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Chapter 1 .
—<wa¥ General Introduction

Focuses
e What is communication?
e What is cross-cultural communication?
¢ What may effect cross-cultural communication?

e Skills for communication designing and practicing

Tune in.

Before starting the course, you have to finish the following tasks on your own—without
consultation of your partners.
1. If you are going to deliver a presentation at a seminar, how would you start?
A. I am nervous as I know well that my presentation is not perfect, and I do hope
you could give me advice.
B. I am here with sincere expectation for your criticism.
C. I am glad to be here to share my experience with you.
D. I am sure, as I am not prepared well, that there will be a lot of room for
improvement.
2. A visitor stops you in the corridor of your head-office probably to ask for the way.
What is your most likely reply to the visitor’s “Excuse me” 7
A. What's the matter? B. Yes? C. That's all right. D. Don't worry.
3. Sarah, one of your colleagues from the USA, is paying a visit to your home. How
would you introduce her to your five-year old daughter?
A. This ts Aunty Sarah. B. This is Miss Sarah.
C. This is an aunty from the USA. D. This is Sarah.
4. Your American partner says to you, “Your English is quite good.” You are likely to

»”

response with; “

A. No, no, my English is very poor
B. No, not at all

>
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C. Thank you. It's very kind of you to say so
D. Thank you, but I'm still very poor at it
As a matter of fact, these questions are not aimed to see how well you can speak
English but designed to see how well you can communicate in an international sicuation,

or with people from a culture totally different from Chinese culture.

Py
[gp@qg] References :

The proper responds to the above questions should be; 1. A 2.B 3.D 4.D

Comparing your responds with your native people, you can draw a conclusion: in
different language, the reply is different.

Why? You may say: because of different interaction customs.

How can the customs be different? If you say: “because of different cultures”, you
are very smart.

With the integration of business and the development of information technology, the
world is really a small one to today's business professionals, who have to face with the
pressing trend to deal with cross-cultural communication otherwise there is confliction.
Confliction costs a lot.

With this course — international business cross-cultural communication, we are
going to find out the major differences among cultures and learn the skills for cross-
cultural communication in international business field.

Case A ;

Sally is a student from South Africa. She is learning Chinese in Nanjing now. She
sent an e-mail to her tutor, which read.
Dear tutor,
I have been trying to sharpen my Chinese by reading the signs on shopping or other
routine jobs as that can make the learning very pleasant and easy. I have found
something very interesting that is the way people put the word of Communication.
More investment will be made in tele-communication industry (X E {57\ H 178 A
HIRFE) .
I opened an account last Friday at the China Bank of Communication ( 3HHTT) .
Next year Dll take the course of public communication ( ZNFE1EHE) .
There should be more efficient channels for the communicalion ( /5 ) between the
government and residences.
I wonder if there are still other ways for translating the word of communication into
Chinese.

>
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Would you tell me what “communication” really means in Chinese?
Sally

Questions ;
1. Don’t you think Sally’s question is interesting?
2. If you were her tutor, what would you do with Sally’s question?

Discussion .

Maybe this task is a bit tough, but don't worry. As a matter of fact, you are just
starting to take the term—communication—into careful consideration and it takes some
time before getting used to doing such jobs in a professional way in the field.

Try to put the word of COMMUNICATION into Chinese and you may find there are
more than one Chinese equivalent for that.

Wid, 1558, 158, 30, 308, &b, @fE, @il
and that are all correct .

Take another look at the Chinese terms for communication, you can find something
similar they are sharing. What is it?

Yes, the similarity all the Chinese translations for the term of communication are
sharing is that they all carry a meaning of exchange information ( or message) by means
of medium.

Case B.

Jim is a media buyer—the person whose job is to buy time or page from media to
present his clients’ advertisements. The other day, Jim was trying to find a proper
medium for an advertisement of a beer product.

Which of the media would be of choice?

A. A kids’ magazine. B. A local evening newspaper. C. A medical journal.

It is most likely that Jim will choose B.

If you are not sure then look at the following examples and try to judge which can
be sorted as communication (Y) and which can not (N). This task can help you to find
out the similarities of all the above translations for the term of communication.

( ) 1. You send an e-mail to one of your net-friends.

