies to local preferences is imperative for success 

in international markets, necessitating a deep understanding of cultural nuances. By 

diligently researching and respecting cultural norms, companies can mitigate the risk 

of cultural misunderstandings, ensuring the effectiveness of their campaigns. This 

approach not only fosters consumer trust but also provides invaluable insights into 

diverse cultural perspectives, ultimately enabling companies to remain competitive in 

an increasingly globalized marketplace (Montagna, 2023, p. 9). 

 Acculturation Strategies in International Business 

The acculturation process involves the exchange of cultural traits between different 

groups, with varying perspectives on how it occurs. One view suggests that exposure 

to different cultures leads individuals to adopt new traits as a way of adaptation. Another 

perspective sees acculturation as facilitating the exchange and interaction of cultural 

traits among groups, while third emphasizes a two-way process where both foreign and 
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local individuals contribute to cultural exchange. Acculturation is dynamic and gradual, 

involving the absorption of traits from one culture and their integration into others. It 

significantly influences consumer buying behavior, particularly in areas with diverse 

minority groups. Understanding consumer acculturation is crucial for business seeking 

to target new niches and segments, as it affects how foreign buyers are influenced by 

local cultural traits. Studies delve into how acculturation impacts consumer behavior, 

particularly in terms of consumer re-socialization and individual self-management. 

Factors such as workplace and residence are identified as significant influencers of 

acculturation and buying behavior, highlighting the importance of individual 

characteristics and environmental factors in understanding consumer behavior in 

diverse cultural settings (UKEssays, 2018). 

 Assimilation vs. Integration 

The prevalent perspective in the literature on socialization emphasizes how important 

it is for new members of an organization to adhere to the norms and values already in 

place. This view – which is often used to describe recent immigrants to a host nation 

and organization – is known as “assimilation”. It implies that migrants ought to gradually 

absorb the norms, values, and behaviors of the dominant culture. This one-way 

adaption model assumes that migrants will eventually become more like the majority. 

Critics contend that this perspective indirectly elevate the dominant culture while 

unfairly placing the entire burden of adaption on immigrants. The idea of assimilation 

often implies that immigrants’ experiences, attitudes, and ways of life are inferior and 

that they must conform to the majority (Omanović & Langley, 2023, p. 78). 

Integration, however, emphasizes a two-way process where both, newcomers, and the 

existing culture, adapt and learn from each other, a contrast to the one-sided 

assimilation approach. This perspective proposes a mutual adaption, which recognizes 

that newcomers and the organization must both change, enabling a two-way process 

of adaption, where newcomers are welcomed, and their experiences are valued assets. 

The integration-focused strategy recognizes the influence of newcomers’ response and 

socialization strategies on shared meanings and results, and it encourages mutual 

adaption (Omanović & Langley, 2023, p. 78). 
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 Market Entry Methods in International Business 

When venturing into new and foreign markets, companies must carefully weigh their 

options for market entry. Within this dissertation five commonly considered modes are 

discussed: exporting, licensing, franchising, establishing joint ventures with local 

entities, and creating wholly owned subsidiaries in the new host country. Each mode 

presents unique advantages and disadvantages, necessitation thorough analysis to 

identify the most suitable strategy in alignment with the firm’s objectives and market 

conditions (Hill & Hult, 2019, p.438). 

Exporting 

Exporting serves as a common entry mode for global expansion among especially 

manufacturing companies, offering both advantages and disadvantages. On the 

positive, exporting allows firms to bypass the substantial costs of establishing 

manufacturing operations in foreign markets and can facilitate the realization of 

experience curve and location economies through centralized production and global 

sales. This approach is often favored by small and medium-sized companies seeking 

to enter new markets. Exporting does, however, come with certain difficulties. First of 

all, companies may decide to relocate production in order to take benefit of favorable 

factor conditions if lower-cost manufacturing locations are available abroad and 

exporting from the home base is not the best option. Furthermore, excessive 

transportation expenses may make exporting unprofitable, particularly for large scale 

goods. The implementation of tariff barriers by receiving nations, or the possibility of 

such impediments, might exacerbate exporting efforts and increase their risk and 

expense. In addition, depending on external parties – such as local agents or other 

multinational corporations – for marketing, sales, and service in overseas markets can 

lead to conflicting loyalties and suboptimal performance. By carefully balancing these 

benefits and drawbacks, businesses can create successful plans for international 

expansion (Hill & Hult, 2019, pp. 438). 

Licensing 

In international licensing, licensee often fund market entry, especially for firms lacking 

funds or facing investment barriers. For example, Xerox partnered with Fuji Photo to 
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enter Japan. Licensing also suits firms cautious about investing in uncertain markets or 

unwilling to develop certain intangible property themselves, like Coca-Cola’s trademark 

licensed to clothing manufacturers. However, licensing has drawbacks. It lacks control 

over production efficiency, marketing and strategy and hinders global strategic 

coordination. It also risks losing proprietary technology control, as seen with RCA’s 

color TV technology in the Japanese market resulting in a loss of market share. To 

mitigate, firms use strategies like cross-licensing, reducing technology risks and 

fostering mutual accountability (Hill & Hult, 2019, pp. 440). 

Franchising 

Franchising, like licensing but with longer-term commitments, involves the franchiser 

selling intangible property, typically a trademark, to the franchisee, accompanied by 

strict operational guidelines. Unlike licensing, franchising often entails ongoing support 

from the franchiser, such as training and supply chain management. Service firms, like 

McDonald’s and Subway, predominantly utilize franchising to expand globally, 

leveraging the franchisees’ assumption of costs and risks. While franchising mirrors 

licensing in relieving companies of market entry barriers, it uniquely fosters rapid global 

expansion at a lower cost and risk. However, it also presents challenges, notably in 

quality control. Maintaining consistent product quality across franchises is crucial for 

upholding the company’s brand reputation, yet foreign franchisees may not uphold 

these standards, leading to potential reputational damage. To address this, establishing 

subsidiaries or master franchisees in each country can enhance oversight and quality 

control, as demonstrated by McDonald’s successful organizational structure with its 

master franchisees (Hill & Hult, 2019, pp. 441). 

Joint Ventures 

Joint ventures involve establishing a jointly owned company between two or more 

independent entities, typically with one partner contributing technological know-how 

and the other providing local market expertise. While joint ventures offer benefits such 

as sharing costs and risks, leveraging local knowledge, and reducing political risks, 

they also pose significant disadvantages. One concern is the risk of relinquishing 

control over proprietary technology to the partner, exemplified by Boeing’s hesitation in 
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partnering with Mitsubishi Heavy Industries for fear of technology transfer. Additionally, 

joint ventures may not provide the tight control needed for realizing economies of scale 

or coordinating global strategies effectively, as seen in Texas Instruments’ decision to 

establish a wholly owned subsidiary in Japan for strategic reasons. Conflicts over 

control and strategy can also arise between partners, particularly when goals diverge 

or bargaining power shifts, potentially leading to venture dissolution. Despite these 

challenges, some firms opt for joint ventures with majority ownership to retain control, 

while others pursue strategies to mitigate conflicts and maintain strategic autonomy 

(Hill & Hult, 2019, p. 442-444). 

Wholly Owned Subsidiaries 

Wholly owned subsidiaries, where a company owns 100 percent of the stock, can be 

established in foreign markets through greenfield ventures or acquisitions of existing 

companies. For instance, ING entered the American insurance market by acquiring 

established enterprises rather than starting from scratch. Wholly owned subsidiaries 

offer significant advantages, especially for firms reliant on technological competence, 

as they ensure control over proprietary technologies and operations. This control is 

crucial for global strategic coordination and realizing location and experience curve 

economies. Additionally, wholly owned subsidiaries provide full profit ownership in 

foreign markets. However, this entry mode is capital-intensive and carries risks 

associated with cultural adaptation and corporate integration, particularly in 

acquisitions. Despite these challenges, the decision between greenfield ventures and 

acquisitions is pivotal and requires careful consideration (Hill & Hult, 2019, p. 444). 

In conclusion, the exploration of diverse market entry modes underscores the nuanced 

strategic considerations inherent in international expansion. From the simplicity of 

exporting to the intricate establishment of wholly owned subsidiaries, each avenue 

presents distinct advantages and challenges. As highlighted throughout this sub-

chapter, trade-offs must be navigated, with factors such as risk mitigation, technology 

control, and investments optimization being weighed. By diligently assessing their core 

competencies, market dynamics, and long-term objectives, informed decisions can be 
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made by organizations, tailored to their unique circumstances, fostering sustainable 

growth and competitive advantage on the global stage. 

 Emotional Aspects of Acculturation 

Acculturation has become an inherent aspect of contemporary life, with individuals 

increasingly transitioning between cultures, including work, education, or seeking better 

living conditions. These transitions can yield diverse outcomes influenced by 

personality factors. While intercultural experiences may present challenges or stress, 

they also offer opportunities for personal growth and enrichment. The term “culture 

shock” describes the distress associated with cultural transitions, while “acculturative 

stress” provides a more neutral term for these challenges. This tension is exacerbated 

by social and psychological forces, often leading to a crossfire of conflicting emotions 

and experiences. Individual differences in psychological characteristics further 

complicate the acculturation process, with immigrants struggling with their own 

personal journey towards finding sense with belonging in a new setting. Different 

people with unique personalities handle cultural change differently. At first, when a new 

culture is encountered, the challenges are most seen. But as time goes on, immigrants 

start to incorporate aspects of the new culture to their own identity, sometimes 

switching between cultural perspectives as a coping mechanism. The way the new 

culture is viewed can also be influenced by the desire to be accepted by others. 

Encouraging integration rather than separation or assimilation can tap into immigrants’ 

creativity and innovation, highlighting the benefits of living in diverse societies. By 

embracing immigrants’ diverse backgrounds and talents, countries as well as 

businesses can create more inclusive and dynamic communities (van der Zee et al., 

2016, p. 50-63). 

Despite it being a significant aspect of the acculturation process, research on the 

emotional aspects is still limited and is ought to be proceeded further. Anxiety, for 

example, is a significant yet understudied factor that can profoundly impact the 

acculturation process. While some research suggests that anxiety can hinder task 

performance, particularly in situations requiring focused attention and effort like 

learning a new language, it is often conceptualized as an outcome of acculturation 
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rather than the determinant. Immigrants face numerous stressors during their 

adaptation to a new society, including challenges in employment and housing, 

language acquisition, adjusting to different systems and grappling with unfamiliar 

values, beliefs, and customs. Understanding the role of anxiety in the process of 

acculturation is crucial for providing effective support and interventions to immigrants’ 

adjustment to their new cultural context (van der Zee et al., 2016, p. 50-63). 

Evidently, every immigrant’s emotional well-being and approach on coping with the 

process of acculturation is unique and personal, yet not to be neglected when 

discussing cross-cultural matters. Nevertheless, it will not be discussed in more detail 

within this dissertation, as it is not in direct relation to the underlying topic herein. 

 Cultural Differences in Business Communication 

Culture is highly complex, which creates challenges for market analysts as different 

models and frameworks are mostly aiming to take a small portion or single variable of 

culture to focus on, leading to a representation of culture from only that single 

perspective. There are multiple different frameworks and models, analyzing different 

aspects of culture. One of the most well-known and probably most influential 

approaches to cross-cultural analysis is Geert Hofstede’s dimensions of culture. Even 

though his research was focused on organizational problems at the business level, it is 

applicable and can be used to deduce consumer behavior patterns in society at large 

(Lee & Carter, 2012, p. 137). 

Yet critics have scrutinized Hofstede’s methodology and the assertions drawn from his 

findings. One prominent critique questions the notion of a “national” culture, highlighting 

the inherent complexity and diversity within societies. For instance, the cultural 

landscape of countries like the UK and Malaysia defies easy categorization due to their 

multicultural compositions. Moreover, Hofstede’s data, primarily sourced from work 

environments, reses doubts about its applicability to non-work contexts such as 

consumer behavior. Further, the premise of nationality as a definitive cultural marker is 

challenged, arguing that it overlooks the intricate layers of cultural identity and 

individual characteristics. Despite these criticisms, Hofstede’s model remains a 
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valuable tool for understanding cultural dimensions, albeit with a nuanced approach 

that acknowledges the multifaceted nature of cultural influences in global markets (Lee 

& Carter, 2012, pp. 137). Heydari et al. address the critique of applying national-level 

cultural scores to individual characteristics and presents a comprehensive measure for 

individual-level indulgence. The research underscores the importance of understanding 

individual-level cultural traits for managing cultural diversity effectively across various 

domains, including marketing, management, psychology, education, and policy 

making. The study further points out the significance of individual-level indulgence in 

influencing consumer behavior and other aspects of human behavior, with broad 

implications for policy making, theories, and applications (Heydari et al., 2021). Due to 

these circumstances, various country scores for Hofstede’s dimension have been 

altered accordingly and are considered in this work already. 

The second approach on cross-cultural analysis covered in this dissertation is the 

high/low context model. Edward T. Hall, an anthropologist, introduced the idea that 

people in a cultural environment understand and create communications within the 

context of common cultural values. These values act as pillars and binding members 

within a culture and having a significant impact on the dynamics of interpersonal 

communication. People’s communication patterns are intricately shaped by contextual 

nuances that are shaped by their personal experiences. Different ethnic groups also 

respond differently to their own surrounding stimuli. Hall’s conceptual model 

emphasizes how important it is for shared cultural experiences to shape and improve 

efficient communication channels (Mead & Andrews, 2009, p. 30). 

 Hofstede’s Cultural Dimension Model 

When working with cross-cultural analysis, Geert Hofstede’s work is perhaps the most 

widely used approach. The Dutch organizational anthropologist describes culture as a 

source of conflict rather than a source of synergy and depicts cultural differences as 

inconveniences at best but often are a disaster. During the 1970s Hofstede developed 

a framework for classifying cultural patterns throughout various cultures, which is 

universally applicable. The framework concluded a comparison of different nations 

based off four dimensions: power distance, uncertainty avoidance, individualism, and 



 

19 

masculinity. Later, a fifth dimension was added: Confucian Dynamism(Lee & Carter, 

2012, p. 130). In 2010, Hofstede et al. introduced a sixth dimension, Indulgence, which 

is highly significant and influential in consumer behavior. People’s attitudes toward 

happiness, pleasure, and pleasure-seeking, as well as the value of fun, leisure, and 

entertainment in life, form the basis of this dimension, and these attitudes have a 

significant impact on people’s desires and wants as well as their decision-making 

process (Heydari et al., 2021, p. 2). 

