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Abstract
The formation and evaluation of hypocrisy, moreover moral hypocrisy is synonymous with deceit, deception, lying, fraud, unethical, dishonest, and misrepresentation of information, all leading to bad faith or mistrust.  This paper endeavors to dissect key elements of motivation and relative issues influencing the use of deception and/or morally hypocritical behavior in cross-cultural negotiations whether a result of cultural diversity and/or ethical relativism.  These divergences are magnified when comparing the cultural multiplicity between Chinese and American business negotiators.  Because cross-cultural negotiations are divergent and pivotal in strategic alliance development, such questionable conduct of deception and hypocrisy suggests a current gap in the critical knowledge of ethical interactions during Chinese and American negotiations, currently leading to a significant high rate of failure in negotiations.  As a result, motivating potential researchers to close the breach, by way of theory development, by pinpointing for future inquiry, poses the following questions: What role do Sun Tzu’s Art of War and Confucian teachings have in cross-cultural ethical negotiations strategy?  How does Sun Tsu and Confucian ethical teachings relate military strategy and business strategy?  To what degree does deception affect military strategy in an unalike way than business strategy?  Are hypocrisy and/or deception therefore inherently present in Chinese/American cross-cultural business negotiations creating an imbalance?
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 Introduction 
“China is a society in search of virtue instead of truth” Geert Hofstede
The two Chinese characters, Fu (復) and Dan (旦), literally mean, “Heavenly light shines day after day”.  China, throughout most of history, as recently as 150 years ago, was the largest global economy.  Then Deng Xiaoping spawned the march towards a reappearance back to the zenith, as China continues to “shine”, whereas The World Bank projects China will overtake the United States as the world’s largest economy in 2015 (Stiglitz, 2015).  At the current level of GDP per capita, China is already the largest market in the world for numerous consumer products including cars, and voluminous luxury goods; and consumer services, comprising agriculture, health care, technology, and financial services.  With another doubling of China’s GDP projected over the next 10 years, the market for these consumer goods and services will be unmatched in global economic history, founded on an additional 750 million people joining the domestic consumer demography (Forbes, 2012).  

The opportunities for expanding business in China by foreign and in particular, US corporations appear unlimited, incorporating factors such as: (a) a large and capable workforce; (b) and entrepreneurial culture; (c) a strong university system; and (d) exponentially growing middle class.  However, challenges exist including: (a) lack of raw materials; (b) environmental issues; (c) immorality and corruption; (d) income inequality; (e) social stability; and (f) legal issues (McFarlan, 2008).  American executives recognize that Chinese business negotiators are arduous and can be a traumatic and stressful endurance test.  Chinese negotiating strategies and tactics have been depicted as being analogous to guerrilla warfare: "Strike hard, retreat, seize a position, reject compromise, and strike again” (Brahm, 2011, p. 22).  “Deep cultural differences have created seemingly incompatible contrasts between Chinese and Westerner’s approaches to negotiations” (Graham & Lam, 2003, p.2).  "Yes" in China may be the first word of the negotiation or agreement nonetheless is not always the last word in negotiations.  "Yes" is often simply another way of saying, "Let's begin to talk seriously“. American culture is goal-oriented. Negotiations are straightforwardly a progression through which the final goal-the contract-is reached (Brahm, 2011).  Success in cross-cultural business negotiations between Chinese and American managers is dependent on understanding the cultural diversity and perceptual elements of ethical attitudes and business strategy.  Chinese often see Americans as aggressive, impersonal, and excitable, while Americans see Chinese as inefficient, indirect, and even dishonest (Akgunes & Culpepper; 2012; Graham & Lam, 2003).  Research reflects that the perception by westerners of Chinese are that they are more likely to consider it appropriate to use ethically inappropriate negotiations strategies as compared to western ethical strategies creating uncertainty, ambiguity, and an imbalance in cross-cultural business negotiations  (Ma, 2010).  Is this the result of Chinese negotiators employing military strategies of Sun Tzu, or social and ethical elements of Confucian theory?  In addition, is Sun Tzu strategy and Confucian teachings ethically compatible?  In either case, does this necessarily lead to hypocrisy or deception?  China is a vast land; dynamic, ethnically diverse, and growing economically suggesting cross-cultural negotiations are complex instead of stereotypical, and require future research for promising abundant market opportunities successful outcomes. 
Hypocrisy and Deception

“Wouldn’t the social fabric come undone if we were wholly frank with everyone?”  Molière
Hypocrisy, from the Greek word hypókrisis, is described as “play acting”, ruminated as an antediluvian art, and the original Hypocrites were, in fact, classical stage actors.  For hypocrisy is not simply lying – that is, a non-coincidence with the truth.  Hypocrisy is, rather, a question of character, or better still, a question of whether the persona constructed, the role one plays, provides a false impression of one’s actual beliefs and practices.  The practice of claiming to have higher standards or more noble beliefs than is the case (Oxford Dictionary, 2015).  Furthermore, hypocrisy is “the assuming of a false appearance of virtue or goodness, with dissimulation of real character or inclinations, especially in respect of religious life or beliefs; hence in general sense, a pretense, or sham” (as cited in Monin & Merritt, 2010).  To sum up, hypocrisy is synonymous with deception, unethical, dissimulation, dishonesty, bad faith, guile, phoniness, duplicity, fraud, and trickery (Dictionary.com, 2014; Thesaurus.com, 2013). 

