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Chapter 1

Focuses:
® What is communication? !
® What is cross-cultural communication?
® What does cross-cultural communication mean to business people? |

Starbucks’ Coffee

Drinking coffee is the
Ist step to be a qualified
bourgeois

I IMany Starbucks blossomed
in Beijing for this specific
purpose.

But I do know many ppl still failed to
find the sugar jar after several visits.

don’t know how
many ppl turns
into bourgeois for
drinking the black]
~ fluid there.
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Cross-Cultural Communication in Business World

Before starting the course, would you finish the following tasks on your own—without

consultation of your partners?

1.

If you are a tourist guide, what are you expected to say when you are showing the
foreign visitors to another site?
A. This way, please. B. Come here, please.

C. Follow me, please. D. Move on.

. 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”?
A. What's the matter? B. Yes?

C. That’s all right. D. Don’t worry.

- At a fair, a visitor, accidentally having knocked down your poster, says, ‘I'm

terribly sorry.” What should you reply?
A. It doesn’t matter. B. Never mind.
C. Don’t worry. D. That’s all right.

- 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.

C. Thank you. It’s very kind of you to say so.
D. Thank you, but I'm still very poor at it.

. If you want to get to know some other guests at a company's annual party, you

3 ””

should say,
A. Hi, 'mx x x . B. Hi, I'd like to meet you.
C. Hi, may [ know your name, please? D. Hi, may I introduce myself to you?

As a matter of fact, these questions are not aimed to see how good your English is

but designed to see how well you can communicate in English, or with people from a cul-

ture totally different from Chinese culture.

Suppose the above five questions are in Chinese, then your reply may be quite dif-
ferent. Try to do that and compare your responses with the English ones.

For the question 1), you may say: FIRIE. (Follow me, please.)



For the question 2) , you may say: A fI4 %57 (What's the matter?)

For the question 3), you may say: ¥R FR, (It doesn’t matter. )

For the question 4) ,you may say: B BELBFH /R1F 2T . (No, no, my English is
very poor. )

For the question 5), you may say: R%F, 37 Bt 7 (Hi, may I know your

name, please?)

@

The proper responses to the above questions should be:1.A 2.B 3.D 4.C 5.A

Comparing your responses in Chinese and English, 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 professicnals, 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 leam the skills for cross-cultur-

al communication in international business field.

Section 1 What ls Communication Like?

— What is communication?
— Whai are the essential elements of communication?
— Whai is the model of communication?

Sally is a student from South Africa. She is leaming Chinese in Nanjing now. She

7 e BT HEREEAD
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Cross-Cultural Communication in Business World

sent an e-mail to her tutor, which read:

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

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

Wil el i Rl kR EE ER
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?

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 the 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 homn to the other one he has just overtaken.

( ) 6. A housewife is using a detergent (¥5755]) in the kitchen.

( ) 7. In a commercial (BB )45 ), a housewife is using a detergent
in the kitchen.

( ) 8. On a construction site, some workers are working with a driller and that

causes a great noise.

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.

The correct answer to the task is:

(Y) group: 1, 2, 4,5, 7;  (N) group: 3, 6, 8.

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.

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 me-
dium for an advertisement of a beer product.

Which of the media would be of choice? Why?

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

It is most likely that Jim will choose B.
Before we help Jim to explain why, let’s go back to the eight examples and take a
look into the (Y) group. Then we may be able to find out the essential elements of com-

5 e R EAEHREMS
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Cross-Cultural Communication in Business World °6
munication by answering the following questions:

1. who are involved;

2. what for;

3. how to contact the other side;

4. how can the message be made understood;
5. where to send the message;
6

. when to send the message.

T If you finish the assignment, you can find out the essential elements of com-
munication;

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 hom 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 theo-
1y, on Jim’s choice.

Firstly, the advertisement is to provide message of beer, however, kids are prohibit-
ed 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 lo-
cal evening newspaper are taken as the target customers or are thought to be the part who
take the message of beer.

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

home after work or at dinner table, when the advertisement can work very well as people