A description of the six dimension follows: 

Power Distance describes how cultures address human inequity. Disparities in 

intellectual and physical capabilities separate certain societies from others. France and 

the Philippines for example have relatively high-power distance scores, whereas 

Denmark and Sweden have much lower scores. Decision-making processes in cultures 

with high and low power distance show tendencies to differ from one another. The 

nature of corporate decision-making makes these distinctions clearly evident. High 

Power Distance cultures are characterized by a concentration of decision-making 

authority within a few individuals at the top of the hierarchy, with those at the bottom 

having minimal influence. In conclusion, low Power Distance cultures tend to share 

decision-making authority more fairly among all members (Lee & Carter, 2012, p. 131). 

Individualism measures the relationship between individuals and society, ranging 

from societies with loose ties (high Individualism) where people are self-reliant, to those 

with strong interconnections (low Individualism) where members care for each other. 

This affects consumer behavior, particularly the decision-making unit in purchases. In 

individualistic cultures, decision-making units are small, involving only the individual 

and their immediate family. In collectivist cultures, extended families influence purchase 

decisions, leading to larger decision-making units (Lee & Carter, 2012, p. 131-133).  

Masculinity – Motivation towards Achievement and Success measures the degree 

of display of stereotypical female and male differences. Whereas masculine societies 

stress making money and hence admire individual achievement and ability (p. ex. 

Japan or Italy), feminine societies value traits such as endurance and tend to be more 
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people-oriented in general (p. ex. Sweden or Norway). These traits apply equally to 

women and men within the respective society. In cultures with high masculinity, 

products that underline status and personal achievement are inclined to be enticing as 

the perceptions of masculinity and prestige are intensified. Customers easily relate to 

advertisements which encourage materialistic possessions and nurture personal 

gratification. In contrast, customers in feminine cultures tend to see advertisements 

promoting highly individualistic behavior as unacceptable and selfish (Lee & Carter, 

2012, p. 133).  

Uncertainty avoidance describes how cultures manage future uncertainty. Weak 

Uncertainty avoidance countries, on the one hand, are more likely to live day by day, 

take risks easily, not work too hard and accept uncertainty. Sweden and Denmark are 

examples. Strong Uncertainty Avoidance countries, like Belgium or France, on the 

other hand, strive to outpace the future, resulting in anxiety, aggression, and 

emotionalism. A high level of Uncertainty avoidance translates into a cultural identity 

that down not take risks and is rather sensitive to the consequences of risk-taking. The 

lack of the ability to predict an outcome of a purchase makes a consumer less likely to 

try new products, which relates to the psychological risk of something outside the safety 

net of usual life (Lee & Carter, 2012, p. 131).  

In Hofstede’s later work, Confucian Dynamism was introduced as a new dimension 

in his cross-cultural framework, evolving into the concept of “long-term orientation”. 

This concept differentiates cultures based on their universalistic or particularistic views 

(Lee & Carter, 2012, p. 133). This dimension delves into how societies balance 

preserving their heritage with adapting to present and future challenges, prioritizing 

these existential goals differently. Societies that score low on this dimension, known as 

normative societies, typically prioritize maintaining time-honored traditions and norms, 

often regarding societal change with skepticism. Conversely, cultures scoring high on 

this dimension adopt a more pragmatic stance, promoting thrift and investing in modern 

education to better prepare for the future (Hofstede Insights, n.d.). 

The concept of Indulgence as the sixth dimension in Hofstede’s cultural dimensions 

model, offers critical insights into the dynamics of happiness and societal behaviors. 
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This dimension assesses how societies manage the gratification of desires related to 

leisure and enjoyment. Indulgence represents a society’s tendency to value leisure, 

personal freedom, and social connections, suggesting that these societies generally 

report higher levels of happiness. In contrast, societies that lean towards restraint 

emphasize thrift and collective over individual interests, which tends to correlate with 

lower happiness levels. Indulgence not only expands Hofstede's framework but also 

connects with the broader idea of loose versus tight societies found in anthropology. It 

helps explain why people in some countries, like the Philippines, might feel happier 

compared to those in wealthier but more restrained societies like Hong Kong, by 

offering a way to quantify cultural attitudes towards happiness (Hofstede et al., 2010, 

p. 280-286). 

 Hall’s high/low Context Model 

Language is one of the most significant aspects of culture, as Hall (1977) emphasized, 

because cultures differ in the ways that individuals perceive and communicate. The 

concept of context, or silent language is fundamental to this method. It refers to the 

relative weight that various cultural contexts give the situational aspects involved in the 

encoding and decoding of communication (Lee & Carter, 2012, p. 128).  

In his model, Hall contributed two dimensions to the context of culture: “high vs. low” 

and “monochronic vs polychronic time”. According to Hall, within the first dimension, all 

“information transactions” can be categorized as “high”, “middle” or “low” context. High 

context transactions include minimum information in the transmitted message and pre-

programmed information that is present in the receiver and environment (implicit). The 

majority of the information required for low context transactions must be in the 

transmitted message (explicit) to make up for any context-missing information. 

Depending on how clearly words are spoken and/or how conversations are impacted 

by the environment or context in which they are expressed, a culture’s context might 

be classified as high or low (Lee & Carter, 2012, pp. 128).  

 

 



 

22 

High context cultures 

High context cultures place significant emphasis on implied meanings within messages, 

relying heavily on context rather than explicit verbal communication. Individuals within 

these cultures often share common beliefs, values, and norms, assuming that much of 

the meaning is already understood without the need for overt verbal transmission. This 

communication style favors covert and implicit messages, prioritizing non-verbal cues 

over verbal codes. Values such as group cohesion, familial loyalty, and tradition hold 

considerable importance in high context cultures. Additionally, time is perceived as 

more flexible and less rigidly structured in theses societies. Overall, high context 

cultures operate on the premise that shared understanding is achieved through context, 

non-verbal cures, and cultural norms, rather than explicit verbal communication (Lustig 

& Koester, 2010, p. 109-113). 

Figure 2 shows that higher context cultures are found in Asia, eastern parts of Europe, 

and Africa. 

Low context cultures 

In low context cultures, communication relies predominantly on the literal interpretation 

of spoken words, rather than being heavily influenced by contextual factors. The 

primary aim of communication in these cultures is to convey precise meanings, 

resulting in messages that are explicit and reliant on verbal codes. Unlike high context 

cultures, where group dynamics, commitments, and traditions hold significant sway, in 

low context cultures, these elements are of lesser importance. Moreover, time is highly 

valued and meticulously organized in low context cultures. Overall, communication 

within low context cultures prioritizes clarity and directness, aiming to convey 

information with precision through verbal means (Lustig & Koester, 2010, p. 109-113). 

Figure 2 shows that lower context cultures are found in central and southern Europe 

(including Austria), northern America (including the United States), and northern 

Europe and Scandinavia. 
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Figure 2: high/low context cultures 
Source: author’s own illustration based on Lee & Carter, 2012 (p. 130) 

The more context differences between the people seeking to communicate, the harder 

organizations will find it to communicate effectively. For example, the Japanese always 

include context in their conversation, depending on whether they are talking to different 

genders or ages. This can sometimes be rather hard to identify (Lee & Carter, 2012, 

pp. 128).  

The second dimension, “monochronic vs. polychronic time” shows how different 

cultures have different perceptions of and ways to deal with time. Former meaning, 

dealing with one thing after the other in a more structured and ordered way. The latter 

means dealing with multiple things at once in less structured and more flexible fields 

(Lee & Carter, 2012, pp. 129). 

 Cultural Dimensions: Austria vs. America 

In the following a comparison of the two cultures which are the subject of this 

dissertation based on Hofstede’s cultural dimensions model is provided. 



 

24 

Power Distance  

Austria receives a relatively low score of 11 on this dimension, highlighting a distinctive 

approach characterized by several key features. Independence is highly valued, with 

hierarchy viewed as a tool for convenience rather than a strict framework. Equal rights 

are prioritized, ensuring accessibility of superiors, and fostering a coaching leadership 

style. Management plays a role in facilitating and empowering employees, while power 

is decentralized, leveraging the expertise of team members. Consultation is expected 

from employees, reflecting a preference for inclusive decision-making processes. 

Moreover, a dislike for control is evident, fostering a culture of direct and participative 

communication (Hofstede Insights, n.d.).  

Compared to the United States, a low score of 40 on this dimension reflects a 

fundamental belief in “liberty and justice for all”. This principal pervades American 

society and government, with a strong emphasis on equal rights across all domains. 

Within American organizations, hierarchy is pragmatically structured for convenience, 

with superiors readily accessible and managers valuing the expertise of individual 

employees and teams. Both managers and employees anticipate being consulted, 

fostering a culture of shared decision-making. Communication is characterized by 

informality, directness, and active participation, reflecting a culture that values open 

dialogue and collaboration (Hofstede Insights, n.d.). 

Individualism 

Austria, scoring 77, is characterized as an Individualist society. This implies a strong 

inclination toward a loosely knit social structure, where individuals are primarily 

responsible for themselves and their immediate families. In such societies, causing 

offense results in feelings of guilt and a diminished sense of self-worth. The relationship 

between employer and employee is viewed as a mutually beneficial contract, with hiring 

and promotion decisions expected to be skill-based. Management in these societies 

revolves around the guidance and oversight of individual employees (Hofstede Insights, 

n.d.). 
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A score of 60 positions the United States as an individualistic culture, echoing again 

the American ethos of “liberty and justice for all”. This principle is manifested through a 

strong commitment to equal rights across various spheres of American society and 

governance. In American organizations, superiors are readily accessible, and 

managers place trust in the expertise of individual employees and teams. Expectations 

for consultation are shared by both managers and employees, fostering direct, and 

inclusive, reflecting a culture that values active participation. Within this society, 

individuals are expected to primarily prioritize the well-being of themselves and their 

immediate families, with limited reliance on authorities for support. Geographical 

mobility is prevalent, underscoring a dynamic and transient societal structure. While 

Americans excel in networking and joining various groups, forming lasting and deep 

friendships can be challenging. People in the United States are used to conducting 

business or dealing with strangers. As such, Americans have no problems in 

approaching potential partner to exchange or seek information. Employees are 

expected to be self-sufficient and show initiative in the business world. In exchange-

based workplace, it is also evident that choices about employment, advancement, and 

other matters are made on the basis of performance and proof of one’s abilities 

(Hofstede Insights, n.d.). 

Masculinity (Motivation Towards Achievement and Success) 

With a score of 79, Austria demonstrates a strong inclination toward motivation for 

Achievement and Success. In societies where this motivation is prominent, individuals 

often prioritize work as a central aspect of their lives. Managers are anticipated to 

exhibit decisiveness, while the values of equity, competition, and performance take 

precedence. Conflict resolution tends to involve direct confrontation. This dimension is 

notably evident during election periods, characterized by intense, unyielding battles 

between candidates (Hofstede Insights, n.d.). 

The score of the United States on Motivation for Achievement and Success is 62, which 

can be seen as typical American behavioral pattern. This motivation is closely 

connected with the individualistic American culture, as people frequently display their 

drive and desire for achievement upfront. The Americans have the habit of sharing their 
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goals and accomplishments with the world. The US’s greater Uncertainty Avoidance 

score (see next paragraph) contributes to this tendency. The idea that one should 

embrace competition and aim for personal greatness is widely held in the American 

culture. Success is readily acknowledged, and people frequently talk about their 

achievements. Clear goal-setting is usually emphasized by assessment systems, which 

enable people to effectively show their performance. The general “can-do” attitude 

encourages innovation and ongoing development. Many Americans seek success for 

its financial benefits and social standing; after making significant job advancements, 

they frequently move to more wealthy neighborhoods. Although people accept conflict 

as a way to motivate them to succeed, it also fuels societal division and an increase in 

legal battles. The American ideal of “liberty and justice for all”, however, is challenged 

by this way of thinking since rising inequality jeopardized democratic values. The 

growing disparity in wealth has the potential to deepen social divides and reduce the 

importance of personal freedom (Hofstede Insights, n.d.). 

Uncertainty Avoidance 

Austria prefers avoiding uncertainty, scoring 70 on this dimension. Countries with 

higher levels of uncertainty avoidance uphold strict moral standards and are intolerant 

to unconventional behavior and thought. Time is money and individuals have an inner 

drive to be busy and work hard. Punctuality and precision are the standard, creativity 

may be opposed, and security is a key element of individual motivation. These cultures 

have an emotional need for rules – even though the rules seldom seem to work. All 

relevant information is carefully analyzed before decisions are made. Austria’s high 

uncertainty avoidance score is reflected in the use of academic titles as part of people’s 

names (Hofstede Insights, n.d.). 

The United States score below average, with a score of 46, on the Uncertainty 

Avoidance dimension. Therefore, rather than the culture scoring higher or lower, 

American’s behavior will be more influenced by the perceived situation in which they 

find themselves. This cultural tendency thus displays itself as follows: When it comes 

to technology, business practices, or cuisine, there is a decent amount of acceptance 

for novel concepts, cutting-edge goods, and readiness to try something new and 
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unusual. Americans generally allow the freedom of expression and are more accepting 

of the thoughts and opinions of others. At the same time, they require fewer regulations 

and less emotional expression, in comparison to higher scoring cultures (Hofstede 

Insights, n.d.). 

Long Term Orientation 

With a score of 47, Austria demonstrates a moderate stance, not strongly favoring 

either direction. Austrians seem to strike a balance between honoring tradition and 

embracing innovation, reflecting a nuanced approach to navigation the tensions 

between preserving the past and embracing the opportunities of the future (Hofstede 

Insights, n.d.).  

Scoring 50 on this dimension, also the United States reveal a lack of a clear dominant 

preference. On one hand, Americans tend to critically assess new information for its 

veracity, demonstrating a commitment to factual accuracy. This analytical approach 

should not be mistaken for a lack of practicality. Indeed, Americans are renowned for 

their “can-do” mentality, characterized by a proactive and resourceful attitude. In 

American business, performance is often evaluated on a short-term basis, exemplified 

by the issuance of quarterly profit and loss statements. This emphasis on short-term 

metrics incentivizes individuals to pursue immediate results within the workplace, 

reflecting the broader cultural ethos of efficiency and pragmatism (Hofstede Insights, 

n.d.). 

