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Abstirnct

In rondiay s global e colture has arned o 1o be one of the most pivotal
I'l'.l;l“'l.l' m hf.ﬂ'ﬂl"l'l NPTt U nBEY COinF ey .ﬂ'lﬂ" I'.'ﬂ.l'f".'.l'lfﬂf.l. f:ﬂh"rﬂ-r
dnversities  affect—mare clearly, dominate—business  dealings.  Today's
bugimesy execunives and corporate employees need (o have the appropriaie
commymicanve  skifls in ferms of cross-cnlinral  dimensions. Business
Communicanion, being a premier course in the Bachelors and Masters level
of Rusinesy studies, 5 considered 1o be the most effective platform o train
the business stadents in this cross-cultwral isswe of business relations, Apart
from dealing with business letters, interoffice correspondence, report
writing and organizational affairs, Business Communication is supposed to
provide all necessary inputs regarding croxs-cultural feamres that would
enable the students to cope with the presemt redlities of the corporate
world—both nationally and internationally, But, the pertinent queries are:
To whar extent is cross-cultural communication being taken care of in the
teaching-learning of Business Communication? In other words, how far are
our students of different business schools being equipped to meet the
challenges of communicative complexities that result from cultural
diversities around the world? How far are innovation and idea generation
encouraged in the Business Communication classrooms? How interesning
and inventive is the teaching method 1o the students? Is the syllabus of this
course being updated und modernized keeping in pace with the changing
carperate culture of our country, as well as of our neighboring nations with
whom we tre i the process af opening new business frontiers? Our study
has atmed al discovering these realities of classroom sifuation in Business

Communication with regard to the gradual changes in the present corporate
culture.
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of Business, American International University-Bangladesh [AIUB], Dhaka.
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10 PRELUDE

Most of s will probably remember how, while in school, we were being
mught 10 write different types of applications—say, to the principal of
the school or to the editor of a newspaper—by beginning the opening
paragraph with °1 beg most respectfully to state...”, 'l humbly beg to
state... " or “With due honor and humble submission | would state ... " and
by concluding the final paragraph always ‘fervently praying’ and
‘hoping’ that our requests will be granted and invariably ending with
phrases like “your most obedient pupil..." or ‘vours respectfully .. "

It must have been quite confusing w many students as io why they
should have to grovel hat in hand so to speak even the maost routine of
requests, why one should have to *beg' even for something as mundane
as a simple leave of ahsence. And to be honest, 8 majority of them had
no courage o ask their teachers for any clarification as such an act would
only meet with the sternest of glares, if not actual physical punishment,
for trying to be ‘too smart'! To ask how one could possibly beg
‘disrespectiully’ or how a student knew that s/he was the *‘most obedient
pupil’ was unthinkable.

Though as teachers we recognize how these typical structures of
language have been the holdover from the British colonial system, we
find the same things still being taught at the secondary and the higher
secondary levels in our country. As if, we are caught in a deadly time-
warp from where there seems to be np escape. Regardless of city-
mafassal-rurzl school/college backgrounds, mast of our first and second
semester students in the graduation level whirl round these stereotypes of
languoge use. And very interestingly, when we ask them 1o come out of
these stercotypes, many of them find it hard to absorb instantly.

Even in our day-to-day activilies, we are sccustomed 1o siereatyped
behavioral pattems derdved from our colonial past. To mention a few—
reverently jumping up from the seat every time at the sight of the boss,
humbly ullering ‘sir...sir’ or ‘yes sir’ at every encounter, muking all
possible effort to please the boss and, without any logical reason, remain
standing while brushing aside important work as long as he or she stays
m the employees’ rooms,
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In terms of owr personal exposure o the teaching of Business
Communication, we have well comprobemded the fagt that this mastor.
servant notion s very moch alive in our present business cultore and
correspondence. The Tt that it mny have heen acceptable in the pas,
even the norm, 1o submit » cover letter ‘begging to state” that one is
applying for a cerlmin position, it |8 powadays scen as a lack of
confidence—a misiake that is certnin 0 cost one the joh.

