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Preface

The highly complex nature of the contemporary business environment, approached
from both the theoretical and practical standpoint, does not cease to prove that
research into business studies cannot be dissociated from the cultural and linguistic
context. Moreover, despite numerous studies, different approaches and classifica-
tions of English for Specific Purposes and Business English (they will henceforth be
abbreviated as ESP and BE, respectively) offered so far, neither scholars for whom
ESP and BE are the objects of linguistic and social analysis, nor professionals who
treat ESP and BE as tools of communication within the scope of their activities,
have come to a consensus on the coherent and transparent methodologies of ESP
and BE research. Thus, the need for discussion about the developments of business
language and other related disciplines, together with the presentation of current
research trends and areas of interests, resulted in gathering scholars’ reflections,
expertise, and presentation of the results of their studies.

The main aim of this volume is to present the results of carefully selected
academic research in the sphere of business language and culture, as well as the
experience of pedagogical staff and practitioners concerned with broadly under-
stood business. The contributors of the volume represent various fields of linguistic
and literary studies; however, what makes their contributions unique is the interest,
renowned research and investigation, as well as the ability of implementing various
processes of the world of business into their studies.

The first part of this volume, Developing Business English Competence, consists
of four chapters. The opening one by Anna Zelenková and Jana Javorčíková dis-
cusses teaching BE at universities in Slovakia. They postulate that teaching inno-
vated ESP, known as English for Economic Disciplines (EED), should involve the
development of students’ intercultural competence owing to the internationalisation
of both higher education and the labour market. Zelenková and Javorčíková there-
fore claim that the ESP and EED instructors should focus on integrating intercultural
competence into traditional curricula, reorienting BE programs at universities so that
students could acquire expertise on linguistic and cultural matters alike. That is why
the emphasis is placed on suggestions concerning the content and methodology of
EED, which ought to respond to the challenges of the globalised world of business.
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Subsequently, Iwona Dronia intends to share the results of her study which was
conducted among the students of the Business English Program and concerned the
broadly understood nature of communication. In the discussion devoted to most
common channels of students’ communication, the scholar develops the approach
to communication in L1 and L2 demonstrated by the representatives of Y gener-
ation. The study also explores the differences between various generations as
regards lifestyle, values, and communication preferences, which impact on “soft”
skills. Hence, it aims to raise awareness of changing communication patterns
employed for L1 and L2 interactions.

The third chapter, authored by Anna L. Wieczorek and Maciej Mitręga, focuses
on the topic of prosumption in postgraduate university education directed to students
who already possess valuable professional experience. Wieczorek and Mitręga,
therefore, stress the need for co-creation in university education, which assumes that
the input from students—who, after all, are the consumers of knowledge—should
play a central role in managing educational settings. The authors put forward a claim
that education services at university level should strongly rely on postgraduate
students’ feedback concerning the quality of teaching, which may prove beneficial
not only for the professional career of the teachers, but also for students, especially as
regards their skills, engagement, and satisfaction with the academic experience.

Staying in the domain of teaching BE to postgraduates, a related chapter by
Anna L. Wieczorek touches upon the problems encountered by the teachers of BE
who happen to teach mixed groups of university postgraduates. Basing her
observations on both satisfaction questionnaires administered to students and on
interviews with their teachers (and with the heads of BE study programmes as well),
Wieczorek draws the reader’s attention to some problematic discrepancies between
theory and practice, that is, between the lack of appropriate linguistic background
and the lack of business experience. She argues convincingly that potential dif-
ferences between the expectations of postgraduate students of BE from diversified
educational backgrounds and between the capabilities of BE teachers may trigger
teacher stress. Nonetheless, she sees the issue as a challenge, offering several useful
suggestions on how to handle such situations and, hence, reduce teacher stress
effectively.

The second part, Values in the World of Business, is made up of six chapters. It
opens with the contribution by Ewa Wójcik, who discusses the issue of
cross-generational differences in the perception of business ethics. These are out-
lined against a thoroughly presented social, historical, and demographic back-
ground, showing that the role of business ethics is fundamental since varying
hierarchies of values and different perceptions of what is morally right or wrong in
business can be the cause of cross-generational confrontations. In her paper, Wójcik
attempts to explain why individuals belonging to different generations and coming
from different cultural backgrounds differ in their perceptions of values and
behaviours on corporate grounds. Her contribution is hence a voice in the discus-
sion on the protection of the rights of stakeholders, that is, employees, consumers,
and shareholders.
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David Cole and Petra Strnádová work towards the elaboration of the notion of
“good corporate citizenship”. The authors look at the interaction of social
responsibilities at the individual, corporate, and state level. They explain what it
means to be fully in line with the concept of stakeholder corporate social respon-
sibility, as well as how digital economy works in the globalised world of business.
Concentrating on the region of Central and Eastern Europe (CEE), Cole and
Strnádová explore the relationship between local national governments, along with
their national responsibility, and important ethical issues. Thus, the multitude of
perspectives on corporate social responsibility presented in the chapter allows new
insights into the impact of different stakeholders and their responsibilities on the
CEE region.

Cole and Strnádová’s reflections are followed by Jolanta Łącka-Badura, who
shares the results of a comparative analysis of the language of values, as reflected in
online employee reviews and testimonials. The two types of electronic word of
mouth studied demonstrate that values, expressed either explicitly or implicitly, can
be divided into rational/functional, emotional/psychological, and higher-order
benefits/brand values that, collectively, build the employee value proposition. Apart
from studying the linguistic layer, Łącka-Badura points out that the non-identical
nature of the two text types analysed stems from the functions they perform because
testimonials usually foreground the persuasive/promotional function, whereas
reviews tend to perform the evaluative one.

This chapter is followed by a comparative analysis conducted by Katarzyna
Bańka-Orłowska, who addresses the topic of differences and similarities between
Polish and Chinese business etiquette trends. The paper touches upon political and
business relations between the two cultures and, most importantly, tries to answer
the questions concerning proper behaviour in the context of Chinese culture. The
author gives the reader several useful tips on how to prepare for a business meeting
with Chinese entrepreneurs, remarks upon the appropriateness of certain acts, and
explains two cultural phenomena known as “you mianzi” and “you guanxi”, which
are connected with losing face and with having contacts or influential relationships,
respectively.

Bańka-Orłowska’s considerations on business in intercultural environments are
followed by the chapter prepared by Anna Stwora, who presents humour as a
powerful managerial and communicative tool in business communication. She
offers a short overview of the general theories of humour and sociologies thereof,
dealing with both the universal and culture-specific aspects of the phenomenon in
question. Then, Stwora introduces the most crucial sociopragmatic and strategic
functions of humour with a view to checking how it is understood in business
contexts across cultures. The paramount objective of her study was to conduct a
comparative analysis of the results obtained from research participants from dif-
ferent linguistic and cultural backgrounds, i.e. from Polish and Taiwanese infor-
mants. Such a study makes it possible to capture the dynamics of humour, which is
conditioned by various sociocultural factors, as well as compare value orientations
among cultures so as to trace trans-cultural differences and similarities.
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Anna Zelenková closes the second part of the volume with the summary of
cultural taxonomies which are used in the process of understanding intercultural
relations in business. The paper is a theoretical study which aims at exploring
interconnections between culture and business. Moreover, the author takes into
consideration the importance of culture and its impact on contemporary interna-
tional business, thus supplementing theoretical frameworks with pertinent exam-
ples. Based on existing studies on cross-cultural business and communication, the
chapter highlights the most important points to be taken into account in managing
cultural diversity.

The third part of the volume, Various Dimensions of Business Communication,
consists of five papers whose authors present different, very often unconventional,
dimensions of communication in business world. Piotr Mamet offers a very thor-
ough semantic investigation of the UK and US tank names from the LSP per-
spective. His study is particularly interesting because there has been little systematic
research that paid attention to this topic. Thus, for the purpose of the analysis,
Mamet applies semantic approach in order to identify and discuss both denotations
and connotations of the names which are included in the corpus. Mamet’s analysis
is supported by the classification of names from business, in this case marketing,
point of view. The combination of the linguistic and historical perspective on the
development of tank names allows to see a variety of naming systems, making it
possible to uncover both regularities and irregularities of various name components.

The chapter by Adam Pluszczyk is devoted to the phenomenon of small talk
which takes place in the workplace. In his paper, the scholar focuses primarily on
spoken discourse and the way it is reflected in various communicative exchanges in
working environments. In order to demonstrate the interactions of Polish people
during small talk in the workplace, the author conducted a study for which he
implemented a questionnaire as his main tool of research. The responses provided
by the informants helped the author determine the role, significance, and perception
of, as well as attitudes towards small talk in professional settings.

Krystyna Warchał takes the readers to the world of academia, in particular
written scientific discourse, and demonstrates that the two realms—business and
academia—represent certain common discourse patterns. In her thorough investi-
gation of the corpus of research articles, the scholar outlines selected communi-
cation practices and discourse mechanisms which are shared by these two domains
which, as the scholar states, seem worlds apart. Drawing on shared rhetorical
mechanisms, Warchał demonstrates that the origins, structures, and goals of both
discourse types have several strong, though often overlooked, points of contact.

On the contrary, Anthony Barker reflects on the world of fiction, namely the
film, and investigates the instances of doing business in selected American films
which have been made since the 40s of the previous century. In his paper, the
scholar clearly states that his main concern “is to review the films that deal with
business as a legal and legitimate activity, even if there is often a fine line drawn,
and some form of immorality is implicit”. Thus, as a result of his observations,
Barker proposes a very interesting classification according to which he discusses
the selected material. In his in-depth discussion on the cinematic image of business
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people, Barker argues that a new film genre described as “the corporate scam
exposure movie” has emerged in the last decade, presenting the viewers with more
complete, and perhaps also more realistic, a picture of the world of business.

The volume closes with considerations by Anna Majer and Piotr Mamet on the
language of M—a fictional character in Ian Fleming’s James Bond series, as played
by Judi Dench in seven James Bond movies. The main aim of the scholars’ analysis
is to answer a rhetorical—at first glance—question, namely whether M speaks like a
man or woman. For the purpose of the investigation, the authors established a
framework which is based upon previous research in the fields of discourse and
gender and institutional discourse. They aim at checking whether the language of
this particular female manager, who establishes her identity as the manager of MI6
and simultaneously enacts her gender identity, retains any characteristic features of
institutional discourse, such as the managerial language specificity, and whether it
reflects power relations in the workplace.

The book responds to the challenges of the modern, globalised world that
induces cross-cultural cooperation, and thus communication, in business environ-
ments, offering invaluable insights into various aspects of business language and
culture viewed from a number of perspectives. Given all the various strands of
research surveyed in this book, the reader will surely find something interesting and
inspiring in the chapters to follow that shed some light on various aspects of
business language and culture. In closing, the editors would like to thank the
contributors once again for their readiness to submit their papers and contribute to
this collective volume, as well as for their collaboration in the process of preparing
the manuscript.

Sosnowiec, Poland Urszula Michalik
Paweł Zakrajewski

Iwona Sznicer
Anna Stwora
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Business English Today: The Need
for Intercultural Approach

Anna Zelenková and Jana Javorčíková

Abstract The paper explores the present state of teaching Business English (BE)
at universities in Slovakia. BE is theoretically presented as a foreign language under
the umbrella of English for Specific Purposes (ESP) which is generally based on
students’ needs. BE in economic disciplines should cover the present and future needs
of students. These needs are evolving due to the advances in internationalization of
higher education as well as the labour market and business in Europe and in the
world. The paper defines specific purposes of teaching and learning BE at Slovak
universities, its aims, priorities, and specific features in order to define the criteria
for skills and intercultural competences required for today’s globalized business
world. Based on selected indicators in ESP, the theoretical study gives a rationale
for intercultural directions in the teaching of ESP and BE. Historical insight helps to
recognize the present state of BE teaching and learning and suggest the revision of
future orientation of BE at universities towards a more inclusive subject integrating a
broader scope of cultural competencies—English for Economic Disciplines (EED).
The authors of the study explore the content,methods, and constraints of the proposed
new approach to teaching ESP (BE).

Keywords English for specific purposes · Business English · Higher education ·
Intercultural competence
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4 A. Zelenková and J. Javorčíková

1 Introduction

International business today and the labour market in Europe is characterised by
cultural and linguistic diversity of the workforce and the workplace. Business oper-
ations get international dimensions and require from business professionals not only
confident use of English and other foreign languages, but also mastering the cultural
and intercultural aspects of business communication in order to establish themselves
successfully on the international labour markets.

Studying foreign languages is part of the curricula at philological and also most
non-philological faculties preparing graduates for various fields of economic disci-
plines, such as business management, banking, marketing, public economy, tourism,
etc. Foreign languages are connected with the content of the subject study (foreign
languages for specific purposes) to allow communication in a given field. The aims of
developing foreign language competence (and specifically English language compe-
tence) are projected for the present study needs and future, professional, job-oriented
needs of graduates. Therefore, it is essential to define the needs of the language
users, establish the role of cultural and intercultural competence, and decide what
role cultural studies play in the teaching of ESP and BE classes.

However, in terms of preparation of future business professionals, it is also essen-
tial to redefine the traditional concept of ESP in terms of the method of teaching
which, since the 1960s (the 1990s in Slovakia) has inclined towards communicative
language teaching. It is our assumption, as we will explicate in this study, that busi-
ness professionals need to master the cultural as well as linguistic aspects of foreign
language use and gain professional communicative competence, which, specifically
in business life, guarantees effective communication in the intercultural business
environment. In order to achieve this, it is inevitable to reconsider traditional ESP
and BE and their constructive elements (goals, methods, and approaches).

2 Aims and Methods of the Study

The aim of this study is to present teaching ESP and its specifics in relation to
the development of intercultural competences for future business professionals. The
article outlines the development of ESP teaching in the context of Slovak university
education. The authors attempt to define the factors that influence today’s focus of
cultural studies from the perspective of the learners’ needs and teaching and learning
objectives in various business-related academic and professional areas. The analysis
of theoretical background and current methodology of teaching foreign languages
and other related academic disciplines that have an impact on the content and focus
of teaching ESP was taken for the starting point.

The general concept of this study lies in the assumption that traditional concepts of
ESP and BE do not fully comply with the present-day requirements for real business
life. Therefore, a new way of linguistic and cultural preparation of future business
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executives should be considered. For the purposes of this study, we suggest a more
broadly organized denomination “English for EconomicDisciplines”—methodolog-
ically and content-wise significantly different from ESP and BE in terms of inte-
gration of interculturality and communicative competence into traditional ESP and
BE. To justify the establishment of EED, the authors will explore the discourse on
the nature of General English, ESP, BE, and their hierarchy (with an insight into
the historical development of these fields in Slovakia). Further, the study explores
communicative and intercultural approaches to language teaching and their essential
role in the preparation of future business professionals. Finally, we will analyse and
evaluate three aspects of methodological praxeology of EED, which require inno-
vation in order to integrate all the aforementioned elements into effective teaching:
content, methods, and aims that affect EED. The authors postulate that teaching EED
should involve developing students’ intercultural competence.

2.1 Terminology Database: ESP, BE, and Intercultural
Competence

ESP, emerging in the 1960s and developing across decades, has now entered a general
academic lexicon. To defineESP, researchers have approached it fromdifferent points
of view. Some of them tried to define it as a specific language (Strevens, 1988) and
specific vocabulary development (Felices Lago, 2016; Kacetl & Klímová, 2015;
Míšková, 2009); others focused on specific needs (Dudley-Evans & St John, 1997;
Ellis & Johnson, 1994; Hutchinson & Waters, 1991; Jordan, 1997) and teaching
methodology (Dudley-Evans & St John, 1997; Hanesová, 2007; Zelenková, 2010).
We base our definition of ESP on Dudley-Evans and St John (1997) who suggest the
absolute and variable characteristics. The absolute characteristics include:

1. ESP is defined to meet specific needs of the learners (e.g., English for chemists;
business people, etc.; authors’ note);

2. ESP makes use of underlying methodology and activities of the discipline it
serves;

3. ESP is centred on the language appropriate to these activities in terms of grammar,
lexis, register, study skills, discourse, and genre.

The variable characteristics are:

1. ESP may be related to or designed for specific disciplines;
2. ESP may use, in specific teaching situations, a different methodology from that

of General English;
3. ESP is likely to be designed for adult learners, either at a tertiary level institution

or in a professional work situation. It could, however, be designed for learners at
secondary school level;

4. ESP is generally designed for intermediate or advanced students;
5. Most ESP courses assume some basic knowledge of the language systems.
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In their observations, Dudley-Evans and St John agree with the previous defi-
nition of Hutchinson and Waters (1991, p. 19): “ESP is an approach to language
teaching in which all decisions as to content and method are based on the learner’s
reason for learning”. Similarly, Ellis and Johnson (1994) and Donna (2000) stress the
importance of the analysis of the needs of students and future users of the language.

Other authors addressed the teaching/learning aims of ESP in terms of compe-
tences, such as linguistic, communicative, and cultural competences (Hammerly,
1985) and were concerned with the pedagogic approach and principles to achieve
these aims. According to Wang, Ayres, and Huyton (2010) it is necessary to improve
practice-oriented competences to prepare students for the later job demands in the
business sector, including language proficiency (problem solving in job-related situa-
tions in the business sector, such as handling customer relations and customerwishes).
These requirements are in compliance with the linguistic competences in terms of
“what can I do with the acquired language” as stated by the Common European
Framework of Reference (CEFR) (Council of Europe, 2001, 2018).

BE thus might be considered one of the areas of application of ESP. BE (as
defined by the British Council, for example) varies from General English in a broad
sense, as the content is different—topics are related to the work place or world of
business (Mehta, 2019, p. 1). The topic of business culture and cultural aspects of
business, which is in our focus, is in most cases covered usually solely by one unit
(e.g., Managing across cultures) introducing students only to a few rather contextless
cultural differences.

Here, however, lies the core of the problem, regarding the scope and content of
BE for the globalised business environment. Teaching ESP or, alternatively, BE,
nowadays presents new challenges for teachers, course designers, curriculum plan-
ners, and course book writers, which lie in internalization of the study contents and
approximating students culture as well as language or, in other words, language as
culture. Anthony (2011) and Mehta (2019) anticipated the forthcoming shift of ESP
(BE) towards interculturality:

[Business English] is changing and very soon the difference between General English and
Business English may not be so easily demarcated. With new General English course books
coming out with titles like ‘Natural English’ and ‘Skills for life,’ the focus is changing as
the role of English as a lingua franca is reaching new heights. Publishers recognise that the
demand for English is now more than ever an instrumental demand. (Mehta, 2019, p. 1)

We agree with the view of Mehta and, in this study, we would like to expand this
point to prove that there is a need for a thorough redefinition of the teaching contents
of traditional BE and within the context of the analysis of the needs of students,
integrating the communicative language teaching and intercultural CLT and ITC.
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2.2 Historical Insight into the Teaching of ESP (BE)
in Slovakia

In order to understand the developments in the teaching of ESP at non-philological
faculties in Slovakia, it is necessary to take into consideration the continuumof devel-
opment of ESP goals, methods, and procedures in the context of Slovak education
system from the second half of the twentieth century up to the present. Themilestones
that were chosen include the time before 1990 (covering the years of former Commu-
nist system, detached from the world by the Iron Curtain), after 1990 (indicating the
years of abrupt social changes and the opening towards the world and introducing
CEFR), and after 2002 (the year when the Bologna declaration was adopted by the
Slovak legal system and the process of internationalization of education started). The
individual moves and related changes in diachronic perspective (including those of
the cultural element) are illustrated on selected indicators in Table 1.

Table 1 shows that, prior to the 1990s, the cultural element in BE was represented
mainly by the study of the so-called ‘high culture’ (literature, history, geography,
social and political system, and other fact-based information, i.e., “realia” or “country
studies”) of a target country. ESP resembled the country studies taught at philological
faculties, as then-popular assumption was; the study of culture was a part of the study
of literature (Kačmárová, 2012). This concept of “realia”was effective untilWilliams
and Hoggart proved the mutual influence of language and culture (Turner, 2005).

The 1990s were a significant milestone in teaching ESP; it has experienced a
great boom and English became a universal lingua franca of business and commu-
nication. This cluster of linguistic and extralinguistic phenomena influenced the
increasing inclination of ESP toward teaching cultural competences, as demonstrated
by indicators selected in Table 1, resulting from two reasons:

1) practical professional reasons to study language (e.g., intercultural communica-
tion in practice),

2) academic reasons (e.g., opportunities for learning and student mobilities as a part
of the European programmes framework).

Another reason that affected the global tendency toward intercultural approach in
ESP teachingwas plurilinguism, i.e.,multilingual competences (Bírová&Bubáková,
2011) which are necessary for modern business.

2.3 Synchronic View of ESP (BE) at Non-philological
Faculties in Slovakia

Having explained the historical shift of ESP (BE) in Slovakia, it is crucial to explain
the core of the difference between ESP taught at philological (e.g., those preparing
teachers and interpreters) and non-philological (business-oriented) institutions in
Slovakia in terms of the cultural component. This difference dramatically affects
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Table 1 Diachronic view of the development of the ESP goals, methods, and competences listed
by indicators

Indicator Prior to 1990 After the 1990s After 2002

Entry level Beginners,
pre-intermediate

Pre-intermediate Pre-intermediate, intermediate (B1,
B2, C1); beginners excluded

Aims Reading and
translation of
professional texts,
mastering the
vocabulary

Communication
with
professionals

Communication with experts in the
intercultural (global) environment

Focus and
content
(including
culture)

Teaching general
English with partial
focus on ESP and
communication
Fact-based studies of
so-called “realia” of
the target country
(USA, UK; rarely
Canada and Australia)

Teaching ESP;
special emphasis
on students’
needs
Rapid
development of
teaching ESP in
specialised
economic
disciplines, such
as business
management,
economics,
tourism
management,
finance, and
banking

Teaching ESP with special emphasis
on academic and professional needs
of students

Teaching
method

Grammar-translation,
direct method,
infrequent attempts of
communicative
approach

Communicative
approach,
translation to
mother tongue or
vice versa
minimised

Communicative approach,
post-method, eclectic approach

Target skills Mastering grammar,
vocabulary, reading
and translation of
non-authentic texts
(mostly produced by
non-native speakers)

Teaching
integrated skills
necessary for
effective
professional
communication
(reading, writing,
speaking,
listening;
translation to
one’s mother
tongue is not
taught as a special
language skill)

Communication of professionals in
the intercultural environment,
intercultural communication,
translation re-established as a core
skill; translation and interpreting

(continued)
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Table 1 (continued)

Indicator Prior to 1990 After the 1990s After 2002

Course
books

Course books and
study materials
compiled by national
authors

Foreign course
books, authentic
materials

International course-books,
commercial course books, national
course books (E-learning,
dictionaries, online resources, the
Internet)

Evaluation
and
assessment

Oral exams with little
emphasis on writing
skills (locally set
assessment criteria)

Oral and written
exams focused on
four basic skills
(regional
criteria); first
attempts to
compare national
and international
standards

Testing of four/five integrated
language skills, introducing
international criteria (CEFR,
UNIcert® (UNIcert®—international
system of language education,
assessment, and certification at
non-philological faculties based on
the document of leading German
universities [used for ESP courses]),
etc.)

Innovations
of curricula

CLIL- and
CBL-based
teaching of
specialised
disciplines,
beginnings of the
intercultural
direction of
teaching ESP,
formulating the
need for
intercultural
communication
and enhancing its
role in ESP

Integration of the studies of culture
as a distinctive phenomenon which
affects international business
communication
Curricula and subjects taught via
CLIL (CLIL—content and language
integrated learning—learning a
foreign language via content of a
specific subject or vice versa:
learning a specific content by the use
of a foreign language; in American
discourse, the term content-based
learning/instruction is often used
(CBL/CBI) instead) and CBL, study
programmes and subjects taught in
foreign languages as a result of the
internationalisation of education
(English-medium studies)

Source Adopted from Zelenková (2015), pp. 39–40

different students’ needs that justify the inevitability of the shift in the ESP focus
towards teaching language as culture.

Whereas language at philological faculties ismedium per se (e.g., serves to explain
a linguistic/cultural phenomenon), at non-philological faculties, it is an instrument
to reach further goals, e.g., establish business contacts, give a presentation and, even-
tually, close a contract. Mastering the language thus means mastering the culture of
one’s economicpartner.Major difference between the role languageplays at philolog-
ical and non-philological institutions thus lies in the needs of the end-user (speaker)
to integrate the cultural component of the target language and target countries into
discourse.
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As a result, teaching ESP at business-oriented institutions has wider goals than
mere linguistic and cultural ones; it focuses on the field of study or study programme
in the given academic discipline and aims to prepare the graduate for smooth func-
tioning in an international study environment and later in more and more interna-
tionalised work/business environment, which puts intercultural and communicative
competencies at the forefront. Figure 1 shows specific goals of ESP and English
for Occupational Purposes (EOP) versus English for Academic (EAP) and General
Academic Purposes in specialised disciplines, such as economics, medicine, etc.

To specify the teaching of ESP for business and its cultural component, we
can start with the two main strands of English for Specific Purposes as defined
by Dudley-Evans and St John (1998, p. 6): English for Occupational Purposes
(EOP) and English for Academic Purposes (EAP). These two strands differ mainly
in learning objectives. English for Occupational Purposes focuses on skills needed
to perform a certain job (such as language skills for future profession, professional
jargon, or negotiation skills, customer orientation skills, etc.). English for Academic
Purposes covers specific English studied for and in various specialized disciplines
at the university, such as medicine, economics, engineering, technology, manage-
ment, and others. Across all these specific fields of English, the general EAP plays
a crucial role: teaching the integrated language skills of reading (academic texts),
writing (for academic purposes—note-taking, summarizing, and mastering various
genres), speaking (discussions, arguments), listening, and culture studies should be
developed. As business is an international activity today, the cultural component that
should be included makes the major difference between ESP for various disciplines
and BE.

Fig. 1 Component of communicative language ability in communicative language use. Source
Adopted by authors from Repka, Pčolinská, and Šipošová (2015), p. 73
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To sum it up, the major difference in ESP (BE) lies in the necessity to master
not only the language, but also the component of cultural awareness and compe-
tence. Such goals challenge traditional teaching of ESP and the place of intercultural
competence between the target communication competencies. Moreover, successful
graduates and future professionals should be able to cross cultures in intercultural
communications and situations (Lustig & Koester, 2009, pp. 28–32). In the long
run, a graduate of a non-philological programme focused on intercultural studies
(unlike a graduate at philological faculties) will be prepared to communicate with
experts in their professional field, to handle the situational use of language and
the differences and similarities in communication at different levels and in different
forms—written and oral, verbal and non-verbal, in a variety of culturally diverse envi-
ronments. Traditional ESP andBE thus gain newconstructive components—intercul-
tural competencies and communicative competencies indispensable for successful
business communication. What we mean is not just a minor extension of the original
aims and procedures of ESP (BE) but a major revision of the very basic grounds of
the fields in debate. Therefore, for the purposes of this study, in order to distinguish
innovated approach to teaching ESP (BE), this new type of studywill be denominated
English for Economic Disciplines (EED).

3 Methodological Pragmatics of EED

In the next part of the study, attention will be paid to the practical methodological
questions of how to implement EED effectively into the process of teaching English
to future business professionals, in terms of teaching contents (Sect. 3.1), methods
(Sect. 3.2), and EED syllabus design (Sect. 4).

3.1 Content of EED: Communicative Language Teaching
Versus Intercultural Language Teaching

As stated before, except for traditional ESP andBE competence, EED requires imple-
mentation of two constructive components—intercultural competence and commu-
nicative competence. Communicative approach to language teaching, according to
Richards (2006, p. 2), contains the following aspects of language use:

• knowing how to use language for a range of different purposes and functions,
• knowing how to vary our use of language according to the setting and the partic-

ipants (e.g., knowing when to use formal and informal speech or when to use
language appropriately for written, as opposed to spoken, communication),

• knowing how to produce and understand different types of texts (e.g., narratives,
reports, interviews, comments),
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• knowing how to maintain communication despite having limitations in one’s
language knowledge (e.g., through using different kinds of communication
strategies) (Richards, 2006, pp. 2–3).

Professional educators, however, vary in their opinions on how to achieve
maximum communicative competence and its constructive competencies. Many
linguists (e.g., Bachman, 1990; Savignon, 2017, originally published in 1983)
expanded the Hymes’ model of communicative competence/performance (Hymes,
1972, pp. 269–93). For example, Scarcella and Oxford (1992, p. 63) distinguish four
sub-competences of communicative competence:

1. Linguistic sub-competence, which refers to the knowledge of the linguistic code
of a language (grammar, vocabulary, pronunciation).

2. Discourse sub-competence, which is concerned with the ability to generate not
only individual sentences, but also connected texts.

3. Sociolinguistic sub-competence, which involves the knowledge of cultural and
social context and communicative situations.

4. Strategic sub-competence, which generally refers to the strategies one uses
to compensate for imperfect knowledge of language rules and breakdowns
in communication due to performance variables. Interlocutors may sustain
communication through paraphrase, circumlocution, repetition, literal transla-
tion, code switching (oral > written), generalization, and avoidance of difficult
constructions.

In response to communicative theories of the 1980s, Bachman (1990, p. 85) devel-
oped a simplified model of communicative competence integrating five phenomena:
knowledge structures and language competence enhancing strategic competence
leading to the context of the situation via psychophysiological mechanisms.

Themodel of communicative competence byO’Grady, Dobrovolsky, andAronoff
(1997, p. 480) further distinguishes three fundamental sub-competencies of commu-
nicative competence: language competence, strategic competence, psychological
competence, and their sub-specifications. Such a rapid development in the research
of communicative competence proves its mutable and dynamic nature (Repka,
Pčolinská, & Šipošová, 2015, p. 74) as well as its complex character.

The communicative approach deals with the method of teaching, whereas “inter-
culturality” deals with the teaching contents. The intercultural language teaching
focuses on teaching intercultural communicative competence which, according to
experts, presents a number of “[new] challenges in the form of communication situ-
ations to which interlocutors ought to respond adequately” (Lustig & Koester, 2009,
pp. 28–32). Intercultural competence is manifested by an acquisition of the summary
of cultural information (cognitive component), new cultural patterns, and emotional
skills (affective component) and behaviour, taking into account cultural differences
and specificities of individual cultures (activity component, which means also inter-
cultural communication). This triangulation framework is based on the pedagogical
requirements for the development of the student’s personality in the educational
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Fig. 2 Components of
intercultural competence.
Source Developed by authors

process. Figure 2 shows the set of intercultural competence components in ESP for
business.

Communicative language teaching thus organizes the “how”of language teaching,
whereas intercultural competences control the “what” of language teaching within
EED. The idea of the implementation of more cultural components into preparation
of future business professionals has resonated in the professional discourse. One of
the supreme European institutions, the Council of Europe, formulated the need to
develop intercultural competence in teaching ESP in the context of understanding
the current model of skill competences, which represents not only the knowledge
and control of language, but also includes “a component of cultural knowledge and
awareness” (Council of Europe, 2001, p. 26, p. 104).

In teaching ESP at universities specialised in economics, this fact is even more
significant as the students are trained to communicate with representatives of other
cultures with the aim of building international business contacts. The correct use of
language enhances effective communication, establishing and maintaining business
contacts, while situation-bound and culture-bound, incorrect use of language (stem-
ming from a different cultural background), ignoring the nuances of the language
and culture, may lead to failure in closing a contract and, finally, be detrimental to
the establishment of business partnership. In various cultures, people communicate
politeness, demands, requests, and rejection in various ways, seen as polite in some
cultures but impolite in other cultures (Hidasi, 2014). These differences can cause
tensions, misunderstandings or even conflicts in international communication.

However, teaching intercultural competencies as a part of ESP at non-philological
faculties is still far from common. A relatively common mistake in foreign language
teaching is to assume that learning a foreign language automatically mediates inter-
cultural competence, just because language inevitably carries certain crucial cultural
phenomena. The current prevalentmethodology still operateswith a relatively narrow
conception of the relationship of language and culture and is not quite clear in the case
of the acquisition of intercultural competence (Lazár, 2015). Kramsch (1998, p. 12)
also points out that language is still being taught as a fixed system of formal struc-
tures and universal linguistic features. Culture represents a kind of an “appendix”,
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or, in other words an added element to language, to the extent that it further widens
the gap between culture and language instead of approximating the two phenomena.
Many teachers thus teach language and culture, not language as culture.

A solution is at hand: Kramsch, for example, proposes a framework for teaching
culture which divorces itself from the traditional dichotomy between general and
specific, i.e., language and culture. Teaching foreign language should serve as a
platform for dialogue and joint efforts to minimize the differences (Kramsch, 1998,
p. 12). In order to communicate effectively, we need not only good command of
language (i.e., to become languagewise), but also we need to know how to use it
appropriately according to the situation of the speaking activities and with respect to
the cultural environment and its social context (Byram & Fleming, 1998). Zelenka
defines the latter as becoming culturewise (Zelenka, 2007, p. 32).

3.2 Methodology of EED: Transformation of the Traditional
ESP (BE) for the Purposes of Teaching Intercultural
Communicative Competence

In order to answer the questions of methodological pragmatics how to achieve
maximum communication and intercultural competence of students in EED, we
need first to establish the basic goal of modern ESP for non-philological students.
Generally, this goal relates to the general language skills as defined inCEFR (Council
of Europe, 2001), including intercultural competence as a part of language capabil-
ities. Based on CEFR, basic goals of ESP for non-philological students (or, alterna-
tively, EED) may be stated as follows: Language users will reach the communication
competence, which is adequate to specific social context in which they operate and
communicate. First, emphasis should be put on acquisition of communication compe-
tence necessary for successful performance in academic (university) environment,
i.e., to manage communication in students’ educational context (such as studies,
study skills, university, andmobility). Gradually, a wide range of fact-based informa-
tion from various foreign sources expands these basic communication competences.
Eventually, language users use and integrate their own expert opinion and expertise
in oral and written speech and master four sub-competences, as defined by Scarcella
and Oxford (1992, pp. 75–80):

1. Linguistic competence, which represents the control of the language system and
the linguisticmeans typical of the professional language communication; inEED,
linguistic competence means mastering of the following:

• integrated skills: reading, writing, listening, speaking in professional
(economic) situations,

• individual skills: pronunciation: phonetic and phonological features, intona-
tion, sentence and word stress,
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• vocabulary register: specific economic and business vocabulary, idiomatic
expressions, synonyms, antonyms, hyponyms, hypernyms, etc.

2. Sociolinguistic competence, which represents the modelling of speaking activ-
ities of the interlocutors who possess a spectrum of language resources and
the ability to use them according to the communication context. Sociolinguistic
competence presupposes awareness of the cultural context in which the user
needs to know the language to use it properly in a given situation, and it repre-
sents the capability, which is now a component of intercultural competences.
For example, a response to the question “how are you?” differs from country to
country. In some countries, the only socially acceptable answer is simple and
pre-formatted (“I’m fine”); in others, it is almost impolite not to go into great
lengths, and not to mention individual members of one’s family, their medical
condition, job, and social life. Thus, proper functioning in the new culture might
be even more important than mere mastering the linguistic rules of a foreign
language.
A so-called “culturewise” level of using a foreign language (Zelenka, 2007, p. 32)
incorporates many verbal and non-verbal elements (including proximity, body
language, social skills, codes and taboos, directness and indirectness, politeness,
formality, and interpreting the meaning. For all the aforementioned data, Paige
(1993, p. 171) introduces the term “cultural effectiveness”, referring to one’s
ability to function in the foreign culture. Sociolinguistic competence is the key
competence of students of EED, as lack of it may result in delays, injuries, and
even deaths, and so it is detrimental to work progress. Future business profes-
sionals thus ought to be trained in sociolinguistic competences to foresee potential
cross-cultural situations in which only the awareness of cultural differences helps
to avoid misunderstanding.