Indulgence 

Austria has a relatively high score of 63, making it an indulgent country. Societies with 

high indulgence scores tend to have members that are willing to give in to their needs 

and urges in order to enjoy life and have fun. They are generally optimistic and have a 

positive attitude. They also value leisure time more, act as they please and spend 

money as they wish (Hofstede Insights, n.d.). 

The United States are also rated as an indulgent society, with a scoring of 68. A 

complicated interplay of attitudes and behaviors occurs when this tendency is paired 

with a normative score. American society emphasizes both hard labor and leisure 
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activities at the same time. Even with ongoing attempts to combat drug usage, the 

United States have a higher rate of addiction than many other wealthy countries. 

Despite the conservative nature of the country, a few well-known televangelists seem 

immoral (Hofstede Insights, n.d.). 

 

Figure 3: Hofstede's dimensions country comparison 
Source: Hofstede Insights (n.d.) 

 Business Culture: Austria vs. America 

Every nation’s culture is based on its attitudes and values, which also serve as the 

cornerstone for creating a corporate culture. Strongly ingrained in communities, cultural 

influences, attitudes, and behaviors differ within and between countries as well as 

between ethnic groups (Passport to Trade 2.0, n.d.). This comparison sheds light on 

the distinctive business cultures and etiquettes of the two countries, emphasizing the 

importance of cultural sensitivity in fostering effective international collaborations. 

Austrian Business Culture 

Austrian business culture is renowned for its meticulous adherences to formality, 

precision, and a well-defined hierarchy, mirroring traits often associated with German 

business practices. This cultural framework highly values timeliness, mirroring a larger 

society ideal that associates punctuality with decency and trust. In both, professional 
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and social context, being late is often viewed as a sign of disrespect, thus it is common 

to let others know in advance if one expects to be late in order to minimize any potential 

offense (Passport to Trade 2.0, n.d.). 

Meetings and professional interactions within the Austrian culture are characterized by 

rigorous organization and preparation, with agendas that are detailed and followed 

closely. High-level or executive meetings, in particular, require scheduling well in 

advance, often up to six weeks, especially considering the challenging nature of 

arranging meetings during the peak summer holiday months of July and August. These 

meetings are usually conducted in a formal manner, strictly according to the agenda 

that has been provided. Some light conversation may occur at the beginning, but it 

usually does not go into personal matters (Cultural Atlas, n.d.).  

The use of titles and surnames in communication underscores the formal atmosphere, 

signaling a deep respect for professionalism and the existing business hierarchy. This 

hierarchy is largely influenced by an individual’s achievements and expertise in their 

field, which also plays a significant role in shaping the business culture. Unlike cultures 

that prioritize building personal relationships before engaging in business, Austrian 

culture maintains clear distinction between personal and professional interactions. 

They have a tendency to concentrate on finishing a task at hand as effectively as 

possible and often strive for perfection in all facets of business (Cultural Atlas, n.d.). 

Austrians highly value expertise, credentials, and a company’s history, often more so 

than personal character traits. This focus on professionalism over personal rapport can 

make it challenging to develop close relationships with Austrian business partners, 

although there is openness to forming long-term friendships as long as they do not 

negatively impact business relations. Austrians approach business dealings with 

caution, dedicating thorough analysis to contents, agreements, contracts, and 

proposals to ensure a deep understanding and a well-reasoned decision-making 

process. Proposals are expected to be straightforward, well-structured, and supported 

by ample data and examples, reflecting a preference for rationality and analytical 

problem-solving in business challenges (Cultural Atlas, n.d.). 
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In summary, the Austrian business environment demands a high level of formalism, 

from punctuality and dress code to the structured and cautious approach to meetings 

and decision-making. This culture values stability, meticulous planning, and a clear 

separation of professional and private spheres, setting a distinctive standard for 

conducting business with a focus on efficiency, expertise, and perfection. 

American Business Culture 

American business culture and etiquette are representative of the broader cultural 

values of individualism, informality, and efficiency that pervade the United States. This 

environment is characterized by a dynamic and flexible approach to professional 

interactions, where directness and transparency are highly valued. Unlike the rigid 

formality found in some cultures, American business practices promote a more relaxed 

atmosphere, in which coworkers and business partners are encouraged to be open and 

friendly by using first names early in interactions (Cultural Atlas, n.d.).   

Punctuality, while important, is approached with a degree of flexibility, reflecting the 

fast-paced and results-oriented nature of American business life - even more so, for 

the person chairing a meeting or conference. Meetings are typically scheduled with the 

expectation of efficient use of time, focusing on clear objectives and outcomes rather 

that strict adherence to formalities. Americans like to cultivate an open, friendly 

atmosphere, often introducing humor to the conversation. In the course of a meeting, 

Americans are open for opinions, regardless of the age or position in the business 

hierarchy, and often expect everyone to be transparent about their stance. In 

negotiations, Americans may “cut to the chase” fairly quickly and be impulsive to get 

decisions made – they are open and persuasive communicators (Cultural Atlas, n.d.).  

In the American business context, the dress code can vary significantly depending on 

the industry, with more traditional sectors like finance and law often adhering to 

conservative attire, while tech and creative fields may embrace a more casual 

approach. This variance underscores the importance of adaptability and the recognition 

that professionalism can be expressed in diverse ways (Cultural Atlas, n.d.). 



 

31 

The decision-making process in American companies tends to be decentralized, 

allowing for a quicker response to changes and the fostering of innovation. This is 

facilitated by a cultural preference for taking calculated risks and a general optimism 

about new ventures and opportunities. American business practices prioritize the 

achievement of results and the demonstration of individual initiative, with a strong 

emphasis on personal accountability and the value of hard work (Cultural Atlas, n.d.).  

Building relationships in the American business word often involves a blend of 

professional and informal interactions, with networking considered a key component of 

career development and business success. Unlike cultures that may prioritize extensive 

preliminary meetings of formal introductions, Americans typically seek to establish a 

working rapport quickly, moving efficiently towards discussing business matters and 

exploring potential collaborations. They frequently come off as incredibly amiable and 

pleasant people and typically foster a relaxed company atmosphere where partners are 

at ease to put their trust in them and share opinions. However, Americans do not always 

try to develop personal rapport with business associates. Depending on the sector, 

business is perceived as being purely professional and unrelated to one’s personal life 

(Cultural Atlas, n.d.). 

In summary, American business culture and etiquette reflect a blend of informality, 

efficiency, and a focus on results. This culture emphasizes direct communication, 

flexibility in meeting conduct and attire, and an entrepreneurial spirit that values 

innovation and risk-taking. Understanding theses aspects is crucial for navigating the 

American business landscape, where professionalism is equated with one’s ability to 

adapt, communicate effectively, and drive tangible outcomes in a dynamic and often 

fast-paced environment. 

 Cultural Implications in Business Context 

In the world of global business, cultural differences can either be stumbling blocks or 

steppingstones to success. The significance of cross-cultural communication has 

surged in the field of communication studies worldwide, which is spurred by 

globalization. From corporate boardrooms to educational institutions, multiculturalism 
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has gained traction among individuals of diverse ages, cultural backgrounds, and 

nationalities. Through multifaceted explorations and studies of this topic, its pivotal role, 

also for international marketing contexts, becomes evident. Firstly, it enables 

enterprises to better understand consumers’ needs and desires which are rooted in 

their cultural contexts. This deep comprehension facilitates the development of more 

precise and targeted marketing and advertising campaigns which, in return, leads to 

more effectiveness. Secondly, cross-cultural communication fosters improved 

interaction between businesses and multicultural customers. By acknowledging and 

addressing cultural differences, companies can effectively convey their messages to 

foreign audiences, supporting a stronger connection and rapport. Furthermore, 

considering cross-cultural communication and cultural adaption assign a competitive 

advantage upon businesses which do not. Lastly, knowledge to execute international 

advertising campaigns ethically and respectfully prevents from inadvertently offending 

other cultures and preserves a company’s reputation and integrity on the global stage 

(Montagna, 2023, p. 15). 

By continually enhancing workplace cultural diversity numerous benefits arise, 

including increased employee productivity and creativity, higher company reputation, 

and superior customer service opportunities. Initiatives like this support companies 

across various sectors, highlighting the revolutionary impact of cross-cultural 

communication in today's interconnected world (Montagna, 2023, p. 15). 

The comparison of Austrian and American business cultures above highlights 

significant differences in formality, communication strategies, decision-making 

processes, and attitudes toward risk. These distinctions have profound implications for 

international business operations, underscoring the need for cultural awareness and 

adaptability. Navigating the cultural nuances between these two business 

environments requires an understanding that Austrian formality and meticulous 

planning contrast with the American preference for informality and speed. Recognizing 

and respecting these differences is key to successful international collaborations, 

enabling professionals to communicate effectively and negotiate deals that are 

sensitive to each party’s cultural expectations. 



 

33 

3. Research Methodology 

This research explores the experiences and challenges of medium-sized and large 

Austrian companies in the American market, with a particular focus on the critical role 

of cultural acculturation in international business. This study delves into how cultural 

differences shape communication strategies, emphasizing the necessity of adapting to 

these differences to achieve successful market entry and sustained growth. Cultural 

nuances, such as distinct communication styles, business hierarchy, risk tolerance, and 

work-life balance norms between Austrian and American teams and companies, are 

key areas of exploration. The research highlights the importance of building trust and 

credibility, as nurtured relationships are vital for success in almost every culture. As 

suggested by Zolfaghari & Madjdi (2022), emphasizing cultural sensitivity and adopting 

communication styles is crucial for effectively conveying messages and building 

relationships in different cultural contexts. The study underscores that neglecting these 

cultural differences when expanding into new markets like the United States can harm 

a firm and its brand for years (Zolfaghari & Madjdi, 2022). Hence, tailoring 

communication considerations to effectively penetrate the American market is both a 

critical and promising challenge for Austrian firms. This research aims to guide Austrian 

firms in navigating theses complexities, providing insights for American companies 

engaging with Austrian partners, and extending the understanding of corporate 

acculturation and specific market integration needs. 

Hence, the study was built around answering the following research question: What 
communicational considerations and integrational approaches should Austrian 
companies prioritize as integral components of their acculturation strategy when 
seeking entry into the American market? 

There is already a theoretical base, present for years, on cultures and their influence 

on interpersonal communication as well as business communication. Yet, culture is 

highly complex, which creates challenges for market analysts as different models and 

frameworks mostly aim to take a small portion or single variable of culture to focus on, 

leading to a representation of culture from only that single perspective. This dissertation 
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focuses on Hofstede’s cultural dimension model (power distance, uncertainty 

avoidance, individualism, masculinity, Confucian dynamism), in which he developed a 

framework for classifying cultural patterns throughout various cultures (Lee & Carter, 

2012, p. 130-133) and on Edward T. Hall’s model of high- and low-context cultures, in 

which he describes how communication is heavily depended on high/low context and 

implicit/explicit information transaction (Mead & Andrews, 2009, p.30). Nevertheless, 

and therefore also taken into consideration within this research, communication 

(Shannon-Weaver-/sender-receiver-model) as well as on an interpersonal level, 

business communication and market entry strategies form a fundamental part of this 

dissertation.  

 Research Design 

This research design is built upon a mixed method approach. In mixed methods 

research, both, quantitative and qualitative research is conducted. It is argued that 

mixing both can achieve the advantages of each and mitigate their weaknesses, 

resulting in a better understanding of the research problem than any one approach 

alone (Trochim et al., 2016, pp. 70). To make use of both qualitative and quantitative 

data sources is an effective way to mitigate the limitations that come with using either 

method alone by validating findings and creating a more comprehensive understanding 

of the research problem (Giri et al., 2021, pp. 27). Whereas quantitative research works 

well for summarizing large data sets and forming statistical estimations, qualitative 

research excels at providing insight into the participant’s viewpoint and perceptions 

allowing to set quantitative results in a human context (Trochim et al., 2016, pp. 70). 

Hence, a mixed-method approach greatly expands the scope and depth of a study by 

offering a thorough lens through which complex phenomena (especially in social 

studies) can be examined. This technique effectively combines qualitative methods, 

which enable a detailed investigation of particular facets of the studied phenomena with 

quantitative methods to cover a wide range of data and provide a broad perspective of 

the research area. By recognizing the many viewpoints of participants, this strategy not 

only ensures a comprehensive grasp of the research issue but also makes findings 

easier to generalize across a broader population (Giri et al., 2021, pp. 27). This builds 
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the groundwork as to why the researcher decided on working with a mixed-method 

research approach.  

 The Sample 

Common sense would typically dictate that a larger sample would be preferable to a 

smaller one, but this is not always the case because “if the sampling frame consists of 

very similar types of respondents a large sample would not be needed” (White & 

Rayner, 2014), p 64). Because the sample will need to be accurate while also being 

likely to show similarities in the response, it could be decided that the research would 

benefit from one that is neither too big nor too small.  

This study’s population comprises companies in Austria which are established on the 

American market. Focus is put on medium-sized and large companies with at least 50 

employees. This specific group was selected because it is assumed that such 

companies generally have the necessary resources and infrastructure to operate 

internationally and can therefore offer relevant insights into the dynamics and 

challenges of doing business in the American market. The exact number of these 

companies cannot be precisely quantified due to constantly changing market dynamics 

and non-availability of data. Despite this limitation, this group provides a relevant basis 

for investigating the research question, as it is representative of Austrian companies 

that are expanding into international markets, particularly in the United States. Due to 

the impossibility of determining the exact size of the population, as well as practical 

considerations regarding accessibility and resources, a combination of convenience 

sampling and snowball sampling was chosen (Diamantopoulos & Schlegelmilch, 2023, 

p. 15). 

In the first phase of convenience sampling, companies were selected based on their 

availability and accessibility. This method allowed efficient access to an initial group of 

companies willing to participate in the study. However, it should be noted that this 

sample may not be fully representative of the entire population, as it is based on 

companies that were easily accessible for the researcher and were willing to 

participate. To extend this, snowball sampling was applied at the same time. Here, the 
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initial participants are asked to suggest other potential companies that meet the criteria. 

This approach helped to reach other relevant participants who might not have been 

included in the convenience sample (Diamantopoulos & Schlegelmilch, 2023, p. 15).  

Convenience and Snowball Sampling 

Both sampling methods are non-probability sampling techniques, which are commonly 

used in qualitative and exploratory quantitative research. Convenience sampling allows 

quick and easy access to participants, making it highly efficient, especially when time 

and resources are limited. Nevertheless, this sample draws from a subset of the 

population that is readily available, it may not accurately represent the wider population 

leading to potential bias in the findings. The findings from convenience samples are 

often not generalizable to the broader population due to the non-random selection of 

participants. On the other hand, snowball sampling is particularly useful for reaching a 

hidden or hard-to-reach populations that researchers may not have direct access to. 

