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ABSTRACT

Cultural differences in the business world are often met with
surprise and irritation. The aim of this graduation project was to
create a persuasive game design that teaches managers in an
international context how to work with cultural differences. For
this, the game makes use of the the cultural theoretical model
that was created by Fons Trompenaars and the most extensive
database on cultural values. Through interviews and context
research was concluded that managers want to learn
personalised and pragmatic knowledge in a quick time frame that
can be easily translated to the business domain. The game should
be played individually and in preparation before the cultural
encounter. After a brainstorm and showing my initial ideas to
possible end-users was concluded that a boat travel narrative
was most accessible, and a playthrough was worked out. Multiple
visual styles were explored for the design resulting in three visual
concepts. These were evaluated on scalability and through paper
prototype tests. The chosen concept was slightly altered to
become the final concept. A minimum viable game (MVG) has
been created based on the Italian culture that takes managers
through a narrative in which they have to travel to an island.
During the journey they receive tips about culture and on the
island they have a simulated meeting with three Italians, each
having a slightly different culture based off the Italian culture.
This MVG has been evaluated with the target group within a
limited scope to confirm that the firstly described goal of the
game had been reached. Finally, the project closes with future
recommendations for the game.
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PREFACE

Love on the first read

About eight months ago, | remember that | was
walking upstairs through one of the hallways of
the faculty to meet with a professor of mine.
While walking, | was scanning the walls of the
corridor as they are always well-decorated with
posters of interesting projects. Then, one
project brief particularly caught my eye:
“Playfully Cracking Cultures”. So, | stopped and

started reading.

It started off by describing a company, called
Trompenaars Hampden-Turner Consulting. This
company is a prominent player in the culture
for business scene. The aim is connecting
different cultural viewpoints between people
and also companies. | was intrigued.

| have grown used to cultural encounters
between nationalities as | am half-Dutch and
half-Spanish. During the bachelor and master |
have also had the pleasure of working with
many different nationalities. | have seen many
students work on projects in all kinds of ways
(in  their
communication

planning, listening to mentors,

between team members,

sensitivity in design, etc.). Comprehending
where people are coming from and their values
can be hard and | would like to explore this
area more. | am motivated further by the
expectation that this will be important for me
in the future, as | expect to work in many

international teams.

X

The next section introduced the project; the
company wanted to create a digital mogame
about working with different cultures. Fittingly,
| had been working as a game designer over the
past year for different gamification projects and
serious games, during extra-curricular activities
and for my internship. | would like to continue
working on similar projects in the future. The
reason | got interested in this project in
particular was the connection with the business
world. | had never worked with a target group
in the business context before. | was especially
interested in learning how to design a game for
them by doing. This software driven project is a
great environment, since it allows for a highly
iterative process with much testing and
end-user input. Besides, | have spent a lot of
time programming outside of university, which
| could use and already have used in past
projects to build prototypes and MVP(s). This
project will thus give me the freedom and
allows me to use the tools to explore

gamification further for this new target group.

Finally, after reading the project brief | felt that
| had grown a smile on my face. | was alone in
the hallway smiling at the poster. Then |
remembered again that | was going to meet
with my professor, so | snapped a picture of the
project brief and left. Fortunately, | was still on
time for the meeting.
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INTRODUCTION

This report will present the design process for a
persuasive game about cultural differences.

Due to the nature of this project, | have chosen
to use two methodologies to compose the
planning; the Double Diamond method (UK
Design Council, 2005) and the Cookbook
Method (Siriaray et al., 2018).

The Double Diamond method guides the
diverging and converging process that any
design project goes through, and thus kept me
on track of when certain design decisions had
to be made.

The Cookbook Method is specifically made to
guide the persuasive game design process,
which fits the description of this project. The
methodology was therefore used for its
suitable terminology and proposed game
design tools at each step of the process.

As with any project, | did deviate from the
initial planning. So in the spirit of the planning
but altered to fit the content, | have created a
new structure for this report.

REAL WORLD

The first phase of the report will explore the
client, market and user to define the specific
design goal of this project.

GAME WORLD

In the second phase ideas are generated to
define one fitting game narrative.

The game narrative is explored visually and
interactively through three concepts.

One concept is chosen through the weighted
objectives method and paper prototype testing.
The final concept is worked out into a digital
minimum viable game (MVG).

In the last phase, the MVG is tested in a final
evaluation and future recommendations are
given.



