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Theme 1.

The 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. Communication and self-concept. Developing self-awareness. Improving your effectiveness as a communicator.

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).
Communication always takes place in some context, or setting (including time and place). The verbal and nonverbal cues that we perceive in reaction to our communication function as feedback, which tells us how we are “coming across”. A smile, a frown, a remark or simply silence can cause us to change, continue or stop the transmission of a message.
Feedback can be positive or negative (it does not mean “good” or “bad” – these terms just reflect the way the responses affect behavior). Since communication can be viewed as exchange of influences, it means that communication always has some effect on the participants of the communication process: emotional (joy, anger, sadness), physical (causing you to argue, fight or avoid the issue), and cognitive (leading to increased knowledge, reconsideration of opinions), or any combination of the three.
The main characteristics of communication are as follows: communication is continuous, dynamic, unique, unrepeatable and irreversible. 
Among the functions of communications are: self-other understanding (insight into ourselves and others), establishing meaningful relationships, informing, influencing and persuading people. Communication enables us to examine and attempt to change the attitudes and behavior of others.
Fiveaxioms of communicationswere described in a classic study: Paul Watzlawick, Janet Beavin and Don Jackson. Pragmatics of Human Communication: A Study of Interaction Patterns, Pathologies and Paradoxes. New York: Norton, 1967. They provide you with the background knowledge, and they are as follows:
· You cannot not communicate.We often communicate without any awareness of doing so – and at times – without wanting to. Whenever we are involved in an interaction, we must respond in some way – verbally or nonverbally, even if we maintain silence – our lack of response is a response therefore is a message. In other words, we can never stop behaving – because behavior has no opposite. We behave by rejecting, accepting, or disqualifying communication; we may also pretend we’d like to talk, but because we are tired, nervous, sick… we cannot communication, so we use symptom as a form of communication.
· An interaction hasa content and a relationship aspect. The content of a communication is its information (data) level; it describes the behavior expected as a response. In contrast, the relationship level indicates how the exchange is to be interpreted, it signals what one person thinks of the other. For example, Close the door is a directive whose content asks the r receiver to perform a certain action. But it can be delivered in many ways – as a command, a request, a come-on or a turnoff. Each manner says something about the relationship between the sender and a receiver. Responses indicate our reactions to each other (we can confirm, reject or disconfirm other people’s self-definitions).
· Interactions are defined by the way people punctuate events.What is stimulus for one is a response for the other. We all divide up, or punctuate, as particular experience somewhat differently because each of us “sees” it differently. Thus, whenever you suggest that a certain communication began because of a particular stimulus, you are forgetting that communication is circular; it has no clear starting point or end point. Communication is a continuous, ongoing series of events.
· Messages are verbal symbols and nonverbal cues. In the process of communication we send two kinds of messages: (1) discrete, digital, verbal symbols (words) and (2) continuous, analogic, nonverbal cues. The content of a message is more likely to be communicated through the digital system (1), whereas the relationship level of the message is more likely to be carried through the analogic system (2). Although words are under our control and mostly are said intentionally, many of the nonverbal cues that we send are not, i.e. you may lie with words, but the nonverbal signal are likely to give you away.
· Exchanges are symmetrical or complementary. A symmetrical interaction occurs if the behavior of one person is mirrored by the behavior of the other person (e.g., when you act in the dominating way and your partner acts the same way). When behaviors of the two interacting persons are different, a complementary interaction takes place (e.g., aggressive vs. submissive, leader vs. follower). Neither a symmetrical nor a complementary relationship is trouble free (teacher vs. students, mother vs. child).

Improving your effectiveness as a communicator is achieved through becoming actively involved in the study of communication and the communication itself. Above all, you must believe that developing communication skills will greatly improve the quality of your life.
* * *

Theme 2.

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.
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.
Most nonverbal communication about affect, status and deception happens at an unconscious level. For this reason, it plays an important in intercultural interactions. Being unconscious it communicates how we feel about each other and about our cultural groups.
Culture-Bound.While much of your nonverbal communication is part of a universally recognized and understood code, a great deal of your nonverbal behavior is rooted in your culture. A culture's nonverbal language can be as unique as its verbal. From your use of eye contact to the amount of volume you employ during interaction, your culture influences the manner in which you send and receive nonverbal symbols. For example, in many cultures, outward signs of emotion are accepted as natural. People from the Middle East and the Mediterranean are generally expressive and animated. For the Japanese, excessive and public displays of emotion are often considered a mark of rudeness, a lack of control, and even an invasion of another person's privacy
Functions of Nonverbal Communication
Repeating. People often use nonverbal messages to repeat a point they are trying to make. If you were trying to tell someone that what they were proposing was a bad idea, you might move your head from side to side while you were also uttering the word "no." We might hold up our hand in the gesture that signifies a person to stop at the same time we actually use the word stop. Or we might point in a certain direction after we have just said, "The new library is opposite that building." The gestures and words have a similar meaning and reinforce one another.
Complementing.Closely related to repeating is complementing. Although messages that repeat can stand alone, complementing generally adds more information to messages. For example, you can tell someone that you are pleased with his or her performance, but this message takes on extra meaning if you pat the person on the shoulder at the same time. Physical contact places another layer of meaning on what is being said. Many writers in the area of nonverbal communication refer to this as a type of accenting because it accents the idea the speaker is trying to make. You can see how an apology becomes more forceful if your face, as well as your words, is saying, "I'm sorry." You also can accent your anger by speaking in a voice that is much louder than the one you use in normal conversation.
Substituting. People substitute nonverbal communication when they perform some action instead of speaking. If you see a very special friend, you are apt to enlarge the size of your smile and throw open your arms to greet him or her, which is a substitute for all the words it would take to convey the same feeling. If a group of people is boisterous, you might place your index finger to your lips as an alternative to saying, "Please calm down so that I can speak." Or if you object to someone's behavior you might roll your eyes back as a way of "voicing" your disapproval.
Regulating.You often regulate and manage your communication by using some form of nonverbal behavior: you nod your head in agreement to indicate to your communication partner that you agree and that he or she should continue talking; or you remain silent for a moment and let the silence send the message that you are ready to begin to give the other person a chance to talk. A parent might engage in "stern" and direct eye contact with a child as a way of "telling" him or her to terminate the naughty behavior. In short, your nonverbal behavior helps you control the situation.
Contradicting.On some occasions, your nonverbal actions send signals opposite from the literal meanings contained in your verbal messages. You tell someone you are relaxed and at ease, yet your voice quavers and your hands shake. It also is a contradictory message when you inform your partner that you are glad to see him or her, but at the same time you are sulking and breaking eye contact. Because people rely mostly on nonverbal messages when they receive conflicting data, you need to be aware of the dangers inherent in sending opposing messages.
Classifications of Nonverbal Communication
Body Behavior.This dimension includes appearance and attire (clothing), body movement (posture and gestures), facial expressions, eye contact and gaze, touch, smell and paralanguage (volume, noises, laughing, accents and dialects).
Appearance. In intercultural communication, appearance is important because the standards you apply and the judgments you make are subject to cultural interpretations. In the United States, people tend to value the appearance of tall, slender women, but in many other cultures, the definition of what is attractive calls forth a series of different images. In Japan, small size, diminutive females are thought to be the most attractive. In Africa we can see yet another definition of physical attractiveness. Plumpness is considered a sign of beauty, health and wealth, and slimness is evidence of unhappiness or disease or that a woman is being mistreated by her husband.
Attire.Clothing – how much, how little, and what kind – is also a reflection of a culture's value orientation. For example, modesty is highly valued among Arabs. In most instances, girls are not allowed to participate in swimming classes because of the prohibitions against exposing their bodies. Of the German culture, Hall and Hall (1990:53) write:
“Correct behavior is symbolized by appropriate and very conservative dress. The male business uniform is a freshly pressed, dark suit and tie with a plain shirt and dark shoes and socks. It is important to emulate this conservative approach to both manners and dress. Personal appearance, like the exterior appearance of their homes, is very important to Germans”.
Body Movement: Kinesics. People have always known that action communicates. The study of how movement communicates is called kinesics. In general, kinesic cues are those visible body shifts and movements that can send messages about 1) your attitude toward the other person (standing face to face with a friend - direct body orientation - or leaning forward may show that you are relaxed), 2) your emotional state (tapping on the table or playing with coins can mean you are nervous), and 3) your desire to control your environment (motioning someone to come closer means you want to talk to him or her).
Posture.Posture and sitting habits offer insight into a culture's deep structure. We can see the bond been culture and values by simply looking at the Japanese and Indian cultures. In Japan, and other Asian cultures, the bow is much more than a greeting. It signifies that culture's concern with status and rank. In Japan, for example, low posture is an indicator of respect. Although it appears simple to the outsider, the bowing ritual is actually rather complicated. The person who occupies the lower station begins the bow, and his or her bow must be deeper than the other person's. The superior, on the other hand, determines when the bowing is to end. When the participants are of equal rank, they begin the bow in the same manner and end at the same time.
Gestures.Gestures are both innate and learned. They are used in all cultures, tend to be tied to speech processes, and are usually automatic. Let us consider a few examples of how gestures can communicate different meanings from culture to culture. We begin with the simple act of pointing. In most countries of Europe and America, people point to objects and even at people with the index finger. Germans point with the little finger, and the Japanese point with the entire hand, palms up. In much of Asia, pointing with the index finger is considered rude.
Facial Expressions.At one time or another, most people have been intrigued by how the looks on other people's faces have influenced their reactions to them. People in every culture have been keenly aware of the manner in which the face offers insight into the character of a person. Whether it be the Mexican saying that "One's face is the mirror of one's soul," or the Jewish proverb that states "The face tells the secret," people everywhere have been captivated by the face.
The importance of facial expressions in communication is well established; however, the intercultural implications of these expressions are difficult to assess. 
The smile is yet another emotional display that is rooted in one's culture. The whole world smiles, but the amount of smiling, the stimulus that produces the smile, and even what the smile is communicating often shifts from culture to culture. In America, a smile can be a sign of happiness or friendly affirmation. 
Eye Contact and Gaze.The number of messages we can send with our eyes is almost limitless. We have all heard some of the following words used to describe a person's eyes: direct, sensual, sardonic, expressive, intelligent, penetrating, sad, cheerful, worldly, hard, trusting, suspicious. The impact of eye contact and gaze on human interaction is seen in the fact that people use less eye contact when they are depressed, suffer from low self-esteem, and are uncomfortable in a particular situation. 
According to Leathers (1992: 42), there is enough evidence to conclude that in the United States, eyes serve six important communication functions: they "(1) indicate degrees of attentiveness, interest, and arousal; (2) influence attitude change and persuasion; (3) regulate interaction; (4) communicate emotions; (5) define power and status relationships; and (6) assume a central role in impression management."
Culture modifies the amount of eye contact in which we engage and who is the recipient of the eye contact. Direct eye-to-eye contact, however, is a taboo or an insult in many Asian cultures. People from Latin American and Caribbean cultures also avoid eye contact as a sign of respect. This same orientation toward eye contact is found in Africa. There is even a Zulu proverb that states that the eye is an organ of aggression.
Problems can arise when Westerners attempt to do business with a group of people who believe it is a sign of impertinence to make prolonged eye contact with their communication partners. Arabs, on the other hand, look directly into the eyes of their communication partner, and do so for long periods. They believe such contact shows interest in the other person and helps them assess the truthfulness of the other person's words.
Paralanguage.  When watching a foreign movie, you can hear the rise and fall of voices, which may tell you when one person is asking a question and another is making a statement or issuing a command. Whatever the case, certain vocal cues provide you with information with which to make judgments about the characters' personalities, emotional states, ethnic background, and rhetorical activity. Shakespeare said the same thing when he wrote, "I understand the fury in your words, but not the words."
Accents and Dialects.Accents and dialects are additional components of paralanguage that often influence the communication process. Accent refers only to distinctive pronunciation, whereas dialect refers to grammar and vocabulary as well. The importance of accents and dialects is obvious to those who have found themselves making a judgment about another person based on the person's accent or dialect. Because most people view "standard English" as proper and correct, anyone not using this standard is perceived to be of lower status and/or not speaking correct English.
Space and Distance.The flow and shift of distance between you and the people with whom you interact as much a part of communication experiences as the words you exchange. Notice how you might allow one person to stand very close to you and keep another at a distance. You use space and distance to convey messages. The study of this message system, called proximics, is concerned with such things as: 1) your personal space, 2) seating and 3) furniture arrangement. All three have an influence on intercultural communication.
Personal space. Your personal space, that piece of the university you occupy and call you own, is contained within an invisible boundary surrounding your body. When your space is invaded, you react in a variety of ways: you may back up and retreat, stand your ground as your hands become moist from nervousness, or sometimes even react violently.
Your response is a manifestationnot only of your unique personality, but also your cultural background. For example, cultures that stress individualism (England, the United States, Germany, and Australia) generally demand more space than do collective cultures and tend to take an active, aggressive stance when their space is violated. This perception and use of space is quite different from the one found in the Mexican and Arab cultures. 
Your use of space is directly linked to the value system of your culture. In some Asian cultures, for example, students do not sit close to their teachers or stand near their bosses; the extended distance demonstrates deference and esteem. Extra interpersonal distance is also part of the cultural experience of the people of Scotland and Sweden, for whom it reflects privacy. And in Germany, private space is sacred.
Seating.Culture influences even the manner and meaning in seating arrangements. Notice, for example, that Americans, when in groups, tend to talk with those opposite them rather than those seated or standing beside them. This pattern also influences how they select leaders when in groups: in most instances, the person sitting at the head of the table is chosen (or the leader will move directly to the head table position). In America, leaders usually are accustomed to being somewhat removed physically from the rest of the group and consequently choose chairs at the ends of the table.
In China, seating arrangements take on different meanings. The Chinese often experience uneasiness when they face someone directly or sit on opposite sides of a desk or table from someone. It makes them feel as if they are on trial. In China, meetings often take place with people sitting on couches. In Korea, seating arrangements reflect status and role distinctions. In a car, office, or home, the seat at the right is considered the one of honor.
For the Japanese, seating arrangements at any formal or semiformal function are also based on hierarchy. The most important person sits at one end of the rectangular table, with those nearest in rank at the right and left of this senior position. The lowest in class is nearest to the door and at the opposite end of the table from the person with the most authority.
Furniture Arrangement within the home communicates something about the culture. For example, people from France, Italy or Mexico visiting the United States are often surprised to see that the furniture in the living room is pointed toward the TV set. For them, conversation is important, and facing chairs toward a television screen stifles conversation. In their countries, furniture is positioned to encourage interaction.
Time.A culture's use of time can provide valuable clues to how members of that culture value and respond to time. In America, most members of the dominant culture adhere to the advice of Benjamin Franklin which tells us that "Time is money." We also hear the phrase "He who hesitates is lost." The Chinese know the Confucian saying "Think three times before you act." Reflect for a moment on how differently each of these cultures perceives time. A culture's conception of time can be examined from three different perspectives: (1) informal time; (2) perceptions of past, present, and future; and (3) Hall's monochronic and polychronic  classifications.
Informal Time.Most of the rules for informal time are not explicitly taught. Like most of culture, these rules usually function below the level of consciousness. Argyle (1982: 68) makes much the same point when he compares cultural differences in punctuality standards:
How late is "late"? This varies greatly. In Britain and America one may be 5 minutes late for a business appointment, but not 15 and certainly not 30 minutes late, which is perfectly normal in Arab countries. On the other hand in Britain it is correct to be 5-15 minutes late for an invitation to dinner. An Italian might arrive 2 hours late, an Ethiopian after, and a Javanese not at all — he had accepted only to prevent his host from losing face.
Our reaction to punctuality is rooted in our cultural experiences. In the United States, the boss can arrive late for a meeting without anyone raising an eyebrow; if the secretary is late, he or she may receive a reprimand in the form of a stern glance. A rock star or a doctor can keep people waiting for long periods of time, but the warm-up band and the nurse had better be on time. In Latin America, one is expected to arrive late to appointments as a sign of respect. And in Africa people often "show up late for appointments, meetings, and social engagements. In Germany promptness is taken for granted.
Monochronic (M-time) and Polychronic (P-time) Classifications.Anthropologist Hall  advanced another classification of time as a form of communication. Hall (1983) proposed that cultures organize time in one of two ways: either monochronic (M-time) or polychronic (P-time). Although he did not intend these as either/or categories, they do represent two distinct approaches to time.
M-time is characteristic of people from Germany, Austria, Switzerland, and America. People of the Western world, particularly Americans, tend to think of time as something fixed in nature, something around us and from which we cannot escape; an ever-present part of the environment, just like the air we breathe.
P-time.People from cultures on P-time live their lives quite differently. P-time cultures, for example, deal with time holistically. They can interact with more than one person or do more than one thing at a time. This multidimensional approach to the moment explains why there is more interrupting in conversations carried on by people from Arabic, Asian, and Latin American cultures. Africans are another culture that takes great stock in the activity that is occurring at the moment and emphasize people more than schedules. Time for Africans is defined by events rather than the clock or calendar. 
Within the United States, there are co-cultures that use time differently from the dominant culture. Most Native American Indian languages do not even have a word for second, minute, or hour. Mexican Americans frequently speak of "Latino time" when their timing varies from that of the dominant culture. The Polynesian culture of Hawaii has "Hawaiian time," a concept of time that is very relaxed and reflects the informal lifestyle of the Native Hawaiian people. And among Samoans, there is a time perspective referred to as "coconut time," which is derived from the notion that it is not necessary to pick coconuts because they will fall when the time is right. African Americans often use what is referred to as "BPT" (Black People's Time) or "hang-loose time." This concept, which has its roots in the P-time cultures of Africa, maintains that priority belongs to what is happening at that instant. Statements such as "Hey, man, what's happenin'?" reflect the importance of the here and now.
Silence. An African proverb states, "Silence is also speech." We contend that silence sends us nonverbal cues concerning the communication situations in which we participate. Observe the poignant use of silence when the classical composer strategically places intervals of orchestration so that the ensuing silence marks a contrast in expression. Silence can indeed be a powerful message. 
* * *

