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Cross cultural communication at work and 
the business context



‘Frenchies’ (Cultural Connexions, IC 253)
‘The pace of life in France is different...’ It’s slower; focus is 
on social relationships; food & meals are important; real 
conversations; perhaps less money but higher quality of 
life... 

‘ As Americans, I think we often lose track of time, 
because we’re too busy making money [...] or doing 
other activity that will someday appear meaningless. In 
Europe, as I observed, things just move slower. People 
have more time for their lives, their families, and their 
selves...’ (Communicating Across Culture at Work, 81)

To be continued...



Social episodes

- Cultural patterns (shared interpretations)
- Social roles, or persona:  set of expected behaviours 
with people in a particular position (e.g. student, 
mother, brother, boss, friend, teacher, etc.)
- Rules of interaction: provide a predictable pattern or 
structure to social episodes and give relationships a 
sense of coherence; unwritten, unspoken expectations 
(”if you haven’t had the rice, you haven’t eaten yet”)
- Interaction scenes: are made up of the recurring, 
repetitive topics that people talk about in social 
conversations; typically contains subscenes (cf tropisms, 
next slide)  
- Interaction contexts: slide after next



Tropismes, according to French author Nathalie Sarraute, 

ce sont des mouvements indéfinissables, qui glissent très 
rapidement aux limites de notre conscience; ils sont à 
l’origine de nos gestes, de nos paroles, des sentiments 
que nous manifestons, que nous croyons éprouver et qu’il 
est possible de définir. 

(Nathalie Sarraute, preface to L’Ere du soupçon, 1964)



Health Care 
Education

Domestic work
Public order & crime prevention

Travel & tourism
Service sector (in general)

Marketing
Entertainment

Research
Online interaction (e.g. social media)

Business



Health Care

- Perceptions of health/medicine 
(magico-religious; holistic; 
biomedical) 
- Family & gender roles
- Code usage, language and non-
verbal communication
- 
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Business 

- Building a relationship, trust vs. discussing 
business
- How long time does it take to build trust?
- Who decides in an organization? Hierarchy & 
numbers
- Issues of age & gender
-
- 



Culture has a strong influence on the structures, 
processes and predominant managerial styles of 
organizations in different societies. For example, in a 
culture that is high on measures of uncertainty, 
formalization and centralization are prominent features 
of organizational structure; decision-making authority, 
responsibility and communication are distributed 
according to a hierarchical pattern; and the climate is 
reserved. In a low UA culture, on the other hand, the 
structure is informal and decentralized; decision-making 
authority and all that goes with it is widely distributed; 
and an open climate of discussion and bargaining 
prevails.’ 
(Communicating Across Cultures at Work, 68)



Organizational structures,
Work roles,

Organizational cultures,
Decision-making processes,
Employment relationships,

Perception of managerial effectiveness,
Task vs relationship orientation of managers,

Managers’ roles and styles,
Managerial beliefs 



France

Organization is viewed as a formal pyramid of 
differentiated levels of power; 
‘work the system’; 
typically only the supervisor or manager has 
power, which makes impossible close asssociation 
between supervisor and subordinate; 
inconsistent with matrix organization. 

High PD; high UA implies less willing to show 
trust, allow participation in decision, or share 
information.  



Sweden



Organizational cultures

- Process-oriented vs result.oriented cultures
- Job-oriented vs employee-oriented cultures
- Professional vs parochial (local) cultures
- Open system vs closed system cultures
- Tightly vs loosely controlled cultures
- Pragmatic vs normative cultures 



Decision-making process



Networks



Corruption