3. Discursive competence, which is typical of the communication professionals, for
a professional style, for instance:

• mastering special economic and business-related language, such as business
terminology: e.g., double entry book-keeping, single-entry book-keeping,
protectionism, deregulation, economy of the gold standard, bear market, bull
market, marketing,

• mastering the general, culture-related vocabulary: the V4, municipality,
Department of Treasury, NYSE,

• mastering business jargon (business speak): buzzwords, vogue words,
euphemisms, blends, abbreviations, e.g., Brexit, infomercials, VAT, GDP,
GDPR, GPO,

• mastering soft skills, such as presentation skills, management skills, business
meetings skills, negotiations, discussions, interrupting or keeping silence—
just to name those where cultural differences play an important role.

4. Strategic competence, which represents the ability to overcome the collapse of
communication and other potential failures and hurdles that barrier effective
communication, such as:
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• the ability to overcome the collapse of communication (the right phrase of
term) and replace it with a generic or general one (e.g., first class flight ticket
vs. business class flight ticket),

• the ability to become aware of and anticipate potential intercultural differ-
ences, and behave with cultural sensitivity.

4 Discussion: Intercultural Competence and EED Syllabus
Design

It is necessary tomention that all of the abovementioned sub-competences are a stable
part of teachingEED.The problem lies in the depth or intensity of their representation
in the syllabus. EED can be taught as topic-based (syllabus is organized around the
topics, such as management, marketing, investments, shares, market structure, and
many others), in which the focus is on the acquisition of the specific content of
students’ major studies in a foreign language. This content-based language learning
is almost parallel to students’ studies in their native language. In this type of syllabus,
the development of communication in business situations is limited as the foreign
language curriculum is usually determined by the school policy (the curriculum
guarantors like to see the topics). Culture-specific topics are marginally covered,
by one or two lessons, such as management across cultures, cultural differences
in body language and some business activities. The learning outcome in this case is
students’mastering of the specific content in terms of definitions of specific terms and
performance of understanding of business/economic issues. Academic and generic
skills (those which are transferable onto other context, for example in a future job,
such as researching, note taking, listening to lectures, study skills, team work, co-
operation with partners, negotiations, presentations, and academic writing skills) are
developed.

We assume that if the syllabus is based on communication for business, a more
communicative language is studied (revolving around business situations, such as
dealingwith clients, dealingwith complaints, telephoning, ordering, delivering goods
and services, etc.). This type of functional-notional syllabus allows for the inclusion
of cultural aspects more than the content-based syllabus, but has little space for
the development of cultural awareness and competences, as defined above. Cultural
issues are often presented ad hoc, marginally, even in a grotesque way, which only
contributes to the stereotyped perception of cultures instead of developing knowledge
about culture, understanding of other cultures, or one’s own culture and the attitudes
to otherness (Byram, 1997). There is little space to teach culture as a phenomenon
that determines our language and behaviour. In this case, the learning outcome is the
acquisition of situational language and its (culturally) appropriate use. At this point,
we agree that, for future jobs in business, it is necessary to acquire appropriate verbal
and non-verbal communication. It is necessary to know certain usages and standards
of conduct, as well as the use of specific means of communication—oral and written.
The question is which language the course designers ought to choose, given there
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are many constraints concerning the attainment of the goals for professional and
intercultural communication.

In order to set a concise set of educational aims for EED, it is necessary to identify
potential constraints, i.e., external factors, such as the university educational policy
controlling the scope and content ofEED.Effectiveness ofEED lies in the scopeof the
subject. It is a fact that university educational policy dramatically affects the number
of teaching hours allotted to EED, which may depend on the study programmes,
guarantors, and their understanding of the importance ofmodern language needs. The
choice of contentmaywell depend on the same factors. Thus, implementation of EED
may depend on the autonomy of English teachers and their ability to implement real
communication practice into the syllabus. There are also financial constraints toEED;
the number of teaching units for foreign languages is limited and, usually, the first to
be cut by management when introducing cost-saving measures at business oriented
institutions. Thus, for lack of teaching time or finance, the teachers cannot address
all the criteria set for EED, such as developing both the academic and professional
language, communication skills, and intercultural awareness.

5 Conclusion

Europe has recently gained a profile of a multicultural society. On the one hand,
this may bring an opportunity for cultural enrichment; on the other, it can lead
to conflicts of different cultures and cultural misunderstanding. The perspective of
cultural understanding and thread of cultural clashes clarify and justify the impor-
tance of intercultural competence as a means to communicate and act in intercultural
situations in order to achieve mutual understanding of interlocutors.

Today, English, a new lingua franca, fulfils a very different role in interna-
tional communication from English some 50 years ago. In the ethnic, social, and
linguistic “superdiversity” (Morgado, 2017, p. 11) that we are witnessing today in
cosmopolitan business encounters, English is used for communication in interna-
tional and intercultural setting, where “communication constantly intersects other
variables of ethnicity, cultures, mother tongues, and social status” (Morgado, 2017).
Communicating in plurilingual and multicultural environment therefore requires
other skills for intercultural dialogue (Council of Europe, 2016), such as accepting
and valuing cultural diversity. For effective communication in this situation, modern
English speakers (including business professionals) need to acquire skills to address,
manage, and resolve conflicts that may arise between parties due to clashing world-
views, conflicting attitudes, different communication styles or verbal/non-verbal
behaviour. AsMorgado confirms, besides acknowledging cultural diversity, the inter-
cultural communicative competence entails “knowledge and critical understanding
of language and communication while new attitudes are added such as self-efficacy,
civic mindedness, and tolerance for ambiguity” (Morgado, 2017, p. 10).

Business study programmes (including their language sub-programmes) ought to
respond to the challenges modern times lie on pose for language users promptly and
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adequately. Internationalisation of education, increased cooperation of universities,
and the mobility of students made possible by various EU programmes also bring
new challenges; future business professionals study communication for an interna-
tional environment (e.g., for mobilities) where they meet a diversity of cultural back-
grounds. For such academic performance, they need to be prepared by a curricula
programme of ESP (Camiciottoli Crawford, 2010).

Currently, the aforementioned international and intercultural links between
professional and academic areas represent key factors for the transformation of ESP
teaching. In the field of ESP, the academic focus and the building of intercultural
competences have gradually gained their forefront position. As demonstrated by this
study, the adoption of the Bologna declaration (1999) and adaption of its principles
to the University Education Act in Slovakia (2002), which brought the implementa-
tion of the Bologna process in Slovakia enabled the internationalisation of university
education in Europe and reinforced innovative approaches to teaching ESP.

One of the aims of the presented study was to clarify and justify the need for
innovation of ESP. With regard to the political and social changes in Slovakia since
the 1990s, teaching ESP dramatically changed its nature; currently, it is a dynam-
ically developing didactic discipline that increasingly emphasizes the development
of a cultural dimension of communication with the aim of developing intercultural
competence for academic and non-academic purposes.

Moreover, innovated ESP (thus called by a new term English for Economic Disci-
plines—EED) uses the knowledge of a diversity of disciplines (such as economic and
communication sciences, anthropology, cultural studies, sociology, andmanyothers),
which are incorporated directly into textbooks in the formof tasks developing cultural
awareness. Examples are diverse—e.g., comparing intercultural differences, finding
common features, solving intercultural problems and misunderstandings through
case studies, critical incidents, individual or group projects, and intercultural web
projects.

Newglobalised era also requiresmanymore tasks from theESP (EED) instructors.
Integration of the diversity of disciplines into teaching requires extended linguistic-
pedagogical education; teachers’ professional profiles should include intercultural
competences in a broader scope of disciplines. For example, in addition to their
basic English language teaching, Slovak teachers provide CLIL/CBL-based courses
in economic disciplines and their expertise represents added value in the overall
foreign language profile of those philological and non-philological institutions that
want to succeed in the international educational field. Academic and intercultural
skills acquired in English-medium studies become beneficial for students’ graduate
profile; these skills are transferable onto the study of other subjects and to real-life
situations.

To sum up, in global contexts, the transformation of ESP by integrating inter-
cultural competence into traditional curricula (and thus creating a new concept of
English for Economic Disciplines—EED) contributes to language users’ expertise
on linguistic and cultural levels; via these, it also enhances understanding and coop-
eration between diverse individuals and communities. In the era of globalisation
(including both pre-Brexit and post-Brexit times), English serves andmost likelywill
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serve as common ground not only in languagewise, but, more importantly, also in the
culturewise sphere, as a medium integrating many diverse cultures. It will mediate
understanding between people and nations; and its users, if properly instructed on
the intercultural potential of proper language use, will become cultural ambassadors
in business and non-business discourse.
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Millennials as Second Language Users.
The Analysis of Communication Patterns
Employed for L1 and L2 Interactions

Iwona Dronia

Abstract The character of global communication is changing due to multifarious
reasons of social, technological or even political nature. The taxonomy created by
Howe and Strauss (2000) and by Chester (2002) differentiates between various
age generations—baby boomers, generation X, Millennials (generation Y), and Z
generation, and each of them seems to constitute a unique group thinking, working,
living, and communicating in its specific and age-appropriate way. Millennials have
been labelled as those who adapt quickly to a world undergoing rapid technological
changes. They are also the ones who have been called “Generation Me”, as they
follow self-centered life approach and are characterized by the rise of individualism
in society. Although this generation has been greatly shaped by the technological
advances, they are deficient in soft skills (Gibson and Sodeman, 2014) comprising
the core of effective communication. The intention of this chapter is to describe a
changing nature of communication of advanced young adults, students of English as
a second language. The prime aim is to reveal most commonly used communication
channels as well as to present various factors of sociopragmatic nature (e.g., their
attitude to fluency and correctness in L1 and L2) that the respondents pay attention
to. The article shall demonstrate the outcomes of a research study conducted among
a cross-cultural millennial sample in order to verify typical attributes of generation
Y concerning their approach to communication in general and L2 specifically.

Keywords Millennials · Communication preferences · Cross-cultural
communication differences

1 Introduction

Millennials comprise one of few age groups commonly recognized by sociologists.
It is not a coincidence that this particular cohort is commonly referred to as Digital
Natives (Prensky, 2001), the “N-Gen” (for “net”) or “D-Gen” (for “digital”), or Net
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Table 1 Generational personal and lifestyle characteristics

Traditionalists Baby boomers Generation X Millennials

Core values Respect
authority
• Conformers
• Discipline

Optimism
• Involvement

Skepticism
• Fun
• Informality

Realism
• Confidence
• Extreme fun
• Social

Family Traditional
nuclear

Disintegrating Latch-key kids Merged
families

Education A dream A birthright Way to get
there

Great expense

Communication/media Rotary phones
• One-on-one
• Write a memo

Touch-tone
phones
Call me anytime

Cell phones
• Call me
only at work

Internet
• Picture
phones

• Email

Budget/money Put it away
• Pay cash

Buy now, pay
later

Cautious
Conservative

Earn to spend

Adapted fromHamill (2005), online (Published with the consent of Fairleigh Dickinson University)

Generation (cf. Jones, Ramanau, Cross, & Healing, 2010). Born between 1981 and
2005 (Howe & Strauss, 2000), this is probably the first generation (also known as
Generation Y) that was immediately introduced to highly advanced, state-of-the-
art technology being provided to them in the form of electronic toys, smart phones,
smart watches and all the other possible gimmicks of the modern world. Being raised
and brought up in such a “digital-friendly” environment pays off—Millennials are
capable of surfing the net easily, they are computer-literate and know the ins-and-
outs of all the incoming scientific improvements. Hamill (2005, online) characterizes
them in the following way (Table 1).

As seen in Table 1, Millennials value self-confidence highly. They are also the
ones who are sociable, easy-going and easy to spend what they earn. Employers
commonly describe them as those that are not emotionally attached to one workplace
and would often change their working environment. They are mobile, multitaskers
and undeniably technology savvy. They also like taking an active role and initiative
in various social campaigns.

2 Millennials and Their Communication Preferences

Millennials have already entered the workforce in significant numbers. Without a
doubt, this is the most diverse and globally oriented, and IT knowledgeable cohort
that any other preceding generation. However, being at the cutting edge of technology
poses some threats, too. First of all, as Agrawal (2017, online) claims, Millennials
are facing serious interpersonal problems, i.e., they are struggling with face-to-face
communication:
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Perhaps one of the biggest differences in whyMillennials struggle with face-to-face commu-
nications is because they’ve always had the ability to edit a message. Even for the most
mundane of conversations, younger generations have always had the time to think some-
thing over. This not only removes a sense of vulnerability but the raw emotion that could
come with it.

This finding corresponds again to the one provided by Chester (2002) and the
createdhierarchyof communication. In his diagram, the bottomand thebasic commu-
nicational expectations of Traditionalists, Baby Boomers and Generation X repre-
sentatives are satisfied by personal meetings. However, only if all else fails, will
they restore to texting. Millennials, on the other hand, will choose texting above all,
placing personal encounters on the very last position. There is no denying that these
discrepancies actually provide the argument for the existence of striking differences
between the generations, and it seems that the only communication preference that
is shared among all age groups is their neutral (in both cases occupying the third
place in the ranking) attitude towards e-mails.

Face-to-face communication is employed by Me generation (Millennials) prob-
ably when anything else fails. The lack of the so-called “soft” skills, so necessary in
maintaining spoken interaction, can contribute to their general negative attitude to this
form of information exchange. It has been already stated that, in written communica-
tion, Millennials commonly come back to the text, edit it, correct it, and improve in
any way possible. They may also rely on emoticons showing their emotions. Hence,
it is logical to assume that in a real-life communication, one would have to look for
WORDS to describe their feelings, and this may turn out to be difficult. Constant
editing and a chance to paraphrase words so useful and handy in written communica-
tion may in turn have a debilitating effect on one’s spoken mastery. Being engaged in
a genuine interaction requires the ability to use the language on a here-and-now basis,
in a spontaneous and immediate way. One is deprived of “thinking over” options and,
in order to be understood, one has to communicate in a clear, concise and straightfor-
ward manner. It seems that, having grown up in a digital world, Millennials’ biggest
strength has actually become their biggest weakness. As Agrawal (2017) reminds,
“the tough stuff (being it a breakup, getting fired, or handling a problem) has to be
faced in person, even if one suffers from a lack of consideration from the medium”.

Millennials communication preferences and their craving for social media has
been reported by Pew Research Center and they conducted an extensive statistical
analysis (2010, online). According to its findings, Me Generation outnumbers the
other generations in their daily internet-oriented activities. The exact figures are
displayed in Table 2.

Millennials are also more likely than older adults to use their cell phones to send
and receive text messages: 88% use their cell phones to text, as do 77% of Gen Xers
and 51% of Boomers. Undeniably, they are avid texters—not only do they do it much
faster than any other generation, but they also frequently combine other activities
to it (including a highly irresponsible match, such as texting and driving). Nearly
two-thirds (64%) of Millennials say they have sent or received a text message while
driving, compared with 46% of Gen Xers and 21% of Boomers (ibid.).
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Table 2 Millennials versus technology use

Millennials outspace older Americans in technology use

Millennial
(18–29)

Gen X
(30–45)

Boomer
(46–64)

Silent
(65+)

Internet behaviors % % % %

Created social networking profile 75 50 30 6

Wireless Internet away from home 62 48 35 11

Post video of themselves online 20 6 2 1

Use Twitter 14 10 6 1

Cell phones and texting

Use cell to text 88 77 51 9

Texted in the past 24 h 80 63 35 4

Texted while driving 64 46 21 1

Have a cell phone/no landline 41 24 13 5

Median # texts in the past 24 h 20 12 5 –

Adapted from Taylor and Keeter (eds.), Pew Research Center Report, 2010, online (One should
notice that the data displayed in Fig. 2 were published nine years ago, so the group of Millennials
may be actually even in their late thirties now)
Note Median number of texts based on those who texted in the past 24 h

It can be concluded that generation Y is a brand new cohort following different
standards and moral values as well as having a different outlook towards life, work
and technology. Their communication preferences for particular modes make them
the most digital-friendly group that, at the same time, suffers significantly from a
certain form of interpersonal deficiencies.

3 Millennials as Second Language Users

Millennials’ age ranges from 21 to 38 (people born from 1981 to 1998), so in terms
of second language learning they may be defined as either young adults or adult
learners. Hence, each of these age groups has its own unique characteristics and
represents different levels of cognitive maturation or psychosocial development.
Each of them would have to be approached differently in the second language class-
room, as probably their motivation, needs and expectations towards the course vary
significantly. As has been already mentioned, Millennials preferred communica-
tion modes rely mainly on the usage of social media and the Internet specifically.
According to Prensky (2001), “today’s average college grads have spent less than
5000 h of their lives reading, but over 10,000 h playing video games (not to mention
20,000 h watching TV). Computer games, email, the Internet, cell phones and instant
messaging are integral parts of their lives”. Thus it is safe to presume that only
technology-oriented teaching resources would be able to cater for such “digital”
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requirements. As they comprise the most computer literate cohort, their learning and
communication style should be throughmulti-media.As for the learning and teaching
process, it should also be focused onweb-based tools such asWeb-CT, online courses,
online journals and iPod downloads. Their daily need and use of podcasts and music,
taking photos with their phones and texting messages one another in their created
messaging language (McCasland, 2005) should be taken into account while plan-
ning classroom-oriented activities. Their style is high-tech and highly networked, and
Millennials “will want to be able to work quickly and creatively, and they want to do
it their way” (Zemke, Raines, & Filipczak, 2000, p. 143 in Nicholas, 2008). Their
creativity and investigation with electronic media, free expressions, strong views
and the need for independence without restraint are noted facets of their generation
(Alch, 2000). Nicholas (2008) also stresses a big need for socializing and group-
membership that the Millennials are known for. Moreover, they are accustomed to
relating and collaborating with others through technology. They enjoy teamwork and
prefer working with their chronological peers.

Generation Y comprises the learners belonging to the generation that enjoys the
privilege of easily accessible second language education. This kind of education is
commonly introduced even on kindergarten level (e.g., in Poland, it is a norm to intro-
duce second language classes even to three-year-olds). As a result, this is probably
the first generation (and this is definitely true for the post-communist countries) that
may derive pleasure from unlimited and free choice of second language education,
which is getting more and more accessible through web-based courses, programs,
learners and teachers resources, etc. Thus, the average command of second language
usage, and English specifically, is much higher than it used to be. Millennials seem
to comprise a generation that is best educated (Taylor & Keeter, 2010, online), uses
polite, respectful, motivational and electronic communication style (Howe&Strauss,
2000). Hence, while teaching them, as Prensky (2001) argues, one should take into
account, e.g., the content, and especially its future-oriented type: “‘Future’ content
is, to a large extent, not surprisingly, digital and technological. But while it includes
software, hardware, robotics, nanotechnology, genomics, etc., it also includes the
ethics, politics, sociology, languages and other things that go with them”.

4 Research Questions

This paper will address the questions regarding communication preferences of the
Millennial cohort. Its prime objective is to verify the communication channels Me
Generation uses while interacting in their mother tongue as well as in the L2. An
additional intention is also to assess their attitude towards language correctness and
which of the aspects, such as fluency or accuracy, is of bigger prestige to them. The
respondents were also asked to self-assess themselves in terms of feeling successful
while communicating in L1 and L2. Last but not least, the research study aims at
verifying Millennials’ opinions referring to linguistic changes affecting their mother
tongues and L2 (English) they use, respectively.
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5 Data Collection

The instrument used for collecting data was a web-based questionnaire administered
among 82 respondents: 52 female and 30 male students. The vast majority of the
students filling in the questionnaire studies at the university of Silesia (these are the
students of English philology department) either permanently or for some limited
time, like, e.g., one semester in the case of Erasmus learners. Additional sample
of respondents came from a private Humanitas University in Sosnowiec where the
students of both English philology as well as Human ResourceManagement (studies
run in English, European Union funded internationally-targeted projects) were asked
to participate in the study. The remaining sample also comprised Dutch Radboud
University students of International Business Administration.

The language of the questionnaire was English. A brief introduction informed
participants what my aims are and assured students of their complete anonymity. The
instrument consisted of two major sections spanned across 22 questions, preceded
by some general questions about background variables of the participants: their
sex, age, nationality, mother tongue and most frequently used L2. The respon-
dents comprise a multinational group residing in many remote countries and repre-
senting 25 nationalities: British, Dutch, Polish, Ukrainian, Italian, Czech, American,
Romanian, French, Moldavian, Luxembourgish, Kazakh, Tatar, German, Russian,
Finish, Chinese, Australian, Russian, Belgian, Latvian, Irish, Colombian, Indian,
and Bulgarian.

6 Results and Discussion

6.1 Mother Tongue Communication

All items included in the questionnaire were closed questions. The first section, refer-
ring to mother tongue communication, asked respondents to tick the communication
channel that they use while using their mother tongue and indicate the frequency of
using it by putting appropriate number where 1—means never; 2—hardly ever; 3—
sometimes; 4—often, 5—always. The detailed distribution of the results is presented
below (Fig. 1).

As seen from the diagram, still the most frequently applied mode is face-to-
face communication, as almost 86% of the respondents ticked it to be the kind
of interaction that they use, either always or often. For 68%, it is the telephone,
for 34%—e-mail, for 72%—text and the remaining 54% communicate most often
through social media. The SD of 1.74 indicates that the data points tend to be close
to the mean of the set. If one looks at this data closely, it may be inferred that the
difference between the frequency of face-to-face and text communication (in fact
only 14%) is not as significant, and this can in turn imply that the thread of text
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Fig. 1 The frequency of channels used for mother tongue communication

communication replacing the “natural” one is quite likely to occur in the incoming
future.

When asked whether they feel successful while communicating in their mother
tongue, the vast majority (94%) confirmed. The subsequent queries aimed at estab-
lishing Millennials approach towards the nature of communication, i.e., whether
they take care of correctness and notice any disturbing trends happening in their L1
(Fig. 2).

As seen in the graph above, almost 54% of the Millennial cohort admit to having
quite a “prescriptive” attitude towards their mother tongue and declare to actually
take care of their language, at the same time paying attention to both oral and written
forms of interaction. They also admitted that other people’s negligence irritates them.
However, the remaining sample is either neutral or even completely disinterested and
does not care about the form of the language they produce. This finding goes in line
with other observations made on the nature of contemporary communication (cf.
Marcjanik, 2009, 2013; Dronia, 2014).

Another rather alarming discovery is that, for 41%of the sample, there is no upset-
ting or irritating language change affecting theirmother tongue. Those, however, who
are more observant and notice such changes, provided a list of a few irritating trends
(Fig. 3).

According to theMillennial group, themost irritating is using less polite language.
Surprisingly enough, this problem is also frequently noticed by older generations,
i.e., the Generation X or Baby Boomers, but is typically ascribed as the negative
attribute of Millennial cohort. More often than not, it is observed that the norms
of polite communication have been lowered—there is lots of so-called “aggressive
language” or taboo and intimate subjects eagerly discussed in the public, etc. Many
(especially elder groups members) accuse younger generation of influencing, if not
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Fig. 2 Respondents’ attitude towards communicating in their L1

Fig. 3 Respondents’ opinion on annoying changes happening to their mother tongue



Millennials as Second Language Users … 31

Fig. 4 Millennials attitude towards changes in their mother tongue

even imposing such changes on the discourse. It is them who are perceived as less
polite, more straightforward and even pushy. Sadly, although the option “using less
polite language” occupies the top position on the list of annoying language changes,
still it is only 24% who actually notice such lowering standards. A common trend
(visible especially in the language of advertising) such as using newly created and
non-existing words that can remind of certain word formation processes is also
found quite upsetting, together with shortening words, typical especially in written
communication. Again, only 16% of the questioned poll admitted to being annoyed
by such shortening but, for the vast majority of the Millennial cohort, such trends
that are evident, blatant violations of grammar are totally acceptable. It appears
that such language negligence does not seem to bother them. Millennials’ attitude
to preserving linguistic norms of their mother tongue is also revealed in the two
subsequent questions. The first concerns their attitude to the introduction of changes
to their mother tongue (Fig. 4).

The final query in the section devoted to their mother-tongue communication
referred toMillennials’ viewpoint on language correctness during interacting through
various modes (Fig. 5).

The interpretation of this diagram leaves no doubts—maintaining correct commu-
nication (in terms of grammar and rules of politeness) is mostly significant in the case
of written, e-mail communication (for 54% it is very important and for 22%—impor-
tant). It is also worth noting that another form of written interaction, namely using
social media, is also seriously treated here, as it scores 43% and 26%, respectively.
A shocking conclusion that may be inferred is that, for the Millennial cohort, it is
more important to communicate correctly while employing written form, and being
accurate while communicating through social media is more significant than through
face-to-face conversation (40% and 35%, respectively).
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Fig. 5 Millennials’ attitude to correctness during communicating through various modes

6.2 Second Language Communication

The second part of the questionnaire aims at collecting the responses concerning
Millennials’ second language communication characteristics. As has been already
stated, Me Generation, on average, does not have any problem with developing their
L2 ability—the idea of learning a second language is advocated worldwide.

It was none of surprise to learn that the most frequently learned L2 is English but,
apart from it, other languages are also commonly taken up (Fig. 6).

Fig. 6 Most commonly learnt L2
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It has to be added, though, that many respondents chose more than one language
and thus it may be stated that their average declared knowledge of learnt L2 equals
1.29. When asked to indicate the second language they most often communicate in,
again, they pointed to English (100%). The next query referred to the most frequent
way (oral or written) of this interaction. The detailed distribution of answers is
presented in the graph below (Fig. 7).

As can be seen from the diagram, Millennials claim to use both, i.e., oral as
well as written form of L2. When asked about the common situations for using
an L2, they listed using it mainly for their personal needs (holidays abroad, meeting
people, reading, etc.—73%), for work (61%) and for studies (49%). The respondents
were also asked to verify the communication channels they use most often for L2
interaction. A detailed distribution of their answers is presented below (Fig. 8).

Fig. 7 Preferred form of communication

Fig. 8 The frequency of channels used for L2 communication
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The results shown in the graph indicate that the Millennial cohort is quite diver-
sified in their opinion, yet, for the vast majority, the most common modes for L2
interaction are face-to-face (66% uses it “always” and “often”), e-mail (65%) and
social media (63%), and the difference between the answers is marginal. The least
popular is a telephone, as it was indicated by notmore than 40%.When askedwhether
they pay attention to the way they use an L2, the respondents provided the following
opinion (Fig. 9).

It is clear that, for the vast majority of the Millennial cohort, it is important
whether they are both fluent and accurate at the same time. However, there was one
more option to be chosen from that was not indicated by this group, i.e., “I do not care
if I make mistakes as long as I am understood”. Bearing in mind that being correct is
so significant for this age group (at least this is the image they want to display while
presenting themselves in various social media), such a result is not really surprising.
Again, when asked to provide the details concerning correctness involved in using
various modes of communication, the group presented the following standpoint.

It seems that while communicating in the second language, it is most important
for this group to produce correct emails. Knowing that 58% of this sample are in
fact already working adults, it is not surprising to see such a declaration. Emails
commonly comprise the most frequently applied form of corporate communica-
tion (cf. Fig. 10) and it is clear that employees do pay attention to their level of
correctness. What may be quite astonishing, though, is the difference between the
answers provided to the query concerning respondents’ attitude towards correct-
ness maintained in their mother-tongue communication. If one compares the results
displayed in Fig. 7 to the ones provided in Fig. 11, they will see that the survey
participants regard linguistic correctness to be more important in the case of emails
in L2 (63% answers) than in the case of emails in L1 (54% of answers). Another,
maybe not as sharp, difference may be observed between correctness maintained in
telephone conversation (29% vs. 34%) and social media (5% difference). Generally,
it is visible thatMillennials paymore attention to being correct while communicating
in the second language, with the exception of social media, as in this case it is more
significant for them to remain correct while producing their mother tongue (43% vs.
38%). It can be also observed that both face-to-face as well as email communication
comprise the most frequently employed means; however, in the case of the former, it

Fig. 9 Respondents’ attitude towards the way of producing L2
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Fig. 10 Millennials’ opinion on correctness involved in using various modes of L2 communication

Fig. 11 Respondents’ opinion on annoying changes happening to the L2
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is not as important to speak correctly. In fact, being correct while communicating in
L2 through face-to-face mode is as important as while implementing social media.

When asked whether they feel successful as L2 users, 88% of the sample
confirmed. However, for only 52% of the sample, using the second language does
not trigger the appearance of stress or tension. Many respondents actually admitted
to having problems with foreign language anxiety manifesting itself mainly while
speaking (indicated by 32%), writing and listening (13% and 12%). Reading in L2
was considered least stressful, as only 6% classify it to be a stress-provoking factor.
The same, fairly positive outlook was presented in the next question where Millen-
nials’ task was to reveal their opinion on being successful in communicating with
different age groups (older generations and their chronological peers) and nation-
alities (people of different or the same nationality). The following statistics display
detailed distribution of their answers:

• 80% are very satisfied or satisfied while communicating with elder generations,
• 94% are very satisfied or satisfied while communicating with their chronological

peers,
• 89% are very satisfied or satisfiedwhile communicating with the same nationality,
• 83% are very satisfied or satisfiedwhile communicating with different nationality.

One could not help but notice that this particular group holds a very optimistic
outlook and perceives themselves as either very, or at least a successful group, able
to communicate basically with everyone. It is not really surprising to discover that
Millennials may find it a bit more difficult to communicate with people representing
different age and ethnicity.

The last query concerned the existence of some irritating linguistic changes
affecting English. Only 41% declared to notice such upsetting modifications and,
out of few options possible, the respondents chose the following ones.

As shown above, what bothers Millennials in L2 communication most is the
tendency to use newly-created and non-existent words as well as too formal, even
“bookish” language. They also seem to object to applying less polite language.

7 Conclusions

The conducted research study aims at characterizing Millennials as language users.
This particular cohort comprises people in their thirties and almost pushing forty,
and thus, while analyzing behaviours of this group, one may get a relatively close
glimpse intowhole sample ofworking population.Undeniably,MeGeneration stands
out from all the others, including the way they communicate using both their first
and second language. As the questioned group comprises 82 respondents residing
in twenty-five countries, it may be deduced that their opinions in fact reflect the
standpoint of the whole generation. Hence some of the responses, were they true and
reliable, are thought-provoking and astonishing.
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The first very visible difference between the way Generation Y communicates
in L1 and L2 can be seen in their choice of communication modes. It is true that
the most frequently applied channel for all types of interactions is still face-to-face
communication (71% vs. 66 in L2). There is, however, a very significant (16%)
difference in their preference for using telephones (56%vs. 40% inL2) and, above all,
social media (44% vs. 63% in L2). Apparently, it is social media that are still gaining
popularity and, at least when it comes to L2 communication, they are very likely to
take over the role of face-to-face communication in the near future. Textingmessages
is equally attractive in both languages (57%). Thus, such a strong preference for
smartphone-oriented communication may and should be taken into account while
designing L2 courses, as this form of digital teaching and learning will be able to
cater for Millennials’ needs.

Another very sharp divergence may be observed in the attitude towards the way
of producing the language. There is no doubt that Millennials especially take care
of the “purity” of their second language rather than their mother tongues. For 78%
of the respondents, it is very important to be both fluent and correct, but only 54%
actually try to speak and write correctly in their L1. What is more, almost 60%
of the questioned sample believes that introducing linguistic changes to their L1
and changing it is absolutely acceptable, and they do not see any problem openly
stating “what is wrong with changes?” This “emotionless” attitude is not present
while expressing their opinions on L2 and irritating changes happening to English.
Here they show concern for “alarming” modifications, e.g., using newly-created and
non-existent words or too formal, even “bookish” form of L2, as well as less polite
language. What annoys them while using their mother tongue, however, is first and
above all less polite language and newly-created and non-existent words. The most
striking difference here is that too formal language belongs, among others, to the
most annoying characteristics of L2 and, at the same time, is the least problematic in
L1 communication. Such a huge divergence is quite difficult to account for, but may
stem from the fact that acquiring L2 formal lexicon can be perceived as relatively
difficult.

Millennials, asked to present their opinions on the attitude towards maintaining
correctness while using various modes of communication, also provided different
arguments, depending on the type of language (L1 vs. L2) they were to assess. Thus,
while speaking both languages, it is most significant to keep it correct while writing
emails, especially if one does it in L2 (76% in L1 vs. 84% in L2). Correctness should
be also kept while using social media (69% in L1 and 64% in L2) as well as during
face-to-face communication, again, especially if it is conducted in L2 (69% in L1 and
72% in L2). Moreover, the survey participants regard the linguistic correctness to be
more important in the case of emails in L2 (63% answers) than in the case of emails in
L1 (54% of answers). One may speculate about the cause of such discrepancies, but
one of possible explanations is that, since many of them are already working (also in
the places where English remains the official language of corporate communication),
they want to be perceived as “professional” and “specialist” and poor language in
terms of grammar or vocabulary would not help them in this respect.
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It may be also observed that Generation Me is quite focused on their image and
the way they present themselves. Thus, it is safe to guess why it is so vital for them to
be correct while communicating through social media, as this is generally the most
frequently applied channel enabling them to create the image they wish to project.

The conducted quantitative study setting out to investigate communication types
employed by Millennials is not free from various limitations. Firstly, one may ques-
tion whether the sample size is representative enough to enable drawing general
conclusions applying to the whole Millennial cohort. As the respondents reside in 25
different and culturally as well as geographically distant countries, comparing them
only in terms of age may be perceived as not sufficient and lacking credibility.

Another limitation may concern the lack of comparison of responses provided by
participants representing particular ethnic and cultural groups (e.g., Polish respon-
dents vs. Ukrainian respondents). However, such a comparison would be reliable
and tenable assuming the sample was sufficiently numerous and hence statistically
significant to observe some trends and, consequently, draw conclusions.

Thirdly, a qualitative approach employed through, e.g., a series of interviews will
undeniably shed more light on this issue and, at the same time, help to understand
this generation and their motivational drives.
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Managing Prosumption in University
Education—A Case Study Approach

Anna L. Wieczorek and Maciej Mitręga

Abstract The aim of this study is to discuss the role, multi-dimensionality and
management of prosumption in educational settings, namely in university education.
In the first part of the paper, the phenomenon of prosumption is briefly discussed
and its different dimensions are elaborated on. Then its role in postgraduate univer-
sity education is presented. The empirical research is based on a case study of
postgraduate studies in the area of key account management, run for more than
10 years. We combined various data sources in this research: observation, survey and
personal interviews.Our research identifies four dimensions of prosumption, namely:
Enriching the quality of teaching process in action (1), Contributing to program
improvement (2), Involvement in word-of-mouth marketing (3), and Contributing to
scientific potential of service provider (4). While presenting dimensions of prosump-
tion observed at university education, we also demonstrate how this prosumption is
facilitated by the university and, especially, programme organizers and teachers.
Thus, our study contributed also to better understanding of how prosumption may
be managed in professional services area.

Keywords Prosumption · Education services · University education ·
Post-graduate

1 Introduction

The aim of this study is to discuss the role, multi-dimensionality and management of
prosumption in educational settings, namely in university education. In the first part
of the paper, the phenomenon of prosumption is briefly discussed and its different
dimensions are elaborated on. Then its role in postgraduate university education
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is presented. The empirical research we conducted was based on a case study of
postgraduate studies in the area of key account management, run for more than
10 years. We combined various data sources in this research: observation, survey
and personal interviews.

Although prosumption is not a new phenomenon in business practice and not
an entirely new academic concept, there are still some discrepancies concerning its
definition and understanding. Therefore, we would like to briefly present main views
on it and then discuss its role and facilitation in university education.

