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Unit 1

e

Business Cultures ®

Starting up: What is culture?

AR What is culture? Find out the meaning of the following words and expressions.

cultural awareness ~ culture shock

 cultured culture event
cultural éensiti?ity . corporate culture
popular culture consumer culture

What will you miss most about China or Chinese culture when you study or work

abroad?

Cultures are becoming more and more alike. Is this a good or bad thing?

What are the important factors of culture? Give examples.



Listening: Corporate Culture

What is corporate culture? Find out some features of corporate culture,

Miss Tate is a business consultant and Peter Neil the Vice President at the World

Graphics and they are now talking Peter’s company business matters. What as-

pects have they talked about?

What kind of employees does World Graphics hire? What is very important to the

manager?

In terms of business expansion, what are the two options put forward by Miss

Tate? What do they want to minimize when they pick up a site for an overseas

branch?



Speaking: Chinese business culture

Look at the following ten tips on Chinese business culture and have a talk about

them with your partners, Then make a mini presentation about some aspects of

Chinese business culture,

Tip 1:Guanxi, or personal relationships are of vital importance when doing business in
China. Do not underestimate the importance of the relationship building process.

Tip 2: There are often close relationships between senior management of a company and
local party officials.

Tip 3:1t is important that you do not make people ‘lose face’ in front of their group. Al-
ways respect seniority and do not openly disagree with people.

Tip 4:Business cards should be formally exchanged at the beginning of meetings. Treat
the business card with great respect, as the card is the man.

Tip 5:Meetings are often long and seemingly without clear objectives, Very often the
meeting is an exercise in relationship-building and the aim of the meeting is to
move the relationship, rather than any specific business task, forward.

Tip 6:1t can take several, very long meetings before any tangible progress is made. Pa-
tience is essential if you wish to capitalize on the situation.

Tip 7:Do not be too direct. Strive for diplomacy, consensus and harmony. Remember

that this takes time to achieve.



Tip 8: It is difficult for the Chinese to say no directly. Anything other than a direct
‘yes’ could mean ‘no’. Be circumspect and reflect on seeming agreements
reached. Has an agreement actually been reached?

Tip 9:Gift giving is an everyday part of Chinese business culture. Giving and receiving
gifts helps to cement relationships. Take gifts with you when visiting and put
some thought and effort into the gift selection process. Always wrap gifts before
giving them. Gifts are rarely opened in front of the giver.

Tip 10; Entertaining is very important in the relationship building process. If entertain-

ing, do it well. If being entertained at a banquet, take your lead from your

hosts—they will enjoy taking you through the process.

Reading: Business across cultures

Think of some examples of fringe benefits in the business world. What benefits

would you like to receive {rom the company you work for?

What are the advantages for a company of offering fringe benefits to their employ-

ees?

Are bonuses always good? Should they be cancelled in the business circle?

Now read the following news article and then find out what damages can be gener-

ated from bonuses.

How damaging is our bonus culture?

By Peter Day

Bonuses were supposed to reward exceptional performance, but as the culture has spread
4



Is it possible to call time on the bonus culture?

from the City through big business to the public sector, how much damage do they cause?

(1) It seems obviously most "fair" to a lot of people if everyone shares equally in the
world’s wealth. It is the sort of idea that animated those forerunners of the Occupy
movement, the Diggers encamped in 1649 on St George’s Hill in Weybridge in Sur-
rey.

(2) A product of the English Revolution, they were outraged by imbalances of wealth in
a still land-based agricultural society. They sought justice by occupying and trying
to cultivate the land they had squatted on.

(3) In a modern industrial society, fairness is more complicated. Some people make
more, invent more, score more goals, give more pleasure, enable more people to be
employed than others,

(4) Isn’t it fair that their creativity, effort, leadership, hard work etc, be rewarded?

That is certainly one of the tenets of capitalism.

In the 19th century, Bethlehem Steel’s pig-iron shovellers were offered bonuses for speedier work.

(5) And it is—of course—where bonuses come in. They started off, in business any-
way, as a recognition for success in the previous year:a capon at Christmas, an ex-

tra week’s pay. A heart-warming token gesture.



(6) The first management guru, the American Frederick Winslow Taylor, was a time-
and-motion man.

(7) He used his stopwatch to clock the performance of the pig-iron shovellers at Bethle-
hem Steel Corp in Pennsylvania at the very end of the 19th century.

(8) Taylor told his company clients that production went better if the workers were mo-
tivated; bonuses for more shovelling, or more chickens eviscerated. Piece-work, in
other words.

(9) It seems fair, if not particularly generous to those people unable to work at top
speed.

(10) Meanwhile partnerships, in the law, accountancy, banks and other financial insti-
tutions, were devised around a remuneration system you might see as institution-
alised bonuses.