Double standards, or the development or expansion of a working definition of hypocrisy beyond a behavioral inconsistency is offered by Monin and Merritt (2010).  Where “practicing what you preach” is how Stone & Fernandez (2008) define hypocrisy, the authors contend, hypocrisy also mingles inconsistency, and deception with dishonesty.  Individuals can be moral hypocrites, additionally, cultures can support various psychological devices; As a rule, human societies are unequal (Leavitt, 2005; Magee and Galinsky, 2008); that enable cultures to substantiate and rationalize their own immoral and unethical behavior (Bandura, 1999; Bandura, Barbaranelli, Caprara & Pastorelli, 1996; Valdesolo & DeSteno, 2007). 
Another approach to understanding the role of hypocrisy and deceit in cross-cultural negotiations offered by Lammers, Stapel, and Galinsky (2020) suggests we explore the ethical failures in negotiations because of the decision to trick, fraud, withhold, or misrepresent facts, details, and/or overall information.  Their underlying assumption was that doing so, is not mutually beneficial and/or does not builds trust, and is destructive towards the long-term relationship and joint success.  A key element of their study was the enablement of the negotiators to enhance their power position while increasing their personal success by misrepresentation as a strategy.  The study utilized Hofstede’s high and low power context methodology.  The major conclusion of this slant is that trust and deception had a negative impact on negotiations, leading to bad faith, distrust, and the appearance of hypocrisy, also resulting from in-equality of social groups of varying degree of power.  Analysis of contrasting negotiation strategies between Chinese and American business executives obliges cultural foundations of honesty.  The problem of culturally dissimilar perceptions of ethical honesty and hypocrisy between Chinese and American business managers during negotiations is informed by a conventional theory that Chinese are motivated by Sun Tzu (War is the path of deception) and Confucian strategies of negotiations as a zero-sum, correspondingly, as a competitive win-lose game, and that the marketplace is a battlefield.  Americans are bound by modern adversarial, aggressive, win-win, individual and humanistic ethics (Al-Khatib, Vollmers, & Liu, 2007; Ma, Liang, & Chen, 2013).  
Ethical Relativism



Ethical relativism is the theory that suggests that different societies have different morality, which is relative to the deep influences of one's own culture, and that are no unanimous moral yardstick.  That is, whether an action is right or wrong depends on the moral norms of the society in which it is practiced (Velasquez, Andre, Shanks, and Meyer, 1992, para 4).  The issue then becomes, who judges this morality, that is, which culture prevails, as it may be that there is no common framework for different societies relative to resolving moral disputes, or what is then perceived as hypocritical “assuming a false appearance of virtue” in nature.  If moral customs and principles vary among cultures, are ethical and moral uniformity even possible as to a universal definition?  Can it then be a requirement?  Is it then even possible in Chinese/American negotiations?  Around 2500 years ago, the philosopher Socrates debated the question with his colleagues.  Socrates' stance was clear: “Ethics consists of knowing what we ought to do, and such knowledge can be taught” (Velasquez, Andre, Shanks, and Meyer, 1987, para. 2).  Would not Socrates encourage us to explore the reasons underlying each other’s ethical values, and teach ourselves and each other, how to best negotiate for mutual success?
Moral Hypocrisy

What are the intrapersonal incongruities between what negotiators think is moral hypocrisy as an adaptive strategy, and how they comport themselves based on their views.  Research by Wu and Shu-Ling (2012) provide one interpretation, which is the assumption that moral hypocrisy is a combination or blend of cognitive dissonance, psychoanalysis perspectives, deceit, and self-deception, resulting in attitude or behavior modification.  Further, moral hypocrisy is then fashioned by perceptions and judgement, entailing emotions, power, consistency, and other greyed variables.  Wu and Shu-Ling tends to confirm the element of cross-cultural perceptions relative to hypocrisy and deceit, which result in judgement and behavior that influences attitude resulting in lesser trust and leading to bad faith. Potential research on moral hypocrisy needs to be done from Chinese and American perspectives, such as emotional intelligence and cultural variables.  
Emotion

Another element of hypocrisy incorporates the stimulus of emotion; how it influences moral judgement and honesty.  Starting with another view of hypocrisy as that of “personal double standards”, with an explanation of differences between immoral behaviors that are done by others, versus those done by ourselves as recounted by Polman and Ruttan, R. (2012).  A key element of this study suggests that while significant literature has been developed on the subject of moral judgement, much less so, concerning emotional influences affecting moral behavior.  Assumptions include the element of emotional ubiquity in social and moral activities, including anger, guilt, and envy.  The contribution that can be derived from analysis comprises and highlights the importance of emotions in ethical judgement during Chinese/American negotiations in an effort to develop cultural theory as to what these emotions are, why they occur, and how others might adjust or deal with these strategies, tactics, planned or unplanned for.
Language

Additionally, language plays a role in the assessment of hypocrisy as it is a primary delineator of cultural groups because it is an important means by which a society’s members communicate to each other.  Language organizes the way members of a society think about the world, and it filters observations and perceptions and thus affects the unpredictable  messages that are sent throughout cross-cultural negotiation, and provides clues to cultural values and attaches to acculturation.  (Griffin and Pustay, 2013).  Additionally, translation is more than a simple substitution of words, but requires sensitivity to sub-titles, connotations, ideas, and body language.  “The use of language to deceive appears to be a universal human trait.  As Molière suggests, a world of absolute transparency and frankness would probably be unbearable.  People find many reasons to conceal truth.  Some of those reasons might be considered legitimate while others not, and judgments about the legitimacy of any particular deceit often are themselves contestable” (as cited in Bukovansky, n.d.).  “A supreme moment in the life of Confucius: When asked the ultimate political question, if elected, what will you do first?  Confucius replies; Correct language!  Correct language, Tzu Lu queries - what are you saying?  What a stupid questions Confucius retorts: A chün tzu never speaks when he is in ignorance.  If language is inaccurate then hypocrisy abounds; if hypocrisy abounds then nothing is completed; if nothing is completed then ritual dies; if ritual dies then law is unjust; and if the law is unjust then the people have not on to trust” (Kramer, 1986, p. 103-104).  If Chinese and American cultures have different values and moral principles, which require significant continued investigation,  we are able to develop theory, learn, and clarify how to help resolve disputes in our cross-cultural negotiations. 
Approach and Specifications

The goal for this study is theory development towards cultural elements of hypocrisy and deception in cross-cultural Chinese and American business negotiations, and establishing the agenda for future in-depth phenomenological research.  Significant questions for consideration include: 

1. What are the perceived differences of hypocrisy and deception in cross-cultural negotiations relative to strategy, with a focus on Chinese “styles” when compared to American “styles”?
2. Do cultural negotiators present a moral inconsistency without essentially feeling like hypocrites or perceived by others as bad faith participants?  

