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[ Warm up |

Here are some cases of intercultural communication. Give some com-

ments after your reading.

| 1. Many years ago, a Chinese man showed a photo of his wife to some American friends. |
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Out of courtesy they all said, “She is very beautiful. ” Also out of courtesy, the
man replied with what he would have done in Chinese under the circumstance,
“Where! Where!” Quite taken aback, nobody said anything for a moment, until
the most ingenious one among the friends, take another look at the photo, said,

“Oh, everywhere!” What do you think “where” mean?

2. Scandinavian vacuum manufacturer Electrolux used the following
in an American campaign: “Nothing sucks like an Electrolux” ,
which brought about quite some negative impact for the product. ! ,
Nothing sucks like
Do you know why? an @ Electrolux _

3. On the Menu of a Swiss restaurant, there is a line for the wine: “Our wines

leave you nothing to hope for. ” What does that mean?

4. A Chinese manager working in the United States was asked as: what he did the
weekend before. He answered without hesitation “I played. ” Do you think it
was properly understood by the English speakers?

5. A Chinese brand clock got the attention of Americans initially not for being a
good product but being something extremely funny as the brand was translated as
“Golden Cock” based on its Chinese meaning. Why is it that funny? What

change can you do to the translation?

1 The Deﬁnition of Communication

The definition of communication is shared in the Webster’s Dictionary as “send-
ing, giving, or exchanging information and ideas,” which is often expressed nonver-
bally and verbally. Communication is the exchange of messages between peoples for the
purpose of achieving common meaning. Or it can define as the process by which infor-

mation is exchange and understood by two or more people.

7]

Communication is everywhere. Everywhere, every day, people are communicating
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with each other. Even when they are alone, people are engaged in communication. It
is estimated that Americans are exposed to more than 5000 persuasive messages every
day. Communication — the ability to symbolize and use language — separates humans
from animals. Communication is the basis of all human contact, but it’s difficult to find
a single definition due to its complexity. Many definitions have been formulated for
communication. Comparing different interpretations of communication may contribute a
lot to comprehending the role of communication in our social life and communication as

an element of culture.

2. Characteristics ‘ M? .

Communication is a part of culture. Culture is a code we learn and share, and
learning and sharing require communication. Communication requires coding and sym-
bols that must be learned and shared. Every cultural pattern and every single act of so-
cial behavior involve communication. Culture cannot be known without a study of com-
munication, and communication can only be understood with an understanding of the
culture it supports. The way communication is defined reflects important cultural
values. Cultural beliefs affect how the process of communication is defined. We also
consider communication as a process, several characteristics help us understand how

communication actually works.

Communication is dynamic ( zhZ1))

Communication is an ongoing, ever-changing activity. It is not fixed. Communi-
cation is like a motion picture, not a single snapshot. A word or action does not stay
frozen when you communicate; it is immediately replaced with yet another word or ac-
tion. As participants in communication, we are constantly affected by each other’s mes-

sages and, as a consequence, we undergo continual changes.

<@ Communication is irreversible (A~ ] ¥ )

Once we have said something and someone else has received and decoded the
message, the original sender cannot take it back. Once a communication event takes
place, it is a done event. You cannot have it again — perhaps you can experience a

similar event, but not an identical one. The words are spoken, and they cannot be un-

5

v

spoken.



