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Foreword

With the globalization of the world economy, it is imperative that managers, both pres-
ent and future, be sensitive to differences in intercultural business communication.
Professors Lillian H. Chaney and Jeanette S. Martin have done an admirable job in ad-
dressing a broad range of issues and skills that are crucial to effective intercultural en-
counters. In the book, the most significant issues pertaining to cross-cultural interaction
are covered: culture, intercultural (both verbal and nonverbal) communication, and cul-
tural shock. In addition, the book contains practical guidelines and information on how
1o conduct negotiations across countries and write business letters in different societies,
as well as other general do’s and don'’ts in international business. College students and
businesspeople new to the international business scene can certainly benefit from such
practical advice.

This book can also sensitize readers to the dynamics of international diversity. With
the increasing multiethnic composition of the North American labor force and the
growing participation of women in the professional and managerial ranks of organiza-
tions, it is equally important that students, the managers of the future, be attuned to the
issues associated with managing and valuing diversity within a domestic context. The
book addresses the issues of gender differences and how these impact on communica-
tion styles and patterns.

While recognizing the significant differences that can exist across cultures and
subcultures, it ts important to acknowledge the existence of individual differences
within any given society. Just as it is naive to assume that all cultures are similar, it is
equally fallacious to fall into the trap of “cultural stereotyping.” To quote Lao Tzu, the
famous Chinese philosopher who is usually considered to be the spiritual leader of
Taoism, “The one becomes the many.” Although people in a given society may share
certain common values and characteristics, there can be important differences in how
these are applied and exhibited in specific situations. In addition, these intranational
differences can be exacerbated by religious influences, exposure to Western philoso-
phies and ideas through education at universities abroad, overseas travel, and social
and business contacts with peoples from other cultures. Furthermore, it is significant to
note that cultural values and norms do evolve over time, however slowly. Some of the
cultural characteristics alluded to in this book may be changing or have changed. A
cursory review of the dramatic upheavals that have taken and are still taking place in
virtually all aspects of societal and organizational functionings in many socialist and
former socialist countries will attest to the fact that culture is not static: rather, it
evolves over time.




X foreword

Judicious application of the principles and techniques introduced in this book will
enable readers to develop a proficiency in managing diversity, both cross-nationally and
internationaily.

Rosalie L. Tung

The Ming & Stella Wong Professor
of International Business

Simon Fraser University

Canada
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Prefoce

Purpose

With the increasing number of multinational corporations and the internationalization
of the economy, intercultural business communication continues to become more im-
portant. Government leaders, educators, and businesspersons agree that international-
izing the curriculum is-important to maintaining the competitive position of the United
States in the world economy. Since all international activity involves communication,
students need a knowledge of intercultural business communication to prepare them
for upward mobility and promotion in tomorrow’s culturally diverse domestic and in-
ternational environments,

Contents

Topics selected for Intercultural Business Communication were those considered im-
portant or essential by three Delphi panels of experts: international employees of multi-
national corporations, college professors who teach intercultural communication, and
members of the Academy of International Business.* We know of no other book on in-
tercultural communication that has used research involving experts’ perceptions of the
importance of topics to be covered as a basis of content selection.

The topics include

+» The nature of intercultural communication

+ Universal systems

» Contrasting cultural values

+ Cultural shock

» Language

* Oral and nonverbal communication patterns
» Written communication patterns

Global etiquette

* Business and social customs

+ Intercultural negotiation process

+ Intercultural negotiation strategies

» Laws affecting international business and travel

*Martin. J. S. (1991). Experts’ Consensus Concerning the Content for an Intercuitural Business Communica-
tion Course. (Doctoral dissertation, The University of Memphis). Major professor, L. H. Chaney.
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Each chapter contains objectives, terms, questions and cases for discussion, and ac-

tivities. Also provided are exercises to be used for self-evaluation of material covered
and illustrations to depict various aspects of the content.