2 Understanding Prosumption

The term prosumption was at first proposed last century (in the 80s) with regard
to post-industrial societies (Toffler, 1980). However, the empirical research on it
emerged much later, as a response to changes in business environment and new
paradigms in marketing theory. In the early marketing literature on prosumption,
prosumers were proposed as one of emerging consumer segments which demand
special managerial attention (Kotler, 1986). Later on, the new century brought signif-
icant shifts in the way that people communicate and build social ties. These changes
were very much boosted by the popularization of information technology among
individuals, especially WWW, smartphones, social media, etc. This new business
environment triggered modification of consumer behaviour which allowed people to
be more resourceful, or to exert more influence on companies’ offerings as compared
to the past. These all gave rise to collaboration of companies with customers on the
mass scale.

The evolution of business environment went parallel with the emergence of
some theoretical structures that focused on the intersection between production and
consumption in human behaviour. These structures especially took the form of so-
called service-dominant logic ofmarketingor service business logic (Gronroos, 2008;
Vargo&Lusch, 2004), co-creation/co-production with customers (Payne, Storbacka,
& Frow, 2008; Prahalad & Ramaswamy, 2004) and post-modern marketing (Cova &
Dalli, 2009; Humphreys & Grayson, 2008). The empirically-grounded knowledge
on prosumption, its antecedents and consequences is very fragmented, due to the fact
that scholars have used different terms to describe the phenomena that fall within
combining consumption with production, especially prosumption (Seran & Izver-
cian, 2014; Xie, Bagozzi, & Troye, 2008), value co-production/value co-creation
(Ranjan & Read, 2016; Yi & Gong, 2013), customer participation in service (Ahn &
Rho, 2016; Huynh & Olsen, 2015), and customer engagement (Dong & Sivakumar,
2017; Kumar et al., 2010). Dong and Sivakumar (2017) pointed out that extant
literature lacks a clear and inclusive typology that describes the domain, scope and
boundaries of consumer participation.

Hunt, Geiger-Oneto, and Varca (2012), on the other hand, claimed that prosump-
tion’s consequences have been thoroughly researched, whereas its antecedents still
have not. Huynh and Olsen (2015) focused in their research on the antecedents of
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prosumption; however, they elaborated on a very extreme and the simplest, most
widely-known dimension, which concerned producing some goods by the consumer
(e.g., home meal preparation, clothmaking, etc.) instead of using services. It refers
to consumer’s involvement in the production of goods or services in collaboration
with commercial providers indirectly via their input products that Xie et al. (2008)
researched.

There is, according to Alves, Fernandes, and Raposo (2016), a gap in the literature
with relation to exploration of such areas as, for instance, companies’ strategies of
organizing themselves to allow value co-creation, what resources companies need
in order to boost co-creation, and what mechanisms companies should implement to
learn about consumers’ value co-creation processes. Further research is also neces-
sary on the ways in which consumers interact among themselves to create value or
even on understanding what kind of resources customers need to carry out these
processes. Despite fragmented research on prosumption, there is quite consensus in
the literature that co-production between consumers and companies is beneficial from
a business perspective (Nishikawa, Schreier, Fuchs, & Ogawa, 2017). Hence, this
process has some valuable consequences, like, for instance, the increase in customer
satisfaction with offering, as a result of customer involvement in design and delivery
of the offering (Hunt et al., 2012; Ranjan & Read, 2016).

Nowadays, the very term prosumption is broader than at the times of Toffler, and
it is understood as any type of activity initiated by a consumer in order to add value to
commodities and services purchased by them (Mitręga, 2013). According to Huynh
and Olsen (2015), different terms have been used to examine the phenomena of
consumer participation in value creation, such as self-service (after Curran, Meuter,
& Surprenant, 2003; Dabholkar & Bagozzi, 2002), do-it-yourself (after Williams,
2008; Wolf & McQuitty, 2011), prosumption (after Witell, Kristensson, Gustafsson,
& Lofgren, 2011; Xie et al., 2008), coproduction (after Etgar, 2008; Lusch & Vargo,
2006), and value cocreation (after Healy & McDonagh, 2013; Yi & Gong, 2013).
Ranjan and Read (2016) distinguish two main types of modern co-creation: co-
production and value in use. The former consists of direct or indirect “coworking
with customers” (Ranjan&Read, 2016; afterHu&McLoughlin, 2012;Nuttavuthisit,
2010) or participation in the product/service design process (Ranjan & Read, 2016;
after Auh, Bell,McLeod, & Shih, 2007; Dato-on&Beasley, 2005; Etgar, 2008; Fang,
Palmatier, & Evans, 2008; Lemke, Clark, &Wilson, 2011), whereas the latter shows
that value can be derived through interaction with the firm and its offerings; it can
also arise through a process of consumption, which may be mostly independent of
the company’s intervention or exchange (Ranjan & Read, 2016).

Value in use, according to Vargo and Lusch (2004), is far more than just the co-
production, exchange, and possession of a good or service, and it requires customers
to learn how to use, repair, and maintain a product or service value proposition.
Seran and Izvercian (2014) define prosumers as individuals that make a contribution
(provide work to produce/create value) by getting engaged in a process for one’s own
use or for the use of others. According to Seran and Izvercian (2014), prosumption
is not just a concatenation between production and consumption because we need a
certain level of engagement and creativity alongside the “producer” and “consumer”
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equation for creating a prosumer experience. However, the majority of prior research
does not differentiate prosumers from self-service users (Seran & Izvercian, 2014)
or simple resource integrators for own consumption (Xie et al., 2008).

One’s propensity towards prosumption is based on a certain state of mind (affec-
tive and cognitive spheres), but prosumption itself is expressed by certain behaviours
(behavioural sphere). Additionally, prosumption, in its behavioural manifestation,
does not have to be treated as a unidimensional phenomenon. One of many examples
of prosumption would be, according to Mitręga (2013), informing a producer how
to improve commodities they manufacture, and one of its determinants would be the
level of one’s self-confidence necessary to do it. The value created in the process
of prosumption can be understood as a relation between costs and benefits asso-
ciated with purchased goods and/or services. Nevertheless, prosumption is mainly
interesting for academics for the cost factors, namely it is understood as a way to
diminish costs.

The main benefit for the customer (increased value for the customer) that is
stressed by researchers is the one connected with pleasure on the side of a customer,
resulting from purchasing products that are, up to a point, tailor-made (Guido &
Peluso, 2008; Hoyer, Chandy, Dorotic, Krafft, & Singh, 2010). Mitręga (2013)
stresses that product customisation entails dialogue between customer and producer
(e.g., at the product development stage), which means spending time on this discus-
sion and losing some parts of customer’s privacy, taking into consideration the nature
of data processing. The price of a customized product does not necessarily mean it is
cheaper; on the contrary, the endprice is usuallymore expensive due to customization,
its influence on themanufacturing process (producing short series) and higher costs of
marketing and sales. The empirical study presented by Mitręga (2013) suggests that
prosumption is a two-dimensional phenomenon, where one can distinguish Rational-
istic Prosumption andExhibitionistic Prosumption,where the formermeans lowering
costs of purchasing and using products through taking in some tasks of the producer
(e.g., furniture delivering and assembling on their own by the customer), whereas the
latter concerns sharing knowledge and information with the producer in order to get
customised products. Each aspect of prosumption is said to significantly influence
the propensity towards dissemination of opinions on companies and their products.
Therefore, prosumption is an important factor from the perspective of brandmanage-
ment (Mitręga, 2013). This means that the measurement of the tendency to prosume
may be significant not only for the theory of marketing and consumer research, but
for management practice as well.

3 Prosumption in Education Services

Since prosumption is multidimensional and it can be observed not only in the market
of commodities, but also in services, it appears interesting and worthy to focus on
prosumption and its dimensions in education services. Education in general means
exchanging due to the nature of the process of learning and teaching and the dynamics
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between the teacher and students, and the students themselves, but, in this case, by
exchange we mean the exchange between the service provider (organiser of the
educational process) and the clients (which, in this case, are students). We focus
on the teaching process happing mostly in traditional offline mode, although we
acknowledge that online channels are increasingly important in education, espe-
cially in covid-19 pandemic realm (Bartosik-Purgat, Filimon, & Kiygi-Calli, 2017).
Treating students as clients is not a new approach in teaching studies, as it was already
used by Harmer (2000) nearly two decades ago while describing various roles that a
contemporary teacher must play in the classroom (e.g., facilitator, partner, organiser,
and provider) in order to satisfy the needs of students who, among others, also play
a role of clients with certain needs and demands.

What is new in the concept of prosumption in education is treating students as
clients that not only buy services from the provider (here the teacher/organiser of
the educational process), but who may also contribute to the product (here: service)
development, namely its quality; who may reduce marketing costs and contribute in
a positive way to brand image of the service provided.

4 Prosumption at Postgraduate University
Education—Case Study

The case study that we would like to present here is an ongoing (and longitudinal)
one that has been carried out for more than 10 years already. The research area is the
interactions between service provider and customers within post-graduate studies,
namely: “Key Account Manager” (KAM) programme, held at a middle-size public
university in Poland. The KAM customers (students) are usually people working in
sales departments, mostly quite experienced business practitioners, who aspire for
promotion at work, want to network with people from other companies within the
same professional group, and intend to improve their professional skills. The studies
are coordinated by the authors of the paper and it is already 13th edition of a two-
semester course in 2018. A typical student group is composed of between 25 and 35
students. As the data collection was restricted to one Polish university only and we
applied exploratory approach the results cannot be directly generalized into worwide
context but theymight be treated as quite universalwith regard to university education
at European transtional countries with similar level of socio-economic development
(Mościbrodzka, 2014; Wronowska, 2015; Skare & Porada-Rochoń, 2019)

4.1 Research Approach

The research we present was generally qualitative in nature and the only quanti-
tative elements incorporated was data obtained from student satisfaction surveys
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whose results were only used to validate the study programme in the light of
students’ opinion. Data in relation to prosumption for this case study was gathered
between 2008 and 2018, mainly through participatory observation during classes and
unstructured interviews carried out with some of the students, e.g., after individual
examinations.

When it comes to the survey, a systematic study on student satisfactionwas carried
out twice each academic year from 2008. The student satisfaction survey contained
a quantitative element—Likert scale measuring the performance of teachers in the
following categories: expert knowledge, the proportion between theoretical and prac-
tical elements in each subject, the quality and usefulness ofmaterials administered for
students, the quality of teaching style of each teacher, and teachers’ attitudes towards
students. There were also open-ended questions—questions considered as more
important for the purpose of our case study approach. The participants (students)
were asked twice each year which elements of the offer and teaching they were most
satisfied and dissatisfied with, and why and who their favourite and most disliked
teachers were and why. They were also encouraged to give suggestions concerning
the study concept, offer and programme, and many of them provided such informa-
tion. Each year, the results were categorised and analysed, and some conclusions
concerning the study programme and the quality of teaching were drawn. So far, 267
students have filled in the satisfaction questionnaire in total.

The next research method applied was a longitudinal, participatory observation
(Clegg, 2013; Gebhard, 2006) carried out for 10 years by two heads of studies who
are, at the same time, the authors of the paper, and who carried it out each year
in order to improve the quality of their own teaching and the study programme,
and, at the same time, to understand the interactions between teachers and students
better, with special emphasis on the value co-created. The heads of studies observed
interactions with students and they observed themselves each semester. At the end of
each semester, the authors discussed together the tendencies emerging, problems to
be solved and improvements to be made. They also wrote some memos with regard
to the value co-creation, to keep the results categorised.

The third method and, at the same time, the most important one, in the context of
this paper, was an interview method. In this paper, we present the results of semi-
structured interviews carried out each year with some of the students (those who
wanted to contribute and devoted some time to talk to the heads of studies). Those
interviews revolved around the quality of teaching, study organisation and study
programme. The co-creation manifestations were studied rather indirectly, i.e., the
informants were not asked about how value was delivered and co-created, but they
were asked about how they perceived various aspects of their involvement during
classes and during post-classes interactions with teachers and university adminis-
tration. As a result of those interviews, each year, if necessary, the programme was
modified and teachers were instructed what to change in their teaching, or, in case
of the teachers not appreciated by students, some new teachers were recruited. So
far, 24 students have participated in the interviews and it resulted in resigning from
3 teachers, instructing 4 teachers how to improve their teaching, and in revising the
general study programme significantly in 2016.
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The results of the participatory observation were recorded each semester by two
heads of studies in the form of memos (Konecki, 2000). The qualitative data obtained
from 24 interviews was stored in the form of partial transcriptions, i.e., some main
citations with memos were stored in the dataset, but full transcriptions and recording
interviews on electronic devices were not applied in order to keep an informal atmo-
sphere and due to resource limitations. This qualitative dataset was analysed in
accordance with QDA (Qualitative Data Analysis) principles and, especially, the
process of “noticing, collecting and thinking” (Seidel, 1998). This analysis resulted
in formulating some general conclusions with regard to prosumption and identifying
four main dimensions or four forms of prosumption in the context of educational
services. The qualitative research approach we applied has some limitations, but it
is well suited to complex social phenomena, especially while sensitive topics are in
consideration (Kubacki, Siemieniako and Skinner, 2009). Next, we will elaborate on
these research results.

4.2 General Feedback from Students and Its Utilization

Prosumption, in the context of managing postgraduate studies, was facilitated by
the strong inclination of students towards providing the heads of studies with feed-
back about the teaching quality and study programme in general. The students were
many times people with the same age and similar professional experience as the
heads of studies themselves, which probably enabled more interactive and partner-
ship atmosphere during classes and after classes ended. Thus, feedback with regard
to postgraduate studies was not accessed only during interviews with students, but
also during observing students’ verbal and non-verbal communication and writing
some memos with regard to this communication.

There were some general tendencies that emerged from the analysis of the empir-
ical material, including insights from interviews and observations. Again, the satis-
faction survey’s results were treated only as supplementary material. First of all, the
informants (students) appreciated most those lecturers who had great background
knowledge with relation to the subject they taught and, at the same time, were very
good teachers. To be a very good teacher, in the eyes of the study participants, meant
to incorporate fun element into the teaching, facilitate soft skills of students (like, for
instance, interpersonal communication skills) and foster student–student interaction
to boost the exchange of good practices. The narrations below, which were taken
from partial interview transcripts, portray what type of teacher was most appreciated
by students, what students expected from the teaching process and what their needs
concerning post-graduate teaching were.

I appreciate the teachers here since I have fun during classes. It’s important because I work
more or less 10 hours a day for thewholeweek and here I feel I can relaxwhile learning some-
thing valuable. Otherwise I would feel tired and discouraged. (Informant 4/2011, translation
ours)
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I think you should hire more business practitioners, as we learn more from people really
involved in business. They offer very interesting case studies to analyse, we speak about real
cases and not about theory. Maybe they don’t know sophisticated management terms, but
they offer tacit knowledge, which is, in my opinion, most crucial in a job involving sales. I
likewhen they tell stories about their career, especially about their ups and downs in sales and
how they solved the problems. You definitely should have more teachers like X. (Informant
1/2013, translation ours)

I like your classes and classes of X because you provoke students to think and exchange ideas
with each other. You use coaching-like methods and I think they are very effective. I would
like more classes conducted like that and fewer lectures. What we learn from lectures, we
can learn from books or the Internet if we need it, and interaction teaches us some routines,
lets us practice communication. (Informant 4/2017, translation ours)

As it can be seen, students appreciated teachers who used modern teaching
methods (e.g., a coaching method) and who fostered interactions between fellow
students and were able to conduct classes in a positive environment, letting students
have fun while learning. As a result of the interviews, each academic year, some
teachers were instructed how to alter their teaching in accordance with students’
expectations. If a given teacher felt he/she was not able to change their teaching
routines, new teachers were recruited. The study informants commented in the inter-
views not only on the teaching quality and their expectations in this area, but also
on the general study concept and on study programme. They all liked the concept
of the studies—the way the teaching process was organised and the organisation of
exams, which were theoretical and practical (each time, after taking a test, they had
to do a practical task in pairs or groups—for instance, present a product, prepare a
marketing strategy in a context of a given industry, take a simulated job interview,
etc.), but some of them were of the opinion that the studies should have a broader
scope. This is explained by one of the narrations presented below.

You should think about something more than just key-account management. The market is
already saturated when it comes to key accounts and it helps us to get promotion if it is
somehow indicated on our certificate that the study concerned something broader – like the
skills of managing sales teams, designing sales strategies, etc. (Informant 2, 2015, translation
ours)

Between 2013 and 2015, more and more students suggested broadening the scope
of studies and implementing some major changes into teaching components. As a
result, in 2016, the study programme went through a rebranding process that had an
impact onmany aspects of the study offer, including the studies’ name. In general, the
study programme was extended to embrace not only teaching skills relevant for key
account managers, but skills relevant to sales directors as well. This way, students
contributed in a very important way to the development of the study concept and
programme. It was, in our opinion, a great example of prosumption in education
services, which is going to be described in detail in the next section.

Before we do so, we would like to show more examples of the involvement of
study informants (as a result of the interviews carried out) in the development of the
studies. First of all, those students who were satisfied with the studies and talked
about it to the interviewers offered to prepare recommendations for the teachers and
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for the studies. The recommendations were then uploaded to the studies’ website.
Moreover, some informants declared that they had already recommended the studies
to some colleagues, which is an example of word-of-mouth marketing. Furthermore,
while interviewing the students, the interviewers asked some of them if they could fill
in questionnaires concerning their work in sales departments and this way obtained
a source of research data in the field of management, which was treated as another
form of prosumption.

4.3 Prosumption Manifestations in Post-graduate Education
Services

All interactions with customers that contributed somehow to the value of the study
offer, either by enriching the quality of teaching and study programmeor by providing
some valuable resources to the university and teachers employed at the university,
were categorised into four main types of prosumption.

4.3.1 Enriching the Quality of Teaching Process in Action

The studies are organised in such a way so as to minimize lecturing and focus
on practical aspects of managerial work, i.e., workshops. To do so, brainstorming
sessions are organised, many case studies are discussed, students are provoked by
their teachers to find answers and solutions to questions and problems they encounter
at work. An exchange between them can be observed as they present cases from their
professional life, share with their groupmates and with the teacher. This way, they
not only remember better the learningmaterial, but also minimize the costs of classes
for the teacher since they produce case studies themselves and do not only rely on
the teacher who does not need to gather all information relevant for teaching using
only his or her own resources, e.g., invest into looking for the most updated case
studies using general secondary sources of information.

Moreover, exams are organised as role-plays stressing managerial problems and
proposing solutions, and here, again, efforts on the side of the teacher are minimised,
but students’ potential is utilised fully, their learning process is facilitated (Harmer,
2000) and their motivation is boosted because of their involvement in the process (Ur,
2012). They also practice soft skills, including body language, which is very much
appreciated by them. This way, not only students get advantage because they really
learn and not only copy theory like in many educational settings (i.e., taking tests
only), but teachers and study organisers gain a lot—they save time and money due to
some of their duties being done by the students, but they also build a portfolio of case
studies for interactions with future generations of students. All these above examples
are clearmanifestations of prosumption since value is co-created for both parties each
year and this process has even long-term effects on the quality of teaching.
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4.3.2 Contributing to Program Improvement

The purpose of a student-satisfaction survey that is administered each year is to
investigate if students are satisfied with the studies—if they think the program is
relevant, if they are satisfied with teaching methods, their teachers and the service
in general. However, again, feedback from students does not come only from the
satisfaction survey, but it is provided systematically through observing interactions
with students and the information they share spontaneously during classes and after
them. The atmosphere during studies is created by the organisers and key teachers in
such a way so as to encourage free exchange of opinions, not only between students,
but between students and teachers as well.

Thanks to such an approach, students feel free to express their honest opinions
about the quality of services not only in anonymous satisfaction surveys, but also on
a regular basis with the organiser, i.e., in spontaneous conversations. This way, the
staff that does not complywith students’ needs is usually not invited to cooperate next
semester. If students signal that some changes in the study programme are necessary,
they are usually also implemented either in a given academic year or the next one.
On the one hand, it may be viewed as stressful for the teachers and organisers due to
the risk of losing face (Kyriacou, 2000); on the other, it helps to ensure high quality
of the services provided. If a client is fast to report problems, they can benefit from
the changes implemented during the studies e.g., already next semester; even if they
are not fast, the next generation will benefit, and not only the organiser, which is,
again, an example of the multidimensional character of prosumption.

4.3.3 Involvement in Word-of-Mouth Marketing

Due to high quality of services provided, the studies’ organisers do not observe a
need to use many marketing tools to promote the studies. In fact, there was never any
significant budget for promoting these studies at all. For the past 13 years, generally
only word-of-mouth marketing was enough to recruit new students. Taking into
consideration product life cycle in education services, uncomfortable demographics
in Poland, and growing competition in this market, it can be considered a great
success.

Word-of-mouth marketing is an example of prosumption due to cost savings, as
no money is spent on promotion (apart from general promotion for all post-graduate
study programmes organised by the university, which, in many cases, does not help
at all since many studies do not open), time of the organiser is saved, as well as
energy that would be consumed by designing and implementing other promotional
tools. The only promotional effort taken by the organiser is collecting letters of
recommendation provided by volunteers graduating from the studies and uploading
them to the website. Here, an obvious value is created for the organisers who save
time and money, and energy, but value for clients also can be spotted, as they are
better positioned as graduates of popular studies. Moreover, they can also get letters
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of recommendation from the service provider and sometimes they really ask for that,
especially through social media like Linkedin.

4.3.4 Contributing to Scientific Potential of Service Provider

In services marketing, the image of service provider is crucial, so, in the context
of post-graduate studies, the image of a university and some key-teachers involved
in the programme is very important. By positive image here we understand, among
other things, academic recognition and university’s position, which is achieved by
producing high-quality papers and publishing them in prestigious journals. To do
so, teachers involved in postgraduate studies need empirical data. Students of post-
graduate studies, especially due to the specificity of the teaching approach discussed
earlier (encouraging exchange of opinions and experience), are seen as valuable
sources of data since they are usually experienced business practitioners.

Again, not only service provider benefits here (because of having access to relevant
data, e.g., by asking students to fill in questionnaires and administer them at work,
by asking permission for using case studies they provide, etc.), but also the client
since being involved in the process of data collection means sensitization to some
phenomena that are hot topic in management at a given period of time. This, in turn,
motivates students to broaden their knowledge and contributes to their development.

5 Conclusions

In the last decade, the idea of consumers becoming more active and resourceful
in their relations with businesses has become very popular in academia, which
resulted in research on such concepts as prosumption (Seran & Izvercian, 2014;
Xie et al., 2008), customer engagement (Brodie, Hollebeek, Bilijana, & Ilic, 2011;
Kunz,Aksoy,Barty,&Heinonen, 2017), and customer citizenship (Groth, 2005;Yi&
Gong, 2013). In all of these streams of research, the value of the offer that a company
provides to the market is somehow co-created in direct and indirect interactions
between the company and its customers. This co-creation may take various forms
and include multiple parties (Vargo & Lusch, 2016; Vargo, Maglio, & Akaka, 2008)
but, in general, we may distinguish between two main aspects of value co-creation:
VCC as value co-production and VCC as value in use (Ranjan & Read, 2016). “Co-
production” refers to direct or indirect co-working with customers, e.g., during the
product/service design process, whereas “value-in-use” goes beyond a firm-customer
interaction and refers to value created during consumption, i.e., psychological and
behavioural engagement with concrete products or services (Ranjan & Read, 2016).

Following this distinction, we may conclude that the case study we conducted
illustrated that, in the context of commercial education at the university, both of
these aspects of value co-creation are important. On the one hand, the students
provide the university with feedback with regard to how teaching quality may be
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improved. As illustrated by our case study, such feedback may result in changes
being implemented in the study offer year by year and can even motivate the major
revision of the studies’ programme, including rebranding, which happened in the
case under consideration in 2016. The interactions that happen between students
themselves and between students and teachers may strengthen the resources of the
university, providing services in various ways, e.g., by providing the source for
new teaching materials and academic research as well. Here the multiple roles that
academic teachers are obliged to perform (i.e., teachers’ role, researchers’ role)
may work as a personal incentive for teachers to get into in-depth interactions with
students and value co-created this way is important from the perspective of all parties
involved, i.e., improved teaching material is beneficial for the professional career of
a teacher, but for training students’ skills as well.

Thus, our case study provided empirical illustration towards the importance and
multi-dimensionality of value co-production (Ranjan & Read, 2016) in a specific
context of university teaching.On the other hand, our case study shows howprosump-
tion or value co-creation may manifest through value in use (Ranjan & Read, 2016).
In the period of time under investigation, except remarks that they made in order to
revise some aspects of the programme, in comparison to other educational services
they had experience with, students were very satisfied with the studies’ programme
and teachers themselves as well. Therefore, wemay conclude that they became affec-
tively engaged with the brand of the teaching programme, which, in turn, resulted in
positive word of mouth creating market leverage for the studies through many years.
We may even assume that without such student engagement, not only growth, but
also the survival of the studies’ offer would not be possible because it did not receive
any special advertising support and the market conditions were visibly worsening in
the analysed period of time.

This study has also contributed to the management aspects of prosumption, i.e., to
the research problem of how prosumption may be managed from the perspective of
running a company. This aspect is, to a large extent, neglected in the literature because
even if there is growing evidence for the importance of value co-creation for various
industries, our knowledge is especially weak with regard to how companies should
manage co-creation (Alves et al., 2016; Hollebeek & Andreassen, 2018). Our case
study suggests that organizations operating on the postgraduate-education market
may facilitate value co-creation by applying appropriate teaching methods and
stimulating appropriate atmosphere of interactions between teaching/management
people and students. Among the available teaching techniques, group discussion,
role playing, and case studies seem to be the most adjusted to creating potential for
value co-creation and exploiting it. In general, these are very interactive or partic-
ipatory teaching techniques, which enable, to a large extent, sharing experience
and knowledge not only between teachers and students, but also between students
themselves. As in the case of postgraduate studies, students usually possess valu-
able professional experience, they can present the advantages and disadvantages of
applying the elements of the teaching programme in a rich context of organizations
they were professionally involved with.
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Moreover, in the case of role playing, they can also simulate how they would
act in situations similar to their everyday work experience and such performance
helps them, other students and teachers as well in understanding what works better
or worse in such situations. However, applying appropriate teaching methods would
not be enough if not supported by the atmosphere of interactions between teachers
and students. Our case study suggests that, being confronted with students with
rich professional experience, teachers must develop specific approach towards their
teaching role. They must invest a lot in creating teaching materials that would enable
student activation. Additionally, they must retain some distance towards any theories
that are applicable to their teaching area because none of these theories is universal in
the context of all industries and all organizations. Therefore, the role of a traditional
lecturer that concentrates primarily on one-sided communication must be limited to
the necessary minimum and the teacher must frequently act as a coach to students
(e.g., by providing feedback towards students’ performance during classes) and as a
facilitator of communication (e.g., stimulating the group discussions, brainstorming,
especially with regard to the most difficult teaching elements). Thus, stimulating
value co-creation may be very challenging on a personal level and, as illustrated
by our case study, not all people involved in professional services may be ready
for combining all necessary roles in their actions. Even though the emotional cost
of facilitating prosumption may be high on teachers’ side, our case study demon-
strates that business benefits are greater and also teachers themselves benefit from
prosumption in short-term and in the long-run as well.

As in the case of a majority of qualitative studies, our study is not free from
limitations and, in many aspects, it may be treated more as a call for more research in
the area than as a conclusion to the ongoing dilemma on how prosumption works and
may be managed in today’s service-oriented economy. One should not neglect the
fact that some people are more prone to prosumption than others (students who were
oriented at exploring opportunities by their profession were a favourable and very
specific target in this research). Therefore, our research results are not generalizable to
the context of other industries, beyond the scope of university teaching. Postgraduate
university teaching is a very specific business area so, in case of other forms of
university teaching, e.g., teaching regular students at a Bachelor level, students may
not have appropriate resources, e.g., knowledge and experience, to engage smoothly
in prosumption at classes. Nevertheless, our research may work as an exploration on
what prosumption in commercial education at universities may look like and how
it can be managed. Further research in this area may apply other approaches, e.g.,
further research may incorporate insights from other forms of university teaching
and apply other research techniques, including a large survey on how various aspects
of value co-creation are perceived by students.
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Mościbrodzka, M. (2014). The use of methods of multidimensional comparative analysis in evalu-
ation of the standard of living of Poland’s population in comparison with other countries of the
european union. Oeconomia copernicana, 5(3), 29–47.

Nishikawa, H., Schreier, M., Fuchs, C., & Ogawa, S. (2017). The value of marketing crowdsourced
new products as such: Evidence from two randomized field experiments. Journal of Marketing
Research, 54(4), 525–539.

Nuttavuthisit, K. (2010). If you can’t beat them, let them join: The development of strategies to
foster consumers’ co-creative practices. Business Horizons, 53(3), 315–324.

Payne, A. F., Storbacka, K., & Frow, P. (2008). Managing the co-creation of value. Journal of the
Academy of Marketing Science, 36(1), 83–96.

Prahalad, C. K., & Ramaswamy, V. (2004). Co creation experiences: The next practice in value
creation. Journal of Interactive Marketing, 18(3), 5–14.

Ranjan, K. R., & Read, S. (2016). Value co-creation: Concept and measurement. Journal of the
Academy of Marketing Science, 44(3), 290–315.

Seidel, J. (1998). Qualitative data analysis. The Ethnograph, 4, 1–15.
Seran, S., & Izvercian, M. (2014). Prosumer engagement in innovation strategies: The prosumer
creativity and focus model. Management Decision, 52(10), 1968–1980.
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Abstract Nowadays, in effect of globalisation, the development of international
trade and need for employees with Business English background and good business
communication skills can be observed. As a result, greater demand for advanced
Business English courses and qualified Business English teachers can be observed.
This, in turn, may be perceived as a challenge for English language teachers. In order
to meet their students’ expectations and fully develop their potential, the teachers
do not only need to teach about “traditional” business language (e.g., vocabulary,
writing, etc.), but they are also expected to teach business communication skills
(Gibson, 2002) and soft skills in general (Sadaf, 2009), relevant for business purposes.
The necessity to possess an appropriate linguistic background, aswell as at least basic
business-related knowledge, may be a great challenge for a language teacher and a
school manager. The purpose of this paper is to elaborate on the dark challenges
of Business English teaching in a specific context of post-graduate studies. In the
paper, we call post-graduate students university’s strategic customers since they bring
direct income and they significantly differ from regular students when it comes to
their (higher) expectations and (richer) business background, as compared to regular
students. This research follows an explorative approach andwe applied a longitudinal
case study approach to identify specific interrelations betweenBusiness English post-
graduate students and their teachers (by teachers we mean here teachers teaching
Business English, as well as teachers teaching business-related subjects at post-
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1 Introduction

In the era of globalisation, employees with Business English background, experience
and skills are looked for (Tang, 2015). As a result, more and more people prepare
for a job in the business field nowadays and greater demand for advanced Business
English courses can be observed. This, in turn, can be perceived as a challenge for
Business English teachers and educators. In order to meet their students’ expec-
tations and fully develop their potential, teachers do not only need to teach about
business language (e.g., vocabulary, writing, etc.), but they also need to teach busi-
ness communication (Gibson, 2002), soft skills (Sadaf, 2009) relevant for business
purposes (language of persuasion, stress management in business, public speaking
and business presentations, business etiquette, etc.). Business English teachers are
also expected to possess at least basic business-related knowledge (Tang, 2015). The
teachers therefore claim that teaching Business English is much more difficult than
teaching general English and they report great occupational stress due to the speci-
ficity of Business English teaching. The aim of the paper is to discuss the negative
aspect of Business English teaching and propose potential solutions to the problems
encountered by teachers. At first, however, Business English itself, its position in
foreign language teaching and its specificity are going to be discussed.

2 The Role and Specificity of Business English Teaching

According to Zhu, Lin, and Zhu (2016), Business English at first developed from
scientific English, and then (from the second half of the twentieth century) as a
branch of English for Specific Purposes (ESP). Geng (2017) stresses that this area is
attracting more and more attention and therefore deserves a considerate focus, espe-
cially in view of the fact that it is a comprehensive, interdisciplinary subject based on
linguistics and applied linguistics (Zhu, 2010) rather than a simple addition of busi-
ness and English. Geng (2017) calls it an organic integration of Business and English
and an inevitable product of economic globalisation. Chuan and Zhu (2011) claim
that Business English is a comprehensive subject based on linguistics and absorbing
other research methods; it consists of three main elements: business background
knowledge, the language used in a business context, and business communication
skills.Many researchers in the field (i.e., Geng, 2017; Kustec, 2014;Mihaescu, 2013)
unanimously agree that Business English is a very important and “hot” branch of
ESP, but it still faces many problems and it needs a more systematic methodology of
teaching (Sadaf, 2009) and, as a discipline, the development of theory system (Zhu
et al., 2016). Business English teaching entails teaching business-related vocabulary,
communication skills, business-related subjects, such as, for instance, marketing,
sales techniques, EU funds, etc. Zhu et al. (2016) stress that:

Business English is a system of communicative activities in which the business activity
participants influenced by social elements obey the usage of trade and procedure, use
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English vocabulary and grammar resources selectively, and apply pragmatic strategy and
communicate orally or in writing. Now it has developed as a complete education system,
including international trade, finance, marketing, management, e-commerce, cross-cultural
communication, and so on. (p. 1)

It is visible that Business English teaching ismuchmore than just foreign language
teaching (Scrivener, 2005); it is, in view of Mihaescu (2013), teaching language and
skills. According to Lang (1990), a demand for selecting business-related teachers
who have a good or a very good command of English and willingness to teach in
English, and who, at the same time, are ready to reflect on their own teaching, can be
observed. Already knowing what Business English teaching is and what it entails,
a question concerning the dark side of the process emerges. Is it only a problem of
its complexity that teachers report, or are there some other factors contributing to
teachers’ negative feelings associated with BE (Business English) teaching?

3 Teachers’ Dilemmas and Problems Concerning Teaching
Business English

Taking into consideration the complexity of the scope of Business English teaching,
it seems reasonable to assume that teaching it may trigger negative emotions
of teachers. Before analysing those emotions, problems associated with Business
English teaching should be discussed. First of all, the teaching goals for Business
English students are not only to gain some knowledge about business (like, for
instance, a business letter construction), but to learn how to use English to commu-
nicate flexibly and efficiently in a business environment and how to deal with real
problems occurring in international business (Zhu et al., 2016). This is much more
difficult for the teacher than teaching general English since it entails expertise in
more than one field (e.g., linguistics and management).

Nowadays, according to Tang (2015), business teachers are required to have busi-
ness background, and to constantly update teaching techniques, which, in turn, can
offer their students a profoundknowledge in this field.An average graduate ofEnglish
Philology very rarely may boast about such expertise in both business and knowl-
edge concerning modern teaching techniques that would be applicable in the context
of Business English teaching. Kustec (2014; after Gibson, 2002) claims that newly-
qualified teachers tend to lack a basic business awareness and an understanding of
business life situations, and they are not familiar with the intercultural challenge,
cultural dimensions, and the concept of business communication.

What is more, a problem frequently reported by Business English teachers is
the one associated with teaching too heterogeneous groups. By heterogeneous we
mean here vast differences with relation to students’ linguistic background (mixed-
ability groups), students’ background business knowledge, their age and social status
(Sadaf, 2009). Students enrolling for Business English courses that are not a part
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of a regular Bachelor or Master study programme usually represent very heteroge-
neous backgrounds. Ringler (1997) stresses that Business English students are, in the
majority of cases, non-native speakers ofEnglish and they should be taught for service
purposes. Teaching for service purposes means task-based learning (Sadaf, 2009)
with emphasis on the acquisition of global requirements within Business English,
together with language accuracy and proficiency. Such an approach to language
teaching is, according to Ringler (1997), more practical than standard lecturing and
it aims at empowering students to use Business English skills in practical busi-
ness situations. It is all more difficult to design and implement for the teacher than
typical, general foreign language content. Besides, task-based approaches to foreign
language teaching are most often associated with private sector teaching services
rather than public ones. The teachers providing business courses in public schools
(like, for instance universities at Bachelor or Master programmes) would need to
change their teaching completely if they wanted to meet the requirements of modern
Business English teaching. Mihaescu (2013) claims that such problems as the ones
discussed above cause teachers’ dilemmas in relation to designing a course syllabus,
especially in view of the fact that there is no standard description of what a Busi-
ness English syllabus should be like, and most of the existent business coursebooks
present a generally-accepted common core of vocabulary, structures and functions.
Geng (2017) also stresses that Business English teachers should try to constantly
adjust and perfect the curriculum in accordance with the changing business environ-
ment and students’ changing needs, which, in turn, appears a very time-consuming
and difficult task for teachers that generally are overloaded with work (Wieczorek &
Mitręga, 2017).