Further, this method can yield rich and in-depth information, especially from populations 

that are deeply connected or share common characteristics or experiences and thereby 

enhance the study’s qualitative depth. Regardless, the researcher has limited control 

over the sample size and composition, as it depends on participants’ willingness and 

ability to recruit others. This can potentially lead to challenges in achieving a desired 

sample size or diversity (Clark et al., 2021, pp. 176). The combination of sampling 

methods allowed for a pragmatic approach to data collection and increased the 

likelihood of capturing a broader range of perspectives and experiences within the 

defined population. However, it is crucial to remember that the study’s findings were 

evaluated in the context of the sample techniques used and might not apply to all 

Austria businesses doing business in the United States.  

Sample Size 

As this research surveyed participants who have comparable objectives and visions 

(White & Rayner, 2014), p 64), a sample of 20-30 individuals employed in medium-

sized and large Austrian companies that are operating in the United States, was 

declared as relatively representative of the quantitative testing. The sample came 
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together by the above defined convenience and snowball sampling method. 31 

individuals actually took part in the survey. 

For the qualitative testing particular attention was drawn to the challenges, success 

factors, and the specific dynamics of the American market from the perspective of 

country/regional managers, global business specialists, communication and public 

relations specialists, marketing managers, project managers, and team leader for 

American projects or intercultural consultants. The participants were mostly selected 

from the group of companies that have already taken part in the quantitative survey. 

This approach ensured that the participants already had a basic understanding of the 

research topic and could share relevant experiences. Nevertheless, the final selection 

of interviewees was again based on their willingness and accessibility, not ruling out 

participants from companies that did not participate in the prior survey. As there is a lot 

involved in preparing for a qualitative testing, e.g. length of the interview, transcriptions, 

notes, and possibly traveling distance, White & Rayner (2014), pp. 30, state that a 

sample for qualitative testing is likely to be small. Hence, the researcher intended to 

reach a sample size of around 8 – 15 individuals – 6 interviews were conducted.  

 Instrumentation (data collection) 

The choice of instruments is critical in ensuring the reliability and validity of the research 

findings. Questionnaires and interviews are pivotal instruments in mixed-methods 

research, serving distinct yet complementary roles. Questionnaires are typically used 

to efficiently gather quantitative data from a wide audience. It is structured to ensure 

consistency across responses, making them valuable for statistical analysis. Key 

considerations within this context of quality ensuring include reliability (the constancy 

of the instrument over time) and validity (the extent to which the instrument measures 

what it is supposed to measure). In order to fulfil these aspects, careful questionnaire 

design, piloting and possibly revising it based on feedback to enhance clarity and 

relevance are needed. Interviews, especially semi-structured, are the second main type 

of instrument for data collection. They allow deeper exploration of participants’ 

perspectives, experiences, and motivations. Ensuring the quality of interview data 

involves aspects like interviewer training to maintain consistency across interviews and 
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developing a reliable interview guide, piloting and revising it accordingly (Zohrabi, 2013, 

p. 254-260).  

The survey and interviews were conducted between January 22, 2024, and February 

29, 2024, and were distributed and reached via LinkedIn, e-mail, and the researcher’s 

personal connections. A detailed description of the two instruments used in this study 

follows below:  

Quantitative Survey 

Prior to conducting the interviews, a quantitative survey was employed. The survey 

comprised several sections, including demographics, an assessment of cultural 

dimensions, nuances in communication practices, and interpersonal communication 

within the company. The questions in the survey were mostly formatted as Likert scale 

ratings and some single- or multiple-choice questions. This design (see appendix) 

allowed for the collection of broad-level data on how Austrian companies perceive and 

adapt to the American (business) culture, their communication styles, and the 

effectiveness of their market entry strategies. The outcomes of this quantitative phase 

offered a foundation for deeper exploration in the subsequent qualitative phase.  

The survey was created with “Unipark”, an online provider of survey- and feedback 

solutions for academic research (www.unipark.de), and was distributed via e-mail, the 

social media platform LinkedIn, and with the help of family and friends. The 

questionnaire was kept short in order to not discourage participants (Raab-Steiner & 

Benesch, 2015, p. 54). The data analysis was made with SPSS and will be discussed 

in detail in the next chapter.  

Qualitative interviews 

Following the quantitative survey, the qualitative individual interviews served to gain 

deeper insights into the experiences, perceptions and strategies of Austrian companies 

operating in the American market. By doing this, more in-depth information, opinions, 

and impressions of the participants could be gathered (Trochim et al., 2016, p.175 ). 

These interviews enabled the researcher to explore and understand the patterns and 

trends identified in the quantitative phase in more detail.  
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An interview guide (see appendix) was developed to allow for consistent and focused 

discussions while leaving room for individual perspectives and detailed narratives. The 

questions focused on companies’ specific experiences in the American market, 

perceived challenges and success, and the strategies and adaptations needed for this 

specific market. The guide was piloted prior to the interviews to ensure its 

comprehensibility, relevance, reliability, and validity. 

The interviews lasted around 20 to 30 minutes and were conducted both in person and 

via digital communication tools such as Zoom or Skype. This offered flexibility and 

convenience for all participants. All interviews were recorded with the consent of the 

participants to allow for accurate analysis and transcription of the conversations. Due 

to not getting the consent for recording of one participant, one interview was replicated 

with notes and memory of the researcher but will therefore not be less valuable for this 

study. A sample of two transcripts can be found in the appendix. The interviews were 

transcribed and subjected to a thematic analysis. This analysis aimed to identify 

common themes, patterns, and insights that emerge from the conversations. The 

collected data was analyzed both, deductively (based on pre-defined themes from the 

quantitative phase and underlying literature) and inductively (by identifying new themes 

that emerge from the conversations) with the help of “MAXQDA”, a software program 

for computer-assisted qualitative and mixed method data analysis (www.maxqda.com), 

which will be discussed in more detail in the next chapter. 

 Limitations to the study 

In conducting this study various limitations should be addressed. First, as previously 

discussed, the sample size and diversity might not allow representativity of all Austrian 

companies operating in the United States. 

Given that the survey and interviews were mostly conducted in English (except for one, 

which was conducted in German), some nuances in responses from Austrian 

participants might have been lost or misinterpreted due to these language differences. 

Cultural nuances in communication styles might also have influenced how questions 

are understood and answered (Śliwa & Johansson, 2014, p. 1135-1140). 
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The business environment is dynamic, especially in international context (Dabic et al., 

2020, p. 705). This study’s findings might quickly become outdated if market conditions 

and cultural trends shift. 

 Ethical Issues 

In order to maintain ethical standards, all participants were informed about the purpose 

of the study, their rights as participants, and the confidentiality of their data (Iphofen & 

Tolich, 2018, p. 37-39). Informed consent was obtained before the survey as well as 

interviews. All personal information and data were anonymized to protect the privacy 

of the participants for both, the quantitative as well as the qualitative testing. 

 Research Analysis Methods 

The study includes a quantitative analysis conducted with SPSS, which starts with 

careful cleaning and processing of the data. This stage, which addresses any problems 

including missing numbers and outliers that could skew results, is essential to ensure 

the integrity and accuracy of the data (Diamantopoulos & Schlegelmilch, 2023, p. 42-

47). Following this, descriptive statistical analysis is used to make sense of the survey 

results. This strategy is supported by the fact that it offers a fundamental 

comprehension of the dataset’s key tendencies and variability, which is necessary for 

spotting broad patterns and trends in the responses given by Austrian companies 

operating in the American market (Diamantopoulos & Schlegelmilch, 2023, p. 90-93). 

The following were measured: mean scores, median, standard deviation, confidence 

interval, variance, and frequency distributions. Bar charts and histograms were used 

as graphical aid for improved visual comprehension. The quantitative analysis offers a 

macro-level view of the collected data, laying the groundwork for deeper exploration in 

the qualitative analysis. The results of this analysis will be presented and discussed in 

chapter 4.1. 

The first and necessary link between data collection and data analysis in the qualitative 

part of the research is careful data preparation, for which the software MAXQDA was 

used. For this reason, after the recording of the data, is must be processed and 

organized. For the purpose of processing and organizing the data after the recoding, 
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the audio files recorded using Zoom were transcribed and converted into a text version. 

In the course of the transcription, the participant’s statements were adapted accordingly 

in terms of style and statements spoken in dialect or jargon, and any errors in sentence 

structure or grammar were corrected to create a standardized document (Kuckartz & 

Rädiker, 2019, p. 69). To ensure that interpretations remain true to participants’ 

perspectives and to anchor the analysis in actual data, open coding is first used to 

discover early themes. The next step is closed coding, where these themes are further 

developed and grouped to enable a more systematic and structured examination of the 

collected data (Trochim et al., 2016, pp. 22). Thematic analysis is used in the study to 

examine how themes are related to one another, giving the quantitative results more 

meaning and context. This qualitative method can be justified because it captures the 

richness and complexity of the narratives of Austrian companies in the American 

market and allows for a more nuanced understanding of their experiences and tactics. 

It enhances the quantitative data by providing levels of interpretation and meaning that 

numbers alone cannot provide (Trochim et al., 2016, pp. 66). To carry out the above-

mentioned transcription and subsequent coding, the software program MAXQDA, 

which is particularly suitable for the analysis of qualitative data, was used (Kuckartz & 

Rädiker, 2019, p. 1). When transcribing with the help of this program, the text files can 

be linked to the respective audio file, so statements on a particular topic can be easily 

found and listened to again at a later time. This could be helpful for later interpretation 

(Kuckartz & Rädiker, 2019, p. 44). The transcription was followed by the coding of the 

data, which, as previously mentioned, was also carried out using the software program 

MAXQDA. The text files were marked, line by line, with a code that belonged to a 

specific category. These categories were formed based on the theoretical findings, 

leaving enough room to allow for appropriation of the obtained data (see code tree in 

appendix). With this approach, the individual passages were structured, step by step, 

into various categories. The advantage of this was that the codes could be marked with 

different colors, making it easier to assign the text passages to the individual 

categories. The aim is to reduce the collected data to the content relevant for answering 

the research question, so that each important aspect can be assigned a set of 

categories with a corresponding text passage (Kuckartz & Rädiker, 2019, p. 69). The 
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coding was followed by the interpretation of the data by reanalyzing and reassessing 

the respondents’ statements within the respective category. The results of this analysis 

will be presented and discussed in chapter 4.3. 

By combining quantitative and qualitative results and information, a thorough grasp of 

the study subject is created. The mixed-method approach makes sense since it 

combines the benefits of both research techniques to produce a more thorough and 

comprehensive analysis. While the qualitative data adds depth, context, and 

explanation, the quantitative data offers a comprehensive picture of trends and patterns 

(Trochim et al., 2016, p. 70). 

4. Mixed Method Research Results and Analysis 

This chapter presents the results that were obtained from both, the quantitative method 

and the qualitative methods of primary research practice and serves to answer the 

research question of this study. The presentation of the results is clustered by survey 

content and core topics of the interview guide. 

Firstly, the quantitative part of the study will be presented and analyzed. By working in 

the order of the survey’s questions, the researcher aspires to foster better 

comprehensibility, overview, and structure. Secondly, the results of the qualitative 

aspect of the study will be presented and analyzed. The structure will be based on 

categories and classifications drawn from the interview output (code tree), in order to 

foster comprehensibility and overview. 

For further details on the results of both analyses see in appendix. 

 Quantitative Method: Survey Results and Analysis 

From the initially aspired 20-30 participants, a sample of 31 participants was gathered 

from the survey. Therefore, the researcher achieved a greater response than initially 

planned.  

In the first part of the survey, general data, like size, operating sector, market entry 

modes and experience, about the companies was collected. The results are as follows: 
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Since this study specified on medium-sized and large companies in Austria, which are 

present in the American market, the first two questions focused on ruling out any non-

target group participants by asking the size of the company and a single option question 

on whether they operate in the United States market or not. Hence, all participants who 

selected “no” after being asked if they operate in the United States market, were led to 

an early finish screen. The same applied to participants who selected “small company 

(< 50 employees)”. Of the 31 participants who fit the criteria, 28 (90,3 %) are working 

for large (> 250 employees) companies, and only 3 for medium-sized (50-249 

employees) companies. Given that it is assumed that larger companies generally have 

the necessary resources and infrastructure to operate internationally and can therefore 

offer relevant insights into the dynamics and challenges of the American market, this 

distribution is not unfavorable. 
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Figure 4: Results Q1 “Select the size of the company you are working for.” 
 

 

The first part of the survey focused on demographics and general data of the 

companies in question. The distribution of operating sectors the participants work in is 

as follows: eleven participants work in manufacturing, eight in industry, seven in 

technology, four in services, and one in others. No participant was from the sector retail. 
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Figure 5: Results Q2 “What sector is your company operating in?” 
 

26 of the participants stated that the company they worked for operates for 10+ years 

in the American market, three participants worked for companies that operate on the 

American market for 5-10 years, and two participants work for companies which just 

started operating in the United States (less than two years). 
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Figure 6: Results Q3 “How many years is your company already operation in the American market?” 
 

Out of all participants, nine stated “wholly owned subsidiary” as their company’s primary 

market entry strategy, seven chose “direct export”, and one participant selected 

“licensing”. The remaining 14 participants stated “others”, no participant selected 

“franchising” or “joint venture”. 
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Figure 7: Results Q4 "Please select your company’s primary market entry strategy into the American 
market.” 
 

The second part of the survey was focused on getting insights into the communicational 

and cultural peculiarities that the American (business) culture brings along. The 

participants were asked to rate statements based on their level of agreement from 1 

(strongly disagree) to 5 (strongly agree). Each statement was analyzed with the help of 

descriptive statistics to detect patterns and trends. As the answer options are based on 

the Likert scale, which is initially ordinal scaling, but using an equal interval-level 
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response format allows us to measure mean scores, median, variance and standard 

deviation. The results and analysis hereof are as follows (see SPSS data in appendix): 

Part 2: cultural dimensions / Q5: “My company had to adopt to a less hierarchical 
structure in the American market.” 

