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Abstract 

 

As more Swedish companies are turning towards China, a common challenge when 
establishing sustainable business relationships with Chinese companies is the requirement to 
spend a lot of time locally, as the Chinese business culture usually focuses on building a 
personal relationship before the business relationship. This study will focus on the Swedish 
perspective on how to cope with these challenges from a geographical distance, as the authors 
seek to facilitate Swedish business in China. Through a qualitative research by interviewing 
eight Swedish managers, the authors found that there are different perceived challenges if the 
business relationship was established on site versus established from a distance. This study 
shows that for managers who lacks the resources to establish the business relationship on site, 
there is a lack of trust, respect and potential misunderstandings. These challenges can be 
overcomed by using a distributor or an agent for a fee. For the managers that possessed the 
resources to establish the relationship on site, other challenges appeared such as Guanxi and 
cross-cultural competence, but by paying attention to these challenges the managers could 
achieve trust, respect and avoid misunderstandings. These managers also needed an 
occasional local presence in order to manage the business relationship, which was due to 
Guanxi and that China is a high-context culture.  
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1. Introduction 

In the introduction the authors will present the background for this study, which will start by 
looking at how more Swedish companies are turning towards China to form business 
relationships, together with a presentation of the practical problems. In the problem 
discussion the theoretical problems regarding previous research within this field of study will 
be highlighted. This will lead up to the purpose of the study, which is based on the practical 
problems and the theoretical gap.  

1.1 Background 
China is today the largest economy and remains the fastest growing market in the world in 
terms of nominal values (Business Sweden, 2016). It is also Sweden’s most important trade 
partner in Asia. Exportkreditnämnden (2016) further states that China is the number one 
market for Swedish SMEs. As more Swedish companies are turning towards China, a 
common challenge when establishing sustainable business relationships with Chinese 
companies is the requirement to spend a lot of time locally, as the Chinese business culture 
usually focuses on building a personal relationship before the business relationship (Business 
Sweden, 2016).  
 
One of the most important success factor when doing business in China is to be locally 
present, since relationship building and showing commitment are key (Business Sweden, 
2016). Moreover, Business Sweden (2016) states that one of the most common challenges 
when building sustainable business relationships with Chinese are differences in business 
acumen, and also the acquisition of Guanxi. This Chinese term for “relationships” or 
“connections” can include dedicating personal time after business hours, e.g. attending 
informal dinners to build up trust and acquire Guanxi. Hence, this indicates that to acquire 
Guanxi and to build a successful business relationship in the Chinese market, a manager 
needs to spend a lot of time locally, which may not be possible today as many business 
relationships are initiated and managed from a distance.  
 
Today, more companies look for ideas, business relationships and customers all around the 
world (McFarlin & Sweeney, 2014). As geographical distance increases in many business 
relationships, the cost and complexity of communication increases as well as the difficulty to 
build close relationships (Choi & Contractor, 2016). As China is a country built more on a 
people oriented approach than Western countries where close personal relationships are more 
valued (Liao, 2016), many Western scholars are still of the opinion that social relations in 
economic interaction can be established without permanent co-location based on 
technological communication (Olson and Olson 2003; Walther et al. 2005; Leamer and 
Storper 2001; Jeppesen and Molin 2003). However, even if technology can be seen as a tool 
to ease the geographical distance, Bathelt and Henn (2014) claim that technology should 
more be used as a complement and not a substitute as meetings face to face foster trust, which 
is not easily established through virtual meetings. Thus, it seems to be a knowledge gap if a 
Swedish manager can establish business relationship with Chinese companies if not being 
locally present.  
 
To understand why it is of importance to establish business relationships from a distance, it is 
of importance to recognize how the business environment is structured. Today’s business 
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environment in the twenty-first century is more global, interdependent, complex and rapidly 
changing. The increased global activity has led firms to seek new sources of raw materials, 
new markets for their products and more cost-effective locations for manufacturing 
operations (Johnson, Lenartowicz & Apud, 2006). As business is becoming global, more 
global management is required, which calls for a broader understanding of the subject 
(Moran, Abramson & Moran, 2014; Werner, 2002). By understanding that globalization of 
firms is getting more extensive, managers thus need to learn how to navigate in new cultural 
environments. Consequently, more cross-cultural business relationships are being established 
and managed.  
 
To understand the business environment it can be viewed as a web of relationships, where 
internationalization requires a mutual commitment between firms (Johanson and Vahlne, 
2009). Furthermore, Rajagopal, Joosten-ten Brinke, Van Bruggen and Sloep (2011) claims 
that the activity of business networking is the act of making relationships with other 
professionals. Moreover, it is also vital to view culture as a part of understanding and making 
sense of the interactions in business relationships, because the interaction in business 
relationships is often of an intercultural nature (Ivanonva-Gongne, 2015). An understanding 
of the country’s culture where the business relationship is conducted is therefore necessary 
for establishing an international business relationship. Consequently, as Swedish companies 
today are turning towards China in a broader extent, it is vital for Swedish managers to 
understand how business relationships are being conducted with Chinese companies 
regarding the cultural differences. 
 

1.2 Problem discussion 

In today’s global business environment there are more cross-cultural business relationships 
conducted and the effects of cultural differences often pervade the relationship (Ahmedlp, 
Patterson & Styles 2015). Fan och Zigang (2004) mentions that globalization has resulted in 
more opportunities but also difficulties in managing cultural differences in business relations. 
Söderberg and Holden (2002) argues that no international operating firm or manager can 
escape from the possibility of misperception, misjudgement or mistakes when dealing with 
the complexity of cross-cultural business relationships. Fan and Zigang (2004) states that 
most failed transnational business relationships have neglected the cultural differences impact 
in the business relationship. Even though a large sum of cross-national relationships seem to 
be contractually and structurally stable, in reality the coordination of cross-country business 
networks still seems to be a common challenge where the psychic distance leads to 
performing and organizationally unstable relationships (Johanson & Vahlne 2009). Hofer and 
Ebel (2007) further states that companies with a Western culture usually start business 
negotiations without having a well-established business relationship with Chinese companies, 
which causes problems and is the result of lacking cultural knowledge. Thus, there is an 
understanding that many international business failures are due to a lack of cross-cultural 
competence (Johnson, Lenartowicz & Apud, 2006). 
 
Another important factor in the development of business relations in China is trust (Hofer and 
Ebel, 2007). Bachmann and Kroeger (2017) claim that neither modern business systems nor 
advanced societies can ignore the importance of trust. Chua (2012) points out how 
non-chinese executives still must work hard at building trust in their relationships with their 
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Chinese business partners, which further illustrates the importance of examining this issue 
from a managerial point of view. Managers need to increase their awareness of how their own 
actions can affect the outcomes and responses concerning the cross-cultural relationship and 
the level of trust (Huang, Wilkinson, 2013). According to Ahmedlp, Patterson and Styles 
(2015) cultural sensitivity provides a foundation for trust development in partnerships. Even 
though a large number of research has acknowledged the importance of trust, Bachmann and 
Kroeger (2017) claim that more emphasis should be placed on the study of trust in a 
cross-national setting. 
 
Moreover, globalization has created an environment where intercultural communication 
competences are essential (Samovar, Porter, McDaniel & Roy, 2014).  
Ferraro and Brody (2013) states that as business is becoming increasingly international, the 
role of communication is becoming more important, and the simple fact remains that a 
fundamental precondition of any successful international business enterprise is effective 
communication. According to Scollon, Scollon & Jones (2011) intercultural communication 
is often more difficult than we might think, especially in today’s globalized and 
technologically advanced society. Many managers today struggle with communication 
barriers in their establishment of global relationships and the lack of how to address these 
issues presents a gap in the literature (Moran, Abramson & Moran 2014; Griffith, 2003).  
 
When summarizing important concepts in cross-cultural relationships, previous research has 
highlighted cross-cultural competence, trust and intercultural communication. However, as 
previous research has focused on challenges connected to these concepts when establishing 
and managing cross-cultural relationships, little attention has been paid to potential 
challenges concerning the geographical distance. Studies typically focus on psychic- and 
cultural distance when looking at concepts of distance in international business (Harzing & 
Noorderhaven, 2006). Psychic distance can be understood as the individual perceptions and 
understanding of cultural and business differences. Cultural distance, which includes country 
differences in values and social norms, has often served as a surrogate for psychic distance 
(Horner, Baack & Baack, 2016). However, used in isolation, cultural distance is a poor 
predictor of perceived psychic distance and fail to represent every component of psychic 
distance (Horner et al., 2016; Håkanson & Ambos, 2010). Instead, Håkanson and Ambos 
(2010) claim how geographical distance accounts for the largest share of the perceived 
psychic distance, suggesting that geographical distance should be given a more prominent 
role in the construction of more valid and reliable psychic distance measures than those 
currently employed. This is further supported by Horner et al. (2016) who states how aspects 
of geographical distance such as number of time zones, differences in physical size or 
distances to other nations’ borders, can significantly influence perceptions of differences 
between countries. Since relying on one distance measure alone is potentially misleading 
(Ambos & Håkanson, 2014), the authors of this study will incorporate both geographical and 
cultural distance and how these concepts influences the perceived psychic distance in order to 
better understand the challenges connected to these distance concepts. 
 
Moreover, while our understanding of business relationships has been greatly improved 
during the last thirty years, little attention has been paid how business relationships emerge 
and are being established (Mandjak, Szalkai, Neumann-Bodi, Magyar & Simon, 2015). 
However, to understand how to build sustainable relationships, it is important to consider the 
relationship as dynamic. Most scholars agree that relationships fundamentally change over 
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time, and yet most research promotes a static conceptualization (Palmatier, Houston, Dant & 
Grewal, 2013). Furthermore, Eggert Ulaga and Schultz (2006) argue that long-term 
collaborative business relationships calls for further research, because of the significance to 
understand sustainable relationships. Hence, as previously mentioned, Business Sweden 
(2016) states that one of the most common challenges when building sustainable business 
relationships with Chinese companies is the acquisition of Guanxi, which relies on the 
importance of being locally present.  
 
Given the reasoning above, there seems to be a theoretical gap regarding the significance of 
the concepts of trust, intercultural communication and cross-cultural competence when taking 
the geographical distance into consideration. Furthermore, there also seems to be a theoretical 
gap on how to build sustainable business relationships with Chinese companies from a 
geographical distance, when taking Guanxi into consideration. Hence, the authors propose the 
following research question: 
 
How do Swedish managers cope with the challenges of geographical distance when 
establishing and managing business relationships with Chinese companies? 

1.3 Purpose of research 
The purpose of this study is to provide a better understanding of how Swedish managers cope 
with the challenges of establishing and managing business relationships with Chinese 
companies from a geographical distance.  

With this purpose, the authors want to contribute with an understanding of potential 
challenges and solutions with geographical distance in cross-cultural business relationships 
between Sweden and China. As the business relationship is of a cross-cultural nature, the 
authors will put emphasis on how cultural aspects influences potential challenges, both in the 
establishing and managing phase of the business relationship. Furthermore, the authors want 
to develop a better understanding of the significance of the concepts of cross-cultural 
competence, trust and intercultural communication when taking the geographical distance 
into consideration. Thus, the authors will contribute to the research concerning cross-cultural 
business relationships by developing these concepts in the context of distance. On a practical 
level, the authors also want to facilitate Swedish business in China by increasing managers’ 
awareness of these challenges and provide solutions when establishing and managing 
business relationships with Chinese companies.  

1.4 Key terms 
Business Relationships; Chinese Business Culture; Distance; Cross-Cultural Competence; 
Trust; Intercultural Communication 

1.5 Disposition of thesis 
The continued disposition of the thesis will be as followed. First, the theoretical framework 
will be presented. This includes presenting certain theoretical themes in order to provide a 
better understanding for cross-cultural relationships from a distance with Chinese companies. 
The next part of the theoretical framework will present central concepts to understand how to 
cope with the challenges when establishing and managing business relationships with 
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Chinese companies. A summary of the presented theory will then be provided in the 
theoretical summary. This is followed by the methodology including descriptions of research 
design, literature research, data collection, method of analysis, ethics, reliability and validity. 
 
Further, in the empirical results a short background together with central perceptions and 
opinions from the intervieewes will be presented. Here, a description will be provided on how 
selected Swedish managers cope with the challenges of establishing and managing business 
relationships with Chinese companies from a geographical distance. In the analysis, there will 
be a discussion concerning the empirical data in relation to previous research. Further, 
conclusions will be drawn concerning how to cope with the challenges of the geographical 
distance, followed by theoretical implications and recommendations for future research. 
Finally, practical implications will be presented that will include how to facilitate Swedish 
business in China.  
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2. Theoretical framework 
The purpose of this study is to provide a better understanding on how Swedish managers 
cope with the challenges of establishing and managing business relationships with Chinese 
companies from a geographical distance.  