( ) 2. You are declining an invitation from one of your suppliers on the phone. You
make a phone talk in French.

)} 3. You said to yourself, “Yes, I must get it done. ”

) 4. The police got the sign of “P” put up at the street corner.

) 5. A car driver blew the horn to the other one he has just overtaken.

) 6. A housewife is using a detergent (&%) in the kitchen.

) 7. In a commercial (B %] 45), a housewife is using a detergent in the

>
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kitchen.
( ) 8. On a construction site, some workers are working with a driller and that
causes a great noise.
The correct answer to the task is:
(Y) group: 1, 2,4, 5, 7; (N) group: 3, 6, 8.

Take a look into the (Y) group. Then we may be able to find out the essential
elements of communication by answering the following questions:
1. Who are involved?
Why are they communicating?
How can each contact the other side?
How can the message be made understood?

Where is the message sent?

S oA W

When is the message sent?

Question .
Can you tell why B is a proper option now?

Discussion ;
From the 8 statements, you can find out, from the Y group, the essential elements of
communication
1. There should be at least two parts;
2. There should be information-to-exchange, or a message;
3. There should be a contact between the two parts ( Internet in Example 1, phone in
Example 2, the air that carries the sound of horn in Example 5, TV in Example 7) ;
4. There should be a language (human language or artificial one) that both sides can
share;
5. There should be a place for the communication to take place;
6. There should be a time for the communication to take place.

Now you can try to make analyses, based on the six essential elements theory, on Jim’s
choice.

Firstly, the advertisement is to provide message of beer while kids are prohibited to
take any drinks with alcohol, and doctors would not encourage people to take drinks
with alcohol (in public at least). Those who read the local evening newspapers are from
any walks of life and beer is a popular drink for ordinary adults. So the readers of the
local evening newspapers are taken as the targeted customers or are thought to be the
part who takes the message of beer.

Secondly, an evening newspaper is read in the late afternoon by people on their way

>
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home after work or at dinner table, when the advertisement can work very well as
people usually would like to have some beer at dinner or after dinner and they would go
to the bar or get some from stores as soon as they feel they have a want for it. On the
other hand, unlike in the moming when they have to rush to the office, they have time
to do so now. So the local evening newspaper is thought to be a better contact than the
other two ones to the targeted part.

Case C.

A Chinese scholar went to the USA for a cooperation program. On the first
weekend , she was invited to one of her team workers’ house. She entered the house and
received a warm welcome of the whole family. To show friendliness as a response, the
Chinese scholar went to the host’s four-year old daughter and patted the girl's face with a
complement, “ How pretty you are!”

The host took the scholar to another room and said with a serious look: I
understand what you did with my daughter meant no harm but it was harmful for her. 1
hope you could apologize to her for what you said and what you did.

The scholar was astonished and, of course, annoyed. She asked the host for the
reason of requiring of an apology. These are the reasons the host gave.

First, you said she was pretty but her features are only a genetic gift from her father
and me. She should not be proud of something she didn’t paid for. Your complement is
likely to make her believe that she could get praise for something without painstaking.
Then she might not be hardworking.

Then you touched her face and she may think anyone can touch her physically. She
is exposed to the danger of being abused.

The scholar thought over the reasons and agreed to apologize to the girl.

Question .
Why was the scholar astonished and annoyed first?

Discussion :

In Chinese culture, it is customary to please a parent by making complement on his
kids, for girl praise of appearance or features, for boy praise of smartness. The patting
or teasing of an adult to a youngest is usually taken as a sign of caring or friendliness.

While in Western culture, neither is approved especially the latter, which is even a
taboo.

Without knowing the difference in different cultures, the scholar may have thought
that her friendliness was wrongly taken so she was astonished and annoyed before she
knew the reason.

When we are communicating with people from different background, we are making

>«
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cross-cultural communication.

As culture is one’s living background and also defined as a group of people’s
behavior codes, if we are not careful, misunderstanding or confliction is likely to be
caused, as in case C.

So what may effect cross-cultural communication?

Read the passage and draw your own conclusion.

What May Effect Cross-cultural Communication?