Thie transition of outlook—{rom the colunial concept of exaggerated
humility to self-esieemed forthrightness—in correspondence, particularly
business correspondence, is an inevitable resull of hrisk technological
changes over the years. Communication has become s matter of ‘speedy
and free-flowing exchange of information’, and thus work drive of

has developed immensely. Organizations hardly wait for postil or
hand-to-hand Tetiers for initisting and spproving ventures—aof course,
officially they do—all sctivities are primarily being conducted over
tebephanic and cyber communication,

Whal i very intercsting in this regard i, nowadays people send an
jdentical missive by e-mail 1o people they know intimately, but copy it o
people they have never mel; and all of them feel free to copy it 1o other
people, possibly friends, possibly competitors (Carey, 2002). Certainly
the way people communicate now is leading to more wide conlacts,

In today’s fast paced world our business students cannot afford w be
hindered by invisible ties to any particular business culture. They must
be free to explore and understand the myrind different cultures and
styles, and how they influence modern business practices,

As the business world becomes more and more globalized—with
boundaries shifting constantly and new frontiers opening up almis!
overnight, businesses and entreprencurs all over the world have come 0
recognize the undeniahle importance of cross-culiurl commumication.
As regards our country, this is categorically significant as we are pow in
the process of initinting numerous joint venfures with our neighboring
nations, a8 well as exploring all possible avenues of trade and commerce
with them.

Now the question is: how do we select, and thereby prepate, a suitable
and efficient workforce who would be prepared o face the challenges of



o AN bostd s wal Phassinews atid Fenshiienioy IAJIRL Vel ), e A baniwry J000

this multicultural global business scenario? The atswer b simple. We
aeed 1o examine and learm what other developed nations have been doing
in this regard. The issve of, cross-cultural commiunication i offeréd a &
credit course in most of the business commudication and inernational
business degree programs in universities {hrough the world, Intensive
raming on cross-cultural features iy provided on & regular bisis in their
respective corporate sectors to creale competent business managers. |1 s

ach a key faclor (hal general and specific country-based Imining
progrmms are even on the internet.

Yet in Bangladesh, there has been very lile—in fact hardly any—

atiempt 10 deal with cross-cultural lssues in communication studies al the
untversity level,

20  LANGUAGE, CULTURE AND COMMUNICATION

We need o0 focus first on the culture issue in order to understand its
mextricable relationship with homan langwage and communication
styles. Culture has been defined by social scientists ns the collective
programming of the mind that distinguishes the member of one human
group from another. Culture, in this sense, includes sysiems of values;
and valuies are among the building blocks of culture.

According 1o Samovar and Porter (1994), culture refers to the cumulative
deposit of knowledge, experience, beliefs, values, attitudes, meanings,
hierarchies, religion, notions of time, roles, spatial relations, concepts of
the universe, nnd material objects and possessions acquired by a group of
people in the course of generations through individual and group
striving.

However, a more clear explanation of culture has been given by Holland
and Quinn where they defined culture as shared knowledge, Le. what
pecple “must know in order to act as they do, make the things they make,
and interpret their experience in the distinctive way they do’ {1987).
Here, the terms ‘act as they do' refers 10 our behavior in general—
including verbal behavior, “make the things they make* refers o artifacts
and “interprel their experience’ refers 1o the structure of our knowledge.
N doabt, the first and the lust aspects are crucial in dealing with our
issue, In our sociely we behave differently regarding the experience that
we encounter, and the structure of our knowledge allows us 1o
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communicate with others accordingly. The notions of appropristeness
that regulate our Hingnistic (Le. commuticative) behavior are darived
from the grommar of culiire (1 soura, 19RK), Our cultutal expressions
are evident n our cognltive structires, as well as in the norms of our
hehavior that we ntilize when we use any lnngnage. Tharefore, the mle of
lamjuage in shaping, storage, retrieval andl communication of knowledge
and information is obvious,

Now, when we talk about this role of language, we mainly refer to the
stvle of using oor language in each and every domain of our socieml
existence. This style depends on & wide variety of features—such as,
self-enteem and sense of identiy; personal belief, outlook toward
surroundings; interpersonal relationship with family members, frends,
und well-wishers etc. We use particular styles in our verbal and written
communication according to all the sbove fiuctors. Thus, our styles are
the representations of our communicative self. Sociolinguists have put il
vividly by saying that our styles are indicative of our altitude toward the
information that we convey in different circumstances (Biber and
Finnegan, 1988), Our conununicative self allows us to use our styles in
terms of certwin markers—like, relfability of knowledge and modes of
knowing (i.e. belief, induction, hearsay and deduction).

