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КРАТКОЕ СОДЕРЖАНИЕ КУРСА
Тема 1. 1. Предмет и значение деловых коммуникаций. / Essentials of business communication.

Interpersonal, small group, and public communication encounters take place between and among all types of “senders” and “receivers” (communicators and recipients) who are the persons giving our and taking in verbal and nonverbal messages by means of various channels. Effective communicators switch channels, they recognize that communication is a multichannel experience. 

Thus, a simple two-way communication model includes a sender who encodes and transmits a message via a certain channel (telephone, email, etc.) AND a receiver, who decodes, assimilates and reacts to the message received by means of feedback (the information we receive in return from the receivers of our messages, which is an indicator of effective communication).

In the context of communication noise is anything that interferes with or distorts our ability to send or receive messages (e.g.: physical discomfort, psychological make, intellectual ability, or the environment). 

Interference can disrupt any stage of the communication process. Communication noise is otherwise called barriers to communication. Among the most common types of interference are: technical interference (e.g., a computer crash or breakdown of TV transmission), semantic interference (due to faulty diction or misunderstanding), environmental interference (age or generation gap, sex, physical appearance, and cultural attitudes, stereotypes and prejudices).

Тема 2. Вербальная и невербальная бизнес-коммуникация. / Verbal and nonverbal business communication.

Both verbal and nonverbal communication are symbolic, communicate meaning, and are patterned; that is, they are governed by rules that are contextually determined. Societies have different nonverbal languages, just as they have different spoken languages. However, some differences between nonverbal and verbal communication codes have important implications for intercultural interaction.
Coordinating Nonverbal and Verbal Behaviors.Nonverbal behaviors can reinforce, substitute for, or contradict verbal behaviors. When we shake our heads and say "no," we are reinforcing verbal behavior. When we point instead of saying "over there," our nonverbal behavior is substituting for our verbal communication. If we tell a friend, "I can't wait to see you," and then don't show up at the friend's house, the nonverbal behavior is contradicting the verbal behavior. Because nonverbal communication operates at a less conscious level, we tend to think that people have less control over their nonverbal behavior. Therefore, we often think of nonverbal behaviors as the "real" message.
What Nonverbal Behavior Communicates.Although language is effective and efficient at communicating explicit information and the content of messages, nonverbal communication conveys relational messages: how we really feel about the person, and so on. Nonverbal behavior also communicates status and power. For example, a supervisor may be able to touch subordinates, but usually it is unacceptable for subordinates to touch a supervisor. Large expansive gestures are associated with status; conversely, holding the body in a tight, closed position communicates low status.
Тема 3. Деловое общение в действии. Бизнес-этика. Шаги к успеху. / Business communication in action. Business Ethics. Steps to success.

Developing Stereotypes.How do you acquire stereotypes? You are not born with them. Stereotypes (they may be positive and negative), like culture itself, are learned in a variety of ways:

- first, people learn stereotypes from their parents, relatives, and friends;

- second, stereotypes develop through limited personal contact;

- third, stereotypes can develop from negative experiences; 

- finally, many stereotypes are provided by the mass media. 

The so-called ethnic jokes (about Poles in the USA, about Belgians in France about Chukchi men in Russia, and so on) are an example and a result of stereotyping.

Stereotypes become counterproductive when we place people in the wrong groups, when we incorrectly describe the group norm, when we inappropriately evaluate the group or category, when we confuse the stereotype with the description of a particular individual, and when we fail to modify the stereotype based on our actual observations and experience. Let us look at a few additional reasons why stereotypes, as a form of negative classification, hamper intercultural communication.

First, it is not the act of classifying that creates intercultural problems, rather, it is assuming that all culture-specific information applies to all individuals from the cultural group (Lynch & Hanson, 1992:44). That is to say, stereotypes assume that all members of a group have exactly the same traits. They are rigid preconceptions which are applied to all members of a group or to an individual over a period of time, regardless of individual variations. This is the main reason to remind you that culture is one of the characteristics that determines attitudes, values, beliefs, and ways of behaving.

