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In modern society, different people communicate in different ways, as people do in
different societies around the world; and the way people communicate is the way they live. It is
their culture. Who talks with whom? How? And about what? These are questions of
communication and culture. When the elements of communication differ or change, the elements

of culture differ or change. Communication and culture are inseparable.

By the end of this chapter, you should be able to

* Get to know the modes of communication

*
*
*
*

Have an idea of the main components of communication
Be clear about what intercultual communication is
Be aware of cultural barriers to effective communication

Distinguish the functions of culture in intercultural communication

_An Introduction to the Topic

Leadin ———» ©

Have you ever realized that your life is greatly affected by the culture and
communication you’ re living in? But what on earth is culture and communication? And
what’ s the relationship between them? Please have a discussion with your neighbour and

air your view to your classmates.

Culture and Communication
Culture and communication, although two different concepts, are directly linked. They are
so inextricably bound that some anthropologists believe the terms are virtually synonymous.

Hall reminds us that “Culture is communication and communication is culture.” As A. G. Smith,
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Ed. noted, “Whenever people interact they communicate. To live in societies and to maintain
their culture they have to communicate.” Culture is learned, acted out, transmitted, and
preserved through communication.

Communication is complex and multi-dimensional, and is usually defined in the following
way: “Communication is a dynamic, systematic process in which meanings are created and
reflected in human interaction with symbols.” While culture is generally acknowledged as “the
deposit of knowledge, experience, beliefs, values, actions, attitudes, meanings, hierarchies,
religion, notions of time, roles, spatial relations, concepts of the universe, and artifacts acquired

by a group of people in the course of generations through individual and group striving.”

Section

Case Analysis -

R Case One )

Japanese Hotel

An American businessman who registered in a Japanese hotel, telling them he intended to
stay for one month. After 10 days, without notice, he is moved to another room. He discovers
this by accident and is surprised to find that all his personal items have been placed around the
room in almost the identical position as that in his first room. Not wishing to make a fuss, he
says nothing. To his surprise, he is moved two more times, each time without notification.
Eventually, when he returned to the hotel instead of just asking for the key to his room, he would
ask whether he was in the same room.
During the last week, he was moved again,

but this time into another hotel!

Questions for Discussion:
1. How do you understand the Japanese hospitality mentioned in Case 1?
2. What would you feel if a similar occurrence happened on you? And how would you

react to that?
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Two variables associated with culture are involved here. One is that in Western societies,
moves are associated with status—the lowest ranking individual is the one moved. Second is the
significance of space. Being quite territorial, Westerners want to make sure that a move does not
involve moving to a smaller space. Looking at the same situation from a Japanese cultural
perspective, when a person enters a hotel he/she becomes part of a family. As a member of the
family, the hotel feels they can quietly move you if the need arises. Taking such liberties with
your accommodation signals that you belong to and that you are a member of the family.
However, the Japanese are also familiar with the reaction such moves have on Westerners. They
are sensitive to the fact that other cultures react loudly to being moved and having their personal
items touched without their permission. Many hotels who cater to Westerners abide by the rules of
the visitor’ s culture and would not think of moving the person. The familiarity displayed in the
example above is more likely to occur in a hotel located well away from normal tourist territory.

All over the world, suitable environments have been created for tourists that shield them
from the reality of the life of the people. Tourists seldom stick around for long, and they are
happier if insulated from the full impact of the foreign culture. However, in the case quoted
above, the forced move to the second hotel turned out to be a blessing. The American
businessman found the district around the new hotel much more interesting and authentic than
that around the first hotel. Each culture has its own language of space which is as unique as the
spoken language.

In a Japanese hotel, all visitors are given the same kind of bath robe. This is not just the
results of an opportunistic management using the guests to advertise the hotel. Rather it
symbolizes that once you had registered in the hotel, you were no longer an outsider. You
belonged. You became a member of a large, mobile family. As a family member, you are
afforded an environment which is relaxed and informal. But remember, no matter how informal

or relaxed you may feel, meal-time is not appropriate for discussions of business.