We can have some examples in this regard. Expressions such as
certainly, definitely, surely are styles of more reliable information in
communication, whereas normally, generally, primarily are styles of
statistical reliability. Muse (in sentences like He must be here) signals
induction with a certainty on the part of the speaker/wriler. See, hear,
feel etc. (in sentences like [ see that you are very fired) convey the
sensory basis of our induction, whereas supposed to be, apparenty signal
hearsay evidence (Kachru, 1996). Apart from this, there are other forms
of the siyle that signal a high involvement of the communicators with
their topics—like, use of firs! person pronoun, cholce of nouns and verbs
with emoiive contenl, exclamatory senlences, expression of personal
hopes and wishes, All these provide the speaker's/writer's attitudes.
Style in this sense, can be defined as the configuration of the entire nge
of linguistic features that indicates (a) manners of expression, (b) the
speaker's/wriler’s altitudes/beliefs toward the content and source of
information conveyed, and (c) the presumption of relevance io the
receiver(s) of that information (ibid).
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Coming hack 1o the losue of culture, human communication syles vary
ﬂFniHl'll'lllr pegonding to culurel contevis of differen srens apd
countries, In case of w country having muliilingus) sel up (like Indis sy
Pakistan). coltmal diversitios are. innense. Even in country with
monolingual s¢1 up, culiual  gaps—-spocially pertining 10 social
norms—can be wide as well. In Bangladesh, we do find variations in
social costoms among districts. As humans, we shape, formulze and
pourish our personal valoes, beliefs, outlook and amtitede in terms of the
culturnl environment we huve been subjected to—and sobsequently,
apply our judgments in all sorts of communication strategies. Thereforne,
even if we all wse & uniform language for commumication—suy,
English—our  styles are bound w  differ, simply because out
communicative yelves (that we have referred enrfier) differ from one
unother, 1t ik for this very besic reason that English, despite that fact that
i i the de facto global hingusge, bas taken such diversified profiles
throughout the English- mm;vmﬂi And il is for this further reason that
crops-cultural communication through thin global Ianguage has gained

sich ptime  importance in  intermatiomil trade and  commercial
IrATSACioNS.

3.0 CROSS-CULTURAL COMMUNICATION AND LINGUISTIC
FEATURES

The very interesting thing about language (mother wongue) &, it s
lewrned unconsciously and is ofien taken for gronted. That our mother
tongues are gmalgamation of so many fentures like verbal code (a st of
rules about the use of words in the creation of spoken and wrilten
messupes), phonelogy (rules for combining phonemes, Le, the basic
units of sounds), morphology (rules for combining phonemes (o form
morphemes Le. the smallest units of meanings), semantics (The study of
meaning of words), syntactics (the study of relationship of words) and
pragmatics (how language is used and how it affects human perceptions
and behavion) is kardly kept in our minds,

Language influences, or even delermines, the ways people think or view
the world. There are two views to this as mentioned in the funaus Sapir-
Whaord Hypothesis in linguisies. The ‘firmer’ view holds that langunge
frnctions like & prison; once people lenrn it they are irmeversibly affected
by i The ‘salter” view holds that language shepes how people think and
exparience (heir world; but this inflience is not permanent.
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Whatever may be the cave, there s no denving that lnnguage dilferences
affec) intercultural communication. Language i wied (0 idemify people
i & group. cither by members in a group or by outsiders of the group;
and due 10 this fact, Jeasming o secotd Ianguage s also learning the
culiure sssociated with thal lingunge—which is of course, 1 matler of an

and prolonged practice.
Ll Cultural attitudes toward verhnl messages

Cultures differ in the importance that we place on words and speech. In
the LS., speech is consideted us an object of inquiry. Its primary
futiction is 1o express one’s ideas and thoughts as clearly, logically and
persuasively as possible. On the other hand ~ “Those who know do not
talk. Those who talk do not know (Lao Tsu)® - l!lis popular Chinese
saving Hlustrates the Chimese attitude towards speech,

The Aswan attitude oward speech and rhetoric tends 1o be halistic—the
words are only part of the tolal communication contéxt which includes
the interpersonal relationships among people. Words are considered a8
useful wals of human expression only to the extent that the user

tecognizes their limitations,
321  Forms of verbal expression

Verbal expressions in low-conlext cultures are direct, explicit and exact
Silence is seen as negative and is thus avoided. But people in high-
context cultures tend to avoid negative or confrontational werbal
messages, Courtesy oflen takes precedence over truthfulness with
cultural emphasis on the maintenance of secial harmony. The Japanese
may say “hai® (yes) without implying agreement. Often it means, 'l
understand what you are saying." Asians can ever be suspicious of the
suthenticity of direct verbal expressions of love and respect, Excessive
verhal praise sometimes is received with feelings of embarmssment.