Both authors have traveled or worked in a number of countries or multi-

national corporations and, therefore, have firsthand knowledge of many of the topics
covered.

Changes to the Second Edition

Including anecdotes from neophytes and experienced travelers and from other
sources in a boxed format throughout the book to add realism to principles pre-
sented in the chapters. Boxes also contain additional related facts to validate or ex-
plain text materiais.

Deleting the chapter on Country-Specific Information and adding the chapter on
Business and Social Customs, including:

-Greeting and handshaking customs

~Verbal expressions

~Male and female relationships

—Humor in business

~Superstitions and taboos

~Dress and appearance

-Customs associated with holidays and holy days

-Office customs and practices

—Customary demeanor/behavior

-Bribery

~-Special foods and consumption taboos

Updating of all information presented in the first edition to reflect changes which
have taken place in the various countries identified, especially in economic and po-
litical situations. More recent references were used for all chapters.

Rearranging, revising, and expanding of selected chapters. For example, Cultural
Shock and Language are presented earlier in the second edition; Dress and Ap-
pearance has been expanded to reflect the current trend toward business casual at-
tire in some countries; technology was included as appropriate.

Adding cases for discussion to all chapters.

Incorporating the emerging role of women in international business into various
chapters as appropriate.

Including country-specific information in a majority of chapters.

Revising the Instructor’s Manual to include a sample syllabus and suggested videos
and references.

Preparing PowerPoint slides to make available to those adopting the textbook.

Proposed Use

Intercultural Business Communication is designed to be used as a text for a college-level
course in intercultural business communication or to augment courses in which inter-
cultural communication is a major component.
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The Nature
of Intercultural
Communication

Objectives
Upon completion of this chapter, you will:

B be able to define such terms as intercultural, international, intracultural, multicultural, and
ethnocentric.

B understand how communication barriers affect intercultural communication.
B understand the differences between norms, rules, roles, and networks.

W be able to distinguish between subcultures and subgroups.

W understand the concept of business globalization.

B be able to differentiate between ethnocentric, polycentric, regiocentric, and geocentric
management orientations.

More than 2 million North Americans work for foreign employers, and the number of
foreign companies who have built plants in the United States is increasing. Evidence
that the world is becoming more cosmopolitan can be seen in the number of inter-
national businesses such as Coca-Cola, McDonald’s, Sony, and Honda that are common
around the world. The new economic bonanza is apparent in the universal appreciation
of food such as sushi, fashion such as jeans, and music such as U.S. jazz and rock. Be-
cause of the global boom, more and more business will involve international activities,
which will require the ability to communicate across cultures.



2 CHAPTER 1 The Nature of Intercultural Communication

Because communication is an element of culture, it has often been said that com-
munication and culture are inseparable. As Alfred G. Smith (1966) wrote in his
preface to Communication and Culture,“culture is a code we learn and share, and
learning and sharing require communication. Communication requires coding
and symbols that must be learned and shared. Godwin C. Chu (1977) observed
that every cultural pattern and every single act of social behavior involves com-
munication. To be understood, the two must be studied together. Culture cannot
be known with a study of communication, and communication can only be un-
derstood with an understanding of the culture it supports” (Jandt, 1995, p. 22).

Not only are North Americans working for foreign employers, but the complexion of
the workforce in the year 2000 is five-sixths nonwhites, women, and immigrants; in 1988
they made up only half of the workforce. By the year 2010 Hispanic Americans will be-
come the largest minority group; by 2050 the number of minorities will almost equal
that of whites (Weaver, 1998).

To gain a better understanding of the field of intercultural communication, a
knowledge of frequently used terms is important. Such terms as intercultural, interna-
tional, and multicultural are often used interchangeably. However, certain distinctions
should be made.

The term intercultural communication was first used by Edward T. Hall in 1959.
Hall was one of the first researchers to differentiate cultures based on how communi-
cations are sent and received. Hall defined intercultural communication as communi-
cation between persons of different cultures.