The greatest challenge, though, seems the necessity to combine expertise from a
variety of fields (e.g., linguistics and management) as, according to Łuczak (2012),
Business-English-related classes should be taught by English teachers who also
possess business knowledge. It may be perceived as a challenge not only for the
teachers, but for school managers as well. For that reason, we decided that it would
be worthwhile to have a close look at the negative aspects of the process of Business
English teaching.

4 The Dark Side of Business English Teaching: Study
Conceptualisation and Context

As mentioned earlier, the necessity to possess an appropriate linguistic background,
as well as at least basic business-related knowledge, may be a great challenge for a
teacher and a school manager. For that reason, we decided to elaborate on this issue
and investigate if Business English teachers really perceive it as something negative
and, if so, what the main reason for such feelings is. Additionally, we wanted to
propose coping strategies which Business English teachers can use and we would
like to discuss how the whole process of education is affected by all the Business
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English teaching-related issues. The study context is post-graduate studies in the
field of Business English organised at a middle-size public university in Poland,
where all subjects—Business English, soft skills and business-related subjects (like,
for instance, marketing strategies, sales strategies, negotiations, etc.)—are taught in
English, by English teachers and teachers experienced in the area of management
studies. It appears to be an underdeveloped research direction since the majority of
research studies in the field were generally oriented at Business English teaching,
without focusing on the specific context of post-graduate teaching.

Post-graduate teaching is specific due to a few reasons. First of all, taking into
consideration rapid changes witnessed by contemporary academia (like, for instance,
demographic crisis in the EU, changes in the financial system of universities resulting
in stronger emphasis on scholars’ finding financing outside university, e.g., grants,
internships, etc.), universities now compete for students and take great care of extra
income sources. By extra income sourceswe do notmean heremoney provided by the
government for educating regular students, but money that students bring directly to
the university, for instance bypaying for extramural studies. Specifically,we call post-
graduate students strategic or key customers at universities for the reason that they
bring direct income and they significantly differ from regular students when it comes
to their expectations and background knowledge. Post-graduate students tend to
have different motivations for studying; as older and already involved professionally
people, they know which pieces of knowledge they need to absorb to become better
employees and to boost career. Therefore, they have clear expectations towards the
lecturers and the learning-teaching process. Thus, they are relatively highlymotivated
but they also expect more, as compared to regular students. What is more, they
tend to have much wider background knowledge of the subject matter since they
very often are already specialists in the field they want to explore. They are really
involved in classes, which creates an advantage but, at the same time, some of them
may manifest wider practical knowledge than the academic teacher conducting a
class and this may be perceived by some teachers as something difficult to cope
with. Post-graduate students may also significantly differ as far as age, profile of
education, etc. are concerned, and, this way, it may be more difficult to teach them,
especially when it comes to foreign language teaching. For all those above reasons,
we think that elaborating on the dark side of post-graduate Business English teaching
may be a very interesting research direction and it may shed new light on various
processes accompanying it that may be important not only for the teachers, but for
studies’ managers and university authorities as well since post-graduate students are
nowadays perceived as university’s key customers.

5 Research Approach

We applied a longitudinal case study approach to explore specific interrelations
between Business English post-graduate students and their teachers (by teachers we
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mean here teachers teaching Business English, as well as teachers teaching business-
related subjects at Business English-related post-graduate studies), and to deepen the
existing knowledge on the dark side of Business English teaching. The case study
method was often used in prior studies concerning business relationships (e.g., Pérez
&Cambra-Fierro, 2015) and we can call the relationship between a university and its
strategic customers a business-like one. Our study focuses on the dark side of a dyadic
relationship between an organization and their key customers. The longitudinal case
study method allowed us to observe which aspects of Business English teaching the
teachers find most problematic, what is most difficult for foreign language teachers
and what is problematic for teachers teaching other, business-related subjects in
English to post-graduate students. The research was mostly qualitative in nature,
which, taking into consideration the sensitivity of the issue under investigation
(people’s feelings and problems concerning Business English teaching), assured best
results thanks to the closeness between the researcher and the investigated reality
(Konecki, 2000).

5.1 Study Objectives

The main study objective was to explore specific interrelations between Business
English post-graduate students and their teachers (teaching Business English, as
well as other business-related subjects at post-graduate studies) and the dark side of
Business English teaching. Detached objectives concerned deepening our existing
knowledge in the area and discussion on the most problematic aspects of Business
English teaching, specifically what is most difficult for foreign language teachers
teaching Business English to post-graduate students with business background and
what is problematic for teachers teaching business-related subjects in English to post-
graduate students and how studies’ managers should plan the educational process to
achieve best results, taking into consideration the specificity of the student envi-
ronment and expectations. Last but not least, we tried to look for benefits and
threats of post graduate Business English and business teaching, and propose some
solutions/coping strategies for teachers and studies’ managers.

5.2 Profile of Informants

The informantswere students ofBusiness English-related post-graduate studies, their
teachers and 2 study managers (heads of studies). The studies’ offer was generally
addressed to English Philology students/graduates who lacked business-related skills
and to corporateworkerswho especially lacked linguistic skills in the area ofBusiness
English.

The students were, in the majority of cases, corporate workers from various busi-
ness sectors who lacked linguistic knowledge with relation to Business English
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vocabulary and who lacked good English communication skills, and English
philology graduates (mostly English teachers) who lacked business-related knowl-
edge and Business English vocabulary. They chose that offer mainly for two reasons:
first of all, acquiring a diploma in the area of Business English studies, nicely tailored
to their career, and, secondly, they were looking for new knowledge and competen-
cies with relation to business and business-related soft-skills area. They had clear
needs and high expectations, and, at the same time, some of them had really signif-
icant knowledge in the area of sales, communication and sometimes middle-level
management, as they were experienced employees. This way, they were valuable
and demanding customers for the university and, especially, lecturers. Most of the
students really wanted to contribute to the learning and teaching process and they
took an active participation in shaping the course program for the next years. They
also had a substantial impact on the attitudes of prospective customers (students)
since their recommendations and word-of-mouth marketing played a significant role
in promoting the studies.

Two heads of Business-English-related post-graduate studies also participated in
the research; one of them was an expert in the area of English linguistics and had
experience in Business English teaching, whereas the other one was an expert in
the field of management and had some experience in teaching classes in which the
language of instruction was English. They both were scholars. The two heads of
studies were the initiators of the studies and authors of the study curriculum and
syllabi.

Among the post-graduate teachers that participated in the research, there were 2
teachers of English that taught Business English and some business-related soft skills
and 5 teachers of business-related subjects (e.g., sales strategies and negotiations,
marketing, EU funds, etc.). Six of those teacherswere scholars, whereas onewas a so-
called business practitioner (corporate top manager) teaching some business-related
classes in English to post-graduate students.

5.3 Research Method and Tools

There were three main information sources that we used in the case study. Firstly, we
used a survey method in which the research tool was an anonymous student satisfac-
tion questionnaire administered twice per an academic year at post-graduate studies.
The tool was not designed specifically for the purpose of this study because the
heads of post-graduate studies have to administer questionnaires in order to measure
satisfaction of students concerning the services provided and then report the results
to university authorities. However, we realised that such questionnaires are an excel-
lent source of information much beyond the quality of teaching–learning process
and, for that reason, they were used for the purpose of exploring the specific interre-
lations between Business-English-related post-graduate students and their teachers
(teaching business English, aswell as other business-related subjects at post-graduate
studies), especially with relation to problems encountered in the process of teaching,
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students’ expectations towards teachers and the teaching–learning process. The
student questionnaire aimed at measuring student satisfaction and extensive feed-
back with regard to various aspects of teaching/learning twice per academic year.
This means that each group of students (each edition of studies) filled it in twice.
In the questionnaire, there were close-ended questions designed in the form of a
Likert scale whichmeasured the performance of teachers in the following categories:
expert knowledge, the proportion between theoretical and practical elements in each
subject, the quality and usefulness of materials administered to students, the quality
of teaching style of each teacher, and teachers’ attitudes towards students. Therewere
also open-ended questions that weremore important for the purpose of our case study
approach and there students were askedwhich elements of the offer and teaching they
were most satisfied and dissatisfied with, and why, and who their favourite and most
disliked teachers were, and why. They were also welcomed to give any suggestions
concerning the concept of studies, offer and programme, and many of them provided
such information. Each year, the heads of studies categorised and analysed the results
and wrote down some conclusions concerning the study programme and the quality
of teaching. In total, 127 informants participated in the survey within 5 years. We
do not call it a longitudinal survey although the research lasted for 5 years for the
reason that each year a different (new) group participated in the research.

The second method we used was a longitudinal interview carried out among
post-graduate teachers. For the last 3 years, 7 teachers were asked to participate
in personal unstructured interviews which concerned various aspects of teaching,
including problematic situations experienced by them during the teaching process
and interactions between students and themselves. The results of the anonymous
student satisfaction questionnaires were also elaborated on during those interviews;
the teachers got feedback and some solutions to potential problems were proposed.

The third method that we used was a longitudinal, participatory observation
(Clegg, 2013; Gebhard, 2006) carried out for 6 years by two heads of studies. Every
year, the heads of studies carried it out in order to make their teaching better and
to improve the studies’ offer, i.e.,—to adjust the syllabus and teaching methods
to students’ needs/expectations, and to reflect on one’s own teaching. Observation
included discussion on the teaching quality, study management and encountered
problems and proposition of changes to be implemented in the course, if necessary,
as well as changes in one’s behaviour with relation to teaching and managing the
studies.

In this paper, we try to analyse mostly qualitative data we gathered over the
investigated time and try to interpret them in the context of the negative aspects
of teaching Business English and business-related subjects in the context of post-
graduate studies. The empirical material contained quantitative elements (Likert-
scale-based information concerning performance of all academic teachers, useful-
ness of materials, teachers’ attitudes towards students) and qualitative elements
(open-ended questions referring to the advantages and disadvantages of the studies’
programme, preferences with regard to the best and the worst academic teacher each
year, etc.). In this case study, we were mostly interested in the qualitative data and
only sometimes used quantitative information just to validate the qualitative results
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(e.g., checking if an academic teacher described in open-ended questions as the
best one scored high on the Likert scale as one having great expertise, manifesting
positive attitudes towards students, incorporating a good proportion of theory and
practice into classes). To a large extent, with regard to results of personal, individual
interviews, the qualitative data was double coded to avoid coder’s bias (Krippendorff,
2004) and then it was analysed in accordance with the principles of QDA (Qualitative
Data Analysis) (Seidel, 1998) and, especially, of the process of noticing, collecting
and thinking. On the basis of the emerged theory, study objectives were addressed
and they are going to be elaborated on in the next section of the paper.

6 Research Results and Discussion

The qualitative data that emerged as a result of applying QDA (Seidel, 1998) princi-
ples to data analysis revealed results that may potentially contribute to the still under-
developed area of Business English teaching, especially in the very specific context
of post-graduate teaching. Our results show problematic areas in teaching Business
English and business-related subjects to people having background in linguistics
and in business, and give an insight into the nature of an interaction between post-
graduate students and their teachers, together with students’ expectations towards
the teaching process. The results have been grouped and they are presented below.

6.1 Students’ General Expectations Concerning Business
English and Business-Related Courses

When it comes to the expectations of students concerning the teaching process and
the attitudes and expertise of teachers, English Philology graduates, as well as corpo-
rate workers, expected teachers who were able to provide a valuable course content,
using modern teaching methods containing fun element. The teachers that achieved
the highest score on the Likert scale were the ones that were reported by the students
to implement games, role-plays and brainstorming sessions into their teaching. The
informants (the students) indicated that they learnt faster this way and, at the same
time, practiced communication and could perfect their soft skills due to constant inter-
action with the teacher and fellow students. Among the best teachers enumerated by
the informants, teachers with linguistic background had higher scores. The differ-
ences were not substantial, but they gave a hint that probably teachers with linguistic
(English) backgroundweremore at easewhile conducting classes inEnglish; besides,
they were teachers of English by profession, so they had knowledge with relation to
teachingmethodology. Such teachingmethodology ismost likely helpful in achieving
higher scores for innovative teaching methods. Incorporating elements of fun into
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post-graduate teaching also seems crucial in viewof the specificity of such teaching—
post-graduate students are extramural students and, in most cases, they have classes
once per two weeks. The classes last the whole weekend (usually a given subject
comprises 8 or 10 h per day) and here the entertaining element is very important to
keep the students focused and motivated.

6.1.1 Differences of Expectations and Satisfaction Between Corporate
Workers and English Philology Graduates

There were differences spotted in some expectations of corporate workers and
EnglishPhilologygraduates—both groupswere generally satisfiedwith the quality of
teaching and the studies’ content, but they had contradictory expectations concerning
some areas.

English Philology graduates were very satisfied with business-related subjects but
expected amore advanced linguistic input. Someof themwere even a bit disappointed
when it comes to the scope of Business English classes. Those people were used
to a very advanced linguistic input, taking into consideration their education and
background knowledge, and this is the reason of their disappointment. Generally,
they very rarely take it into consideration while enrolling for the studies that the
group will be very heterogeneous with relation to linguistic competence. They were
very satisfied with the services provided by Business English teachers but expected
a broader scope.

When it comes to corporate workers, they were very satisfied with the linguistic
input provided and generally satisfiedwith business-related subjects, but on condition
that they could have fun while learning and could improve soft skills at the same
time. This indicates that theywere aware that they learnt best through interactionwith
teachers and colleagues, and that they found the development of business-related soft
skills (e.g., business communication, social influence, public speaking, etc.) crucial
for their overall linguistic and business development.

Corporate workers expected more case studies as a part of business-related
subjects, whereas English Philology graduates found them boring and irrelevant
to the course. This suggests that English Philology graduates were not fully aware of
the importance of case studies within business theory and practice, whereas corpo-
rate workers were fully aware and expected more such elements incorporated into
the teaching.

As far as language skills and students’ needs with relation to them are concerned,
corporateworkers expectedmore speaking practice,whereas English Philology grad-
uates—more classes devoted to written English. This shows the areas of students’
needs concerning both groups: corporate workers knew that they had some lacks
when it comes to speaking practice, whereas English Philology graduates, who were
proficient speakers of English, needed more written practice, namely business letter
and report writing practice. Corporate workers reported that they found it really
difficult to spend 8 h speaking English and/or listening to teachers and colleagues
speaking English.
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All the differences of expectations and areas of satisfaction show that groups
taught at post-graduate studies in the area ofBusinessEnglish are very heterogeneous.
Such groups can be very problematic for students themselves and their teachers as
well. Heterogeneity is not, of course the only problem observed in this context. All
the problems reported by the investigated teachers are going to be discussed below.

6.2 Problems Reported by Teachers of Business English
and Business-Related Subjects

The problems discussed in this section were reported by teachers of Business English
and business-related subjects at Business-English-related post-graduate studies and
by the heads of post-graduate studies who needed to solve some of the problems and
adjust the teaching and the course content to students’ expectations and teachers’
capabilities. All the informants claimed that the most difficult and, at the same time,
crucial thing about post-graduate teaching was to find balance between satisfying
the needs of the two groups of students (corporate workers and English Philology
graduates) and they all reported stress due to contradictory students’ expectations
and demands. This is compatible with the views of Kyriacou (2001) who discovered
that student expectations, especially if they are contradictory, trigger teacher stress.

The lack of balance resulted in stress of all teachers and heads of studies, and
they all stated that it was the most serious problem in the process of teaching. There
were, however, other problems reported and there were some discrepancies visible
between the teachers of Business English and teachers of business-related subjects.
They are going to be discussed below.

6.2.1 Teaching Problems and Stressors Experienced by Business
English Teachers and Teachers of Business-Related
Subjects—Differences

The first problem to be discussed is an emotional one which concerns teachers of
business-related subjects. Some of the teachers (and especially the so-called business
practitioner) reported that they found it extremely stressful to speak English in the
presence of English Philology graduates for fear ofmakingmistakes, lacking fluency,
bad pronunciation, etc. Those teachers did not have a formal linguistic background,
although they had taught in English before and had produced papers in English.
This suggests that the problem is rather emotional since it concerns the affective
side of teaching and not real, serious lack of linguistic competence. The groups that
they had previously taught were students other than English Philology graduates
and they reported to have had better language skills than their students. In case of
teaching Business-English-related post-graduate students, the situation was just the
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opposite, especially in the case of English Philology graduates, and the teachers
found it problematic.

The teachers with English linguistic background reported other significant prob-
lems. First of all, they were aware (and as a result, stressed) that, while teaching Busi-
ness English, they should teach not only about the language, but explain some busi-
ness phenomena and give examples—some found it extremely difficult and stressful
because of the presence of corporate workers who had a deeper business knowl-
edge and understood some of the discussed phenomena better. Furthermore, Busi-
ness English teachers reported some terminology problems—a discrepancy between
theory and practice concerning some business vocabulary. In conclusion, some prob-
lems of Business English teachers were also of affective nature and they were similar
to the problems reported by the teachers of business-related subjects; they all were
stressed by the confrontation with students who had deeper knowledge and richer
background than the teachers. The teachers with linguistic background feared corpo-
rate workers and their business expertise, whereas the teachers of business-related
subjects feared the linguistic competence of English Philology graduates. We are
inclined to think that the problems were emotional and did not show real lack of
competence since all of the teachers scored high in student satisfaction questionnaires
and students did not report the lack of competence of their teachers. The discrepan-
cies between theory and practice concerning some business vocabulary were really
problematic and forced the heads of studies to implement some changes in the way
of delivering knowledge to students and in formulating teaching suggestions for
teachers.

7 Conclusions and Teaching Implications

As discussed earlier, there were some significant problems reported by all the infor-
mants. Some of them resulted from low self-confidence of the investigated teachers,
connected with teaching students who may have greater expert knowledge in some
areas than the teachers. Those problems were mainly affective and we believe that
they can be easily overcome and teacher stress resulting from them can be amelio-
rated if the teachers understand that they cannot be experts in all fields and, if they
appreciate their students’ expertise, let them actively participate in the process of
teaching. Themain problem, however, that is really the dark side of Business English
teaching at post-graduate studies is the discrepancy between theory and practice
(some vocabulary-related problems) and contradictory expectations of students who
have very diversified educational backgrounds. Despite all the problems reported,
we believe that the process of teaching can be improved if some practical solutions
and coping strategies are implemented.

When it comes to coping strategies and solutions to the reported problems, the
strategies proposed below may be applicable not only to post-graduate Business
English teaching, but to all courses related to business and Business English teaching
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since they are universal and revolve around solving problems encountered by many
teachers in the field of Business English.

First of all, the heterogeneity of business groups, especially in the context of
post-graduate teaching, will always be observed and the key issue is to find balance
between contradictory expectations of students and between these expectations and
capabilities of teachers. The balance here means selecting an appropriate course
content and teaching methods that would be suitable for all students (e.g., a little
bit lowering the input for the most advanced students and increasing it for the less
advanced ones). It is coherent with the suggestions of Geng (2017) who claimed that
Business English teachers should try to constantly adjust and perfect the curriculum
in accordancewith the changing business environment and students’ changing needs.
In viewof the fact that finding such a balance is very stressful for teachers, they should
try to accept the situation and work out some coping strategies—for instance self-
observation (Gebhard, 2006) followed by self-reflection (Łuczak, 2012) concerning
their teaching that would help them to eliminate course content and activities which
are not popular among students and improve their teaching. They should also be open
to discussion and interaction with students and not afraid of those more competent
ones. They should apply coaching methods of teaching which encourage student–
teacher and student–student interaction, and which treat the teacher as a moderator
in some teaching situations. This way, the teacher can facilitate some discussions
and encourage competent students to share their knowledge with colleagues rather
than treat them as competitors because of whom they may lose face.

Teachers of Business English can and, in our opinion, should gain at least basic
knowledge in the field of management studies by, for instance, doing research and
writing papers in the field; especially in view of the fact that Business English is a
comprehensive subject, based on linguistics and absorbing other research methods,
and it consists of threemain elements: business background knowledge, the language
used in business context, and business communication skills (Chuan & Zhu, 2011).

The studies’ managers, in turn, should encourage their staff to use modern, acti-
vating methods of teaching, implement elements of coaching and case studies into
their teaching. By implementing the proposed strategies, not only will the teachers
feel better in their professional shoes, but the whole teaching process will improve
and the image of studies will bemore positive, so all the parties will get an advantage.
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Konecki, K. (2000). Studia z metodologii badań jakościowych: Teoria ugruntowana. Warszawa:
PWN.

Krippendorff, K. (2004). Content analysis. An introduction to its methodology. New Delhi: Sage
Publications.

Kustec, A. (2014). The challenge of teaching Business English. Letnik, 4, 3.
Kyriacou, C. (2001). Teacher stress: Directions for future research. Educational Review, 53(1),
27–35.

Lang, D. (1990). A blueprint for teacher development. In J. Richards & D. Nunan (Eds.), Second
language teacher education. Cambridge: Cambridge University Press.

Łuczak, A. (2012). O rozwoju zawodowym lektorów angielskiego języka prawniczego. Języki Obce
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Values in the World of Business



Generational Values and Generational
Confrontations: Ethical Challenges
in the Light of Contemporary Economic
and Social Trends

Ewa Wójcik

Abstract In economics, considered to be amoral science, the role of ethics is funda-
mental. Similarly, in today’s business activity it is crucial in meeting the expectation
that business activity should not be inimical to stakeholders’ interests, in particular
the public and employees. Morally right behaviour, which should derive from indi-
vidual values or regulations, is believed to contribute to good business relations with
the environment. The emergence of newmodels, such as the sharing economy, poses
persistent questions of a regulatory nature because the pace of change is unlikely
to be matched by slow-moving legislative procedures. According to the logic of
the network economy, it is individuals, their personal connections and independent
decisions that will shape contacts and relations within businesses which are increas-
ingly less tied to discrete physical spaces and more dependent on staff working
from different parts of the globe with varying values. Demographic changes and
the altering age make-up of society will mean that different generations make their
presence felt in changing proportions. The paper aims at discussing the sources
of moral behavior as well as analyzing the background of different generations that
shaped their attitudes andmay have potential in solvingmoral dilemmas on corporate
grounds.

Keywords Business ethics ·Moral values · Demographic challenges · Economic
trends · Generations

1 Introduction

Today’s economy has witnessed profound changes in individuals’ perceptions of
ethical values. People are no longer passive recipients of values created and offered
by companies, but engaged co-creators. This state of affairs is driven by different
factors but technology and innovation seem to play the main part. The emergence of
new generations, increasingly dependent on technology, now necessitates changes in
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business. At the same time, aging societies need a particular focus to ensure that they
are properly integrated into business and social systems. The changing age make-
up of societies may require longer working lives and the co-existence of different
generations in the workplace.

Globally, much attention is nowadays given to issues of social inclusion as well
as the protection of vulnerable groups such as consumers and employees: there is
legislation in the areas of basic consumer and employee rights, and codes of ethics
exist in certain industries and companies to ensure that moral values are explicitly
laid out. However, the issue of business ethics remains a vital one in our era of
technological proliferation and with the emergence of new, less regulated business
models such as the sharing economy and virtual organisations.

The purpose of the paper is to identify differences in attitudes to ethical issues
among co-existing generations and to address the questions of (first) what ethical
challenges businesses will have to face as a result of different generational pressures
and (second) how businesses can deal with ethical deficiencies.

2 The Place of Ethics in Economics and Business

Ethics is understood as a set of principles relating to morals—that is, to right and
wrong behaviour at once guiding and representative of a specific culture, society,
group, or individual. Ethical norms are deeply rooted in culture and are mirrored in
specific behaviour.

The issue of ethics in economics and business has long been one of the central
topics addressed by researchers. Adam Smith in “An Inquiry into the Nature and
Causes of the Wealth of Nations” (1776) defines economics as a moral science. His
reasoning is based on the assumption that all market participants behave in a manner
which will accrue to themselves the highest possible benefits, the sum of such effects
benefitting the whole of society.

Economics dealing with human behaviour and its results has a definite social
character and its bases are social customs, norms and moral values. This parallel
focus on both economic performance and on social ties and morality was reflected
in a discussion of human nature which led to the distinction between homo oeco-
nomicus and homo sociologicus. The former term attributed to Smith (1776) and
Mill (1848) implies that people make knowledgeable and rational decisions while
the latter assumes that decisions are based on different premises such as behavioural
factors and the effects of people’s value systems and ethical norms.

The concept of homo oeconomicus refers to an individual, concentrated on his
own good in pursuit of benefits, who contributes to the well-being of the whole of
mankind by means of “the invisible hand of a market”. Homo oeconomicus aims at
the highest profit and efficiency. His rational activity consists in using all resources—
financial, human and social, as well as his own knowledge, experience and skills—to
obtain and process information, and to make reasonable choices for the allocation of
scarce resources in the best possible way. Emotional behaviour driven by feelings is
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rejected in favour of cold, rational choices made to maximize the individual’s own
utility/satisfaction.

This dominance of rationality in human behaviour is opposed by the notion of
homo sociologicus, which assumes that individuals are focused on the values and
interests of the whole community rather than own wellbeing. Control over one’s own
resources can be forsaken for the benefit of an integrated community such as a nation
or a local community. For homo sociologicus, it is the social group which dominates
the individual, and evaluations are based on feelings, either positive or negative, and
individual perceptions.

Today, the dominant opinion is that individual decisions are based on psycholog-
ical and behavioural factors because the sheer complexity of tasks, and the increasing
amount of information which individuals need to take into account, make rational
decision-making challenging if not impossible—so one can only talk of “bounded”
(“limited”) rationality. This explains the increasing importance of values in human
choices.

Such a social approach eschews the notion of external authority and sees moral
behaviour as driven by one’s absolute inner imperative: the ethical, practical brain.
Kant’s philosophy defines the categorical imperative as the determination of people’s
actions by goodwill itself rather than by the anticipation of outcomes. The categorical
imperative derives from the objective rule of, and pure individual respect for, the law
that governs the activity. In Kant’s view, it is the motive behind the action, not the
outcome of the action, that endows an action with moral value. He argues that the
motive must arise from universal principles which are discovered by reason.

Thus ethics (deontological ethics) is connectedwith duty. Kant expresses this duty
in the following way: “Act only according to that maxim by which you can at the
same time will that it should become a universal law”. He distinguished “positive”
law—that is, law established and enforced by authorities and binding on individuals
whose actionsmight be consideredmorally negative (1991, pp. 63–64)—fromethical
rules that allow a subject to decide independently how to aim at morally valuable
objectives or merits (1991, p. 194).

In today’s globalised world, where companies contract work and compete in
differing environments and employ people and serve customers from differing back-
grounds, ethical values and norms have gained newdimensions.Attempts aremade to
standardize and give a fixed meaning to ethical behaviour. The International Organi-
sation for Standardization, for example, defines it as “behaviour that is in accordance
with accepted principles of right or good conduct in the context of a particular situ-
ation and is consistent with international norms of behaviour” (ISO 26000, 2.7),
such norms in turn being understood as “expectations of socially responsible orga-
nizational behaviour derived from customary international law, generally accepted
principles of international law, or intergovernmental agreement that are universally
or nearly universally recognized” (ISO 26000, 2.11). The main concerns of the ISO
are to ensure that such norms are incorporated into company activity as a response
to the notion of Corporate Social Responsibility (CSR).

Economics as a social science focuses onmany spheres of individuals’ activity but
it is business which is given particular attention in this context nowadays. According
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to this view, economicprinciples applicable in business practice should reflect scrupu-
lous adherence to moral values, and any manifestation of business activity which
might create precarious social conditions or negatively affect disadvantaged groups
should be curbed.

An individual as homo oeconomicus should make rational decisions—so as a
representative of an employer he should strive for maximization of profit, and as
a consumer for maximization of utility. As homo sociologicus, he should ensure
his actions are morally fair and aimed at the benefit of the group and the whole
community. Thus, individuals should focus on the observance of ethical values and
aim to root out ethically dubious behaviour.

In business activity, one of the areas where ethical values are in play is employer-
employee relations. Ties between employees should be understood as an essential
element of social capital within a company, which can contribute to meeting its
economic goals as well as help establish norms of social responsibility.

All in all, in business activity the notion of “capital” plays a central part. For
a business to operate and develop it is necessary to possess five types of capital:
human, social, natural, infrastructural, and financial (Szczepański and Śliz, 2006,
pp. 7–10). Kane (2001, p. 7) defines capital as “wealth in action” which is invested
in order to generate future profits. Thus, moral capital is the moral prestige of people
or institutions participating in economic activity.

Capital understood as company assets in this broader sense not only contributes
to the development and expansion of business activity but is also reflected in a
company’s valuation and can, therefore, affect its image and ultimate success. The
common trend nowadays is for company market valuations to be much higher than
those recorded in company books and accounts. It can be argued that this discrepancy
in valuation should be attributed to a company’s intangible assets, among which
human capital is core.

For Bordieu (1985, p. 248) and Coleman (1990, pp. 300–321), social capital is
an important element among the intangible assets of an enterprise and a necessary
complement to social networks and norms of reciprocation. Formal and informal
norms and values shared by group members constitute a moral network, the value
of which depends on members’ readiness to give up the individual good for the
good of the group. Trust is one of the forms of social capital that can lead to
and encourage relationship building. Other elements include loyalty, reciprocation,
solidarity, fairness, responsibility, and reliability.

According to Fukuyama (1997, p. 20) obligations, expectations and trust depend
on the cultural heritage of a society and as such are independent of rational decisions
but strictly connected and interconnected with social capital. Social relations in busi-
ness are based on human capital and its elements, and social norms are needed for
social interaction to take place.

Czapiński (2007, p. 264), who asserts that social capital is the key factor in
building economic capital, sees its modern functions as much more far-reaching,
i.e., as contributing to social integration and inclusion.

The notion of business responsibility, certain manifestations in the Middle Ages
aside, first gained popularity in the 1990s, when it became too obvious that profit
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maximization by companies is mirrored neither by the profitability of the economy
as a whole nor by the prosperity and wellbeing of society. Hence, it was argued, a
society burdened with the costs and effects of detrimental company activity, such as
environment pollution, should be given something in exchange.

Carroll (1991, pp. 39–48) defined the basic areas of responsibility that compa-
nies should take in the form of the Corporate Social Responsibility pyramid, with
economic responsibility at the base and philanthropic activities aimed at members
of the public at the apex, the intervening levels comprising legal and ethical respon-
sibility. By legal responsibility is meant the observance of legal regulations, contrac-
tual obligations and consumer rights. Ethical responsibility involves the avoidance
of undesirable behaviour and acting according to the law (the legal and ethical levels
therefore being interdependent).

Although for a long time businesses concentrated primarily on generating profits
and improving efficiency and economic ratios, at the end of the twentieth century
a shift towards moral values was observed. Thus contemporary businesses have
other responsibilities apart from meeting economic goals. Moreover, the relative
importance of legal and ethical values is changing to the advantage of values rooted
in human nature rather than those derivative of legal rules.

Too much regulation might imply that it is the role of regulators to ensure proper
behaviour but such a mind-set results in diminished individual drive to assume
control and responsibility. Similarly, the assumptions underlying the welfare state,
however socially consequential, led to an excessive reliance on government to miti-
gate the consequences of the economic system of capitalism and the free market
economy which, it was believed, inevitably generated differences between social
classes, widening the gap between the rich and the poor. The state was expected to
perform additional functions in protecting the poor and providing for equal opportu-
nities and wealth distribution; but by taking on such responsibilities the state often
exempted people from the duty to make their living from work. Instead, the sense
of entitlement increased as did the group of beneficiaries of state welfare. Changed
public perceptions of the governments’ role resulted in a passive attitude and concen-
tration on obtaining government aid rather than on searching for opportunities for
employment. The role of entrepreneurship and resourcefulness diminished and an
attitude of entitlement became common.

The obvious spin-off effect of this state of affairs was an ever-increasing pressure
on the state to provide subsidies, which in turn inevitably meant an increase in the
tax burden on the working population. A lack of motivation among the poor to seek
additional or better employment for a higher standard of living, or to make efforts
to improve working conditions, changed attitudes to work. Thus, an erosion of work
ethics followed (Przybyciński, 2016, p. 32). A multitude of public programs with
social security and progressive taxation systems proliferated across Western Europe
in the 1960s and 70s (Karbownik, 2009, pp. 118–119, 171). By increasing social
spending and assuming accountability for the fates of individuals, states dampened
spirits, reduced motivation for self-development, and undermined morale.

Interestingly, too much protection, control and responsibility on the part of the
state and its institutions is believed to lead to a poor level of economic education in
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today’s society. Such systems as deposit protection funds are thought to diminish the
alertness and care of individuals when choosing financial service providers and to
alter perceptions of responsibility. It is commonly believed that it is the imperative of
financial institutions and their regulators to guarantee the security of deposits. Case
studies of financial scandals in which large numbers of people lost their savings
demonstrated their unconcern, lack of care and awareness. It is assumed that poor
financial education and confidence in state protection lead people to exonerate them-
selves from their duty of care as they take it for granted that government bodies will
take over individual burdens of control and supervision. If the role of the state, its
institutions and regulators is perceived as sufficiently protective, this can overwhelm
the individual’s sense of reasonable care.

Similarly, excessive regulation and codification of business activity is likely to
result in a strong reliance on regulations, bylaws, rules of conduct and external
bodies to provide not only protection but all sorts of standards, codes, procedures,
templates or ready-to-use solutions. If this is the case, legal rules and regulations
will be followed for the sake of compliance with the law rather than out of an inner
imperative. Restricted freedom of choice and empowerment may lead to incapability,
dependence, and helplessness. The question to be addressed, then, is what choices
can be made in new, irregular or non-standard situations which demand innovative
solutions.

3 Legal Regulations

There are various reasons why a certain degree of business regulation is required,
such as the complex nature of human relations, the global nature of business activity,
and the generational needs and expectations to be discussed later in this study. The
most important reason, however, would seem to be the existence of vulnerable groups
whose interests need to be protected so as to ensure that they are not disadvantaged.
According to the ISO’s definition, a vulnerable group is “a group of individuals who
share one or several characteristics that are the basis of discrimination or adverse
social, economic, cultural, political or health circumstances, and that cause them to
lack the means to achieve their rights or otherwise enjoy equal opportunities” (ISO
26000, 2.26).

In business, twovulnerable groups shouldbedistinguished: clients and employees.
The recent trend towards relaxed employer-employee relations is connected with the
fact that there are now fewer life-long jobs as professions disappear, while temporary
employment is increasingly common and both job security and company loyalty
diminish.

Polish regulations, in particular the Labour Code, constitute a source of lawwhich
defines the rights and obligations of the parties to an employment relationship and
rules of conduct in cases of infringement. Recent changes in these regulations were
intended to improve the situation of employees by ensuring that civil law contracts of
mandate and contracts of work, widely referred to as “junk” contracts, are liquidated.
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The intended results are improved morale and loyalty, greater security, and a shift in
focus away from efficiency by means of reductions in the cost of employment and
towards better employment relations.