i3 Monverbal communication

In any sort of communication—be it personal, social, official—people do
not exclusively use verbal mensages, Rather study hos shown we mosily
use non-verhal communication in our day-to-day activities. It 1s
categoncally true in case of business interactions. Wordless expressions
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can be more powerful than verbal exprossions in COnveying messages,
The different types of non-verbal communication are;

. CGenerpl appearance and dress: We make judgments about people
based on how attrsctive we think they are. Hwt standards and
pdgments regarding attctivencss are subject to cultural variations.
Clothing and skin color can also influence how we perceive and
vommumcale with others.

b. Physical gestures: All culiures have some systems for undérstanding
the meaning of movements and cxpressions of the body. The
meanings comveyed through physical gestures are different in
different cultures, The movements of anc’s head o depict “yes' and
'm0’ are interestingly reversed in various cultures,

¢ Facial expressions: People are more likely to interpret facial
expressions accuralely if they intorpret them within the entire
communication comtext. Although facial expressions can be very
mdividualistic and may not convey cultural meanings, the display
and intensity of emotion is very much culturally based. Some facial
expressions are thought to be universal, like smiling (meaning “joy”
or “happiness’).

d. Eye conmct and gaze: Our interpersonal relationships are affected by
how we use our eyes. Culture modifies how much eye contact we
miy engage in, and with whom. For example it is common for an
American woman 1o make eye contact with a1 man, however in
Nigeriz it would be scandalous for a woman to be so *forward’,

e. Touch: The meaning inferred from touch is infloenced by such
factors as the mood or state we are in, relationship with the toucher,
past history, duration of the wuch, location of the touch, whether the
wuch is active or passive ele, The duration, [requency and location
of the touch are largely culture-based. While it may be guite
common 10 see people of same sexes walking hand in hand, or with
their arms around esch other countries like India, Bangladesh and
china, in Ewrope or Norh America it could be construed as a sign of
homosexuality. In Senegal it is important for men not 1o touch
women whom they are introduced to; Muslim women typically will
notl extend & hand 1o a man,

. Smell: Culture perceives odors differently and assign them different
miganing und importance during interaction,
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g Panalanguage. How things are heard and vocalized varies and holis
dilferent meanings in (ilTerenl cultures, There ato thiee categonies of
vocalizationsvoeal  chapmoierizem  (laughing, <rying, yelling,
yawning eic), vocal gualifiers (volume, pitch, thythm), dnd vocal
segregates (uh-hah, <hih, oooh, mmmh e, ).

h. Space and distance: Space and distance are also of  Apecial
signilicance in differest culturés. North Americans  are  very
protective of what they term their ‘personal spaie’, which in terms of
personal inter-action may mean an arms length of distance between
cach other or refer 1o their personal affuirs. In other cultures
closencss (hugging. touching and kissing) may be guite accepmble,
even if the personal relationship is not of an intimate nature.

1. Time: The concept of time varies from cullure to culture. In
polychronic countries like the USA and Canada (where different
time zones officially exist in different areas) careful adjustments of
schedules have to be made in case of foreign busingss interactions—
which 1s not 1the case in monochronic countries (where a single nme
zone officially exist in all arcas), Apart from this, the notion of
punciuality differs country (o country. American businessmen, who
tend to maintain strict schedules in formal settings, find it hard w
cope with their counterparts of Mexico or Arab countries who are
comparatively much more flexible in this regard.

