BUSINESS AND CULTURE
A business (also called a firm or an enterprise) is a legally recognised organisation designed to provide goods and/or services to consumers. All legitimate businesses operate on certain general principles which are more or less universal and these are either learnt by the employer and the employees in an educational setting or hands-on during work. Whatever the hierarchy within a business, people form the back bone of any organization and their behaviour has an impact on the fortunes of any organisation. 
Almost every business transaction has an element of interaction between the seller and the buyer. The behaviour of each party whether it is the seller or the buyer has an impact on this interaction. If the interaction is positive the sale is successful, and if it is negative the transaction fails. When a particular business is operating within a culturally homogenous market the behaviour of people is more predictable as the norms within this culture are well established and people living within this environment understand these norms.
In a business situation when there is cross cultural interactions the cultural norms are initially unknown and the first few interactions are very much comparable to a blind date where each party is trying to fathom the other party. How each one reacts and behaves in these first few encounters may play a vital role in the success or failure of these interactions and can have a long-reaching impact on business plans and strategy. If the first few encounters are positive and each party understands and appreciates the other a successful business partnership results and the outcome is positive.  If, however, the first few interactions are negative and a misunderstanding results due to the behaviour of either party it can have disastrous affect on the business relationship. In the short term the two parties may decide not to proceed further based on this small misunderstanding and prematurely to terminate the relationship. While in the long term if they decide to continue the relationship it may be an uneasy partnership fraught with suspicion on either side. Whatever the consequence of the negative interaction is, the business bears the brunt and impedes progress within that particular market.
Unlike a blind date where little is known about the other party in a business venture, a lot of variables are known or can be ascertained if due diligence is done and information pertaining to a company is known. Similarly on the cultural side, information on behavioural norms can be gathered either through proper research or through involving a person who understands the cultural norms within that culture. By paying proper attention to each and every cross cultural interaction a constructive and fruitful business relationship can be built that can help companies to achieve goals and allow them to conform to the prescribed strategy.

Examples of business activities that can benefit from the above advice are as follows:

· Trading with a foreign partner / business concern

· Setting up of distribution agreements

· Selling of products in a foreign market

Businesses within the United Kingdom have been involved in business overseas and have done exceedingly well in markets overseas either working directly or working through partners. Majority of businesses associated with ABHI are either small or medium business concerns and all of these businesses can benefit from an understanding of cultural issues. In those cases where there is already a business relationship ongoing this can be improved further, if attention is paid to the understanding of cultural issues while those businesses which are venturing into businesses overseas an understanding of cultural issues can lead to the establishment of a successful business venture.
A very good example of a market where a lot of companies are focusing is Saudi Arabia. Companies which are already there want to further improve their sales in Saudi Arabia while others want to enter into Saudi Arabia through a distribution partner. The reason Saudi Arabia is important as an example is because it is culturally so different from the UK. It is a closed market and the only way to enter the Saudi market is through a partnership in which the partner has a dominating role. Companies cannot go to Saudi Arabia and set up their own office as it is difficult and in most cases unworkable. In the case of Saudi Arabia the importance of getting it right the first time cannot be under estimated because the difference between choosing the right partner or the wrong partner will determine a company’s success in the Saudi market. If a mistake is made it can delay a company’s entry or may even stop it altogether. Since the stakes are very high it is important for every UK company venturing into Saudi Arabia to have a very good understanding of the market including cultural issues which can make or break a relationship. 
UK companies planning to launch in Saudi Arabia will be well advised to look at all the issues in depth and gather as much information as they can and if possible seek expert advice which can save a lot of time and money in the long run.
The above advice also applies to other overseas ventures and in each case the dynamics are very different and so are cultural factors which can have a major impact on some or all business relationships.
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