Communication among people from different cultures is cross-cultural ( or inter-
cultural) communication. This is not rare for today’s business people. When doing
cross-cultural communication, one should keep in mind that some basic elements that
effect cross-cultural communication .

1. The ways of observing ( WK YW H )

A few years ago, a book was well sold in the USA. The author of the book listed a
lot of alterative treatments or therapies, among which is herbal teas taking (Z47%) that
she collected from her Mexican friends and Chinese friends. She named these as
unconventional therapy. But for the Mexican people and Chinese people, these teas
were (and still are) really of conventional therapy, while for most Americans they might
be totally new so they were regarded unconventional. Conventional or unconventional, it
just depends on in what way you look at them or observe them.

2. Verbal language

Different culture is often backed by a different language or a dialect. If one is going
to adapted to a new culture, he/she must first learn the language of the culture he / she
is intended to dive into.

3. Non-verbal language
Look at the picture (1-1), people from different cuitures may have different

interpretation.

( Picture 1-1) ( Picture 1-2)

An American may take this gesture for “I'm full and can’t eat any more” ; while a
Chinese may take this as a suicide making. For Chinese people, the picture 1-2 means

“I'm full”. Could you show the gesture of suicide in an American way or a Japanese way?

>«
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Can you list some more examples? What a symbol is it for Chinese people? And
what for the people from Europe?

Section 2

In this section, you are expected to practice skills for cross-cultural
communication. Before doing the task, try to review how a professional will solve the
problem.

Normally, a professional will do in this way

Step 1. Identify the problem—try to work out what the task is, why to do it, what a
result is expected after it is done.

For example, if you are asked to make a birthday card, you shouid know for whom
it is designed, when it should be completed and sent cut, what a card would be
appreciated by the receiver.

Sept 2. Get a full picture of the problem— try to analyze the present situation about
the problem.

For example, you should find out the receiver's age, likes and dislikes, how the
card should be delivered to the receiver, how much the budget is for the card making
and delivering.

Step 3. On this stage, you try to make a SWOT analysis on yourself as to see what
strength, weakness on you to do the job, and what opportunity and threat for you in
doing that.

Step 4: You can draw a worksheet for fulfilling the task. To be efficient, a chart can
be used to help planning, as you can arrange time by splitting the task into several
pieces, and then you can evaluate on your own. By doing so, you are able o coutrol
your work by timely evaluation, or be self-managing.

Step 5: Check your timetable during your work. See how it is going on and if you
find something not going on well, you can stitch up in time.

Step 6 : Make conclusion for the job completed. You can tell whether it is well-done
by checking with the information you get on step 1. The job may not be as perfect as it
was expected, but you know you have tried and you have leamt during the work. And
that is the significance of practice.

You'll see no matter on which step, you have to collect information, process
information and then make use of it. The way you collect information is communication
and most likely cross-communication as you are sure to collect information from people
in different background.

Practice
Try to make a survey on people’s favor ( for example on Saint Valentines ( Feb. 14)
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and the Lantern Festival (7t 77) or what ever). The polled ( 5%} A) should total at
least 10, among which no more than 30% can be your teachers or schoolmates, or your
family people. That means 70% of the polled should be in different background with
yours, Try to make the survey with people you don’t know. And get a chart designed
before you go, then you may find not everyone is ready to answer your questions when
you make conclusion, but there are certainly some people are more cooperative than the
others. With the information recorded on the chart, you can tell what kind of people
would be communicative for you.

As this may be the first time for you to apply the six-step approach in practice, some
helps may be of necessity for you to get used to that. So we get it restructured in this
way and some have been filled out for you.

Step 1
Identifying the Task

Item Description Source (how do you know)

What is set to do?

What is to achieve (final)

Why is it designed ( purpose)

Step 2
Analyzing the Situation
FI‘O fulfill the task Description Source
3 persons college people in college
7 persons non-college people and not known at all out-college (not known)
A conclusion for survey ( processed data, summing up) | on the survey
) ] . on the 6 basic components for
A conclusion on practice performance in survey L
communication
Step 3
SWOT Analysis
Strength
Weakness
Opportunity
Threat
Description

(Note: listing device (such as number with 1, 2, 3) is very helpful as that make your analysis more

>«

specific. )