. Silence: In Japan, what isn't said and done can be as important as
what actually is. Politeness precedes efficiency. Harmony precedes
details. The Japanese will rarely say ‘no' or directly confront, deny,
challenge or disrespect anything that is said. This does not mean they
don disagree; it means they are indicating disagreement sofily and
indirectly. Phrases like ‘this needs further study’, ‘these things can
be difficult’, ‘perhaps we can look at this in a different way’, all
indicate a definite problem, If things really are difficult, one might
simply pet silence. If pressed too hard, the Japanese might indicate
this by sucking air deeply through their teeth and remaining silent.
This is definitely & bad sign,

40  BUSINESS ACROSS CULTURES

Culture is communication; communication is culture (Hall, 2002).
Regardless of our workplaces, the growing importance of global business
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pas made |1 essentinl 1o develop skills in imenacting and dealing with

wple from other coumtries. Bisiness experts luve maintained fhat
philosophically, the best approach s o recognize and valee the
differences that distinguish the people of oiher countries (Binken € o,
ey

One of the greatest mistukes is 10 assume thiat ‘peaple are the same all
over” (id). People across cullures differ in their religions and values,
their ideas and status, their decision-making habits, their attitude toward
nme, their use of space, their body language and manners eic. These
differences invariably lead to misunderstandings in international business
relanonship—specifically if lnnguage differences are there as well.

For example, US women executives find it real hard to deal with
business from countrics where women seldom play any prominent role in
business. European businessmen, while negotiating with Japanese
businessmen, find thelr ‘silence’ quite confusing to apprehiend. French
employees hardly take the openness of their American bosses casily,
Western executives are often frustrated by the carefree attitude of their
Amb counterparts when it comes to puncluality and formal efiquettes.
Australian businessmen can be seriously offended by the American
businessmen's particular physical gesture of goodwill.

We come to know of 'high-context’ and ‘low-context' cultures, as
propounded uniquely by Edward Hall, where we see how cultmal
contexts differ, and eventually, how business relations have 1o be
adjusted accordingly, High-context cultures festure (a) much covert and
mmplicit message, (b) internalized messages, (¢) much non-verbal coding,
(d) reserved resctions, () distinct in-groups and out-groups, () strong
people bonds, (g) high commitment and (h) open and Nexible time. On
the other hand, low-conlext cultures feature (a) much overl and explicit
messape, (b) plainly coded messages, (c) verbalized details, (d) reactions
an the surface, (¢) flexible in-groups and oul-groups, (f) fragile people
bonds, (g) low commitment and (h) highly organized time. Apant from
this, thete une societies with ‘individualism' and ‘collectivism’
(Hofstede, 1980). In the former sociely, individual sutonomy, individual
privacy, individual rewards, and competition are prevalent. People are
sell-oriented, independent, and maintain nuclear families. And in the
Iatter society, we find the existence of group unity and harmony, group
belongingness, equul distribution of rewards amd cooperstion. People
there are group-oriented, interdependent, and maintain extended families.



Cirsin-¢uliizinl Toeels by [usisess Uoamstonioabiin, mignbe j43
Beadinns s Current Clossoonm Tesching Tormds

From the above discussions, i is nor e oall diffieal w0 nssume (hat
countrics acroas 1he globe, as well as societies within the countries, are
strociured  in diverse  frames;  and  then  “misunderstanding-lews
communication’ is obwilously nol that an easy Iagk o0 pecomplinh,

It has been already projecied that business organizntions worldwide are
bowund 1o face tremendous linguistic-cum-cultural barriers over the nex:
few years, even on home ground, where—with take-overs increasingly
happening in Europe—the nationality of the owners and managers may
change virtunlly overnight. This means that more and more warkers in
Europe, Asin and Africa have to communicate across language and
cultural barriers. What is more, it is not only the people a1 the traditional
<harp end of communication, such as export managers or swilch-board
operators who have 10 work in a multilingua!-multicultural environmen.
Nowadays, anyone in i company al any level—{rom technicmn o
designer, or press officer to production worker—can (ind themselves in
communicative situntions and may need lo use any foreign language,

especially English.

Therefore, the best way 1o prepare onesell 10 do business with people
fram other culture i to study their culture in advance—including the
minute demils, That is, to leam the target culture’s histary, religion,
politics and cuttoms, especially its business customs. Some of the
typicalities arc: Who makes decisions? How are decisions implemented”
How negotiations are usually conducted? Who is to be sent for
negotiations? What is the state and activity of burcaucracy? Is gift-giving
expected? What is the food menu served during business lunch/dinner?
What ks (he most appropriate attire for business meetings? What are the
iypes of non-verbal communication in business dealings? And most of
all. what are the do-s and dor't-5 in their business culture?