REAL WORLD

This phase will focus on exploring the current situation. It
will be categorised in exploring the client through
literature research and expert sessions, the market

through online research, and the user through interviews

and questionnaires. The gathered insights are used to
kickstart the design phase.



The client

The first chapter will focus on exploring the client. It will
introduce the company and its challenges. These
challenges will be reframed into a goal for the project. By
exploring the theory a viable design goal within a
feasible design scope is then created.



1.1. The company

Trompenaars Hampden-Turner Consulting (THT
Consulting) is a consulting agency specialized in
cultural awareness and competence. The
company consults its clients to learn about
cultural differences between countries and how
to reconcile business dilemmas based on "The
Seven Dimensions of Culture" that were
created by Fons Trompenaars; as described in
his book "Riding the Waves of Culture"
(Trompenaars & Hampden-Turner, 2015). This
theory stands firm on vast and thorough
research, which resulted in "the world’s most
extensive database on cultural values,
corporate culture and business dilemmas of
approximately 140,000 international leaders
and managers".

Fig. 1: The founders of THT Consulting;
Fons Trompenaars (left) and Charles
Hampden-Turner (right)

Besides direct consultation work, THT
Consulting offers their knowledge in three
other ways: Keynotes, Licensee trainings and
Tools (digital applications and books).

ting to solve real dilemmas

Keynotes introducing
with some examples

~ how to work with his theory
: . ® 1Y VS

Tools including bqoks,
applications about the theory




Organization are employees, managers
and C-level that make use of the
consulting, licensee trainings, keynotes
and tools.

2\

Individuals are freelancers or people

that generally interested in the topic
and make use of tools and licensee
trainings.

Education are students and professors

that make use of the keynotes and
licensee trainings or courses.

“Trompenaars Hampden-Turner works to
perfect the integration between human (values,
attitudes and potentials) and organizational
factors (structures, systems and processes) that
arise  from differences in national,
organizational, functional, disciplinary and
cultural orientations that play a central role in
the sustainable growth and performance of
every organization.” The main goal of the
company is to spread the theory and acquired
information to as many people as possible
while making a financial profit. Their target
audience for this can be categorized in three
groups: Organization, Individuals and
Education.

The company’s challenge

Impeding their goal is the limited accessibility
to their intellectual property. The impressive
database could become a powerful learning
resource, but it is currently not that accessible
to the public. Instead, the company’s major
outlet is Fons Trompenaars himself. People
want to hear from him directly, as he is the face
of his theory. He therefore brilliantly consults,
presents the keynotes and hosts the licensee
trainings himself by flying all over the world.
This strategy is effective to the people he
reaches, but greatly limits the amount of
people he reaches with his knowledge and
thereby limiting its accessibility.

This challenge has been tackled numerous
times and in various ways. He has had more
than 20 consultants working for him
simultaneously, he has merged with KPMG
(twice), he has created 22 applications, e-books
and videos. Finally, he approached TU Delft for
the creation of a persuasive game; resulting in
this project.



1.2. The project
| can extract two objectives for this project out
of the company analysis:

Easily reached

To make the theory more accessible.

Efficiently reached

To make the theory able to stand
independently.

This is what the company would like to achieve
with the game that will be designed. The final
design should therefore support or, more
extremely, replace the work that THT
Consulting provides. This in turn means that the
game will target the same challenges as what is
being solved by applying the theory and
knowledge from the database.

So, this phase will focus on finding the best
design goal for this project based on the
company goal. It will do this by researching the
theory, the current market and the target

group.

1.3. The theory

I will briefly explain the theory through the
insights that | have gathered from the book
(Trompenaars & Hampden-Turner, 2015) and

the licensee training that | have done.

The onion model

Artefacts and
Products

Norms and
Values

Key Beliefs

A culture can be seen as an onion of three
layers. The outer layer is the visible layer that
contains all products and artefacts that
represent deeper layers of that culture. The
next layer is that of values and norms, which
will be actively used to determine and separate
the good from the bad, and right from wrong.
The final most inner layer is that of basic
assumptions; these are key beliefs of a culture
that are not actively thought about but just
exist.

The context of our thinking

As written in their book, THT Consulting
explains culture as “the way in which a group of
people solve problems”. People from all
cultures share the same dilemmas during their
lifetime, but how each individual approaches
these is culturally determined.