3. How does intentional and/or unintentional behavior generate hypocrisy and/or deception, and if it takes place, is it then always immoral? 

4. Are hypocrisy and/or deception therefore present in cross-cultural business negotiations, and is it then inevitable? 

We need to understand the meaning of hypocrisy, deception, and its foundations if we wish to understand the context of culture and to assess or estimate the power of dishonest dynamisms and the inevitability of the continuing imbalance created in the exchanges between Chinese and American cross-cultural business negotiation styles.  Chinese or American cross-cultural business negotiations individually are not right, or wrong, better or worse, ethical or unethical.  Respectable scrutiny expects and requires research into diverse cultures as complicated, and not straightforwardly measured by a human scale: excellent, good, not so good, fair, and medium, or below medium, (Rosaldo, 2014). 

Sun Tzu and Confucius in War and Business “The Art of Negotiation”
“China is a society in search of virtue instead of truth” Geert Hofstede


In order to investigate further into the contrasting negotiation styles incorporating deception and/or hypocrisy requires supplementary analysis of cultural foundations for business practices and war strategies.  Do either or both Chinese and American business executives treat business like a war?  Individual theory: Chinese are motivated by Sun Tzu (War is the path of deception) and Confucian strategies of negotiations as a zero-sum, correspondingly, as a competitive win-lose game, and that the marketplace is a battlefield.  Alternative theory: Americans are bound by modern adversarial, aggressive, win-win, individual and humanistic ethics.  Another theory offered by Fang (2006) suggests the Chinese negotiator does not adhere to one negotiating style but rather incorporates an amalgam of different styles including “Maoist bureaucrat in learning”, “Confucian gentleman”, and “Sun Tzu-like strategist”.  In examination of negotiation theories, when trying to contrast Chinese and American culturally relative elements of hypocrisy, deception as to moral and ethical inconsistencies, emerge adjoined questions: 
1. Are strategies for war and business tactically identical?

2. Are strategies for war and business ethically identical?

3. Is Confucian philosophy and Sun Tzu compatible with a “war like” cross- cultural business negotiation strategy? 
4. Is there an inherent cultural hypocrisy in trying to appear Confucian while negotiating like Sun Tzu?
Sun Tzu “The Art of War” Strategy

Cicero defines war broadly as "a contention by force"
In the 1989 movie Wall Street, Bud Fox says, “Sun-tzu: If your enemy is superior, evade him.  If angry, irritate him.  If equally matched, fight, and if not split and reevaluate” (Cantrell, n.d.).  The word strategy comes from the Greek word – stratggos: “stratos” – meaning army, and “ago” (leading, guiding, and moving) – which signifies “the general sought to defeat an enemy”. 

Sun Tzu’s “The Art of War” strategy for business is taught at major universities in China and the United States respectively: Peking University, Shanghai Jiao Tong, Fudan University, Xiamen University, Sun Yat-sen University and more: Harvard & Yale Business Schools, Stanford Business School, Wharton, University of Southern California, Thunderbird School of Global Management, and more.  Additionally, the Sun Tsu Art of War Institute (suntzuinstitute.com) founded in 2007, offers Sun Tzu strategic management courses in English and Chinese.  Carl von Clausewitz (1968), a Prussian military theorist and author of the archetypal “On War” suggested that business was a form of social competition that greatly bears a “resemblance to war”.  As a result, business and academia apply Sun Tzu to strategic management, project management, innovative management, quality management, marketing, e-commerce, human resources, organizational behavior, leadership, negotiation, and international business (Dimovska, Maric, Uhan, Durica, & Ferjan, 2012).  However, does this mean ancient war strategies, even though dynamic and constantly evolving ought to form current strategic ethical negotiation tactics towards successful cross-cultural ventures?



Conversely, a central question for this research; “is the marketplace a war zone”?  Are ethical elements of war the same as those for business, while business “resembles” war?  According to Sun Tzu: “War is a matter of vital importance to the State; the province of life or death; the road to survival or ruin” (Sun Tzu, 1971).  "War is constituted by a relation between things, and not between persons…War then is a relation, not between man and man, but between State and State…”  (The Social Contract).  Leaders in the military and business are entangled with competition, and share the issue of how to succeed in the face of resolute adversaries.  The basic purpose of business is to make efficient use of capital, labor, and material resources to produce goods and services that meet society's needs and wants.  As profound and aggressive as competition among business may be, it is irrational to compare it unambiguously to warfare.  Executives and military leaders intensely emphasis creating advantages represented by profits and commercial survival in the marketplace, and victories and physical survival on the battlefield, allowing “life and death” real in war, figurative in business (McCann, 2012), in essence, a different “bottom line”.  Further, Sun Tzu approaches war with a “shih”, the term for “zero-sum”, or only leading to victory or defeat.  Legitimate business relies on a “win-win” quality.  In war, it then follows that the role of deception and lying are within moral limits.  Chinese literature is replete with heroic tales that describe and by association, support deception when dealing with inimical opponents and diverse interpretations of what is ethical that is different in social interactions including negotiations (Sebenius, 2006).  In business, the unrestricted use of deception and lying as a strategy and/or tactic are inappropriate.  The specific military stratagems that reflect tactical degrees of deception from Sun Tzu’s 36 stratagems in Appendix A include:


1. "Deceiving the heavens to cross the sea" (mask your real goals)



7. "Creating something out of nothing" (a plain lie)



8. "Creating something out of nothing" (deceive the enemy, take a long time, surprise, and sneak up. 