50 CROSS-CULTURAL COMMUNICATION STRATEGIES

51 General Techniques

How do inlemational companics come to lerms with cultural barriers?
What kind of cross-border communication strategies do they employ 1o
ensure that they can act globally by appearing as if local 1o their
customers? There are numerous plans and stralegics companies adopt 10
cope with the culiural problems that arise, Their entire communication
strategy is based on ways as to how they would operale in international
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matkers—whether it will hire Toesl people whin speuk the linginge an
gre familiar with the culture, or use Tocal agents t tieet it linguistic.
culliral peids; 1o be precise. their strulegy i 10 Tind the most cost.
eflective solution,

The ultimate goal of the companies is (o compele ugainst local
compétition with equal case and effectiveness however near and far they
are mading—be it Singapore, Manils, Dubai, Amsterdam, Lutaka or
Naitobl. The companics will make sure that their products and services
can maich af benter the local competition,

Thus, a communication stralegy is not just about hiring s linguage
teacher and running a few classes prior (0 & trade exhibition. From what
experis have been saying, we may summarize the lollowing as effective
cross-cultural communication stralegies;

[t means not just abouot seiting up language training, but making a
language compulsory in the company and making o long-term
commitment to a market by running classes for a number of years. It
15 uleo about making sure that one has good trunslations which have
been culturally adapied and checked in the counry itsell.

It means carrying oul more syslematic approsches—such as auditing
und  evdluating  hidden linguisiic resources or local  cultural
knowledge, and making Sure one puts the personnel with the right
langunge skills or cultural background in the jol,

It means making sure the wording on the puckaging confirms 1o local
stundards; environmental rules and regolations.

It means ensuring that the size and color of the packaging meets with
local prefetences amd buying habits (keeping the quality high) ; and
thiss it means hiting ugents for their linguistic and cultural skills,

It means sending people 1o the market who speak the local language
well enough 10 carry out market res¢arch by reading newspapers und

checking out the locul competition by speaking directly o the
potentinl custamers in their language.
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52

Overview of Company Techniijues

Here is an overview of soime lundamantal cross-cultural technigques that
have been in practice since some time in different parts of the warld, All
these huve been compiled on the basis of a research undertiuken in over
450 small and mediom sized enterprises 10 analyze the lainguage skills,
level of competence and cross-cultutal irmning,

Acconding 1o the survey, some of the mojor trmle secrets of these
companies in terms of cross-culluml communication have been:

a

b.

To communicate in the customer’s own language (many companies
support the use of customer’s language as a key selling wol).

To ensure thar all sales literarure is tanslated 10 the local language

by the company or by a trunslation agency (some companies develop
local brochures snd leaflers in close cooperation with the focal

agentidistributor )

To double-check the trunsiation with the local partner in order t©
check i accurncy.

To find 4 locul pariner (or local agent) who can negotiate on behalf
of the company.

To venify all written communication, Le. all e-mails, fuxes, leners,
manuals, contracts etc. must not leave the company before they have
been checked by an on-site linguist,

To impart good English langoage skills 1o the employees of sales and
markeling department.

To prepare the manunls by o team of engineers (who understand the
content) and linguisis (who understand the ‘meaning’}); engineers
draft the manual while linguists translate and refine the exi.

To remove the misunderstandings during the translation phase by the
leam approach.

To cover all expenses of language trining.

To encourage the employees to attend courses on language and
cultural orientations (a good number of companies organizes
seminars, symposiums, workshops and briefing-sessions on cultural
diversities and ways (0 hundle those).

To regard linguage skills as an essential pre-requisite for selection of
employees.

To recruit proficient bilinguals for pest, such as management,
purchasing and sales,
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m. Tostdy the booal lnguage aml cultute before Cnlering mew markeis

Tor adopt innovatbons bn partioile coss like, while commumicating

with Iapatese  counterparts,  some  major Western  companies

prominently use non-verhal communicition syl

o Tovalue chienms” opinions in the promation of prodocts

P To desd with the target custismers even through & third party in ee
of the absence of in-house expentise in the targel languge and
culiure

q. Toemploy native speakers and frain them up as resource personnel.

6.0  THE CHANGING SCENARIO OF CORPORATE CULTURE

Added 1o these facts is the crucial aspect of the intemational husiness
mindset and the corporate culture which have been undergoing sieadfast
changes since long—and consequently. the changes that siarted to tuke
place n our corporale secior since some time. These changes positively
refer 1o the changes in overall communication and interaction stralegies
m the business world. This issue 15 no less significant ns we are aware
that the prime target of our business students is 1o insen themselves into
the corporate world 4s business managers. What are the chanpes, and

how have the changes twken place worldwide? Whist has been the effect
of these changes in'our country?

