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ABOUT THE AUTHORS

Terri Morrison’s books have sold over 475,000 copies. She is a Speaker and Author of ten books, including "Kiss, Bow or Shake Hands®: The
Bestselling Guide to Doing Business in More Than Sixty Countries." It is one of Inc. Magazine's "7 Best Books on How to Negotiate" and has
been translated into multiple languages - from Mandarin and Russian to Spanish and Estonian.

Her new book, "Kiss, Bow or Shake Hands®: Courtrooms to Corporate Counsels" is the American Bar Association's Section on International
Law #1 Bestselling book for FY 2019! This new release focuses on Intercultural Communications and the Law, but is equally of value to
executives, travelers, and researchers. The first section covers topics such as First Impressions, Verbal and Non-Verbal Communication,
Logic and Persuasion, Deception & Diplomacy, Juries, Religious and Political Taboos, Time, MA, Silence, and Writing Systems. It also
includes over 50 Country Briefs and Tips. These concise, focused reads are helpful for professionals with minimal time, but maximum
interest in successful communications with diverse populations both domestically and internationally. A sample chapter, country profile,
and the Foreword are available here https://www.americanbar.org/products/inv/book/336101464/

Terri Morrison’s keynotes in intercultural communications, diversity, and globalization are both informative and engaging. Clients include
multinationals like AT&T, Accenture, American Airlines, BAE, Boeing, Cisco, Deloitte-Touche, IBM, Kronos, Marriott, Microsoft, NATO,
Orbitz, Pepsi-Cola, and UTC - as well as many associations and universities.

She is President of GTC, developer of Kiss Bow or Shake Hands® Digital, and the upcoming Kiss, Bow, or Shake Hands® Online Courses.

Terri has appeared on CNN, CNBC, Bloomberg, the BBC, and repeatedly on NPR. She has been quoted in the WSJ, Asia Times, Investor’s
Weekly, the Washington Post, Philadelphia Inquirer, Fast Company, National Geographic Adventure, ESPN, Fortune, and more.

TerriMorrison@getcustoms.com 610.725.1040 @KissBowAuthor on Twitter and Instagram

TERRI MORRISON



Cultures differences

McDonald’s Corporation settled a group of 
lawsuits for $10 million in 2002. 

Their French fries and hash browns was the 
cause. After 1990, McDonald’s stated that 
only pure vegetable oil was used to cook 

their fries. 

They sell it as a “vegetarian” manner.

However, the oil contained the essence of 
beef flavor, which is an anathema to Hindus 

and vegetarians worldwide. 

Nike was forced to recall thousands of pairs of Air 
Bakin, Air BBQ, Air Grill, and Air Melt shoes because 

of a decoration intended to resemble fire on the 
back of the sneakers.

Unfortunately, when viewed from right to left 
(which is the way Arabic is read), the flames 

resembled the Arabic
word for Allah. 

Muslims protested: 1) the name of Allah may not
be used on a product, and  2) Arabic tradition 

deems that the foot is unclean. Facing worldwide 
protests and boycotts, Nike implemented an 
enormous recall of the expensive sneakers.





BAD BRANDS NAMES TO USE IN BRAZIL



WHAT THESE 
SITUATIONS ABOUT?

All of these are examples of how products and brands that 
worked perfectly within one culture were a fiasco in others.

And that's what the book is about: how cultural knowledge 
brings a huge advantage in negotiation, not just in business, 

but in human relations in general.



Culture Vs. Individual

It is necessary to say that understanding culture is not always enough and 
can it can even be dangerous to use only your cultural knowledge without 

also trying to unravel the individual you are interacting with, since you may 
act incorrectly, or even prejudiced based on stereotypes.

For example: Brazilians are famous for being friendly and festive, but ever 
person has a different temperament, so it is important to understand which 

kind of person are you negotiating with and trace the better strategy. 

Consider that people always negotiate using at least one of these: faith, 
facts, and feelings.

Not always the most reasonable or obvious way will be the choose one. 



“Temer goes to the steakhouse in Brasília with 
ministers and ambassadors

The President acted amid the unfolding of the 
“Carne Fraca” (Weak meat) operation, which 
investigated a scheme for releasing licenses 
for unsupervised slaughterhouses in Brazil.”









CONCLUSIONS

Each culture has a system for dividing right from wrong, or 
good from evil.

Try always be open minded to know and understand other 
cultures, ideas, and interests. 

Your reality is just one more from infinity others.
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