Theme 3.

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.
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 people 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.
Prejudice is a negative attitude toward a cultural group based on little or no experience. Whereas stereotypes tell us what a group is like, prejudice tells us how we are likely to feel about that group.
The French philosopher and essayist Voltaire knew of the dangers associated with prejudice when he wrote that "Prejudices are what fools use for reason." His rationale for this observation was simple—deep felt prejudices cause serious problems.
Prejudice amounts to a rigid and irrational generalization about a category of people. Prejudice is irrational to the extent that people hold inflexible attitudes supported by little or no direct evidence. Prejudice may target people of a particular social class, sex, sexual orientation, age, political affiliation, race or ethnicity.
When applied to the interpersonal and intercultural setting, prejudice often includes various levels of hostility. This hostility dimension is explained by J. Levin, who believes that prejudice deals with negative feelings, beliefs, and action-tendencies, or discriminatory acts that arise against human beings by virtue of the status they occupy or are perceived to occupy as members of a minority group.
Ethical considerations in intercultural business relations
What do businesspeople from around the globe consider ethical behavior? What is considered ethical depends on the cultural background of the partners involved.
For some this may be difficult to accept. After all, many of us assume that ethical standards are universal. We may define ethical behavior as being honest, being fair, telling the truth, and being considerate and caring, and we may think that these values are culture-neutral. Yet, none of these terms exist in a vacuum; they are influenced and shaped by the cultural priorities of the people who use them.
The philosophical foundations of ethics in various cultures help to illustrate this point. For example, Aristotle, a Greek philosopher, argues that a person can find the good. Furthermore, Aristotle maintains that people can be taught to do what is good and that they will gain happiness from doing the virtuous or the ethical.
The German philosopher Kant holds that a person is not only capable of knowing the good or the right, but also has an obligation to do what is right. This is known as the categorical imperative. Like Aristotle, Kant sees the good and the bad, the ethical and unethical, as opposites.
Much of Western thought has been shaped by the conviction that knowledge to do the good will lead to the good and that there is a rational way of getting there. Therefore, people from these cultures will have strong opinions on what is right and wrong. As a result, they have a tendency to look at ethics as an either-or concept. They know that there is a gray (unclear) area, but generally ethical standards are seen as absolute and objective. This view holds that ethics can be legislated. If there is a universal ethical standard, a universal set of right and wrong, then it should be possible to clarify the standards through rules and laws and thus ensure that everyone understands and accepts the standards. 
The Aristotelian human relations (HR) manager would recognize that there is a good that is knowable. At the same time the manager also tries to ensure that employees act according to company rules and guidelines. The HR manager will attempt to inculcate good or virtuous habits in the employees to carry the company to the good.
Philosophers in East Asia have taken a different view. Daoism, for example, sees reality not as an either-or proposition but rather as a holistic unity that encompasses all aspects of reality. In Daoism, as in Western philosophy, people have an obligation to do the virtuous; however, the virtuous is not an absolute. It is impossible to have the absolute good or the right because reality consists of both opposites. Daoists, therefore, are concerned about an appropriate balance in the universe, and the appropriate balance always depends on specific circumstances that require a careful weighing of options. Westerners, not understanding this background, frequently refer to this view of ethics as situational ethics or opportunism. The argument is that if the circumstances dictate what is ethical, there are no standards for ethical behavior. People from East Asia, on the other hand, view Westerners as narrow-minded and unrealistic. In this system the HR manager will weigh what the best or virtuous practices are under the given circumstances.
           In the increasingly secular Western world this is easily interpreted as
old-fashioned and fundamentalist. However, in order to understand Islamic views on
ethics, it is necessary to recognize the role of religion in shaping ethical thought. The philosophy of ethical behavior is also influenced by other cultural variables, such as group orientation or individualism.	
Businesspeople from relationship-oriented cultures may have a very different view of what is ethical than people from results-oriented cultures. They may use the same terms but assign radically different meanings to those terms. Honesty may not be an absolute term but rather may be seen in the context of the group a businessperson is coming from. For example, fairness does not signify some abstract ideal; instead fairness means that one is willing to fulfill one's obligations to one's group or family. 
Thus, in a results-oriented society fairness might dictate that a manager hires the person with the best credentials for the job, an almost clinical decision that is separate from the person. In a high-context society, on the other hand, fairness would dictate that a manager hire a family member, the child of a friend, or someone who has special connections. Likewise, honesty is dependent on the context as well. Honesty may be what it takes to establish the relationship to do business together.
One of the challenges of international business is that all businesspeople from all cultures judge ethical behavior by their own self-reference criteria. It is tempting to apply one's own definition of ethics to what the partner from another culture does and conclude that the partner is unethical based on these standards. Not understanding the ethical framework of the people you are dealing with can lead to misunderstandings and frustrations.
For example, firms from the United States frequently try to avoid nepotism, the hiring of relatives of employees, because this is seen as providing an unfair advantage, which is bad. These views are related to the value the United States places on social equality. To hire someone based on his or her family relationship to an employee seems to be unequal treatment, favoring those people who have employed relatives and disfavoring those who do not. Managers are afraid that the relatives might stick together and that the resulting cliquishness might hurt morale of the work unit.
CASE STUDY based on: V.S. Slepovitch. Business English.7th edition. Minsk: TetraSystems, 2012. – Part 5.
1) Being positive: Smile. Make eye contact. Be attentive. Be positive.
2) Being thoughtful: Remember names and faces.Don’t be shy.Ask for clarification.Ask for business cards.Write follow-up letters.
3) Being a team player: Make new colleagues feel welcome. Learn about your colleagues. Know people’s job titles. Write thank-you notes. Be a good team player.
4) Being interested: Use personal information in introductions. Try to find a common interest. Stay in touch.
5) Being organized: Make appointments. Set agendas. Keep a calendar. Be direct. Plan for changes. Be prepared with alternatives. Write “to do” lists.
6) Being punctual: Leave early to be sure you are not late. Allow extra time. Call to reschedule. Apologize if you are late. Accept apologies from other people.
7) Being prepared: Be prepared. Give sufficient details. As the right questions.
8) Being polite: Identify yourself on the phone. Speak slowly and clearly. Return your phone calls. Express appreciation.
9) Being patient: Always say “please” and “thank you”. Be positive. Compliment good work. Point out mistakes politely. Provide clear, complete instructions.
10)  Being loyal: Share the credit. Be a team player. Congratulate colleagues.

* * *


Theme 4.
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.Covering letters, references and business cards.Handling an interview.
This theme is covered in the following books published by the author of the course:
V.S. Slepovitch. Job Hunting in English. Minsk: Tetrasystems, 2002.
V.S. Slepovitch. Business English.7th edition. Minsk: TetraSystem, 2012.