Fig. 2: Fons Trompenaars is presenting
during the licensee training



The 4-R approach

The work that THT Consulting does is all based
on the 4-R Approach as described in the book.
Each R represents the next step in the process
towards solving a dilemma. The first step is
recognition, which is to increase awareness of
the cultural differences and what they could
mean in the current context. This step makes
you aware that culture determines the way
people approach dilemmas, and that there
could be multiple desirable strategies. The
second step is respect, which is to appreciate
these cultural differences and accept that
people approach things differently. The third
step is reconciliation, which is to solve the
dilemma by understanding both cultures and
finding an approach that would please both
cultures. The final step is realization, which is to
implement the reconciled approaches in a
multicultural setting.

The 4-R Approach has been created to
specifically target managers and help them
solve dilemmas to reach an effective outcome
in the business context.

Impact

“Leadership  is  about

dilemmas”

Fons Trompenaars

reconciling|

Reconciling dilemmas

The 4-R Approach can be gone through in an
easy-to-follow seven step process. The first
step to successfully reconcile a dilemma is
determining whether a dilemma is present. A
dilemma consists of two opposing but both
desirable propositions, almost always with
opposing stakeholders. It can be framed as “on
the one hand..., while on the other hand...”
Reconciling is the act of using both opposites to
strengthen each other and ending up with a
synergetic strategy that is desirable to all
parties.

Intercultural Competence Profile (ICP)

The ICP is an online tool developed by THT
Consulting that can be wused to assess
intercultural competence. Basically, upon
answering questions the tool will create a
personal ICP based on how able you are in each

step of the 4-R Approach.

Realize
Implement Reconciling
Actions

Respect
Appreciate Cultural
Differences

Reconcile
Resolve Cultural
Differences

Recognize
Increase Awareness

Time




The Seven Dimensions of Culture

At the heart of the THT ideology lay the seven
dimensions. Chapters 4 to 10 in the book
describe how cultures can be split up into seven
cultural dimensions. Five of which are based on
relationships with other people, one is in
relation to time and one is in relation to the
environment. Each dimension is based on two
opposing extreme beliefs. Every existing culture
has a place in between those two extremes on
all seven dimensions.

Corporate culture

As THT Consulting is focusing their theory on
business. Besides the cultural dimensions, they
have defined four different types of corporate
cultures. These closely relate to national
cultures, but they will not be explored here as
this project will not be covering them.

Universalism vs Particularism

Universalists believe that rules should be
followed no matter what situation as that is the
moral standard. Particularists believe that every
circumstance should be treated differently.

Individualism vs Communitarianism
Individualists see themselves as one person and
will take care of only themselves and close
others. Communitarianists see themselves as
part of a group and will put the group before
the individual.

Specific vs Diffuse

Specifically oriented people see the whole as a
sum of its parts, they will separate their life at
work from their personal life. Diffusely
orientated people see every part as part of the
whole, they will easily mix work and personal
life.

Neutral vs Affective
Neutral people control their emotions and will
try to not show their feelings. Affective people

freely express their emotions.




Intercultural Awareness Profile (IAP)

This is a tool developed by THT Consulting. The
full IAP consists of a 57 questions, which
determine your personal cultural profile and
corporate culture upon answering. The
“shorter” version consists of 43 questions and
will create a personal cultural profile, but no
corporate culture profile.

Achievement vs Ascriptive

Achievement oriented people put value on
what you have achieved in life. Ascriptive
oriented people put value on what you are; e.g.
old, male and highly educated.

Time

Past oriented people perceive the future as
repetition of the past. Present oriented people
believe that present actions steer life. Future
oriented people deem that actions are always
directed towards future outcomes.

Sequentially oriented people structure their
time orderly one action after another, tightly
planning all events in series. Synchronic
oriented people structure their time in parallel,
they are renowned multitaskers as many things
can be happening at once.

Internal vs External

Internally controlled people believe that they
control where they are heading. Externally
controlled people believe that it is not up to

people but the environment plays a bigger part.

