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Learning Objectives

By the end of this chapter, you should be able to
© Define communication, intercultural communication and
intercultural business communication.
© Understand the basics of communication and the role of
communication in business.
© Explain the process, models and the characteristics of
communication.
© Briefly describe the development of intercultural communication
and its applications in business.
© Be aware of the importance of intercultural communication
competence and complexity involved in learning intercultural
busin ication.

‘ x Jith China’s increasing integration into the world’s economic system, we are
witnessing more and more international business dealings taking place in multi-
cultural contexts. On the one hand, thousands of multi-national companies of all sizes, including more
than 460 Fortune 500 companies, now operate in China, and many are doing well. But when they first
entered China, some of them made costly mistakes not knowing the ropes and underestimating the
complexity of operating in such a huge domestic market. On the other hand, the world community is
also witnessing the fast growing presence and increasing power of Chinese firms almost everywhere.
These Chinese firms conduct and expand their business globally by exporting their products and
services, importing the raw materials or machinery they need. What’s more, they also venture into
cross-border M & A transactions, and some of them such as Lenovo, Haier and Huawei, are beginning
to compete with leading multi-nationals. But many Chinese firms investigating in overseas markets
arrive unprepared, overpay for acquisitions, fail to do their due diligence and aren’t sure how their
new foreign holdings fit into their global strategies. The result is a recent series of nasty corporate
disasters. The litany of Chinese mistakes clearly echoes Western companies’ own in the China market.
Therefore, Intercultural Business Communication (IBC) as a subject of study as well as a research area
is emerging alongside with this huge market demand and developing with unprecedented speed.




EXHESIE (HMW)

Many experts in the field of communication theory believe that the two concepts of
“intercultural” and “cross-cultural” are basically two different concepts with the same meaning.
Still some may argue that cross-cultural communication implies comparative data and studies of
a limited number of cultures, while intercultural communication focuses more on the interaction
between people from different cultural backgrounds, implying comparative data and studies of a
large number of cultures. It is believed that this particular research concept is too restrictive and
it is more preferable to use the more acceptable concept of intercultural business communication
throughout this book, in short, IBC.

Systematically, business communication is just a single branch of communication theory.
To better understand business communication, we must first understand the basic concepts of
communication in general. As a result of the large amount of research that has been completed in the
field, it has been found that the best way to improve communication is, first, to understand exactly
what it is. Having done this first, we can then examine what is exactly happening in the intercultural

communication process and hopefully comprehend the role of communication in business.
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Human communication is as old as mankmd. At first humankind did not have languages. So,

how did humans communicate? 100, 000 years ago, people learned to exchange information through
the use of facial expressions, exclamations and noises. Cave paintings to record life were discovered
in Australian 30, 000 years ago. People started to use language to communicate 20, 000 years ago;
however they didn’t use script to communicate until 5, 000 years ago.

So now, the question that can be asked is, what was the motivation that made people start to
communicate? The answer can be found in a review of the respected work of Abraham Maslow and

his hierarchy of needs.

B 1. Needs and Purposes for Communication

Generally speaking, purposes relate to needs in that our purpose is what we intend to get done
through communication. In other words, we have needs, which communicating can help to satisfy. The
following is a described list of common purposes and needs for communicating.
—O Survival

We communicate to survive. For example, we would communicate in order to rent a flat (shelter).
If we felt ourselves in physical danger, we would also communicate with others to try to get help.
—O Co-operation

We communicate in order to work with others. It is obvious that our need to form social groups
actually comes from our need to co-operate with each other in order to survive. Organized groups of
people in any society work together to provide basic needs and also less basic needs.
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—O Personal needs

We communicate to satisfy personal needs. We have a personal need to feel secure within
ourselves. This leads to other needs — to have a good opinion of ourselves, to feel that we are
wanted and valued by other people. These personal needs are behind acts of communication such
as dressing in the right way for an occasion, having a cry on somebody’s shoulder, or giving people
presents.

—O Relationships

We communicate to be involved with other people, to form and maintain relationships. This could
be in terms of number (pairs or groups); in terms of what binds those involved (friendship or love);
and in terms of what description we may give the involvement (family or social club).

—O Persuasion

We communicate to persuade other people to think in the way that we do or to act in the way
that we do. The most obvious example of this is advertising. The advertiser intends to persuade
a certain category of people — car owners or old age pensioners, for instance — to buy a given
product or service. Communication makes the connection with these people persuasively. Besides,
we may want to persuade someone to lend us some money, or to join our drama group, or to help us
repairing our car. It is true that the word “persuasion” has a certain sense of manipulation — to get
what we want.

—O Power

We communicate to gain or exert power over other people. Mass communications are particularly
well suited to this exertion of power because they can broadcast or distribute information and opinions
to great numbers of people from a central source. The media can exert power over their audiences. It is
argued that the most important way in which they do this is in shaping people’s attitudes and beliefs.
—O Social needs

We communicate to hold our society and our organizations together. The bigger the society or
the organization is, the more communication is needed. It is the practical problems of running large
business, for example, that have led to the development of new forms and media of communication.
Data processing with computers seeks to solve the problems of handling huge amounts of information
quickly by using new means of electronic communication.

These more practical social needs are to do with what goes on outside ourselves. They are to
do with making the whole system work for us. Hospitals, schools, manufacturing organizations, and
government organizations all rely on effective means of communication in order to function.

—O Information

We communicate to give and receive information. We are exchanging information with other
people almost constantly. We may need to find out the time a bus leaves. We may be keen viewers and
readers of the news because we want to know about other people, events and places in the world. On a
small scale, we are great conversationalists because we want to find out what is going on around us.