10. "A dagger sheathed in a smile" (Charm and ingratiate yourself to your enemy.  When you have gained his trust, move against him in secret)



20. "Catching a fish in troubled waters" (Create confusion and use this confusion to further your own goals)



27. "Pretending to be insane but remaining smart" (Hide behind the mask of a fool, a drunk, or a madman to create confusion about your intentions and motivations.)



“The Art of War makes Sun Tzu's lessons readily transferable to business strategy… The fundamental principles of strategy are the same for all managers, all times, and all situations.  Only the tactics change — and tactics are modified to the times” (Michaelson, 2009).  Additionally, Sun Tzu offered a military and political view of leadership, which can be applied to business; “Leadership is a matter of intelligence, trustworthiness, courage and sternness” (Cleary, 2000, p. 44).  It can be therefore constructed, using the Art of War translation provided by Lionel Giles (1910) with the acknowledgement that Sun Tzu’s strategies (13) could adapt mental activities for business level equivalency as seen in Appendix B.  These strategies (13) recognize that business is like war in that both are a contest of wills, dealing with efficient use of scarce resources, dynamic and ever advancing, one can conclude that while war and business utilize these mental activities as a way to characterize winning, which is then termed as the process of “strategy”.  Sun Tzu is ideally suited and valid as to the competitive business global environment (McNeilly, 2012). 

However, future research needs to focus on and better understand the perceptions of both Chinese and Americans as to the exploitation of Sun Tzu’s military strategy as a model for cross-cultural negotiations.  To what degree do managers employ ethical behavior relative to deception when tactically implementing Sun Tzu strategies, whether they are defined as military or business?  Forthcoming research would also address the level or gradation of ethical transference from military strategies dealing with hostility, to the business strategies application to mutually successful commercial relationships. 
“Theory becomes infinitely more difficult as soon as it touches the realm of moral values” Carl von Clausewitz
Confucian Strategy
Confucianism is acknowledged as both a religious and philosophical convention in China, delimited by, Taoism, Chinese legalism, and military strategy.  Confucianism and Taoism, for over 20 decades have fashioned the political, economic, and educational systems in China, influencing personal, group behavior, and belief archetypes.  “At the center of Confucianism lie relationships” (Rarick, 2012).  Confucianism extends to a form of moral ethics and values, is a rational code of interpersonal relationships or connections (Guanxi).  Further, Guanxi is based on trust and is rooted in Confucian beliefs (Crombie, 2010), and incorporates the element of reciprocity, defined as the custom of exchanging things with others, influencing, giving, and taking between individuals, for mutual benefit (Oxford Dictionary, 2013).

Confucius contemporary was Lao Tsu, the creativity for Taoism, the harmonious relationship between life and nature, as Tao is “the way”, suggesting balance between the Yin and Yang, negative and positive.  Eight Tai Chi (Tao) negotiators stratagems includes: (1) integrity; (2) caring and compassionate; (3) non-contention in problem solving; (4) avoiding deadlocks and long term; (5) spontaneity and direct; (6) harmonious and gradual build-up; (7) learning and creative; (8) manage stress; Further particulars of each can be seen in Appendix C.  Overall, the Tai Chi negotiator is a view of the entire negotiation process, long-term oriented, constantly improving one’s self, employing integrity, caring, win-win, positive attitude, patience, and creativity.  The mindset regarding ethical behavior and personal perception of customs strongly influence ethical behavior in Chinese dominated business organizations (Rarick, 2012).  Additionally, Han and Altman (2010) put forward that Confucian values are perfectly consistent with the Western concept of citizen’s social rights and responsibilities are mutually dependent.  However, one can argue that a “contradiction” exists in the value of Confucian ethical teachings embracing positive business dealings, corporate social responsibility, harmonious relationships, and those of his disciple, Sun Tzu’s concept of strategy through deception, bribery, and corruption to defeat the enemy (Low & Ang, 2012).  
American Cross-Cultural Negotiation Strategy
Culture & Strategy

The golden rule is an ancient principle to attain a win-win, treating people fairly, much-admired by Confucius, Tao-tzu, Buddha, Hinduism, and Jesus.  “He who sows hemp will reap hemp; he who sows beans will reap beans”.  Chinese proverb (Cheng, Low & Patrick, 2010).  It is incumbent on both American and Chinese executives that each has a significant understanding of the other’s complex and ambiguous negotiating techniques to negotiate successfully.  The main steps in a negotiation model, according to Mujtaba’s (2013) can be abridged under four categories, which are: (1) initiating or pre-planning; (2) negotiating; (3) closing; and (4) maintaining the relationship and renegotiating if necessary.  In an effort to understand these categories and process, evaluation of various cultural negotiation factors is required, as seen in Table 1.
Table 1 The Impact of Culture on Negotiation China and United States

	Negotiation Factors
	United States
	
	China

	Goal
	Contact
	
	Relationship

	Attitudes
	Win/Win
	
	Win/Lose

	Personal Styles
	Formal
	
	Informal

	Communication
	Direct
	
	Indirect

	Time Sensitivity
	High
	
	Low

	Emotionalism
	High
	
	Low

	Agreement Form
	Specific
	
	General

	Agreement Building
	Top Down
	
	Bottom Up

	Team Organization
	One-Person Leadership
	
	Consensus

	Risk Taking
	High
	
	Low/Medium


Note: Adapted from Salacuse, 2004.  It should be noted, these factors are comprised of Salacuse and this researchers experience.  It should also be noted that different views exist as to elements such as Win/Lose when evaluated based on history and the military, versus the more contemporary adaptation of strategy from these historic foundations.
Deception as a Strategy
A fundamental question for this study’s focus on deception; is the result of these natural cultural elements of negotiation factor diversities, might lead to a divergence in ethical behavior between Chinese negotiators and US.  Are there differences in perceptions of the application of Sun Tzu’s military use of deception as strategy, a cause for the imbalance and resultant high failure rate in negotiations?  In previous research, we found that Sun Tzu’s military strategy, when adapted to business, requires a level of modification as to the exploitation of deception, but the question is, to what measure?  While Sun Tzu is taught in business negotiation courses in both China and the United States, is there a difference in the ethically marginal tactics resulting from the education and adaptation of these military strategies to business and the marketplace? 