Gaussian cultures

As mentioned before, the cultural dimensions
are backed by an extensive database. At the
time of publishment of the book, the database
contained data from 80,000 participants of 140
countries. This data was acquired through
guestionnaires and then categorized per
nationality. Unsurprisingly, not every person
from the same culture had the exact same
score on every dimension; as not every person
from the same nationality would have the same
norms and values. It did however show a
normal distribution around one average. This
average can be seen as the most predictable
behaviour of a culture.

stereotype

Biggest cultural
differences; the

Norms and Values

Stereotypes

This average representation of a culture is
notably not the stereotype however. As
mentioned in the book as well, stereotypes are
extreme behaviours. Extreme behaviours from
one culture that are easily distinguishable from
other cultures can be used to characterise
(stereotype). If you place two cultures in the
same graph, you could see that most norms
and values overlap. The points where they do
not overlap are the cultural differences, these
are used to create stereotypes. Most of the
time these extremes are further enlarged to
emphasize the difference. National stereotypes
could therefore be described as the
exaggerated cultural differences from a nation.
Mind the word ‘differences’, meaning that a
stereotype can only exist in relation to another
culture.



Conclusion

To summarize, the theory consists of explaining
cultural differences through the seven
dimensions. This cultural model helps to frame
dilemmas and can be used to successfully go
through the 4-R Approach, which will end up in
the implementation of approaches that benefit
all parties involved in a business context.

The problem of the target group is therefore
not knowing how to solve the dilemmas that
they face with other cultures, as they do not
understand other cultures. The root problem of
the target group can be defined as not knowing
how to interact with other cultures. This
problem can be seen as the design challenge.



1.4. The design

In conclusion, the game should offer people
help to interact with other cultures in the
business context through the 4-R approach.

Defining the design scope

To be able to end this project within the given
timeframe, the design scope has to be
narrowed down.

The design goal that has been stated contains
three broad elements that make the design
goal too complex (I am calling them elements
and not dimensions to avoid confusion with the
cultural dimensions). The elements are the
types of culture, the types of help and the
target group. To make the project feasible,
each will be defined in more detail.

Types of culture

The concept of culture can be approached in
various ways and on different levels. Inspired
by the onion model, for this project | will define
culture as the collection of key beliefs, norms
and values, and artefacts and products that
people adhere to.

The onion cultures in question are in this case
created by taking the average cultures of
countries based on the database of THT
Consulting; and will be referred to as national
cultures.

Most commonly cultures are described
between countries, but other important types
of culture are gender, generation, religion and
corporation. Even though these can all be of
relevance to the target group, only one type of
culture has been chosen. Besides the time limit,
this cultural type limitation can positively be
seen as focus, which will make the game more
understandable and accessible.

Types of help - The 4-R approach

The type of help can be grouped according to
the 4-R Approach. Having established that
national cultures will be discussed, the lowest
level would be to recognize the national
cultural differences. The first step will be to put
the user’s culture against one other culture, the
user can then be helped by understanding
another way of thinking through the cultural
differences. The user will therefore be
sensitized and avoid being surprised by
responses.

The next level is respect. The user could be
helped on this level by accepting the cultural
differences. If the game were to stop here it
would serve to show the user how to adapt and
prevent unwanted outcomes.

Next is reconciliation. On this level the user will
need to take both cultures into account and
work on a specific dilemma. We have covered
this step during the licensee training and it is a
hard process to go through. The added
complexity here comes from the introduction
of a dilemma and finding a solution. Completing
this step will allow for thinking about an
implementation of the reconciliation, which is
the final level.

Because no specific dilemma is introduced, the
game will help up to the respect level. In this
way the game provides depth, but stays
accessible to the target group.



Target group - Business people

As mentioned before, THT Consulting
emphasizes on cultural differences and
dilemmas in the business context. The business
context is defined here as an environment in
which activities are done to make a financial
profit. The ultimate goal of knowing how to
interact with other cultures is therefore the
financial prospect. THT Consulting uses its
theory to smoothen business activities and
relationships in a multicultural setting. They
hereby target the three previously mentioned
audiences of Organization, Individual and
Education.

In this project | will focus on their biggest client
and the focal point of their theory, which are
managers inside organizations.

Transfer effect

As mentioned in the introduction of this report,
this project follows the Cookbook Method as
composed by Siriaray et al. (2018). It preaches
that the objective of any persuasive game is to
deliver the transfer effect. Each transfer effect
is based on four different elements; the effect
type, the change type, the point of impact and
the domain. Within the newly defined design
scope, the desired transfer effect should be to
teach managers how to work with other
nationalities in the business context by
eliciting their personal cultural differences per
nationality; allowing him or her to adapt. In
this case, the effect type would be to improve
performance  of  working  with  other
nationalities, the type of change would
therefore be to alter managers’ cognitive
behaviour by teaching them about working
with different cultures specific to the business
domain. The point of impact of this effect
should take place during gameplay. Besides the
four usual elements | have included the target
group and the design scope in the transfer
effect, as these are crucial points to take into
account.