To increase the understanding considering the purpose of study, the authors will highlight 
several theoretical themes, which can be seen in figure 2.1. These theoretical themes will 
provide a better understanding for cross-cultural business relationships from a distance with 
Chinese companies. Theory of establishing and managing business relationships will be 
presented, as well as theory concerning business relationships in China. Moreover, Chinese 
business culture including cultural aspects such as Guanxi, face, status and respect will be 
presented ín order to understand cultural challenges and differences. As the study is based on 
Swedish managers’ perceptions of business relationships from a distance with Chinese 
companies, theory of geographical- psychic- and cultural distance will be provided.  
 
The next part of the theoretical framework will cover theory of central concepts concerning 
previously researched challenges when establishing and managing cross-cultural business 
relationships. These three concepts are; cross-cultural competence, intercultural 
communication and trust. These concepts will therefore also be presented in the theory, as 
the authors want to understand the significance of cross-cultural competence, intercultural 
communication and trust when taking the geographical distance into consideration.  
Figure 2.1. Theoretical model 
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2.1 Business relationships  

2.1.1 Establishing business relationships  
 
First of all, to understand why it is useful for Swedish firms to build and manage business 
relationships while they are doing business in China, there need to be an understanding why 
establishing business relationships are of importance in the first place. Håkansson and 
Snehota (1995, p. 25) describes a business relationship as a “mutually oriented interaction 
between two reciprocally committed parties”. They further describe a relationship being 
established between two companies as some activity links, resource ties or actor bonds 
between the two companies. Wilson (1995) claims that the interaction process helps establish 
a social bonding that will shape the future of the relationship. Wilson (1995) thus argue that 
all relationships need to reach a business friendship level for a relationship to be established, 
but do not need to reach a personal friendship level. According to Iacobucci and Zerrillo 
(1997) the relationship life cycle can be divided into three phases, development, maintenance 
and dissolution. The beginning of the relationship is considered the development stage, and it 
is described as a tentative relationship.  
 
Mandjak et al. (2015) claim that a business relationship is considered established when a first 
contract has been signed and at least partly executed between two parties. However, what will 
ultimately dictate if the business relationship will be established or not is trust (Valtakoski, 
2015). According to Mandjak et al. (2015) trust is the basis of the construction of newly 
established business relationships. These newly established business relationships involves 
different types of interactions, which create different types of trust-buildings.  

2.1.2 Managing business relationships 
 
Valuable relationships are often continuous and managed over time (Morgan and Hunt, 
1994). This can be understood by the explanation that relationships do not come free, but are 
results of investments of management time and financial resources, and the relationship thus 
takes time to establish and manage (Möller & Halinen, 1999). Håkansson and Snehota (1995) 
claim that business connections will turn into value over time, and how valuable they become 
depends on how the relationship is nurtured and taken care of during their interplay. 
Therefore, managing the business relationship is important, but doing so seems to be quite 
difficult in many situations. Iacobucci and Zerrillo (1997) is describing the middle phase as 
the maintenance phase, which is an ongoing relationship that is based on mutual benefits 
between the two parties. 
 
One important aspect when looking at the business relationships throughout the different 
stages is communication. Wilson (1995) states that communication changes as the 
relationship changes, and thus play an essential role throughout the business relationship. 
Ballantyne and Varey (2006) claims that communication is one of the most important 
activities when managing business relationships. By effective communication, actors can 
reach a mutual understanding, or coping knowledge of how to deal with one another and thus 
moving the relationship forward (Ballantyne, 2004). Therefore, communication is an 
important aspect to consider when managing a business relationship.  
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Another important aspect to consider is the importance of managing the business 
relationships in different cultural settings. Samaha, Beck and Palmatier (2014) claims that 
managing international relationships are increasingly critical to business performance. 
Samaha et al. (2014) states that with the exception of Western Europe, managing business 
relationships are more effective at driving performance with perhaps the most notably in Asia 
where the impact is the most significant on the business performance. According to Samaha 
et al. (2014), this is due to that Asia is more collectivist, whereas in cultures with a high 
individualism it is not considered as important to manage the business relationships. Samaha 
et al. (2014) further claims that the effect of managing relationships on performance also 
varies meaningfully across countries, and China is considered the most important country for 
building strong relationships, which is consistent with research stating that relationships play 
a central role in China mainly due to Guanxi (Liao, 2016; Park and Lou, 2001; Yang, 2004). 
 

2.1.3 Chinese business relationships 
 
The Chinese economy has grown rapidly and the views on business relationships and 
management styles of Chinese firms have attracted worldwide attention (Liao, 2016). 
Traditionally business people from the Asian-Pacific Rim are more likely to first and 
foremost focus on establishing the social conditions of the relationship, before entering a 
business relationship (Williams, Han & Qualls, 1998). However, most studies today 
examining business relationships in China follow the Western custom of viewing business 
relationships as organisational assets, which contrasts with the Chinese way of treating 
business relationships as social relationship with the focus on the interpersonal interaction 
(Gao, Knight & Ballantyne, 2012; Björkman & Kock, 1995). Hence, a business relationship 
in China starts with a social relationship leading into a business relationship, whereas 
Western firms usually begin with business transactions and a more formal business 
relationship before any social relationship (Björkman & Kock, 1995). This phenomena of 
interpersonal, proximity relationships that affect Chinese firms business activities and 
organizational behaviour can be seen as a Chinese cultural characteristic (Liao, 2016). 
 

2.2 Chinese business culture 

2.2.1 Guanxi 
To understand Chinese relationships, one must realize that all Chinese relationships builds on 
Guanxi, meaning “relationships” or “connections” (Chen, Huang & Sternquist, 2011). People 
often view themselves as part of a group or collective action and constantly strive to achieve 
harmonious interpersonal relationships (Liao, 2016). Guanxi can be seen as a cultural 
identity, where the Chinese actively build Guanxi to manage relationships both in a human 
and organizational context (Park & Lou, 2001).  Hence, Park and Lou (2001) states that 
Guanxi and informal relationships are important even in business contexts in the Chinese 
society. Thus to understand Chinese business culture without understanding the concept of 
Guanxi would create a lot of problems for a foreign actor on the Chinese market. Yang 
(2004) explains that the existence of Guanxi in Chinese business culture is so eminent that it 
is inevitable to pay attention to the phenomena when establishing on the Chinese market.  
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Although Guanxi is such a big influence in the Chinese culture, in intercultural relationships 
Guanxi have largely been ignored as a domain for study in international business, and calls 
for a broader understanding (Gao et al. 2012). Gao et al. (2012) further claims that Guanxi is 
seen as a barrier for foreign managers, which is mostly due to the time and effort one need to 
spend in order to build Guanxi but also the divergent cultural views between the two parties. 
Styles and Ambler (2003) argues that Guanxi is the most complex issue when doing business 
in China, and that foreign actors should never underestimate the power of Guanxi, thus it is 
the foundation of all other relationships. Therefore it can be understood that a foreign 
manager should pay attention to this phenomena and the effects on cross-cultural 
relationship. 
 
If there is an understanding that Guanxi has a great influence on the business relationship in 
China, how should managers then behave in accordance to keep up with this knowledge? 
Chua (2012) explains that a fundamental misconception has arisen about Guanxi in 
intercultural studies. There is a misconception that lies in the ignorance of the changing 
business environment in China, which is the result of China’s growth and integration into the 
world economy. This integration require China to align with the expectations from the 
Western partners, and has resulted in a more pragmatic networking style even in China. 
“Focusing too much on socializing actually cheapens the relationship” (Chua 2012, p.28). 
Leung and Wong (2001) argue that there are three clusters foreign business negotiators can 
end up in when doing business in China, and the ultimate cluster is being “the wiser”. The 
wiser is both trying to establish a social relationship and build Guanxi, but at the same time 
initiate business opportunities and facilitate business transactions. The other two clusters are 
either to ignorant of Guanxi as a concept, or trying to overdo it by putting a lot of effort 
trying to establish a the social relationship with less focus on the business transaction.  

2.2.2 Face and status 

Another cultural aspect that is critical to understand when doing business with Chinese 
companies is the role of “face” (Chua, 2012). Verstappen (2015) claims that face is one of the 
most important concepts in Chinese business and cultural etiquette. This metaphor can be 
explained as a measure of one’s image and social status (Cardon & Scott, 2003; Verstappen, 
2015). Chen (2003) states that the Chinese culture is permeated by issues of social ranking 
and status. Status can be defined as the relative standing or position of an individual in a 
social system based on honor, prestige and deference (Thye, 2000). 

Usually face is gained through personal achievement or by developing relationships with 
other individuals of high status. As for giving face, Chinese business people often praise their 
business counterparts. Praise that recognize position, managerial competence or status in the 
presence of peers and subordinates is considered especially appropriate (Cardon & Scott, 
2003). Moreover, what is highly valued in terms of achieving status is education and being 
wealthy (Gao, Hafsi & He, 2017). There are a number of face-related communication 
strategies that Chinese business people employ in order to save face or give face to others. 
For instance, in order to save face, public confrontations are often avoided due to the 
possibility of disrupting harmonious relations. Additionally, indirect communication is often 
used to avoid damaging the face of themselves and counterparts (Cardon & Scott, 2003). 
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Many Westerners view the Chinese attention to face as unnecessary (Cardon and Scott, 
2003). However, without adequate attention to face from all parties, Chinese business people 
will have difficult time trusting their Western counterparts. This is further supported by Chua 
(2012) who states that although China’s ways of doing business are becoming increasingly 
Westernized, non-Chinese executives still have challenges building trust with their Chinese 
business partners, due to the lack of attention to face. 

2.2.3 Respect 
China is a culture with a high-power distance (Brockner, Ackerman, Greenberg, Gelfand, 
Francesco, Chen & Shapiro, 2001). Hooker (2012) claims that high-power distance cultures 
can operate only as long as respect is being shown to different kinds of authorities. The base 
of communication when negotiating in China is premised upon honesty, ethics and a mutual 
respect (Sheer & Chen, 2003). Sheer and Chen (2003) states that one of the impressions that 
Westerners receive from the Chinese counterpart is respect for the individual. Examples of 
this are not to confront, correct and argue against Chinese officials openly thus it is a question 
of losing face.  
 
Westerners need to pay attention to some cultural differences in China as a token of respect, 
one example being the business card ritual. Hooker (2012) explains that the cards are always 
received and given with both hands in a specific way, and the card should be treated with 
respect and not being stuffed into a pocket immediately. This respect is obviously important 
when negotiating and dealing with people from China. Another cultural difference that needs 
to be taken into consideration is to respect elderly. Sheer and Chen (2003) mentions that 
senior individuals opinions are given more weight than younger people and thus are more 
respected. Sheer and Chen (2003) gives an example of this where an American counterpart 
almost killed a deal by mostly addressing the interpreter instead of the high-ranking Chinese 
city official. The official felt he was not receiving respect respect that he deserved, because 
the Americans paid more attention to the interpreter than to him. Furthermore, Sheer and 
Chen (2003) gives another example of how a Chinese official argued against a Western 
foreigner who were trying to conduct a business contract in English. The Chinese official  
felt looked down upon and that he did not receive the respect he deserved. The contract was 
later written in both English and Chinese.  

2.3 Distance 
The concept of distance can be understood through different dimensions. The authors have 
chose to highlight three dimensions of distance that is recurrent in literature and research on 
international business; Geographical distance, Psychic distance and Cultural distance.  

2.3.1 Geographical distance 
  

The concept of geographical distance is defined as a “directional measure of the effort 
required for one actor to visit another at the latter’s home site” (Agerfalk et al., 2005, p. 4) 
This is typically best measured in ease of relocating rather than in physical distance as 
kilometres. This is due to the transportation linkages between the two locations matters, 
because one location can be further away but still feel closer because of the infrastructure that 
connects the locations (Agerfalk et al., 2005). Howells (2002) emphasizes the concept of 
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geographical proximity, which represents the physical distance between two players. This 
indicates that these two concepts are similar in the literature and are used to describe the same 
phenomena. If the geographical proximity is of long distance it is required more 
complementary proximity to achieve closeness in form of interaction, collaboration and 
networking (Boschma, 2005). According to Horner et al. (2016) geographic distance impacts 
the attractiveness and ultimately the perceived psychic distance between two different global 
actors.  

One of the issues regarding geographical separation is the lack of informal communication 
(Agerfalk et al. 2005). Agerfalk et al. (2005) states that the informal communication allows 
people at the workplace to develop relationships and thus allows a better flow of information 
between the two parties. Geographical proximity also plays a positive role for collaboration 
(Letaifa & Rabeau, 2013). Letaifa and Rabeau (2013) explains this that managing 
relationships comes easier through a local geographical proximity because it promotes 
cooperation between the two parties.  