Just as Chinese executives reflect their culture in negotiations, so to do American executives conduct business negotiations based on culture, history, economic national maturity, and ethnocentric beliefs.  Further, while business necessitates the need for negotiations as a method of resolving differences and/or developing successful business relationships, some executives are ambivalent towards, and even resistant to the process.  Negotiations by definition require compromise, cooperation at least in theory, and are not always comfortable or enjoyable for all bargaining parties.  In particular, when Americans negotiate with Chinese, suspicion as to motives adds complexity, just as Chinese find Americans arrogant and ethnocentric (Benjamin, 2012).  Based on these negotiation approaches by Americans, do Chinese executives view American arrogance as a form of ethnocentric deception?  
Ethnocentrism, Deception & Hypocrisy
Negotiations in business communication conducted between Chinese and American cultures surface when participants either culture are unable to understand culturally governed contrasts in communication practices, including language, ethnicities, and meditation processing.  Ethnocentrism is the belief that one's own society or ethnic group is by some means essentially superior to others.  Ethnocentrism is deceptive precisely because members of any culture perceive their own behavior as logical, since that behavior works for them, which some argue is self-deceptive, hypocritical, and/or arrogant.  Supplementary, self-deception involves allowing you to believe something about yourself that is not true, because the truth is more unpleasant.  One of the manifestations of self-deception is arrogance.  The prophet Obadiah (1:3) identifies arrogance as one of the roots of self-deception.  Are Americans then indulging in hypocrisy via self-deception when negotiating with Chinese?  Do American executives express judgmental bias in terms of arrogance in their view of the China government, communism, and human rights when negotiating?  Further, do Chinese negotiators then view American egotism manipulating negotiation strategy to include a “hard sell” and/or “bluffing” as acceptable and consequently unethical forms of deception? 

Reciprocity – a Form of Deception?  
In China Guanxi is a Confucian rooted legacy covers centuries and is principally a set of morally correct courses of action, bonding two persons through the custom of reciprocity, which is, exchanging favors rather than an attitude.  Friendship is not required however, it is preferred.  The connections formed through the performance of reciprocal understandings tend to be seen as perpetual and implies a continued exchange of favors.  Guanxi is not automatically equally reciprocal (Dunning & Kim, 2007).  The Chinese have evolved Guanxi into a judiciously gauged discipline. 
The qualms by American executives regarding Guanxi tend to view reciprocity with negative connotations.  American tends to view international negotiations in terms of exchange theory, motivated by the prospect of mutual gain, or equal in nature.  Reciprocity refers to exchanges, which are mutual and perceived by the parties as fair.  Further, timing of repayment and of obligation is an important dimension of exchange that varies by issue area and relationship.  In progressive exchange, the negotiators that moves first risks being exploited and must therefore trust the other.  Norms and customary expectations determine what is considered fair when there is no standardized measure of value, which appears more prominent in Chinese culture versus American expectations.  In other words, Americans think of reciprocity more in terms of concessions that are matched.  
If then, these differences of perception of reciprocity are not equalized, Americans then incline to view favors given as potential corruption, or deception regarding what is given and taken in the negotiation process.  Americans formalize meetings with questions, answers, hurdles, agreement, timing, and equal responsibility to perform as per the negotiation, what might be called a contractual approach.  In a more informal approach, open reciprocity issues can be perceived as a form of unethical elements of the negotiation, or a form of deception.  
Discussion
This study ascertains that China will continue to be a progressively evolving economy and opportunity for American businesses that includes not only new strategic alliances and a new marketplace, but also a plentiful source for mutual intellectual and cultural knowledge to expand and enrich current and future business theory and practices.  China strategic knowledge, which derives from enduring Chinese communal philosophies, in various cultural elements, but focusing on ethical elements of deception and hypocrisy runs counter to the American transactional and existential fundamentals that characterize contemporary American cross-cultural business custom.  Specific future research should include the factors of the use of deception, and the potential resultant hypocrisy in strategies, based on ethical perceptions and extents of application of military strategy to business strategy.  Future research should also include the evolution of increased understanding by both American and Chinese negotiators, that is, to continue to evaluate history and current trends in negotiation strategies and tactics.  This study suggests the need for future phenomenological research into the cultural elements of hypocrisy, and honesty in cross-cultural negotiations between Americans and their Chinese counterparts, with a particular focus on perceptions of adapting military tactics to business tactics.  Imminent enquiry for added knowledge must incorporate elements of Guanxi, Sun Tzu, language, and the levels of each as to the influence they have on adoption and use of deception and hypocrisy in Chinese/American negotiation strategies. 
This study suggest a proposed qualitative phenomenological hermeneutics approach, utilizing purposeful sampling, which will explore the lived experiences of Chinese and American international business negotiators focusing on the cultural and social elements that may influence their perceptions of deception and hypocrisy.  Examples of overall research questions as follows:
· What are the perceived differences of hypocrisy and deception in cross-cultural negotiations relative to strategy, with a focus on Chinese “styles” when compared to American “styles”?

· Do cultural negotiators present a moral inconsistency without essentially feeling like hypocrites or perceived by others as bad faith participants?  
· What conflicts exist between Confucian and Sun Tzu negotiation strategies, addressing the acceptable levels of deception and hypocrisy in military for commercial relationships
· How does intentional and/or unintentional behavior generate hypocrisy and/or deception, and if it takes place, is it then always immoral? 