Second, stereotypes also keep us from being successful as communicators because they are oversimplified, overgeneralized, and/or exaggerated. They are based on half-truths, distortions, and often untrue premises. Therefore, they create inaccurate pictures of the peo​ple with whom we are interacting.
Third, stereotypes tend to impede intercultural communication in that they repeat and reinforce beliefs until they often become taken for "truth." For years, women were stereotyped as a rather one-dimensional group. The stereotype of women as "homemakers" often keeps women from advancing in the workplace.
Тема 4. Деловое общение при устройстве на работу. / Business communication in the process of job application.

A job application is not so much an information sheet as a sales pitch, in which the product being sold is the writer. Like all persuasive communication, it requires some creative thinking.


An application package consists of a résumé, references and a covering letter.


Experts say that the most effective approach is to try to get a personal introduction to someone in a specific company. Face-to-face is the best way to sell yourself. 


When contacts fail to get you in the door, however, a written application may be the only resort. Target five companies, rather than send a “broadcast” letter to 150. Through research, determine what kinds of skills and experience the organization needs. Get a sense  of the corporate culture and of the ways you could contribute.

Résumé
Résumé is a vital part of the employment process. Although a résumé should give a lot of information about you, you need to determine your main “selling points” and then to select and order facts in a way that will impress your reader. Here are some guidelines:

· Match your skills and experience to the needs of the organization.

· Stress what sets you apart from the crowd.
· Remember that the primary aim is to rouse the employer’s interest, not to provide a biography. 

Тема 5. Деловая переписка. Стратегии и планирование / Business correspondence. Strategies and planning.

miscellaneous correspondence).Useful expressions in business correspondence.

Writing is a three-stage process in which planning, drafting, and editing have equal time. Business communication in writing means presenting a problem for which there may be no one right answer. As a communicator, you will often have to choose from a variety of options.

Stages in business communication

· Consider the reason (to inform or to persuade)

· Assess the receiver (How will the receiver benefit? What is the receiver’s position and responsibility? What interests and concerns the receiver? What is your past experience with the receiver? Will the correspondence reach secondary readers?)

· Choose the sender.

· Consider timing.

· Pick the channel.

· Consider the proper tone (be courteous, choose the right level of formality).

Writing clearly

· Choose clear wording, use plain words.
· Be specific.
· Avoid jargon.
· Write clear sentences.
· Create clear paragraphs.
· Finish writing before you revise.
· Be concise: 
avoid cluttering phrases (at this point in time ( now, as matter of fact ( actually, due to the fact that ( because, on a regular basis ( regularly, etc.); 

avoid chains of which, who, that clauses (the apartments which are damaged ( the damaged apartments, the files that are located in this office ( the files in this office, etc.)

тема 6. Межкультурная коммуникация в сфере бизнеса, менеджмента и переговоров / Cross-cultural communication in business, management and negotiations.

Cultural Views toward Management and Managers
North American Management Culture. Harris and Moran describe Americans as being goal and achievement oriented, believing they can accomplish almost anything given sufficient resources. Americans tend to resent governmental or external interference in their affairs and possess a strong work ethic. They tend toward friendliness and informality, yet in greeting behavior they tend to be a noncontact culture in public. In both play and business, Americans tend to be competitive and aggressive because of their drives to achieve and succeed.
G. Hofstede provides an insightful view of management that is consistent with the American culture:
[Management] refers not only to the process but also to the managers as a class of people. This class (1) does not own a business but sells its skills to act on behalf of the owners and (2) does not produce personally but is responsible for making others produce, through motivation. Members of this class carry a high status and many American boys and girls aspire to the role. In the United States, the manager is a cultural hero.
This set of values and orientations is not cross-culturally consistent. In fact, the American management culture is quite different from those of much of the rest of the world.
Тема 7. Деловая коммуникация и разрешение конфликта. / Business communication and conflict resolution.