Below please find some info on the job application process, as well as on writing résumés and covering letters.
	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. 

	Your résumé should include enough information about you for the employer to feel that you are worth interviewing. Here is a list of the most common kinds of résumé information. Be prepared to omit, add, or alter according to the job.
Name and Address
Usually this information is placed at the top of the page. (Résumé, unlike CV, i.e. Curriculum Vitae, is limited by one page only.) Be sure to include the full mailing address with a postal code. You may also add a telephone number. If you are a student with a different mailing address for winter and summer months, give both addresses and the dates when you will be at location.
Present Employment
This information helps the reader to grasp quickly the basis of your experience and the level of your responsibility.
Job Objective
This category is useful if you are a student trying to suggest that you have definite career goals. It may also be useful if you want a specific job in a large organization with a number of vacancies. In any case, it’s better to give not the position you would like (for example, a sales manager), but the area and the general level of responsibility (for example, «a management position in marketing» or «management trainee»).
	On the other hand, if you are willing to try a variety of jobs, it is better not to include this category.
Summary of Qualifications
Some consultants recommend placing a capsule “Profile” of one or two sentences before the more detailed listing of your experience or qualifications. This summary is your chance to hit the reader directly with your most important attributes for the job, for example, “an energetic and skilled communicator”, “a specialist with the ability to analyze needs and implement solutions”, “full of entrepreneurial spirit”.
Education
For students whose job experience is scanty or nonexistent, this section usually comes first. Educational qualifications are most often the primary selling point. Begin with your most recent educational attainment or your most advanced degree or diploma.
 If you have a post-secondary education, it’s not necessary to include your high (secondary) school, unless you have a particular reason for doing so. Be sure to give the date you obtained any degree or diploma, along with the name of the institution that granted it.
If courses you have taken are a selling point, list those relevant to the job you are applying for. (This is especially important for students seeking their first permanent job.)
Work experience
In most résumés, this information is the major focus. In a standard resumé, it is given in reverse chronological order.  Students should include all volunteer and part-time jobs.
However you arrange the section, follow this guide:
1. Make the information action-oriented. For example, write:
· reviewed customer service procedures;
· organized employee training seminars;
· prepared budgets for the promotion department;
2.  Stress accomplishment. Instead of listing your duties for each job, tell what you have achieved. Rather than say that your «duties were to supervise customer accounts and keep the books», say that you “supervised the customer accounts and kept the books.”
3.  Be honest. A small lie in résumé is enough to wipe out the employer’s trust in you, even if it is discovered well after you have the job. Integrity is an attribute never worth sacrificing. This advice does not mean that you should write about all your faults and draw attention to errors. But you should not misinform the reader.

Personal information
Most personal information, other than your address and phone number, is unnecessary and should be left out. However, if you think that listing some personal details will give you an advantage, by all means do so. For example, being single might be an advantage for a job requiring a lot of traveling.
References
You don’t need to give the names of people who can supply references. Some applicants prefer to wait until the employer is seriously interested, especially if they are currently employed and don’t want others to know they are looking around. Omit this category altogether or write: “References will be supplied on request”. If you do include references, give full name, title, company, and address. Telephone numbers may also be helpful.

RÉSUMÉ FORMATS
Chronological Format demonstrates continuous and upward career growth. It does this by emphasizing employment history beginning with the most recent and working back. Thefocusis on time, job continuity, growth and advancement, and accomplishments.
Targeted Format is used when you are seeking a specific position. The focus is on your skills, abilities, and qualifications that match the needs of your target.
Functional Format also emphasizes your skills, but does not correlate these characteristics to any specific employer. The focus is on what you did, not when and where you did it.
Combination Format offers a quick synopsis of your market value (the functional style) followed by your employment chronology. This format is very well received by hiring authorities.
THE 5 P’s of RÉSUMÉ WRITING
The 5 P’s of an explosive résumé are as follows:
· Packaging
· Positioning
· Punch, or Power Information
· Personality
· Professionalism
Packaging is a vital component to sales success. Paper stocks, graphics, desktop publishing and imaginative presentations are part of the packaging process.
Positioning of information means organization. Organize the data on your resumé so that it’s easily accessible to the reader and the reader is able to quickly grasp significant information. The key information should be displayed in the Introduction section.
Punch or Power Info is by far the most important. Here you deliver the information that the hiring manager wants to see. Power Info is the information that matches your skills, abilities, and qualifications to a prospective employee’s needs.
Personality means a lot for hiring managers. When writing your resumé, remember that words are power. Change neutral and dull words to eye-catching and bright ones. For example, instead of “being responsible for something”, show that you were “a catalyst for major improvements in…” In other words, lighten up your résumé and let it dance and sing a bit. By displaying a personality, you display emotion. And more than any other element, it sells!
Professionalism in presenting your résumé is important because you want to make a good, lasting, and professional first impression. Remember: you are the product and you are the salesperson. Your résumé is your brochure. Would you hire yourself based on the professionalism of your résumé? Professionalism will lead you to more and more interviews. That means more opportunities.

RÉSUMÉ SAMPLES
1. Chronological résumé.
Charles Carey
Accounting manager
2223 August Square Road
Barrington, Il 600193
PROFILE
- More than 8 years in accounting, including responsibility for department procedures, budget, and computer operations.
· Plan and conduct audits and variance analyses, process payroll and payroll tax reports and filings.

EMPLOYMENT
10/14 – Present	Scarpendous Displays, Inc., Chicago, Illinois.
Senior Accounting Manager
- reduced accounting payroll costs 41% through automation
- successfully directed conversion from an IBM system to a Novell Network
1/12 – 9/14		Lancer Systems, Chicago, Illinois.
			Accounting Manager
- trained six employees in accounting department
			- analyzed and interpreted forecasts
			- successfully negotiated a credit line 
5/10 – 1/12		Coopers & Lybrand, Chicago, Illinois
			Senior Accountant
- performed detailed financial audits and   recommended improvements in system procedures
6/07 – 5/10		- U.S. Riley Corporation, Chicago, Illinois.
			Cost Accountant
			- assisted in budget forecasting
			- developed cost data and variance analyses
EDUCATION
Ridgetown college, Santa Fe, New Mexico, USA.
Bachelor of Science: Accounting(2006)
REFERENCES:  	Furnished Upon Request
2.  Targeted résumé.	

BARRY LISTER
Address before May 7, 2014                    Address after May 7, 2014
House G, Erindale Campus                       24 Kilbarry Street
University of Toronto                                Ottawa, Ontario
Mississauga, Ontario                                  K0B 1K0
L5C 1C6                                                     (613) 6322150
(416) 826-3000
JOB OBJECTIVE: Junior of a survey crew, with the ultimate goal of becoming an Ontario Land Surveyor.
EDUCATION
2014   - Will complete 2nd year of a Bachelor of Science Degree at the University of Toronto. Major:
              Survey Science. Grade average: B.
                              Major courses: Introduction to Surveying Science
                                                       Land Planning
                                                       Survey Law
2012 - Completed one year of Architectural Science at Ryerson Polytechnical Institute (Grade    
	Average: B)
WORK EXPERIENCE
Summer, 2010        -- Tree planter for Roots Ltd.I British Columbia.
Summers, 2006-2010  --Groundsworker for Hillsview Golf Club Ltd.
OTHER ACTIVITIES
Captain, Erindale hockey team                   
Treasurer, Survey Science Club      
PERSONAL INFORMATION
	Birth Date: September 30, 1988
	Marital Status: Single
3.  Functional format résumé.

Susan Hertz
16 Osler Street
Vancouver, British Columbia V6R 2T1
Tel: (614) 741-0329

Job Objective:Public relations trainee          
Profile:An energetic and skilled communicator,with a record of leadership and initiative.
Communication Skills
B.A., Honors, in English, Queen’s University, 1986; B+ average.
Entertainment editor for Queen’s Journal, 2008-09.
Debated regularly as a member of Queen’s Debating Society.
Gave oral presentations to public as guide at Huronia Village in Summer 2008. Described background of historic site to groups of visitors.
Leadership
Elected to Student Council in my last year at Richmond High School.
Introduced new students to university life at Queen’s University.
Elected Vice-President of English Club at Queen’s, 1985. Planned and chaired monthly seminars.
Initiative
Founded my own home-baked cookie business, Susan’s Cookies, when still at school. Baked, sold and kept accounts, earning enough to pay for my first year at Queen’s.
References
1. Prof. Michael Hughs, Queen’s University, Department of English, Kingston, Ontario, K7L 3N6.
2. Mrs. Mable Williams, Administrator, Huronia Village, Ontario, L0K 1P6 
Covering (cover) letter
	You must include a covering (or cover) letter when sending your résumé to anyone. Résumés are impersonal documents that contain information about your skills, abilities, and qualifications.
	A covering letter should do more than state “Here’s my application and résumé”. A well-written covering letter reveals important communication skills. Aside from what you say, the way you say it matters.
	Cover letters should be brief, energetic, and interesting. A polished cover letter answers the following questions:
1. Why are you writing to me and why should I consider your candidacy?
2. What qualifications or value do you have that I could benefit from?
3. What are you prepared to do to further sell yourself?
4. 
	Below are the guidelines for a covering letter. Applicants should not produce identical letters. Feel free to express your own personality if you hope to influence the reader.
Get the Reader’s Attention
Try to say something that will make the reader want to read on. This could be your qualification or a reason for your interest in the firm, e.g.:
	“The article on your firm in “Belorusy i Rynok” suggested that you may be expanding. Are you looking for a dynamic sales person?
	As a prize-winning student of English, I believe my skill as a writer would be a useful attribute in your public affairs department.”
Name dropping is another attention-getter: if someone respected by the employer has suggested you make the application, mention the person right at the beginning, e.g.: «Arthur Stone suggested that I get in touch with you», or «Arthur Stone has told me that your company regularly hires students as summer office help».
State Your Purpose
Don’t beat around the bush and merely imply that you are applying for a job. Be specific. If you are responding to an advertised opening, say so. Remember that a reader who is uncertain about your purposes is unlikely to act.
Give a Brief Summary of Your Selling Points
You may create a second paragraph for this part, but keep it as short as possible. A covering letter (like a résumé) should not exceed one page. The shorter, the better. Here are some tips:
1.  Link your skills to the employer’s needs. Focus not on how the job would help you, but on how you can help the employer.

   Which sentence from a student would appeal to you most?
(a)  I would like to work for < ... > this summer to up-grade my qualifications and gain some practical experience>
(b)  I believe the courses in < ... > I have taken will help me to make a useful contribution to your summer work.

2.  Sell yourself without seeming egotistical. You can emphasize your strengths in a sincere way. Don’t boast. Stress your attributes simply, without using intensifying adjectives. Try to use facts that speak for themselves.
	(—)  I have extraordinary talent in mathematics. 
	(+)    I have consistently achieved high marks in mathematics. 
	(—)  I am a very good salesperson.
(+)   Last summer, although one of the youngest salespeople in the store, I had the second highest sales total.
3.  Try to bury the “I’s”.  You cannot avoid using “I”, but you can place it after some word:
	(—)  I worked for an accountancy firm last summer.
	(+)    Last summer I worked for an accountancy firm.
4.  Place your weaknesses in a subordinate position. If you must include something you don’t want to emphasize, try putting it in a subordinate clause, with a main clause emphasizing a more positive point.
	(—)  Unfortunately, I have never worked in a job requiring accounting.
	(+)  Although I have not had an accounting job, I have taken four accounting courses.
5.  Don’t apologize.  If you don’t think you can do a specific job, don’t apply for it. If you think you can, be confident in outlining your qualifications. Avoid such phrases as “I’m sorry”, “I regret” or “unfortunately” when referring to your background or skills.
Ask for an Interview
Applicants often forget to do this directly. As a general practice, mention that you will telephone the employer rather than ask the employer to get in touch with you. 
Two final tips:
· Don’t mention salary expectations in the covering letter. The interview is a more appropriate time to discuss money.
· Don’t thank in advance. Although intending to be polite, you may seem presumptuous.
-----------------------------------------------------------------------------------------------------------------



COVERING LETTER SAMPLES
(1)

April 1, 2015
31 Lonbard Drive
Edmonton, Alberta T6H 1C3
Mr. R. Jones
Personnel Director
Computer Systems Inc.
Dear Mr. Jones:
Since Computer Systems is a fast-growing company, you are likely in need of young and energetic people with a good knowledge of computers. In one month I will be graduating from University of Alberta with a Computer Science degree and would like to join your company as a programmer.
In addition to my university courses, I have had work experience in programming and operating computers. Last summer I implemented programs for the design of loudspeakers at Nortec Industries.
At you convenience, I would like to meet you to discuss how my qualifications could benefit Computer Systems. Next week I will call you to try to arrange an interview (to set up an appointment).
	Yours sincerely,
	Helen Graham
Encl.
(2)
29-24 Crescent Blvd.
Forest Hills NY 11433
Tel. 212-646-3654

October 12, 2014
Mr. John Terriell, Accounting Manager
General Office Supply Co.
412 Norman Avenue
Wharfield NY 11352

Dear Mr. Terriell,
Jack Thatcher at the Chase Bank told me that General Office Supply is opening a new branch in Forest Hills. I have dealt with your company several times and am delighted to see that you will be moving even close to home area.
As a member of the Forest Hills Communication Committee, I have gained experience in all phases of book-keeping as well as purchasing. Your product lines are very familiar to me, as you have supplied us with materials for our evening seminars.
With my knowledge in these areas, I am sure that I could make a contribution to your company in the new branch in Forest Hills. I would like to meet with you to discuss some of these ideas further. I will call you next week to arrange a meeting.
Yours truly,
----------- 
	Hilda Lebanon
encl.: 
REFERENCE LETTER SAMPLE
Excalibur Energy Company
P.O. Drawer 25305
Albuquerque, New Mexico 87335
USA
Office
533\Sixth NW 85
Fax: (1) 505 477 859
Email: rhc@juno.com
February 24, 2009

TO WHOM IT MAY CONCERN:

Re: A Reference Letter for Mr. Jack Dole

Jack Dole was employed by this company from October, 2002 through December 2008 in the capacity of exploration geologist. During this time he proved to be a real “oil finder”, and his discoveries contributed substantially to the income of this company. 