·  What perceptions exist of the elements of ethnocentricity and arrogance of each culture
· Are hypocrisy and/or deception therefore present in cross-cultural negotiations, and is it then inevitable?
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Appendix A: 36 Stratagems

Table 2 36 Stratagems of Ancient China
	

	#
	Stratagem *

	Explanation **

	Advantageous (Winning) Strategies (胜战计)
	The "Advantageous Strategies" are used in situations when time and resources are to one's advantage, when there is no need to rush, and detailed planning can be carried out.  The six strategies in this category include the following:

	1
	"Deceiving the heavens to cross the sea"
(瞒天过海 or "Man Tian Guo Hai")
	You can mask your real goals, by using the ruse of a fake goal that everyone takes for granted, until the real goal is achieved

	2
	"Besieging Wei to save Zhao"
(围魏救赵 or "Wei Wei Jiu Zhao")
	When the enemy is too strong to be attacked directly, then attack something he holds dear

	3
	"Killing with a borrowed knife"
(借刀杀人 or "Jie Dao Sha Ren")
	Attack using the strength of another

	4
	"Conserving energy while the enemy tires himself out" 

(以逸待劳 or "Yi Yi Dai Lao")
	It is an advantage to choose the time and place for battle

	5
	"Looting a house on fire"
(趁火打劫 or "Chen Huo Da Jie")
	When a country is beset by internal conflicts it will be unable to deal with an outside threat

	6
	"Making a feint to the east but hitting out in the west" (声东击西 or "Sheng Dong Ji Xi") 
	In any battle the element of surprise can provide an overwhelming advantage

	Opportunistic Strategies (敌战计)
(Enemy Dealing Strategies)
	The "Opportunistic Strategies" thrive on situations where vulnerabilities can be exploited.  The idea is to capitalize on all opportunities to gain the advantage.  The strategies include:

	7
	"Creating something out of nothing"
(无中生有 or "Wu Zhong Sheng You")
	A plain lie.  Make somebody believe there was something when there is in fact nothing

	8
	"Creating something out of nothing"
(无中生有 or "Wu Zhong Sheng You")
	Deceive the enemy with an obvious approach that will take a very long time, while surprising him by taking a shortcut and sneak up to him

	9
	"Observing the fire from the other side of the river" (隔岸观火 or "Ge An Guan Huo")
	Delays entering the field of battle until all the other players have become exhausted fighting amongst themselves.  Then go in at full strength and pick up the pieces

	10
	"A dagger sheathed in a smile"
(笑里藏刀 or "Xiao Li Cang Dao")
	Charm and ingratiate yourself to your enemy.  When you have gained his trust, move against him in secret

	11
	"The plum dies in place of the peach"
(李代桃僵 or "Li Dai Tao Jiang")
	There are circumstances in which you must sacrifice short-term objectives in order to gain the long-term goal

	12
	"Stealing a goat along the way"

(顺手牵羊 or "Shun Shou Qian Yang")
	While carrying out your plans be flexible enough to take advantage of any opportunity that presents itself, however small

	Offensive Strategies (攻战计)
(Attacking Stratagems)
	Like the Advantageous Strategies, the "Offensive Strategies" are used in situations when time and resources are not constraining factors.  However, these strategies seek to gain victory through direct attack.  The six strategies include:

	13
	"Hitting the grass to startle the snake"

(打草惊蛇 or "Da Cao Jing She")
	Do something spectacular ("hitting the grass") to provoke a response of the enemy ("startle the snake"), thereby giving away his plans or position


	14
	"Borrowing a corpse to resurrect a soul"

(借尸还魂 or "Jie Shi Huan Hun")
	Take an institution, a technology, a method, or even an ideology that has been forgotten or discarded and appropriate it for your own purpose

	15
	"Luring a tiger from its lair in the mountain"

(调虎离山 or "Diao Hu Li Shan")
	Never directly attack an opponent whose advantage is derived from its position.  Instead, lure him away thus separating him from his source of strength.

	16
	"Releasing the enemy to recapture him later"
(欲擒故纵 or "Yu Qin Gu Zong")
	Cornered prey will often mount a final desperate attack.  To prevent this you let the enemy believe he still has a chance for freedom.

	17
	 "Tossing out a brick to get a jade"

(抛砖引玉 or "Pao Zhuan Yin Yu")
	Bait someone by making him believe he gains something or make him react ("toss out a brick") and obtain something valuable from him in return ("get a jade gem")

	18
	"Disband the bandits by arresting their leader"

(擒贼擒王 or "Qin Zei Qin Wang")
	If the enemy's army is strong but is allied to the commander only by money, superstition or threats, then take aim at the leader

	Confusion Strategies (混战计)
(Chaos Stratagems)
	The "Confusion Strategies" aim to confuse a pursuing enemy to throw him off his guard.  In this way, valuable time can be gained in making one's escape.  These strategies include:

	19
	"Pulling out the firewood from beneath the cauldron" (斧底抽薪 or "Fu Di Chou Xin")
	If something must be destroyed, destroy the source

	20
	"Catching a fish in troubled waters"

(混水摸鱼 or "Hun Shui Mo Yu")
	Create confusion and use this confusion to further your own goals

	21
	"Making an unnoticed escape like a golden cicada shedding its skin"

(金蝉脱壳 or "Jin Chan Tuo Ke")
	A stratagem mainly used to escape from an enemy of superior force.  Mask yourself

	22
	"Shutting the doors to catch the thief"

(关门捉贼 or "Guan Men Zhuo Zei")
	To capture the enemy, plan prudently.  Before you "move in for the kill", first cut off your enemy's escape routes

	23
	"Befriend the far and attack the near"

(远交近攻 or "Yuan Jiao Jin Gong")
	It is known that nations that border each other become enemies while nations separated by distance and obstacles make better allies.