(11) Ratchet effect

(12) Partnership divided up the profits of the business between partners at the end of
the financial year. If there were losses, they were divided up, too. Liability was
not limited up to the 19th century.

(13) And much of this fairly benign system of reward stayed in place in Britain until the
1980s.

(14) Then several things happened. First the financial markets in the City of London
were changed out of all recognition by the great deregulation (known as Big Bang

because it happened all at once).

GE'’s Jack Welch helped spread the bonus culture across the Anglo-Saxon business world.

(15) For the first time outsiders such as the great international investment banks were
permitted to buy London Stock Exchange brokers and jobbers, and they did, lead-
ing to an orgy of wealth changing hands in the 1980s.

(16) The new employees in the City were no longer partners, they were salary men and



women,

(17) But the sharing out of partnership profits was swiftly replicated by a new distribu-
tion of bonuses to top people and the so-called "marzipan layer" underneath the
top.

(18) It was like a new form of socialism right at the heart of capitalism. The workers
shared directly in the profits generated by their labours.

(19) But the bonus world grew at ferocious speed. Bonus promises were the way people
were hired and motivated to take daily risks with other people’s money.

(20) The ratchet effect began to work its magic as comparisons were made and over-
topped by new offers. Bonuses became multiples of basic pay. Bonuses were guar-
anteed and no longer necessarily rewards for performance. Bankers could become
rich, fast.

(21) Meanwhile the cult of shareholder value was making itself felt in Britain and Amer-
ica. Tt all seems to have started with an extraordinarily influential article in the
rarefied pages of the Journal of Financial Economics in 1976.

(22) Race to the top

(23) This argued that top people’s compensation based on shares in the corporation—for
example, granting options as bonuses—was the most effective way to align the in-
terests of management with that of shareholders.

(24) It was taken up in a big way by Jack Welch, the chairman of General Electric, and

spread quickly across corporate thinking in the Anglo-Saxon business world.

Few company remuneration committees want their chief executive to earn less than competitors.

(25) Share options, stakes, pensions promises and straight bonuses rapidly became a
norm in big business. "Everybody" was doing it, so everybody had to do it.

(26) Remuneration became a talking point, a badge of achievement, a scorecard of suc-
cess.

(27) No company’s remuneration committee would want its chief executive to be any-
7



where but in the top quartile of pay. Directors sat on each other’s remuneration
comrmittees.

(28) At the same time, shareholder value was a difficult thing to measure, and certainly
to explain. While the going was good, shareholders asked few questions. Top peo-
ple were hired on iron-clad contracts that gave them huge rewards for early dis-
missal. Failure paid.

(29) The bonus world took its grip on bosses, and then on managers. Bonuses cascaded
through the middle layers of organisations. Fair enough, people said:a motivation
for good work. It became a kind of norm, not exéeptional.

(30) The people who missed out were the people on the production line, the very people
originally motivated by bonus thinking,

(31) And then the bonus culture spread into public services, perhaps influenced by the
way top managers were for the first time moving from private to public enterprise,
setting a trail of comparators on remuneration practice.

(32) Once you have created a culture which gives so much tangible reward to so many
people in power, it is difficult to limit it, control it, or reduce its influence.

(33) Whether or not it actually makes most top people work harder, or better, is not
known at this time. But bankers are certainly rewarded for taking big risks with—
as | say—other people’s money.

(34) And when they get into trouble, the other people turn out to be the taxpayers.

Voluntary restraint?

(35) We have come a long way from arguing about "fairness". It still seems fair to re-
ward good work, but only if it is demonstrably "good".

(36) And it cannot be healthy for any organisation or society when the gap between the
lowest paid and the most rewarded widens as extremely as it has done in Britain
and the USA in recent years.

(37) The Treasury is currently considering what to do about boardroom pay. But in a
{free society it is probably easier to order an inquiry than it is to come to a conclu-
sion about it.

(38) The most effective way to tackle bulging bonuses would be to usher in—some-
how—an era of voluntary restraint, inducing an aura of shame to conspicuous re-

wards.
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(39) T had naively thought this might happen as result of the credit crunch, but it has
not happened yet. But then, the crisis is also not over yet.

(40) Nine years ago I met a man called David Bussau, a man with a memorable phrase
that still nags in the mind.

(41) A religious man brought up in a New Zealand orphanage, he then prospered in
Australia by starting a group of construction companies.

(42) He became a millionaire at an early age, but remained at the beck and call of his
wealthy clients. He started thinking and decided to change his life.

(43) He and his family went off volunteering, a move which eventually saw him co-
founding what became Opportunity International, the worldwide micro-lending or-
ganization.

(44) Tt was the phrase he used to describe his wealth that struck me then, and still
does. "We had sufficient," he said, in an interview we did at the World Entrepre-
neur of the Year Awards in Monte Carlo.