Other internal regulations imposed by the Labour Code provide detailed prescrip-
tions for the organisation and ordering of work and serve to define the related rights
and obligations of the employer as well as employees. According to this regula-
tion organisations employing over fifty employees must in principle adopt a bylaw
document called “Work Rules and Regulations”.

Statutory regulations, including the Labour Code, are concerned in large part
with so-called “hard relationships”, which manifest themselves in concrete actions
or in failure to act. However, they also include references to ethical standards. For
example, Section Four of the Code, which specifies the obligations of employers
and employees, includes regulations pertaining to objectivity and fairness in the
evaluation and remuneration of employees and so constitutes a basis for shaping
ethical behaviour. Internal regulations may function not only to protect the employer
against the violation of codified regulations in ethical respects, but also to maximize
employee satisfaction, increasing commitment and, consequently, the efficiency of
human capital.

Internal regulatory solutions implemented by employers can be wide-ranging in
their freedom of scope, depth, and specificity. Depending on the nature and impor-
tance of the various factors influencing a good working environment, which may
stimulate employee involvement, it is possible to limit or extend the scope of regula-
tions.One of the factors that should be taken into account in the shaping of regulations
is generational diversity,whichmaybe expressed in contradictory approaches towork
organisation or in differing expectations of employers and fellow employees. In order
to facilitate internal integration and adaptation to the environment among members
of an organization, a social and organisational culture of corporate activity—that
is, a specific set of norms and values shared by all employees that influence their
thinking, feeling and behaviour—is required (Schein, 1986, p. 12).

Global organizations and regional blocs also impose regulations or encourage
certain business practices which ensure the protection of moral rights of stakeholders
such as consumers, shareholders, and employees. Ethical responsibility has been
discussed in different forums such as the United Nations (the Goals in the 2030
Agenda for Sustainable Development of the United Nations General Assembly).
Directive 2014/95/EU of the European Parliament and of the Council of 22 October
2014, on the disclosure of non-financial and diversity information by certain large
undertakings and groups, pointed to the need for increasing transparency of social
and environmental information submitted by business entities in all member states.
The updatedOECDguidelines formultinational enterprises, the International Labour
Organization (ILO)’s Three-Party Declaration of Principles for Multinational Enter-
prises and Social Policy, and the UN’s Guiding Principles on Business and Human
Rights are all documents with multidimensional guidelines that cover human rights,
work and employment practices (e.g., training, diversity, gender equality, health,
and wellbeing of employees), environmental issues, supply chains, life-cycle assess-
ment, and the combating of bribery and corruption (European Commission, 2011).



80 E. Wójcik

In order to facilitate the implementation of universal principles in business practice,
the United Nations Global Compact formulated ten principles based on the Universal
Declaration of Human Rights, the International Labour Organization’s Declaration
on Fundamental Principles and Rights at Work, the Rio Declaration on the Environ-
ment and Development, and the United Nations Convention Against Corruption (UN
Global Compact, n.d.).

4 A Business Entity as a Moral Subject

A business is a unit responsible to the environment (understood as stakeholders) as
well as for the environment (in a broader meaning, comprising the whole of society
and nature). As a moral subject it incorporates a culture derived from the moral
standards of the individuals involved in its business processes, i.e., employers and
employees.

For the system to be consistent, the cultural and moral values of both parties
should be homogenous. For this reason, codes of ethics are issued, including rules
and restrictions specific to the firm and its environment and reflecting both the value
systems of employees and the organisational culture of the enterprise.

Ethics are concerned with morals, reflect conscious behaviours, and constitute the
visible part of the “iceberg” which can be used to illustrate the relationship between
ethics and ethos. Ethos (from the Greek word for “character”) is used to describe the
fundamental values, guiding beliefs or ideals that characterize a person, community,
nation, or ideology. The ethos of an organisation thus refers to its subconscious
culture, to those values which lie beneath the water-line and which, over time, are
the critical determinants of how an organization will in fact behave. It is ethos that
is referred to when describing core values and behaviour illustrative of employees’
character within organisations.

It has been observed that over the years andwith the succession of generations, the
prevailing ethos has changed and taken on different forms, moving from awork ethos
through a materialism and effectiveness ethos to a more contemporary, participative
ethos incorporating eco-awareness.

For the post-WorldWar Two generations, a work ethoswas typical: engagement in
company activity, company loyalty, and life-long employment were common. Then
industrial and technological developments were accompanied by a surge in an effec-
tiveness ethos characterised by greed and egoism and lack of moral scruples. Tasks
were assigned to individuals without regard to the overall effects of the company’s
operations (including moral aspects) resulting in ethical alienation and the diminu-
tion of company loyalty among employees. However, devastation of the environment
as well as intensified competition later brought about significant changes in attitudes
towards and among business stakeholders. Ideas of Corporate Social Responsibility
gained ground and eco-awareness became an important component of the business
ethos. Contemporary business activity is therefore affected to a high degree by a new
approach from consumers who want to participate in creating business offerings.
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Moreover, young generations no longer attach so much importance to ownership
and are more willing to share possessions. This trend towards a sharing economy
is likely to strengthen in the future and is predicted to disrupt business activity in
certain sectors.

A business unit as a moral subject should be scrutinised as such. Therefore, iden-
tification of areas of deficiencies should be the first step in remedying existing issues.
In Poland, such research on the moral condition of business society was carried out
by Dylus (2002). It revealed three main areas of deficiency:

1. Relations with competitors, unfair competition.
2. Clients and consumers being misled or cheated by producers/service providers.
3. Employee relations, discrimination, forms of slavery.

Moral deficiencies in companies operating in Poland included strong and constant
pressure to increase sales, mobbing, frequent performance of actions which were
morally questionable but in compliance with common practices, i.e., the adoption of
“borderline” morality under pressure. This kind of ethos was defined as operating “in
reverse”, adopting behaviourswith a view to outperforming competitors and pursuing
success at any cost, and following economic principles of efficiency with the lowest
possible “input of morality”. It often took the form of a specific, distorted business
culture or pseudo-culture which was then transformed into a pressure imposed on
members of the organization (Dylus, 2002, pp. 273–303). In these circumstances,
employees were treated as assets and a means to generate profit rather than as human
beings whose ethical behaviour might add value. The fact that they deserved ethical
treatment by employers was often ignored. Later research has shown that such prac-
tices have not yet been fully supplanted, despite that fact that CSR has been declared
as a core value by a huge number of companies.

While a business entity as a moral subject should act ethically from inner imper-
atives, it is often argued that CSR activity is only undertaken in order to improve
profitability—and indeed, research shows that social responsibility is very often
treated as merely a way of building a company’s image and strengthening its brand.
Suchmotives were indicated by 76% of respondents in research (Menedżerowie 500,
2010). However, an equally important motivator was the need to build better relations
with the local community, claimed by 74% of those surveyed.

Yet CSR initiatives seem to remain unnoticed by a vast majority of individuals.
An online survey carried out by students of the Business, Finance andAdministration
Faculty of the University of Economics in Katowice in 2018 revealed that over 90%
of respondents claimed not to know of any activities falling within the scope of CSR.
The only recognized initiative was WOŚP (Wielka Orkiestra Świątecznej Pomocy),
a countrywide charitable event aimed at collecting donations from the public in
the streets, at internet auctions and concerts, through crowdfunding etc. in order
to subsidize medical equipment for hospitals. This annual event, which takes place
every January with the participation of numerous celebrities, gains wide publicity
and is covered by the main TV channels.
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It is also often claimed that today’s increased corporate interest in ethics results
from financial considerations as ethics become a less expensive substitute for regu-
lation. For industries in most sectors—apart from those which positively require
it—regulation is expected to reduce efficiency because of the expenses and time
needed for its implementation.

The turn of the twentieth century saw the emergence of the expectation that busi-
ness activity should not be inimical to stakeholders’ interests or requirements. In this
way ethics took on a “utilitarian” character to ensure good business relations with the
environment. Attempts were made to organize and structure efforts to incorporate
ethical issues into company strategy and operational activity. Over the first decade of
the twenty-first century, the debate on the importance of Corporate Social Responsi-
bility intensified, bringing to the public’s attention the need to combine considerations
of financial performance and market valuation with non-financial, environmental
and social issues such as satisfaction of employees, contractors, investors, coop-
erating institutions, and customers (Wolska, 2013, pp. 45–53). Similarly, the ISO
proposed that principles of ethical behaviour should be integrated into companies’
core organizational decisions, and ISO 26000 suggests tools for achieving this.

As international guidelines are by their nature expressed in general terms while
ethical dilemmas for businesses may be country- or region-specific, it should fall
to organizational governance to ensure that leaders practice and promote ethical
behaviour, accountability and transparency when operating in their specific envi-
ronment, on both the micro and macro scales. The micro-environment consists
of customers, suppliers, competitors, cooperating firms and the local community,
while the macro-environment in this context comprises the natural environment, the
national economy, and the whole of society.

In order to embody all national and international laws, accepted business practices
and internal and professional standards in a business as a moral entity, the role of
compliance officers was established. These were already in existence in heavily
regulated industries such as healthcare and financial services but were expanded
to other sectors at the turn of the century. The proliferation of Chief Compliance
Officer (CCO) appointments in other industries is often attributed to the corporate
and accounting scandals in the USA (e.g., the Enron affair).

Compliance officers have a knowledge of general business and industry-specific
legal standards as well as their company’s mission, goals and culture, which they
utilize to set management standards, educate employees, and institute practices that
ensure high standards of compliance with the rules. Their role is to ensure that busi-
ness activity is ethically sound and that legally and corporately compliant behaviours
and culture are built around the values of integrity, accountability, transparency,
respect, and professionalism. Alongside the ethical aspects of the position there
are also pragmatic elements of risk mitigation, avoidance of legal proceedings, and
enhancement of company reputation.
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5 Demographics and Generations

In the context of business ethics, a prime issue for consideration by business leaders
is the significant changes in demography occurring now and in the near future. In
2015, there were 901 million people in the world aged 60 or above, accounting for
12% of the world’s population. By 2100, that figure is projected to reach 3.2 billion.
Within the European Union, the population of the very old (80 years or older) is
projected to double from 5.3% in 2015 to 12.3% in 2080. The number of people
aged 65 and above will grow by about 9 million, so that in 2020 every fifth person
in the EU will be 65+ and in 2030 they are expected to account for a quarter of the
population. This implies that the retirement-age population will be larger than the
working-age population in coming decades.

Most importantly for the labourmarket, theworking population (defined as people
aged 20–64) is expected to continue to decline up to 2050 as a growing number of
people born during the post-war boom reach retirement. The result of these changes
will be a shrinking proportion of people of working age within the EU28 and an
increasing percentage of people in retirement (Eurostat).

These demographic trends are mirrored in statistics such as the median age of
workers, which in 2015 reached record high of 42.3 years (Eurostat). Such shifts
in the age make-up of societies necessitate a variety of adjustments, particularly in
social policies and social sectors, that will help lengthen working lives and avoid a
“brain drain". Lifelong learning and activities within the scope of “edutainment” are
areas which must catch up with the increasing demands of the silver economy.

For the labour market, the altering age make-up of society will also mean that
different generations make their presence felt in changing proportions. As shown in
Table 1, there are five commonly accepted generational labels defined according to
year of birth, four of which are currently active on the job market.

Members of each cohort present differing views and behaviours which, as
research proves, change over time. The changes are reflected, inter alia, in different
perceptions and attitudes to moral values.

The presence of different generational cohorts side by side at work can lead to
potential conflicts between staff who evince different ethical stances, moral values
and tolerance of certain behaviours. Disagreement and lack of common ground

Table 1 The generations defined

Silent Boomers Generation X Millennials Generation Z

Born

1928–45 1946–64 1965–80 1981–96 1997–2012

Age in 2019

74–91 55–73 39–54 23–38 7–22

Source Own considerations based on: https://www.pewresearch.org/fact-tank/2019/01/17/where-
millennials-end-and-generation-z-begins/Catalyst, Quick Take: Generations—Demographic
Trends in Population and Workforce (August 20, 2018)

https://www.pewresearch.org/fact-tank/2019/01/17/where-millennials-end-and-generation-z-begins/Catalyst
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between generations may contribute to feelings of dissatisfaction among employees,
which are evidently undesirable. Intergenerational conflicts were found to have been
experienced by 60% of employees (Birkman International, 2019, p. 1). For company
decision-makers, an understanding of intergenerational differences and relations is
needed in order to be able to face such challenges.

At present the followinggenerations co-exist on the labourmarket:BabyBoomers,
Gen. Xers, Gen Ys (a.k.a. Millennials), and Gen Zs. According to projections from
theU.S. CensusBureau (as of July 2016), the number ofGenerationY representatives
will likely surpass the numbers from previous generations on the labour market in
2019 and this will therefore become the most crucial group of employees. However,
Generation Z has also been the focus of much attention of late as its oldest repre-
sentatives have now reached maturity and started appearing on the labour market.
From the perspective of the future of business, it seems, these two generations should
attract the most interest.

Intergenerational differences are clear-cut in several ways, such as living and
attaining maturity at varying times in history and being shaped by specific historical
trends and spectacular events and influences. Another generation-shaping considera-
tion is technological development, which defines theways inwhich people communi-
cate and interact. The key formative experiences which have helped shape the views
of the various generations—world events and technological, economic and social
shifts—are shown in Table 2.

BabyBoomerswere raisedbyparentswho lived through theDepression andWorld
War Two, and these two experiences are mirrored in their thrift and hard work. They
are more likely to refer to managers, follow management on ethical matters and
follow ethics and compliance programs included in formal systems, more aware of
corporate standards of accountability, and more responsive to signals from people in
formal positions or in power. On the one hand they seem to pose less risk based on
their innate characteristics but on the other hand they may, according to the National
Business Ethics Survey in the U.S., make employers vulnerable to unethical conduct
(Ethics Survey, 2013).

Generation X is often referred to as the link between Baby Boomers and Millen-
nials, while Millennials themselves grew up in a period of unification in Europe,
absence of military and ideological conflicts, borders or regional divisions, and
hyper-intensive processes of integration. It is the first generation to disregard political
divisions between countries or blocs and to have full, unrestricted access to common
territories within the EU.

On the other hand, they share the experience of fear of terrorist attacks. They
watched their parents build up capital and purchase goods to catch up with the rest
of developed world. They mostly grew up in healthy economic times but are now
poorer than their parents, possibly as a result of fewer working hours, more flexible
schedules, or more prioritization of work/life balance. They came of age during a
time of recession and their entrance to the workforce and the experience of earning
a living was marked by a “slow start”. Recollections of crises in which assets were
lost and parents faced job losses affect their attitude to possessions.
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Millennials seem to observe fewer boundaries than previous generations and are
more flexible about ignoring them and more likely to engage in or tolerate incorrect
behaviour. They may question authority and demand meaningful work, challenges
and a steep learning curve. They readily utilize the resources of ethics and compli-
ance offices and respond to the elements of ethics and compliance programs that
include social interaction and provision of support such as helplines, training, and
mechanisms for seeking advice.

It should be stressed that, in the context of employment relations, Millennials are
the first generation expected to operate in a multicultural work environment which is
more internationally connected by proliferating technologies, and the first generation
to coexist with older ones in the workplace for a longer period of time. Cross-cultural
differences in a world of intensified migration call for greater understanding and
tolerance.

Generation Z is the least thoroughly examined but researchers have already noted
certain formative factors reflected in their characteristics, which are listed in Table
3.

Each generation seems to be more racially and ethnically diverse than its prede-
cessor. Members of the same generation across the world are found to share most
features but there are certain differences, and one area which can be most affected
by such diversity is communication. According to Hall’s Concept of Context, which
defines the amount of shared versus transmitted information, cultures can be referred
to as “low-context” or “high-context”. In low-context cultures communication typi-
cally needs to be explicit, direct, formal and often written, while in high-context
cultures it tends to be more indirect, informal and symbolic.

Table 3 Generation Z: characteristics and formative factors

• Oldest now turning 22, most still in their teens or younger

• 1996 a meaningful cut-off date between Gen Z and the previous generation in light of
political, economic and social factors

• In recent years have taken hold in popular culture and journalism

• More diverse racially and ethnically than any other generation

• Growing up in an “always on” technological environment

• Shifts in youth behaviours, attitudes and lifestyles—both positive and concerning

• The first generation of true digital natives, with an unprecedented degree of connectivity

• Generational shifts and technological trends accelerated

• Search for “truth at the centre” is characteristic of behaviour and consumption patterns

• Around 70% of teens are self-employed, e.g., teaching piano, making money from a YouTube
channel, or other creative ways of making money

Source Own considerations based on: Harvard Business Review, https://www.mckinsey.com/
industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-
companies

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies
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In 1991, Hofstede, referring to Hall’s Concept, concluded that individualism
is very often connected to low-context cultures while low individualism (collec-
tivism) is connected to high-context cultures. Lower-context cultures are typical for
the USA (excluding the Southern States), Canada, Australia, England, Germany,
Scandinavia, and Switzerland. Higher-context cultures prevail in Africa, Arab coun-
tries, Brazil, China, France, Greece, Hungary, Italy, Japan, Korea, Latin America,
Spain, Portugal, Turkey, andRussia. Interestingly, Poland as a part of Central-Eastern
Europe geographically, is located in between high- and low-context cultures.

In the era of globalized work and employment, conditions are likely to be heavily
influenced by the unavoidable co-existence of representatives of different cultures,
high- and low-context. It seems then that a challenge for businessesmay lie in the need
to mitigate potential misunderstanding and conflict in the course of communication
between representatives of these differing cultural types.

6 New Models

Widespread trends in today’s economy which impinge particularly on the role of the
individual are liberalisation, the emergence of new business models, and changes in
organisations from authoritarian pyramid structures to more dispersed structures in
which employees seek autonomy, creativity and empowerment. The emergence of
such new models is likely to pose persistent questions of a regulatory nature. In the
sharing economy, vulnerable groups are not protected by law, and the pace of change
is unlikely to be matched by slow-moving legislative procedures.

According to the logic of the network economy—an economy profoundly and
to the highest degree ever based on human ties—it is individuals, their personal
connections and independent decisions that will shape contacts and relations within
businesses which are increasingly less tied to discrete physical spaces and more
dependent on staffworking fromdifferent parts of the globe. Therefore, cross-cultural
analyses of values may make a helpful contribution to the understanding of different
attitudes.

According to Castells, the network society is characterized by a breakdown in
“rhythms” incorporated in the concept of the life cycle. Organisational and tech-
nological developments and cultural events typical of this newly emerging society
undermine this ordered lifecycle but without offering any alternative. Castells claims
that contemporary societies are organised around two opposing poles: the “Net” and
the “Self” (1996). The former term refers to network organisationswhich have largely
replaced vertically integrated hierarchies while the latter denotes the social identity
of the individual in a constantly changing cultural environment.
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7 Conclusion

Changes in the macro-environment, such as demographic transition or technological
shifts as well as micro-environmental behavioural factors are affecting the global
economy to a wide extent. Ethical issues, intangible, complex and difficult to stan-
dardize need to be given particular attention in the era of global business operating
in different parts of the globe where attitude to values that derive from human nature
can be diverse.

Since the trend of glocalization does not seem to be specifically considered in the
capacity of human values, they are understood rather as universal ones, uniform and
applicable all over the world in the same way.

However, ethical dilemmas and business solutions may be country- or region-
specific. Individuals from different cultural backgrounds and belonging to different
generations have certain features which determine not only their behavior, but also
perception of ethical values. Cross-cultural analyses of values is needed to address the
difference in attitudes typical for more individualist cultures, like the American one,
and collectivist societies, or such as the Polish one which, according to researchers,
is on the borderline between the two.

On top of that, further development of contemporary network economy together
with social changes intensified by societal diversity, imply that cross-cultural issues
will be gaining importance in business and the economy as a whole.

Today’s global economy is bringing about new challenges and demands that the
ethics of business activity are considered on an additional, multinational level.

New generations who are just about to assume control of the labour market will
need to be given far more attention by employers and decision-makers. Their moral
values are likely to shape future business to amuch greater degree than hitherto, while
legal systems may prove increasingly ineffective in the face of emerging challenges.
Young generations, such as Z and Y, whose representatives are likely to predominate
on the labour market very soon, with their specific stance and behavior seem likely to
clash with the older ones. Conflicts, however detrimental, are unavoidable and they
canmultiply withmuch longer working lives expected and ageing societies. The only
solution to mitigate such risks in business will be to recognise the specific features
of all generations and understand that only their proper handling and utilization can
bring potential to achieve synergy effect.

The importance of aspects of human behavior should not be underestimated byHR
specialists, marketers, managers, business analysts and decision makers. Apart from
ensuring legal framework to comply with, understanding of the specific features
or requirements of the human component is indispensable for businesses to be
successful and for the economy to grow in a sustainable way.

The contemporary trends imply that people are more prone to operate according
to the rules of “social contract/agreement”, ie acceptance of implicit norms rather
than those worded explicitly in acts and other regulations. New generations’ focus on
self-driven solutions and more participative models is an evident reflection of their
changing attitude to trust which is one of the most central ethical values.
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The fiduciary role of the state and its institutions of public trust, such as bankswith
a social license to represent and protect the interests of the individual, is evolving
and trust is shifting towards peer-to-peer model where the intermediary is eliminated.
Instead of having confidence in institutions and activity protected and guaranteed by
regulators, people are inclined to refer to own or peers’ solutions. The new business
models developing “from bottom up” prove that the role of individuals is unprece-
dented. The main principles on which such firms operate are peer-to-peer trust and
lack of regulation or protection by law. This, in turn, signifies that regulatory environ-
mentmay cease to have a dominant role in contemporary consumers’ perceptions and
evaluations, while decision-making process is likely to be reliant more on individual
ethical values. The changing role of, and attitude to trust, may intensify the need
to apply and encourage practices that society approves and expects businesses to
comply with in order to protect the moral rights of stakeholders, such as consumers,
shareholders and employees.

The dominance of newgenerations and changing position of different stakeholders
necessitate comprehensive approach in the areas of behavioural factors. Therefore, a
vast range of issues covering aspects of behavioral economics as well as interdepen-
dent and interconnected ethical, social responsibility and sustainability issues should
be addressed in further research. The potential of individuals should be utilized and
threats realized in order to be converted into benefits.
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National Responsibility: The Missing
Element of Business Ethics

David Cole and Petra Strnádová

Abstract In this paper we discuss the interaction of social responsibilities between
the individual, state, and corporate level in the new global and digital era. It is built on
the traditional shareholder and stakeholder models which are rather complementary
than opposite, and is enhanced by Carroll’s notion of “good corporate citizenship”.
The main concerns of the research, geographically based in the region of Central
Europe (CEE), include the relationship of the local national governments to the
western investors, particularly their generally low demands in return for often too
generous incentives; the new trends in young generation’s preferences and attitudes
to less and less affordable housing within the corporate context; and the lack of
the corporations’ response to the exponential threat of negative externalities occur-
ring as a result of dopamine-related digital and food products’ abuse. The standard
concept of CSR is thus further developed, with special attention to the key notion
of responsibility on the part of different stakeholders and their mutual impact in the
CEE region.

Keywords Corporate social responsibility · Stakeholder model · Business ethics ·
Nation · Digital economy

1 Introduction

Much has been written about the obligation of the corporations to think about the
needs of both their employees and the community in which a company resides. It is
almost a cliché that a company’s impact on society and its employees does not end at
the entrance gate. First and foremost, companies are profit-making entities with the
express intent of creating wealth for the investors. It would be overly simplistic to

D. Cole (B) · P. Strnádová
Department of Foreign Languages, Faculty of Economics, Matej Bel University, Banská Bystrica,
Slovakia
e-mail: david.cole@umb.sk

P. Strnádová
e-mail: petra.strnadova@umb.sk

© Springer Nature Switzerland AG 2020
U. Michalik et al. (eds.), Exploring Business Language and Culture,
Second Language Learning and Teaching,
https://doi.org/10.1007/978-3-030-58551-8_6

93

http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-030-58551-8_6&domain=pdf
mailto:david.cole@umb.sk
mailto:petra.strnadova@umb.sk
https://doi.org/10.1007/978-3-030-58551-8_6


94 D. Cole and P. Strnádová

state that the investors are so hell-bent on profit with untold riches being their main
motivation. Few would want to be seen as the evil villains. Every person creates a
“book-of-the-self” that can be seen as an epitaph for remembrance and this is also
true of the corporate leader. As such, the leader would want to leave a legacy of
being a good citizen in society. This greed vs. social standing forms the basis of
the well-known diametrically opposed shareholder/stakeholder models. These two
fundamental models are, however, largely a reaction to the state and its influence on
corporate decisions. They overlook the fundamental basis for societal organization—
a national identity. Even global companies are part and parcel to the nation upon
which they find themselves in. Because of this, it is felt that a more holistic approach
needs to be taken that goes beyond the immediate stakeholders.

In our paper, we have looked into how companies are dealing with positive and
negative externalities of production. To borrow an analogy from quantum physics,
corporate social responsibility (CSR) is local and global at the same time, depending
on the viewpoint of the observer. Economists have long touted the benefits of glob-
alization and to be fair, they are all around us, especially in terms of availability of
consumer goods.

CSR can also be judged on a smaller individual level as society is a collective
made up of individuals. Responsibility for the collective and the individual must
be shared. Without a doubt, the new digital economy is affecting behaviour at this
personal level as each year more of the economy is devoted to what can only be
considered as excess and over-indulgence.

2 The Role of the State in CSR

The concepts of CSR have varied over the years, but it can be said that there are two
poles representing two different thoughts. The first idea is that power belongs to the
entrepreneur and owners of a company, with e.g., Friedman (1962) as its distinctive
representative. On the second pole there is the concept that all actors involved in
a corporation need to be considered and treated respectfully, as suggested by e.g.,
Freeman (1984). At the same time, governments have been both hands-on and hands-
off in dealing with corporations. Throughout their history, the thought-pendulum has
swung from one extreme to the other. This bi-polar view of the corporation as friend
and foe was best summed up by a well-known Winston Churchill’s observation
presented in one of his 1950s speeches: “Some people regard private enterprise as
a predatory tiger to be shot. Others look on it as a cow they can milk. Not enough
people see it as a healthy horse, pulling a sturdy wagon”.

Global competition cannot be viewed as a zero-sum game where, if someone
wins, another person must lose. After all, the GDP of the world is ever growing.
In the global context, though, not everyone can be a winner as there will be local
jobs that are lost forever. The advantage of globalization is that it can raise living
standards in developing countries by providing higher standard manufacturing jobs.
Some types of work are no longer preferred in more developed countries, so the work
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is outsourced to countries where there is a desire for these occupations, e.g., textile,
clothing, and shoes production. Offshoring certain skill sets to new countries allows
for the development of higher-level skills in old countries, allowing them to move
up to a higher level of value-added production.

There are, however, disadvantages within the global context. International compa-
nies move their operations to countries with low pay and lay off people in the higher
paying countries. When offshoring certain occupations, the standards of worker
safety and benefits are lowered, even when different standards of living are taken into
consideration. As certain jobs are no longer performed in the country, these skills,
especially in areas like research and development, are lost for good. Many have
accused international corporations of starting a race to the bottom for the lowest
production price and eventual lower living standards.

Currently, it can be said that CSR is an attempt to find a middle ground between
extremes and this should be regarded in a new global context. For a modern version
of CSR to be successful, it needs to consider the greatest possible good affecting the
greatest possible number of people.

Carroll (1991) saw that CSR embraced four kinds of responsibilities: economic,
legal, ethical, and philanthropic. For the conscientious businessperson, CSR must
firstly be about making money. Profit, however, must be gained through legal means,
thus obeying the law is paramount. Not all rules in society are specifically set out
in law, thus ethical decisions that go beyond the law need to be considered. Lastly
and dependent upon the success of the corporation, the final element is being a good
corporate citizen and giving back to society. As a result, he envisioned CSR as a
pyramid consisting of four levels, from bottom to top: (1) make a profit; (2) obey the
law; (3) be ethical; and (4) be a good citizen (1991, pp. 39–48).

This pyramid should not be viewed with fixed layers or proportions. Obviously,
some companies have more power to change the world for the better. Few people
would argue that a chocolate company, a supplier of an indulgence, could be held
to the same standard as Google with the ability to fundamentally change the world.
The above pyramid also assumes that the laws are adequate. A simple way to put it is
that CSR is not about how a company spends its money; it is about how a company
makes its money.

3 CSR: The Interactions

Economics is a science that has long been divided into two competing philosophies
that could be described as an individualist approach and a collectivist approach.
The term that is most commonly used is the shareholder and stakeholder model. The
shareholder model holds that the only social responsibility that a corporation has is to
make a profit. The stakeholdermodel believes that long-term survival of a corporation
depends on the satisfaction of other people or groups that have a legitimate interest
in the company. In terms of the above pyramid, it could be said that the shareholder
model forms the foundation while the stakeholder model, the top.
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3.1 CSR: The Interaction of the Corporation and Society

Nobel PrizewinnerMiltonFriedman (as cited inWartick&Cochran, 1985) addressed
the needs of the corporation by arguing that the corporation has only one social
responsibility and that is to satisfy their owners, the shareholders. He went as far as
to say that it was socially irresponsible for the corporation to divert time, money, and
attention away from maximizing profits for social or charitable causes. Friedman
believed that if a company spends money on social causes, they will have less money
for quality materials or hiring talented workers, customers would find these products
less desirable and choose a competitor. As such, spending money on social causes
hurts all stakeholders. Friedman claimed that the corporation could not be asked to
solve societal problems, as this was something best left for governments and their
representatives by making appropriate laws.

The stakeholder theory attempts to address the morals and values in management
by the identification of the interests of all groups that are necessary for the success
of the company. The idea originated from Freeman (1984)1 who believed it was
necessary to find out which groups and what actions are really important in the
success of an organization. The model is based on the idea that the company exists to
serve the many stakeholders who have an interest in it or who, in some way, may be
harmed or benefitted by it. These groups include employees, customers, suppliers,
financiers, communities, governmental bodies, political groups, trade unions, and
sometimes even the competitors.

There are some disagreements about who is considered a stakeholder, but we
can generally divide them into two groups: primary and secondary stakeholders.
The primary stakeholders are those whose participation is critical for the company’s
success (employees, shareholders, customers). Secondary stakeholders are thosewho
are affected by the company (suppliers, government, even competitors). Apart from
this general definition, stakeholders need to possess three characteristics: (1) legit-
imacy, i.e., having a legal claim to the company’s activity; (2) power, i.e., having
the ability to influence the company’s decision-making process; (3) urgency, i.e., the
ability to command attention from management (Mitchell, Bradley, &Wood, 1997).

Freeman (1984) suggests that a core competence of a manager is figuring out how
the interests of the different stakeholders go in the same direction. The key question
is finding out how each group is important to the business. It is all of the individual
stakeholders that create a product together and it is something that not one of them
can create alone. Therefore, it is important that each stakeholder group does not
become totally self-interested.

According to Carroll’s pyramid, the long-term existence of a corporation is depen-
dent on the relevant stakeholders, who must receive some benefits from the top

1It is not much known, however, that the concept was originally developed by Ian Mitroff in his
book “Stakeholders of the Organizational Mind”, published in 1983. In R. E. Freeman’s article
on Stakeholder theory that appeared in the California Management Review in early 1983, there is
no reference to Mitroff’s work; Freeman claimed that the concept was the product of an internal
discussion in the Stanford Research Institute.
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echelon of the pyramid, both spiritually and economically. Very few companies
manage to pass the test of time and fewer still have remained champions in their
field: Ford, General Electric, Pfizer, Proctor and Gamble are just a few examples of
companies that have managed to survive for over 100 years.

3.2 CSR: The Interaction of the Corporation and the State

The Central Europe region has become the “go to” region of Europe for new produc-
tion facilities and this has provided opportunities for observation in negotiations of
operational conditions. As a result of our previous research (Theodoulides, Korman-
cová, & Cole, 2019), we believe an ethics pyramid could be created based on three
legs: transparency, accountability, and universality. Transparency refers to visibility
or accessibility of information concerning business practices. Accountability is an
obligation or willingness to take responsibility and to disclose results of an action in
a transparent manner. Universality is the application of a rule to all and is based on
Kant’s (1993, 3rd Eng. Ed.) principle of similarly situated persons. The last leg of
this triangle is sometimes being compromised in order to attract a large corporation
to the community, i.e., the Kantian rule is not being applied evenly.

Some companies are able to negotiate favourable terms for their entry into the
country. This includes tax holidays, loans, and infrastructure improvement. Other
companies have complained that the tax holidays give the competition an unfair
advantage. Part of this competition is for the limited talent in a country’s labour
force where the company with a tax benefit has an advantage over the other. This is
especially true in manufacturing where many blue-collar workers can work across a
wide range of jobs.

Infrastructure, especially in the form of highways, is a large factor that is indirectly
violating the notion of universality among players. According to Camagni (2002),
transport infrastructure is the competitive advantage that many businesses look for
when deciding on where to invest. Cushman & Wakefield 20th Annual European
Cities Monitor (2009) found that international links and connections to other major
economic centres are the third most important criterion for determining the location
of investment. The CEE region is considerably behind Western European nations in
terms of highway construction.

Spatial evidence of regional inequality of infrastructure can be found in roadway
construction, specifically 4-lane highways. This basic necessity for prosperity and
the lack of balance can be seen in Fig. 1.

From the map of completed roadways above, it can be seen that the level of
development in the Germanic countries (Germany, Austria, Switzerland) is much
greater than in the so called Visegrad nations.2 It can also be seen that the extreme

2Visegrad group, or V4, is a cultural and political alliance of four Central European countries—the
Czech Republic, Hungary, Poland, and Slovakia.
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Fig. 1 Completed 1st class highways for Germanic countries compared to Visegrad nations as of
7.2016. Source Own creation using available highway data

Eastern regions of the Visegrad countries have even less connection to the inter-
European grid—a huge visual sign to the lesser status of the region. Moreover, with
tension in Russia, Belarus, Ukraine, andMoldova, we believe that the economic push
to the east has slowed considerably, adding to the negative expectation. In Slovakia,
there is still nomajor highway connecting the two largest cities: the capital Bratislava
in the west and Košice in the east. In 2018, not even a single kilometre of highways
was built here. Even more abhorrent is the lack of north-south links, such as between
Budapest and Warsaw.

The corporate need for infrastructure and the governments’ ability to provide it
are unwittingly creating regional winners and losers. A study by the German Federal
Institute for Research on Building, Urban Affairs, and Spatial Development paints a
very clear and disturbing picture, at least for Europe (2013):

• city regions are growing, in Central and Eastern Europe as well;
• half of Europeans live in shrinking regions;
• shrinking regions exist in nearly all countries.

The result is an expectation of further imbalances between the growing and
shrinking areas. As infrastructural investment is seen as a duty of the government,
corporations are not seen as being responsible, yet this is dodging the responsibility of
causation, especially if the corporation is a recipient of a tax holiday or a government
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loan. By not building highways, the state is indirectly disadvantaging some regions.
If tax and financial incentives are to be used by the government to entice business, it
logically should be used to reduce regional disparities. As for highways, this should
be a high priority from the EU. After all, highways do not stop at a country’s border.

4 CSR: What It Means to a Company and the Individuals
Within the Company

Fromour abovementioned researchwehave found inCEE region, the companies fully
understand the optics of CSR, especially in terms of stakeholder support. Many of
them do have initiatives designed to promote the company as being a good corporate
citizen. As such, we find the companies of the CEE region to be fully in line with
the concept of stakeholder CSR. This is rather unsurprising as, during socialism, the
companies held a high social role in the community. Most of those we interviewed
feel a deep connection with the local community and they are careful to nurture the
image of positivity. Corporate leaders fully understand the need to have an image of
benevolence.