¥ Case Tuwo)
Life of the Germans
Germany is not a melting pot society and Germans are not mobile. Many stay in their
geographic region and even the same house for generations. The scale of everything is smaller in

Germany than in the Western countries. They love the outdoors, open spaces and treasure

forests. Hiking is a popular sport.

Chapter 1



To the German space is sacred. Homes are protected by a
variety of barriers (fences, walls, hedges solid doors, shutters and

screening) to prevent visual or auditory intrusion.

Germans seldom invite anyone who is not a close friend to -
their home. To be invited is considered an honor. If you bring a
small bouquet for the hostess (not red roses which convey romantic attachment), flowers should
be unwrapped before being presented.

Positions in things are also important—for example, the right side represents a place of
respect. So, in seating arrangements or just walking from one place to another, the senior person
or the group leader should be placed on the right.

The German sense of privacy is very strong. Learn what is considered personal and do not
ask questions that may be offensive. Americans feel that Germans do not interact with neighbors
and perceive German behavior as unfriendly. German friends of many years continue to address
each other by their last names: “Herr Schmidt” not “Walter”. Germans are careful not to touch
accidentally or to encourage signs of intimacy. On the other hand, they do maintain direct eye
contact in conversations to show they are paying attention. However, the German who speaks
most softly and to whom others defer is the one to pay attention to, not the one who makes the
most noise.

Order is a dominant theme in German culture. There is order in all things, including
space—they are very sensitive to spatial intrusions. One exception to orderliness is behavior in
lines for service, in stores, at ticket counters, or in boarding planes, especially where there is no
seat assignment. Germans do not form queues but instead crowd and push and can be very
rough. They do not yield when someone says “Excuse me”. Their determination to be served
overrides their usual need to avoid physical contact. However, these are exceptions. Generally,
Germans expect organization and order in all things—everything should be carefully planned,
researched thoroughly and carried out in an orderly manner.

They have a strong drive for conformity and object strenuously when people fail to obey
signs and directions. Westerners feel that things are meant to be used; and if they serve no useful
purpose, we dispose of them. The German attitude is that things have great intrinsic value. We
feel remiss if we buy books and don’t read them. But a German will feel that it is important to
own a book even if one can’t read it immediately. Sales of hard-cover books exceed sales of
paperback books in Germany.

Associated with their demand for high-quality, long-lasting goods is the German abhorrence
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of waste. Waste is a sin, such as heating, cooling and lighting buildings when it is not necessary.
Germans are value-conscious and always insist on getting their money’ s worth. Don’ t ever try
to sell them goods that are less than high quality. They appreciate, in fact demand, fine
workmanship, design and high-quality material.

A television ad that is effective in the U.S. will have to be translated into print media to
reach Germans. Germans are print-oriented, which explains in part why there is so little
advertising on German TV. Also, Germans are always looking for what is “true” and to them
numbers are a way of signaling that a product is exactly as it has been represented. Germans

demand facts, facts and more facts.

Questions for Discussmn'

- If you ve got a German fnend and mtended to visit him, what would you d

Get to know more about the Germans may effectively facilitate your communication or
business with them. You should be clear that the Germans are not mobile; the German space is
sacred; and they seldom invite anyone who is not a close friend to their home. Also, positions in
things are also important—for example, the right side represents a place of respect. The German
sense of privacy is very strong. Learn what is considered personal and do not ask questions that
may be offensive.

When conducting business with the Germans, you had better keep in mind that “Order is a
dominant theme in German culture”; “They have a strong drive for conformity and object
strenuously when people fail to obey signs and directions”; “They have a demand for

high-quality, long-lasting goods”
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One day, when an American was parking his bike which fell over accidentally. At the
moment, a Chinese onlooker laughed, but the American felt embarrassed at his laughter, even
angry. There are similar situations. A foreigner came cross to drop a plate on the ground in

dining room. The foreigner felt bad when Chinese onlookers laughed.