The analysis of feedback regarding the adoption of a less hierarchical structure in the 

American market reveals a moderate consensus, with an average score of 2,65 

indicating slight agreement. The 95% confidence interval, ranging from 2,31 to 2,98, 

and a median of 3 suggest a balanced but not overwhelming perception among the 

participants about the need for adaptation. The relatively low variance (0,837) and 

standard deviation (0,915) show that opinions were not widely spread, defining a 

general alignment in views. The distribution’s near-zero skewness (-0,042) and slightly 

flatter kurtosis (-0,749) further indicate that the responses are almost symmetrical 

around the median without a significant lean towards extreme views. This suggests that 

while there is some acknowledgment of the necessity to adapt to the less hierarchical 

structure within the American market, it is perceived with moderate intensity.  

Part 2: cultural dimensions / Q6: “We noticed significant differences in team 
dynamics between Austria and the United States.” 

The collected data on the perceived differences in team dynamics between Austria and 

the United States presents a strong agreement among respondents, evidenced by a 

mean score of 3,84 and a median of 4. This indicates a clear consensus toward 

recognizing significant variations in team dynamics. The 95% confidence interval (3,54 

– 4,14) reinforces the reliability of this perception. The responses, tightly clustered with 

a low variance (0,673) and standard deviation (0,820), demonstrate a unanimous 

observation of these differences. A slight skewness towards higher agreement (0,316) 

and a flatter distribution (kurtosis of -1,439) further highlights a broad and cohesive 

acknowledgment of the distinct team dynamics encountered between the two cultures. 

This uniform agreement underscores a strong, shared recognition of the substantial 

intercultural differences impacting team interactions and behaviors in Austrian versus 

American settings. 
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Part 2: cultural dimensions / Q7: “The competitive nature of the American market 
was/is challenging for our team.” 

The analysis of the statement regarding the competitive nature of the American market 

reveals a moderate level of agreement with a mean score of 3,23 suggesting that the 

participants find the market somewhat challenging.  This perspective is supported by a 

95% confidence interval from 2,86 to 3,59 and a median at the neutral point of 3,00, 

indicating a consensus that challenges are recognized but still vary in intensity. The 

data, characterized by a standard deviation of 0,990, highlights a diversity of 

experiences within teams, albeit with most opinions clustering around the median. A 

slightly negative skewness (-0,487) suggests a lean towards finding the market less 

challenging than expected for some, balanced by a kurtosis of 0,144, indicating a fairly 

normal distribution of responses. Overall, this suggests that while the competitive 

nature of the American market is acknowledged as a challenge by the participants, 

there exists a spectrum of how significantly these impact different teams in different 

companies.  

Part 2: cultural dimensions / Q8: “Our company’s approach to risk-taking had to 
change to align with American business practices.” 

The analysis regarding adjustments in the company’s risk-taking approach to align with 

American business practices reveals a moderate to strong consensus, with an average 

rating of 3,45 (mean) and a median of 4, indicating that most participants agree or 

strongly agree with the need for adaptation. This agreement is supported by a 95% 

confidence interval stretching from 3,10 to 3,80, suggesting a confident 

acknowledgment across the board that aligning risk-taking behaviors with those 

prevalent in the American market is crucial. The close match between the mean and 

the 5% trimmed mean confirms the consistency of this view. Underscored by a standard 

deviation of 0,96, the concentration toward the upper end of the scale points to a 

general alignment in perspectives. The nearly zero skewness (-0,095) and a kurtosis 

of -0,881 reflect a fairly symmetric and slightly flatter distribution of responses, 

indicating that extreme opinions are rare, and showcasing a collective recognition 
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within the companies of the importance of adapting risk-taking strategies to fit the 

American business environment effectively. 

Part 2: cultural dimensions / Q9: “We had to adjust our planning strategies to 
match the American market’s pace.” 

The analysis of how companies needed to adjust their planning strategies to align with 

the fast-paced American market reveals a notable agreement among the participants, 

with a mean score of 3,45 and a median of 4, indicating a moderate to strong consensus 

on the responses. The 95% confidence interval, ranging from 3,10 to 3,80, reinforces 

the notion that adapting to the American market’s pace was viewed as crucial by the 

majority. The close alignment of the mean and the 5% trimmed mean underscores this 

consistent viewpoint across responses. Despite the variability in the degree of 

agreement, as shown by a standard deviation of 0,961, the concentration of opinions 

towards the higher end of the scale points to a general acknowledgment of the need to 

strategic flexibility. The slightly negative skewness (-0,336) and a somewhat flatter 

distribution (kurtosis of 0,936) suggest that while there is a broad recognition of the 

necessity for adjustment, opinions vary, reflecting a spectrum of experiences and 

attitudes towards the pace of change required to succeed in the American business 

environment.  

Part 3: communication / Q10: “We adopted our communication to be more direct 
and explicit for the American market.” 

The data regarding the adaptation of communication styles to be more direct and 

explicit for the American market reveals a general agreement among the participants, 

evident through a mean score of 3,32. This perspective is further supported by a 95% 

confidence interval stretching from 3,03 to 3,61, highlighting a consensus among 

participants, albeit with a balanced distribution of opinions indicated by the median of 

3,00. The similar mean and 5% trimmed mean confirm the consistency of this view, 

despite a moderate spread of responses (standard deviation of 0,791) which illustrates 

varying degrees of agreement. The data’s slight skewness towards the lower scores (-

0,231) and a flatter-than-normal distribution (kurtosis of -0,613) indicate some 
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reservations among participants. Overall, there is a widespread acknowledgment of the 

importance of adapting communication strategies to fit the directness expected in the 

American market, reflecting a general understanding of cultural nuances in business 

interactions. 

Part 3: communication / Q11: “Understanding the importance of non-verbal cues 
was crucial in the United States.” 

The data on the importance of understanding non-verbal cues in the United States 

indicates a moderate level of agreement, with an average rating of 3,16 (mean), 

pointing towards a consensus that being attuned to these cues is crucial for effective 

communication in the American business environment. The 95% confidence interval 

(2,85 – 3,48) along with a median of 3,00, suggests a balanced view among 

respondents, with a slight leaning towards agreement. The close alignment of the mean 

with the 5% trimmed mean (3,18) underscores the consistency of this view across the 

responses. Despite a moderate variability in perceptions, as shown by a standard 

deviation of 0,860 and responses across the full spectrum of 1-5, the concentration of 

opinions around the median indicates that, while there is recognized importance of non-

verbal cues, the degree of emphasis placed on it varies among the participants. A 

slightly negative skewness (-0,329) and a kurtosis of 0,195 reveal a distribution with a 

mild inclination towards lower agreement and a relatively standard response pattern. 

This highlights an understanding of the role of non-verbal cues play in navigating 

business interaction in the US, with varied experiences shaping this perspective. 

Part 3: communication / Q12: “Navigating communication barriers with American 
counterparts was a significant challenge.” 

The analysis of perceptions regarding the challenge of navigating communication 

barriers with American counterparts yields an insightful yet complex landscape. The 

average response score of 2,87 (mean), closely aligned with a neutral media of 3, 

suggests a slight disagreement among participants that these barriers constitute a 

significant challenge. This position is moderately supported by a standard deviation of 

1,118 and a 95% confidence interval stretching from 2,46 to 3,28, indicating a 
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considerable diversity in individual experiences. The data’s near-zero skewness (-

0,189) and reduced kurtosis (-0,967) further reveal a distribution that is relatively 

balanced and slightly flatter than a normal distribution, which underscores the absence 

of extreme views. This analysis demonstrates that, although individual experiences 

vary, the collective sentiment veers towards viewing the communication barriers as not 

overly problematic, emphasizing the subjective nature of cross-cultural communication 

challenges, and suggesting a generally manageable situation for the majority of 

respondents. 

Part 3: communication / Q13: “We developed specific strategies to improve 
communication with American business partners.” 

The results on developing strategies to improve communication with American 

business partners show a generally positive but cautious viewpoint, with an average 

score of 3,06 (mean) suggesting that participants recognize efforts to enhance 

interactions. The 95% confidence interval, stretching from 2,66 to 3,47, alongside a 

median of 3, indicates that opinions are not only spread out but also lean slightly 

towards agreement. However, the slight skewness towards disagreement (-0462) and 

a standard deviation of 1,093 reveal a broad spectrum of perceptions and experiences. 

Responses across the entire range from 1 (strongly disagree) to 5 (strongly agree) 

highlight the variability in how these strategies are viewed, suggesting that while there 

is an acknowledgment of the attempt to better communicate with American 

counterparts, opinions on the effectiveness vary significantly. This analysis points to 

the intricate and personal nature of intercultural business communication, underlining 

the importance of understanding and addressing the diverse needs and perceptions 

involved. 

Part 4: others / Q14: “My company provides cultural training to our employees to 
ease their adaptation to the American market.” 

The analysis on the offer of cultural training for employees to facilitate their adaptation 

to the American market suggests a more cautious stance, with a mean score of 2,32 

indicating a lean towards disagreement. The 95% confidence interval, from 1,89 to 



 

53 

2,78, along with the median of 2, points to a consensus that such offers are not really 

recognized. The distribution of responses, evidenced by a skewness of 0,543, shows 

a tendency towards more negative views, although the relatively mild kurtosis of -0,207 

indicates the extreme opinions are not significantly more prevalent than in a normal 

distribution. The range of responses from 1 to 5, with a standard deviation of 1,249, 

highlights the diverse perceptions among the participants, suggesting that the option 

for cultural training varies a lot depending on the company, leaving room to improve. 

Part 4: others / Q15: “Our team has a strong understanding of American business 
etiquette and expectations.” 

The analysis of responses regarding the participants’ team’s understanding of 

American business etiquette and expectations reveals a generally positive outlook, 

evident with an average score of 3,58 (mean). This score, along with a 95% confidence 

interval ranging from 3,20 to 3,96 and a median of 4, suggests that respondents largely 

agree their team possesses a strong comprehension of these cultural norms. The close 

alignment of the 5% trimmed mean (3,59) with the actual mean underscores the 

consistency of this positive sentiment across responses. With a standard deviation of 

1,025 the data points to a concentrated consensus towards the higher end of the scale, 

indicating minimal negative perceptions (strongly disagree). The slight negative 

skewness (-0,232) combined with a kurtosis of 1,006 suggests a distribution which 

leans towards agreement without significant extremes. This collective result highlights 

a strong belief in the team’s cultural competence and preparedness in navigating the 

American business landscape, underlining effective adaptation, and understanding of 

the necessary business etiquettes and expectations. 

 Quantitative Method: Summary and Interim Conclusion I 

• Structural Adaptations: A moderate consensus was observed among companies 

about the necessity to adopt the less hierarchical structure in the American 

market, complying with the general stance of the two cultures varying in 

hierarchical structures in a business context.  
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• Team Impact: There was a strong agreement on the significant differences in 

team dynamics between Austria and the United States, highlighting the 

understanding of the need for Austrian companies to adapt to the more 

collaborative and dynamic American work culture. 

• Competitiveness: According to the survey results, navigating the competitive 

American market is somewhat challenging, yet manageable. This perspective 

suggests companies are finding their way through, even if it means they have to 

raise their stakes. 

• Rethinking Risk: The move towards aligning with the proactive, fast-paced 

American approach to risk-taking and planning is evident. This underlines the 

importance of strategic flexibility and the willingness to embrace a more 

aggressive approach to business operations and decision-making. 

• Clear Communication: The survey underscored the necessity for Austrian 

companies to adapt their communication styles to be more direct and explicit, in 

line with the expectations in the American business context. This adaptation 

extends to the understanding and application of non-verbal cues, deemed 

crucial for effective communication. 

• Cultural Nuances: While there is a rather cautious stance due to not much 

availability, there was a generally positive outlook on the company’s and teams’ 

understanding of American business etiquette. Awareness is the first step to 

navigating this foreign business landscape, which could be improved by 

fostering more cultural training programs in companies. 

To sum up, the findings of this quantitative study underscore the multifaceted nature of 

the adaptations required by Austrian companies, which seek entry into the American 

market. From structural and team dynamics to communication strategies and cultural 

understanding, companies face a complex array of challenges that necessitate 

nuanced and strategic responses. The consistent awareness of the need for adaptation 

across different dimensions of business operation and communication highlights the 
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critical role of intercultural competence in ensuring successful international market 

entries. While these results complied with the underlying theoretical groundwork, the 

following results and analysis of the qualitative part of the study will provide further, and 

deeper insight into the participants’ perceptions and viewpoints. 

 Qualitative Method: Interview Results and Analysis 

From the initially aspired 8-15 participants, 6 interview participants were found. 

Altogether, the researcher draws from a sample of five different companies. Two 

participants work within the same company but in different roles and were therefore 

able to provide valuable insights, nonetheless. All interviews, except one, were 

conducted in English, as all participants felt comfortable enough to deliver the 

information in English as a second language (only one participant was Native 

American). The results of the one interview conducted in German were translated into 

English before incorporating into this analysis.  

The following table shows the size and sector of the companies the participants work 

at: 

 Size Sector Participant Occupation Code 

Company 
A 

large manufacturing A1 
global materials 

manager 
AA_A1 

Company 
A 

large manufacturing A2 

senior global 

demand 

management 

AA_A2 

Company 
B 

medium-

sized 
technology B1 

marketing & 

customer 

engagement 

BB_B1 

Company 
C 

medium-

sized 
manufacturing C1 

supply chain team 

lead 
CC_C1 
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Company 
D 

large technology D1 IT support DD_D1 

Company 
E 

large industry E1 
marketing 

manager 
EE_E1 

 
Table 1: overview interview participants 
Source: author’s own illustration 
 

To foster better comprehensibility and overview of the results, the following is clustered 

in the following 5 categories: cultural adaptation, market entry, business strategy, 

customer engagement and marketing and market adaptation. The categorization was 

established during the data assessment of the interview data (see complete code tree 

in appendix). 

Category A: Cultural Adaptation 

All respondents emphasize the importance of cultural adaptation to local business 

practices when seeking success in the United States. One participant highlighted that 

market entry efforts could be severely impeded if local customs are not aligned 

(AA_A2). The results-driven culture of American business, which differs greatly from 

practices in Austria, makes this transition especially necessary (AA_A1; DD_D1). 

Understanding and integrating into local management styles and decision-making 

processes is a crucial component of this adaptation. Despite the general knowledge of 

American companies being less hierarchically structured, two participants highlighted 

how new strategies are more successful in the implementation with higher 

management support (AA_A1; CC_C1). Further, the American tendency towards brief, 

clear communication highlights the importance of clear message for productive 

contracts (DD_D1). 