The market

This chapter will explore the current collection of tools in
the market that could compete with the design. They are
categorised into books, an ebook, webtools and
personalised tools. The insights are used to find out how
the design could differentiate itself.



2. The market

The current market provides many ways to
deliver the transfer effect. These solutions are
based on different studies; as multiple theories
have been developed about culture over the
years. The most relevant publications to the
stated problem and most similar to the work of
THT Consulting are those by Geert Hofstede
and Erin Meyer. Besides that, some other
popular tools will also be discussed. The goal of
this section is not to compare the validity of
each theory, but to assess the previously
mentioned accessibility through which they are
presented and can be used by the managers in
the business context. This section will thus go
through the culture clash solutions as they are

proposed by THT Consulting and its
competitors; dwelling on the significant
positives and negatives of each. Only

standalone and/or supportive tools will be
covered; no trainings, consulting or keynotes as
these are considered to be in a different
market. For that same reason, scientific papers
be seen as

will be neglected. They will

indigestible tools in the business context;
considering them inaccessible to the target
group. Only the most pronounced examples will
be covered as these will be the prominent

alternatives to the game.
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Books

The first tool that can be used to understand
cultural differences is a book written on the
subject. The most relevant books to this project
are “Riding the Waves of Culture” by Fons
Trompenaars and Charles Hampden-Turner
(1993), “Cultures and organizations: software
of the mind” by Geert Hofstede (1992) and
“The Culture Map” by Erin Meyer (2014). These
books have sold hundreds of thousands of
copies worldwide. As for the first two, they
have been revised and updated over the years,
so there will be referred to their more recent
publications in the years 2015 and 2017,
respectively. Each of the three books maps
culture in multiple cultural dimensions and
averages cultural differences on nationalities.

“...A MASTERPIECE.” - TOM PETERS
REVISED AND UPDATED THIRD EDITION

RIDING
THE WAVES OF
CULTURE

Understanding Diversity
in Global Business

FONS TROMPENAARS

& CHARLES HAMPDEN-TURNER

“Riding the Waves of Culture” provides the
reader with detailed explanations of the
cultural dimensions based on the business
context. Each cultural dimension is explained in
its dedicated Each
illustrated with real-life case examples of

business dilemmas based on the dimension, an

chapter. chapter is

overview of how most countries score on the
dimension, a guideline for reconciling dilemmas
based on the dimension, a test-yourself section
based on an example scenario related to the
dimension and finally a list of tips based on the
dimension; explaining what readers can expect

of each extreme in general, while doing
business, and while managing or being
managed.



THE INTERNATIONAL BESTSELLER

Cultures and

Urganizations

SOFTWARE OF THE MIND
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Intercultural Cooperatlon
and Its Importance
for Survival

Geert Hofstede
Gert Jan Hofstede
Michael Minkov

“Cultures and organizations: software of the
mind” poses Hofstede’s cultural dimensions
and explains the effect of culture in different
contexts (at school, work, home, etc.). Each
context is illustrated with real-life examples.
The book is written to explain culture in a more
universal sense and eliciting its importance.
After covering the cultural dimensions, the

book dives into cultures in organizations.
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CULTURE
MAP

BREAKING THROUGH THE INVISIBLE
BOUNDARIES OF GLOBAL BUSINESS

ERIN MEYER

“The Culture Map” is the most

published book. As culture has become more of

recently

a known topic, the book is written on the
assumption that people are aware of different
cultures. Meyer provides her cultural
dimensions as a tool of categorizing them. The
book is focused on global business and working
with cultures, which makes it relevant and
accessible to the target group. The cultural
dimensions are cleverly adapted to business
words (egalitarian vs hierarchical, top-down vs
bottom-up, etc.) to make it more

understandable for her audience.

1

Main insights

The overall advantage of these books against
other tools is that they will provide managers
with a complete and detailed explanation of
the culture theories. The disadvantage is that
they are hard to apply as they cover the theory
on a more abstract The business
practicality parts discussed by Trompenaars et

level.

al and Meyer will be more appreciated, but the
book will be less likely to be used on a day to
day basis for each small cultural encounter.

Interactive ebook

THT Consulting has released an interactive
e-book on the web, which includes videos and
taps that open up to more detailed explanation
when clicked on. This e-book contains the same
information as the paper book but will give the
manager more control over selecting which
content he or she is interested in.