2.3.2 Psychic distance 
 
The distinction between the concepts of psychic and cultural distance has over time become 
increasingly blurred and are now used interchangeably by most authors (Albaum 2012; 
Håkanson & Ambos 2010). However, psychic and cultural distance are distinct phenomena. 
Psychic distance is measured at the individual level by assessing the individual’s perceptions 
of differences, whereas cultural distance deals with measures at a country level (Albaum, 
2012). As psychic distance relates to the individual’s perceptions of differences, there is still 
a relevance studying the effect of this concept when doing business and building relationships 
abroad. Nevertheless, this does not imply that culture does not play an important role when 
assessing psychic distance. There are different underlying dimensions that affect the 
perceived psychic distance, including matters as history, economic development and culture 
(Dow & Karunaratna, 2006; Albaum, 2012). Building on this view, Albaum (2012) argues 
that culture plays a vital role when looking at the psychic distance between countries. In fact, 
Sousa and Bradley (2008) propose that the greater the cultural distance, the higher the 
perceived psychic distance for the individual. 
  
Håkanson and Ambos (2010) argue that the general assumption concerning psychic distance 
has been that the more different a foreign environment is in comparison to that of a firm’s or 
an individual’s country of origin, the more difficult it will be to do business there as a result 
of the higher uncertainties when collecting, analyzing and interpreting information. Thus, 
learning and knowledge plays an important role for foreign active firms in reducing these 
higher uncertainties due to psychic distance (Mandrinos & Nik Mahdi, 2016). This 
knowledge creation is further supported by Johanson and Vahlne (2009) who claims that new 
knowledge is developed in relationships. Building on this view, Johanson and Vahlne (2009) 
further argue that the economic and regulatory environments has changed dramatically, with 
the business environment being viewed as a web of relationships. Therefore, they claim that a 
firm’s problems in international business are becoming less a matter of country-specificity 
and instead one of relationship-specificity. As a result, they view outsidership or lack of trust 
as the root of uncertainty in cross-national relationships.  
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2.3.3 Cultural distance 

Culture is a vital part of understanding and making sense of the interactions in business 
relationships (Ivanova-Gongne, 2015). Culture is defined as the accepted social norms that a 
self-defined group commonly employ as a guide to their social actions (Klyver & Foley, 
2012). Scholtens and Dam (2007) further claims that it is the different set of norms, values 
and ideas that regulates the behaviour in business relationships. These differences between 
countries can be defined as cultural distance (Williams, Han & Qualls, 1998; Shenkar, 2001). 
Williams et al. (1998) further argue that the degree of cultural distance has been identified as 
being one of the major obstacles in successful performance in cross-national business 
relationships. With cultural distance comes the need for more time and resources to develop a 
successful business relationship (Ahmed, Patterson & Styles, 1999). 

A useful concept for understanding cultural distance and its managerial implications is Hall’s 
distinction of low-context versus high-context cultures. This concept summarizes how people 
in a culture relate to each other regarding issues such as relationships, communication and 
trust. Actors from low-context cultures seldom take time in business dealings to establish 
trust and build relationships, whereas in high-context cultures business deals requires far 
more time as trust, friends and family relationships and personal needs will also be 
considered (Korac-Kakabadse, Kouzmin, Korac-Kakabadse & Savery, 2001). Countries in 
Western Europe are viewed as being low-context cultures, as opposed to Asian countries 
which are viewed as being high-context cultures (Hooker, 2012; Kim, Pan & Park, 1998). 
According to Hornikx and le Pair (2017) China and Japan are examples of high-context 
cultures whereas Scandinavian countries such as Sweden and Norway are examples of 
low-context cultures.  

Furthemore, Hooker (2012) argues that what distinguishes high-context cultures from 
low-context cultures is that they tend to be more relationship-based, while low-context 
cultures tend to be more rule-based. In a relationship-based culture, relationships are highly 
valued and a social hierarchy is existing where authority figures are respected. As a contrast, 
rule-based cultures often implies low-power distance, meaning a highly individualized 
society with more equally distributed power, where no individual has natural authority over 
another (Hooker, 2012; Kim et al., 1998). In a high-context or relationship based culture, 
unacceptable behaviour or actions is usually deterred by shame or loss of face (Hooker, 
2012). Moreover, in high-context cultures, “loss of face” or embarrassment may also derive 
from publicly disagreeing with someone. This contrasts with how people in low-context 
cultures usually separate the issue from the person in a conflict (Croucher et al., 2012). This 
is further stated by Korac-Kakabadse et. al (2001) who explains how being specific about 
unpleasantness in high-context culture easily involves “losing face “ and therefore there is a 
preference for more indirect, roundabout messages. In contrast, low-context individuals are 
more direct, quick to get to the point and tend to over-inform. 
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2.4 Cross-cultural competence, Intercultural communication and Trust 

2.4.1 Cross-cultural competence 
 
Culture may not be the most important influence on management, but certainly the most 
neglected (Schneider & Barsoux, 2003). The lack of cross-cultural competence lay the 
foundation of many international business failures (Johnson, Lenartowicz & Apud, 2006). 
Given the fact that there is a diminishing amount of time available to acquire cultural 
knowledge and experience, managing the cultural dimension is a major challenge for global 
companies today (Pizam, 2014). Pizam (2014) further states that any corporation that has 
successfully penetrated foreign markets recognizes the benefits of addressing and 
understanding the unique cultural differences of each market. 
 
Cross-cultural competence does not only enable people to recognize the differences between 
their own culture and other cultures and but also make them understand how people from 
other cultures do business (Cardon, 2009). Detailed knowledge of the foreign markets social 
culture, such as beliefs, values, lifestyles and attitudes, is required in order to successfully 
implement business to business relationships in international markets (Liao, 2016). This is 
supported by Albescu, Paraschiv and Pugna (2009) who argues that cross-cultural 
competence should include a broader level of cross-cultural awareness and knowledge of 
cultural fundamentals of the target country. Another aspect to consider in cross-cultural 
competence is specific behavioural skills such as abilities to adjust negotiation and 
communication styles, in order to build trusting and sustainable cross-cultural relationships 
(Paraschiv & Pugna, 2009).  
 
Except from cultural awareness, cross-cultural competence consists of three factors: attitudes, 
skills and knowledge (Johnson, Lenartowicz & Apud, 2006). Although Hofstede (2007) 
builds on this perspective and suggests that intercultural competence can be taught, there is 
an indication that personality factors such as motivation plays a role considering the levels of 
intercultural competence that individuals can attain. Hence, cultural awareness and 
knowledge are not sufficient for performing effectively in an intercultural setting, as an 
individual also must have the motivation to use the knowledge available (Early, 2002).  
  
A practical rule of thumb is that business transactions should favor the cultural norms of 
where the business transaction is being performed (Hooker, 2012). Thus we can understand 
that it is important for Western business people to have knowledge of Chinese business 
culture when negotiating in China. As for dealing with Chinese firms, Western business 
people with little or no experience are frequently confound by apparent generosity and 
hospitality on one hand and competitive and fierce bargaining on the other, which calls for 
the need for an understanding and experience of the Chinese way of doing business (Cardon, 
2009). According to Leung and Wong (2001) foreign business people should be given 
cultural training on the dimensions of Guanxi so that they know how to interact and create 
dynamic business relationships with their Chinese counterparts, look for business 
opportunities but also to protect themselves in an unfamiliar cultural environment.  
 

17 



 

2.4.2 Intercultural communication  
 
One part of communication is described as intercultural communication. Moran, Abramson 
and Moran (2014, p.41) defines intercultural communication as “The presence of at least two 
individuals who are culturally different from each other on such important attributes as their 
value orientations, preferred communication codes, roles expectations and perceived rules of 
social relationships”.  
 
Intercultural communication is one of many factors that contributes to the success of a 
partnership (Tuten & Urban, 2001). Moreover, Söderberg and Holden (2002) claims that if 
organizations are to survive on a global scale, they need to learn new forms of intercultural 
communication. Hooker (2012) claims that claims that Hall’s distinction of low-context 
versus high-context cultures is a useful concept for understanding cultural differences in 
business communication. According to Croucher et al. (2012) context is the environment 
where the communication takes place. Although low-context and high-context 
communication takes place in every society, cultures differ in the degree of context 
considered necessary and normal in every communicative situation, including business 
communication (Korac-Kakabadse et al., 2001). As a rule, cultures with Western roots such 
as Sweden rely more on low-context communication, while Asian cultures such as China 
prefers high-context communication (Hornikx & le Pair, 2017; Korac-Kakabadse et al., 
2001). High-context communication leaves out a lot of information in the verbal part, and 
relies more on the physical context (Hooker, 2012). This is further supported by Hornikx and 
le Pair (2017) who states how high-context communication includes indirect and implicit 
messages where most of the information is in the physical context or internalized in the 
person. This contrasts with the low-context communication where the most of the 
information is explicit and direct (Hornikx & le Pair, 2017). Hooker (2012) gives an example 
of how a simple handshake often can be sufficient to close a deal in a culture with 
high-context communication, which can be averse for a person coming from a low-context 
culture who instead prefers written agreements. Hence, to be able to understand the physical 
context is vital for a Western manager when doing business in a culture with high-context 
communication.  
 
There might be underlying cultural inconsistencies in communication strategies that causes 
problems when business partners emanate from different national cultures (Griffith, 2003). 
Griffith (2003) argues that these problems can be seen as hurdles to the development of 
global business relationships, thus it is of importance to understand different cultural 
communication aspects. One solution to overcome these hurdles is the requirement of a 
manager with specific communication competencies who can establish a unique 
communication environment within each business relationship, and thereby successfully 
overcome this cultural communication problem. However, if a company does not have the 
resources to hire a manager with these specific competencies, there are other solutions to 
overcome these barriers. Hooker (2012) claims that a firm can develop strong international 
relationships by proactively managing a firm’s communication processes, through 
recognizing and responding to the cultural differences.  
 
As the authors mentioned in previous section regarding cross-cultural competences, Hooker 
(2012) stated that a rule of thumb is to practice the cultural norms of where the business 
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transaction is being conducted. Thereby the authors can understand that it is important for 
Swedish managers when doing business in China to understand the culture in Chinese 
communication.  

2.4.3 Trust 
Harzing and Pudelko (2016) explains that to build a successful and enduring relationship, 
trust is required between the two parties. Trust is important in all types of international 
business relationships, during the whole relationship from formation to the ongoing process 
(Harzing & Pudelko, 2016). Chua (2012) explains that once trust is developed, partners can 
navigate difficulties over time and hence manage to retain a fruitful relationship. Moreover, 
trust can persuade people to share information and has a high impact if the ongoing 
relationship involves further efforts of creating and exploiting opportunities (Johanson & 
Vahlne, 2009). Thus it could be understood that trust is not only important in the 
establishment of a business relationship, but also in the ongoing developing process of the 
relationship. 
 
Trust can be defined in two ways, cognitive and affective trust (Chua, 2012). Although 
various definitions of trust exist, cognitive trust is more widely used in regard to business 
relationships. Cognitive trust can be explained as the confidence one part has for the other in 
skills, accomplishment and reliability, but also that common expectations are met (Moorman, 
Deshpande & Zaltman, 1993). Affective trust derive from the emotional bond between the 
two parties and arise from the mutual feelings and empathy. To establish trust in China, one 
need to rely on both cognitive and affective trust, thus the Chinese word for trust xinren 
refers to both trust in the heart “xin” and one’s capabilities and reliabilities “ren” (Chua, 
2012). This is further supported by Kriz and Keating (2010) who states that Chinese 
managers are more dominated by this emotional and affect-based trust rather than the 
cognitive-based trust that characterizes the Western business networks. Hence, trust is an 
important factor when establishing a business relationship in China (Hofer and Ebel, 2007). 
To create Guanxi which is required to build a business relationship in China, it begins with 
trust (Chua, 2012).  
 

2.4 Summary of theoretical framework 

 
A business relationship is a mutual interaction between two committed parties. To establish a 
business relationship, trust is an important factor to consider. Business relationships in China 
starts with a social relationship leading into a business relationship, which differs from 
Western countries who usually begin with a business transaction and a more formal business 
relationship. Once the relationship is established, communication becomes important to 
nurture the relationship.  
 
Chinese business relationships builds on Guanxi, meaning relationships or connections. 
These connections are created in an informal context and are the foundation for all 
relationships, not just business related. Guanxi is a very complex issue for foreign actors to 
understand when doing business in China. Other important concepts in the Chinese culture to 
consider is the role of face. This can be explained as a measure of one’s image and social 
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status. Status and respect is also considered important in the Chinese culture, as the social 
system is based on honor, prestige and deference.  
 
The concept of distance can be understood and conceptualized in many ways, some examples 
being psychic-, cultural- and geographical distance. Psychic distance is measured at the 
individual level by assessing the individual’s perceptions of differences. Cultural distance 
deals with measures at a country level in terms of norms, values and ideas. Geographical 
distance is measured in ease of relocating for one actor to another, rather than in physical 
distance as kilometres.  
 