There is a clear difference in the communication styles that American and Austrian 

employees choose: American businesses prefer a less direct, more accommodating, 

and inclusive communication style (BB_B1). As a result, Austrian businesses must 
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reevaluate their communication tactics in order to promote an accommodating and 

collaborative workplace culture. The American tendency to incorporate informal and 

personal conversations into business meetings differs from the more formal, business-

focused chats that are common in Austria. This needs to be considered when seeking 

relationships founded on mutual respect and understanding (AA_A2). 

Although Austria and the United States both have high individualism scores, they differ 

slightly. This implies that direct communication (DD_D1) and clearly defined, individual 

duties may be emphasized even more by Austrian businesses. Further, Austrian 

businesses need to take a more flexible stance and welcome ambiguity more readily, 

as evident by a greater uncertainty avoidance score when compared to American 

businesses (BB_B1). Austrian businesses must embrace a flexible strategy that 

recognizes and incorporates the diversity of the American workforce, which includes 

differences in background, ethnicity, and cultural expectations (DD_D1). 

Considering the close alignment of low context cultures with explicit information 

transactions of Austria and the United States in Hall’s low/high context model, it was 

not assumed to find differences and hence, challenges would be identified. 

Nevertheless, a common theme across all interviews was the necessity of 

straightforward, unambiguous communication in the United States (e.g. in DD_D1) and 

the need for Austrian businesses to modify their communication style to be more direct 

and explicit to lower the possibility of miscommunication in commercial dealings.  

Category B: Market Entry 

The first stage of entering a new market emphasized the significance of thorough 

market research and a profound comprehension of local preferences. According to the 

interviews, it is critical to identify important decision-makers and customer preferences. 

This involves a careful examination of the competitive environment in addition to a 

combined focus on operational and cultural factors. A reoccurring challenge that 

highlighted the importance of research and development in establishing product-market 

fit was the need to tailor products to match the local standards and preferences (AA_A1; 

CC_C1). 
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One key aspect of successful market entry is the building of a local presence. The 

participants in the interviews revealed that having a physical presence in the United 

States, whether via subsidiaries or distribution agreements, is crucial for building 

customer trust and overcoming suspicion towards foreign businesses. Establishing 

local presence paves the way for long-term participation by enabling a more profound 

comprehension of and responsiveness to market dynamics (BB_B1; EE_E1). 

For the purpose of navigating the market of the United States landscape, building 

strategic local connections and partnerships are essential. Working together with 

American companies can provide important insights, increase brand trust, and reach a 

wider audience. Collaborations like these are crucial for utilizing regional networks and 

knowledge for the business’s success. They provide a strategic entrance opportunity, 

particularly for corporations that lack the initial resources to conduct immediate direct 

local operations (BB_B1; EE_E1). 

Cultural and business environment factors play a major role in the strategic decision of 

selecting the right market entry mode. The interviews highlight the need for a strategic 

and culturally aware approach when choosing and modifying market entry tactics, such 

as direct exporting or forming a wholly-owned subsidiary, to best suit the business 

landscape in the United States (EE_E1). By integrating an understanding of American 

market characteristics, tailoring strategies, and products to meet local needs, and 

leveraging local knowledge and networks, foreign companies can significantly improve 

their market entry success. The findings of this research underscore the importance of 

a detailed, informed, and adaptive approach in one of the world’s most competitive 

markets. 

“There is a very diverse and dynamic economy that may not be the same elsewhere. I 

believe, especially in the sector that I'm engaged in, which is technology, the US, I 

would say, has the most robust and dynamic economy when it comes to that.” (BB_B1) 

Category C: Business Strategy 

One reoccurring topic in various interviews is the decision-making process. In order to 

ensure that strategic objectives are effectively implemented throughout the company, 



 

59 

getting top-level executives on board is vital to getting the ideas pursued. Participants 

emphasized that this method differs from European methods which prioritize wider 

consensus or network-based conversations during the decision-making process. 

Finding important decision-makers in formal and informal contexts is essential for 

project success and strategic implementation in the American business environment, 

as interviews show (AA_A1; CC_C1). 

“… there's always one decision maker who will say yes or no. And you need to find out 

rather sooner than later who this person is.” (AA_A1) 

Employee mobility and adaptability are key characteristics of the American labor 

market, which offers unique opportunities and challenges. Due to the current 

environment, human resources management must adopt a flexible strategy that 

considers employee mistrust of foreign companies as well as their general lack of 

international expertise. Techniques include providing American workers with foreign 

exposure possibilities and combining the finest practices from American and Austrian 

employment models to show promise in meeting local standards and cultivating a 

devoted, motivated staff (BB_B1; CC_C1). 

According to the interviews, there are differences in management styles between 

American (western) and Asian cultures, particularly concerning the latter’s preference 

for hierarchy and explicit directiveness. In comparison, the American and European 

approach seems more networked and collaborative. Implementing shared leadership 

models or making sure management choices align with American employees’ 

expectations are two ways to adjust to potential differences. One way to achieve 

flexibility and response to local market circumstances is to provide local branches 

autonomy while staying aligned with the company’s overall strategic goal (CC_C1; 

EE_E1). 

Category D: Customer Engagement and Marketing 

Finding a way to build a strong brand and market presence without a local presence is 

a recurring issue that highlights the necessity of partnerships or American 

representatives to help close the gaps in communication and culture and understand 
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the target audience. Given the market’s saturation, standing out from the competition 

requires a significant marketing effort. In order to foster customer trust and reduce 

suspicion about foreign businesses, American workers or physical offices must 

maintain a local presence (BB_B1; CC_C1). 

“It is significantly helpful when you can have an American voice to represent your 

business. I would say the vast majority of Americans are absolutely not xenophobic, 

but there is no matter what a certain intrinsic level of trust that is a bit missing when you 

hear someone with an accent who is not American.” BB_B1 

Adapting to the cultural environment of the United States in communicational aspects 

is essential to successful customer engagement. Important elements include using 

American English (as it is more internationally utilized compared to British English), 

adding cultural allusions if fitting, and adhering to American standards for customer 

service (which can come off as over the top for Europeans). The analysis reveals a 

harsh contrast in communication preferences between American and Austrian 

contexts, where American customers favor a less direct communication style, often 

employing a more polite, inclusive language, even when directives are clear (BB_B1). 

In order to avoid misconceptions that can drive away potential clients, international 

businesses must make sure their messaging is both linguistically correct and culturally 

appropriate (BB_B1). 

“Austrians tend to be quite direct with what they're saying. They may not be trying to 

be impolite, but the way even an email is written to an American, or any native English 

speaker with maybe less international experience, can come off as rude… in German, 

there's the distinction between Sie and Du, of course, and the fact that you're using Sie 

is automatically implying a level of politeness without needing to be flowery with any 

type of language. In English, that's not the case. Everyone is you. There is no 

distinction. So, to convey politeness, we tend to use more flowery language in English.” 

BB_B1  

“…and it doesn't mean that they're actually asking you the question. They are telling 

you to do it. But they are saying it in a way. However, to an American, it can be jarring 
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to receive an email from someone in Austria just saying something like, you need to do 

this.” (AA_A2) 

Another common theme in the interviews was the importance of local knowledge in 

building a company’s relatability and credibility with American consumers. American 

partners or employees not only help operations run more smoothly, but they also offer 

priceless insights into negotiating the subtle cultural differences in the United States 

market. The path to successful customer engagement and marketing in the United 

States involves a deep understanding of and integration into the local culture. Insights 

from the interviews highlight the importance of establishing a local presence to foster 

trust and brand awareness. Employers who establish local hires or partnerships and 

subsidiaries can significantly increase market acceptance by offering an “American 

face” which makes it easier to navigate cultural differences and helps comprehend and 

meet the demands of customers and match communications with the American 

standard. The role of local insights and resources in tailoring strategies for effective 

engagement was emphasized as crucial (BB_B1; EE_E1). 

“…from there the brand needed to grow and become more known in the field. We still 

are working on that with teaming up with companies that are already established, in 

order to learn from them.” (EE_E1) 

Category E: Market Adaptation 

In contrast to most European markets, including the Austrian, which are more long-

term oriented, the United States market is characterized by its fast-paced and quarterly-

driven nature. Planning and reporting cycles must be adjusted because of this 

perspective, which affects everything from company strategy to investment priorities. 

In order to be competitive, it was emphasized in the interviews that agility and flexibility 

are needed to adapt to the quick speed of change and innovation (AA_A1; CC_C1). 

“America is much more short term. And so, I think whatever you, if you want to succeed 

over there, you need to be aware of everybody is watching you on a very short-term 

basis.” (AA_A1) 
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Developing profound understanding of American customers is a crucial first step in 

adopting to the United States market. A tailored strategy to engagement and service is 

required due to variations in consumer habits, communication preferences, and 

expectations, as highlighted by the interviews. Strategies that, both attract and deliver 

value quickly, are necessary given American customers’ preference for spectacle and 

instant rewards. Companies entering the American market must successfully navigate 

these cultural differences if hoping to properly express their value offer and building a 

strong brand presence (AA_A1; AA_A2). 

“It's always whether you want to sell something or not. They always ask, well, what's 

my benefit? The Americans, they will always say, what's in for me? Why should I switch 

from this guy to you?” (AA_A1) 

The interviews reveal that the frequent shifts in the political climate significantly impact 

business operations, regulatory compliance, and contractual obligations. To guarantee 

resilience, businesses must be aware and flexible in the face of these developments. 

Navigating the unstable American environment requires an understanding of legal 

requirements, employee relations, and acquiring protective contracts (AA_A2; BB_B1). 

“I think probably one of the key challenges in the US is really the political situation, as 

there are radical changes, probably every four to five years. And just considering now, 

nobody knows what's going to happen throughout the next election. But what 

everybody knows is, if there is a change, it's going to be a radical change again. And 

with that, there's also going to be a radical change for business.” (AA_A2) 

Recent studies show a significant rise in political polarization in the United States 

affecting, especially foreign, businesses. This escalation, driven by ideological shifts 

within political parties and the impact of partisan media since the late 1970s, 

distinguishes the United States from other nations a lot (Brown University, 2020). This 

polarization presents challenges for companies entering the American market, as it 

influences consumer behavior and business strategies. Firms may inadvertently 

become involved in political disputes, impacting their image and customer relations. 

For instance, actions perceived as political can lead to boycotts (Reeves et al., 2021). 
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This topic itself opens a great deal of potential for other research, which is why it is not 

addressed further within this study. Nevertheless, it may serve as the starting point and 

steppingstone for other researchers, especially in the context of contemporary 

challenges and transformations. 

 Qualitative Method: Summary and Interim Conclusion II 

The comparison between the United States and Austria after the analysis of the 

interview data highlights the importance of cultural and strategic adaptability for 

Austrian companies entering the American market. While there are similarities in 

individualism, the greater directness in communication, lower uncertainty avoidance, 

and the low-context nature of the United States business culture pose specific 

challenges for Austrians accustomed to a more cautious approach to uncertainty. 

• Key findings highlight the necessity of aligning with American business practices 

and communication styles. Businesses must embrace the American results-

driven culture, adapt to less hierarchical structures, and adopt clear, concise 

communication to navigate differences effectively. Additionally, adjusting to a 

more indirect, inclusive American communication style and embracing the 

diversity of the American workforce are essential for integration and success. 

• Successful market entry is underscored by comprehensive market research to 

understand local preferences and competitive dynamics. Building a local 

presence, through subsidiaries or partnerships, emerges as vital for establishing 

trust and understanding market nuances. Strategic local connections enhance 

brand reach and provide critical insights and emphasize the importance of a 

culturally informed strategic approach to market entry. 

• Strategic decision-making processes in the United States necessitate high-level 

executive support in a lot of cases, yet usually align with the European 

consensus-driven approaches. Adapting to the American labor market’s 

dynamics involves integrating best practices from both American and Austrian 

models to foster a motivated workforce and adopt to employee needs. Adjusting 

management styles to fit American expectations and granting autonomy to local 
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branches while aligning with overarching strategic goals are crucial for effective 

adaptation. 

• Establishing a strong brand awareness and presence in the United States 

requires overcoming the lack of local presence through partnerships and 

American representatives. Tailoring communication to American preferences, 

including the use of American English and cultural nuances in for example 

customer service, is key to engaging customers successfully. Local insights from 

American partners or employees are invaluable for navigating cultural 

differences and aligning with customer expectations. 

• The United States market’s fast-paced nature demands agility and flexibility in 

strategic planning and innovation. Understanding American consumer behavior 

and adapting engagement and service strategies accordingly are critical for 

market success. Navigating the fluctuating political landscape requires 

awareness and adaptability to maintain operational and regulatory compliance. 

Overall, the findings emphasize the importance of cultural and strategic adaptation for 

businesses entering the United States market. These findings offered insights into 

navigating one of the world’s most competitive markets successfully. Understanding 

these nuances can aid Austrian companies in effectively navigating the competitive 

landscape of the United States market, facilitating smoother transitions, and fostering 

successful business operations. The differences found in the study, highlight the 

necessity for Austrian companies to not only select their market entry strategies 

carefully but also to consider to tailor their operational, communication, and 

management practices to fit the American cultural context. 

5. Conclusion, Limitations, and Recommendations 

This dissertation offered a thorough investigation of the complex field of cross-cultural 

dynamics impacting the efforts of Austrian companies operating in the United States 

market. This study highlights the crucial paths and challenges faced by Austrian 

businesses navigating the American business landscape by drawing upon a mosaic of 
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theoretical insights, empirical data collected through mixed-method research, and a 

careful analysis of cultural dimensions and business practices. The research findings 

of the study highlight how important it is to comprehend and adjust to the subtle 

differences in communication and culture between Austria and the United States. 

These distinctions show up in a variety of business contexts, including decision-making 

procedures, negotiating strategies, interpersonal interactions, and hierarchical 

structure within organizations. Austrian companies need to use a strategic approach 

that balances adaptation with maintaining their basic principles and processes in order 

to handle these variances. 

The following key findings underscore the dynamic process of cross-cultural adaptation 

and strategic communication that Austrian companies engage in to succeed in the 

American market. The study highlights the importance of cultural intelligence, 

adaptability, and the strategic leverage of inherent strengths in international business 

expansion. 

• Cultural adaptability is crucial: Austrian companies place a high value on 

understanding and adapting to the cultural nuances of the American market. 

This includes recognizing the importance of direct communication and a 

proactive approach which is often valued in the United States. 