Intercultural business communication is a relatively new term in the business world
and is defined as communication within and between businesses that involves people
from more than one culture. Although we generally think of the United States as one
culture, a great deal of cuiture diversity exists. For example, more than 30 percent of resi-
dents of New York City are foreign born, Miami is two-thirds Latin American, and San
Francisco is one-third Asian. In fact, African Americans, Asians, and Latin Americans
make up 21 percent of the U.S. population. An increase in the Asian and Latin Ameri-
can populations is expected during the next decade. Many U.S. citizens communicate in-
terculturally almost daily because the communication is between people of different
cultural backgrounds (Copeland, 1988).

As contact occurs between cultures, diffusion takes place. Diffusion is the process
by which the two cultures learn and adapt materials and adopt practices from each
other. This practice is exemplified by Columbus’ joining of the Old and New Worlds.
The Old World gave the New World horses, cows, sheep, chickens, honeybees, coffee,
wheat, cabbage, lettuce, bananas, olives, tulips, and daisies. The New World gave the Old
World turkeys, sugarcane, corn, sweet potatoes, tomatoes, pumpkins, pineapples, petu-
nias, poinsettias, and daily baths (Jandt, 1995).

With the increased globalization of the economy and interaction of different cul-
tures, the concept of a world culture has emerged. A world culture is the idea that as
traditional barriers among people of differing cultures break down, emphasizing the
commonality of human needs, one culture will emerge, a new cuiture to which all people
will adhere. So why do we study intercultural business communication? Because it



CHAPTER |  The Nature of Intercultural Communication 3

addresses procedural, substantive. and informational global problems. Intercultural
business communication allows us to work on the procedural issues of country-to-
country contacts, diplomacy, and legal contexts; it allows us to become involved with
the substantive, cultural level and helps sensitize us to differences. It also allows us to
gather information to make decisions when we are in an intercultural environment
(Rohrlich, 1998).

The United States continues to welcome a large number of immigrants each year
and has been referred to as a melting-pot society. Melting pot means a sociocultural as-
similation of people of differing backgrounds and nationalities; the term implies losing
ethnic differences and forming one large socicty or macroculture. While the idea of
everyone’s being the same may sound ideal, the problem with this concept is that many
US. citizens wish to maintain their ethnic-cultural heritage. Rather than being one
melting-pot society, therefore, the reality in the United States is that many U.S. cities
are made up of neighborhoods of people with a common heritage who strive to retain
their original culture and language. If you travel to San Francisco, a visit to Chinatown
with its signs in Chinese and people speaking Chinese will verify this reality. Many
street signs in other U.S. cities such as New York, Miami, or Honolulu, are in another
language in addition to English. The result has not been the melding of various cultures
into one cultural group as idealists believed would happen. Because we have cultures
within cultures (microcultures), communication problems often result. In reality the
United States is a salad bowl of cultures. While some choose assimilation, others
choose separation.

America as a cultural melting pot which assumnes asaimﬂaﬁon asthe* aoculmratnon
pattern is no longer valid (Differences, 1996). U

Intracultural communication is defined as communication between and among
members of the same culture. Generally, people who are of the same race, political per-
suasion, and religion or who share the same interests communicate intraculturally. Hav-
ing the same beliefs, values, and constructs facilitates communication and defines a
particular culture (Gudykunst & Ting-Toomey, 1988). However, due to distance, cul-
tural differences may exist within a culture such as differences in the pace of life and re-
gional speech patterns between residents of New York City and Jackson, Mississippi.
Distance is also a factor in the differences in the dialects of the people of other cultures,
such as in northern and southern Japan.

The terms intercultural communication and international communication should
not be used interchangeably. Intercultural communication, as stated previously, in-
volves communication between people of different cultures. International communica-
tion takes place between nations and governments rather than individuals; it is quite
formal and ritualized. The dialogue at the United Nations, for example, would be termed
international communication.

Since all international business activity involves communication, a knowledge of in-
tercultural communication and international business communication is important to