Jack left Excalibur, with our blessing, to take a similar position with a major oil company at a considerably higher level of compensation.

I can Jack the very highest sort of recommendation for employment in his field of endeavor. We would be pleased to re-higher him at any time. As to his education and experience, I am certain they are amply covered in his résumé, so I will not touch on those matters.

Again, I can say enough good things about Jack, but should you have any specific questions about him, I shall be happy to try and answer them.

Very truly yours,
----------------------
Cark Felter, President
* * *

Theme 5.
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.
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.)
· Be forceful (use active verbs: We decided to sell our shares; choose verbs over noun phrases: They had an expectation of higher profits.  They expected higher profits; avoid clichés; use concrete details and examples; make important ideas stand out.
Types of letters.Layout (structure) of letters.
Normally, letters go to people outside the writer’s organization, and memos go to insiders. Although the formats differ, the principles of organization are the same. Since «time is money» in any business, it pays to be able to write both letters and memos efficiently. 
· Memo format (date… to… from… subject… message; no salutation, close or signature, just initials at the bottom – optionally).
· Guidelines for all letters and memos 
Keep to one topic.
Be brief.
Make sure the info is complete. 
Keep the focus “you-centered”, e.g.: your report arrived today, thank you for your report.
Be positive (avoid phrases, such as blame, error, mistake, fault, careless, you failed to, surely you don’t…, you disregard, etc.)
Memos are the most common form of business writing, since most of the correspondence is within a company rather than between companies. Here is a common format for a memo:
· put the date at the top (on either side of the page);
· put the following underneath at the left:
	To:xxxxx
	From:xxxx
	Subject: xxxxxxxxxxxxxx

Memos have no salutation, complimentary close, or signature, although some writers add their initials at the bottom.
Example of a Memo

BEAVER CORPORATION

December 12, 2014
To: R.W. Woods, S. Fenner
From: J. Stanley
Subject: Meeting of Safety Committee

Our  meeting is rescheduled for this Thursday at 2 p.m. in my office.

We’ll be discussing the consultant’s report. Sue Hill has a copy if you need one. Please read it before the meeting.

Letter Format

1.  Company letterhead (if the paper has no letterhead, first type the company name and the address including the postal code).
2.  Date.  Use numerals for the day before or after the month:  
               June 18, 2015  or 18 June 2015.

You may also use a full numerical date. Americans usually follow a month-day-year order (06/18/2015). The accepted international method, however, is to move from large to small, i.e. year-month-day (15/06/18). If you think a numerical date may be confusing for the reader, use the spelling of the month.
3.  Reader’s name, title and company, and the full company mailing address.
4.  The salutation  “Dear ____________” is standard.
· When you don’t know the name, you have a choice: “Dear Sir or Madam”, “Dear Sirs/Madams”, “Dear Customer”, “Dear Personnel Manager”.
· When addressing a group, begin with “Ladies and Gentlemen” without “Dear”.
· For a person whose sex is unknown, use the first initial: “Dear L. Jonas”.
· For a woman whose marital status is unknown, use “Ms”.
5.  Subject line. A simple underlined heading, such as Subject: Health Problems is optional in a letter. It can sometimes replace the salutation or be put below or above it.
6.  Attention line. Occasionally the phrase “Attention Ms. X” replaces the salutation, especially when you are dealing with a particular department of a company.
7.  Body.  The body of the letter should be placed in the middle of the page.
8.  Complimentary close.  The simple ending “Sincerely” or “Yours sincerely» is a standard form. If you want to be more formal, you can also use “Yours faithfully”, “Yours truly”, «Yours very truly». On the other hand, with someone you know well, you may prefer the less formal “Cordially”, “Regards”, “Very fondly”.
9.  Indicate enclosures that are to go with your letter at the bottom left of the page: Encl.: 2
10. Indicate copies by typing “c:” for photocopies or “cc:” for carbon copies followed by the initials and last name of the readers:   c: A. Smith             cc: J. Brown

Layout variations:
	
1.  Traditional Style of Letter Layout (closed punctuation):

=================================================
*ABC Limited*
2 Dominion Street
Toronto, Ontario M5T 1LX
Tel: 416 592 3224
 January 4, 2015

Mr. Henry Small, 
Controller, 
Small & Associates,
P.O. Box 25,
Toronto, Ontario M6F 4K7

Dear Mr. Small:

Subject : (or, Re.: ) xxxxxxxxxxxxxxxxxxxxxxxxxxx

	Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
	Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

	Yours truly,
 - - - - - - -
John Smith
Manager


2.  Full-Block Style of Letter Layout (open punctuation):

-------------------------------------------------------------------------SIGNET*
32 Maple Street
Sudbury, Ontario P4E 2K1

15 02 24

Dr. Hollis Deeks
22 Princess Street
Brandon, Manitoba R5A 6D2

Dear Dr. Deeks

Re: xxxxxxxxxxxxxxxxxxxxxx

Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

Sincerely,
------------
Hugh Moore
Controller

Enclosure

3.  Modified Block Style of Letter Layout (Modified Open Punctuation):
-----------------------------------------------------------------------------------
*ALISON CONSTRUCTION* 
COMPANY
29 Bay Street
Halifax, Nova Scotia B4C 1F5

                                                                  May 3, 2015

Mrs. Geraldine Scott
22 Cherry lane
Fredicton, New Brunswick EB7 2F8

Dear Mrs. Scott:

Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx

Sincerely,
-----------
Jim Alison

Below is a sample of a letter explaining the block style.

-------------------------------------------------------------------------------------------------------------------
LETTERHEAD
- or -
Return Street Address
City, State Zip 
Date
*
Addressee’s Name
Address
City, State Zip 
*
Salutation:
*
SUBJECT: THIS LETTER EXPLAINS THE BLOCK STYLE
(The subject line in this style is optional and often not included)
*
This letter-style example is presented using block style.
*
In the block style, every letter part used begins at the left margin. This feature makes the block style letter one of the easiest and quickest to produce.
*
Because of its easy-to-produce features, the block style is among the most widely used letter styles.
*
 Complimentary close,
* 
* (Signature)
Sender’s Typed Name and Official Title
*
Reference Information
-------------------------------------------------------------------------------------------------------------

The info onand the types of letters and their samples - see: V.S. Slepovitch. Business English.Part 1.
* * *


Theme 6.
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 learning in the workplace.Case studies.

The International Business Context
To begin with, let us consider the following business situation described by Professors Geert Hofstede & Jan Hofstede:

A medium-size Swedish high-technology corporation was approached by a compatriot, a businessman with good contacts in Saudi Arabia. The corporation sent one of its engineers – let us call him Johannesson – to Riyadh, where he was introduced to a small Saudi engineering firm run by two brothers, both with British university degrees. The brothers were looking for someone to assist in a development project on behalf of the Saudi government. However, after six visits over a period of two years, nothing seemed to happen. Johannesson’s meeting with the brothers were always held in the presence of the Swedish business who had established the first contact. This annoyed him and his superiors because they were not at all sure that this business did not have contacts with their competitors as well – but the Saudis wanted to have an intermediary to be there. Discussions often dwelt on issues having little to do with the business – for instance, Shakespeare, of whom both brothers were fans. Just when Johannesson’s superiors started to doubt with the wisdom of the corporation’s investment in these expensive trips, a fax arrived from Riyadh inviting him for an urgent visit. A contract worth several millions of dollars was ready to be signed. From one day to the next, the Saudi’s attitude changed: the presence of the businessman-intermediary was no longer necessary, and Johannesson for the first time saw the Saudis smile and even make jokes.
So far, so good – but the story goes on. The remarkable order contributed to Johannesson’s promotion to a management position in a different division. Thus he was no longer in charge of the Saudi account. A successor was nominated, another engineer with international experience, whom Johannesson personally introduced to the Saudi brothers. A few weeks later another fax arrived from Riyadh in which the Saudis threatened to cancel the contract over a detail in the delivery conditions. Johannesson’s help was requested. When he went to Riyadh, it appeared that the conflict was over a minor issue and could be easily be resolved – but only, the Saudis felt, with Johannesson as the corporation’s representative. So the corporation twisted its structure to allow Johannesson to handle the Saudi account although his main responsibilities were now in a completely different field.
The Swedes and Saudis in this true story have different concepts of the role of personal relationships in business. For Swedes, business is done with a company; for Saudis, a person whom one has learned to know and trust. When one does not know the other person well enough, it is best that contract takes place in the presence of an intermediary or go-between, someone who knows and is trusted by both parties. And the root of the difference between these cultures is a fundamental issue in human societies: the role of the individual versus the role of the group.
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.
European Management Cultures. While there are similarities between American and German cultures, German management styles differ considerably.
In Germany, for instance, the manager is not a cultural hero. Like Americans, Germans belong to a data-oriented, low-context culture. They like receiving detailed information and instruction to guide them in the performance of tasks at which they wish to excel. Germans believe in a world governed by Ordnung – order. Everyone and everything has a place in a grand design calculated to produce maximum efficiency. Ordnung is inherently a German concept that goes further than even the pragmatic and orderly intent of Americans, British, Dutch, and Scandinavians. The highly skilled and responsible German workers do not necessarily need an American style manager to motivate them. They expect their boss to assign their tasks and to resolve technical problems. German values include a strong sense of professional calling and pride in work, a tendency toward an authoritarian leadership style, and paternalistic commitment to the country's welfare. From a German perspective, effective managers are self-confident, energetic, open-minded, and particularly competitive. It is not easy to work or deal with Germans because of the seemingly rigid framework within which many German firms operate.
French business practices, in many respects, follow from the philosophy of Rene Descartes and are based on a tendency toward logic and clarity. Humans are considered reasonable beings with a good mind and able to cope and solve their own problems. This suggests that people can use their wits to achieve their goals by means of craftiness, cunningness, and tricksterism. Rules, regulations, and principles that constitute a body of authoritative ideas govern proper forms of business. This leads to the French management style being more autocratic than the German. The French language supports this management style because it is rational, precise, ruthless in clarity, and argues its points with a logical urgency leaving little room for ambiguity or ambivalence.
The French are high on the power distance scale. G. Hofstede  provides this insight into French management practices: The French do not think in terms of managers versus non-managers but in terms of cadres versus non cadres; one becomes a cadre by attending the proper schools and one remains in it forever; regardless of their actual task, cadres have the privileges of a higher social class, and it is very rare for a non-cadre to cross the ranks.
Obviously, the French value this high power differential. Additional values include individualism and authority based on absolutism. Because French managers or cadres are well paid, have attended the best schools, and come from well-established families, they tend to have an elitist approach to management.
Similar to the French, the British tend toward elitism in their management practices. Unlike the French, however, their views follow rather from feudal and imperial origins. The class system still persists in the UK and status is still derived, in some degree, from pedigree, title and family name. British managers can be described as diplomatic, tactful, laid back, casual, reasonable, helpful, and willing to seek compromise and to be fair. British English differs significantly from American English because it does not employ the exaggeration and tough talk of the American version. British managers manipulate their subordinates with friendly small talk, reserved statements of objectives, and a casual approach to work.
Asian Management Cultures. The management cultures found in Asia differ considerably from those based on European elitism. Asian cultures stress collectivism and harmony, and these characteristics are reflected in their organizational cultures.
Chinese business values have been strongly influenced by Confucianism. G. Hofstede summarizes the Chinese view:
Overseas Chinese American enterprises lack almost all characteristics of modern management. They tend to be small, cooperating for essential functions with other small organizations through networks based on personal relations. They are family owned, without the separation between ownership and management typical in the West, or even in Japan and Korea. Decision making is centralized in the hands of one dominant family member, but other family members may be given new ventures to try their skill on. They are low-profile and extremely cost-conscious, applying Confucian virtues of thrift and persistence. Their size is kept small by the assumed lack of loyalty of non-family employees, who, if they are any good, will just wait and save until they can start their own family business.
To the Chinese, harmony is the ultimate goal of human interaction. Harmony is the axis of social interaction; it is seen as the end goal of all human communication. Additionally, kinship, interpersonal connections, face, and power are major factors dominating Chinese management practices. Power is the ultimate determinant influencing Chinese social interaction. In Confucian-influenced cultures, seniority is the main source of power. In China, as well as most Asian nations, seniority derives from age and length of service in an organization. Seniority not only commands respect, it disarms criticism in the Chinese society.
The Japanese, as was the case with the Germans, do not share a strong sense of management. A characteristic feature of Japanese management style is the high value that it places on the harmonious integration of all members of the organization into the corporate structure. Japanese managers typically view their organization as a large extended family. Managers – section chiefs or department heads – value groupism, harmony, acceptance of hierarchy in work relationships, sense of obligation, and debt of lower level personnel to superiors, and consensual decision making. While American managers emphasize supervisory style, decision making, and control mechanism, the Japanese are more concerned with communication processes, interdepartmental relations, and a paternalistic approach.
The Japanese language is capable of delicate nuances of states of mind and relationships. Indirect and vague communication is more acceptable than direct and specific orders. Sentences are frequently left unfinished so that the other person may reach the desired conclusion. Japanese dress and appearance are neat, orderly, and conservative for managers. Workers and students frequently wear a distinctive uniform and frequently a company pin.
Latin American Management Cultures.We see another difference in managerial approaches when we look at Latin America. You should recognize that Latin America contains a great number of culturesthat exist in a widespread area. Global managers have discovered that all countries south of the U.S. border are not the same. The languages (Spanish, Portuguese, and Native Indian), food, music, and ethnicity (European, Indian, African, and Mestizo) vary among countries and even within countries. For the most part, however, the power, politics, economics, and business continue to be dominated by people living in a culture that has evolved from earlier Spanish and Portuguese colonial cultures.
The Mexican and Latin American managerial styles generally follow that of France, being characterized as autocratic and paternalistic. In middle-sized companies, the CEO [Chief Executive Officer = President] is often the owner, and even in very large firms a family name or family connections may dominate the structure. Task orientation is directed from above; strategies and success are dependent largely on social and ministerial connections as well as cooperation between dominant families.
Managerial style in Mexico differs considerably from that in the United States. This is how it is summarized in the San Diego Union Tribune:
As in any authoritarian order, Mexicans value status and its observance. Americans regard status as "undemocratic" and try to minimize the differences by dressing casually, calling [someone] by his/her first name (and insisting that we be called by our first name). Americans try to train Mexican supervisors to do the same. But the Mexicans accept the hierarchy and their "stations" in life. To them the issue is honor, not equality. Rather than resent their "rank," workers expect respectful recognition of their roles within the hierarchy. Even the janitor expects respect.
As a result of this authoritarian but honorable business system, there is a delicate balance between maintaining formal respect in the hierarchy and portraying informal sensitivity toward workers' dignity. Although Mexican management may appear autocratic and paternalistic, this style no longer functions as in the past. Contemporary managers and professionals, in particular, do not respond well to directives and commands although they may have done so in the past.Mexicans are far less tolerant of insensitivity in managerial styles than are Americans.   You can hurt the feelings of Mexican workers very easily. This "soft culture" reflects the informal side of the formal/informal duality of the Mexican managementstyle.
Management style in Mexico is also affected by a company's ownership. Mexican managers who work for large multinational corporations in Mexico, such as Ford and Johnson & Johnson, generally seem more similar to U.S. managers than those who work for Mexican firms. Mexican decision-making authority tends to be centralized, seemingly undemocratic, and retained by a few top-level executives.
Culture-Specific Business Practices
Business Protocol.In most parts of the world, culturally correct protocol is both expected and respected. To introduce you to some of the variations in protocol, we start with the elements that help initiate business relationships: initial contacts, greeting behavior, and gift giving.
Initial Contacts.The protocol for starting an initial contact and appointment to conduct business can range from making a brief telephone call to writing a formal letter of request to the use of a "go-between" (an intermediary). The manner in which the initial business contact is made and the amount of advance notice between the contact and appointment are key factors that you must consider when doing business with another culture. A few examples will clarify this point. In Latin America appointments must be made at least a month in advance by mail or telephone and then verified one week before the meeting. In Latin American culture, you should establish your contacts as high up in the organization as possible. It is also very helpful to use a local well-connected person to make introductions and contacts for you.
In Africa, the use of an intermediary is essential. Intermediaries can open doors, ensure a warm reception for your upcoming visit, and assess the prospects for the proposal you plan to present. An intermediary is an absolute must in Africa when approaching someone of a higher status.
When doing business in China, it is important to establish contacts before you invest in a trip. The United States Department of Commerce/East Asia and Pacific Office can assist in arranging appointments with local Chinese businesses and government officials, and can identify importers, buyers, agents, distributors, and joint venture partners.
 To do business in Saudi Arabia, you must have a sponsor act as an intermediary, make appointments, and arrange meetings. In Italy as well, strong contacts who can represent you and make appropriate introductions are preferred. Even with such a representative, it is important that your initial contact be written and in Italian.
The date you plan your business trip is also of major importance when dealing with another culture. For example, in China, many businesses close the week before and the week after the Chinese New Year. In Saudi Arabia, no business is conducted during the three-day festival of breaking fast at the end of the month of Ramadan – and the three-day feast of sacrifice.
In Japan, business is not conducted during New Year's holidays, Golden Week, April 29 to May 5, and Obon, in mid-August, because many people travel to the graves of their ancestors.
In Israel, the Jewish holy day – the Sabbath – begins at sunset on Friday and ends at sunset on Saturday. The business week, therefore, runs from Sunday through Thursday. Attempting to conduct business on the Sabbath would be highly inappropriate.
Greeting Behaviors. Once a meeting has been arranged, it is important that the greeting protocol of the host culture be observed. Americans tend to be informal and friendly. Both men and women shake hands on meeting and leaving. A small kiss on the cheek or a hug is appropriate between women or between men and women who have known each other for a sufficient time. First names generally are used with the exception of senior persons or formal situations. Business cards are exchanged in business settings but not in social settings. These greeting behaviors, typical to North Americans, are uncommon in many cultures. For instance, in Saudi Arabia, greetings involve numerous handshakes and tend to be expressive and elaborate. Saudi men often embrace and kiss on both cheeks. Saudi women are rarely present for business meetings, but when they are, an introduction is unlikely. Titles are very important for Saudis and are always used. Business cards are routinely exchanged and are printed in both Arabic and English.
China offers a contrasting example. Communicating a good impression to the Chinese businessperson starts with punctuality. The Chinese have a low tolerance for ambiguity, and they do not like surprises. It is therefore necessary to communicate the details of the meeting agenda as well as any other issues to them prior to the meeting. Chinese do not like to be touched or slapped on the back or even to shake hands. A slight bow and a brief shake of the hands is most appropriate.
When being introduced you should stand and remain standing for the duration of the introductions. Seating and order of entrance into the meeting room are important in China since rank is honored. You should allow others to seat you and walk ahead of you to ensure that you are seated in the right position for the meeting.Business cards are routinely exchanged. They should be translated into standard Chinese and include the name of your company, your position plus titles, for example Ph.D., MBA, vice president, or general manager. It is important to clearly indicate your position in the company so the Chinese can treat you accordingly. When presenting business cards, be sure to use both hands as a sign of politeness. When receiving a business card spend a few seconds looking it over. In China, the family name is always mentioned first. Consequently, when addressing someone with the name Li Chen, the proper form of address would be Mr. or Mrs. Chen Li.
In Finland, firm handshakes are the normal greeting for men and women. In Finland, it is customary for women to be greeted first. So important is a firm handshake to the Finnish that even children are encouraged to shake hands. However, hugs and kisses are reserved for greetings with close friends and family. Introductions include first and last names or a title and a last name.
Gift Giving.Most Americans view gift giving in the business setting as a form of bribery, but in many cultures, gift giving is a standard part of business protocol. As such, it is important to know not only the views concerning gift giving, but also what gifts are appropriate for the culture in which you will be doing business.
Examples of gift giving in Japan can illustrate this point effectively. Gifts are very common in the Japanese culture. Business gifts absolutely must be given at midyear (July 15) and at year end (January 1). They are often given at first business meetings. It is also a standard practice to bring flowers, cakes, or candy when invited to a Japanese home. The ceremony of gift giving is more important to the Japanese than the gift itself, although both modest and elaborate gifts are prevalent. It is appropriate to allow your Japanese business colleagues to present gifts first, then match your gift with the same quality as theirs. Do not expect gifts to be opened directly in front of you because this may be construed as a sign of greed. In the rare instances where gifts are opened in front of you, expect restrained appreciation regardless of what they think of the gift. You should not open gifts in front of your Japanese business colleagues, but instead open them when you are alone and thank them later. The paper the gift is wrapped in is also very important to the Japanese. Rice paper is ideal; paper that Americans consider appropriate is distasteful to the Japanese. Although items made by well-known manufacturers are usually good gifts, you should avoid giving knives and scissors because these items symbolize the severance of the relationship. A clock also is an inappropriate gift because it reminds the recipient that time is running out. To give a clock as a gift is equivalent to saying, 'I wish you were dead. Gifts with even numbers of components are also highly inappropriate in Japan, particularly in numbers of four, which could be considered the equivalent of the unlucky number 13 in our culture.
As the preceding example indicates, the rules for gift giving in Japan are very different from the rules for gift giving in the rest of the world. 
If gifts are given at all in the United States, they usually conform to the $25 tax deductible gift allowed by law. Even when visiting a home in the United States, it is not customary to bring a gift, although a small token of flowers, a plant, or a bottle of wine is appreciated. Instead of gifts, letters of thanks are standard in the United States (Morrison et al.).
We have covered only a few elements of business protocol to make the point that business practices differ from culture to culture. This introduction to variations in protocol should amplify the importance of knowing and utilizing the business practices that are acceptable in the culture in which you will be doing business. As with protocol, there is cultural diversity in negotiation strategies and the communication surrounding negotiation. We now turn our attention to this important matter.