Conflicts are happening around the world, as they always have, and they occur at many different levels: interpersonal, social, national, and international. For example, at the interpersonal level friends or romantic partners may disagree about their relationship with respective friends and family. At a social level, cultural differences regarding the importance of preserving the environment compared with the importance of developing industry may fuel conflict between environmentalists and business interests. Examples of conflict on an international level are many, we are all witnessing them.
Conflict also may arise from mediated communication. American television, films, and other media have dominated the world market for many years. People in many other countries feel that this cultural dominance imposes U.S. cultural values. This domination has led to resentment and conflict. These examples illustrate that intercultural conflict can occur at many different levels and from both face-to-face interaction as well as mediated.
There are three significant approaches to understanding conflict. One is the interpersonal approach, which focuses on how cultural differences cause conflict and influence the management of the conflict. The other two approaches, interpretive and critical, focus more on intergroup relationships and on cultural, historical, and structural elements as the primary sources of conflict. These three approaches emphasize different aspects of the individual-contextual dialectic.
Understanding intercultural conflict seems especially important because of the relationship between culture and conflict. That is, cultural differences can cause conflict and, once conflict occurs, cultural backgrounds and experiences influence how individuals deal with conflict. We should say up front that there is little known about how to deal effectively with intercultural conflict. Our challenge is to review this knowledge, take what can be applied in intercultural contexts, and perhaps come up with some new ways to think about conflict.
Тема 8. Деловое общение в группах (Принятие решений). / Business communication in groups (Decision making).

A group is a collection of people who communicate with each other face to face over time in order to reach decision and accomplish objectives.

(Compile a list of groups to which you belong, groups to which you would like to belong, and groups to which you would refuse to belong. Give your reasons for accepting, seeking, or refusing membership.)

The fact that a number of people are present in a particular space at the same time does not mean that a group exists, e.g., under ordinary conditions passengers in a train or an elevator are not a group (however, should the train or elevator break down or experience some other difficulty, they might become a group in order to meet the demands of the new situation). What is important for a group is interaction in the form of mutual influence; the individual members affect the character of the group and are also affected by it.

A group’s climate (e.g., cold, warm, hot) tends to persist. If the group climate is cold, closed, mistrustful or uncooperative, individual members will frequently react in ways that reflect these characteristics. An effective climate is characterized by (1) supportiveness, (2) participative decision making, (3) trust among group members, (4) openness and candor, and (5) high performance goals. The healthier the group climate, the more cohesive the group.Groups climate affects group norms and standards that they expect members to live up to. 


Characteristics of an effective and well-functioning groups (by Douglas McGregor): the atmosphere is informal, comfortable and relaxed; the task is well understood and accepted by the members; the members listen to each other; disagreements are not suppressed, but carefully examined; most decision are reached by a kind of consensus; criticism is frequent, frank and relatively comfortable; people are free to express their feelings and ideas about the problem and the group’s actions; when action is taken, clear assignments are made and accepted; the chairperson does not dominate the group, the leadership shifts from time to time; the group is self-conscious of its operation.


We form small groups to share information that will permit us to solve common problems and make decisions about achieving common goals. But why small groups instead of a single person?

Тема 9. Деловые коммуникации на публике (Презентации). / Business communication in public (Presentations).

When preparing any presentation, you must be audience-centered. Without an audience, you would be in trouble. It is important to find information about the people you would be speaking to. Your purpose when speaking is to clearly understand whether you are persuading or informing your audience in order to predict its reaction to your speech. 

Assessing the reasons and receivers.Sources of information about your audience: your personal experience with the group or/and original research. Demographics of the audience (occupation, education, socioeconomic status, etc). Attitudes of audiences: what do they care about? Motivation: is attendance optional or required? Values: is the audience homogeneous or heterogeneous? Level of agreement: does the audience agree with your position? Level of commitment: how much do they care? Predicting the audience’s reaction: what do they know about my topic and what should I explain? To what extent are they interested and what are their current attitudes toward this topic?Where might resistance to my ideas come from and how can I counter it? Who are the key decision-makers or opinion-makers in the audience, and what are their needs and concerns? 

Тема 10. Развитие навыков делового общения в течение всей жизни. / Lifelong development of business communication skills.

To deal with change, we must acknowledge it. Only by doing so we can keep ourselves fresh and effective as communicators. We must be prepared to change “communication chairs”. Earlier communication strategies may be inadequate  to the situation and people we are interacting with today. Changes in communication strategies must involve the process of evaluating yourself and others. Change may difficult, but it can be accomplished. So,do not find excuses for avoiding change. Developing communication skills will help you succeed in making your way through your “people environment” (family, friends, education and work). Once you understand your own priorities in each of the major areas, you will be able to act more successfully and consistently to achieve your goals.

ТЕМАТИКА ПРАКТИЧЕСКИХ ЗАНЯТИЙ
1. Предмет и значение деловых коммуникаций. / Essentials of business communication.