Of course, it peeds (0 be kept in mind that when we falk sbout (he
changes in corpomle cullure, they are intetlinked with the cultumal
proceedings of the respective societies. The corperie sectors are never
any isalated identities, and therefore, In order to understand the changes
in the corporate cullure, one needs o follow and get accusiomed 1o the
changes in the greater society. Again, these changes are linked with
cmmumcation styles

7.0 BUSINESS COMMUNICATION AS A PREMIER COURSE

In the light of sbove discussions, 1t Is appatent that all the crucial aspects
of ¢ross-cultural communication must be dealt with eflectively 10 prepare
the current and the future generations as efficient business executives, In
fact these are hundled in different coumes of Business Siudies—Ilike

Crganizational Behavior, Straleglc Management, Finance, Marketing ete.
— at the Bachelors und Masters levels,
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But, there s a need for a particylar coure where cross-cultaral
communcation. with all its remifications. should be handied in o need-
bhased systematic manner. Business Communications has long been a
vital course of the BEA progoam under different business schools due jo
fhe prime teason thal it mainly concerns the teaching of elfeciive
business commespondence thimugh the medium of English. The syllabus of
this course in almost all our universities, by and large, deals with msues
weh ae business letter writing, in-company correspondence (e
memarandums, notices, agendos, minuies), repon writing, personal
communication hike, résumé writing, numerous organizational aspects
and s on,

However, from the terms ‘business’ and ‘communication’, it is obvious
that this course is suppbsed 1o handle the communicative aspects of
business: on the whole, and therefore, very logically, communicalion
strlegies across cultures come into fore. If one wkes o look inw the
course outline of Business Communication in various international
universities, one would [ind how this issue is being deall in 4 well-
planned way. Our personal interction with a good number of [oreign
fuculty members who have been ieaching Business Communication has
confirmed the fact that this issue of cross-cultural communication, by no
meant can be, and should be, brushed aside in the syllabus of Business
Communication,

Therefore, our study has been wimed a1 the following fundamentals
quenes: To what extent is cross-cultural communication being tken care
of in the teaching-learning of Business Communicalion? In other words,
how: far are our students of different business schools being equipped to
meel the challenges of communicative complexities that result from
cultural diversities uround the world? How far are innovation and ides
generation encouraged in the Business Communication elassrooms? How
interesting and inventive is the teaching method 1o the students? Is the
syllabus ol this course being updated and modemized keeping in pace
with the changing corporate culture of our country, and of our
neighboring nalions with whom we are in the process of opening new
business frontiers?
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g0 METHODOLOGY

Owur sty has heen hased  primanily on #» qualitative survey among
dugdents of BBA programmes (n dilTaren universities of ihe enintry as well
as cxecutives of various companies. Now, given the limitation of time
and resources, I hax heen quite impossible m cover the whole country,
Therolme, we bhave [ocused on the Dhaka city where we have
interviewed a mndomly selecied BBA student population of differem
business schools of both public and privale universities and executives of
several medium dnd lurge business organizations through hoa-structured
imlerviews (je, asking open-eoded questions) an scveral dimensions of
cross-culturil communicanon and i significance in the wuaching of
Business Communications. Further, we have tulked to the business
professitnials regarding the current changes in corporate culture and the
wiys they sdopt to denl with those.

Bl Importance of Cross-cultural Communication

Most of ‘oir respondents have mentioned the ol that Busingss
Communication was taught 45 'merely o subject in the curriculum’ where
writing business leflers, memos, notices and reports was, and is, their
muin job, The course content itsell hardly allows dealing with anything
beyond these. Some of them, by the way, mentioned that organizational
uspecti—particalarly communicanon  strmegies  within - any
orgamization—wis handied o some exien. Bul then, they were given
lintie wden regarding corparate culiure,

To some siwdents, the ferm “cross-cultural communication” was quile
unfamiliar, and it had 1o be explained to them. When we asked whether
any cross-cullural busingsserelated cuse studies were given them 10
amalyze in the classroom, most of them answered in negative.