Negotiation
In the normal conduct of business, most agreements are achieved through the practice of negotiation.
Negotiation is a process in which two or more entities discuss common and conflicting interests in order to reach an agreement of mutual benefit. This is true whether the business goals are to arrange the purchase of products or services, agree to marketing protocols, reach licensing agreements, or to achieve a merger or acquisition. Consequently, people of many different cultures are busily engaged in negotiations worldwide, and the approach taken by each side is strongly affected by their culture. Cultural diversity in negotiation behaviors involves pacing, negotiating styles, notions of what constitutes evidence and truth, and social trust.
Pacing. The pace (tempo) at which negotiations take place is a culturally diverse characteristic of the negotiation process. Foster (1992: 35) relates the following witticism that clearly illustrates this major difference in cross-cultural negotiation:There's a joke about an American and a Japanese sitting on a park bench in Tokyo. Both are businessmen. The American says, "Well, you know I've been in Japan for my company for forty years. Forty years! And now they are sending me back home to the States in just a few days." The Japanese replies, "That's the problem with you Americans: here today and gone tomorrow."
To better understand the negotiation practices of other cultures, it is important for you to first be aware of the standard negotiation practices in the United States. Americans grow up believing in the motto "He who hesitates is lost." Therefore, most Americans conduct business at lightning speed. It is not uncommon for contracts to be signed during the first business meeting. These rapid contracts are facilitated by the fact that middle managers have the authority to make quick decisions without consulting the "boss" or conferring with the group. Sales forces are taught to "close the deal" as rapidly as possible. Brief small talk often precedes the business interaction, but the "bottom-line," short-term rewards, and financial arrangements quickly become the focus.
In much of Latin America, business negotiations are conducted at a much slower pace than in the United States. There is even a proverb that states, "To a hurried demand, a leisurely reply." In Argentina, it may take several trips to accomplish your goal, partly because it takes several people to approve each decision that is made. In some cultures, personal relationships take priority over the product or service, and therefore business does not begin until friendships are established. Personal relationships are so important that if you do not have a contact or intermediary, you may well never get an appointment. For this same reason, Argentines prefer to deal with the same representative for each transaction, or the whole negotiation process begins again from scratch.
In Mexico, too, relationships are important, and a great deal of time is spent building rapport before business proceeds. Mexicans are verbally expressive, and interactions often involve loud exchanges. These exchanges should not be taken personally, since embarrassing one's counterpart is generally avoided. Brazilians, like Argentines and Mexicans, enjoy bargaining and tend to make concessions slowly. In written agreements, there is the general assumption that unless each item of the contract is approved, it is open to continual renegotiations. Success in much of Latin America is tied to appearances. Business executives dress fashionably and expect their counterparts to embody this same aura of success.
In Western Europe, negotiations also progress in a different manner. The French view the negotiation setting as both a social occasion and a forum for their own cleverness. Their sense of history provides them with the desire to fulfill their traditional role of international mediator.
Negotiation in Eastern Europe is also different from that in the United States. In Poland, Hungary, and Russia, the time it takes to negotiate business usually depends on whether or not the government is involved. When it is, negotiations proceed at an unhurried pace. When you deal with entrepreneurs, however, transactions can progress rapidly. Prior contacts are helpful but not necessary because a person's last successes are deemed more important. Communication is usually indirect, informal, competitive, and at times argumentative.
Negotiation Styles.The manner in which people engage in negotiations is referred to as their negotiation style. It is yet another cultural variable that affects internationalbusiness communication. Americans tend to have a negotiation style that emphasizes efficiency and directness. They want to get directly to the point, reach an agreement, and sign the accords as rapidly as possible. Their communication tends to be direct and at times argumentative. Other cultures, however, have different negotiating styles that are frequently at odds with American experiences and expectations.
In Germany, business is also conducted very formally with great attention to order, planning, and schedules. Because of this slow methodical process, it is virtually impossible to speed up a business transaction. Humor, compliments, and personal questions are not a part of German negotiations. Instead, business may begin immediately after an introduction. It is important to be well prepared when conducting business in Germany. Proposals and presentations should be detailed, logical, and filled with appropriate technical data. Be thoroughly knowledgeable in product and contract details. Germans tend to be direct, blunt, and up front. They will ask you all the difficult questions from the start. You must convince them of your efficiency, quality of goods, and promptness of services. It is better to be silent rather than offer an uneducated opinion.
Finns and Swedes expect modernity, efficiency, and new ideas. They believe themselves to be up to date and sophisticated. They will expect your company to have the latest in office computers and streamlined factories. Swedes show little emotion during negotiation and expect the same from you. Consensus is important to Swedish negotiators, and they tend to avoid confrontation. They may cut off a discussion abruptly if they think it will lead to an argument over a sensitive topic. In conversations, Swedes do not appreciate exaggeration or superficiality. However, silence is a part of their language pattern, so expect interactions to be filled with long pauses. In Switzerland, "business is a serious and somber undertaking" as well.
Direct, factual communication is important to Russians. "Russians regard compromise as a sign of weakness; it is morally incorrect"(Morrison et al., 1994: 317). As such, they usually try to "outsit" the other negotiators for more concessions. Negotiations are often spirited and dramatic, with the Russian negotiator insisting the deal is over and storming out of the room, only to return to the negotiation table a short time later. Formalized contracts take time to construct, but until the process is complete, Russians rely on a signed protocol after each meeting to keep track of what occurred. The protokolis a joint statement that outlines what was discussed. It is not a formal agreement. Because business laws in eastern Europe are in a state of flux, it is often a good idea to have a legal representative present when negotiating with the Russians.
In the Middle East, business transactions have a different flavor as well. In Israel, a strong sense of fatalism pervades the business environment. This possibly is due to the fact that neighboring countries have been hostile to Israel and have frequently attempted to destroy it. Futuristic plans are of little importance if there is no assurance of life in a year. As a result, successful business deals in Israel must promise an immediate return. Long-term guarantees and warranties are rarely selling points. Most Israelis, at least by American standards, are confrontational and emotional in their negotiating style. Interactions are conducted at very close distances, and physical contact is common among men, but not with women.
Cultural Conflicts in the Workforce
As we have shown throughout this book, cultures differ in their value orientations, and these value differences are manifested in the workforce. It is not hard to imagine how differences in such values as individualism versus collectivism, differences inuncertainty avoidance and power distance, and differences in views of masculinity and femininity can be reflected in a diverse workforce. There are, however, more subtle values with the potential for conflict: discrimination and sexual harassment.
Discrimination in the workplace impacts intercultural communication, because effective intercultural communication demands the ethical and equal treatment of all co-cultures in the workforce. Discrimination is not only morally wrong, it makes the working environment a tense and stressful place. And as such, everyone suffers, including the businesses and organizations that are the settings for these discriminatory practices. Workplace discrimination is manifest in many forms including racial, ethnic, gender, religious, and language discrimination.
Racial/EthnicDiscrimination.Racial and/or ethnic discrimination occurs when an employee is treated differently because of his or her racial or ethnic membership. For example, Coca-Cola is accused by four current and former employees of discriminating against African American workers in pay, promotions, and performance evaluations.
Because of real and perceived racial and ethnic discrimination in the workplace, many African Americans report they are steering away from corporate America because they believe they will not fit into the corporate environment. Some believe they are not ready to face the kind of challenge they think corporate America represents. While racial discrimination does persist, diversity is helping change American corporate culture to recognize the strengths and potential contributions people can make regardless of race, gender, age, physical ability, ethnicity, sexual orientation, or any other differences.
Gender Discrimination.This form of discrimination is usually practiced against women—although men are not immune – and involves treating employees differently because of their gender. In one recent situation, Mazda motors agreed to promote two or three women to management roles and raise the pay of about 500 female employees in an attempt to eliminate gender discrimination. 
ReligiousDiscrimination.Religious practices are another area in which employers frequently discriminate against employees. Doris Karimnadir is an example of what can happen when unfamiliar religious practices become a part of the workplace. Doris, who practices the Islamic tradition of wearing a hijab (a traditional scarf), was sent home from a new assignment as a security guard when she refused to remove her headdress. The company, after realizing its mistake, apologized, reinstated her in a new post, and paid her for lost time at work.
Language Discrimination.Language problems also plague work environments. For instance, because many workers are new to the United States, they may have an inadequate knowledge and command of the English language. This language deficiency can easily result in misunderstood instructions. Other consequences of multilingualism in the workplace are the suspicion and feelings of uneasiness that frequently develop when some members of the workforce speak a language that is difficult to understand.
Cultural learning in the workplace. Case studies.
A model of cultural learning
People at the top of an organization must recognize both the potential benefits and the problems that culture can create. Cultural learning at an operational level should be considered a strategic requirement.
At the practical level of managing across cultures, the companies successfully translating ‘cultural synergy’ into action seem to be using four important steps in specific cultural encounters:
1. A process of making implicit knowledge explicit.
2. Agreeing on the specific outcomes desired from the interaction.
3. Understanding why each culture does things it does and agreeing which approach will lead to achieving the desired outcome.
4. Reviewing the outcomes and modifying the approach to fit both cultures and the desired outcomes better.

	BOX 1. Cultural learning at Toshiba in the UK
When Toshiba gained 100% of the former Rank-Toshiba joint venture in Plymouth, UK, the process of cultural learning started immediately. They tried to understand that the British were used to one way of working and the Japanese to another, and that the way to achieve the objectives would sometimes be the Japanese way, sometimes the British and sometimes a hybrid of the two.
During the whole process of reviewing policies and practices, they jointly determined they were trying to strike a balance between having concern for people and still being a hard task master.
Actions to develop a ‘team spirit/equal status’ industrial culture
1   Careful selection of staff
2   Autonomy of local management
3   Open style of management and consultation
4   Five-minute morning meetings, monthly meetings, six-monthly business reviews
5   Few levels of management
6   Open-plan offices
7   Development of a team approach
8   All staff with common terms and conditions
9   Uniform work clothes
10 Grade promotional opportunities
(…)
One critical element in the company’s production system is for all team members to do the same job, the same way, every time. All the changes go through the process of discussing and considering the impact the change might have on all the other aspects of the system. They recognized that the English culture was more oriented at individual performance and showing initiative within an individual’s own area of responsibility. The management had to explain why the consensual Japanese way of working was required and the implications for all the other team members if someone initiated the change that did not work. This way cultural synergies were developed. Every culture has something to offer. The point is to respect each culture and try to understand it. Nationality really does not matter. You just accept people as international business people.



	BOX 2. Cultural learning at Toshiba in the USA

Cultural learning at Toshiba (Toshiba America Consumer Products – TACP) in the USA involves a focus on blending the best of Japanese culture and American culture to create sources of competitive advantage. 
· At a strategic level, this means an informal process of Japanese and an American jointly managing the facility.
· At a deeper lever in the organization, a particular continuing initiative is attempting to integrate the complementary skills of the U.S. and Japanese engineers to increase TACP’s design capabilities and decrease time for design.

The following specifics of American and Japanese cultures are combined for Toshiba to build competitive advantage at a concrete, operational level:
	American					Japanese
	Analytical thinking				Synthetic thinking
	Specific					Relational
	Reduce problems into parts		Holistic, integrative approach
	Step-by-step approach to         Holistic approach to
            problem solving	problem solving                    




	BOX 3. Cultural learning at Toyota in the USA

Different cultural assumptions

Aspects of management                 American			Japanese_________

Boss-subordinate relationship   Subordinates are given    Subordinates are given	
                                                  specific responsibilities    broad responsibilities
   They need decisions        Consensus on group goals
                                                 from supervisors
Loyalty                                     Low degree demanded      High degree demanded
Rewards                                   Short-term; based on          Long-term; based on
                                                 performance                       seniority
Functional knowledge             Specialists                           Generalists
Job description                        Need details of individual   Broad guidelines of
                                                 Job                                      group’s goals

Cultural assumptions:             Individualism                     Collectivism
                                                 Contractual relations          Relations based on inter-
                                                                                             personal trust
                                                 Very formal credentials      Value experience
                                                 Specialization                     Integration
                                                 Short-term orientation        Long-term orientation