Three concepts are presented to understand cross-cultural business relationships; 
cross-cultural competence, intercultural communication and trust. Cross-cultural competence 
consists of three factors: attitudes, skills and knowledge. It is of importance for Western 
business people to have knowledge of Chinese business culture when doing business in 
China, thus the cultural norms of where the business transaction is being performed should be 
favored. Intercultural communication is defined as when two individuals with cultural 
differences regarding values, preferred communication, roles expectations and perceived 
social rules are communicating. When defining trust, it can be divided into two parts, 
cognitive and affective. Cognitive trust arise from the confidence one part has for the other in 
skills, accomplishment and reliability. Affective trust derives from the emotional bond 
between the two parties and arises from the mutual feelings and empathy. Cognitive trust is 
more widely used in business relationships, but in China both cognitive and affective trust 
need to be considered.  
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3. Methodology 
In the following chapter the authors explain how the research was conducted and the reason 
behind the choice of method. This will be followed by a description on how the literature and 
empirical data was collected and thereafter how it was analysed. The authors will also 
present how they have approached issues of ethics, reliability and validity to support the 
findings and contributions of the study.  

3.1 Research design 
The purpose of this study is to provide a better understanding on how Swedish managers 
cope with the challenges of establishing and managing business relationships with Chinese 
companies from a geographical distance. To achieve this purpose, the authors have conducted 
in depth-interviews with Swedish managers. Hence, a qualitative method was chosen as the 
authors want to describe and understand how selected Swedish managers perceive this 
phenomena.  
 
The advantage of a qualitative method is its openness and flexibility (Kvale 1997; Jacobsen, 
2002). Kvale (1997) further describes that the purpose with a qualitative interview is to 
obtain descriptions about the interviewers’ reality with the intention to interpret the meaning 
of the phenomena. Hence, the result of this study is an honest and real picture of how certain 
managers perceive and cope with the challenges when doing business with Chinese 
companies from a geographical distance. Jacobsen (2002) further states that a qualitative 
method is applicable when there is a need for greater clarity of a phenomenon and when the 
researchers want to investigate the connection between the individual and the context. The 
authors have thus used this method in order to get a better understanding of the challenges 
explained by the Swedish managers. What is further stated by Jacobsen (2002) is that the 
method implies the opportunity to further develop and build on certain themes and aspects 
that may arise during the interview process. This has enabled the authors to modify and 
supplement the design of the interview during the data collection process in order to clarify 
the phenomena.  
 
Alvehus (2013) claims that it is rarely possible to take on a pure deductive or inductive 
theoretical approach when conducting a qualitative study and argues for the advantages of 
using an abductive approach. This is due to the realization that there is often some kind of 
theoretical preconception that will affect a pure inductive approach. Furthermore, the 
interpretation of the empirical data will most likely involve the researchers perceptions and 
not only be based on theory, which indicates the difficulty of a pure deductive approach. As 
there is an awareness of the theoretical preconceptions in the interpretation of the empirical 
data, the authors have chosen an abductive approach. The abductive approach has enabled the 
authors to gradually refine or develop the existing theories and thus not being inhibited by a 
predetermined theoretical framework. Moreover, this enabled the authors to freely distinguish 
patterns, interpret and gain a better understanding of what was actually expressed by the 
interviewees (Alvehus, 2013; Jacobsen, 2002). Based on this reasoning, the abductive 
approach resulted in a broader understanding of the subject and contributed with new insights 
and perspectives.  
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3.2 Literature research 
The literature research of this study mainly consisted of finding relevant scientific articles 
from databases such as Google Scholar, Halmstad University’s database and Scopus. Based 
on the purpose of the study, some of the keywords that were used for the database search 
was; Chinese business culture, Business relationships from a distance, Psychic-, Cultural- and 
Geographical distance, Cross-cultural competence, Trust in business and Intercultural 
communication. These keywords have provided relevant theories in order to achieve the 
purpose of this research. Literature in the form of books have been used to add relevant 
theories concerning cultural- and methodological aspects.  
 
One aspect to consider during the literature research is to evaluate the credibility of the 
sources. To deal with this challenge, the authors have to the greatest extent possible used up 
to date sources. This has not been considered a challenge since business relationships with 
China from a distance is a relatively new phenomena, as the globalization is constantly 
increasing and China is today the fastest growing market in the world in terms of nominal 
values (Business Sweden, 2016). However, even if some of the used sources are not as up to 
date, the authors of this study still found these sources relevant and useful for the purpose of 
this study. Another important aspect to consider is the fact that the majority of the theoretical 
contributions are from a Western origin, which was align with the purpose of the study. 
However, to provide an accurate description as possible, the majority of the sources on 
Chinese business culture was of Chinese origin.  

3.3 Data collection 

3.3.1 Selection 
The purpose of this study is to provide a better understanding on how Swedish managers 
cope with the challenges of establishing and managing business relationships with Chinese 
companies from a geographical distance. Hence, the selection of respondents was eight 
Swedish managers whom, to varying extent have business relationships with Chinese 
companies from a geographical distance. The authors experienced that eight interviews 
provided sufficient empirical data in order to gain a better understanding of the phenomena. 
However, there is an awareness that other respondents may have provided different 
perspectives, but the authors recognized recurrent answers and common opinions which 
provided an empirical base to fulfill the purpose of this study.  
 
The authors chose respondents based on certain criterias in order to fulfill the purpose of 
study. First and foremost, the respondents needed to be Swedish managers, as the authors 
analysed the business relationships based on a Swedish perspective. The title of the 
representant from the Chinese companies were not considered relevant as the focus of this 
study is to provide a better understanding on the challenges from a Swedish perspective when 
establishing and managing the business relationship. The business relationships needed to be 
managed mainly from a geographical distance. The criteria of geographical distance implies 
that the respondents are living and working in Sweden while having a business relationship 
with a Chinese company. In order to increase the understanding concerning potential 
challenges and solutions considering the geographical distance, the authors selected some 
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respondents that do not have enough resources to establish or manage the relationship on site. 
Thus, the authors are interested in how managers who lack the constant locally presence cope 
with the challenges of establishing and managing business relationships with Chinese 
companies from a geographical distance. Moreover, this enabled the authors to analyse the 
differences in the perceived challenges between the respondents that lacked the resources to 
be on site and the respondents with sufficient resources to occasionally be on site.  
 
Even if the respondents are different types of managers, they needed to be responsible for the 
business relationships with Chinese companies. Based on these common criteria for the 
Swedish managers, there were a spread among the respondents in terms of other factors such 
as age and number of years of doing business with Chinese companies. The respondents 
further come from companies within different industries and with varying resources. This is 
due to increase the reliability and to achieve a better understanding of the phenomenon, by 
not only receiving perceptions from a specific target group. These differences will be used to 
gain a better understanding of how they can result in different outcomes and perceived 
challenges. 

3.3.2 Interview format 
 
A qualitative method with in depth-interviews has been chosen to answer the research 
question. An interview template (see Appendix) was created before the interviews with 
themed questions concerning business relationships with Chinese and business relationships 
from a distance to make sure that the interviews covered these theories. The questions in the 
template was of an open character, to enable the respondents to describe their experiences 
openly and non-biased. According to Jacobsen (2002) the open, individual interview is 
suitable when the study focuses on how individuals interpret and add meaning to a particular 
phenomenon. Bryman and Bell (2015) argue that it is of importance in qualitative interviews 
to ask open questions to receive descriptive and exhaustive answers. Bryman and Bell (2015) 
further claim that the interviewers should let the respondents develop their answers and go 
into sidetracks to gain an overview over the subject, which was taken into consideration in 
the interviews of this study. 
 
The authors used a semi-structured method of interview. According to Kvale and Brinkmann 
(2009) this involves well formulated questions but also an openness to new directions that the 
interview could possibly take and follow-up questions if necessary. During all interviews the 
authors asked the respondents to develop their reasoning and used supplementary questions to 
fully understand the subject. Questions that were not part of the template could therefore been 
brought up due to the character of the interview, in order to understand details that the 
questions did not cover. 

3.3.3 Interview execution 
 
The interviews were conducted on site. The advantage with on site interviews according to 
Eriksson and Wiedersheim-Paul (1991) is a controlled interview situation with a possibility to 
ask more complicated questions and follow up with supplementary questions. Furthermore, 
all interviews were recorded to facilitate the transcription and compilation. The interviewees 
consent was carefully ascertained in the beginning of each interview. Recorded interviews 
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gives a direct benefit by enabling the author to use direct citations, which is a central aspect 
in qualitative methods (Jacobsen, 2002). Jacobsen (2002) further claims that quotations sheds 
light over slight variations and details.  
 
Each interview started with questions concerning the respondent's background and working 
duties to create an open and pleasant environment. Bryman and Bell (2015) claims that this is 
not only of importance to create an open environment, but also to put different reasoning into 
context by understanding the respondents’ experiences. Thereafter, the authors conducted the 
interviews with open questions from the interview template and tried to gain insight from 
each respondent’s reality. The authors chose to focus on the explanations and reasoning from 
each respondent’s experience, therefore no emphasis was put on previous research and 
theoretical knowledge to understand the reasoning during the interviews. Even though the 
interview template was developed based on certain themes covered in previous research, the 
focus during the interviews shifted due to the respondents perceptions and insights. This was 
in order to ultimately provide as fair and true picture as possible of the interviewees’ 
responses and reactions.  

3.4 Method of analysis  
 
Once the interviews were conducted, the authors started the transcription, which is not always 
a smooth process. All interviews were held in Swedish, thus a direct translation was used in 
order to achieve an accurate description of the respondents statements. Both of the authors 
transcripted each interview in order to increase the validity of the translation. Once the 
translation was conducted, the authors discussed possible differences in the interpretation and 
listened to the recorded interview once again if needed, in order to describe a true picture of 
the respondents reality. Content analysis was used to concise the sentences received from the 
interviews, which presents the essential meaning of the reasoning (Kvale, 1997). By using 
content analysis the authors were able to notice common themes and categories, which 
increases the validity of the research. As the interview template was based on concepts from 
the theory (see appendix), the authors categorized the respondents’ answers into these 
theoretical concepts to structurize the data. The respondents’ answers were never put to 
comparison in terms of quantities and numbers, but analysed and compared to get a broader 
understanding of the subject through different perspectives. The authors did not only use 
content analysis, thus a central aspect in the compilation of qualitative data is to use 
quotation. Jacobsen (2002) compares the importance of quotations in the qualitative method 
with tables to the quantitative method. By using quotations the validity of the study increases, 
thus it enables the reader to understand how the authors reason and interpret the quotation.  
 
The above description formed the basis for the empirical results, which were used in the 
analysis in order to understand the reality in relation to the theoretical framework. By using 
the empirical results, the author were able to confirm, oppose or further build on the theory in 
order to increase the knowledge concerning the business relationships between Swedish 
managers and Chinese companies from a distance. The authors noticed significant differences 
between the perceived challenges from the respondents that established the business 
relationship on site and the respondents who lacked the resources to establish it on site. 
Hence, the analysis is structured in different sections which provides an understanding of 
how to cope with the challenges depending on if the relationship was established on site or 
not. 
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3.5 Ethics  
Since this study has been conducted with a qualitative approach based on interview 
responses, it was necessary for us to take into account the ethical guidelines and principles 
advocated by the Swedish Research Council. These basic principles are the information 
requirement, the consent requirement, the confidentiality and usage requirement. The 
information requirement implies that the participants should be informed of the purpose of 
the study and the meaning and contribution of their participation (Vetenskapsrådet, 2002) 
According to this principle each interview began with the researchers presenting the purpose 
and background of the study as well as the preliminary conclusions. Moreover, every 
participant was informed that they would have access to read the final result of this study. As 
the respondents are anonymous in terms of names of the person and company, the responses 
cannot be traced to a particular individual. Due to the anonymity, the authors do not consider 
it necessary for the respondents to review the interview material before the final submission. 
 
The consent requirement includes how each participant has the right to decide over its own 
participation and on what terms (Vetenskapsrådet, 2002). No participant in this study was 
forced to participate in this study and every participant approved the fact that they were being 
recorded. This connects to the confidentiality requirement which concerns the issue of 
publicity and secrecy, which is of certain importance when it is a matter of ethically sensitive 
data (Vetenskapsrådet, 2002). As for this study, all participants are anonymous in regard to 
names and companies to minimize the possibility for the interviewees to give biased answers 
on how they want to be perceived instead of their actual attitudes and opinions.  
 
The usage requirement involves how collected data of respondents are used for research 
purposes and not for commercial or unscientific use (Vetenskapsrådet, 2002). In addition to 
the anonymity, the interview material has not been accessible or used for any other purpose 
than for this study. Well aware of the above mentioned ethical principles, the authors believe 
that this study live up to the ethical guidelines advocated by the Swedish Research Council.  

3.6 Reliability and validity 
Reliability involves the credibility and consistency of the study and whether the same results 
can be reproduced (Kvale & Brinkmann, 2009). To ensure that the study can be reproduced, 
the authors have described in detail how the study has been conducted. By describing the 
research method in detail with high transparency the reliability can be increased (Bryman & 
Bell, 2015). However, it is important to recognize that other respondents may have generated 
other results, and that only a few individuals and their perceptions is represented and may not 
be representative for other than themselves (Jacobsen, 2002). In order to minimize this 
misrepresentation the authors chose not to interview one specific target group, but instead 
respondents from varying companies, industries and experiences. Hence, by creating 
theoretical models that are non-specific for a certain industry, the results of this thesis could 
be generalized to other contexts and individuals. However, the purpose of this study is not to 
statistically generalize but to provide a better understanding of how Swedish managers cope 
with the challenges of establishing and managing business relationships with Chinese 
companies from a geographical distance.  
 