The digital era has added a new layer of complexity to the notion of universality
in terms of competition and also regional stability. It is assumed that all firms must
keep reinventing themselves in order to stay relevant. Not doing someans that today’s
corporate leaders can become yesterday’s horse and carriage in a heartbeat. This is
a well-known Schumpeter’s gale (2003), or a notion of creative destruction, i.e., the
process of innovation where new products (and firms) replace old, outdated ones. It
is considered standard dogma as the corporation and its competitors are seen to have
the same universal rules and privileges.

New research from the OECD (Andrews, Cruscuolo, & Gal, 2015) suggests that
Schumpeter’s model is breaking down as frontier firms are growing much faster than
the laggard firms. They define the frontier firms as companies in the top 5% of their
industry, with laggards being the remaining 95%. They found that frontier firms tend
to be global and part of a multinational group, and use other global frontier firms to
provide the benchmark. What this means is that the gap between a frontier firm and
other frontier firms in other nations is shrinking, while the gap between a frontier
firm and a laggard within a nation is growing. The established notion that a market
challenger may one day up-seat the market leader becomes questionable. This is
especially true in services. The use of digital innovations of the frontier firms can
lead to an incredibly fast scaling-up of networks and lowering ofmarginal cost, which
means that the competition is overwhelmed with little time or resource to react. The
productivity gains made by these firms stay at the frontier and do not trickle down
to the rest of the economy. In the global context, a country can have a competitive
leader that can take on the world. On the other hand, the countryside will be littered
with national laggard firms that have no place in this modern utopia.
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There is little consensus as towhat should be done about this. Should governments
support the laggards or should frontier companies give away their trade secrets? One
thing is quite evident: the losers are crying foul at the voter box. From Europe,
England, and the United States, marginalized people are voting for a dose of anarchy
in hopes of shaking up the established order. There is also much disagreement as to
why to engage in a protest vote other than a desire to get back at the leaders that are
not listening to them. Corporate leaders in frontier firms are playing by the rules of
the game defined by society, but are still creating the conditions where many are not
benefitting, and this is very often geographically proximate, i.e., some areas grow
stronger while others continue to decline.

4.1 CSR: Between the Corporation and the Individual

Classical economic theory suggests that man seeks to maximize his utility while
a firm seeks to maximize its profit. What has been forgotten is that the above needs
are as much rooted in the past (historical institutions, the national trait) as for future
aspirations (modernity). This suggests that corporations must also consider other,
more humanistic needs. Individuals strive to complete their ‘life story’ by choosing
options that will leave them with a respectable legacy. All individuals in society are
looking to find the best alternative for themselves and this desire can be expressed
in terms of both material attainment and societal status.

The single largest purchase in an individual’s life is a house, and, for the CEE
region, homeownership is of high importance (over 90% in most CEE countries).
According to the ‘State of Housing in the EU’ by the EU Urban Agenda Housing
Partnership (Pittini, Koessi, Dijol, Lakatos, & Ghekiere, 2017), housing has become
a problem due to the following:

• Buying a house is the highest expenditure for Europeans and remains stable at
high level, hitting the poor disproportionally harder,

• House prices are growing faster than income in most Member States, while
inequality and housing exclusion are mutually reinforcing,

• Territorial divide is alarming, as finding adequate and affordable housing in places
with job opportunities is increasingly hard,

• As the level of housing construction is still low, especially major cities face a
structural housing shortage,

• Political response to Europe’s housing challenge remains poor.

For many of the larger firms, the importance of infrastructure exacerbates this
problem. For management and corporate leaders, the decision to move to where
housing is not readily available becomes ethically questionable, especially when a
corporation seeks government funding. Even if a company is compensating their
own employees fairly for a high-priced region, a knock-on effect can cause negative
externalities for other firms.
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In our on-going research conducted with EF UMB students since 2011, we have
been able to define the expectations of work among the newer generation with over
1000 respondents so far. This evaluation consists of essays on future expectations
(where do I see myself in 10 years?) and questionnaires on making choices between
work and living options presented in a binary form. We have found that:

• students overwhelmingly wish to avoid a move to a large metropolitan area,
• houses are preferred overwhelmingly over flats, with bungalows being the most

popular,
• students almost unanimously see themselves in some sort of desk job behind a

computer, without any consideration of any other options,
• students will choose a desk job over a blue collar job even when the pay is one

third less,
• female students would overwhelmingly choose a white collar worker over the

blue collar worker for a husband, even when he is paid one third less,
• a change that has occurred recently is that newer students have a lower desire to

go to another country for work opportunities.

For the new generation, there is a well-bounded definition of what work should be
and, for most, a job in production does not create a good narrative to go into the book-
of-the-self. The corporate leader would do well to increase the perception of work in
production and to stress that the outcome of this work is stable, rewarding, and would
help with the individual’s legacy. A model for the specialist craftsman/technician
can be found in Germany where work in production is still regarded highly by the
government and also in society.

The digital economy has added to the uncertainty of long-term stability as compa-
nies can now quickly move and adapt to new environments, often more quickly than
people. There ismuch cynicism among the young generation about companies having
any long-term loyalty to its employees. As such, CSR between the corporation and
employeemust include long-term commitments to employees and,more importantly,
a pathway to success that is defined by the individual and guided by the leaders.

5 Collective Versus Individual Responsibility

A main concept of Kantian theory is that individuals take responsibility for their
actions and do not transfer these consequences to somebody else. This is a rather
simple notion to follow on a personal level, as one’s own action has direct cause
and effect on others. Like Adam Smith, Emmanuel Kant lived in a time when basic
survival was a challenge. They could not dream of a world with somuch interconnec-
tion. It is this interconnection that has made life far more purposeful by allowing us
to create the tools to overcome its challenges. Wars, famine, disease, though still in
existence, have been tamed to such a point that human toil can now focus on pursuits
other than basic survival. Now, a new concern is replacing the older ones. This can
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best be described as “too much of a good thing”. We can refer to these good things
as indulgences or engaging in activities more than what is good for you.

In the past, indulgence had its limits with alcohol and tobacco being a main
concern. Shoppingwas functional rather than recreational. Hobbieswere recreational
rather than habitual. Now there is a growing area of the economy that is predisposed to
the usurpation of individual responsibility. To put it bluntly, there are many economic
agents who are prospering from addictions in its many forms. The big question is
what is the responsibility of the corporation in regards to individualistic negative
externalities?

Society and corporations have largely come to terms with alcohol/tobacco addic-
tion, as there are many controls placed on their consumption and sale, e.g., taxes,
warning labels, rules of sale. In psychological terms, addictive behaviour can be
traced to brain chemistry, specifically dopamine. This neurotransmitter was found
by Schultz (1998) to be a chemical reward for meeting the goals of an anticipated
action. With this reward mechanism, an action can be habituated. Dopamine is a
short-term experience with a need and a desire for more and higher levels of release.
According to Lustig (2017), the corporation has learned to “hack” into this dopamine
hit, presenting a growing list of problems such as obesity, consumer debt, and above
all, the use of internet devices in its many forms. Few today could even consider
purposely leaving home without the ubiquitous smartphone. For most individuals, a
day does not go by without connecting to the internet. Food companies have gone
from providing the basic staples to supplying added value processing and led to an
abdication of the cooking responsibility to the food company.

All of the above has the risk of too much moralizing and chasing imaginary
enemies. However, today’s parents are constantly facing the threats posed by the
smartphone, the internet, and food issues aimed at their children. Bad actors who can
disseminate fake news, inflaming hatred, supply pornography, etc. have a platform
that can reach millions with few limits. It needs to be asked if corporations have a
responsibility to limit activities that are overly destructive to society, the collective,
especiallywhen it becomes all too apparent that their products are facilitating societal
problem.

It would be hard to argue that firms should assume the obligation for individual
responsibilities and few would relish living in a nanny state of government-imposed
rules on commerce seen as a vice. On the other hand, it would be hard to call a
corporation socially responsible if the end result is too many customers facing too
many issues of addiction. This is especially true when the customer is a child.

The psychologist Leary (1983) famously evoked a previous generation to tune in,
turn on, drop out. In order to meet the responsibility of today’s world, the inverse of
Leary’s pronouncement may be more appropriate—to tune out, turn off, drop back
in.
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6 Conclusion

In this paper, the interaction of social responsibility was explored between the state
and the corporation, the corporation and its stakeholders, and the collective and the
individual. We have found the corporations to be engaged in the community and do
their best to be seen in a positive light. Globalization has added a layer of complexity
to CSR, as a company could be doing all the right things and still be contributing to
negative externalities.We see a need formore open dialogue and cooperation between
the state, corporate, and individual levels. Instead of focusing on legal obligations,
the attention should turn to what is intuitively right. With a focus on what could be
considered an intuitive good, it would be easier to come to agreements between all
three levels of society, for example:

• Food industry: individuals are free to purchase their desire, but contents as to the
amount of sugar and fat could be clearly and understandablymarked on packaging.

• Car industry: cars should be marketed on their actual efficiency and emissions
judged in real-world conditions rather than laboratory conditions.

• Children: companies need to be careful with supplying and marketing products
that could be unhealthy to the body and the minds of children and should not
engage in unscrupulous collection of their data (this is especially true of smart
phones).

• All parties need to consider the individuals and regions that are being left
behind, keeping in mind the principles of universality, i.e., equally situated people
should have the same opportunities. This concept could be helped through the
construction of adequate transportation infrastructure (highways) and through
more equitable taxing and subsidy schemes.

The above examples are all instinctive in theory, but are often overlooked in
the attempts to achieve greater short-term profit. Global companies have a special
obligation to the nations they reside in. As frontier companies operating on the global
level are pulling further away from their challengers, some are losing their sense of
national obligation, as their focus is myopically on other global competitors. Too
many governments see the frontier firms as ‘white knights’ and gift these saviour
companieswith infrastructure improvements and tax subsidies, yet the trickling down
of technology is limited as the speed of the accumulative advantage has accelerated.
Laggard firms and declining regions are truly at a disadvantage.

A common theme throughout this paper is the notion that individuals attempt
to create a legacy that can be described in the book-of-the-self. One yardstick for
success of an individual is the intergenerational comparison—am I better off thanmy
parents when they were my age? This is a hard comparison, as the generations can
be divided between pre and post internet. For Central Europe, where this research
is focused, the generational differences are starker with the socialism/capitalism
divide. In our gadget driven world, it is hard to imagine going back to a time of
corded phones, limited TV, and information limited to books in libraries. On the
other hand, it becomes harder to imagine affording a house or, even worse, affording
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children. These are the real canaries in the coal-mine that call into question long-
term viability of some nations. CSR is more than just doing some good things for the
immediate stakeholder: it is also a holistic interaction between all levels of society.
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Abstract The paper presents the results of a comparative analysis of the employee
values reflected in two types of electronic word of mouth (eWOM): online employee
reviews and testimonials. The two corpora comprise, respectively, 150 online
employee reviews of 14 randomly selected companies and 270 employee testimo-
nials extracted from the corporate websites of the same organisations. The anal-
ysis investigates what categories of employee values/benefits (rational/functional,
emotional/psychological, higher order benefits/brand values) contributing to theEVP
(Employee Value Proposition) are communicated in both text types and how those
values are expressed linguistically. The results obtained indicate a large degree of
similarity between the two sets of texts, yet they also reveal some interesting differ-
ences pertaining to the types of values and their linguistic expression; the differences
can most probably be attributed to the location of the reviews and testimonials on
the company-independent <<>> company-dependent continuum.While employee
reviews clearly perform a (predominantly) evaluative function, employee testimo-
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1 Introduction

There is a broad spectrumofways inwhichorganisationsmaypromote their employer
brands and Employee Value Proposition, both internally and externally.1 Advertising
the EVP often involves making use of the same or similar methods and techniques
that have been proven effective in consumer branding. Employee values and bene-
fits can also be communicated by employees; the Internet provides almost unlim-
ited opportunities for former and current staff members to share their experience of
working for organisations, through reviews and comments posted in social media and
review websites, or other forms of word-of-mouth communication.2 In the recruit-
ment context, word-of-mouth is seen as “interpersonal communication, independent
of the organisation’s recruitment activities, about an organisation as an employer
or about specific jobs” (Van Hoye & Lievens, 2007, p. 373; see also Van Hoye,
2014). If favourable, such opinions can contribute significantly to the creation of
strong employer brands; conversely, if critical comments prevail, the most valuable
candidates may be discouraged and seek employment with competitors.

The paper presents the results of an analysis comparing the employee values
reflected in two (closely related) types of electronic word-of-mouth: online employee
reviews and testimonials. The aim of the study is to investigate whether and to what
degree the value categories and the ways these values are expressed linguistically
differ between the ‘real’ and company-dependent WOM.3

2 Theoretical Background

This section aims to provide a theoretical background for the analysis. It offers a short
characteristic of the two related genres of employee reviews and employee testimo-
nials; it also provides an overview of the nature and different categories of corporate
and employee values; finally, it briefly summarises the approach to investigating the
linguistic expression of values adopted for the purposes of the study.

1The concept of Employee Value Proposition (EVP), although not synonymous with the ‘main-
stream’ marketing notion of Unique Selling Proposition (USP), has presumably been built on the
latter (Barrow & Mosley, 2005; Hill & Tande, 2006; Martin & Hetrick, 2006).
2Basically, word-of-mouth is defined as person-to-person communication related to product, service
or brand experiences (Godes et al., 2005; Sen & Lerman, 2007). Increasingly widespread web-
based word-of-mouth, also referred to as electronic word-of-mouth (eWOM), makes use of chat-
rooms, electronic boards, and independent websites presenting interpersonal company information
(Dellarocas, 2003).
3The paper is a continuation of an earlier study by the same author investigating employee values
and their linguistic expression in a corpus of employee testimonials (Łącka-Badura, 2018). The
present study compares the results with those obtained for ‘real’ word-of-mouth, i.e., employee
reviews, using the same theoretical background and methodology.
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2.1 Employee Reviews and Testimonials

In the employment context, employee reviews meet the definitional requirements of
word-of-mouth entirely (cf. Van Hoye & Lievens, 2007, quoted in the introduction).
They are typically anonymous and can contain positive as well as negative informa-
tion about current or previous employers; they are generated by people who (at least
theoretically) have no commercial interest in promoting the employing organisation.

Employee testimonials, i.e., official statements from employees which explain
what they like about their job or company, are characterised by greater complexity.4

They are predominantly persuasive and promotional, comprising texts of various
lengths and level of elaboration, typically found under hyperlinks to career oppor-
tunities sections on corporate websites. They have gained significance in the last
decades as an instrument used to convey (positive) information about employing
organisations, the types of people potential applicants may encounter and work with
if employed, quality of work life issues, organisational culture, values and image
(Cober, Brown, & Levy, 2004; Kroustalis &Meade, 2007; Maagaard, 2014; Walker,
Feild, Giles, Armenakis, & Bernerth, 2009).

Employee testimonials belong to the category of “company-dependent recruit-
ment sources” of employment information (Van Hoye & Lievens, 2007, p. 373).
Unlike job advertisements (seen as the most typical example of company-dependent
source), employee testimonials combine the advantages of company-dependent and
company-independent recruitment sources; the former can be directly controlled to
promote a favourable image, while the latter share many characteristics with word-
of-mouth as an interpersonal information source. The hiring organisation being the
actual sender of the message conveyed in testimonials, they are nevertheless (at least
partly) attributed to individual employees sharing first-hand experience of what it is
like to be amember of a particular organisation; they provide a human touch to recruit-
ment communication, thus facilitating identification with the potential employer
(Cober et al., 2004; Maagaard, 2014). Consequently, employee testimonials can be
seen as “company-controlled imitations of word-of-mouth” (Van Hoye & Lievens,
2007, p. 374). The success of the imitations depends, to a large degree, on how
much of the experiences narrated in testimonials seem to originate in the employees
themselves, and how much is attributable to the employing organisation.5

4CambridgeBusiness EnglishDictionary. https://dictionary.cambridge.org/dictionary/business-eng
lish/employee-testimonial.
5See Cable and Turban (2001), Maagaard (2014), Van Hoye and Lievens (2007), Van Hoye (2014),
for amore detailed discussion on the credibility of employee testimonials as a source of employment
information.

https://dictionary.cambridge.org/dictionary/business-english/employee-testimonial
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2.2 Linguistic Expression of Values

Although the concept of value (including business values) is very complex andmulti-
dimensional (see e.g., Bozeman, 2007; Fleischer, 2010; Frederick, 1995; Grunert-
Beckmann & Askegaard, 1997; Hultman, 2005; Rokeach, 1973; Simons, 2001;
Schwartz, 1992), its understanding is simplified for the purposes of this study and
interpreted as overlapping with the notion of—broadly understood—employee bene-
fits. The simplification seems justified in view of the conceptualisation of the EVP
(EmployeeValue Proposition) presented briefly in the introduction,where the lexeme
value is used synonymously with such lexemes as benefit, reward, and reason (for
becoming or staying committed to an organisation).

In otherwords, theEVPcontains the reasons for employees “to commit themselves
to the organisation” (Hill & Tande, 2006, p. 19). Barrow and Mosley (2005) divide
the EVP (or employer brand benefits) into three groups: (1) functional benefits,
e.g., payment for the services rendered, a safe working environment; (2) emotional
(psychological) benefits, i.e., people’s emotional attachment to the employer, the
extent to which they feel satisfied and valued; (3) higher order benefits and brand
values—the core focus of the brand is shifted from the level of functionality towards
a higher ground of brand values and image associations. Similarly, Adamczyk and
Kubasiak (2009) divide the EVP elements into the categories of rational, emotional,
and ‘image’ benefits.

With regard to the linguistic expression of values, Puzynina (1992, 2003), seen in
the Polish school of axiological linguistics as the advocate of the so-called pragmatic-
residual approach to the language of values and evaluation (cf. Krzeszowski, 1997),
emphasises that values are largely expressed by non-systemic (pragmatic)means. She
differentiates between the direct (explicit) value judgements as ‘systemic/semantic’
means of expressing value, where the positive/negative value judgements are viewed
as being embedded in the semantic structure of a linguistic entity, and the indi-
rect (implicit, ‘textual/connotative’) means of expressing value, where the value
judgement lies in the connotationmotivated by speaker’s/reader’s general knowledge
and cultural competences. It must be stressed that the distinction between explicit
and implicit valuation is far from clear, and thus conveyance of attitudes and value
judgements should probably be regarded as a combination of explicit devices and
implicit strategies. The explicitness/implicitness seems to be a matter of degree in
the continuum of scales of intensity (Bednarek, 2006; Puzynina, 1992, 2003).

3 Material and Methods

The analysis compares two corpora: the first one comprises 152 employee testimo-
nials (ETs) extracted from the corporate websites of 14 randomly selected organi-
sations6; the other corpus consists of 270 (five star) online employee reviews (ERs)

6The corpus of employee testimonials was extracted from the following corporate websites:
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of the same companies, found on popular independent review websites: www.gla
ssdoor.com and www.indeed.com (accessed on 5–8 February 2017). The decision
to analyse almost twice as many reviews as testimonials stemmed from the fact that
the number of reviews available on the two sites mentioned was far greater that the
number of testimonials found on the corporate websites; insisting on an even number
of texts in both corpora would thus limit the representativeness of the second corpus.
Also, due to the fact that neutral or negative reviews are by nature very different
form the positive ones, only the best (five star) reviews were taken into account,
to make the review corpus more comparable with the sample of testimonials and,
consequently, render the analysis more reliable. Therefore, the texts under compar-
ison are, on the one hand, employee testimonials, and on the other—reviews by
happy/satisfied employees. Table 1 presents the distribution of texts in both corpora.

As can be seen, different numbers of texts were available for different companies
and no employee reviews were found for Bluearc. The analysis does not therefore
compare texts evaluating particular employers, but rather investigates the samples as

ETs 122–131 KINDRED AT HOME.

https://www.kindredathome.com/careers/employee-testimonials/ [accessed 19.09.2014].

ETs 132–148 TELEPERFORMANCE.

https://teleperformanceukcareers.co.uk/testimonials/ [accessed 19.09.2014].

ETs 149–152 GENESIS SYSTEMS.

https://www.genesis-systems.com/how-we-do-it/company-info/employee-testimonials
[accessed 19.09.2014].

ETs (Employee Testimonials) 1–10 CATERPILLAR.

https://www.caterpillar.com/en/careers/why-caterpillar/employee-testimonials.html [accessed
18.09.2014].

ETs 11–15 ICE.

https://www.iceenterprise.com/careers/testimonials.jsp [accessed 18.09.2014].

ETs 16–30 ALTISOURCE.

https://www.altisource.com/AboutUs/Careers/EmployeeTestimonials.aspx [accessed
18.09.2014].

ETs 31–45 QUATRRO.

https://www.quatrro.com/employee-testimonials.html [accessed 18.09.2014].

ETs 46–49 LANDSCAPE STRUCTURES [accessed 18.09.2014].

https://www.playlsi.com/Learn-About-Us/Careers/Employee-Testimonials/Pages/Employee-
Testimonials1.aspx

ETs 50–73 CALIBRE [accessed 18.09.2014].

https://www.calibresys.com/careers2/employee_testimonials.html [accessed 18.09.2014].

ETs 74 – 87 VICTAULIC.
https://www.victaulic.com/en/our-company/careers/employee-testimonials/ [accessed

18.09.2014].

http://www.glassdoor.com
http://www.indeed.com
https://www.kindredathome.com/careers/employee-testimonials/
https://teleperformanceukcareers.co.uk/testimonials/
https://www.genesis-systems.com/how-we-do-it/company-info/employee-testimonials
https://www.caterpillar.com/en/careers/why-caterpillar/employee-testimonials.html
https://www.iceenterprise.com/careers/testimonials.jsp
https://www.altisource.com/AboutUs/Careers/EmployeeTestimonials.aspx
https://www.quatrro.com/employee-testimonials.html
https://www.playlsi.com/Learn-About-Us/Careers/Employee-Testimonials/Pages/Employee-Testimonials1.aspx
https://www.calibresys.com/careers2/employee_testimonials.html
https://www.victaulic.com/en/our-company/careers/employee-testimonials/
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Table 1 Distribution of texts in both corpora: Employee reviews and employee testimonials

Company Employee testimonials (ETs) Employee reviews (ERs)

CATERPILLAR 1–10 1–48

ICE 11–15 49–54

ALTISOURCE 16–30 55–72

QUATRRO 31–45 73–80

LANDSCAPE STRUCTURES 46–49 81–84

CALIBRE 50–73 85–110

VICTAULIC 74–87 111–128

NLIVEN SYSTEMS 88–91 129–137

ACCURATE HOME CARE 92–100 138–147

LOCKHEED MARTIN 101–116 148–197

BLUEARC 117–121 –

KINDRED AT HOME 122–131 198–220

TELEPERFORMANCE 132–148 221–269

GENESIS SYSTEMS 149–152 270

two wholes, aiming to examine potential differences between the employee values
communicated in the two genres.

More specifically, the two corpora are analysed with a view to identifying the
types of values expressed, both explicitly and connotatively, as well as their (mostly
lexical) markers. The language of the texts constituting the corpora is thus treated
predominantly as the source of information about the values/benefits as seen by the
employees talking about their organisation; additionally, the language is viewed as
an instrument of valuation and the carrier or bearer of the values communicated (cf.
Bartmiński, 2003).

The framework for the study was created drawing on the classification of the
EVP values/benefits proposed by HR scholars (Barrow & Mosley, 2005; Adam-
czyk & Kubasiak, 2009). In view of the fact that a lot of the higher order bene-
fits and brand values found in the corpus are expressed indirectly through the
emotional/psychological benefits and the (remarkably numerous) positive references

ETs 88 – 91 NLIVEN SYSTEMS.
https://www.nliven.com/careers/employee-testimonials/ [accessed 19.09.2014].
ETs 92–100 ACCURATE HOME CARE.

https://www.accuratehomecare.com/employee-testimonials.html [accessed 19.09.2014].

ETs 101–116 LOCKHEED MARTIN.

https://www.lockheedmartinjobs.com/testimonials.asp#tab1-anchor?personactive=eli
[accessed 19.09.2014].

ETs 117–121 BLUEARC.
https://www.bluearcgroup.com/Employee-Testimonials.html [accessed 19.09.2014].

https://www.nliven.com/careers/employee-testimonials/
https://www.accuratehomecare.com/employee-testimonials.html
https://www.lockheedmartinjobs.com/testimonials.asp#tab1-anchor?personactive=eli
https://www.bluearcgroup.com/Employee-Testimonials.html
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to employers’ attributes, the framework was slightly adapted for the purposes of the
analysis. Three categories of values/benefits are thus examined, encompassing

(1) functional/rational benefits,
(2) emotional/psychological benefits,
(3) employers’ attributes.

As the demarcation line between explicit and implicit evaluation is far from clear
(see Sect. 2.2), the explicitness/implicitness is treated in the analysis as being amatter
of degree; consequently, the term ‘explicit’ is used to denote evaluation closer to the
explicit pole of the explicit/implicit continuum, whereas the term ‘implicit’ refers to
evaluation closer to the implicit pole of the continuum.

4 Results and Discussion

This section presents the results of the analysis of rational/functional and
emotional/psychological benefits communicated in the corpora of employee testi-
monials (ETs) and employee reviews (ERs). It also provides extracts exempli-
fying how the values are expressed linguistically, both in a direct (explicit) and
indirect (implicit) manner. Finally, employers’ attributes as seen by the employees
are presented, partially overlapping with the category of ‘higher order’ values (see
above).

The first observation that emerges from the analysis is that the texts in the testimo-
nial corpus communicate positive evaluation only. On the other hand, a significant
31% of the five star reviews include some sort of negative evaluation, for example:

(1) It’s easy to get terminated (ER248).
(2) Lack of support (ER18).
(3) My contract ends (ER171).
(4) The elevator moving slow (ER79).

As can be seen, the unfavourable comments range fromclearly negative evaluation
of the employer in extracts (1) and (2), through extract (3) that can be interpreted as
merely a statement of a fact, not directly related to the employer, to a complaint in (4)
about an inconvenience that—under normal circumstances—would be regarded by
most employees as insignificant.7 The above difference is the first, easily observable
indication that the communicative functions of employee reviews and testimonials,
although overlapping to a large extent, are not identical.

The analysis of the broad categories of values, i.e. rational/functional versus
emotional/psychological, reveals that the latter are communicated in both corpora in
a significantly larger proportion of texts than the former. Also, as shown in Table 2,

7The results obtained for the ER corpus presented further in the analysis include those related to
the critical/negative comments; even if the communicators complain about the lack or deficiency of
particular rewards, it is interpreted as indicating that these benefits are highly appreciated.
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Table 2 Rational/functional
and emotional/psychological
values

Type of values % of ETs % of ERs

Rational/functional 47 65

Emotional/psychological 89 85

the percentage of texts expressing the emotional/psychological values is very similar
in the two samples (89% of ETs and 85% of ERs). On the other hand, a consider-
able difference has been found between the employee testimonials and reviews with
regard to the rational/functional benefits, appreciated in 47% of ETs, and 65% of
ERs.

The findings pertaining to the emotional/psychological values (Table 2) seem to
confirm the great importance that employees attach to the emotional benefits asso-
ciated with the job and the employing organisation, as indicated by HR scholars
and practitioners (cf. Anderberg & Froeschle, 2006; Barrow & Mosley, 2005;
Dobrowolska, 2009; Głowicka, 2009; Halvorson, 2013; Hill & Tande, 2006; Rynes
& Cable, 2003). The relatively high percentage of ERs expressing appreciation for
the rational/functional values (65%), if compared with the results obtained for ETs
(47%), makes the observation somewhat less obvious; yet it must be noted that the
degree to which employees recognise the worth of the rational/functional benefits is
nonetheless lower in both corpora than the appreciation for the emotional rewards.

4.1 Employee Values Expressed Explicitly

A closer investigation shows a very strong tendency for both ETs and ERs to commu-
nicate employee values in a rather direct manner; 100% of the testimonials under
study and 98% of the reviews include statements where positive value judgements
related to the employment experience are embedded in the very semantics of the
linguistic entities used.

Examples of the linguistic structures explicitly communicating rational/functional
employee values include the following:

(5) Lockheed Martin values my efforts through competitive compensation and
benefits like education assistance (ET111).

(6) Great place to work, advancement, experience, competitive pay, benefits and
pension (ER39).

(7) CALIBRE invests financially in its employees’ professional development
(ET69).

(8) I’m growing as a professional more than ever (ET121).
(9) I gained so much knowledge and so much customer service experience and I

also gained a lot of friends (ER233).
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As can be seen from the above extracts, employees are very explicit when praising
their remuneration and extra benefits (5, 6), or promotion prospects and professional
as well as personal development (7, 8, 9).

Table 3 presents the percentage of ETs and ERs including explicit (or rather
explicit) references to particular types of rational/functional benefits.

Table 3 indicates that promotion prospects and career development are the highest
ranking values in both corpora, appreciated (almost equally) in 45% of ETs and 43%
of ERs. Other rational/functional benefits are communicated in a markedly lower
proportion of both sets of texts. However, significant differences have been found
for some types of values, particularly remuneration and extra benefits; the former is
communicated in merely 9% of ETs and 29% of ERs, while the latter in 2% of ETs
and 14% of ERs. The results pertaining to work-life balance and job security/long-
term career prospects also indicate that, apart from promotion prospects and career
development, appreciation for tangible benefits is explicitly expressed in a markedly
higher proportion of ERs than ETs.

The emotional/psychological benefits are also communicated rather directly.
Examples of utterances explicitly expressing several types of these values are
presented below:

(10) … the atmosphere within the company is a great factor (ET147).
(11) a very collaborative workplace (ER105).
(12) … every day you come to work and you’re doing something that helps support

the country (ET113).
(13) Great people who care about helping their customers (ER98).
(14) I thoroughly enjoy working in Teleperformance (ET136).
(15) I loved working there (ER 151).
(16) … the management team genuinely cares about the safety and well-being of

employees (ET79).
(17) They are so supportive of your life goals (ER 209).
(18) … keep my job fulfilling and interesting (ET15).
(19) Challenging work with new experiences everyday (ER 80).
(20) People feel appreciated and are recognized for their dedication and hard work

(ET59).

Table 3 Rational/functional benefits expressed explicitly

Rational/functional benefits % of ETs % of ERs

Promotion prospects and career development 45 43

Extra benefits
Financial
Non-financial

9
7
3

29
26
10

Work-life balance 8 13

Remuneration 2 14

Job security/long-term career prospects 1 5
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Table 4 Emotional/psychological benefits expressed explicitly

Emotional/psychological benefits % of ETs % of ERs

Work environment/atmosphere 52 53

Satisfaction/self-fulfillment/positive experience 34 31

Care/support (from employer) 31 39

Doing something for others 27 16

Professionalism/standards/ethics 21 8

Interesting/exciting/stimulating job/challenge 20 14

Respect/recognition/fair treatment 18 11

Prestige/pride 18 2

Importance/influence/impact 11 7

Fun/pleasure 10 10

Success/achievement 6 4

Responsibility/autonomy 4 3

(21) I’m treated with respect. (…) I am made to feel appreciated, always an open
door policy (ER 79).

Different types of emotional/psychological values and the percentage of ETs and
ERs in which they are communicated explicitly are shown in Table 4.

Table 4 shows that by far the most valued emotional/psychological benefits are
good work environment and positive atmosphere, appreciated explicitly in an almost
identical number of texts in both corpora (52% in ETs and 53% in ERs). Very
strong similarity is also observed for the values of satisfaction, self-fulfillment, posi-
tive experience (34% of ETs and 31% of ERs), fun and pleasure associated with
the job and/or the organisation (10% of texts in each corpus), the feeling of being
successful in the job (6% of ETs and 4% of ERs), and satisfaction derived from the
fact that the position one occupies in the company involves a lot of responsibility,
allowing freedom, independence and autonomy (4% of ETs and 3% of ERs). The
results suggest that these values are appreciated to approximately the same degree
in both samples, irrespective of the source of information being company-dependent
or company-independent.

Some noteworthy differences have been found for several types of
emotional/psychological values, including care and support from employer (31%
of ETs and 39% of ERs), doing something for others (27% of ETs and 16% of ERs),
interesting, exciting, stimulating and challenging job (20% of ETs and 14% of ERs)
as well as respect, recognition and fair treatment (18% of ETs and 11% of ERs). The
findings may be interpreted as suggesting that—although the total percentage of
texts communicating emotional/psychological benefits is almost equally high in both
corpora—fewer reviews express highly intangible benefits, with the exception of care
and support from employer (which is very commonly and rather obviously associ-
ated with good employment conditions). This conclusion seems to be confirmed if
we consider the most significant difference between the two corpora observed in the
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category of emotional/psychological benefits: the values of professionalism, stan-
dards and ethics (21% of ETs and 8% of ERs) as well as prestige and pride derived
from working for the employing organisation (18% of ETs and 2% of ERs). These
discrepancies may be indicative of the tendency for employee testimonials to fore-
ground values that add to the prestige and reputation of the employer, rather than
those naturally associated with the employees’ self-interest.

4.2 Employee Values Expressed Implicitly

The first observation that emerges from the analysis of implicit ways of communi-
cating employee values in both corpora is that such a mode of expression is used
very rarely: in approximately 10% of testimonials and merely 3% of reviews.8 Clear
categorisation of values expressed implicitly (or rather implicitly) poses a bigger
problem than classification of benefits communicated directly, as many instances
of the linguistic structures analysed can be interpreted as expressing more than one
value.

Amongquite unambiguous references to the rational/functional benefits, instances
of value expressions classified as (rather) implicit include the following:

(22) Excellent professional journey from an Associate to a Manager (ET26).
(23) … climb the ladder…(…) reach new heights (ET29).

The above extracts clearly express the employees’ appreciation of the opportunity
to make progress, develop professionally, and be promoted.

Some of the emotional/psychological benefits communicated indirectly are also
rather easy to interpret, for example:

(23) … interact with a customer and see their smile (ET116).
(24) You are part of a big future for kids (ER84).
(25) They want you to go and take charge, and make something of yourself in this

company (ET110).

Interacting with customers who smile, most probably showing their satisfac-
tion (extract 23), as well as being a part of a big future for kids (24), can easily
be associated with the emotional value derived from doing something for other
people, particularly children. Taking charge in (25) implies the values of respon-
sibility and autonomy, whereas making something of yourself is a popular idiomatic
expression denoting an attempt to be successful on one’s own initiative, clearly
suggesting the value of success and sense of accomplishment, although it may also
suggest the rational/functional benefit of professional development and advancement
opportunities.

8References to employers’ attributes, also classified as indirect communication of employee values
(albeit of a different kind), are analysed as a separate category.
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Yet, although no strongly implicit expressions have been found in the corpus
of employee reviews, the corpus of testimonials does comprise instances of
linguistic structures that do not render themselves to such clear interpretations and
categorisations. Let’s consider the following extracts:

(26) … a corporation that gives back … (ET149).
(27) This intangible quality called a ‘fit’ (ET52).

A corporation that gives back (26) and the good fit between the employee and
their organisation (27) may plausibly be interpreted as encompassing all the possible
benefits that employees can get in return for their commitment to the organisation.

4.3 Employers’ Attributes

This sub-section summarises the results of the analysis concerning linguistic struc-
tures found in both corpora which may logically be rephrased as [The employer is
…/does …]. Extracts that refer to what the company does for the employee, or how
the employee feels about working for the organisation, have been accounted for in
Sects. 4.1 and 4.2, and have thus been excluded from this part of the analysis.

Examples of statements or phrases that can be classified as praising employers’
attributes include the following:

(28) CALIBRE is a strong, solid, stable company thatwithstood and excelled during
a tremendous national economic downturn (ET65).

(29) … a company that will never settle for mediocrity (ER71).