- Question for Discussion: _ ,
In Case 3, why do you think the Chinese would laugh on the two occurrences

mentioned above? And why were the two Americans so angry in those situations?

Smiles and laughers usually imply friendliness, approval, satisfaction, pleasure and so on.
Generally speaking, it has the same meaning in China and in English-speaking countries. But in

westerners’ eyes, some improper laughter will result in negative reaction.

B Cross—cultural communication (also frequently referred to as intercultural communication,

which is also used in a different sense, though) is a field of study that looks at how people from

differing cultural backgrounds communicate, in similar and different ways among themselves,

and how they endeavor to communicate across cultures.

B Culture (from the Latin cultura stemming from colere, meaning “to cultivate”) is a term

that has various meanings. For example, in 1952, Alfred Kroeber and Clyde Kluckhohn

compiled a list of 164 definitions of “culture” in Culture: A Critical Review of Concepts and

Definitions. However, the word “culture” is most commonly used in three basic senses:

1. Excellence of taste in the fine arts and humanities, also known as high culture.

2. An integrated pattern of human knowledge, belief, and behavior that depends upon the
capacity for symbolic thought and social learning.

3. The set of shared attitudes, values, goals, and practices that characterizes an institution,

organization or group.
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® Communication

Communication may be defined as that which happens whenever someone responds to the

behavior or the residue of the behavior of another person.

B Fight Ingredients of Communication

Behavioral source, encoding, message, channel, responder, decoding, response, feedback.

Message
/ \
Encoder Pleamia:
Decoder Ensader
\ Message /

Circulatory Model by Charles Osgood and Wilbur Schramm in the 50’ s
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B Edward Hall is considered the father of cross-cultural communication with his publication

of The Silent Language in 1959 and his many other works.

B The Characteristics of Culture
Culture is Not Innate, it is Learned.
Culture is Transmissible
Culture is Dynamic
Culture is Selective
Facets of Culture are Interrelated

Culture is Ethnocentric

B Study area of cross-cultural communication:
Verbal Language (word, thought patterns...)

Nonverbal language (body language, time concept, spatial language, paralanguage,

environment...)

Social perception (values, beliefs, attitudes, world views...)

Section

Reading

s e Reading I )

Culture & Communication

There is not oﬁé aspect of human life that is not touched and altered
by culture. This means personality, how people express themselves
(including shows of emotion), the way they think, how they move, how
problems are solved, how their cities are planned and laid out, how
transportation systems function and are organized, as well as how economic and
government systems are put together and function.

Some people in Korea and China put dogs in their ovens, but people in the United States
put them on their couches and beds. Why? People in Tabriz or Tehran sit on the floor and pray

five times each day, but people in Las Vegas stand up all night in front of slot machines. Why?
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Some people speak tagalong; others speak English. Why? Some people
paint and decorate their entire bodies, but others spend millions of dollars
painting and decorating only their faces. Why? Some people talk to God,
but others have God talk to them. And still others say there is no God. Why?
The general answer to these questions is the same. People learn to think,

feel, believe, and act as they do because of the messages that have been

communicated to them, and those messages all bear the stamp of culture.

When we discuss communication and culture, we should be aware of the total spectrum of
communication including language, non-verbal communication, customs, perceived values, and
concepts of time and space. Do all tourists identify with Canadian traditions and values? Likely
not. But the more interesting question is: Why not? The answer lies in the simple fact that most
tourists come from different cultures: some vastly different like those from Japan and China,
others less different, such as tourists from Eastern Canada or the United States. Even if tourists
share the same language, they may have much different customs and values.

What happens when people from different cultures interact face-to-face? One way to
appreciate the impact of cultural differences is to look in the mirror. When Americans and
Canadians travel to other countries, they look for Cokes, steaks and hamburgers and the same
amenities in hotels and other accommodations that they are used to at home. While the host
country may offer an authentically different culture, which is one of the reasons people travel,
North Americans tourists are notorious for wanting the comforts of home wherever they may be.
In many third world countries, North Americans seek out joint venture hotels to enjoy North
American food and lodging and to be served by people who speak English. Strangely, what we
expect for ourselves in travel is not deemed to be reasonable when we’ re the hosts dealing with

tourists from other countries.