25 



 

Validity refers to the truth, interpreted as the extent to which the research accurately 
represents the social phenomena to which it refers (Hammersley, 1990). The qualitative 
approach has generally high validity as it is characterized by openness and not fixed 
questions with given answers. Hence, the honest and real perception of a phenomenon is 
presented (Jacobsen, 2002). By conducting in depth-interviews concerning the reality and 
perceptions of certain managers, the authors want to contribute with knowledge and new 
insights on how to cope with the described challenges.  Moreover, Jacobsen (2002) states that 
the closest we can get to the truth is when multiple individuals agree that something is an 
accurate description. Kvale and Brinkmann (2009) claim that in order to increase the 
trustworthiness and consistency, supplementary questions can be used if needed to clarify in 
order to do a fair interpretation of the respondents answers. Although open-ended and 
non-emotionally charged questions were used in order to get the respondents true perception 
of the reality, sometimes supplementary and more specific questions were used if the 
respondents answers were unclear or volatile. Supplementary questions were also used if the 
respondents did not interpret or understand the meaning of the question, in order to reduce 
misinterpretations.  
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4. Empirical results 
 
Followed in this chapter are the description of eight respondents who formed the empirical 
basis for this study. The empirical part of this study is based on interviews with eight 
managers. An overview of the managers is presented in table 4.1 below. Thereafter central 
opinions and perceptions regarding their business relationship from a distance with Chinese 
companies will be given. These eight presentations form the basis for the analysis and 
discussion in the following chapter. The refined interview template that laid the foundation 
for the interviews will be provided in the Appendix.  

Table 4.1. Overview of the respondents 

 

Respondent A 
Respondent A is 57 years old and works as a Managing Director at a consulting firm. The 
respondent founded the firm 20 years ago and has experience from doing business in China 
since this time. Today the respondent is going there twice a year on an average, mainly to 
manage ongoing business relationships but also to establish new relationships.  

For the respondent, building relationships are of great importance, and building relationships 
in China is different from how it is done in Sweden.  

“The Chinese way of thinking is to first establish a friendship before we start talking 
business, but in Sweden we first start talking business, and if we become friends or not is 

something we’ll see later on”.  

The respondent believes there is a possibility to start a business relationship with a Chinese 
business person without being friends, but the chance to succeed is smaller. Respondent A 
further describe that if one has the possibility to establish a friendship and have dinner with 
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the Chinese business person in the initial phase of the business relationship, it will be a great 
advantage. On the question if the business relationship can be started from a distance, the 
respondent answers: 

“I know people that are doing business in China and have never been there. It works 
sometimes, nothing is predetermined. But I do know more examples of people that have tried 
to do business in China from a distance and failed because of bad products and bad quality, 

which is mainly due to bad communication in the first place. It is hard to establish a good 
business relationship from a distance”. 

According to the respondent, a good communication is a challenge from a distance. A 
physical presence will help a lot with the communication, thus Chinese do not always think 
like Swedes. The respondent therefore believe that a success factor is to go there, and learn 
about the culture to gain a bigger understanding of these differences. 

“The more you are in a country and spend time with the country's people, the more you 
learn. The more you learn about China, the easier it is to do business there.” 

According to the respondent, there are some cultural differences between China and Sweden. 
Sweden is a flat society, whereas China is built upon hierarchies. There is another type of 
respect in China, with respect to both titles and elderly. People build relationships based on 
the cultural setting they live in, and the more you go to China the easier it gets. It takes time 
in the beginning to know how to behave and to who you should speak to, but that is a process 
everyone have to go through. The respondent however believes that some people are 
overdoing the cultural adjustment, and that most Chinese have an indulgence if a person is 
acting outside their cultural norms. The respondent claims that it is an advantage being from 
Sweden when doing business in China, as Swedes have a good reputation that mediate trust. 
When asked for the biggest success factor when establishing a successful business 
relationship, the respondent answers:  
 

“The most important aspect that overrule everything else is that money talks, but building 
business relationships is number two. Success factors here are a clear communication and a 

physical presence”. 

Respondent B 

Respondent B is 49 years old and working in the manufacturing industry as a purchasing 
manager. With five years’ experience from doing business with China, the respondent states 
how achieving the right quality and keeping delivery times are some of the main 
responsibilities as a purchasing manager. However, the respondent has not physically been in 
China and goes through an agent for the possibility to have people on site to control the 
details and assure quality. According to the respondent, there is a lack of respect for quality 
and delivery times due to the fact that they do not have the resources to visit China and build 
necessary relationships. 

 
“The most important relationships are only created when meeting in person. Then it’s easier 

to trust and respect each other. To build that relationship from a distance is truly a 
challenge, and that is why I pay my agent. He knows the people, the culture and has the 

respect down there.” 
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The respondent further believes that this is a matter of culture and not entirely due to the 
geographical distance. If you have not built a relationship before doing business with a 
Chinese business person, it is a challenge to gain that respect for a sustainable business 
relationship. The respondent believes that it would be a huge advantage to have the 
possibility to go there and learn more about the Chinese culture. According to the respondent 
this would probably also have led to it being easier to communicate and understand each 
other in the right way. 

“If something has gone wrong, it is usually explained to be due to misunderstandings. I 
would rather say that many times they do not want to lose face. I do believe that it would be 
much easier to communicate and be straight and honest with each other if we would have 

built up a good relationship on site.” 

Even if the respondent sometimes has communicated directly with the producers by 
telephone and e-mail, the fact that much communication goes through an agent has facilitated 
the business relationship tremendously. Therefore, the respondent concludes by stating that 
the number one success factor when doing business from a distance with Chinese companies 
has been to take help from an agent. To build relationships on site is according to the 
respondent the most important thing, which is a true challenge due to the lack of resources 
and the geographical distance. 

Respondent C 
Respondent C is 54 years old and works as a CFO in a subdivision for an automotive 
company. The respondent has ten years experience of business relationships with Chinese 
and is travelling to China regularly. During the last year the respondent has been in China 
three times. The reason why the respondent goes to China so often is both to make the parties 
understand each other but also try to build on the relationship. Once there, it is hard to go 
straight to talking business.  
 

“You can’t go straight to talking business. First you’ll have to do a karaoke song or some 
kind of activity, and then you’ll be close. It’s all about establishing a personal relationship 

and take that step, and once you’re done with that process, you can move on to talking 
business” 

 
The respondent explains that once the personal relationship is established, you can become 
very close with the opposite part and talking business will not be as hard. This personal 
relationship is also something that needs to be managed over time, with dinners and informal 
meetings.  
 
About the geographical distance the respondent answers that it is easier today due to that 
Chinese business people talk better English today than before and there are many different 
communication tools like Skype and Facetime that makes cross-cultural communication 
easier. However, one thing the respondent repeatedly states is the importance of having a 
local Chinese contact present to help ease the cultural difference while doing business from a 
distance. This is both due to increase the understanding, but also to increase the acceptance in 
the negotiation. 
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“It’s essential to have a local resource to help understand the rules of the game for both 
parties. There are some things Westerners do not intercept, and to have a local resource will 

help you avoid potential traps” 
 
However, the respondent claims that it is not enough to have a local to help establish and 
manage the business relationship, and that is why the respondent travels there a lot. The 
respondent claims that from a geographical distance the communication is not always as clear 
and both parties have different angles on how things are interpreted.  
 

“The expectations are not always the same, and sometimes you just need to get in the same 
room and clear things up. A ‘yes’ is not always a ‘yes I agree’, but sometimes it is a ‘yes is I 

understand but I do not agree’, and this creates misunderstandings” 
 
The culture moves in different tempo, and miscommunication is something that happens a lot 
and there need to be an awareness of that. According to the respondent, the success factor to 
establish a business relationship with Chinese business people is to go there and do it right 
from the beginning. Once this is done, the relationship needs to be managed by spending a lot 
of time there. To ease the cultural difference, taking help from a local Chinese contact is very 
important to fully understand the cultural differences in both communication, expectations 
and tempo. 

 
Respondent D 

Respondent D is 58 years old and works as an environmental, health and safety manager for 
an engineering company. The respondent has experience of working towards China for the 
past 12 years. Today the respondent is visiting China three times a year, due to the 
explanation that it is crucial to get to know people in order to do business from a 
geographical distance. 

 
”Even if we stay connected every day by e-mail and telephone, the problem is that you have 
to know the people you are doing business with and they need to know you. That is essential 

in order to manage business from a distance” 
 
The respondent means that in order to get to know each other well enough to manage the 
business relationship from a distance, it is vital to create a personal relationship on site. 
Ideally, one should go out for an informal dinner as it is an important part of the Chinese 
culture. The respondent explains this to be something of a courtesy gesture from their side, 
which need to be respected and done in order to build a successful and long-term relationship. 
 
Furthermore, the respondent adds that even though they work for the same company and 
share the same visions and missions, the different cultures and ways of doing business can 
make it a challenge. According to the respondent, establishing a personal relationship is a 
necessity in order to overcome this. 

 
”Usually here in Sweden, an agreement applies even if you know each other or not. In China 
my experience is that if you have not built a relationship before and made an agreement eye 

to eye, it can be neglected.” 
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What is further highlighted by the respondent is that the Chinese culture is affected by issues 
of respect and hierarchy, which is highly noticeable while being on site. Turning to the wrong 
person can be seen as insulting. Moreover, the respondent explains how a meeting in China 
differs from a typical meeting in Sweden, as many employees do not question the higher staff 
or take own initiatives to the same extent. 

”I would say that the position very much determines how you get treated. There is a huge 
respect for managers and also for Europeans. This can actually affect us as this is not how 
we typically work and it becomes somewhat of a passivity.” 

However, what is pointed out as the biggest practical challenge once establishing a 
relationship, are the issues of language and communication. According to the respondent, it is 
not for certain things are perceived and understood the same way, especially when not 
speaking the same language.  

Lastly, the respondent states that even though knowledge about the Chinese culture is 
important, the most essential thing is to get to know each other and to establish a personal 
relationship. 

Respondent E 
Respondent E is 67 years old and works for a logistic company. The respondent is a 
Development Manager and has been in this position for over 10 years. The first time the 
respondent went to China was ten years ago with Business Sweden to learn the Chinese 
culture on how they do business. Now the respondent goes there two or three times a year.  

Today when the respondent goes there, it is mainly about building business relationships. 
There are even times when the respondent does not do any business at all while being there, 
but only works on the personal relationship.  

 
“Last time I was there I did not talk any business, which can be very frustrating. Sometimes 
you have to be prepared to come home from China without having done any business at all, 

but once you are back you can start e-mail and talk business” 
 
The respondent claims that it is a big cultural difference doing business in Europe and doing 
business in China. In Europe you can start talking business right away, and slowly you are 
able to getting into more personal details as the business relationship develops. However, in 
China you never start talking business right away, thus you need to have patience and 
establish trust in the beginning. Your business relationship starts with some personal details 
moving into business related details, and thereafter move between personal- and business 
related questions as the relationship develops. By doing this, trust can be established in the 
relationship. This trust however, can never be created from a distance.  
 

“You can forget about establishing a business relationship with a Chinese business person 
from a distance, if you want to do business with Chinese companies you have to go there. It is 
important to do this right from the beginning because then you can establish trust, which only 

can be established locally. However, I do believe that once the business relationship is 
established there are no problems managing it from a distance” 
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The respondent mentions some “horrific examples” when Europeans start talking business 
right away while in China and that never works. According to the respondent, these cultural 
differences cannot be neglected. As a foreigner doing business there, one cannot be proud and 
believe that a Chinese business person will adapt to the Western culture. Other cultural 
differences that is mentioned is the phenomena of losing face. This is due to that the 
respondent points out that you should never push a Chinese into a corner, as a token of 
respect. It is a loss of prestige in China if someone is being pushed into a corner and cannot 
escape the deal, as it is a question of losing face. This will later turn into a bad business 
relationship, and there will be no respect given to one another.  
 
The respondent claims that the culture is integrated more into the business in China than in 
Sweden, and that to create a successful business relationship with Chinese companies you 
have to know their culture and be patient. According to the respondent it is not so hard to 
learn, but it is something that needs to be considered in the beginning and throughout the 
relationship. 
 
“If I should summarize it is actually very simple, it is a different business culture and if you 

learn it you will do alright. Everyone that is doing business in China should do as I did, go to 
China and learn about their culture” 

Respondent F 
Respondent F is 29 years old and has three years experience from China, the first one being 
during a six months period in Shanghai, living and working. Today the respondent works as a 
Managing Director at a consulting firm. The respondent is visiting China twice a year on an 
average, mainly to establish and maintain ongoing business relationships.  