The above statements, if uttered by employees, and not the PR people repre-
senting the organisations, appear to be (or are meant to sound) factual and objective.
The employee values that are indirectly communicated through such acts of praising
most probably include, in the first instance, the values of pride, prestige, and satisfac-
tion derived from the company’s market position, power, and constant development.
These attributes may, however, bring associations with other values; the fact that
the company in (28) withstood and excelled during a tremendous national economic
downturn may imply the rational/functional values of job security (the job with this
company is safe even in times of crisis, when lots of people working for different
employers are made redundant) and stable remuneration (a company that excels
when other businesses go down is not likely to reduce employees’ wages even if
the market is tough). Similarly, a company that will never settle for mediocrity (29)
is associated with high standards of professionalism and quality, which may evoke
the feeling of pride; additionally, the organisation may be perceived as maintaining
high standards in all aspects of its activity, most probably including the standards of
employee treatment.

Importantly, linguistic structures praising employers’ attributes have been found
in over a half of the testimonials (56% of ETs) and merely 5% of employee reviews.
This is a remarkable difference that seems to confirm that the communicative function
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of testimonials, regarded as company-controlled imitations of ‘real’ word-of-mouth
(cf. Sect. 2.1), is rather promotional than evaluative.

5 Summary and Conclusions

The present paper has sought to analyse two closely related types of electronic word-
of-mouth, i.e., employee testimonials and reviews, with a view to investigating what
employee values/benefits are communicated in both corpora and how these values
are expressed linguistically. The results obtained indicate a large degree of simi-
larity between the two sets of texts, yet they also reveal some interesting differences
pertaining to the types of values and their linguistic expression.

The first observation that emerges from the analysis is that while all the testi-
monials communicate positive evaluation only, almost one third of the five star
reviews include some sort of negative evaluation; this finding strongly suggests
that the communicative functions of employee reviews and testimonials, although
overlapping to a large extent, are not identical.

The analysis of the broad categories of values, i.e., rational/functional versus
emotional/psychological, shows a great degree of similarity between ETs and ERs
in terms of the percentage of texts expressing the emotional/psychological bene-
fits, which is considerably higher (in both corpora) than the percentage of texts
expressing the rational/functional benefits. On the other hand, a significant differ-
ence has been found between the employee testimonials and reviews with regard to
the rational/functional benefits, appreciated in merely 47% of ETs, and 65% of ERs.

The comparative analysis of the ways values are expressed linguistically in the
two corpora has demonstrated that in both testimonials and reviews the communi-
cators tend to express employee values rather openly and directly, with positively
charged lexical items denoting (or easily associatedwith) particular values. However,
significant differences have been found for some types of explicitly expressed
rational/functional values, particularly remuneration and extra benefits; the results
clearly suggest that appreciation for tangible rewards is directly communicated in a
markedly higher proportion of ERs than ETs.

As far as the explicit expression of emotional/psychological benefits is
concerned, the most popular values of this kind (particularly good work environ-
ment/atmosphere) are expressed in an almost identical number of texts in both
sets. However, a more detailed analysis of the less popular values shows that while
employee testimonials tend to quite frequently express highly intangible benefits, the
reviews focus more on the values that are naturally associated with the employees’
self-interest. This is the second observation pointing to the difference between the
communicative function of company-controlled versus ‘real’ word-of-mouth, with
the former clearly foregrounding values that add to the prestige and reputation of the
employer.

The corpus comprises some interesting instances of (rather) implicit expression
of rational/functional as well as emotional/psychological values. It must be noted,
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however, that these instances are rare in the ETs corpus and extremely scarce in the
ERs (only 3% of texts). This seems to confirm the openly evaluative character of the
latter.

The non-identical nature of the two text types under analysis is further corrobo-
rated by the results pertaining to the “employers’ attributes”. Remarkably, such utter-
ances are communicated in 58% of ETs, andmerely 5% of ERs. Although potentially
evoking the feeling of pride derived from working for a powerful and prestigious
organisation, such statements can easily be interpreted as implicitly promoting the
employers; their promotional appeal may actually be reinforced by the fact that, if
uttered by former or existing employees, they sound far more factual, objective, and
thus more credible than similar messages produced by PR or marketing people. This
feature is probably the strongest signal found in the analysis, indicating that the
voice that we hear in the company-controlled employee testimonials is not entirely
the voice of employees.

In view of the above, it seems reasonable to conclude that although employee
testimonials and reviews indeed demonstrate a large degree of similarity, both in
terms of the types of values communicated and the way these values are expressed
linguistically, the differences between the two text types can most probably be
attributed to their location on the company-independent <<>> company-dependent
continuum. While employee reviews clearly perform a (predominantly) evalua-
tive function, employee testimonials seem to foreground (albeit indirectly) the
persuasive/promotional function, contributing to the creation of strong employer
brands.
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122 J. Łącka-Badura

Van Hoye, G., & Lievens, F. (2007). Investigating web-based recruitment sources: Employee
testimonials vs word-of-mouse. International Journal of Selection and Assessment, 15(4),
372–382.

Van Hoye, G. (2014). Word of mouth as a recruitment source: An integrative model. In K. Y. T. Yu
& D. M. Cable (Eds.), The Oxford Handbook of Recruitment (pp. 251–268). New York: Oxford
University Press.

Walker, H. J., Feild, H. S., Giles, W. F., Armenakis, A. A., & Bernerth, J. B. (2009). Displaying
employee testimonials on recruitment web sites: Effects of communicationmedia, employee race,
and job seeker race on organizational attraction and information credibility. Journal of Applied
Psychology, 94(5), 1354–1364.
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The Clash Between Polish and Chinese
Business Etiquette Trends. The
Differences, Similarities
and Misunderstandings

Katarzyna Bańka-Orłowska

Abstract Is handing a business card appropriately towards the other, quite often
international, business partner a key to a successful business meeting? Various coun-
tries follow individual approaches in terms of business and social interaction. To
some, those approaches may seem absolutely incomprehensible or even shocking.
The aim of the following article is the analysis of the differences and similarities
in terms of Polish and Chinese versions of business meetings and their arrangement
with some remarks on the appropriateness of certain acts and culture-based issues
of two Chinese phenomena called: ‘you mianzi’—‘losing face’ and ‘you guanxi’—
‘having contacts/influential relationships’. Also, the author will provide a set of tips
on how to prepare for a business meeting with Chinese entrepreneurs and how to
improve business relationship with Chinese counterparts.

Keywords Chinese business etiquette · Losing face · You mianzi · Chinese
culture · You guanxi

1 Introduction

The following chapter aims at verification of the specificity of conducting busi-
ness in Poland and in China with emphasis on the different dimensions of business
etiquette in both countries in question.Atfirst, the author describes themost important
changes in terms of Polish—Chinese economical and political areas, emphasizing
the tightening of the relationship between the two countries in question.

The following part of the article describes the aim of the research and research
questions that are going to be investigated in the analytical part of this paper. The
author also introduces the research subjects and enumerates tools and methods used
for the purposes of the further analysis. Then, the author explains the importance
of China as a strategic partner for Polish entrepreneurs with a brief explanation
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of the necessity of acknowledging the complexity of the traditional Chinese culture
(Chinese ‘youmianzi’ and ‘you guanxi’ phenomena) and the distinctness of the tradi-
tional Polish culture (post-communist society strongly influenced by Polish history)
emphasizing the differences occurring in terms of the way of conducting business,
communication and business etiquette in Poland and China.

In the later part of the article, the importance of business hierarchy, social and
business status in Poland and China are examined as an introduction to the further
analysis of the business meeting conduct in both Poland and China, focusing on
the issues such as: arranging a business meeting, the course of events during such
an event and the later culture-based elements occurring after the meeting, such as:
business card handling or gift-giving ceremony.

The final part of the article is devoted to conclusions and final remarks. The author
also provides a set of tips for Polish businessmen willing to do business with Chinese
entrepreneurs, so that one could avoid ‘losing face’ in China.

2 Polish-Chinese Political and Business Relationship

Due to the fact that China has become a major player in global investments, the
country started to look for new strategic partners to cooperate with. It could be one
of the reasons why we can witness a tightening of the Polish-Chinese relationship in
recent years. In 2011, the Polish-Chinese cooperation received a status of a ‘strategic
cooperation’ implicating the significance of both countries’ business relationship
(based on: internet source 2).

There were numerous important projects launched in the recent years establishing
the Polish-Chinese business relations and setting firm foundation for the future busi-
ness cooperation initiatives, e.g., founding the Asian Infrastructure Investment Bank
(AIIB) in 2014 (Poland became one of its founding members in 2015 (based on:
internet source 3, 4)). Such step improved Polish balance of trade and helped Polish
economy gain financial security. A vast majority of projects and business initiatives
are and will be co-sponsored by AIIB. This initiative also creates a steady ground
for gaining an easier access to the Chinese market by Polish entrepreneurs now and
in the nearest future.

The following crucial date in history was Andrzej Duda’s (Polish president) trip to
PRC in 2015. Thismeeting helped to establish the political and economic cooperation
between the new Polish government and the government of China, not only by
meeting Chinese president Xi Jinping and the Prime Minister Li Keqiang, but also
by attending Polish-Chinese Economic Forum (this event’s importance for Polish-
Chinese co-operation was strongly emphasized by the Polish Investment & Trade
Agency PFR Group) and 20 the “16+ 1” initiative summit that took place in Suzhou
(based on internet source 5). All these elements contributed to providing a chance
for Polish entrepreneurs to establish trade cooperation with Chinese counterparts.



The Clash Between Polish and Chinese Business Etiquette … 125

2.1 China: A Strategic Trade Partner for Polish
Entrepreneurs

According to the Embassy of the Republic of Poland in Beijing, nowadays, Poland
has become PRC’s biggest and the most strategic trade partner in Central and Eastern
Europe. Also, China’s significance for Polish trade situation has increased, making
China Poland’s most important trade partner in Asia. Additionally, it is the second-
biggest exporter of goods to Poland (11.6% of all imports to Poland) (based on:
internet source 6).

In recent years,we canwitness an increasing amount ofPolish entrepreneurs trying
to establish business relationship and business cooperation with Chinese counter-
parts. However, trading, negotiating, arranging a meeting, and meeting the demands
of the Chinese businessmen tend to be tricky. Doing business with Chinese counter-
parts is a very difficult and time-consuming process. The way of business commu-
nication and etiquette in Poland and China are very distinctive, thus it is believed
that this comparative analysis will provide a clarified view on how to prepare and
perform an appropriate business meeting with Chinese counterparts, as each country
has got its specific characteristics, which may deeply affect various aspects of busi-
ness relationship, business conduct and communication between Polish and Chinese
entrepreneurs.

3 Issues and Challenges

The following paragraph is devoted to the description of the study conducted for
the purposes of this article. The author enlists the research questions she intends
to answer. Also, the importance of the study is emphasized. Finally, the research
subjects, methods and tools are explained.

3.1 The Importance of the Study

Although the issue of Western-Chinese business relations has been examined in
details (e.g., Blackman, 1997; Chen, 1993; MacDougall, 1980), it is still considered
to be a new field of research when investigated from the perspective of a Polish
businessman. It is believed that this paper endeavours to provide basic guidelines for
effective businessmeeting arrangements and negotiations with Chinese counterparts.
Also, the presented material may be helpful in terms of performing further, more
detailed analysis of the given subject set in Polish-Chinese business circumstances.
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3.2 Research Questions

The article intends to answer the following questions:

What are the similarities and differences in terms of Polish and Chinese versions
of business meetings and their arrangement?
How to behave properly in Chinese environment?
How to ease the process of doing business with Chinese?

3.3 Research Subjects, Methodology and Tools: Empirical
Base

The empirical base for this article is author’s investigation of Polish-Chinese busi-
ness relationship of five large Polish companies employing at least 100 workers, five
smaller companies employing10–50workers, and also some individual businessmen,
small, family-run companies and one-person economic activities. All the companies
and businessmen mentioned above requested to remain anonymous. The branches
the research subjects may be associated with are connected with: electrical equip-
ment, sports equipment, automotive, manufacture such as: clothing manufacture,
toys production, etc.

Additionally, the author based her research on her working experience as a trans-
lator throughout the years, collecting empirical data enabling her to establish certain
patterns and conclusions in terms of the Chinese-Polish business negotiation process,
especially from the vantage point of the difference between Chinese and Western
business culture.

The corpus data was collected by means of numerous tools and instruments,
namely, a series of interviews conducted with the abovementioned subjects. Some-
times the discussion focused on a group interview (FGI), however, sometimes it was
an individual in-depth interview (IDI).

Some other qualitative research methods were business meetings’ observation
(during the author’s work as a translator—active participation), field notes, and
the analysis of individually prepared written and audiovisual materials of Polish
and Chinese companies used during business meetings. The quantitative research
method was mainly administering, the questionnaires conducted on the above
mentioned workers and entrepreneurs verifying their acknowledgement of the differ-
ences between Chinese and Polish business negotiation process and the culture-
oriented issues concerning business meetings and challenges they encountered in
their Polish-Chinese working relationships.
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4 Business and Culture

“Culture is not a separate system alongside economics or politics; it constitutes (in
the sense of both representing and composing) the social order” (Lipartito, 2008,
p. 604). All the characteristics of culture in business are communicated through
language, which is an integral part of culture.

It is necessary to understand the values andother symbolic systems that are specific
for a particular society in order to succeed in any form of a business relationship
(Kroeber & Kluckhohn, 1952). Hofstede (2003) claims that culture is a kind of soft-
ware embedded insideone’smind, programmingus to behave in a certainway through
our personal experience, with members of our society, history, past experience, and
everything that surrounds us. Culture, language and business are so much interre-
lated that, without proper understanding of cultural setting and social behaviour of
a language use and culture-oriented elements, it may lead to misinterpretation and
breakdown in communication. Thus, misunderstandings are bound to happen when
two such distant groups of people (Polish and Chinese) decide to conduct business
together.

4.1 The Complexity of the Traditional Chinese Culture,
Chinese Entrepreneurs and Business Etiquette

Due to a great influence of Confucianism (儒家—rújiā) on Chinese people, Chinese
companies (contrary to Polish business reality) tend to be both hierarchical and
group-oriented. They tend to resemble families in their structure and emphasize group
harmony (‘yin yang’) and loyalty. Also, Chinese deeply consider and emphasize their
respect towards the most senior members of the company (and not only). In such a
way, Chinese companies may resemble a very traditional, patriarchal scheme of a
highly socially-structured organism (Seligman, 1999).

Beforemoving to adeeper analysis of an actual businessmeeting arrangementwith
Chinese counterparts, it is necessary to acknowledge and understand three distinc-
tive cultural factors influencing the overall relationship with Chinese counterparts,
namely:

• contacts—‘you guanxi’ concept,
• face—‘you mianzi’ concept,
• hierarchy—social and business status.

4.1.1 Contacts—‘You Guanxi’ Concept

Although a lot has changed over the years, there are still some factors, cultural
traits, that influence Chinese people’s decision-making processes. ‘Guanxi’ means
in Chinese: ‘connections’ and ‘relationships’; however, none of those translations
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describe the essence of this quite complex concept. It plays a fundamental role
within the Confucian doctrine and it could be best defined as ‘reciprocal favours’
or assistance that two people can provide for each other. It defines the fundamental
dynamics in personalized social networks of power (Yeung, 2007).

It is worth mentioning that Western expatriates who want to expand their business
in China, or simply expand their careers in China, often miss this fundamental point,
making their progress less efficient and definitely more time-consuming. However,
the importance of ‘guanxi’ is quite relative andmay sometimes depend on the geopo-
litical situation worldwide, industry, or the nature of the business itself. Nevertheless,
business and societal relationships in China are still heavily influenced by networks
of trust and mutual obligations rather than by strong, codified laws (Ostrowski &
Penner, 2009). Seligman claims that: ‘the key to getting anything important accom-
plished in China lies not in the formal order, but rather in who you know, and in how
that person views his or her obligations to you’ (Seligman, 1999, p. 180).

Building a good ‘guanxi’ may be a long and difficult process; however, after
establishing trust, all the other steps leading to a successful business cooperationwith
Chinese counterparts seem easy. Polish businessmen often see the Chinese ‘guanxi’
concept as a tit-for-tat relationship between two people or business entities. Naturally,
when necessary, Chinese companies turn to their ‘guanxi’ network seeking help, thus
it is crucial to work hard on cultivating close relationships in high or strategic places.
Chinese people also assume that all the rest of the world works on similar rules
and principles, thus they sometimes ‘view foreign friends as windows to benefits in
the world outside China’; however, it is hard for them to differentiate between the
personal and organizational sphere, and it may sometimes end up being awkward
for foreigners when a personal Chinese friend asks for an organizational favour, and
vice versa (Seligman, 1999, p. 195). Chinese believe that having ‘guanxi’ is a key
to ‘diminishing the danger of problems, and makes solving them much easier when
they do arise’ (Seligman, 1999, p. 196).

To some entrepreneurs, it may seemmildly like corruption or insider dealings, but
in China, it is the natural way of doing things. Everything is done through connec-
tions. Certain issues we would consider unacceptable are sort of standard operating
procedures over there. SomePolish businessmen even compared this system to Polish
PRL style of doing business.

4.1.2 Face—‘You Mianzi’ Concept

A renowned Chinese writer and linguist Lin Yutang (1935, p. 199) once said that:
‘Face cannot be translated or defined’. In some sense he was right because the
concept of Chinese ‘losing’ and ‘saving face’ differs from the Western concepts
acknowledged worldwide. In China this phenomenon deals not with the word
‘脸’ (‘liǎn’) meaning literally ‘face’ as a body part, but with the word ‘面子’
(‘miànzi’). Chinese-English dictionaries translate this particular word mainly as:
‘outer surface/outside/honor/reputation/feelings or even (medicinal) powder, and of
course as: face (as in “losing face”)/self-respect (www.mdbg.net). Thus ‘youmianzi’

http://www.mdbg.net
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(‘to have face’) is a concept of Chinese social psychology, emphasizing the impor-
tance of personal esteem, appearance, respect, and sense of shame (Bogdanowska-
Jakubowska, 2010). Simply speaking, to Chinese, ‘you mianzi’ means avoiding
disgrace or humiliation by any means possible. Hu (1944) claims that: ‘it is built
up through initial high position, wealth, power, ability, through cleverly establishing
social ties to a number of prominent people, as well as through avoidance of acts
that would cause unfavourable comment’. Seligman (1999, p. 209) emphasizes that
although ‘mianzi’ is an abstract concept, it is a deadly serious issue for Chinese
people and that ‘mianzi, money and power are the three key motivators in China
today’ (ibid., p. 209).

It is one of themost significant concepts of living life in harmonywith one another
in China. Knowing and understanding its depth enables us to comprehend numerous
situations and Chinese people’s behaviour whichmay later help in addressing certain
business situations without making anybody ‘lose their face’.

4.1.3 Hierarchy—Social and Business Status

As stated above, there is a strong influence of Confucius’ teaching on Chinese
people’s everyday life. Chinese people emphasize hierarchical relationships and
each person shows certain respect for others, depending on their position in the
hierarchy. There is a specified social order. Confucius spoke of Five Constant Rela-
tionships—between parent and child, elder sibling and younger sibling, husband and
wife, elder friend and junior friend, and ruler and subject. Depending on one’s place
in the hierarchy, s/he is expected to behave in a certain way and is being treated in
correspondence to his/her social status (Kaplan, 2015; Seligman, 1999; Yu, 2005).

Contrary to Western business hierarchy, Chinese business hierarchy can be called
‘a triangular set with a genre of top-down pattern, which can be seen in the picture
below, based on the webpage: www.hierarchystructure.com (Fig. 1).

As we can see above, the leaders (Higher level management) are responsible for
the organization’s direction making. They are in charge of the middle level manage-
ment’s work and set goals that are later carried out by the lower level management
on command of the middle level management. All in all, there is a strict business
and administration level hierarchy in most Chinese companies. Sometimes even
the simplest issue must first be examined by each member of a particular group of
management before being processed to the next stage of execution. The progression
of a particular goal strictly depends on the verification by all the experts and cannot
be outrun. Hierarchical structure of Chinese business management is sacred, even
though it takes twice as much time to execute things than in Western companies.
Such a system would be unacceptable in Poland firstly because of the fact that the
companies usually do not employ so many workers, and, secondly, because Polish
people cherish quick conduct and fast reactionmore than careful and time-consuming
double verification of each process.

What is more, it was emphasized by numerous of my research subjects during our
group and individual discussion that, contrary to Western promotion standards, in

http://www.hierarchystructure.com
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Fig. 1 Chinese business hierarchy (based on: https://www.hierarchystructure.com/chinese-bus
iness-hierarchy/)

Chinese companies, promotions are based on age and length of employment rather
than abilities and working results, although younger workers are often more talented
than the older workers. Additionally, the younger workers must show more respect
towards their elder colleagues than the other way around. In terms of Polish business
area, seniority is taken into consideration usually in nationally run companies, such
as Police Department, Fire Department, etc. In family run companies or Western
companies, promotion depends on the overall results of a particular employee and
progression of his/her work. It was considered much more efficient by the research
subjects I have discussed this issue with.

4.2 The Distinctness of the Traditional Polish Culture, Polish
Entrepreneurs and Business Etiquette

In order to understand the issues and challenges Polish entrepreneurs undergo during
the business meetings with Chinese counterparts, one has to understand the unique-
ness of Polish people’s way of thinking and behaviour mechanisms, which will be
explained in the following section.

Poland underwent a variety of historical events shaping its today image. Due
to hundreds of years of wars, disappearing from the map of the world, and
numerous, political engagements, defeat and deception, Poles have a strong memory

https://www.hierarchystructure.com/chinese-business-hierarchy/


The Clash Between Polish and Chinese Business Etiquette … 131

of humiliation affecting their perception of themselves and, most importantly, others
(Sztompka, 2002).

In 1989, as a post-communist society of Central and Eastern Europe, Poland’s
economy has transformed from a centrally-planned to the free-market economy.
Sztompka (2002) claims that, aside from the change of the political and economic
system in Poland, such an economic shift was also responsible for Poles’ perception
of values, norms, sense of self and their identity. She even called this new social,
economic and political style of living being a cultural trauma for Poles. The transition
period lasted until 2004, when Poland joined the EU (Klimczuk, 2010).

Höhmann et al. (2002) claims that people living in countries with transition
economies, such as Poland, belong to ‘low-trust’ societies. Contrary to China, social
trust in Poland is on a very low level. More and more Poles declare lack of trust in
legislative and executive powers (over 60%), creating a general lack of trust leading
to a consistent lack of cooperation what would be unacceptable in China.

The way in which we function within society, how we perform daily chores and
preserve business relationships, strongly depends on our religious beliefs. Aside
from the historical factors affecting Poles’ way of living and perception of reality,
Catholicism is also one of the key elements to understanding Polish people. Contrary
to Confucianism, Catholicism is not promoting the entrepreneurial attitude, equality
and harmony. It influences the power distance and emphasizes the social and econom-
ical inequality (Sztompka, 1996). Although, taking into consideration the power
distance issue, it may seem similar to the Chinese business hierarchy, the Chinese
structure is more stabilized, the power distance results from the level of seniority and
working position rather than from economical inequality.

Due to Pole’s strong attachment to the Polish history (especially the 19–20th
Century) and the influence of the Catholic church, Polish people are very patriotic
and have a strong sense of the national spirit and pride. However, it has been verified
that over 51% of Poles see themselves as pessimist and admit taking pleasure in
complaining about their underachievement, which is at odds with the Chinese ‘you
mianzi’ concept, where pride and pessimism are seen as ‘loss of face’ (Rabczuk
& Kuś, 2015). On the other hand, pessimism does not dim Polish people’s strong
need to strive for success, trying to be the best at everything. They often become
unhealthily ambitious and hard-working, which leads to depression and overwork,
which can be also seen in terms of Chinese people.

Contrary to Chinese entrepreneurs, Polish businessmen like to see the results
of their actions quickly. They prefer shortcuts and situations leading to a quicker
success, even if it means a short-term success. Whereas, as stated above, Chinese
businessmen carefully consider all the possible implications of a particular decision,
they are always taking their time in considering most favourable option in order
to avoid ‘losing face’ in the process. ‘Chinese spend far more time thinking about
‘face’, and see its relevance in far more situations than foreigners do (Seligman,
1999, p. 210).

Although Polish economy has grown impressively over the last two decades and
Polish living standards (GDPper capita) have doubled (EuropeanCommission 2017),
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Poles still fear for their working and living conditions, wages and overall well-
being; thus, they are reluctant to share knowledge, believing that, by doing so, they
create potential competition. Also, Polish managers’ short-term orientation, high
expectations and demand of quick results do not enhance business relations. It may
lead to the end of a partnership at any time. All the above factors alter Polish way of
conducting business.

4.2.1 Hierarchy—Social and Business Status in Poland

It is very difficult to introduce one unified vision of Polish business interaction and
conduct. All in all, contrary to Chinese preference for establishing large companies
employing more than 200 workers, Polish entrepreneurs prefer, as stated above, a
‘family-run’ businesses or small enterprises. There are over 1.8million of such active
companies in Poland employing less than 9 workers (Lewenstein, 2006). The smaller
the company, the less trust issues it brings to the Polish owner or manager.

In Poland, we can also witness a form of ‘guanxi’ relationship between busi-
ness entities. As stated above, Polish businessmen also see foreign cooperation as a
window to benefits. Such a business relationship with foreign entrepreneurs is often
strengthened by having well established connections or contacts in ‘high places’.
Additionally, Polish entrepreneurs also prefer handing over small gifts to their busi-
ness partners. They believe that, by doing so, they tighten the relationship with one
another and it is not treated as corruption. However, building up the relationship and
business partnership never takes as much time as in the case of Chinese businessmen
(Sztompka, 2002).

Above, I havementioned fourmain cultural and social aspects influencingChinese
style of doing business. Also, I have introduced the most important, distinctive
features of Polish people in general, emphasizing their influence on certain aspects
of conducting business by Polish entrepreneurs. Having such knowledge enables the
comprehension of the following material concerning the analysis of the arrangement
of business meetings in China by Polish businessmen. Lack of such knowledge leads
foreign businessmen to confusion and misunderstanding, which later often leads to
business failure on the Chinese market.

5 Research

Both, Polish and Chinese perspectives of conducting business vary a great deal from
one another. The following section is devoted to a comparative analysis of busi-
ness meeting proceedings in Poland and China, enumerating the most prominent
differences occurring in the entire process.
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5.1 Business Meeting: Chinese Versus Polish Perspective:
Comparative Analysis

Business meetings in China and Poland are proceeded in an entirely different way.
It is necessary to emphasize that, due to two various dimensions in which Polish and
Chinese entrepreneurs were bought up, and various cultural backgrounds they lived
in, the arrangement and proceedings of business meetings both in Poland and China
differ immensely. The following paragraphs are devoted to the comparative analysis
of the abovementioned issues, with the emphasis of the culture-oriented background
influencing the process of doing business in Poland and China.

5.1.1 Arranging a Business Meeting: Chinese Versus Polish Procedures

In Table 1, there are presented all the necessary actions that need to be arranged
or are needed to take place in both China and Poland, respectively, before setting a
date of a business meeting (Table 1). However, the data introduced in the following
part of the article cannot and should not be treated as the only way in which business
is proceeded. The following data is only a summary of the results I have gathered
during my research conducted for the purposes of this article.

The analysis of the empirical data of my research enabled me to create Table 1
and led me to the conclusions that arranging a business meeting with Chinese

Table 1 Arranging a business meeting: Chinese versus Polish procedures

Arranging a business meeting

Chinese perspective Polish perspective

– Telephone/fax/email/wechat contact
– Verification of the potential business partner
(recommendations, reference, past working
experience)—‘guanxi’ verification

– Introduction of the reasons for the meeting
– Justification of the meeting’s necessity and
verification of potential advantages to the
Chinese company

– If all the points are accepted—Issuing a date of
the meeting

– Preparation of the team of the Chinese experts
needed for the purposes of the meeting
(Chinese business hierarchy) and difficulty of
setting a fixed date, due to experts’ time
limitations often arranged after the foreign
delegation arrives to China)

– Preparation of counterarguments for the
meeting and negotiations

– Written form of every single document

– Telephone/fax/email contact
– Introduction of the reasons for the meeting
– Issuing a date of the meeting
– Written form of every single document
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counterparts is a tiresome, confusing and time-consuming activity. Arrangement of
a business meeting in Poland is limited to only three general actions: contacting the
company one wants to make an appointment with, during which the introduction of
the reason of themeeting is explained. Next, if the addressed company is interested in
potential cooperation, both sides issue a date of the meeting during which everything
else will be discussed in details. Each decision and procedure must be presented
in a written form (just like in China), however, in Poland, e-mails often tend to be
sufficient enough; in China, all the documents must usually be prepared in the form
of paper documents with signatures and stamps on them, and even these documents
are often being not taken under consideration by the Chinese party as sufficient
enough. All in all, written agreements have priority over verbal agreements.

In addition, due to the strong influence of ‘guanxi’ on Chinese business conduct,
Chinese counterparts need to verify their potential business partners, searching for
recommendations and past experience a particular company had with others. Thus,
it is wise to be prepared in advance, and have such documents ready for the ‘needy
Chinese’. This stage of verification is being processed by lower class management
which decides if the offer is attractive enough to be presented to the higher level
management or company officials (‘Chinese business hierarchy’). This process takes
time, all the pros and cons have to be analyzed in details, and only then will the
date be issued. The delegation of Polish businessmen is usually limited to only two
or three company members (usually because of financial reasons and time away
from the office), but the Chinese side will never limit themselves to two or three
people, no matter if the business meetings takes place in China or abroad. There
are always at least 4–5 expert members aside from the CEO or a direct manager
participating in the meeting. Arranging one fixed date suitable for everyone is often
a very demanding task. After gathering all the experts and scheduling the date of
the meeting, the Chinese side also needs some additional time to prepare themselves
for negotiations, so that they would ‘not lose their face’ by being surprised with a
question they did not expect.

Another issue is that although more and more Chinese speak fluent English, the
company officials still know it quite poorly or not at all, thus each document must be
translated into English either by the Polish company beforehand or by the Chinese
party. This part, yet again, takes additional time. Thus, as illustrated above, business
meetings with Chinese seem to be a daunting task before they even start.

5.1.2 Business Meeting in China. The Course of Events

When it comes to face-to-face business meeting and communication, both Polish
and Chinese businessmen share some similar features. Both parties are considered
to be formal, moderately quiet and likely to be reserved, especially when a particular
meeting is the first one without prior cooperation and past experience. Additionally,
in both countries jokes are rather not welcomed and are not well perceived during
first contacts. They are usually reserved for more social occasions, rather than at
important business meetings.
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However, sometimes, in China, the host company arranges a lunch or dinner often
served with alcohol prior to the business meeting in order to get familiarized with
one another. Such meetings tend to be an ‘incognito’ examination of the potential
business partner’s behaviour, especially when it comes to the traditional style of
drinking a considerate amount of alcohol ‘ganbei’ style—bottoms up. Only 5 out of
all my research subjects were invited to the dinner prior to the business meeting, thus
it cannot be considered being an organizational rule.

The data collected for the purposes of this research helped me enumerate the most
important issues which are necessary to be considered in the process of the business
meeting.

As can be seen in Table 2, there are many more stages occurring during a business
meeting in China. Chinese people value punctuality. It is rude to come to a business
meeting too early because it may stress the host that they did not prepare them-
selves for such circumstance. However, it is even worse to come late to the meeting.
Although Chinese people are rather self-contained and avoid physical contact with
strangers, Chinese hosts who had prior experience with foreigners usually prefer
a handshake as a first physical contact with the Western Company representatives
welcoming them in the hosts’ company.

Usually, Polish company members know English at least on a communicative
level, thus they rarely arrange for translators or interpreters to travel with them around
China. However, as I emphasized in the previous sections, Chinese hosts (high level

Table 2 The course of a business meeting: Chinese versus Polish perspective

The course of a business meeting

Chinese perspective Polish perspective

– Punctuality
– Special conference room
– Greeting style
– Special sitting arrangement
– Introduction of each party member
– Business card handing tradition
– Waiting for the guest businessmen to start the
Conversation/negotiation

– Polite discussion of potential disagreements
(‘you mianzi’)

– Introduction of the host’s demands
– English-Chinese translator (always necessary)
– Revision of the meeting process
– Documents signing
– Picture time
– Gift giving ceremony
– End of the meeting
– Dinner or lunch together (a meal often
organized before the meeting to get
familiarized with the potential business
partner)

– Flexibility
– Rather free sitting arrangement
– Standard welcoming
– Host starts presenting the company
– Start with the relevant issues of the meeting
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Fig. 2 Sitting arrangement during business meetings in China. 1 (based on: Seligman, 1999, p. 94)

management members) quite often have problems communicating in English, thus
the English-Chinese translator’s presence is always necessary during the meeting.

When aChinese company is a host of themeeting, there are usually special confer-
ence rooms provided for the meetings. Also, there are certain sitting arrangements
that need to be followed. They are best represented by the two pictures that can
be seen in Figs. 2 and 3. It is necessary to mention that, depending on the rank of
a particular worker, Chinese usually enter the room in a fixed order, first the boss
enters with the guests, then other company members enter the room in the order of
their experience and qualification level.

Figure 2 introduces a conference room in which there are three sitting spaces, one
or two sofas and chairs on both sides of the sofa. The principal guest is always seated
at the principal host’s right side on a sofa opposite the door, so that they would always
see people coming in and out of the room. Other high-ranking guests are seated in
the immediate vicinity. Chinese workers are seated in a certain order, depending on
their working status and company hierarchy status, only the translator must be seated
next to the host of the meeting regardless of his/her business status.

In the following picture of the conference room sitting arrangement (Fig. 3), there
is a big table in the middle of the room. In this configuration, the individuals are
seated around this table in such a way so that the principal guest would be seated
opposite the principal host. Additionally, the principal host should be seated back to
the door so that any message from the offices outside the conference room could be
quickly provided to the host without interruption of the meeting. It is also influenced
by ‘feng shui’; however, due to the space limitations of this article, I will not go
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Fig. 3 Sitting arrangement during business meetings in China. 2 (based on: Seligman, 1999, p. 95)

into more details. As can be seen in Fig. 3, the interpreters are, yet again, seated
in the immediate vicinity of the principal host and guest. Sometimes, in this table
arrangement, the name cards placed around the table ease the seating arrangement
issue.

After the seating arrangement is finally fixed, each partymember introduces them-
selves. Afterwards, business card handling occurs. It is followed by a set of rules.
In China, one may disrespect a Chinese businessman when handing a business card
using inappropriate manners. It is worth mentioning that business cards are some-
times being handed right after the primary introduction, sometimes, however, they are
exchanged after the entire meeting. Nevertheless, it is necessary to hand a business
card to a Chinese businessman with both hands, with the name directed towards the
Chinese partner. While handing the business card, one should slightly bow towards
the recipient of the card, but not too much. Contrary to Japanese businessmen’s bow,
the slight bow towards Chinese counterparts is rather delicate and limited to a head
nod rather than a full upper body movement. After the Western guest receives the
Chinese party’s business card (also with both hands), one should take a moment to
take a look at it, acknowledging the whole process and hide it either inside a business
card case or a pocket of the upper part of the suit closer to your heart, never inside the
trousers’ pocket because that would be treated as a disrespectful act (‘you mianzi’).

After the acknowledgement of a business card, the Chinese host is waiting for the
guest businessmen to start the conversation and negotiations. Due to the previously
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discussed ‘you mianzi’ concept, Chinese lead a rather formal and polite discussion.
Poles, contrary to Chinese, are considered to be rather self-confident and decisive
when it comes to business. They prefer maintaining direct eye contact, get straight
to the point and say what they think (Table 2). Whereas Chinese businessmen rarely
maintain direct eye contact and, in order to prevent ‘losing face’, they rarely directly
issue statements which are contrary to the other party’s goals, arrangements or ideas.
They prefer ‘going around the subject’, which can often be seen by Polish people as
suspicious.