• Strategic communication tactics: Successful Austrian companies adjust their 

communication styles to align with American preferences. This involves being 

straightforward and transparent in business dealings, which helps in building 

trust and facilitating smoother negotiations. 

• Leveraging Austrian strengths: While adapting to the American market, Austrian 

companies also bring their unique strengths into play. This includes a reputation 

for quality, reliability, and a detail-oriented approach to business, which are all 

valued in the American market. 

• Continuous learning and innovation: Austrian companies thrive in the American 

market through a commitment to continuous learning and innovation. They view 
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each business interaction as an opportunity to refine their strategies and improve 

their cultural fluency. 

• Challenges in cultural integration: Despite efforts to adopt, Austrian companies 

often face challenges in fully integrating into the American business culture. 

Differences in management styles, decision-making processes, and business 

practices can create hurdles that require careful navigation. 

• Importance of local insights: Gaining local insights and understanding consumer 

behavior in the United States is critical for Austrian companies that seek market 

entry there. This involves market research and possibly partnering with local 

firms to tailor products and services to meet American consumer expectations. 

Theoretically, this dissertation contributes to the existing literature on cross-cultural 

business communication by providing a deep understanding of how Austrian 

companies adapt to the American cultural and business environment. Practically, it 

offers actionable insights for Austrian businesses contemplating entry into the 

American market, highlighting the importance of cultural training, localizing marketing 

strategies, and the development and nurturing of local business partnerships. 

 Limitations of this dissertation 

In order to give a fair assessment of the research findings, it is imperative to address 

the limitations of the conducted study. The following are the key limitations found within 

this study on navigating contemporary American business communication and culture 

from an Austrian corporate perspective.  

Rapid and constant change characterize the current modern corporate environment, 

especially in American and Austrian contexts. Technological developments, changes 

in customer behavior, and geopolitical events are just a few examples of the variables 

that can have a big impact on business communication and cultural adaption tactics. 

The conclusions of this study are based on information gathered during a limited period 

of time, which might not adequately account for the effects of these quick changes in 

the market. 
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The study was enriched by the mixed-method approach, which yielded both 

quantitative and qualitative insights. However, there are certain limits related to the 

sample size and participant reach. The study concentrated on medium-sized and large-

sized companies in Austria which operate in the American market. This neglects the 

potential experiences of other Austrian businesses, particularly startups or small 

businesses with similar aims and aspirations. The convenience and snowball sampling 

methods used to recruit survey and interview participants may also introduce bias, as 

these techniques do not guarantee a representative cross-section of the target 

population. 

Addressing the challenges of radical political changes adds another layer of complexity 

to this study. Given the scope and timing of this research, it was not possible to fully 

account for the potential impact of such political changes on the strategies and 

experiences of Austrian companies in the American market in detail. The study’s 

snapshot, while providing valuable insight, cannot encapsulate the long-term effects of 

political instability of policy shifts that might alter the foundational premises of cross-

cultural business strategies. It therefore serves as a steppingstone for future research 

in this field of cross-cultural management. 

By acknowledging these limitations, the research adds to the ongoing dialogue on the 

challenges and strategies for navigating international business communication and 

culture. It establishes the framework for more research, promoting more thorough 

studies that may provide deeper understanding and broader applicability. 

While this research aimed to capture the current practices, challenges, and strategic 

adjustments that are relevant to the global business environment nowadays, the 

conclusions my not be as applicable or as long-lasting due to the rapid changes in 

consumer behavior, geopolitical conditions, and technology breakthroughs. The 

complexities of cross-cultural communication and business tactics will advance along 

with the global market, maybe surpassing the current understanding offered in this 

dissertation. This highlights the necessity for ongoing research that can adapt to and 

reflect the ever-changing landscape of international business, ensuring that the 
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strategies and understandings developed remain relevant and effective in facilitating 

cross-cultural business success. 

 Recommendations 

Building on the comprehensive analysis of this dissertation, several recommendations 

emerge for Austrian businesses seeking to thrive in the market of the United States of 

America and hence, form the answer to the underlying research question. 

• Invest in cultural training: Austrian companies should prioritize cultural and 

communicational training for their teams to enhance cross-cultural 

competencies. Understanding American business etiquette and communication 

preferences is crucial to fostering successful business relationships and 

partnerships. 

• Adopt a flexible business model: Flexibility and adaptability in business 

operations and strategies are vital for navigating the dynamic nature of the 

American market. Austrian firms should be prepared to adjust their business 

models in response to market trends, customer preferences, and regulatory, and 

political changes. 

• Strategic networking and partnerships: Establishing strong networks and 

partnerships with local American businesses can provide valuable insights and 

support for Austrian companies. These relationships can facilitate market entry, 

enhance brand awareness, and provide access to local expertise. 

• Prioritize innovation and quality: Emphasizing innovation and high-quality 

products or services can distinguish Austrian companies in the competitive 

American market. Continuous investment in research and development is 

essential for maintaining a competitive edge. 

• Leverage digital marketing: The digital landscape offers powerful tools for 

market analysis and research, customer engagement, and brand promotion. 

Austrian businesses should harness the potential of social media, online 

marketing, and e-commerce platforms to reach and engage with American 

customers. 
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This analysis of the entry of Austrian companies into the American market revealed a 

scene that is filled with both, challenges and opportunities. Besides strategic business 

strategy, awareness of culture, flexibility, and a dedication to building business 

relationships and partnerships; all critical and necessary for success in this endeavor. 

This investigation not only contributes to the academic discourse on international 

business and cross-cultural communication but also serves as a practical guide for 

Austrian companies aiming to navigate the complexities of the American market. 

In conclusion, this dissertation reinforces the pivotal role of cultural understanding and 

adaptive communication strategies for success of Austrian companies in the American 

market. By navigating these challenges with informed and strategic approaches and 

planning, Austrian companies enhance their competitiveness, achieve sustainable 

growth for the future, and guarantee success in the global business arena. 
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 Quantitative Research: Questionnaire 

Hello & welcome to my survey. 

My name is Eva-Maria Gabernig and I am currently conducting a survey in the course 

of my master’s dissertation on the topic “A corporate Austrian perspective on 

Navigating Contemporary American Business Culture and Communication”. 

For this reason, I highly appreciate your insights and help as someone who works in a 

company and/or department which is influenced by cultural adaptions and assimilation 

approaches regarding Austrian and American (business) culture. 

First things first: The survey will take up approximately 5-8 Minutes of your time. Your 

data will of course be treated confidentially and anonymously.  

This short survey is only one part of my study. At the end of the survey, you will have 

the option to register for an interview (approx. 20mins) as well. With the help of these 

interviews, I hope to gather more in-depth information and perceptions of employees 

working in and with such environment. 

Thank you in advance for taking part in this survey & maybe also in the interview. Your 

input will be valuable for the outcome of this study. 

Data protection information: 

On the following pages, you will be asked for your answers on the topic of " A corporate 

Austrian perspective on Navigating Contemporary American Business Culture and 

Communication”. I do not wish to collect any personal data for this purpose, but I will 

ask you questions about your impressions and assessments. Registration or providing 

your name is not required for participation, which is why it is generally not possible to 

draw conclusions about individuals or identify you or other participants in the survey. In 
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addition, the results of this survey (e.g. final reports etc.) will only be processed in 

aggregated and anonymized or pseudonymized form. 

Your participation is voluntary. You can find more information about the processing of 

data at www.campus02.at/ds-umfrage 

 

Introduction: Screening Questions (to rule out non-target-group participants) 

Question 1: 

Please select the size of the company you are working for. 

small (< 49 employees) / medium-sized (50-249 employees) / large (> 250 employees) 

è if “small” is selected, then early end of the survey 

Question 2: 

Is your company currently operating in the American market? 

yes / no 

è if “no” is selected, then early end of the survey 

Part 1: demographics and general data 

First, some general data regarding the company you work for … 

Question 3: 

Please select the sector your company is operating in: 

industry / technology / manufacturing / retail / services / other 



 

 

A-3 

 

Question 4: 

For how many years is your company already operating in the American market? 

less than 2 years / 2-5 years / 5-10 years / 10+ years 

Question 5: 

Please select your company’s primary market entry strategy into the American market. 

direct export / wholly owned subsidiary / licensing / joint venture / franchising / other 

Part 2: cultural dimensions 

This part of the survey will focus on cultural dimensions.  

Please rate your agreement with the following statements on a scale from 1 (strongly 

disagree) to 5 (strongly agree). Click on the respective number or drag the bar. 

Question 6: 

My company had to adopt to a less hierarchical structure in the American market. (1-2-

3-4-5) 

Question 7: 

I noticed significant differences in team dynamics between Austria and the United 

States. (1-2-3-4-5) 

Question 8: 

The competitive nature of the American market was/is challenging for our team. (1-2-

3-4-5) 

 



 

 

A-4 

 

Question 9: 

Our company’s approach to risk-taking had to change to align with American business 

practices. (1-2-3-4-5) 

Question 10: 

We had to adjust our planning strategies to match the American market’s pace. (1-2-3-

4-5) 

Part 3: communication 

This part of the survey will focus on communication in a cultural context. 

Rate the following statements on a scale from 1 (strongly disagree) to 5 (strongly 

agree). 

Question 11: 

We adapted our communication to be more direct and explicit for the American market. 

(1-2-3-4-5) 

Question 12: 

Understanding the importance of non-verbal cues was crucial in the US. (1-2-3-4-5) 

Question 13: 

Navigating communication barriers with American counterparts was/is a significant 

challenge. (1-2-3-4-5) 
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Question 14: 

We developed specific strategies to improve communication with American business 

partners. (1-2-3-4-5) 

Part 4: others 

The last part of the survey will focus on team and employee trainings. 

Rate the following statements on a scale from 1 (strongly disagree) to 5 (strongly 

agree). 

Question 15: 

My company provides cultural training to our employees to ease their adaptation to the 

American market. (1-2-3-4-5) 

Question 16: 

Our team has a strong understanding of American business etiquette and expectations. 

(1-2-3-4-5) 

Survey Closing 

For the second part of my study, I will conduct short interviews in order to get more 

detailed information on the topic. If you are willing to participate and offer your insights 

and experiences in more detail, please leave your contact information below. 

I will reach out to you for coordinating the follow-up interview and appreciate your help. 

Either way, please click “continue” to end the survey successfully. 
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Question 17: 

Name: (text box) 

Question 18: 

E-mail: (text box) 

That is all – thank you for your time and participation in this survey. Your insights are 

valuable for the understanding of the Austrian business practices in the American 

market and can have a positive impact on Austrian business’ approach when wanting 

to enter the American business landscape in the future. 

In case you have any questions do not hesitate and contact me. 

eva-maria.gabernig@edu.campus02.at 

  



 

 

A-7 

 

 Qualitative Research: Interview Guide 

Hello, my name is Eva-Maria Gabernig and I will be your interviewer today. You already 

took part in my preceding short survey – thank you for that. This interview’s purpose is, 

as you already know, to get a more in-depth perspective on the topic of my master’s 

dissertation “A corporate Austrian perspective on Navigating Contemporary American 

Business Culture and Communication”.  

First off, some formalities regarding Consent and recording: In the following interview, 

you will be asked for your answers on the topic of culture and communication in 

business context. I do not wish to collect any personal data for this purpose, but I will 

ask for your consent to record your answers, impressions, and assessments for the 

sole purpose of research assessment and evaluation of the data afterwards. Your data 

will of course be treated confidentially and anonymously. Also, your participation is 

voluntary. 

The interview will take up around 20-30 minutes, depending on the extent of your 

answers. 

Introduction 

To start with, would you mind, shortly introducing yourself and your role within the 

company you are working for? 

A general question to start with: 

Part 0: general idea 

Do you believe it is important for foreign companies to adapt to American cultural 

communication practices when seeking business there? And, if so, why? 
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Part 1: Market Entry and Adaptation 

Can you describe your company’s initial market entry strategy into the United States 

(or just the general market entry strategy of your company) and any major challenges 

that were faced? 

In what way has your company adapted to the American (business) culture? And can 

you give any specific examples for this? 

Part 2: communication styles and practices 

How did your company adjust its communicational approach for the teams or 

subsidiaries in the American market? 

What communicational approaches do you use to build and maintain business 

relationships in the United States in your day-to-day business? And what do you pay 

particular attention to? 

Part 3: Future strategies and advice 

What future strategies do you believe are essential for success in the American 

market? 

What advice would you offer to other Austrian companies entering the American 

market? 

Part 4: others 

Is there anything important about your experiences that we did not cover in this 

interview and that you would like to add? 

That’s it. Thank you very much for your participation and your time! If you want to, I 

would be happy to provide the results of my study after it is done. Goodbye!  



 

 

A-9 

 

 Code Tree for Qualitative Analysis 
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 Statistical Analysis SPSS 

Q1-Q4 are in the dissertation above. Herein follows the detailed SPSS data of Q5-Q15. 

Q5: “My company had to adopt to a less hierarchical structure in the American 
market.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q5 31 100,0% 0 0,0% 31 100,0% 

 

Descriptives 

 Statistic Std. Error 

My company had to adopt 

to a less hierarchical 

structure in the American 

market. 

Mean 2,65 ,164 

95% Confidence Interval 

for Mean 

Lower 

Bound 

2,31  

Upper 

Bound 

2,98  

5% Trimmed Mean 2,66  

Median 3,00  

Variance ,837  

Std. Deviation ,915  

Minimum 1  

Maximum 4  
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Range 3  

Interquartile Range 1  

Skewness -,042 ,421 

Kurtosis -,749 ,821 

 

 

Q6: “We noticed significant differences in team dynamics between Austria and 
the United States.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q6 31 100,0% 0 0,0% 31 100,0% 
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Descriptives 

 Statistic Std. Error 

We noticed significant 

differences in team 

dynamics between 

Austria and the United 

States. 