Mapping tools
Besides that, there are web applications that
map countries on cultural dimensions.
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Hofstede’s country comparison allows you to
compare up to four countries and provides
users with a visual representation of each
country per dimension. Beneath the graph, the
cultural dimensions are theoretically explained
as they are in his book.




Thailand

@ United States @ France

Erin Meyer’s country mapping tool allows users
to compare three countries. Because the
dimensions are phrased to business terms, they
could be useful to managers if they want to
easily compare which countries are more
top-down etcetera. The tool itself does not
provide more depth on what each dimension
means. Additionally, this tool can only be
accessed through payment and with a time
limit; per day week, month, three months or

year.

Morocco

Below are visualizations showing cul

Culture Visualization
Cultural Practices and Values in Morocce
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These terms are not explained in the tool, and
each dimension is explained in one sentence.
Without going into detail on what the GLOBE
score means, this webtool is thus hard to
decipher.

Latin Europe

Another service that the tool provides is being
able to select culture groups (Eastern Europe,
Latin America, etc.). When a region is selected,
an additional written summary will explain
whether they score significantly high or low for
each dimension and with a brief explanation of
what this means.

Main insights

These mapping tools will provide a quick and
scan of the cultural differences
compared to the books, but without direct

pragmatic help. | would say that they are most

shallow

helpful after already having some knowledge
on the cultural dimensions, by for example
reading one of the books. Besides that, they
can only be accessed on a computer.

The not previously discussed GLOBE project
also has a web tool based on their own cultural
dimensions (GLOBE Project, 2019). Allowing
users to choose one country at a time, out of a
pool of 62 countries. The chosen country will be
visualized similarly as the previous tools. Based
on their research however, each dimension
shows the average GLOBE score, the average
country score and the range; once for values
and once for practices.
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Personalised applications

Specific tips for meetings,
management and
negotiations.

Supported by 8,000 tips of
over 140 countries

Personal tips

4, Priorto starting a business meeting, it is a good
. idea to understand the family network.

. In the Caribbean family system, women are the
. head of the household

Y Family types tend to be varied.

Management

&, AllGuyanese emplogees are able to make valsable
#4 contributions to discessions.

. Busine: ierarchical, but few ind
W have authority to make decisions autonomous:

The most relevant application is the mobile
“Culture for business” app by THT Consulting as
it was the initial inspiration for this project.
When users first open the application they will
have to fill in a 14 question survey. This will
create their personal cultural profile (similar to
the IAP). Afterwards, they can choose one
country out of 144 countries to which they can
compare themselves. The cultural differences
are displayed through the cultural dimensions
by Fons Trompenaars. The dimensions are
translated to attract more to the business
world however, thereby making it more
accessible to managers. Per dimension, an
overview of tips is shown through three

separate categories: meetings, negotiations
and management; besides a more general
explanation of the dimension. The users can
also choose to compare two countries. They
will have to choose from which country they
will take the perspective of by placing it in the
left slot. The tips will then be specifically based
on the target country that is placed on the
right; by even explaining common phraseology

of the Japanese for example.
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THT Consulting has 22 applications, but besides
the “Culture for Business” app are only apps
that are based on specific topics; one for
mergers and acquisitions, one for management
change, one for globalization, etc. The goal for
each of these application is therefore very
specific and shall not be discussed in depth.
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Another mobile application is the “Culture
Compass” app by Hofstede. This application is
of course based on the cultural dimensions by
Hofstede. Similarly to the “Culture for Business”
app, users first set up their cultural profile. In
this case however, the setup consists of 42
questions and choosing whether you are a
subordinate, superior, negotiator, knowledge
transfer, or visitor/student. Afterwards, the
user receives guidance based on their profile in
relation to one of 100+ countries. This guidance
is not specific to the country, but to the cultural
difference. Besides that, two countries can be
compared which will provide the same
information as his country comparison webtool,
but this

simultaneously.

time with only two countries



Besides her Culture Map, Meyer also has a
personal bundle version. This webtool uses her
same payment method with a time limit as the
normal Culture Map, but is a little more
expensive. The tool is basically the same as the
previously mentioned Culture Map, but you can
add yourself to the comparison.

Main insights

The personalised applications are useful as they
are targeted specifically to the user’s cultural
differences with other countries. Additionally,
the “Culture for Business” app provides tips
specified per country instead of only basing it
on the cultural differences. This application also
provides practical