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task of higher education institutions is to teach not only foreign languages but
the bases of intercultural interaction.

Key words: intercultural communication, intercultural interaction,
students’ personality, teacher’s competence, mutual intention.

Crarts Haaiiinuia qo penakmii 02.02.2013 p.
[Tpuiiasaro go apyky 30.05.2013 p.
Penensent — k. nen. H., gou. Miksabis E. I

YK 316.77:811.111
N. O. Gulivets
CROSS-CULTURAL COMMUNICATION IN GLOBAL BUSINESS

Intercultural, or cross-cultural business communication is one of the
most critical factors contributing to business growth and success in today’s
ever more complex global marketplace. In global companies, while they pay
more attention to the dynamics of employees of different national origins and
ethnicities, effective cross-cultural communication enables businesses to run
more smoothly.

Multicultural audiences require a different approach from what may be
required in a national market. In such cultural exchanges, care is needed to
ensure that there is an understanding of both cultures and values and in both
cultures [1].

Recent studies [2; 3] prove that global orientation helps companies
relate appropriately with people from other countries and equips them to take
advantage of opportunities available in present-day culturally-diverse global
marketplace.

Cultural factor plays an important role in the real business world. This
role cannot be replaced by any other factors nor can it be ignored by any
business organizations [4, p. 99]. Thomas and Inkson argue that to raise one’s
cultural intelligence is the key point for effective management of cultural
difference. They define the concept of cultural intelligence as the capability to
interact with people from different cultural backgrounds. The culturally
intelligent managers are able to draw upon their experience and knowledge of
cultures to solve the problems or conflicts among individuals with different
cultural values [5]. It means that global / international business communication
— a cross-cultural process — also requires participants to be well informed
about cultural differences nationally, locally, and ethnically in order to win in
global markets [6, p. 6457].

The main goal of the present paper is to accent the advantages of
effective cross-cultural business communication and trace the potential
outcomes of appropriate use of cross-cultural communicative rules.
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Effective business communication occurs when relevant information is
conveyed in any form. It involves information that is timely for decision-
making and promotes one’s business through advertising and public relations.
Effectiveness is a key element of business communication, it enables business
to run more smoothly.

New technology has made it easier to work with people who are
members of diverse cultures; as such, expectations about doing business must
change to meet new expectations. Thus, cross-cultural communication in
business is as much about understanding the norms and customs of another
culture as it is about knowing the business terms or language requirements of
newly-established business projects.

The terms cross-cultural and intercultural rather accurately reflect the
heterogeneous nature of most nations and acknowledge the multi-cultural
characteristics of countries. Thus, cross-cultural / intercultural communication
refers to communication between two or more distinct cultural groups.

The contacts and exchanges between different cultural groups for
business purposes have ever been increasing due to advances in technology,
more liberal trade practices, and recognition that multiculturalism pervades the
modern workplace.

Contemporary global networked computing environment creates the
potential for adding new dimensions to the process of communication. These
include [7]:

Semantic precision and disambiguation: words are the means by which
we encode and transfer the multidimensional knowledge from person to
person and afterwards convert this knowledge back to words.

Integration of structural knowledge: detecting the similarities among
online queries, email exchanges, and other forms of information seeking;
providing shortcuts to disambiguation of meaning and accurate retrieval. For
integration of structural knowledge, concepts in communication need to be
explicit and precise.

Continuous connection to application of knowledge: knowledge
seekers must be able to move directly from experiences to authority — with or
without interpretation, but always with comprehensive, reliable memory.

«Doubleloop communication»: valuable knowledge emerges from the
sum of all questions, answers, the processes of exchange, and those who
engage in that exchange.

The emergence of patterns as expertise: newness and heterogeneity of
tasks mean that there simply are no experts on many topics; however, the
construction of an explicit resource with precisely modeled semantic content
ultimately enables us to detect patterns within that structural knowledge.

Communication may cause uncertainty; however, effective
communication implies the understanding that the sender and the receiver of
the message belong to different cultures and backgrounds. It is critical to
realize that a basic understanding of cultural diversity is the key to effective
cross-cultural communication. Furthermore, it involves a skill component that
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may be learned and mastered through instruction and practice. A well-
structured and balanced cross-cultural training program provides participants
with information, insight, and skills they will need to communicate and
cooperate effectively across cultural barriers.

It has become evident for marketing managers doing business in the
global format that it is important to understand how to deal with different
world cultures. Besides, it is obvious that to study the impacts of culture on
business, one needs to survey culture itself. A business’ understanding of
cultural boundedness (that is, the degree to which a culture is unwilling to
relinquish its traditional methods and adopt new ones) is imperative for
successful international business communication and for marketing to ethnic
populations domestically [8, p. 46].

Companies doing business internationally should be concerned about
the underlying forces that influence business practices. Any attempt at
understanding cross-cultural management strategies should be based on
structured beliefs, existing world views, and social relationships. These firms
must try to maintain an open mind on the variety of management and
negotiation styles. In addition, firms must try to render value judgments based
on cultural terms of the partner nation.