Mean 3,84 ,147 

95% Confidence Interval 

for Mean 

Lower 

Bound 

3,54  

Upper 

Bound 

4,14  

5% Trimmed Mean 3,82  

Median 4,00  

Variance ,673  

Std. Deviation ,820  

Minimum 3  

Maximum 5  

Range 2  

Interquartile Range 2  

Skewness ,316 ,421 

Kurtosis -1,439 ,821 
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Q7: “The competitive nature of the American market was/is challenging for our 
team.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q7 31 100,0% 0 0,0% 31 100,0% 

 

Descriptives 

 Statistic Std. Error 

The competitive nature of 

the American market 

Mean 3,23 ,178 

95% Confidence Interval 

for Mean 

Lower 

Bound 

2,86  
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was/is challenging for our 

team. 
Upper 

Bound 

3,59  

5% Trimmed Mean 3,25  

Median 3,00  

Variance ,981  

Std. Deviation ,990  

Minimum 1  

Maximum 5  

Range 4  

Interquartile Range 1  

Skewness -,487 ,421 

Kurtosis ,144 ,821 
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Q8: “Our company’s approach to risk-taking had to change to align with 
American business practices.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q8 31 100,0% 0 0,0% 31 100,0% 

 

Descriptives 

 Statistic Std. Error 

Our company's approach 

to risk-taking had to 

change to align with 

Mean 3,45 ,173 

95% Confidence Interval 

for Mean 

Lower 

Bound 

3,10  
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American business 

practices. 
Upper 

Bound 

3,80  

5% Trimmed Mean 3,45  

Median 4,00  

Variance ,923  

Std. Deviation ,961  

Minimum 2  

Maximum 5  

Range 3  

Interquartile Range 1  

Skewness -,095 ,421 

Kurtosis -,881 ,821 
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Q9: “We had to adjust our planning strategies to match the American market’s 
pace.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q9 31 100,0% 0 0,0% 31 100,0% 

 

Descriptives 

 Statistic Std. Error 

We had to adjust our 

planning strategies to 

Mean 3,45 ,173 

95% Confidence Interval 

for Mean 

Lower 

Bound 

3,10  
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match the American 

market's pace. 
Upper 

Bound 

3,80  

5% Trimmed Mean 3,45  

Median 4,00  

Variance ,923  

Std. Deviation ,961  

Minimum 2  

Maximum 5  

Range 3  

Interquartile Range 1  

Skewness -,336 ,421 

Kurtosis -,936 ,821 
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Q10: “We adopted our communication to be more direct and explicit for the 
American market.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q10 31 100,0% 0 0,0% 31 100,0% 
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Descriptives 

 Statistic Std. Error 

We adapted our 

communication to be 

more direct and explicit 

for the American market. 

Mean 3,32 ,142 

95% Confidence Interval 

for Mean 

Lower 

Bound 

3,03  

Upper 

Bound 

3,61  

5% Trimmed Mean 3,32  

Median 3,00  

Variance ,626  

Std. Deviation ,791  

Minimum 2  

Maximum 5  

Range 3  

Interquartile Range 1  

Skewness -,231 ,421 

Kurtosis -,613 ,821 
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Q11: “Understanding the importance of non-verbal cues was crucial in the United 
States.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q11 31 100,0% 0 0,0% 31 100,0% 
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Descriptives 

 Statistic Std. Error 

Understanding the 

importance of non-verbal 

cues was crucial in the 

United States. 

Mean 3,16 ,154 

95% Confidence Interval 

for Mean 

Lower 

Bound 

2,85  

Upper 

Bound 

3,48  

5% Trimmed Mean 3,18  

Median 3,00  

Variance ,740  

Std. Deviation ,860  

Minimum 1  

Maximum 5  

Range 4  

Interquartile Range 1  

Skewness -,329 ,421 

Kurtosis ,195 ,821 
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Q12: “Navigating communication barriers with American counterparts was a 
significant challenge.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q12 31 100,0% 0 0,0% 31 100,0% 
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Descriptives 

 Statistic Std. Error 

Navigating 

communication barriers 

with American 

counterparts was a 

significant challenge. 

Mean 2,87 ,201 

95% Confidence Interval 

for Mean 

Lower 

Bound 

2,46  

Upper 

Bound 

3,28  

5% Trimmed Mean 2,88  

Median 3,00  

Variance 1,249  

Std. Deviation 1,118  

Minimum 1  

Maximum 5  

Range 4  

Interquartile Range 2  

Skewness -,189 ,421 

Kurtosis -,967 ,821 
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Q13: “We developed specific strategies to improve communication with 
American business partners.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q13 31 100,0% 0 0,0% 31 100,0% 
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Descriptives 

 Statistic Std. Error 

We developed specific 

strategies to improve 

communication with 

American business 

partners. 

Mean 3,06 ,196 

95% Confidence Interval 

for Mean 

Lower 

Bound 

2,66  

Upper 

Bound 

3,47  

5% Trimmed Mean 3,09  

Median 3,00  

Variance 1,196  

Std. Deviation 1,093  

Minimum 1  

Maximum 5  

Range 4  

Interquartile Range 2  

Skewness -,462 ,421 

Kurtosis -,833 ,821 
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Q14: “My company provides cultural training to our employees to ease their 
adaptation to the American market.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q14 31 100,0% 0 0,0% 31 100,0% 
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Descriptives 

 Statistic Std. Error 

My company provides 

cultural training to our 

employees to ease their 

adaptation to the 

American market. 

Mean 2,32 ,224 

95% Confidence Interval 

for Mean 

Lower 

Bound 

1,86  

Upper 

Bound 

2,78  

5% Trimmed Mean 2,28  

Median 2,00  

Variance 1,559  

Std. Deviation 1,249  

Minimum 0  

Maximum 5  

Range 5  

Interquartile Range 2  

Skewness ,543 ,421 

Kurtosis -,207 ,821 
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Q15: “Our team has a strong understanding of American business etiquette and 
expectations.” 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Q15 31 100,0% 0 0,0% 31 100,0% 
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Descriptives 

 Statistic Std. Error 

Our team has a strong 

understanding of 

American business 

etiquette and 

expectations. 

Mean 3,58 ,184 

95% Confidence Interval 

for Mean 

Lower 

Bound 

3,20  

Upper 

Bound 

3,96  

5% Trimmed Mean 3,59  

Median 4,00  

Variance 1,052  

Std. Deviation 1,025  

Minimum 2  

Maximum 5  

Range 3  

Interquartile Range 1  

Skewness -,232 ,421 

Kurtosis -1,006 ,821 
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 Sample Transcript Interview AA_A2 

Company A / Participant A2 (AA_A2) 

Introduction: To start with, would you mind shortly introducing yourself and the role 

within the company you work for? 

AA_A2: Markus Z., actually working for Company A, which is a global manufacturing 

company. I have been working as a director of supply chain management for three and 

a half years now, also reporting to a person sitting in the United US and now I'm actually 

just in the transition into a senior director role for demand management globally, also 

reporting to somebody located in the US. 

Part 0: Do you believe it is important for foreign companies to adapt to American cultural 

communication practices when seeking entry into their market and if so, why? 

AA_A2: I think, the question is: is it about adaptation or is it about knowing and 

understanding how communication works in the US? Of course, there is a significant 

difference between European communication or also communication in Asia versus 

how communication is working in the US. But yeah, I definitely think it's important to 

understand, it's important to consider that there is a difference and then also to a certain 

extent to adapt, even though I would never actually completely change myself just to 

of part of the US communication. But I think, as I said, it's important to understand and 

to, yeah, a bit adapt your wording probably and change it in a way that there is a good 

baseline between both countries and both ways of communication. 

Part 1: Can you describe your company’s initial market entry strategy into the United 

States and any major challenges that were faced?  

AA_A2: I would say, first of all, it is knowing the circumstances of each and every 

country. It is, of course, also about politics, are there human resources available? Of 
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course, then whatever is in regards to financials, taxes, etc. I think we do see it quite 

well now - not for Company A, but for our customers entering into the US due to IRA - 

that, there is a big difference also in how people are working in the US, if you compare 

it, especially to Asia, for example. So, I think it's a lot about cultural competencies. It's 

a lot about how people are working in the US compared to how or what we are used to 

in Europe and as well as in Asia. But I would argue it's a lot about facts and figures. It's 

about digging into it. It's about each and every country individually. And then, you know, 

checking basically does this fit to what we need? And if not, what do we need to do in 

order to make it a good choice? 

Part 1: In what way has your company adapted to the American (business) culture? 

And can you give any specific examples for this?  

AA_A2: I think what people in the US like a lot is having a show or seeing a show, right? 

And I think what we do then, of course, is giving them what they like to see. And that's 

actually going back to what I mentioned at the beginning. It's about understanding their 

needs and requirements. And I'm not saying that it's not about facts and figures 

anymore, but probably you just put your focus on different areas. And I mean, I think 

we have two or three customers headquartered in the US, also in Althofen. And there, 

it was really a lot about showing what we have, showing what we can, right? And then 

underlying it with facts, rather than if we do it in Europe, it's probably a bit the other way 

around, starting with facts and figures, and then showing, and probably also not to the 

extent we do it with people in the US. 

Part 2: How did your company adjust its communicational approach for the teams or 

subsidiaries in the American market? What communicational approaches do you use 

to build and maintain business relationships in the United States in your day-to-day 

business? And what do you pay particular attention to?  
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AA_A2: I think if I would compare it with Europe, again, it's as a starting point, less facts 

and figures. I would also argue that it is more open, meaning at least on a higher level, 

it is also more open to talk about family stuff, to talk about what you're doing in your 

private life, rather than it is in Europe, and especially in Asia. That is just not common 

at all. So I think, being more open, being less stressed on the brackets, and really focus 

on this overall cooperation. Even though I feel with people in the US, it's going very well 

on a higher level. If you want to go more into depth, meaning more private stuff, it's just 

taking more time. That is how I would see it, I think. 

Part 3: What future strategies do you believe are essential for success in the American 

market?  

AA_A2: That is a tough question. I feel, first and foremost, it's really to understand the 

requirements of customers, to really figure out: does it make sense to go there or not? 

And that is probably not only for the US, but just in general. And second, it's really about 

understanding. And again, that's also not specific to the US, but in general, 

understanding the culture, understanding working behaviors, and making decisions 

based on facts and figures. I think probably one of the key challenges in the US is really 

the political situation, as there are radical changes, probably every four to five years. 

And just considering now, nobody knows what's going to happen throughout the next 

election. But what everybody knows is, if there is a change, it's going to be a radical 

change again. And with that, there's also going to be a radical change for business. So 

I think that's a key topic to understand and also to consider. And that's probably more 

going into contractual obligations, meaning that whenever you do business there, that 

you make sure that you are secured by your contract, that the political change is not 

going to kill your entire business. I think that's a bit how I see it for the future. 

Part 3: What advice would you offer to other Austrian companies entering the American 

market?  
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AA_A2: I mean, that's just my personal view, but go for it, right? I think the market in 

the US is just so big. If you are figuring out your USP appropriately, and I think you may 

need to adapt your USP specifically to US market and US requirements. But if you do 

so, I mean, go for it. I think also if you compare US and Europe in terms of behavior, I 

mean, those guys are just much more open, right? They are faster in taking a risk. 

While, I mean, like Germany and Austria, before we are taking a risk, it takes ages. I 

think the market is big - it's really to have a good strategy and then go for it. But at the 

same time, especially those political risks, I think everybody needs to consider and 

make sure that contractually you are secured.  

Part 4: Is there anything important about your experiences, which we didn't cover in 

this interview, which you would like to mention because you think they are important? 

AA_A2: No, I think we got a good overview. Again, I think, yes, there is a big difference 

between Europe and US, even though I think it's good that there is a difference because 

that makes it quite interesting. And I think the key topic is really to understand those 

differences. And then I also feel you can use it instead of fighting against this. And 

yeah, I think it's a lot of fun. It's a lot of good experience everybody can gain. And it's 

worth to do it. 
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 Sample Transcript Interview EE_E1 

Company E / Participant E1 (EE_E1) 

Introduction: Please shortly introduce yourself and your role within the company you 

are working for. 

EE_E1: My name is Lena A. and I am a marketing manager at an international company 

that works with intralogistics automation.  

Part 0: Do you believe it is important for foreign companies to adapt to American cultural 

communication practices when seeking business there? And, if so, why? 

EE_E1: Yes I do believe that is important to adapt to different cultures when seeking 

business there. We expanded into the American market and the people there have 

different attitudes, preferences in communication, preferences in design and so on. We 

found out, that the marketing strategies work best if we push a lot. In Europe, on the 

other hand, we don’t want to overflow our target group with content, but the culture in 

America is used to that.  

Part 1: Can you describe your company’s initial market entry strategy into the United 

States and any major challenges that were faced? In what way has your company 

adapted to the American (business) culture? And can you give any specific examples 

for this? 

EE_E1: The company I work with expanded into the American market by opening up 

another subsidiary there. People from Austria needed to move there to support the 

business in the beginning but also hired some specialists from America to help adapt 

to the market. From there the brand needed to grow and become more known in the 

field. We still are working on that with teaming up with companies that are already 

established, in order to learn from them. 
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Part 2: How did your company adjust its communicational approach for the teams or 

subsidiaries in the American market? 

EE_E1: We still do our business here in Austria for Europe as usual. The subsidiary in 

the USA is responsible for the communication part with our help and strategy. We have 

different goals, target audiences and markets that we target in the USA in comparison 

to Europe. So as far as I know about the communication style in the American market, 

we are focusing on account-based-marketing. Target individual companies that we 

know that landing a project with them will not only bring money, it will also be great 

publicity.  

Part 2: What communicational approaches do you personally use to build and maintain 

business relationships in the United States in your day-to-day business? What do you 

pay particular attention to? 

EE_E1: Communication with many subsidiaries and especially with those who are far 

away or in different time zones is challenging. We try to maintain a regular 

communication about strategic topics and the operative topics are mostly managed by 

the subsidiary after briefing them what the goal for this quarter is. So we do quarterly 

meetings, we communicate through e-mail or teams if there is just a quick note, that 

needs to be communicated but also we meet up once a year in person at a different 

subsidiary to discuss to network – which is also very important and makes the 

communication afterwards easier because you got to know the person.  But on a more 

daily basis- we just keep track on how things are going, we check into their work, and 

they check into ours and we try to learn from each other and we see what works where.  

Part 3: What future approaches do you believe are essential for success in the 

American market? 
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EE_E1: It is very important to know, who the target group is, how the target group thinks 

and how we can reach the target group in the right channels at the right time. So 

knowing who our future customer is, makes it easier to have success in the American 

market that is already full of competition. Because people from different countries do 

think different, have different lifestyles and like to be communicated to a specific way.  

Part 3: What advice would you offer to other Austrian companies entering the American 

market? 

EE_E1: Having a subsidiary there makes it a lot easier to get brand awareness. If not, 

the way of communicating is especially important. And know the customer, of course.  

Part 4: Is there anything important about your experiences that we did not cover in this 

interview and that you would like to add? 

EE_E1: No…nothing comes to mind right now. I feel we covered a good overview. 

 

 