	24
	"Borrow a passage to attack Guo"

(假途伐虢 or "Jia Tu Fa Guo")
	Borrow the resources of an ally to attack a common enemy.  Once the enemy is defeated, use those resources to turn on the ally that lent you them in the first place

	Deception Strategies (并战计)
(Proximate Stratagems)
	Deception is commonly used in war to create advantages for oneself, and to handicap the enemy.  Such strategies are designed to mislead the enemy.  They include the following:

	25
	"Replace superior beams and pillars with inferior ones" (偷梁换柱 or "Tou Liang Huan Zhu")
	Disrupt the enemy's formations, interfere with their methods of operations, change the rules in which they are used to following, go contrary to their standard training

	26
	"Pointing at the mulberry but scolding the locust tree" (指桑骂槐 or "Zhi Sang Ma Huai")
	To discipline, control, or warn others whose status or position excludes them from direct confrontation; use analogy and innuendo

	27
	"Pretending to be insane but remaining smart" (假痴不颠 or "Jia Chi Bu Dian")
	Hide behind the mask of a fool, a drunk, or a madman to create confusion about your intentions and motivations.  Lure your opponent into underestimating your ability

	28
	"Remove the ladder after the enemy ascends to the roof" (上屋抽梯 or "Shang Wu Chou Ti")
	With baits and deceptions, lure your enemy into treacherous terrain.  Then cut off his lines of communication and avenue of escape

	29
	"Deck the tree with flowers"

(树上开花 or "Shu Shang Kai Hua")
	Tying silk blossoms on a dead tree gives the illusion that the tree is healthy.  Through the use of artifice and disguise, make something of no value appear valuable

	30
	"The guest takes over as host"

(反客为主 or "Fan Ke Wei Zhu")
	Usurp leadership in a situation where you are normally subordinate.

	Desperate Strategies (败战计)
	In a desperate situation, one may have to resort to unconventional and unorthodox methods and means.  As such, some of these strategies can be quite dramatic and "tragic".  However, when used appropriately, such strategies can be very effective.  These include:

	31
	"Beauty Scheme"

(美人计 or "Mei Ren Ji")
	Usurp leadership in a situation where you are normally subordinate

	32
	"Empty City Scheme"

(空城计 or "Kong Cheng Ji")
	When the enemy is superior and you expect to be overrun, then drop all pretense of military preparedness and act calmly so they will think you are setting an ambush

	33
	"Double Agent Ploy"

(反间计 or "Fan Jian Ji")
	Undermine your enemy's ability to fight by secretly causing discord between him and his friends, allies, advisors, family, commanders, soldiers, and population

	34
	"Self-injury scheme"

(苦肉计 or "Ku Rou Ji")
	The enemy is lulled into relaxing

	35
	"A series of interconnected ploys"

(连环计 or "Lian Huan Ji")
	In important matters, one should use several stratagems applied simultaneously after another as in a chain of stratagems

	36
	"Escape - the best scheme"

(走为上 or "Zou Wei Shang")
	If it becomes obvious that your current course of action will lead to defeat, then retreat and regroup.  When your side is losing, there are only three choices remaining: surrender, compromise, or escape.  Surrender is complete defeat, compromise is half defeat, but escape is not defeat.  As long as you are not defeated, you still have a chance.


Note: * Thirty-six Strategies is a summary of some of the war strategies used by the ancient Chinese warriors, the name Thirty-six Strategies may have come from Yi Jing's (or I-Ching) (易经) Yin Yang Theory (阴阳学说) which uses the Tai Yin number of 66 (太阴六六之数) to mean many tricks .  The main statement, which sums up the Thirty-six Strategies writes: Quote Six multiplied by six is 36.  The word calculation (数) conceals another word, namely strategy (术).  In the application of a strategy, careful calculation is required.  Once one is able to calculate the pattern of how situations develop, he will find the required strategy.  A strategy cannot be detached from an objective assessment of a situation.  It cannot work by subjective imagination.  (Wee Chow Hou & Lan Luh Luh, 2004).  ** Adapted from Craven, R. (2013).
Appendix B: Sun Tzu as a Business Strategy (13)

Table 3 Sun Tzu Military Strategy Application to 13 Business Strategies
	#
	Stratagem


	Application

	1
	Laying Plans
“All warfare is based on deception”
	Executives employ principles of project management, mindfulness of competences and the market environment, adjusting plans to suit resources, and track or monitor strategies against possible divergence from the original plan.  Research and apply SWOT.  

	2
	Waging War
“Let your main object be victory, not lengthy drawn-out campaigns”
	Decisive actions save and manage resources, focus on competitor’s weakness, include exit strategies when and where necessary.

	3
	Attack by Stratagem
“The skillful leader subdues the enemy’s troops without any fighting”
	Incorporate the opposition’s weaknesses, avoid fights where possible, shun emotional overreaction, reduce losses as much as possible, and consider all elements of the market and competition.  

	4
	Tactical Disposition
“One may know how to conquer without being able to do it”
	Emphasis on defense, exploiting new opportunities, efficient, and calculation, balances of victory and defeat opportunities in long-term.

	5
	Energy
“The quality of decision is like the well-timed swoop of a falcon which enables it to strike and destroy its victim”
	Direct, indirect, combinations of maneuvers, deceive appearances, sacrifice short term, momentum and sustainability.  Balance of marketing mix with strategies that build long-term success and loyalty.  

	6
	Weak Points and Strong
“Do not repeat the tactics which have gained you one victory, but let your methods be regulated by the infinite variety of circumstances”
	Recognize and utilize opportunities for attack.  Strike weaknesses.  Invisible, moving target, maximize resources, and utilize core competencies and competitive advantages.  All with proper timing.  The right product/services, at the right time, at the right price, at the right place.  

	7
	Maneuvering
“The difficulty of tactical maneuvering consists in turning the devious into the direct, and misfortune into gain”
	Disciplined devious long and circuitous route, drawing the enemy out.  Strong alliances utilizing good local knowledge.  Surprise the competition by way of newness, creativity, innovation, and technology.  

	8
	Variation in Tactics
“In the midst of difficulties we are always ready to seize an advantage, we may extricate ourselves from misfortune”
	Strategic alliance focusing on advantages, variation of tactics, configuration of the competition.  Avoiding recklessness, weakness, hasty temper, unnecessary battles, worry, and indecision.  

	9
	The Army on the March
“When envoys are sent with compliments in their mouths, it is a sign that the enemy wishes for a truce’
	Read all the “signs” correctly.  Understand the environment, apply history, and watch for deception efforts by opponent.  Research all elements of the market, including competition, and economic elements and implications.  