* * *

Theme 7.
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.
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.
Characteristics of Intercultural Conflict
One way to think about intercultural conflictis to consider it from dialectical perspective. Let's see how this works in a specific example. Managers in the sorting or assembly plants along the Mexican-U.S. border were interviewed as a result of which many examples of conflict were found. For example, Mexican managers thought that the U.S. managers were often rude and impolite in their dealings with each other and the workers. The conflict between U.S. and Mexican managers can be viewed as both individual and cultural. That is, each manager probably approaches conflict in a unique way and at the same time shares ideas about how conflict should be handled with members of the same nationality. Also, intercultural conflicts can be seen as both personal and social: the conflicts occur on a personal level, but the context (multinational corporations) plays a role, too. 
Issues surrounding language may be important to intercultural conflict. When you don't know the language well, it is very difficult to handle conflict effectively. On the other hand, some silence is not bad. Sometimes it provides a "cooling off" period for things to settle down. Depending on the cultural context, silence can be very appropriate.
Two Orientations to Conflict: Conflict as Opportunity vs. Conflict as Destructive
Is conflict good or bad? Should conflict be welcomed because it provides opportunities to strengthen relationships? Or should it be avoided because it can only lead to problems for relationships and groups? What is the best way to handle conflict when it arises? Should we talk about it directly, deal with it indirectly, or avoid it?
It's not always easy to figure out the best way to deal with conflict. And what does culture have to do with it? To answer some of these questions, let’s first describe two very different ways of thinking about conflict. 
1. Conflict as Opportunity
This orientation to conflict is the one most commonly represented in U.S. interpersonal communication texts. Conflict is usually defined as involving a perceived or real incompatibility of goals, values, expectations, processes, or outcomes between two or more interdependent individuals or groups (Cupach& Canary, 1997; Hocker& Wilmot, 1998). This viewpoint is shared by many Western cultural groups. According to David Augsburger (1992), this approach to conflict is based on four assumptions:
		- Conflict is a normal, useful process.
		- All issues are subject to change through negotiation.
		- Direct confrontationand conciliation [reconciliation, harmonization] are valued.
- Conflict is a necessary renegotiation of contract, a redistribution of opportunity, release of tensions, and renewal of relationships.
Conflict may be a difficult process, but ultimately it offers an opportunity for strengthening relationships. Although this orientation to conflict recognizes that many people don't enjoy conflict, it emphasizes the potentially positive aspects. The main idea is that working through conflicts constructively results in a stronger, healthier, and more satisfying relationship.
Consider the second and third assumptions. Individuals should be encouraged to think of creative, even far-reaching solutions to conflict resolution. Furthermore, the most desirable response to conflict is to recognize it and work through it in an open, productive way. In fact, many people consider conflict-free relationships to be unhealthy. Relationships without conflict may mean that partners are not resolving issues that need to be dealt with.
Finally, because conflict is a renegotiation of contract, it is therefore worthy of celebration. This Western-based approach suggests a fairly neutral to positive orientation to conflict, but it is not shared by all cultural groups. Let's look at another orientation.
2. Conflict as Destructive
Many cultural groups view conflict as ultimately unproductive for relationships. This perspective may stem from spiritual or cultural values. Although we must be cautious about generalizing, this viewpoint is generally shared by many Asian cultures (reflecting the influence of Confucianism and Taoism), and in theUnited States by some religious groups, such as Quakers and Amish. According to Augsburger, the four assumptions underlying this perspective are:
		- Conflict is a destructive disturbance of the peace.
- The social system should not be adjusted to the needs of members; rather, members should adapt to established values.
		- Confrontations are destructive and ineffective.
		- Disputants should be disciplined.
Types of Conflict
There are many different types of conflict, and we may manage these types in different ways. These categories include:
· Affective conflict
· Conflict of interest
· Value conflict
· Cognitive conflict
· Goal conflict
Affective conflict occurs when individuals become aware that their feelings and emotions are incompatible. For example, suppose an individual finds that his or her romantic love for a close friend is not reciprocated. The disagreement over their different levels of affection causes conflict.
A conflict of interest describes a situation in which people have incompatible preferences for a course of action or plan to pursue. For example, one student described an ongoing conflict with an ex-girlfriend:
The conflicts always seem to be a jealousy issue or a controlling issue, where even though we are not going out anymore, both of us still try to control the other's life to some degree. You could probably see that this is a conflict of interest.
Another example of conflict of interest is when parents disagree on the appropriate curfew time [the time they must be at home in the evening] for their children.
Value conflict, a more serious type, occurs when people differ in ideologies on specific issues. Mario and Melinda have been dating for several months and are starting to argue frequently about their religious views, particularly on abortion. Melinda wants to have a choice. Mario, a devout Catholic, is opposed to abortion under any circumstances. This situation illustrates value conflict.
Cognitive conflict describes a situation in which two or more people become aware that their thought processes or perceptions are incongruent [cannot be compared]. For example, Mary and Jack argue frequently about whether Mary's friend Bob is paying too much attention to her; Jack suspects that Bob really wants a sexual encounter with Mary. Their different perceptions of the situation constitute cognitive conflict.
Goal conflict occurs when people disagree about a preferred outcome or end state. Mike and Susan, who have been married for 10 years, have just bought a house. Mike wants to furnish the house slowly, making sure that money goes into the savings account for retirement. Susan wants to furnish the house immediately, using money from their savings. Their individual goals are in conflict with each other.
1. Strategies and Tactics
The ways in which people respond to conflict may be influenced by their cultural backgrounds. Most people deal with conflict in the way they learned while growing up and watching those around them deal with contentious situations. Conflict strategies usually consider how people manage self-image in relational settings. For example, they may prefer to preserve their own self-esteem rather than help the other person save face.
Although individuals may have a general predisposition to deal with conflict in particular ways, they may choose different tactics in different situations. People are not necessarily locked into a particular style of conflict strategy. There are at least five specific styles of managing conflicts. These styles include
· Dominating
· Integrating
· Compromising
· Obliging
· Avoiding
The dominating style reflects a high concern for the self and a low concern for others. It has been identified with a win-lose orientation or with forcing behavior to win one's position. The behaviors associated with this style include loud and forceful expressiveness, which may be counterproductive to conflict resolution. However, this view may reflect a Eurocentric bias, because members of some cultural groups (including African Americans) see these behaviors as appropriate in many contexts.
The integrating style reflects high concern for both the self and the other person and involves an open and direct exchange of information in an attempt to reach a solution that is acceptable to both parties in the conflict. This style is seen as effective in most conflicts because it attempts to be fair and equitable. It assumes collaboration, empathy, objectivity, recognition of feelings, and creative solutions. However, it requires a lot of time and energy.
The compromising style reflects a moderate degree of concern for the self and others. This style involves sharing and exchanging information in such a way that both individuals give up something to find a mutually acceptable solution. Sometimes this style is less effective than the integrating approach because people feel forced to give up something they value and so have less commitment to the solution.
The obliging style describes a situation in which one person in the conflict plays down the differences and incompatibilities and emphasizes commonalities that satisfy the concerns of the other person. Obliging may be most appropriate when one person is more concerned with the future of the relationship than with the issues. This is often true of hierarchical relationships in which one person has more status or power than the other.
Finally, the avoiding style reflects a low concern for the self and others. In the dominant U.S. cultural contexts, a person who uses this style attempts to withdraw, sidestep, deny, and bypass the conflict. However, in some cultural contexts, this is an appropriate strategy style that, if used by both parties, may result in more harmonious relationships.
Interpretive and Critical Approaches to Social Conflict
Both the interpretive and critical approaches tend to emphasize the social and cultural aspects of conflict. Conflict from these perspectives is far more complex than the ways that interpersonal conflict is enacted. It is deeply rooted in cultural differences in the contexts of social, economic, and historical conflict.
Social conflict arises from unequal or unjust social relationships between groups. In addition, a conflict may be motivated by a desire to bring about social change. In social movements, individuals work together to bring about social change. They often use confrontation as a strategy to highlight the injustices of the present system. So, for example, when African American students in Greensboro, North Carolina, sat down at White-only lunch counters in the 1960s, they were pointing out the injustices of segregation. Although the students were nonviolent, their actions drew a violent reaction that, for many people, legitimized the claims of the injustice.
Historical and political contexts also are sources of conflict. Many international conflicts have arisen over border disputes. For example, Argentina andthe United Kingdom both claimed the Malvinas (or Falkland) Islands in the South Atlantic, which led to a short war in 1982. Disputes between France and Germany over Alsace-Lorraine lasted much longer – from about 1871 to 1945. Similar disputes have arisen between Japan and Russia over islands north of Japan. The historical reasons for such conflicts help us understand the claims of both sides. Considering intercultural conflict in context can help us understand why the conflict occurs and to identify opportunities for resolving those conflicts.
Xenophobia – the fear of foreigners or strangers – is sometimes tied to social class differences.
Social Contexts.The choice of how we manage conflict may depend on the particular context or situation. For example, we may choose to use an avoiding style if we are arguing with a close friend about serious relational issues in a quiet place. In contrast, we may feel freer to use a more confrontational style in a social movement rally.Many conflicts arise and must be understood against the backdrop of existing social movements. Social movements are large-scale efforts designed to change something in contemporary society. For example, the women's suffrage movement was not an individual effort, but a mass effort to give women the right to vote in the United States. Many similar contemporary social movements give meaning to conflicts. They include movements against racism, sexism, and homophobia; movements to protect animal rights, the environment, free speech, civil rights; and so on. College campuses are likely locations for much activism. 
Confrontation (nonviolent or violent), then, can be seen as an opportunity for social change.
Economic Contexts.Many conflicts are fueled by economic problems. Often these economic problems find their expression in cultural differences. Many people find it easier to explain economic troubles by pointing to cultural differences or by blaming illegal immigrants. 
We might also ask, Who benefits from this finger pointing? Blaming immigrants, people of color, and Jews for economic problems diverts our attention from the decision makers who are responsible for the problem.
As the economic contexts change, we see more cultural conflict taking place. The former East Germany, for example, now has many more racially motivated attacks as the region attempts to rebuild its economy. Prejudice and stereotyping that leads to conflict is often due to perceived economic threat and competition. Economics fuels scapegoating and intercultural conflict. This is an important context for understanding intercultural conflict.
Historical and Political Contexts. We know that derogatory words can be a source of conflict. They can be very powerful. The force that many derogatory words carry comes from their historical usage and the history of oppression to which they refer. Much of our identity comes from history. It is only through understanding the past that we can understand what it means to be a member of a particular cultural group. For example, understanding the history of Ireland helps give meaning to Irish American identity.
These dynamics are at work all around the world. Historical antagonisms become part of cultural identities and cultural practices that place people in positions of conflict. Whether in the Middle East, Northern Ireland, or Chechnya, we can see these historical antagonisms lead to various forms of conflict.
When people witness conflict, they often assume that it is caused by personal issues between individuals. By reducing conflict to the level of interpersonal interaction, we lose sight of the larger social and political forces that contextualize these conflicts. People are in conflict for reasons that extend far beyond personal communication styles.
MANAGING INTERCULTURAL CONFLICT
Productive Versus Destructive Conflict
One way to think about conflict across cultures is to try to get a handle on what is more or less successful conflict management or resolution. Given all of these variations in how people deal with conflict, what happens when there is conflict in intercultural relationships?
Scholar David Augsburger suggests that productive conflict is different from destructive conflict in four ways. 
First, in productive conflict individuals narrow the conflict in definition, focus, and issues. In destructive conflict, individuals or group escalate the issues or negative attitudes. For example, if a partner says, "You never do the dishes," or "you always put me down in front of my friends," the conflict is likely to escalate. Instead, the partner could focus on a specific instance of being put down.
Second, in productive conflict individuals limit conflict to the original issue; in destructive conflict, individuals escalate the conflict from the original issues and anything in the relationship is open for re-examination. For example, guests on talk shows about extramarital affairs might start the conversation about a specific affair, and then expand the conflict to include numerous prior arguments.
Third, in productive conflict individuals or groups direct the conflict toward cooperative problem solving. For example, a partner may ask, "How can we work this out?" By contrast, in destructive conflict strategies are escalated into power, threat, coercion, and deception. An individual might threaten his or her partner, "Either you do what I want, or else."
Finally, in productive conflict individuals or groups trust leadership that stresses mutually satisfactory outcomes; in destructive conflict, individuals or groups polarize behind single-minded and militant leadership.