8.2  lanovation and Interest in Classrooms

Most of 1he students expressed that their Buesiness Communication
classrooms lacked innovatlon—both in trms of teaching and leaming.
This bs specifically signilicant us it means, the tesching styles were nol
innovalive, and thes learning could never be innovative too. According
10 the students” opimions, teachers seldom encoursged them to came up
wilh  idess und fecdbacks. One-xided lectures were what they
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encountered. and therefve olasses were ot interedting as they hag
enpeciod.

Some rematked that it was as good as a maihematics clivss—where
dectores whirled round fotitinlatype ftems. They had almost sothing 1o
do besides memorization, One student of a public university remarked
that “to them, memonration was the exact synonym of innovation,”

83  Students” Awareness of the Yalue of Cross-cultural Aspects

However. studemts were found o be considemably awure of the
importance and valoe of cross-cultural communicalive sspects regarding
the prescol realities in the business world. The reason behind their
swarehess, as we found, was that they were more or less well informed
about the global business scenario as well as whatever had been aking
place in this sector. Interestingly, most of them had a very good idea
abobit the ups and downs of our comporate sector—if not specifically
about comporate culture,

When asked as 10 how they judged their teaching-learning of Business
Commumication in the clussroom in terms of their existing knowledge,
they expressed frustration and despair. All of (hem stressed for an
immediate improvement in this regard that can help them to acquire the
communication skills relevant 1o the sinte-of-the-ant situation of the
intermational business sector. Two studenis put forward o very pertinent
Question: why should we not be taught how 1o act in challenging cross-
cultural situations when the scope is aiteady there? And why should we
in Bosiness Communication classrooms be kept on taught things which
would not be hundred percent practicable in our professional lives?

54  Corporate Manogers' Views

That the corporate culiure in Bangladesh has undergone mussive changes
i the lust decude or so is very evident, Whether il be in the way
excculives alire themselves, or the way in which they conduct their
business practives, there is now an air of professionalism about our
corporiie world, which in isell is the logical result of the shift lowards
globalization of business. In the past, excoutives wenring ties were

seldom seen; only very lew privale organizations followed n strict dress
code. Indeed many executives were uncomfortable and even self-
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conscious about having 10 wear 3 tie, o laet that may seem alien o the
present generation of executlves, Thote Is mive focus on the comsumer
than ever befare. Not only the multl-national companies but even the
small compantes are adopiing mote universal aititudes wwards he

rumming of thelr husinesses,

This change in attitude is very much reflected in the way that companies
hove become more imensely focused on employeée training and
development. To get & clear understunding of these current changes in
corpomte culture, we have talked to a number of professionals working
in vanous national, private and multinational organizations.

Though most of the representatives unanimously stuied that their
respective  compuntes offered mandatory und  need-based  training
programs, apart from luxury hotels, cross-cultural truining s limited 10
top level management Le. the decision muakers. Multinational companies
in particular follow specific training calendars, and employees have 1o go
through mandatory traning programs such us English language
proficiency courses, problem solving & negotiating techniques, report
writing and presentation =kills,

Self-development training programs on leadership qualities, positive
attitude and behuvioral skills, tcamwork are also offered along with the
necessary job related training programs, However for advanced and
cross-Cultural training, employees are uvsually sent abroad. Though
smaller organzations wsually do pot offer such intensive training
programs most of them do have in-house training programs which are
generally conducied by upper-level managemeni.

9.0 CONCLUSIONS AND RECOMMENDATIONS

From all the discusiions ubove, it is obvious that cross-culturl
diversitics cannot be brushed aside, given today’s global business trends.
And consequently. the suitable teaching-learning of the culture-oriented
Prusiness interactions inside the classmooms have become the key to
survival—both in  individual and organizational terms—in this
excessively competitive corporate nrena. As it is evident, the classroom
reulities in Business Communication course in our business schools have
done little to serve this couse, OF course, there persist a variety of reasons
behind this—but that his not been our domain of study. As regards our
smull experience in denling with crovs-cullural affairs while teaching this
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course and thereby  receiving the desired  student  Teedbagk, we
categorically recommend thut all drawhicks inside the clussrooms be
wiped out simply for the snke of our present generation of business
students who are Jooking forward 1o their uture accomplishment, The
syllabuses and the teaching strategies must be modified and adjusted
according o the ongoing actualities of our natiopal, as well as of
international. corporaie trends. In shori, cross-cultural dimensions should
be an inevilable component of the clissroom leaching-learning
machinery when it comes to Business Communication.
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