For the respondent, visiting China is of great importance. It is vital to get to know each other 
and build a personal relationship, which the respondent claims is impossible to do from a 
geographical distance. 

“A fundamental cooperation is not possible to establish from a distance. Also, we would 
never had moved on with our relationship, signed contracts or worked together as we are 

doing today if we never would have met.” 

The respondent believes that there are several challenges with maintaining a business 
relationship with Chinese companies from a distance. The main challenge according to the 
respondent is the daily communication with phone calls and e-mails. In the daily 
communication, the Western view on preferences and quality is too hard to do from a 
geographical distance due to potential misunderstandings.  

“Many times the language is the main challenge. Sometimes it can take me ten or more 
e-mails before I get the answer to my question as they sometimes go around the question, 

answering other issues or answer in a way that I can’t understand” 

If it was not for the time living and working in China, learning and understanding the Chinese 
culture and their way of working, the respondent believes that the patience for these types of 
misunderstandings would not be there in the same way. Therefore the respondent points out 
that the time and experience from living in China has been a major success factor in terms of 
maintaining their business relationship from a geographical distance.  
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“The knowledge about the Chinese culture and the fact that I lived there for six months has 
helped me tremendously in my daily work, understanding how they communicate and their 

way of working. It’s all about finding a common way of doing business.” 

However, the respondent points out that the clash of cultures is more apparent when being in 
China. According to the respondent, Swedes are more direct when it comes to talking 
business and numbers, while in China it is important to get to know one another and build a 
personal relationship before talking business, preferably by going out on informal dinner 
events. Here, the issue of status is apparent. According to the respondent, it is a lot about 
showing your references and that you are good in doing business. The respondent further 
explains the importance of respect. Even if they treat Europeans with great respect and 
courtesy, there are two sides of the same coin. This since in Chinese culture it is natural to 
speak directly to the elderly and most experienced of the group, even if this may not be the 
one in charge in the specific matter. 

When asking for the final success factor when doing business with Chinese companies, the 
respondent claims that it is not only about having knowledge concerning the Chinese culture, 
but also for them to have knowledge and understand the Western culture.  

“The one thing that has helped me the most when building and maintaining our relationship 
is to show them Europe. It would have been extremely hard if we would not have travelled 

back and forth”  

Respondent G 
Respondent G is 50 years old and has two different experiences from China, the first one 
living and working there for a telecom company during three years. Today, the respondent is 
a Managing Director for a company in the Software Development industry. Respondent G 
has around 6 years experience working with China. Although the respondent do not go to 
China in the current company, there are many components to be found cheap in China and 
that is why the respondent has many suppliers there. 
 
All the business relationships with the Chinese suppliers is both established and managed 
over distance, which according to the respondent is a big problem but is due to the lack of 
resources.  
 
“We have never met our Chinese suppliers, which is very problematic. If we put an order, we 
almost have to call them everyday to make sure that the order will get here in time, because 

otherwise it will be delayed and not prioritized” 
 
The respondent believes that their business relationship is affected negatively because they 
have never met their suppliers. Right now they have an order which has been delayed for 
over three weeks. The respondent believes that this is due to that the business relationship is 
strict professional, and it does not hurt as much for the Chinese company to delay a delivery 
for a company they do not care about on a personal level. Further, the respondent believes 
that the business relationships with their Chinese suppliers are very cold, with no mutual 
trust.  
 

“There is no trust in the relationships. It’s not a problem with the communication because 
they understand us nice and clearly, it’s an issue of trust and mutual respect” 
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The respondent knows from the time working in China that there is usually a big respect for 
Western business people, so the respondent believes the problem lies in the distance. To 
overcome this issue, the respondent sometimes buy the components from Nordic distributors 
that have the resources to have a local presence in the Chinese market.  
 
“We know it is more expensive to buy from the Nordic distributors, but we do this because of 
the simplicity. We do not always have the energy or the endurance to build relationships with 

Chinese companies from a distance” 
 

Respondent H 
Respondent H is 36 years old and works as a General Manager for the Asian division in an 
Industrial Communication company. The respondent has experience from working with 
China for the past five years, and goes there every three months mostly for strategic 
discussions and to represent the company, but also to establish new relationships. 

The respondent explains that as China is a hierarchical country, it is important as a manager 
to be locally present and handle the relationship building on the top level as well as 
representing the company in price discussions. 

“In China you start from the top by creating relationships and connecting on the 
management level. Status is very important, and the manager’s opinion is usually considered 

of greater value than the actual specialist on the matter” 

According to the respondent, it is important during a first couple of meetings to give time to 
get to know each other, build up a personal relationship and speak generally about their 
companies before doing business. These meetings are described as more formal than in 
Sweden, as the discussions are not as straightforward and direct where the most competent 
speaks for their cause. In China a great respect must been shown in directing questions and 
speaking to the right person, even if this is not the most competent in the particular area. 

However, the respondent claims that instead of trying too hard to fit in and adapt to their 
culture, it is more important to be yourself and be straight, honest and humble for how we are 
used to do business here in Sweden. Even if it is important to consider and keep in mind the 
softer values that are important for them such as family and religion, the respondent believes 
that people might get insecure if trying to adapt too much to their culture. Furthermore, the 
respondent argue how the most important part is to look to ourselves. 

“Speaking about culture, we must look to ourselves and how we are perceived from the 
Chinese perspective. The Swedish tradition and culture are in fact very much different from 

the rest of the world.” 

When asking about the challenges from doing business from a geographical distance, there is 
a clear language barrier. In a meeting on site, facial expressions and body language are of 
huge help when communicating and understanding each other, as opposed to the 
communication from a distance. Therefore, the respondent points out that misunderstandings 
are common and there is a need to give more time to sum up and reassure that all parties 
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understand each other. However, these communication challenges are not as apparent when 
there is already an established relationship. 

“To establish a sustainable relationship or to do well in negotiations, you have to go there 
and build up that relationship from scratch, look each other in the eye and get to know one 
another. This is not possible to do from a distance if you ask me. Once this relationship is 

established, it’s easier to communicate and understand each other from a distance.” 
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5. Analysis  
In this chapter the empirical results will be discussed in relation to the theory. Similarities 
and differences will be highlighted, as well as the perceived challenges during three different 
stages. In the first section the authors will analyse the challenges in the establishing phase of 
the business relationship with Chinese companies, when not having the possibility to be on 
site. The following section will analyse the establishing phase of the business relationship, 
when there are sufficient resources to establish it on site. The last section will analyse the 
managing phase of the business relationship for the respondents that have already 
established it on site.  
 

5.1 Establishing the business relationship from a distance 
In this section the authors will analyse the challenges in the establishing phase of the 
business relationship with Chinese companies, when not having the possibility to be on site. 

What could be found in the empirical results is that to interact and build relationships on site 
is shared as a vital aspect in order to build up a sustainable business relationship. As 
previously stated by Business Sweden (2016) one of the most important success factor when 
doing business in China is to be locally present, since relationship building and showing 
commitment are key. However, a local presence and building relationships on site is not 
always possible due to lack of resources. Among the respondents who have not been in China 
due to lack of resources, establishing and managing the business relationships from a distance 
is explained to be highly problematic. Respondent F even argue that a fundamental 
cooperation is not possible to establish from a distance, since there is a need to meet in person 
to build a personal relationship. This aligns with the theory concerning how the Chinese 
business culture typically focuses on building a social relationship with the focus on 
interpersonal interaction before entering a business relationship (Gao, Knight & Ballantyne, 
2012; Business Sweden, 2016). 

One of the reasons identified in the empirical results for why it is of great importance to 
establish a personal relationship before the business relationship is to build a certain level of 
trust. For instance, respondent G claimed that a direct consequence of them not being able to 
visit their suppliers in China and build up a relationship is that their orders are delayed and 
not prioritized. This in turn resulted in time consuming phone calls to constantly reassure that 
the orders were on their way. According to the respondent, these delayed orders from China 
is due to the lack of trust in the relationships as a consequence of them not physically been in 
China. This is supported by Chua (2012) who points out how non-Chinese managers still 
must work hard at building trust in their relationships with Chinese business partners. Chua 
(2012) further argues how one need to rely on both cognitive and affective trust to establish 
trust in China.  However, according to Kriz and Keating (2010) Chinese managers are more 
dominated by this emotional and affect-based trust rather than the cognitive-based trust that 
characterizes the Western business networks. Thus, as affective trust derives from mutual 
feelings, empathy and refers to the emotional bond between the two parties, this can be a 
challenge to achieve from a geographical distance. 
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The findings suggest that there is a lack of mutual trust and respect when not having the 
sufficient resources in order to build the relationship on site. Respondent B claimed how 
there is a lack of respect for delivery times specifically, which according to the respondent is 
due to the fact that they have not been able to build necessary relationships. In previously 
mentioned theory it is described how the base of communications when negotiating in China 
is premised upon mutual respect (Sheer & Chen, 2003). However, there is limited research in 
previous research concerning the described issues of achieving trust and mutual respect from 
a geographical distance and how to overcome these issues. 

Our analysis shows that except from the challenges of achieving trust and respect, good 
communication can be problematic from a geographical distance. According to respondent B 
this is mainly due to language barriers but also different views on issues such as quality, 
which can lead to potential misunderstandings. Söderberg and Holden (2002) claim how no 
international operating firm or manager can escape from the possibility of misperceptions or 
misjudgements when dealing with the complexity of cross-cultural business relationships. 
However, according to respondent B this is a particular challenge when doing business with 
Chinese business people and not only a challenge in cross-cultural business relationships in 
general. This since cultural aspects regarding different interpretations, preferences and views 
on quality, but also how issues of face are affecting the communication. Respondent B 
explains that when something has gone wrong from their side, it is usually blamed to be due 
to misunderstandings and the fear of losing face gets apparent. Verstappen (2015) claims that 
face is one of the most important concepts in Chinese business and cultural etiquette. For 
instance, indirect communication is often used to avoid damaging the face of themselves and 
counterparts (Cardon & Scott, 2003). This can also be seen in respondent F’s commentary on 
how sometimes it can take ten or more e-mails before an answer is given to a question as 
there is a tendency to go around the question or answering other issues.  

Respondent B stated how going to China and learning more about the Chinese culture, but 
also building a more stable relationship, would have been a huge advantage. Then it would be 
easier to be straight and honest with each other and avoid many of the misunderstandings that 
arises in the communication from a distance. Hence, it seems that communicative differences 
may not be as easy to detect and adjust to if one has not previously experienced the Chinese 
culture and creates potential misunderstandings. Thus, the authors present figure 5.1.1 on the 
challenges when doing business with China while not having the resources to be on site. 

 

Figure 5.1.1 Challenges from a geographical distance 
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The potential misunderstandings together with the lack of trust and respect as a consequence 
of not physically being there to build up a sustaining relationship, are identified in figure 5.1 
as reasons why it is challenging to have a long-lasting business relationship from a distance. 
To diminish these shortcomings, respondent G states how a Nordic distributor is sometimes 
used in order to overcome these challenges while respondent B is paying an extra fee to use 
an agent. Respondent B claimed how the most important relationships are only created when 
meeting in person, which also makes it easier to trust and respect each other. To build that 
trusting and respectful relationship from a distance is according to the respondent a true 
challenge, which is why an agent is used. 

The respondent further highlighted how taking help from an agent has been the number one 
success factor when doing business from a distance with Chinese companies. Respondent G 
who are sometimes using more expensive Nordic distributors, explained this to be due to the 
lack of a personal relationship, trust and mutual respect that often results in delayed orders. 
As these Nordic distributors have the resources to have a local presence in the Chinese 
market, they buy from them instead due to the simplicity, as the energy and endurance is 
sometimes lacking to build up sustainable relationships with Chinese business people from a 
distance. This can be connected to Gao et al. (2012) who argues that the time and effort one 
need to spend in order to build Guanxi and to overcome the divergent cultural views between 
the parties are the main perceived barriers for foreign managers. 

Hence, even though there are additional costs when using an agent or a more expensive 
distributor, the respondents who are willing to pay this explains the benefits of it. This is due 
to the otherwise high costs of dealing with delayed orders, poor quality or potential 
miscommunication, that seems to be more present for the respondents who have not 
physically been in China. Thus, these additional costs that come from not having the 
resources to visit China and achieve a higher level of trust, respect but also learn more about 
Chinese communication, can be reduced by paying an agent fee or by using a culturally and 
geographically closer distributor. Therefore, the authors present figure 5.1.2 below on how to 
overcome the described challenges with lack of trust, respect and misunderstandings. 

 

 
Figure 5.1.2 Possible solutions from a geographical distance 
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5.2 Establishing the business relationship on site 

The following section will analyse the establishing phase of the business relationship, when 
there are sufficient resources to establish it on site.  
 