	10
	Terrain
“The power of estimating the adversary, of controlling the forces of victory, and of shrewdly calculating difficulties, dangers and distances, constitutes the test of a great general”
	Protect your resources; insure you are pay proper attention to the competition and clearly understand their strategies.  A willingness, to adjust your own strategies based on internal and external forces.  Emphasize and exercise strong leadership and decision-making processes.  Never lose sight of the vision, the long term.  

	11
	The Nine Situations
“Strike at its head, and you will be attacked by its tail; strike at its tail, and you will be attacked by its head; strike at its middle, and you will be attacked by head and tail both”
	1) On Home ground: do not waste too many resources campaigning here.

2) On Entering New territory; keep pushing aggressively early in the campaign as long as nothing gets in the way, and as long as you have a clear easy exit strategy.  You are not too heavily invested at this stage and can turn back if need be.

3) Contentious ground or strategically essential territory; Do not be the first to move without smoking out your competitors’ intentions first and understanding their strategy too.  Hide your true interests and distract the competition where possible from discovering them.

4) Open ground or easily accessible territory - do not get in the way of other competitors assuming their activity is of no strategic relevance to your mission.

5) Ground of intersecting highways, where there is activity from more than one interested party or contender – form alliances with others.

6) Serious ground; where much effort was required to secure this territory and you are in a precarious position.  It may be hard to exit and hard to move forward – A “Winning Hearts and Minds” policy is required here.  Do not antagonize any stakeholders and do your best to sustain all of your business relationships at their optimum levels.

7) Difficult ground or difficult conditions in which to operate – keep going and do not stop until you are in a safer position.  In Business terms, I interpret this as consolidating resources, being cost conscious and keeping your productivity high, maintaining and pushing for higher targets.

8) Hemmed-in ground; where it is difficult to extricate oneself from this situation – resort to deception, intrigue, and stratagem.

9) Desperate ground; where there is no exit possible – once there you have to stick it out and give it everything you’ve got, it’s all about survival (Bul-Godley, 2013).  

	12
	The Attack by Fire
“Unhappy is the fate of one who tries to win his battles and succeed in his attacks without cultivating the spirit of enterprise; for the result is waste of time and general stagnation”
	Utilize resources to attack all elements of the competition, including personnel, financial investments, demographic markets, marketing, operations, and any other stakeholders exposed.

	13
	The Use of Spies
“Spies are a most important element in water, because on them depends an army’s ability to move”
	Obtaining information by way of all networks available on competitions strategy, resources, and personnel.  


Note: Adapted from the translation of Sun Tzu’s The Art of War by Lionel Giles (1910), assembled in The Art of War (2009); and from (Bul-Godley, 2013). 
Appendix C: Tai Chi Negotiations Stratagems (8)
Table 4 Tai Chi Negotiation Stratagems based on Tao De Ching (8)

	#
	Stratagem


	Explanation

	1
	Negotiating and Having Integrity
	Negotiating the Tao way means the negotiator perceives purity and acknowledges integrity when it appears.  He embraces simplicity.  He diminishes his self-interests and desires (Lao-tzu, verse 19).  “If you close your mind in judgments and traffic with desires, your heart will be troubled” (Lao-tzu, verse 52).

	2
	Embracing the Tao Way and Being Caring
	The tai chi negotiator is caring and compassionate, with the capacity to guide the world and direct its future (Lao-tzu, verse13) and associated with Confucian leadership.  “Gold in the heart is better than gold in one’s pursed” Chinese proverb.

	3
	Practicing the Tao and “Prosper Thy Neighbors” 
	Very much influenced by Taoism, the strategic negotiator should uphold the idea of non-contention.  Lao-tzu pointed out that violence and conflict, no matter how tightly controlled, and could not help but cause negative side effects or much harm.  Tao ideal is to solve problems through peaceful means.

	4
	Being the Tao Negotiator and Acting Long Term
	The wise tai chi negotiator avoids negotiation deadlocks.  He embraces long-term thinking.  Long-term thinking is also strategic, and haste and impatience are avoided.  One sees the forest and the entire landscape instead of just the particular trees.  For long-termism and wisdom to prevail, there is a definite need for pauses, meditation breaks, or silences.  Such is the nature of things so that one can think forward and plan.

	5
	Being Spontaneous and Going with the Flow
	Tai chi is also about spontaneity, being natural and going with the flow.  Simply put, why use or apply complex strategies when at times the issues are fundamentally straightforward?  At times, the most natural way to get what you want, and it even becomes the quickest way to get it, is to ask for it.

	6
	Being Patient and Taking Gradual or Incremental Steps
	Each step and almost all steps taken would be strengthening one’s position against the other party.  Tai chi is a system of harmonious and gradual build-up of one’s successful negotiation.

	7
	Learning and Being Creative
	The tai chi negotiator learns.  Learning and creative thinking can be applied when we used Lao-tzu’s dialectic pairs of yin and yang.  “Being and Non-Being produces each other” (Low 2005a, p. 12).

When there are yin and yang interactions, Tao is at work.

	8
	Having Correct Breathing and Being a Healthy and Positive Negotiator
	Like the tai chi proponent, the tai chi negotiator should adopt correct breathing, which plays an important role in managing stress and living healthily.  Deep breathing is done and this has a calming effect on the nervous system.


Note: The Tao De Ching way is not static but dynamic.  The greater the interaction between the two forces, yang and yin, the greater the size of tai chi (the Great Ultimate); it expands.  Tao is expansive and if applied to negotiation, it is to be collaborative.  Chinese negotiators want to have business sustainability and growth or longevity.  Most Chinese aim for long-term business survival as well as partnerships in business.  They are in it for the long haul, and not for short-term gains.  Most of them would like very much for their businesses are long term, and in fact survive long enough to be passed from one generation to the next (adapted from Kim Cheng Low, Patrick, 2010, p. 97).