New words

alter ['2:lta] v. MU2E , e zh tagalong[ teegalon] n EH EEIE
Tabriz[ta:'bri:z] n. KA B +H(FEIFEILEETT)  spectrum ['spektrem] n.iiE [, 251

Tehran [tea'reen] n. filitE > amenity [8'menrtti:] n. (8 F] i ; 1% k%0
Las Vegas Sl 4 i notorious[nau'ta:rias] adj. i 4% R FE )
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Readlng Comprehension'

1. Please 1IIustrate how culture is mﬂuencmg our lives with examples in the text or

~ with your own ones.

2. Please name some of the cultural dlﬁ‘erences mentioned above and suggest

appropnate solutlons

© I

Intercultural Communication
a. Introduction
Whether negotiating a major contract with the Chinese,
discussing a joint venture with a German company, being supervised
by someone of a different gender, counseling a young student from

Cambodia, working alongside someone who doesn’ t speak English,

or interviewing a member of a co-culture for a new position, we all

encounter people with backgrounds different from our own. However, differences in language,
food, dress, attitude toward time, work habits, social behavior, and the like can cause many of
our contacts to be frustrating or even unsuccessful. These issues account for only some of the
problems associated with intercultural communication. Most misunderstandings go beyond
superficial differences; and the deep structure of a culture is often what determines how a person
responds to events and other people. What members of a particular culture value and how they
perceive the universe are usually far more important than whether they eat with chopsticks, their
hands, or metal utensils.

In its most general sense, intercultural communication occurs when a member of one
culture produces a message for consumption by a member of another culture. More precisely,
intercultural communication is communication between people whose cultural perceptions and
symbols are distinct enough to alter the communication event. Frequently, the term cross-cultural
communication is used when referring to communication between people from different
cultures.

b. Forms of Intercultural Communication

There are some terms we can use to focus on various dimensions and forms of intercultural

communication: race, ethnic groups, and intracultural communication are often used in

discussions of intercultural communication, for they are different forms of it.

B SR



Interracial Communication

Interracial communication occurs when the source and the receiver exchanging messages
are from different races. Physical differences frequently influence communication; and this
influence is often in the form of strong prejudices and leads to stercotyping and discrimination.

Interethnic Communication

Ethnic groups usually form their own communities in a country or culture. These groups
share a common origin or heritage that is apt to influence family names, language, religion,
values, and the like. They preserve their identity to some degree while living within the
dominant culture.

Intracultural Communication

The term intracultural communication is often used to define the exchange of messages
between members of the dominant culture, and it is usually applied to communication in which
one or both of the participants hold dual or multiple membership. In these cases, racial, ethnic, or
other such factors also come into play.

Although we have discussed racial, ethnic, and intracultural communication, we believe
they all share the same processes and elements. That is, specialized alliances and associations
create shared perceptions, comparable norms and values, and distinctive verbal and nonverbal
codes. Therefore, the words intercultural communication seem best suited to refer to the

interaction process.

New words

counsel ['kaunsal] v. #2414 1] interracial [inta(:)'reif al] adj. AFh[a] [
utensils [ju:'tensl] n. #5 5, FHE, #&1M stereotyping ['stieriataipin] n. ZIHE1%
perception [pa'sep[an] n. AR, W&, Fik ethnic ['eBnik] adj. SCILHEIARY, HA RGO R,

intracultural communication i 32 R alliance [a'laians] n. [A] % [#; 59 K%<

Reading Comprehension:

1. Have you got a better idea about Intercultural Communication now? What is it?
Please try to explain it with examples in the passage or with your own experience.

2. How many forms of Intercultural Communication are there? Could yoﬁ illustrate

_them briefly?
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