Thus it is hard for Swedish companies to establish business relationships with Chinese 
companies from a distance, companies with sufficient resources usually choose to go there to 
establish the relationships. The empirical results shows the importance of a physical presence 
in the Chinese market, and according to respondent C it is important to establish the business 
relationship on the right terms from the beginning by going to China. Respondent F gives an 
example of the importance of meeting their Chinese business contact locally, claiming that 
they would never move on with their relationship, signed contracts or worked together as 
they were doing today, if the respondent have not been in China. As stated previously by the 
Swedish Trade & Invest Council, the most important success factor when doing business in 
China is to be locally present, since relationship building and showing commitment is of 
importance (Business Sweden, 2016).  
 
The importance of informal dinners, karaoke and other activities are emphasized in the 
empirical results as ways to establish a personal relationship before moving on towards a 
business relationship, which requires a physical presence. This aligns with the theory that 
highlights the importance of a physical presence in the initial phase of the business 
relationship, because of the phenomena of guanxi, as this is another way of networking and 
creating good connections. There is a shared opinion by the respondents that it is hard to start 
talking business right away, and you have to give it some time before anything gets done. 
Respondent A explains that it is the Chinese way of thinking to establish a friendship before 
start talking business, which differs from the theory, as Wilson (1995) argue that all 
relationships does not need to reach a personal friendship level. Respondent E further claims 
that the way of establishing business relationships is different in Europe, because there you 
can start talking business right away. This phenomena is discussed by Björkman and Kock 
(1995), claiming there is a difference between Western countries and China in the initial 
phase of the business relationship, with Western firms starting with a business transaction and 
Chinese firms start with a social relationship leading into a business relationship.  
 
What is further highlighted by respondent E is that one cannot be proud as a foreigner doing 
business in China and neglect the cultural aspects, instead it is important to adapt to their 
culture. This can be connected to Hooker (2012) who states that a practical rule of thumb is 
that business transactions should favour the cultural norms of where the business transaction 
is being performed. However, Respondent A claims that some people are overdoing the 
cultural adjustment and that Chinese have an indulgence if a person is acting outside their 
cultural norms. Respondent H further claims that it is more important to be yourself and 
straight than trying too hard to fit in and adapt to their culture. Liao (2016) states how 
interpersonal relationships are viewed as a Chinese cultural characteristics but also an 
essential part of Chinese business culture and thus it should not be neglected by foreign 
business people, which is challenging to do from a geographical distance.  Yet, it is important 
to consider that focusing too much on socializing will cheapen the relationship (Chua, 2012). 
Leung and Wong (2001)  further explains that it is of importance to both trying to establish a 
social relationship, but at the same time initiate business opportunities and facilitate business 
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transactions. Hence, overdoing the adjustment will turn into a loss of focus on the business 
transaction.  
 
As the empirical results and the theory refers to the importance of both trying to achieve an 
interpersonal relationship, but at the same time focus on the business transaction the authors 
introduce figure 5.2.1 below to explain the differences in the initial phase of the business 
relationship between Western countries and China. To understand the difference one can 
imagine the relationship as a spiral, and by moving further into the core the more personal it 
gets. In China the business relationships starts with an interpersonal relationship leading into 
the business relationship. In Western countries it usually starts with a business transaction 
which can thereafter lead into a more personal relationship as it develops, meaning further 
into the spiral. However, what can be understood is that it is important to not start to personal, 
as this will cheapen the relationship.  

 
Figure 5.2.1 The spiral of business relationships 

 
To go there and form a personal relationship is however not always the easiest, as the 
empirical results highlights cultural aspects that needs to be considered once on site. 
According to the respondents the Chinese culture is affected by issues of respect and 
hierarchy, which are more noticeable while being on site. Respondent F develops this by 
stating that it is a natural aspect of the Chinese culture to speak directly to the elderly and 
most experienced in the group, even if this may not be the one in charge in the specific 
matter. Respondent H claims that the manager’s opinion is usually more valued than the 
actual specialist on the matter. The theory explains this with Hall’s distinction of low-context 
versus high-context cultures, with countries in Western Europe are viewed as being 
low-context cultures, as opposed to Asian countries which are viewed as being high-context 
cultures (Hooker, 2012; Kim et al., 1998). Hooker (2012) argues that what distinguishes 
high-context cultures is that they tend to be more relationship-based, while low-context 
cultures tend to be more rule-based. In a relationship-based culture a social hierarchy is 
existing where authority figures are respected. Sheer and Chen (2003) further mentions that 
in China senior individuals opinions are valued more than younger people's’ opinions, and 
thus are more respected. 
 
By understanding the importance of these cultural differences, our analysis shows the 
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usefulness of learning about the Chinese culture when doing business on site. Respondent E 
points out the advantages of contacting Business Sweden in China, as they explained the 
most important aspects of the Chinese business culture to consider during the respondent's 
first time there. Some of the examples that is brought up as important to consider are 
questions of face and status.  Respondent E further claims that these cultural differences are 
more integrated in the business climate than in Sweden and therefore should not be neglected. 
Thus, to develop cross-cultural competence is highly important when being on site, and is 
significant in the initial phase of a new business relationship. Liao (2016) explains how 
detailed knowledge of the foreign markets social culture such as beliefs and values is required 
in order to successfully establish business to business relationships. As for dealing with 
Chinese firms, Western business people with little or no experience are frequently confound 
by apparent generosity and hospitality on one hand and competitive and fierce bargaining on 
the other, which calls for the need for an understanding and experience of the Chinese way of 
doing business (Cardon, 2009). Hence, the analysis emphasize the importance of learning 
about the Chinese culture when being on site. Figure 5.2.2 below contains Chinese cultural 
aspects that needs to be paid attention to and respected when being on site. By considering 
these cultural aspects, it will facilitate the establishment of business relationships with 
Chinese business people, as the Chinese culture is more integrated in the business climate in 
Sweden and thus can not be neglected on site.  

 
 

 
Figure 5.2.2. The cloud of cross-cultural competence 

 
 
The respondents that have been in China explains the importance of doing it right from the 
beginning when establishing a business relationship, which is a physical presence in the 
initial phase. Once on site, the analysis highlights two important aspects that need to be paid 
attention to; the social relationship (Guanxi) and cross-cultural competence regarding cultural 
aspects described in Figure 5.2.2. Respondents A claims that if a person has the possibility to 
establish a friendship and have dinner with the Chinese business person in the initial phase of 
the business relationship, it will be a great advantage. Respondent D further develops that 
ideally one should go out for an informal dinner as it is an important part of the Chinese 
culture. Respondent E explains this by saying that the business relationship starts with some 
personal details moving into business related details, and thereafter move between personal- 
and business related questions as the relationship develops. Yang (2004) explains that the 
existence of Guanxi in Chinese business culture is so eminent that it is inevitable to pay 
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attention to the phenomena when establishing on the Chinese market, which aligns with 
respondents are saying that it is not possible to ignore it. 
 
The analysis suggest that the Chinese culture is something that differs a lot from Sweden, and 
need to be shown attention once on site. Respondent A explains that a success factor is to go 
there, and learn about the culture to gain a bigger understanding of the Chinese way of 
thinking, which will make it easier to do business there. Many of the respondents claims that 
by having knowledge of the Chinese culture it will facilitate respect and trust in the business 
relationships. An example is given by respondent E, who claims that one should never push 
your Chinese business partner into a corner, as a token of respect. This is a question of losing 
face, and will later turn into a bad business relationship with no respect given to one another. 
The empirical results also shows how knowledge of the culture will help tremendously with 
communication, as the Chinese way of thinking differs a lot from the Swedish way of 
thinking, which affect the business relationship. What can be understood from the theory is 
that business transactions should favor the cultural norms of where the business transaction is 
being performed (Hooker, 2012). Thus, knowledge of the Chinese culture is necessary in 
order to establish a business relationship once on site.  
 
From the analysis it can be understood that a social relationship (Guanxi) and acknowledging 
the Chinese culture will help with trust, respect and communication which were issues that 
arose with a geographical distance. Some of the respondents did not bring up issues of trust, 
respect and communication once on site, thus the focus should be put on Guanxi and the 
Chinese culture which indirect will lead to gained trust, respect and better communication. 
Hence, the authors propose figure 5.2.3 below, explaining how the issues from a geographical 
distance can be dealt with by acknowledging and paying attention to Guanxi and the Chinese 
culture. The importance of being on site when establishing a business relationship is vital for 
understanding and applying the Chinese business culture and acquire Guanxi, which is not 
possible from a distance. When these cultural aspects have been given attention, it will 
facilitate trust, respect and avoid misunderstanding which were issues that arose in the 
business relationship from a geographical distance.  

 

 Figure 5.2.3 Possible solutions on site 
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5.3 Managing the business relationship 
This last section will analyse the managing phase of the business relationship for the 
respondents that have already established it on site.  

It is understood that relationship building and showing commitment are key when doing 
business in China (Business Sweden, 2016). However, this is not only important to consider 
in the initial phase of the business relationship. For instance, Håkansson and Snehota (1995) 
argue that business connections will turn into value over time and how valuable they become 
depends on how the relationship is nurtured and taken care of during their interplay. This can 
be seen when looking at how the respondents who has the ability to go to China are going 
there several times a year, not only to establish new relationships but also to manage and 
maintain ongoing relationships.  

When managing the ongoing relationship from a geographical distance, issues of 
communication and building Guanxi are highlighted by the respondents as important to 
consider. For those who already have established a certain level of trust in the relationships 
from being on site, the issue of trust does not seem to be one of the factors that makes the 
respondents to continuously visit China. Looking at what is stated by Harzing and Pudelko 
(2016) the issue of trust is important in international business relationships, not only in the 
formation process of the relationship but also in the ongoing process. However, respondent E 
claims how there are no problems managing the relationship from a distance once trust is 
established from the beginning of the relationship. Thus, it can be understood that the issue of 
trust is a more significant challenge in the establishing process of the relationship and for the 
respondents who have not physically been in China. Moreover, the respondents do not seem 
to be as concerned by issues concerning with mutual respect while managing the business 
relationships, as this is another factor that was gained on site during the establishing phase. 
As stated in the previous previously, the gain of trust and respect can be seen as a 
consequence of an increased cross-cultural knowledge regarding Chinese cultural aspects, but 
also due to the building of Guanxi and a personal relationship before going into a business 
relationship.  

However, even after establishing the business relationship on site, there are still certain 
aspects that influence the Chinese business culture and makes it important to continuously 
visit China in order to have a sustainable relationship. The first reason why it is important to 
go there is to further build on guanxi and the informal connections. Respondent C explains 
this by stating the importance of going on informal dinners and meetings in order to further 
build on the relationship. According to respondent E, sometimes you have to be prepared to 
come home from China without having done any business at all, instead just attended 
informal meetings and dinners. By forming more informal relationships, informal 
communication becomes more relevant. According to Agerfalk et al. (2005) lack of informal 
communication is explained to be one of the issues regarding geographical separation. This is 
explained by respondent E who speaks about how it is important to never start talking 
business right away while being in China, which can be connected to the the spiral of 
business relationships (see figure 5.2.1).  
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The other reason why it is viewed as important to travel back and forth to China is due to the 
fact that China is a high-context culture. For instance, respondent H explains how sometimes 
there is a need to visit China just to represent the company as a manager in strategic 
discussions. The respondent further points out that as China is a hierarchical country, it is 
important as a manager to be locally present and handle the relationship building on the top 
level. This since status is very important, where the manager’s opinion usually is considered 
of greater value than the actual specialist on the matter. This can be further supported by the 
statement of respondent A who argues that people build relationships based on the cultural 
setting they live in and the more you go to China, the easier it gets.  

What further characterizes a high-context culture is the high-context communication. For 
instance, one of the respondents highlighted how a “yes” does not always imply “yes I agree” 
but rather “yes I understand but I do not agree” which can create misunderstandings and 
demonstrates the need of sometimes be in the same room to reassure that the parties are on 
the same terms. Another respondent highlights how facial expressions and body language are 
helping when communicating on site, as opposed to communicating from a distance where 
there is more room for misinterpretations. This implies that the communication relies more on 
the physical context and leaves out a lot of information in the verbal part (Hooker, 2012). 
Hooker (2012) further points out how it is vital for a Western manager when doing business 
in a culture with high-context communication to understand the importance of the physical 
context. For instance, Hooker (2012) claims that a simple handshake or an oral agreement can 
often be sufficient in high-context communication, which can be averse for a person coming 
from a low-context communication who prefers written agreements.  

Thus, it can be understood from the analysis that it is essential to meet on site when doing 
business with Chinese companies in order to fully grasp the cultural differences in the 
communication process, but also have the possibility to register the non-verbal and indirect 
messages and hence minimize potential misunderstandings. This is further supported by 
respondent C who states how a physical presence will help a lot with the communication, 
thus learning about the Chinese culture and gain a bigger understanding of how they are 
perceiving things differently. Hence, Hooker (2012) claims that a firm can develop strong 
international relationships by proactively managing a firm’s communication processes, 
through recognizing and responding to the cultural differences.  