Elements of communication (People / Messages / Channels / Noise / Context / Feedback / Effect.  Barriers to communication. Crucial characteristics of communication (dynamic / unrepeatable and irreversible). Functions of communication (understanding and insight, meaningful relationships, influence and persuasion). Axioms of communication. Models of communication. Communication and self-concept. Developing self-awareness. Improving your effectiveness as a communicator.

2. Вербальная и невербальная бизнес-коммуникация. / Verbal and nonverbal business communication.

Verbal and nonverbal communication (proportion, specifics in business settings). What nonverbal behavior communicates. Functions of nonverbal communication. Guidelines and limitations of nonverbal communication. Classifications of nonverbal business communication by body behavior (body language, kinesics, posture, gestures, facial expressions, eye contact), space and distance, time (M-time, P-time, informal time), paralanguage, silence.

3. Деловое общение в действии. Бизнес-этика. Шаги к успеху. / Business communication in action. Business Ethics. Steps to success.

Stereotypes and prejudices as barriers on the way to business communication. Business ethics as a part of business communication. Culture bound business ethics. Case studies: being positive; being thoughtful; being a team player; being interested; being organized; being punctual; being prepared; being polite; being patient; being loyal.

4. Деловое общение при устройстве на работу. / Business communication in the process of job application.

Job seeking process. Job market research. Sources of searching for openings (want-ads, networking, contacting companies directly, executive recruiters and employment agencies, online services). Self-assessment of one’s personality and skills (your selling point in job hunting process, career discovery process – your skills, interests, attributes and results). Résumé formats (chronological, combination, targeted, alternative, creative alternative, resumap), CV. Résumé writing rules. Coverings letters, references and business cards. Handling an interview.

5. Деловая переписка. Стратегии и планирование / Business correspondence. Strategies and planning.

The importance of planning. A problem-solving approach (considering the reason; assessing the receiver; choosing the sender; consider timing and channel; choose the proper tone and the right level of formality). Structure of a business letter. Letter’s contents and style. Types of letters (enquiries, replies, orders, complaints, credit, banking correspondence; transportation/shipping, miscellaneous correspondence). Useful expressions in business correspondence. 

6. Межкультурная коммуникация в сфере бизнеса, менеджмента и переговоров / Cross-cultural communication in business, management and negotiations.

Culture and business setting. Cultural views toward management and managers (North American management culture, European management cultures, Asian management cultures, Latin American management cultures). Culture-specific business practices (business protocol, initial contacts, greeting behaviors, gift giving). Negotiation (negotiation pacing and styles, social trust). Cultural conflicts in the workforce. Case studies.
7. Деловая коммуникация и разрешение конфликта. / Business communication and conflict resolution.

Three approaches to understanding conflict. Conflict as opportunity vs. conflict as destructive. Interpersonal approach to conflict. Types of conflict (affective, conflict of interest, value conflict, cognitive, goal conflict). Strategies and tactics. Styles of managing conflict (dominating, integrating, compromising, obliging and avoiding). Avoiding and resolving conflicts. Cooperative vs. competitive conflict: win-win or win-lose? Managing intercultural conflicts. Dealing with conflict. Mediation.

8. Деловое общение в группах (Принятие решений). / Business communication in groups (Decision making).

The role of the group in problem solving. Advantages and disadvantages of the small group. Decision making in groups: reaching goals. Strategies: methods of decision making; personal styles: a decision making grid; questions for decision makers: facts, values and policies; a framework for decision making: reflective thinking; the search for better ideas: brainstorming. Large groups (companies) case studies: Johnson and Johnson, Inc.; Levi Strauss & Co.; Airbus Industrie and Boeing Co. 

9. Деловые коммуникации на публике (Презентации). / Business communication in public (Presentations).

Assessing the reason and the audience. Assessing the occasion and conditions. Considering the subject. Organizing the material and ideas in the process of designing a presentation. Developing your speech: supporting your ideas. Delivering your speech: presenting your ideas in different formats of presentations: problem-solution speech; explaining visuals; definition speech; speech from your area of studies; summary speech; final speech from your major area of studies.

10. Развитие навыков делового общения в течение всей жизни. / Lifelong development of business communication skills.

Communication and change. Acknowledging change. Change and growth. Communication and your “people environment”. Assessing your confidence. Assessing your communication. Developing the ability to communicate as a life-long task.

