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One of the biggest growing economies is that of China which is rivaling that of the United States.  With its growing population of over 1.3 million people, it makes the most lucrative country to do business with. There has already been an exodus of companies moving from the United States to China with businesspeople looking for opportunities in this country it is important to understand its national culture. Understanding the Chinese national culture is critical to the success of failure of any organization in this environment (Seligman & Seligman, 2014). Therefore the analysis of the Chinese national culture as compared to that of the US is a critical part of any international business.

Regarding power distance, China is rated higher with double the score of the US with 80 points and the US rated at 40 points.  The individualism rate of China is low at 20 points while the individualism in the US is high at 91 points. In terms of masculinity, the two countries scored similarly with China and US being rated at 66 and 62 respectively (Hofstede, 2012). China has a low uncertainty avoidance being rated at 30 points while the US has a high uncertainty avoidance at 46 points (Hofstede, 2012). The main differences between the two cultures is that the Chinese strongly perceive that there is an unequal distribution of resources based on one’s status in life and this is due to their respect for the hierarchical culture where not all people are equal in life. The implication of this difference in doing business is that one must show respect for the hierarchy placed and not try to offset the status quo.  Another difference pertains to individualism where the Chinese culture favors collectivism as noted by Hofstede (2012) over individualism as seen in the United States. Armed with this information when doing business in China it is good to create an environment for collaborative practices as compared to solo projects which isolate the employees from working with others. The rating of uncertainty avoidance is also different between these two countries. China has a low rating on uncertainty avoidance which means that they are comfortable with ambiguous situations as compared to the Americans. This means that when working with the Chinese, it is important to understand that uncertainties do not scare them so much, therefore, making risky investments may be in their nature.

Chinese business culture must also be considered when doing business in China. For example, the culture of business relations known as “Guanxi” is very important and this is about creating a personal bond before business. This means that one must get to know the persons they are doing business with first and form a relationship before they can talk about business. Respecting guanxi helps to build a large network of loyal business associates which promotes business. For instance Seligman & Seligman (2014) noted that small talk is crucial at the beginning of a meeting. The Chinese expect business people to be prepared for meetings and have relevant materials which are only in black and white. Another culture is the act of saving face for different parties when discussing business. For example saying no is offensive Therefore it is important when declining business offers to say things such as “I will consider it” which helps to save respect for all parties present. Respect for time is critical when working with the Chinese the working hours are between 8 to 5 each day on weekdays alone extending business to weekends may be seen a sign of respect (Seligman & Seligman, 2014). Addressing individuals using their honorifics and titles is a sign of respect that must not be undermined.  The national culture of China makes it difficult for American businessmen since they have to follow the rigid cultural rules of the Chines businessmen such as understanding the Chinese when they delay or extend deadlines to gain an advantage (Seligman & Seligman, 2014). The main cultural pitfalls an American organization may face when investing in China is a failure to develop their human resource strategies to address the Chinese culture or develop their branding and marketing strategies as they do back in America as they may have different perceptions of various issues.
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