Hence, even if there are higher levels of trust, a mutual respect and cross cultural competence 
from visiting China in the establishing phase, there is still a need to go to China in order to 
maintain a fruitful and sustainable relationship from a geographical distance. First of all it is 
due to Guanxi, as it can be seen as a cultural identity where Chinese actively build Guanxi to 
manage relationships. Since informal relationships are an essential part of Chinese business 
culture, many of the respondents highlights the need to build on the personal relationship, and 
therefore go there several times a year. Secondly, it is due to the fact that China is a 
high-context culture and thus requires more attention to issues such as face, which implies 
consideration to status and indirect communication, but also hierarchy and respect. Hence, 
the authors present figure 5.3.1 below in order to successfully maintain and manage the 
business relationship once it is established. If trust, respect and cross-cultural competence is 
gained in the establishing phase on site, these items will follow into the managing phase of 
the business relationship. However, managing business relationships with Chinese companies 
from a geographical distance still calls for an occasional local presence due to the Chinese 
culture, which includes a high-context culture and Guanxi. If these cultural aspects are 

44 



 

acknowledged, managing the business relationship from a geographical distance is explained 
as a rather smooth process. 

 

 

 
Figure 5.3.1 The periodic local presence 

 

 

 

 

 

 

 

 

 

 

 

 

 

45 



 

6. Conclusion 
In the conclusion the authors will present the main findings in relations to the research 
question: How do Swedish managers cope with the challenges of geographical distance when 
establishing and managing business relationships with Chinese companies? Furthermore, 
theoretical implications and recommendations for future research will be presented. Finally, 
practical implications for Swedish managers will be discussed in order to increasing their 
awareness of these challenges and provide solutions when establishing and managing 
business relationships with Chinese companies. 
 

6.1 Main findings 

6.1.1 Challenges from a geographical distance 
The empirical results shows that when there is lack of resources to establish the business 
relationship on site, there are issues of mutual trust and respect, but also communicative 
misunderstandings. This can be explained by cultural differences which for instance leads to 
different perceptions and views on quality. The issue of face is also obstructing the business 
relationship from a distance, thus information that will turn into a loss of face can be left out 
and create misunderstandings. Kriz and Keating (2010) argue that Chinese managers are 
more dominated by affective trust in contrast to Western managers that are more 
characterized by cognitive trust. As affective trust derives from mutual feelings and an 
emotional bond between the parties, it will be a challenge to achieve this type of trust from a 
geographical distance.  

6.1.2 Solutions from a geographical distance 
From our understanding there is limited previous research regarding how to overcome the 
described challenges from a geographical distance, but our analysis shows ways around this 
by using an agent or a distributor. The analysis suggest that an agent or distributor are worth 
the additional costs, as the alternative cost of delays, poor quality and potential 
misunderstandings are avoidied. The issues of trust, respect and communication that arose 
from a geographical distance is thus avoided, because these agents and distributors have a 
local presence. Hence, as stated previously that Chinese managers are dominated by affective 
trust, the authors conclude that this is why the agent or distributor becomes important when 
establishing business relationship with Chinese companies from a geographical distance.  

6.1.3 Challenges on site 
When possessing the sufficient resources to establish the business relationship on site, the 
analysis showed that other challenges need to be considered. The first issue is Guanxi, which 
can be explained as a personal relationship that needs to be established before moving on 
with the business relationship. This differs from the traditional way of building a business 
relationship in Western countries, where you can start doing business right away. What can 
be found in previous research is that the business transactions should favor the cultural norms 
of where the business transaction is being performed, thus Western business managers need 

46 



 

to adapt to the Chinese culture on site in order to establish the business relationship (Hooker, 
2012).  

The second issue is the Chinese culture, which becomes more eminent once on site. As China 
is a high-context culture and tend to be more relationship-based (Hooker, 2012), a social 
hierarchy where authority figures are respected is more noticeable once there. Moreover, it 
can be understood that Chinese business people are more conscious of status in contrast to 
Swedish business people. This also aligns with the issue of face which is apparent once on 
site and important to consider to as a foreigner doing business in China.  

6.1.4 Solutions on site 
The empirical results shows the importance of informal dinners, karaoke and other activities 
in order to establish a personal relationship before moving on to the business relationship. 
However, the importance to not overdo the cultural adjustment and instead be yourself is 
highlighted. This aligns with (Chua 2012), who states that focusing too much on socializing 
will cheapen the relationship. Hence, the authors proposed the model “spiral of business 
relationships” (see figure 5.2.1) to understand that Western managers still need to focus on 
the personal relationship without overdoing it, which then ultimately will lead to the 
achievement of Guanxi.  

Furthermore, as the Chinese culture differs a lot from that in Sweden, learning about the 
culture is significant to establish a business relationship. Thus, there is an importance of 
going there and learn about the culture, as it will facilitate respect, trust and the 
communication in the relationship. In order to overcome the issues that arose from the 
geographical distance, the authors thus highlighted some of the Chinese cultural aspects in 
the model “cloud of cross-cultural competence” (see figure 5.2.2) that were of importance to 
consider once on site. Hence, the authors can explain that once on site the Swedish managers 
need to pay attention to the personal relationship (Guanxi) and other Chinese cultural aspects 
such as face, status, hierarchy and respect in order to overcome the challenges from a 
geographical distance (see figure 5.2.3). As these cultural aspects are specific for China, the 
authors can conclude that these challenges need to be considered when establishing the 
business relationship on site. 

6.1.5 Challenges in the managing phase 
When the business relationship has been established on site, it can be understood that issues 
of trust, respect and cross-cultural competence do not seem to be problematic in the 
managing phase from a geographical distance. The gain of trust and respect can be seen as a 
consequence of an increased cross-cultural competence but also due to the building of 
Guanxi. Thus the authors found that trust and respect are issues that arise in the formation 
process, but not in the ongoing process. From the empirical results it can be understood that 
the business relationship is a rather smooth process to manage from a geographical distance 
once it is established on site. However, it appears that the managing phase of the business 
relationship still calls for an occasional geographical presence. This due to the fact that the 
personal relationship still needs to be nurtured because of Guanxi, but also because there are 
still some Chinese cultural aspects that needs to be considered that derives from China being 
a high-context culture (see figure 5.3.1).  
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6.1.6 Solutions in the managing phase 
Although the business relationship has been established on site, there is still a need to go to 
China to participate in informal meetings and dinners. Since informal relationships are an 
essential part of Chinese business culture, these need to be further nurtured and built on by 
going to China several times a year. Thus the authors found that Guanxi is not only important 
in the establishing phase, but also in the managing phase. 

The other reason why there is a need to still visit China is due to the country being a 
high-context culture. A high-context culture relies more on the physical context when 
communicating (Hornikx and le Pair, 2017). Hence information can be left out in the verbal 
part and a handshake can be more important than a written agreement (Hooker, 2012), which 
turns the geographical separation into a challenge and calls for a physical presence. What is 
also significant for the high-context culture is that it is more relationship-based and built on a 
social hierarchy. The empirical results for instance suggests the need to visit China in order to 
represent the company as a manager, thus China is very reliant on titles and status. Hence, the 
authors conclude that by going to China occasionally, these two issues are taken care of and 
the managing process can be seen as rather smooth.  

6.2 Theoretical implications and future research 

 
What could be found in previous research was that while studies typically focused on 
psychic- and cultural distance (Harzing & Noorderhaven, 2006) there has not been put 
enough emphasis on geographical distance (Håkanson and Ambos, 2010). The authors found 
that the geographical distance plays a role in China, as a physical presence is of importance to 
achieve Guanxi and establish a business relationship, but also in the managing phase as the 
respondents that established the relationship in China occasionally go there to build on 
Guanxi. Many high-context cultures are relationship-based, which calls for a broader 
understanding if these cultures need a physical presence in order to establish and manage a 
business relationship. 
 
What the authors also found is that the geographical distance has an impact on the 
communication, thus China has a high-context communication and leaves out some 
information in the verbal part, which can be the consequence of loss of face. Previous theory 
stated that managers today struggle with communication barriers in their establishment of 
global relationships and the lack of how to address these issues presents a gap in the literature 
(Moran, Abramson & Moran 2014; Griffith, 2003). It can be understood that communication 
from a distance can create issues in countries with high-context communication, thus the 
physical context is being left out and leaves room for misunderstandings. However, there are 
limited theory on how communication from a distance is managed in cultures with different 
contexts, and the authors therefore call for a broader understanding in this matter to see if the 
result will be the same in other countries with high-context communication.  
 
The authors also propose further research on the role of the agent and the distributor, to see 
the difference in costs between using an agent or distributor or not. For the managers that 
choose to not use an agent or the distributor, it would also be interesting to study other 
possible solutions and factors to consider in order to form and manage the business 
relationship from a geographical distance.  
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Moreover, the authors propose a comparative study between other countries to examine 
differences concerning the challenges of geographical distance. This would increase our 
understanding if some countries are more receptive than others towards business relationships 
across borders. Furthermore, a similar study with a Chinese perspective on the business 
relationships from a geographical distance with Swedish companies would have provided an 
even broader perspective on this phenomena.  

6.3 Practical implications 
To be able to establish a business relationship with Chinese companies as a Swedish manager 
there are different challenges that need to be paid attention to, both from a geographical 
distance and on site. If a manager lacks the resources to establish the relationship on site, he 
or she needs to choose between paying an agent or distributor or accept the consequences of 
lack of trust, respect, potential misunderstandings and different views on quality. If a 
manager has the resources to establish the relationship on site, a Swedish manager needs to 
know that in China it starts with an interpersonal relationship moving into a business 
relationship. This cultural characteristic is called Guanxi and is described to be eminent to 
know as a foreigner doing business in China. There are also other Chinese cultural aspects 
that need to be shown attention such as face, hierarchy, status, respect and the fact that China 
is a high-context culture. This further indicates that once the business relationship is 
established, it needs to be managed by occasionally going to China to nurture the 
relationship. This is due to Guanxi and that China is a high-context culture, which means that 
some information may be left out in the verbal part but also that there are more attention to 
issues such as social hierarchy, status and respect. If the relationship is established and 
managed according to these terms, the relationship is explained as a rather smooth process. 
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Appendix  
 
Intervjumall D-Uppsats 

● Beskrivning av syfte 

Kina är idag världens största ekonomi sedd till nominella siffror, och Sveriges viktigaste 
handelspartner i Asien. Samtidigt som affärsvärlden globaliseras och allt fler affärsrelationer 
sker på distans så ser vi att det krävs stor lokal närvaro på den Kinesiska marknaden för att 
bygga affärsrelationer. Den Kinesiska affärskulturen lägger stort fokus på den personliga 
relationen, vilket kan krocka med vår svenska affärskultur och hur vi ser på affärsrelationer.  

Därför har vi valt att studera hur svenskar som arbetar mot Kina kan minimera den 
geografiska och kulturella distansen vid skapandet och upprätthållandet av affärsrelationer 
med kineser. 

Du kommer vara anonym i form av namn och företagsnamn, eventuell storlek på företag och 
antal års erfarenhet kommer bli presenterad och du kommer såklart få läsa slutgiltiga 
resultatet. 

● Allmän bakgrund 

Kort beskrivning av respondent om bakgrund och arbetsuppgifter. 

Vad arbetar du med? Hur kommer det sig att du arbetar med detta? 

● Erfarenhet av Kina 

Hur länge har du arbetat mot Kina? 

Hur ofta är du i Kina eller sköts all kontakt på distans? 

Vad är dina erfarenheter av Kina? Vad har denna erfarenheten gett dig i ditt arbete idag? 

● Affärsrelationer i Kina 

Hur är din uppfattning av att bygga affärsrelationer med kineser? 

Vad ser du för utmaningar här? Ge exempel 

Hur hanterar du dessa utmaningar? Ge exempel 

Vad ser du för framgångsfaktorer här? Ge exempel 

● Affärsrelationer på distans 

Hur är din uppfattning av att hantera affärsrelationer på distans? 

Vad ser du utmaningar här? Ge exempel 

Hur hanterar du dessa utmaningar? Ge exempel 
 
Vad ser du för framgångsfaktorer här? Ge exempel 
 

● Avslutande specifika frågor 
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Upplever du att det ofta krävs att bygga en personlig relation med kineser innan det går att 
bygga på själva affärsrelationen? 
 
Känner du att tidigare erfarenheter och kunskap om den kinesiska kulturen hjälper dig med 
att bygga och upprätthålla affärsrelationer med kineser? 

Hur ser du på förtroendets påverkan på själva affärsrelationen? På distans? Med kineser? 

Hur ser du på kommunikationens påverkan på själva affärsrelationen? På distans? Med 
kineser? 

Upplever du att status är en del av den kinesiska kulturen? Upplever du att det har en 
påverkan på byggandet av affärsrelationer med kineser? 
 
Upplever du att respekt är en del av den kinesiska kulturen? Upplever du att det har en 
påverkan på byggandet av affärsrelationer med kineser? 
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