(45) This concept of "sufficient" is a potent one. Not many people think like that in the

bonus world.

Business Writing: Memos

Memorandums or memos are written forms of communication distributed to people with-
in an organization, which can be used to inform, remind, persuade, confirm, and make

enquiries and requests,

Memos are used to bring attention to problems and to solve problems by informing the
reader of new information like policy changes, price increases, or by persuading the reader
to take an action, such as attend a meeting, or change a current marketing plan. Memos

are most effective for they connect the purpose of the writer with the interests and needs of
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the reader,
Parts of a Memo

Standard memos are divided into segments to organize the information and to help

achieve the sender’s purpose.

Heading Segment

Generally, the heading segment goes like this:

TO: (recipient’s name and job title)

FROM: (sender’ s name and job title)

DATE: (time when the memo is written or sent))

SUBJECT : (what the memo is about, highlighted in some way)

Make sure you address the reader by his or her correct name and job title. Be specific
and concise in your subject line. For example, "Clothes" as a subject line could mean
anything from a dress code update to a production issue. Instead use something like, "

Winter Clothes Line Promotion. '
Opening Segment

The purpose of a memo is usually found in the opening paragraph and includes: the purpose of
the memo, the context and problem, and the specific assignment or task. Before indulging the
reader with details and the context, give the reader a brief overview of what the memo will be
about. Choosing how specific your introduction will be depends on your memo plan style, The
more direct the memo plan, the more explicit the introduction should be. Including the pur-
pose of the memo will help clarify the reason the audience should read this document, The in-

treduction should be brief, and should be approximately the length of a short paragraph.
Context

The context is the event, circumstance, or background of the problem you are solving.
You may use a paragraph or a few sentences to establish the background and state the
problem. Often it is sufficient to use the opening of a sentence to completely explain the

context, such as,
10



"Through market research and analysis. .. "

Include only what your reader needs, but be sure it is clear.

Task Segment

One essential portion of a memo is the task statement where you should describe what
you are doing to help solve the problem. If the action was requested, your task may be

indicated by a sentence opening like,

"You asked that I look at..."

If you want to explain your intentions, you might say,

"To determine the best method of promoting the new winter line, T will..."

Include only as much information as is needed by the decision-makers in the context, but
be convincing that a real problem exists. Do not ramble on with insignificant details, If
you are having trouble putting the task into words, consider whether you have clarified
the situation. You may need to do more planning before you're ready to write your
memo. Make sure your purpose-statement forecast divides your subject into the most

important topics that the decision-maker needs.

Summary Segment

If your memo is longer than a page, you may want to include a separate summary seg-
ment. However, this section is not necessary for short memos and should not take up a
significant amount of space. This segment provides a brief statement of the key recom-
mendations you have reached. These will help your reader understand the key points of
the memo immediately. This segment may also include references to methods and

sources you have used in your research.

Discussion Segments

The discussion segments are the longest portions of the memo, and are the parts in
which you include all the details that support your ideas. Begin with the information
that is most important. This may mean that you will start with key findings or recom-
mendations. Start with your most general information and move to your specific or sup-

porting facts. (Be sure to use the same format when including details: strongest to wea-
11



kest. ) The discussion segments include the supporting ideas, facts, and research that
back up your argument in the memo. Include strong points and evidence to persuade the
reader to follow your recommended actions. If this section is inadequate, the memo will

not be as effective as it could be.
Closing Segment

After the reader has absorbed all of your information, you want to close with a courte-
ous ending that states what action you want your reader to take. Make sure you consid-
er how the reader will benefit from the desired actions and how you can make those ac-
tions easier. For example, you might say,

"T will be glad to discuss this recommendation with you during our Tuesday trip to the

spa and follow through on any decisions you make, "

Necessary Attachments

Make sure you document your findings or provide detailed information whenever neces-
sary. You can do this by attaching lists, graphs, tables, etc. at the end of your memo.
Be sure to refer to your attachments in your memo and add a notation about what is atta-
ched below your closing, like this;

Attached ;: Market Survey Report

Format

The format of a memo follows the general guidelines of business writing. A memo is
usually a page or two long, should be single spaced and left justified. Instead of using
indentations to show new paragraphs, skip a line between sentences. Business materials
should be concise and easy to read. Therefore it is beneficial to use headings and lists to
help the reader pinpoint certain information.

You can help your reader understand your memo better by using headings for the sum-
mary and the discussion segments that follow it. Write headings that are short but that
clarify the content of the segment. For example, instead of using "Summary" for your
heading, try "New Advertising Recommendations," which is much more specific. The
major headings you choose are the ones that should be incorporated in your purpose-

statement in the opening paragraph.
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