Competition Versus Cooperation
As you can see, the general theme in destructive conflict is competitive escalation. Conflict often spirals into long-term negativity. The conflicting parties have set up a self-perpetuating, mutually confirming expectation. Each is treating the other badly because it feels that the other deserves to be treated badly because the other treats it badly and so on.
How can individuals and groups promote cooperative processes in conflict situations? The general atmosphere of a relationship will promote specific processes and acts  Acompetitiveatmosphere will promote coercion [= forced action],deception, suspicion, rigidity, and poor communication. 
In contrast, a cooperative atmosphere will promote perceived similarity, trust, flexibility, and open communication. The key is that the atmosphere must be introduced in the beginning stages of relationships or group interaction. It is much more difficult to turn a competitive relationship into a cooperative one once the conflict has started to escalate.
Essential to setting a cooperative atmosphere is exploration. Whereas competition often relies on argumentation, cooperation relies on exploration. Exploration may be done in various ways in different cultures but basically consists of several steps. The parties put the issue of conflict on hold, and all parties explore other options or delegate the problem to a third party. Blaming is suspended, so it's possible to generate new ideas or positions. 
If all conflicting parties are committed to the process, there is a sense of joint ownership of the recommended solution… Moving toward enemies as if they were friends exerts a paradoxical force on them and can bring transcendence. Finally, exploration does not have to be logically consistent or rational. Exploration can be provocative, speculative, and emotional. It should encourage us to think of innovative and interesting solutions to the conflict at hand.
Dealing with Conflict
There are no easy answers for dealing with intercultural conflict. At times, we can apply the principles of dialectics. At times, we may need to step back and show self-restraint [= reserve, restraint]. Occasionally it may be more appropriate to assert ourselves and not be afraid of strong emotion. Seven suggestions can be offered here:
1. Stay centered and do not polarize
2. Maintain contact
3. Recognize the existence of different styles
4. Identify your preferred style
5. Be creative and expand your conflict style repertoire
6. Recognize the importance of conflict context
7. Be willing to forgive

Mediation

Sometimes, two individuals or groups cannot work through conflict on their own. They may request an intermediary, or one may be assigned to intervene. In some societies, these third parties may be rather informal. In Western societies, though, they tend to be built into the legal and judicial system. For example, lawyers or counselors may act as mediators to settle community or family disputes.
Contemporary Western mediation models often ignore cultural variations in conflict processes. Fortunately, more scholars and mediators are looking at other cultural models that may work better in intercultural conflicts. The culturally sensitive mediator is one that engages in conflict transformation (not conflict resolution or conflict management).
	The conflict transformer assists disputants to think in new ways about the conflict — for example, to transform attitudes by changing and redirecting negative perceptions. This requires commitment from both parties to regard each other with goodwill and mutual respect. This is often much easier said than done. Behavior can be transformed by limiting all action to collaborative behavior; this can break the negative cycle but requires a commitment to seek a non-coercive process of negotiation [without force] even when there has been intense provocation. For example, in the Northern Ireland agreement, mediation resulted in commitment by most people to change the vision of Northern Ireland, in spite of horrible provocation on the part of some extremists.
Traditional societies often use mediation models based on indirect means. The models vary but share many characteristics. Mediation is advantageous because it relies on the disputing parties' active involvement and buy-in to the resolution. Also, it represents the work of all involved, so it's likely to be more creative and integrative. Finally, mediation is often cheaper than legal resolution


SUMMARY OF DEALING WITH CONFLICT
· Various approaches to understanding conflict have been taken. First, it was emphasized that intercultural conflict may be characterized by various dialectics, ambiguity, language issues, and combinations of conflict styles.
· There were outlined two very different cultural orientations to conflict: conflict as opportunity and conflict as destructive.
· There were applied three approaches to understanding conflict. The interpersonal approach focuses on cultural differences, types of conflict (affective conflict, conflict of interest, value conflict, cognitive conflict, and goal conflict), and conflict styles (dominating, integrating, compromising, obliging, and avoiding).
· The choice of conflict style depends on cultural background as well as gender and ethnicity. For example, people from individualist cultures may tend to use dominating styles, whereas people from collectivist cultures may prefer more integrating, obliging, and avoiding styles. However, the type of conflict and the relationship the disputants have will mediate these tendencies.
· The interpretive and critical approaches focus on intergroup relationships and emphasize the contexts of conflict. Conflicts arise against the backdrop of existing social movements — for example, in reaction to racism, sexism, and homophobia.
· Some social movements use nonviolent means of dealing with these conflicts; others confront conflict with violence.
· Conflict may be productive or destructive. Productive conflict is more likely to be managed or resolved. One theme of destructive conflict is a competitive atmosphere.
· A cooperative atmosphere is more conducive to conflict management or resolution. Suggestions for dealing with intercultural conflicts include staying centered, maintaining contact, recognizing the existence of different styles, identifying a preferred style, being creative and expanding one's conflict style repertoire, recognizing the importance of conflict context, and being willing to forgive.
· Transforming methods of mediation are commonly used in many cultures. A conflict transformer helps the disputing parties change their attitudes and behaviors.

* * *



Theme 8.
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 stylesof decision making; 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. 
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?
Advantages and disadvantages of the small group in solving a problem 
	Advantages
	Disadvantages

	· facilitates pooling of resources
· increases motivation
· makes identificationof errors easier
· decisions are better received 
· provides rewards of working with others
	· encourages laziness
· conflicting personal and group goals
· domination by a few
· stubbornness leads to deadlock
· riskier decisions are made
· takes longer to reach decision



Decision making in groups: Reaching goals.
Strategies: Methods of decision making used by groups include (1) decision by an expert. (2) decision by chance, (3) decision by the majority [the most frequent], (4) decision by the leader, (5) total deferral (postponing) of decision, (6) decision by the minority, (7) decision by averaging individual decisions, and (8) decision by consensus. Each method has its advantages under certain conditions. An effective group bases its decision-making strategy on such variables as the nature of the problem, the time available, and the kind of climate in which the group is operating or would prefer to operate.
Personal styles of decision making.
Rank you behavior from 1(most characteristic) to 5 (lease characteristic).
When my group is engaged in decision making, I do the following:
· (1) Sit back and let others make the decision for me.
· (2) Am concerned that the decision works, not whether others like it.
· (3) Am concerned that member of the groups are satisfied with the decision, not whether it will work.
· (4) Sacrifice my own feelings in order to reach a decision that can be implemented.
· (5) Work so that everyone will discuss, understand, agree to, and be satisfied with a decision.
If you sit back (1), you exemplify the “default” style (you are a 1/1 with low concern for adequacy and commitment). If you insist on quality of a decision (2), you represent the “self-sufficient” style. The exact opposite of it (3) is when you care for the group support – this is the “good neighbor” style. The middle position, the “traditional” style is typical for a “sacrifice-compromiser”, who is willing to give in to get a job done. Finally, if you employ an “eye-to-eye” style, you believe that consensus is possible if all resources are used, if members feel free to express their opinions and ideas, when consideration is given to social and emotional aspects and to members’ satisfaction.

Questions for decision makers: facts, values, and policies.
Questions of cats are concerned with the truth or falsity of a statement. Questions of value involve subjective judgments. Questions of policy help determine what future actions, if any, should be taken
A framework for decision making: reflective thinking. The reflective thinking framework has six basic components: What is the problem? What are the facts of the situation? What criteria must an acceptable solution meet? What are the possible solutions? Which is the best solution? How can the solution be implemented?
To make this framework function, it is necessary for every member of the group to suspend judgment; they must open to all ideas, facts, and opinions.
The search for better ideas is done through brainstorming. It encourages each member’s potential for creativity. Brainstorming can help you change your patterns of thinking and find new solutions.
Large groups (companies) case studies: Johnson and Johnson, Inc.; Levi Strauss & Co.; Airbus Industrie and Boeing Co. See: V.S. Slepovitch. Business English.Part 5.Making decisions in business.
* * *

Theme 9.
Business Communication in Public (Making 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.
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? 
Informative speaking.Types of informative presentations (messages of explanation, messages of description, messages of definition). Effective informative speeches: increasing your listeners’ interest and comprehension (create “information hunger”, avoid “information overload/underload”, emphasize key points, involve your listeners, convey information across cultures, provide information memorably.
Persuasive speaking. When you deliver a persuasive speech, your goal is to modify the audience’s thoughts, feelings, or actions. Know whom you are trying to reach. Understand factors affecting your listeners’ attitudes (family, religion, education, socioeconomics, culture, beliefs). Use two principles of influence: consistency and social proof. Reason logically (deduction: moving from general to specific; induction: from specific evidence to general conclusion), causal reasoning (reasoning from causes and effects), reasoning from analogy. Gain your listeners’ attention. Make your listeners feel and think.
Assessing the conditions.How much time do you have? What is the physical layout and technical set-up?
Organizing the material. A common prescription for speakers is: “Tell them what you are going to say, say it, and them tell them what you have said.” In other words, your presentation must an introduction (which previews), a body (which develops), and a close or conclusion (which reviews).
In planning the body, (1) sort out the theme; (2) choose the basic method of organization; (3) create three main sections; (4) help the audience remember your points; (5) support your points with specifics; (6) draw word pictures for the audience. 
When you have planned the body, you will easily work out the opening (introduction) and the close (conclusion). 1. Spark the audience’s interest (a joke, a topical anecdote, a startling fact or statistic), a quotation). 2. Reveal your plan. 3. At the end, close quickly (simply summarize the points of your presentation and then finish in a forceful way.
Dealing with anxiety (fear) and “speech fright”.Understanding your fears. Self-analysis: how anxious are you?  Causes of “speech fright” (fear of inadequacy, fear of the unknown, fear of being judged, fear of consequences). Learning to cope with your fears: controlling anxiety (designing and rehearsing the presentation carefully). Symptoms of anxiety.Overcoming physical and mental symptoms.
Rehearsing your presentation. There four options for delivery a presentation: 
(1) Manuscript speech (writing a speech and reading it our loud). 
(2) Memorized speech is a manuscript speech learned by heart and reproduced before the audience. 
(3) Impromptu speech is the opposite of memorized speech. An impromptu speaking situation may arise, for example, when a boss unexpectedly asks an employee to discuss the status of a project which is still in developmental stages. Using an introduction-body-conclusion format will facilitate your task. 
(4) Extemporaneous (quasi-spontaneous) speech is researched, planned and then delivered. Since it is prepared in advance and rehearsed, the speaker is free to establish an eye contact and respond to feedback. Notes can be used, so there is no need to memorize it all by heart. It seems to be the best option. 
	Visual considerations: clothing, posture, gestures, movements and facial expressions, eye contact. Vocal considerations.
After the speech: evaluating your effectiveness (How did I do? Content, organization, language, delivery (eye contact, pace, confident speaking, articulation, being able to convey a sense of enthusiasm, gestures reinforcing your content), and a performance inventory.

Speech (Presentation) evaluation form

Name ________________		Title of Speech (Presentation) _______________
	Content
· Based on accurate analysis of speaking situation
· Specific goal of the presentation was apparent
· Subject appropriate, relevant, and interesting to intended audience
· All material clearly contributed to purpose
· Had specific facts and opinions to support and explain statements
· Support was logical
· Handled material ethically
· Used audiovisual aid when appropriate
· Included a variety of data – statistics, quotations, etc.
· Moved from point to point with smooth transitions (connectors)
Organization
· Began with effective attention getter
· Main points were clear statements that proved or explained specific goals
· Points were arranged in logical order
· Each point was adequately supported
· Concluded with memorable statement that tied speech together
Language
· Ideas were clear
· Ideas were presented vividly and emphatically
· Language was appropriate for intended audience
Deliver
· Carefully prepared before speaking
· Stepped up to speak with confidence
· Maintained contact with audience
· Sounded extemporaneous, not read or memorized
· Referred to notes only occasionally
· Sounded enthusiastic
· Maintained good posture
· Used vocal variety, pitch, emphasis and pace (rate, tempo) effectively
· Gestured effectively
· Used face to add interest
· Articulation was satisfactory
· On finishing, moved out with confidence
· Fit time allotted

Prepare and practice 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. (See the structure and samples in: Viktor Slepovitch. Business English.7th ed. Minsk: TetraSystems, 2012. Part 3.)


* * *


Theme 10.
Lifelong development of business communication skills.
Communication and change.Acknowledging change.Change and growth.Communication and your “people environment” (family, friends, education, and work).Assessing your confidence.Assessing your communication.Developing the ability to communicate as a life-long task.

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.
1. Use the following scales to measure your ability to apply your skills to each area of your “people environment”. The number 1 represents “little or no confidence” and the number 5 indicates “total confidence”. Circle the number that best reflects your assessment.

					Family	Friends	Education	Work
Self-concept				1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5
Perceptual skills			1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5
Listening skills			1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5
Ability to send and
receive nonverbal cues		1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5
Ability to communicate verbally	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5
Assertiveness				1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5
Ability to interact with others
to solve problems			1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5
Leadership				1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5
Conflict management skills		1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5
Public speaking skills			1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5
Ability to adapt to your audience	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5	1 2 3 4 5

2. What do your ratings tell you about your mastery of communication skills? Which skills pose problems for you in every area? Which pose problems for you in only one area? In which area do you experience the most / the fewest problems?

[bookmark: _GoBack]Conclusion. Developing the ability to communicate is a lifelong task. For that reason, it is important that you make a commitment to continue improving you skills. A number of strategies can help you: (1) Be prepared to adapt your communication strategies to changes in your life. (2) Guard against “frozen evaluations”, which happen when you apply a past evaluation of yourself, someone else, a situation or an idea to the future while ignoring the changes that have taken place. (3) Avoid making excuses for not changing. (4) Analyze how your “people environment” affects the nature of interactions. (5) Make annual reviews to describe your up-to-date self-concept and ability to communicate on the job (with identifying your strengths and problem areas, as well as communication goals for the coming year).

* * *
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