Although myriad organizational mechanisms exist for integrating
geographically dispersed operations, the most effective tool is assembling and
nurturing cross-border teams comprised of many nationalities. The resulting
diversity can yield significant synergies and produce collective wisdom
superior to that of any individual, each member bringing a unique cognitive
lens to the group.

When global business teams fail, it is often due to a lack of trust among
team members. As a result, executives guiding global teams must institute
processes that emphasize the cultivation of trust. Also high on the list of
culpable factors are the hindrances to communication caused by geographical,
cultural, and language differences. Even in the case of teams whose members
speak the same language, differences in semantics, accents, tone, pitch, and
dialects can be impediments. To mitigate the corrosive effects of these cross-
cultural impediments, executives are advised to carefully craft a cross-border
team’s charter, composition, and process with each aspect equally emphasized.

Cross-cultural business communication is still an under-researched
field this is why it is necessary to continue the research in this field taking into
account the practical outcomes of the appropriate application of its major
rules. Effective communication between people belonging to different
lifestyles and cultures is especially important because it contributes to
countries’ economical, cultural, political, social, and technological
development. Cultures and languages determine the ways people perceive and
interpret the world, thus when languages are different, the risk of
misunderstandings potentially increases. As a result, the study of cross-cultural
communication is becoming a crucial aspect of international research.
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Guang and Trotter [6, p. 6462] mark out a number of unsolved
problems or issues that need to be discussed by scholars and marketing
professionals both in theory and in practice:

1. Cultural impacts of markets: International versus domestic
business communication.

2. Standardization VErsus adaptation in cross-cultural
communication.

3. Cross-cultural dimensions of business communication research.

4. Cross-cultural aspects of the business communication mix
(advertising, promotion, sales, public relations, trade shows, and
commercials).

5. Cross-cultural aspects of business communication in the service
sector.

6. Cross-cultural factors of e-commerce and online marketing.

7. Cross-cultural communication implications of the aftermarket.

8. Cross-cultural business communication education and professional
training.

The significance of cultural influence on business has been widely
recognized in both academic and business circles. The investigation draws
attention to several important cultural issues in business utilizing cross-cultural
communications perspective. It probes the relationship between culture and
human behavior, between organizational values and organizational behavior,
and identifies effective methods for managing cultural differences that often
permeate an organization’s workforce.
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I'yaisens H. O. MikkyJbTypHa KOMYHiKalisi B  yMoOBax
rjodaizanii 0i3Hecy

VY cydacHux ymoBax rioOani3auii puHKY 0COOJIMBY Ba)JHUBICTh Ma€
PO3yMiHHS 1 JOTPUMaHHS IPAaBUJI MIXKKYJIbTYPHOI JiJI0BOi KOMYHiKaii, 110
MPU3BOAUTH O PO3BUTKY KOHKYPEHTOCIPOMOXKHOCTI Oi3Hecy. [lana poboTta
onMucye mnepeBard eQEeKTUBHOIO BUKOPUCTAaHHS OCHOBHUX IpaBHI 1
MNPUHLMUIIIB JAUIOBOI MIDKKYJIBTYPHOI KOMYHIKalii 3 METOH JIOCATHEHHS
noctaBieHux Oi3Hec 1ineil. CydyacHi TEXHOJOrii JO3BOJISAIOTH PO3LIMPUTH
00ylacTi KOHTakTiB 1 OOMIHY, MmIO TATHE 3a CO0OK HEOOXIIHICTHh SK
BUBYEHHS OCOOJMBOCTEH KyJIbTypH, Tak 1 NMpaBUI JIJIOBOI KOMYHIKallii
O13Hec-napTHEPIB.

Kniouosi cnosa: MiKKyIbTypHa KOMYHIKaLis, IiJI0Ba KOMYHiKallis,
KyJbTYypa, riiobanizaris.

I'yiuBen H. A. MexKyJbTYpHasi KOMMYHUKAIMA B YCJI0BHUAX
riaodanu3anum OusHeca

B coBpemeHHBIX ycnoBHSX rio0anu3ali pbIHKA 0COOYI0 Ba)KHOCTh
UMeeT IOHMMaHUE U COOJIIOJICHHE TMPaBUJI MEXKYJIbTYPHOW J1€IOBOM
KOMMYHMKAIlU{, 4YTO TMPUBOAUT K Pa3BUTHIO KOHKYPEHTOCIOCOOHOCTH
Oouzneca. Jlannas pabGorta omnuchiBaeT mpeumyniecTBa  3(P(HEKTUBHOIO
UCIOJIb30BaHUSl OCHOBHBIX MPaBUJ U MPHUHIUIIOB JIEJIOBON MEXKYJIbTYPHOI
KOMMYHHUKAI[MM C LEJIbI0 JIOCTMKEHUS IIOCTaBJIEHHBIX OW3HEC IieNeil.
CoBpeMEHHbIE TEXHOJOTHMH TO3BOJSIOT PACHIMPUTh 00JIACTH KOHTAaKTOB H
oOMeHa, 4TO BIeYeT 3a cOO00H HEOOXOAMMOCTh KaK M3Y4YeHUS OCOOCHHOCTEH
KYJIbTYpbI, TaK U NIPABUJI J€JI0BOI KOMMYHUKALIUNA OM3HEC-TIAPTHEPOB.

