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Negotiations
Be Flexible in The Way You Convey Discrepancy
In certain societies it is acceptable to be resolute with an issue that you do not agree with or unsubtly criticize the person you are negotiating. For example, in Russia, a person might say that they totally disagree, but that does not mean that the negotiation is done; but rather, the other party is setting up the mood for an exciting debate. In other societies, a similar approach may initiate an irresoluble difference and the termination of the relationship. For example, in Mexico, it is advisable to use subtle responses in place of a more resolute one; this includes responses such as I do not entirely comprehend your opinion" and "please elaborate your take." 
Pick the moment carefully to pull back or show emotions.
In some cultures, it is appropriate to show emotions during negotiations, such as raising one's voice, laughing out loud, or even being touchy with the person you are negotiating with. However, some cultures may find this behavior invasive and unprofessional. For example, in Mexico, negotiations are carried out politely but with more emotions. Expressing emotion indiscreetly is considered a sign of honesty. However, in other cultures such as Denmark, open discussions are entirely okay. They can stay objective so long as the debate stays decent. People in such cultures may view emotional articulacy as immaturity or unprofessional in a business setting.
Learn To Nurture Trust With Different Cultures
In a negotiation, both parties are trying to comprehend how the deal benefits each of them. In such times cultural difference plays a vital role. The process of earning trust in different cultures varies as cultures vary. For example, the Chinese like it when a negotiation is built up from rapport rather than a business perspective to a point where if you refuse a cigarette offered to you by a Chinese, the negotiation might go sour. This element can be summed up in two principles cognitive trust and affective. Cognitive trust relies on confidence in the aptitude of another. This type of trust is essential in business interactions. Affective trust is built with a feeling of camaraderie, familiarity, or compassion. In a business, setting trust will vary from culture to culture. I have a problem coming to terms with the fact that no is sometimes considered inappropriate in some cultures in some culture. This reality might transition into complicated issues, such as sexual harassment, child labor, or overworking employees. I think that some requests require a stern no period ("Getting to SI, Ja, Oui, Hai, and Da," 2015).
Do You Think Developing Global Leaders Is An Art Or A Science?
I agree with the author that developing global leaders is mostly. There are two significant differences between art and science; first, art is subjective while science is objective. The other is that art is a means to express knowledge subjectively, while science is a means to obtain knowledge. When the author talks of art, he means the immeasurable characteristics that cannot be chronologically instilled but manifest in a company's culture. This is true because specific talents and skills foster specialization, a trend that has taken root in the corporate world today and has born results. Some skills are almost impossible to instill in person using a standardized curriculum. When it happens most of the time, it is difficult for the learner to transition the same in the workplace. Still, a person who already possesses the passion for a particular craft can learn its practice even at advanced levels; therefore, developing global leaders is an art ("art of developing truly global leaders," 2012). 
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