Kniouegvie  cnosa:  MeXKylAbTypHas  KOMMYHMKALMs, JIel0OBast
KOMMYHHKAIUS, KyJIbTypa, [I100ann3amus.

Gulivets N. O. Cross-Cultural Communication in Global Business

Contemporary global marketplace implies the importance of
understanding the rules of cross-cultural business communication. The
appropriate usage of communicative rules benefits the upgrowth of a business
in the present-day competitive open market. The present paper overviews the
advantages of effective cross-cultural business communication and traces the
potential outcomes of appropriate use of cross-cultural communicative rules.
The contacts and exchanges between different cultural groups for business
purposes have ever been increasing due to advances in technology, more
liberal trade practices, and recognition that multiculturalism pervades the
modern workplace. These processes have made it easier to work with people
who are members of diverse cultures; as such, expectations about doing
business must change to meet new expectations. Thus, cross-cultural
communication in business is as much about understanding the norms and
customs of another culture as it is about knowing the business terms or
language requirements of newly-established business projects. Companies
doing business globally should be concerned about the underlying forces that
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influence business practices. Cross-cultural business communication is still an
under-researched field this is why it is necessary to continue the research in
this field taking into account the practical outcomes of the appropriate
application of its major rules.

Key words: cross-cultural communication, business communication,
culture, globalization.
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TEOPETUYECKHUE NPEAINIOCBHIJIKU U3YUYEHUSA
IMPOU3HOCUTEJIBHOI'O AKHEHTA B ABUAITMOHHOM
PAJJUOTEJE®OHHOM JUCKYPCE

[Ilupokoe HCMIOIB30BAHUE AHTJIUMHCKOTO SI3bIKA B MEXBA3BIKOBOM
OOIIIEHUHN MPHUBEJO K TMOSBJICHUIO PAa3HOOOpPA3HBIX BAPHUAHTOB AHTIIMHCKOIO
Kak HMHOCTpaHHOro. OOyagas oCOOEHHOCTSAMHM Ha BCEX YPOBHSX CHCTEMBI
A3blKa, OTU BapUaHTbl OTIMYAIOTCSA JpYr OT Jpyra HpexIe BCEro
npousHoumienuem [1, c. 1]. @DoHermueckoe MHOroodpazue BapUAHTOB
aHIVIMACKOTO  sI3bIKa KaK MHOCTPAHHOTO BbI3BAHO IJIABHBIM 00pa3oM
MIPOU3HOCUTENIbHBIM akieHToOM / ITA B aHImuickoil peun mnpencTtaBUTENEH
Pa3HbIX SA3BIKOBBIX COOOILECTB.

N3yyenne TPOM3HOCUTEIIBHOTO aKIEHTa MPHOOpPETaeT 0co0yro
aKTyaJIbHOCTh B QHIJIOS3bIYHOM aBHALIMOHHOM pajuoTene(oHHOM JTUcKypce /
AAPJI, mon KOTOpPHIM TIOHMMAaeM S3BIKOBOE OOIICHHE THJIOTOB H
aBHAJMCIETYEPOB NpPU TOMOIIM AHIJIMICKOro s3blka Kak lingua franca B
CUTyalusiX, CBS3aHHBIX C  HENOCPEJCTBEHHBIM  BBIIIOJIHEHUEM  HMH
npopeCCUOHATBHBIX UM CIY)KEOHBIX O0O0S3aHHOCTEW, C MCIIOJb30BAaHHEM
paguorenedonnoit cBs3u. B ycmoBusix AAPJl 3BykoBoe odopmileHHE
BBICKa3bIBaHUS BIUSET Ha 3(()EKTUBHOCTh KOMMYHHKALIUU, OT KOTOPOH, B
CBOIO OYepe/ib, 3aBUCUT Ka4eCTBO U 0€30I1aCHOCTH MOJIETOB.

[Ipobnema MPOM3HOCUTENBHOTO AKIIEHTA 3aTparuBajiach B KOHTEKCTE
H3y4YCHUSA A3BIKOBOM uHTephepeHmn JI. 1. bapaHHUKOBOMH,
B. A. BunorpaznossiM, 0. 1. JemepueBpim, 1O. A. XinykreHko,
I1. A. JrobumoBoit u ap. Tem He Mmenee, [IA kak ¢akrop 3¢ dekTuBHOCTH
KOMMYHHKAIIMH B aHTJIOA3BIYHOM aBHAIIMOHHOM paguoTene(OHHOM JUCKypce
[I0OKa HEe MOJIy4WJ] JOJDKHOTO BHHMMaHuA. [loaTomy wnenbio Hamieil pabGoTbl
SBJIETCS OIMCaHue TEOPETUUECKHUX IPEIIOCHUIOK U3Y4YEHUS
IIPOU3HOCUTENIBHOTO AKIIEHTA IIyTEM aHajiu3a CHELUalIbHOM JMTEpaTypsl I10
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