After the negotiation process and reaching somekindof anunderstanding,Chinese
business partners tend to prepare a written summary of all discussed matters so that
everyone would make sure they understood the other party correctly. Afterwards, the
document signing is being held with a commemorative photo.

In the end of the meeting, right before the closing dinner, the gift giving ceremony
occurs. Chinese people are very superstitious; thus, there is a potential risk of handing
the wrong type of present to Chinese hosts, which may result in hurting their feelings
(and ‘losing their face’). Thus, one should take a closer consideration towards this
issue. The gifts, similarly to name cards, should be handed with both hands and
should not be too expensive or in the amount of four because this number is treated
as unlucky due to the fact that it sounds similar to the word ‘death’. One should
avoid giving watches, umbrellas, knives, and scissors as presents to Chinese people
because they are all connected with negative emotions and will be treated as highly
offensive gifts. It is best to choose something rather symbolic, connected with one’s
company or country of origin, a small souvenir, like sweets or some local symbolic
souvenirs. After receiving a gift, it is important not to open it immediately, unless
the person who gives it to you requests that you open it right away.

Before going to China, it is important to think about all the abovementioned
tips so that no one would feel disappointed or disrespected. 100% of my research
subjects stated that, before going to China, they had no prior knowledge about the
abovementioned rules upon gift-giving tradition, thus most of them were prone to
commit faux pas.

After the gift giving ceremony, everybody gathers around and goes for a meal
together (if there was not one prior to themeeting); however, due to space limitations,
I will not go into details because it is yet another very complicated topic.

6 Conclusions

The article introduced and analyzed the differences in terms of Polish and Chinese
versions of business meetings and their arrangement with detailed analysis of the
subject. The data was based on numerous empirical materials collected over the
years of working with Polish and Chinese businessmen both in Poland and in China.

Despite the differences, Chinese also bare certain similar traits in terms of social
interaction, such as keeping distance with the interlocutor. Both Polish and Chinese
businessmen tend to be more formal than, for instance, American businessmen,



The Clash Between Polish and Chinese Business Etiquette … 139

and they rarely joke during the official part of the meeting, establishing a rather
professional contact with one another (Table 3).

Polish entrepreneurs whom the author investigated also emphasized the fact that
Chinese cherish the cultivations of the relationship and that Chinese companies spend
heavily to establish and maintain relationships with influential people. However,
sometimes all it takes to establish that connection is a conversation, ameal, or a favour.
Thus, there could be found certain similarities in terms of ‘guanxi’ in Poland and
China due to the fact that Poland, as one of post-communist countries, is included into
collectivist, particularistic culture, moderately oriented to relationships (Gesteland,
2012; Glińska-Neweś, Escher, Brzustewicz, Szostek, & Petrykowska, 2016).

Table 3 Similarities and differences between Polish and Chinese entrepreneurs and business
conduct

Polish perspective Chinese perspective

Economy and social attitude

Low trust economy High trust economy

Low social trust High social trust

People

High self-esteem Modest (‘you mianzi’)

self-confident, decisive Indecisive, never refusing anything and polite
(‘you mianzi’)

Pride, patriotism and a strong national spirit Modest (‘you mianzi’)

A resemblance of ‘you guanxi’ in Polish
business conduct

‘You guanxi’ concept

Pessimism Positive, rarely complaining (‘you mianzi’)

Constant fear for one’s welfare –

Trust issues towards potential business
partners

–

Religion

Catholicism—mild influence Confucianism—strong influence

Business conduct

No unified business hierarchy Fixed Chinese Business Hierarchy (triangle
shaped business structure)

Promotion depending on working progress
and results

Promotion by seniority

Quick response to any issue Time-consuming response to any issue

Noticeable importance of ‘guanxi’ Significant (strong) importance of ‘guanxi’

Formal interaction Formal interaction

Distance between the interlocutors Distance between the interlocutors

Small amount of jokes (if any) Small amount of jokes (if any)

Quick relationship development Cultivation of the relationship

Small gift giving Large gift giving ceremony
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However, there are definitely more diversities concerning the specificity of
Chinese business conduct, namely: the specificity of the triangle-shaped business
hierarchy, the specificity and lengthy performance of each task being overanalyzed
by each layer of the management structure, the significant influence of ‘you guanxi’
on the effectiveness of projects’ performance, the concept of seniority over talent in
terms of promotion, Polish and Chinese character traits’ diversity, and, of course,
culture-based differences (Table 3).

Polish businessmen must learn a significant amount of patience towards their
Chinese business counterparts because the ‘you mianzi’ and ‘you guanxi’ concepts
may cause numerous misunderstandings, especially when rather self-confident
and decisive Polish businessmen expect results immediately, whereas Chinese
businessmen must analyse everything with every business member (Table 3).

In the following, and last part of the article, the author provides a summarized
set of tips on how to ease the process of doing business with Chinese, which was
also analyzed and described in details in the previous sections of the article. The
author also explains how to behave properly in the Chinese environment in order to
avoid misunderstandings. Fortunately, nowadays, Chinese businessmen, especially
the younger generation, are accustomed to the Western style of ‘doing business’,
thus they are more understanding and respectful towards cultural differences. They
do not expect foreigners to be entirely accustomed to Chinese traditions. However,
knowingbasicChinesewords, addressative forms andhaving a basic grasp ofChinese
business etiquette and culture will not only impress future Chinese partners and
clients, but will also enable building stronger foundation towards closer and more
stable working relationships without misunderstandings and gaps in communication.

7 Final Remarks

Conducting business in China may give a company a chance to expand and grow
rapidly. However, one has to take into consideration the cultural differences which
were analyzed in details in the article. Below, I have enlisted a set of 10 helpful
tips which would enable Western businessmen to succeed when discussing business
matters with Chinese.

Tips for Polish businessmen willing to conduct business with Chinese entrepreneurs

1. Perform a solid market assessment in order to find a business area which would
be attractive for both parties to collaborate.

2. Collaborate with long-term goals in mind.
3. Be prepared. Prepare your company’s reference, especially from some actual

business partners or the one’s from the past.
4. Make good quality materials, best in both English and Chinese (if possible).
5. Be patient when arranging a meeting with Chinese counterparts.
6. Be punctual.
7. Conduct in formal introductions.
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8. Consider the big cultural differences, so that you know how to behave properly
in the Chinese environment.

9. Learn how to address Chinese business partners.
10. Learn some basic words in Chinese in order to impress the Chinese business

partners.
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Sociopragmatic and Strategic Functions
of Humour in Intercultural Business
Contexts

Anna Stwora

Abstract Humour plays an important role in corporate cultures and its socioprag-
matic functions are already evidenced by ample research. This paper aims at supple-
menting the existing studies on this issue, presenting the results of a cross-cultural
survey on humour in business context. The emphasis is placed on checking the aware-
ness of the workings of humour in intercultural business contexts among Polish and
Taiwanese respondents. Furthermore, the paper will focus on basic considerations
related to humour, as well as on the universal and culture-specific aspects of humour.
Is there a place for humour in business, in negotiations or in one’s workplace? Ismore
humour associated with more risk in intercultural communication? Which strategic
functions of humour seem crucial to the informants? These are the research questions
the author will try to answer.

Keywords Humour studies · Functions of humour · Culture · Intercultural
communication · Business context · Negotiation ·Workplace

1 Introduction

Humour is all-pervasive a phenomenon which exerts significant influence on every
aspect of human life, including workplace and business. Therefore, in the context of
growing globalised communication and inter-cultural interaction, business people,
including not only managers, but also grassroots employees, should know how to
use it in multicultural communication on a daily basis. Humour is indeed a powerful
managerial and communicative tool which may be used in various business contexts
but, simultaneously, constitutes a double-edged weapon since, if the producer and
receiver of the joke, for instance, happen to represent different cultures, a humorous
attempt may simply fall short of the mark or even worse—sour the atmosphere of the
workplace or ruin negotiations. If used with moderation and consideration, however,
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it can serve as an icebreaker, as a means to persuading others, motivating, facilitating
change or saying the unspeakable (Barsoux, 1993).

It is widely acknowledged that humour plays an important role in corporate
cultures and its sociopragmatic functions are already evidenced by ample research.
This paper aims at supplementing the existing studies on this issue, presenting the
results of a cross-cultural survey on humour in business context. The emphasis is
placed on checking the awareness of theworkings of humour in intercultural business
contexts among Polish and Taiwanese respondents. In order to gain a deeper under-
stating of how people representing these different cultures understand the notion
of appropriateness of humour in business life, a qualitative study of two groups of
respondents was undertaken and set against existing literature on the subject matter.

Furthermore, the paper will focus on basic considerations related to humour, as
well as on the universal and culture-specific aspects of humour. Is there a place for
humour in business, in negotiations or in one’sworkplace? Ismore humour associated
with more risk in intercultural communication?Which strategic functions of humour
seem crucial to the informants? These are the research questions the author will try
to answer. Numerous works cited in this paper will put current research into a larger
context concerning humour in intercultural contexts, highlighting the significance of
the sociologies of humour and cultural insider-knowledge (Critchley, 2002), which
is vital not only in business, but also in general communication across cultures.

2 Humour Across Cultures in Business Contexts

As a field of study, intercultural business communication is located at the confluence
of discourse, culture, communication, and business studies (Vuorela, 2005), which is
why it requires comprehensive knowledge. Likewise, humour in multicultural busi-
ness environments is complex an issue since it must take cognisance of numerous
culture-specific tastes, possible taboo topics that vary across cultures or the very
appropriateness of joking behaviours in specific contexts. Given its complexity and
hence perilousness, “humour in the workplace has not always been considered desir-
able. (…)However, the approach to humour and its role in theworkplace has changed
over the years” (Michalik & Sznicer, 2017, p. 23) because of its valuable socioprag-
matic functions. Thus, once avoided, humour is now invited in the workplace and
negotiation as well so as to serve as an icebreaker, for instance. Naturally, this does
not mean spontaneous going for the jocular, as each intercultural context of business
communication, humorous or not, requires thorough consideration and preparation
through “partnership research between business practitioners” (Vuorela, 2005, p. 14)
or between co-workers; “it is important to move beyond within-culture comparisons
as a basis for predicting intercultural negotiation processes” (Drake, 1995, p. 72) or
conversations, to open one’s mind to other cultures and their idiosyncrasies, as well
as to rise public awareness of possible effects of varying cultural backgrounds in
business and everyday communication in general.
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Owing to their being related to the psychological and social well-being, perfor-
mance, cooperation, and job satisfaction, “humour, joking, and shared laughter
are basic and fundamental parts of human interaction, especially in the workplace
(Morreall, 2008)” (Vivona, 2014, p. 1; cf. Scheel, Putz, & Kurzawa, 2017) since they
can bring advantage to individuals and groups alike. “From a functional perspec-
tive, humour performs important cultural roles, such as enforcing social norms and
defining cultural identity (…) (Duncan, 1985)” (Kim & Plester, 2014, p. 3), which
encompasses both individual and in-group identities. This andmanymore socioprag-
matic and strategic functions of humourwill be described in this paper, with emphasis
placed upon humour in multicultural workplace. Nonetheless, it seems advisable to
provide the reader with a short overview of the general theories of humour and
sociologies of humour beforehand so as to offer some background knowledge that is
indispensablewhile discussing the topic. The following discussionwill focus on liter-
ature concerning the notion of humour; then it will centre on the said sociopragmatic
and strategic functions of humour, as well as on the universal and culture-specific
aspects of the jocular.

2.1 Basic Considerations Related to Humour

While a plethora of definitions has been put forward to describe the notion of humour,
the very construct of humour still poses some theoretical problems since it may refer
to “(…) a feeling of amusement, a response of laughter, and a disposition to engage
in a humorous or good-humoured manner. Therefore, conceptually, humour can be
viewed in the forms of a stimulus, response or a disposition (Plester, 2007)” (Kim &
Plester, 2014, p. 2). What is more, it should be remembered that humour is always
in the eye of the beholder, so to speak, for it is not an intrinsic property of people,
situations or things, as follows from the citation below:

We may or may not “see the humour in the situation” depending on the contents of our
mind at the time. This is not like failing to appreciate the size or shape of something we see
because we are distracted. The joke, rather than being funny intrinsically, can be seen as an
object that reliably provokes the sense of humour in a mind. (Hurley, Dennett, & Adams,
2011, p. 36)

Although things, people or situations are subject to individual perception, and in
spite of the fact that humour is amatter of cognition, some stimuli are still more likely
to produce humour than others, which is neatly captured by three general theories of
humour known as incongruity, superiority, and relief theory of humour. While it is
not the author’s intention to provide an exhaustive review of literature on the topic,
a set of representative sources will be cited with the aim of adumbrating the said
theoretical frameworks and the sociologies of humour as well.
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2.1.1 General Theories of Humour and Sociologies
of Humour—A Short Overview

In contemporary humour studies, one can differentiate three basic theories of humour,
namely the incongruity-resolution, superiority, and relief theory of humour. The
incongruity- resolution theory rests upon discrepancies between the concepts
contrasted that, once comprehended by the perceiver thanks to a conceptual shift,
yield humorous effects (Attardo, 1994). The superiority theory, on the other
hand, says that people in general experience humour once they feel superior to
someone who happens to be less fortunate as a result of an amusing mistake or
mishap (Kim & Plester, 2014). Lastly, the relief theory suggests that “humour
reduces psychological tension (…). Nervous energy is released through laughter,
where the suppressed desires (that individuals fear to express out in the open) are
indirectly revealed to relieve the tension” (Kim & Plester, 2014, p. 5). Therefore,
under this framework, humour functions as a valve that lets people vent emotions
through joking, laughing or entertaining a humorous thought and hence get rid of
stress.

As far as the sociologies of humour are concerned, one can point out to various
social actions performed by humour. “According to sociologists, the social impact
of joking and humour is very important in our everyday life and there are many
different theories on the social impact of humour” (Mulder & Nijholt, 2002, p. 6),
a division of which was proposed by Rutter (1997) and comprises three groups he
calls maintenance theories, negotiation theories, and frame theories. To begin with,
maintenance theories, as the very name suggests, say that humour helps to main-
tain established social roles, order, and hierarchies both in private life (e.g., within
the family) and within a given working environment. It can bond group members or,
conversely, become a tool to point out one’s mistakes or even punish him through
making him the butt of a joke, for example. When it comes to negotiation theo-
ries, they “focus on the role of humour as a means of interaction, pastime, and an
event where more than one person is involved. The hearer decides if a joke is funny
or not, depending on the social and cultural context of the joke and its environment”
(Mulder & Nijholt, 2002, p. 7; cf. Rutter, 1997). In formal discussions aimed at
reaching some kind of agreement, these theories are particularly crucial, for they
revolve around contextual and cultural conditioning in an exchange of thoughts that
should always take any intercultural differences into account. Last but not least,
frame theories “tend to see joking as a break from the everyday serious life. The
joker makes a shift from the serious frame to the humorous frame and is allowed
to present criticism without fear for retribution” (Mulder & Nijholt, 2002, p. 7; cf.
Rutter, 1997). Such humour helps not only to reduce stress or weariness through
having a break, but also to share thoughts in an open manner, thus being conductive
to enhanced and uninhibited creativity. More details on the sociologies of humour
introduced herein will be provided in the section devoted to the sociopragmatic and
strategic functions of humour.
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2.1.2 Humour in Its Universal and Culture-Specific Aspect.

Being embedded in all cultures, humour is a universal aspect of human experience
(Kim & Plester, 2014; Martin, 2007), as people all over the world are reported to
share similar basic cognitive structureswhen it comes to humour appreciation (Alden,
Hoyer, & Lee, 1993); consequently, numerous cultures refer to the three rudimentary
theories of humour outlined in the preceding section, which testifies to the fact that
humour can be viewed as universal a phenomenon. As a matter of fact, people think
alike when it comes to detecting incongruities, laughing at specific targets or feeling
some kind of a relief once nervous tension is released through humour. This line of
thought is supported by Goldstein, cited below:

One might best make the assumption of cultural universality when dealing with the most
fundamental sorts of behaviour. Physiological processes, for example, are quite likely to be
trans-cultural, as are basic perceptual-cognitive principles and certain structural features of
social interaction. (Goldstein, 1976, p. 167)

Nevertheless, it seems difficult to search for general principles of humour as the
assumption of cultural universalismoften becomes less tenablewith regard to cultural
remoteness. As a result, people are partial to certain jokes while others do not amuse
them whatsoever and can even simply backfire (Barsoux, 1993).

What is funny for the French may be anathema to an Arab; your very best story may be
utterly incomprehensible to a Chinese; your most innocent anecdote may seriously offend a
Turk. Cultural and religious differences may make it impossible for some people to laugh at
the same time. (Lewis, 2006, p. 15)

In the light of the foregoing, “apparently all cultures use humour, but humour
is often context-specific” (Vuorela, 2005, p. 15) because of the fact that “humour
is local and a sense of humour is usually highly context-specific and is a form of
cultural insider-knowledge” (Critchley, 2002, p. 67). Hence, it is culture that provides
the behavioural framework within which humans happen to interact (Neuliep, 2016)
and it is the sociocultural context that underlies the perception and appreciation
of humour (cf. Michalik & Sznicer, 2017) (for a more comprehensive discussion
of various dimensions and theoretical frameworks of cultures see Liu, 2015). If
predicted, however, cultural differences may not even emerge in the course of an
interaction between culturally different, or even discrepant, business environments
(Drake, 1995). In humancommunication, especially in formally constrained contexts,
humour is usually instantiated verbally, which is why the notion of the language of
humour is perhaps as vital as the very theory behind it.

Jokes are important not because of their consequences but as a phenomenon in their own
right, as a favourite pastime of many people and a great source of popular enjoyment and
creativity. Also, jokes provide insights into how societies work – they are not social ther-
mostats regulating and shaping human behaviour, but they are social thermometers that
measure, record, and indicate what is going on. (Davies, 1990, p. 9)

It is important to remember that humour has both its advantages and drawbacks.
First of all, one should be aware of the way humour is understood by different people,



148 A. Stwora

which entails being sensitive to cultural and religious differences, for instance. If ill-
timed, aggressive or confusing, humour can have a detrimental effect on interpersonal
relations, one’s self-esteem or negotiation processes (cf. Romero&Cruthirds, 2006).
In a nutshell, it can be concluded that humour should be used with moderation and
mindfulness since going for the jocular can be tricky indeed, especially that “the
social context inwhich the joke is presented should be appropriate in order to enhance
humour appreciation (Staley & Derks, 1995)” (Vuorela, 2005, p. 15).

We must bear in mind that humour is a double-edged sword. Therefore, what some consider
humorous may elicit contradictory, if not conflicting, emotions from others. (…) Humour
has to be geared to the audience and occasion, otherwise it can have a damaging effect.
(Michalik & Sznicer, 2017, p. 25)

2.2 Sociopragmatic and Strategic Functions of Humour

As far as the advantages of humour in workplace are concerned, they are captured
by the sociopragmatic and strategic functions thereof, which are closely related to
the sociologies of humour already adumbrated in the previous section (for an inter-
esting pragmatic study on the strategic potential of humour see, e.g., Vuorela, 2005).
As evidenced by ample research in the field, the most commonly recognised socio-
pragmatic and strategic functions of humour are “alleviating tension in stressful
situations, communicating face-threatening messages, increasing one’s persuasive-
ness, building solidarity, [and] boosting likeability” (Dynel, 2017; cf. Attardo, 1994;
Martin, 2007), to name but a few.

Humour in professional contexts is generally purposeful (Vivona, 2014) but its
purposes vary. First and foremost, humour in workplace and in corporate cultures
contributes to the creation of team spirit through building solidarity (Dynel,
2017), as it reinforces group identity and cohesion (Michalik & Sznicer, 2017;
Romero & Cruthirds, 2006; Vivona, 2014), as well as “the feelings of together-
ness of a group” (Vuorela, 2005, p. 15; cf. Critchley, 2002). “Relationships can be
built between individuals using humour as a medium of connection, as humour itself
can create positive affect between different people” (Kim & Plester, 2014). It is
a well-known fact that shared laughter or jokes requiring some insider knowledge
make it possible to build group solidarity, bonding group members through in-group
humour.

Shared laughter and the spirit of fun generates a bonding process in which people feel closer
together - especially when laughing in the midst of adversity. This emotional glue enables
team members to stick together on the tough days, when members of the team need each
other to complete a project and assure quality customer service. (McGhee, 1999)

Such bonding can even conduce to a considerable reduction of barriers that
separate management from other employees, resulting in a shortening of the
distance between people; consequently, humour may lead to more open communi-
cation and frankness, working towards building trust (McGhee, 1999; Romero
& Cruthirds, 2006), boosting likeability towards group members (Martin, 2007;
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Dynel, 2017) or improving relations with partners and customers (Morreall, 2008;
Michalik & Sznicer, 2017). Furthermore, the persuasive potential of humour is not
to be underestimated either since it can serve to better one’s argumentation and
increase one’s persuasiveness (Dynel, 2017), thus facilitating serious business
confrontations (Barsoux, 1993), helping to boost morale, manage people in general
or communicate ideas. In this context, “humour forms an important part of organ-
isational culture. It is a means of communicating and maintaining organisational
values and norms of behaviour. It also serves to punish and ridicule those who fail
to observe them” (Michalik & Sznicer, 2017, p. 25; cf. Kim & Plester, 2014), thus,
in fact, operating as a managerial tool.

Another aspect to be mentioned here is the one of creating a pleasant, more
relaxed atmosphere which can effectively counter any tension that builds up
thanks to shared laughter or a note of levity introduced (Bullmore, 1991). This is
particularly important as far as themaintenance of psychologicalwell-being andwork
performance of the staff are concerned because humour can fulfil stress-relieving
functions through introducing an air of detachment and countering ego depletion
(Scheel et al., 2017). Humour can furthermore “help the employees to relax, inspire
creative thinking, and thus improve their performance (Morreall, 2008, p. 460)”
(Michalik & Sznicer, 2017, pp. 23–24), encouraging them to work and providing
them with new, broader perspectives. Besides encouragement, humour can breed
creativity (cf. Barsoux, 1993;Morreall, 2008; Romero&Cruthirds, 2006) because
it “opens up newways of viewing things, and stimulates innovative ideas for solutions
to difficult problems. This effect is especially important in team settings, where
the ideas of one person can serve to trigger novel ideas for resolving problems in
someone else” (McGhee, 1999). Therefore, the positive energy that comes alongwith
humour opens space for creativity, for proposing, pondering over, and accepting new
solutions.

“Humour, then, provides a channel for introducing new ideas on to the agenda
and testing their validity. (…) All this is possible because the normal rules governing
serious interaction are momentarily suspended when a remark is signalled as being
humorous” (Barsoux, 1993, p. 49). In this way, “humour can pave theway for innova-
tion” (Barsoux, 1993, p. 48) because it involves creative thinking and putting forward
ingenious solutions. In fact, researchers point out to interestingly similar mechanics
of problem solving involved in humour and problem solving in general (see: the
incongruity-resolution theory), for both “Ha ha!” and “Aha!” (Hurley et al., 2011,
p. 401) rely on finding solutions so as to fill in the gaps in comprehension; “the newly
added jigsaw puzzle pieces from problem solving may complete a part of the puzzle,
and at the same time add a new contradiction which helps to pinpoint a mistaken
belief - a previously misplaced piece of the puzzle - thus causing mirth” (Hurley
et al., 2011, pp. 401–402; cf. Koestler, 1964; Barsoux, 1993).

Apart from communicating levity or sprouting creativity, humour may also
help in stressful or difficult situations when negative emotions arise since it “plays a
role in how workers select and retain interpretations of work events” (Vivona, 2014,
p. 3). Specifically, “it helps one to face threat rather than succumb to it. It can also
serve to deflect criticism, copewith failure, and defuse conflict” (Michalik&Sznicer,
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2017, p. 30) because it provides a sense of detachment, helping to distance oneself
from problems and arguments (Barsoux, 1993), thus being an asset while handling
conflicts or socially awkward situations through triggering laughter. Moreover,
humour may also be used to communicate face- threatening messages that
may seem to violate the principles of politeness, give negative feedback or express
mixed emotions (Dynel, 2017; Liu, 2015). In addition tomaintaining face in commu-
nication, it can also serve to communicate bad news in a manageable way, so
to speak; as maintained by Barsoux, for instance, “confrontation in negotiation is
more about how things are said than what is said” (Barsoux, 1993, p. 57), so, in
this context, humour may be treated as a way out of thorny issues and as a means to
stress reduction. Thealleviation of tension in stressful situations (Dynel,
2017) is perhaps the most central sociopragmatic function of humour; humour miti-
gates stress (Michalik & Sznicer, 2017;Morreall, 2008) and, what is more, is capable
of changing stress perception (Romero & Cruthirds, 2006). Humour may serve as
a tool to reconstruct or reframe situations for them to seem more bearable and less
stressful, which testifies to the fact that humour can be used as a coping strategy
(Abel, 2002).

Strategically beneficial as it is, though, one can never take humour for granted
and expect it to bring positive results at all times since “the main problem is how
individuals perceive humour and what they associate with it” (Michalik & Sznicer,
2017, p. 25). Because no topic or thing is humorous per se, humour is the function
of perceptual processing (Hurley, Dennett, & Adams, 2017, p. 72), and perceptions
differ across cultures, resulting in different realisations of humour. “The linguistic
component cannot be isolated from the cultural one. In fact, humour is constrained by
these two components, which indicates that there must be some common knowledge
or experience (…)” (Fuentes Luque, 2010, p. 392) that is shared by the addressor
of the humorous message and by its recipients. In business contexts, this poses a
serious dilemma for both managers and employees, forcing them to decide whether
to adopt a more global and universal perspective or the one centred on intercultural
dissimilarities in communication, humorous or not. It is vital to bear in mind that
“culture may predispose certain strategies over others but does not determine them.
Rather, the choice would be made in the context of the interaction at hand” (Vuorela,
2005, p. 14), thusmaking it impossible to offer any solutions that would be applicable
to all cases.

3 Survey on Humour in Business Contexts

In order to gain an understating of how humour in business contexts is understood
across cultures, a quantitative study was undertaken based on a Google Docs survey
conducted among two groups of respondents, namely Polish (60 informants, Busi-
ness English students of the Institute of English, University of Silesia, Poland) and
Taiwanese (45 informants, mostly students of the National Taiwan Normal Univer-
sity and graduates thereof that already have some job experience). The questionnaires
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were distributed online between March and September 2018. The respondents from
each cultural group were exposed to the following set of questions:

Is there a place for humour in business?
Is there a place for humour in business negotiations?
Is there a place for humour in the workplace?
Can you name any constraints imposed on humour in the contexts listed above?
Choose 6 strategic functions of humour that seem the most important to you.

• alleviating tension in stressful situations/stress reduction
• communicating face-threatening messages (that may seem impolite or express

negative emotions)
• communicating bad news
• increasing one’s persuasiveness/bettering one’s argumentation
• building solidarity/team spirit
• boosting likeability
• breeding creativity/positive energy
• encouraging to work
• building trust
• handling conflicts
• creating pleasant/more relaxed atmosphere
• shortening the distance between people

Is it okay to be humorous in intercultural/multicultural business/negotiations?
Why? Why not?
Is there any aspect of humour you should avoid in multicultural contexts at all
costs?

3.1 Polish Versus Taiwanese Perspective

First, the respondents were asked if there is a place for humour in business at all
and they were unanimous in saying so, irrespective of the nation represented. The
question concerning humour in the workplace yielded identical results, but when it
comes to business negotiations, the author gathered only 75% of positive answers
from Poles and 90% of positive answers from the Taiwanese group. As far as the
main constraints imposed on humour in the abovementioned contexts are concerned,
Polish informants listed cultural and religious aspects, differing senses of humour
among people, and the specificity of the in-group sense of humour, as well as the
offensive potential of humour; furthermore, some of them were concerned about
increased tension caused by failed humour and about humour being unprofessional
in certain formal contexts. The constraints mentioned by the Taiwanese included
cultural differences and the provenience of business counterparts, mood and atti-
tude, context, and the face-threatening use of potentially abusive or vulgar language.
Having answered these preliminary questions, the informants were requested to look
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at the list of twelve strategic functions of humour and choose six that seemed the
most important to them.

The most popular sociopragmatic functions of humour selected by Polish respon-
dents (see Fig. 1) encompassed (1) breeding creativity and positive energy (80%),
(2) creating pleasant atmosphere (80%), and (3) building solidarity or team spirit
(75%). Most of them also claimed that humour contributes to (4) the shortening of
the distance between people (70%) and (5) alleviating tension in stressful situations
(70%), as well as helps to (6) encourage people to work (55%). Polish informants
were therefore focused on the power of humour to make their working environment
more relaxed, pleasant, andmanageable. It isworth noting that they placed the playful
aspect before the social one; the ability to boost likeability (50%) was considered
relatively important, then followed handling conflicts and building trust (45% each),
the remainder was marginal.

Taiwanese informants (see Fig. 2), on the other hand, placed (1) stress reduction
first (90%). In the respondents’ view, (2) shortening the distance between people
(80%) and (3) creating pleasant atmosphere (80%) were equally important. Interest-
ingly, their responses turned out to be very similar and, furthermore, four of them
were consistently chosen by 50%of the respondents; these encompassed: (4) building

Fig. 1 Strategic functions of humour chosen by Polish respondents. Designed in Google Docs by
A. Stwora

Fig. 2 Strategic functions of humour chosen by Taiwanese respondents. Designed in Google Docs
by A. Stwora
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solidarity and team spirit, breeding creativity and positive energy, encouraging to
work, as well as handling conflicts. Thus, for the Taiwanese respondents, going for
the jocular in professional contexts is also connected with the issue of playfulness,
well-being, and maintaining good relations with others, which is particularly impor-
tant for this pro-partner and relationship-focused culture (Gesteland, 2002). Unlike
Poles, Taiwanese informants also acknowledged the role of humour in increasing
one’s persuasiveness and bettering one’s argumentation (40%).

Subsequently, the informants were requested to answer the following question:
Is it okay to be humorous in intercultural/multicultural business/negotiations? 75%
of Polish respondents agreed, saying that “as long as you know the cultural bound-
aries and move within them, there is no reason to limit your scope of expression”
(anonymous survey respondent). Nonetheless, many of them claimed that negotia-
tions should be kept serious, for one should be aware of the threats of failed humour.
According to the Taiwanese, humour in intercultural business context is allowed
(80% of the respondents agreed) as long as the counterparts are respectful, aware
of the cultural differences, and do not overuse humour. Given their cultural profile,
they were probably centred on these issues because they value harmony with others,
observation of social rituals, kindness, moderation, and courtesy (Neuliep, 2016).

The last query in the survey was aimed at getting the respondents opinions on
the aspects of humour that should be avoided in multicultural contexts at all costs.
Thus, Polish informants listed black humour, racist jokes, jokes about sex, religion
or sensitive cultural topics, as well as jokes addressing personal issues; moreover,
they also suggested that one should abstain from telling jokes about history, bombs
or terrorist attacks. Taiwanese respondents, in turn, said that it would be advisable to
refrain from jokes about religion or sex, racist jokes, gender-related jokes, and jokes
addressing personal or political issues.

4 Conclusions

Having surveyed the participants from two linguistic and cultural backgrounds, it
appears that their responses overlap to a certain extent despite cultural remoteness.
As far as the sociopragmatic functions of humour are concerned, the results obtained
show that Polish respondents indicated that humour-induced playfulness and well-
being thanks to positive energy and good team spirit at work were most valued;
then followed the social aspect responsible for bonding people and making them
less worried. Being representatives of a variably expressive culture, Poles claimed
that it is good to use humour, but with moderation and consideration. Taiwanese
informants, on the other hand, placed emphasis on such sociopragmatic functions
of humour as stress reduction, shortening the distance between people, and creating
a more relaxed atmosphere, yet their main concern was avoiding face-threatening
situations that humour may engender. This culture is known for treating humour
with ambivalence and reserve, for being humorously serious even, which may be
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attributed to Confucianism that upholds social order and hierarchy (Drozd, 2020;
Neuliep, 2016).

Both cultural groups surveyed were for the use of humour in business and in one’s
workplace but had some misgivings when it comes to humour in business negotia-
tions. As can be observed, the results of the survey were a touch contradictory since,
on the one hand, the informants were positive about using humour but, simultane-
ously, seemed to be driven by fear and the more they thought about the topic, the
more reservations they voiced about the appearance of humour in formal contexts.
Naturally, it is not the author’s intention to generalise from the student population to
non-students since they lack certain professional experience that would have helped
them handle the topic. Rather, choosing this particular age group was aimed at sensi-
tising them to the workings of humour, as they will sooner or later enter the business
market and thus will need to develop their sociopragmatic knowledge of humour in
business situations. Obviously, humour is used differently in different workplaces,
which results from different cultures, values, specialisations, etc. (Holmes & Marra,
2002); in such contexts, if one decides to go for the jocular, he should remember
about the multicultural nature of the modern world and business contacts, as well as
that humour has to be inclusive. If used properly, it can become an important source
of strategic advantage, for “humorous interaction is bracketed off from normal inter-
action” (Barsoux, 1993, p. 50), inviting more ease, creativity, relaxation, and levity
to mundane activities. “Simply speaking, humour makes working life more liveable
(…) [but] one must bear in mind that although the ability to appreciate and enjoy
humour is universal and shared by all people, each culture has a different perception
of what constitutes humour” (Michalik & Sznicer, 2017, p. 30).

Humour has its own dynamics conditioned by the language, community, culture,
and context factor, which is why cross-national comparisons are so valuable: they
enable to compare value orientations among cultures and trace trans-cultural differ-
ences or similarities. Consequently, further research on the topic should certainly
cover more cross-cultural studies on humour in professional contexts, as well as
possible analyses thatwould, for example, take into account the scale of business (e.g.,
by means of comparing results for big and small companies). All in all, only cross-
cultural studies can provide profound and invaluable insights into the dimensions of
cultural variability of the modern world.
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Using Cultural Taxonomies
to Understand Intercultural Relations
in Business

Anna Zelenková

Abstract The relations between culture and business have been explored by
many disciplines, which resulted in the creation of cultural theories and cultural
taxonomies. The cultural taxonomies provide us with the insights into how cultures
are manifested, how they are associated with social groups, or how they influence
people’s behavior and interaction. Our paper is a theoretical study aimed at exploring
interconnections between culture and business and the impact of culture on the way
international business is done today. For this purpose, the paper presents four selected
theories of culture and cultural taxonomies which are applied in business studies in
order to raise the intercultural competence of (future) workers in a culturally diverse
business world. Firstly, the paper gives the background to the concept of culture.
Secondly, it explores four selected cultural taxonomies relevant to international busi-
ness. Thirdly, it specifies some areas in which the knowledge of cultural taxonomies
and cultural characteristics can help raise awareness of intercultural relations in busi-
ness.We focus on the cultural knowledge and skills which are necessary for avoiding
misunderstandings in intercultural communication in business situations.

Keywords Cultural taxonomies · Culture studies · Business studies · Culture and
business

1 Introduction

The beginning of the twenty-first century is marked by increased connectivity and
interdependence of markets, which has made the world of business more complex
than ever before. Space has opened up for the mobility of ideas, goods, businesses,
and the work force. For many people and companies, a location in a foreign country
has become a must. Companies are trying to maintain their competitive advantage
either by hiring skilled and educated professionals from abroad, or by using cheaper
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foreign labour force of less developed countries. While these practices bring many
advantages to the company, they also bring problems. Themore cultures are present in
a company, the higher the chances for cultural conflicts in communication,managerial
approaches, organizational cultures, and other issues that affect the way business is
done today.

This is why intercultural issues have been the focus of many researchers, anthro-
pologists, linguists, and psychologists. Studies in intercultural communication and
intercultural management have been undertaken as a result of the increasing demand
of multinational companies for better understanding of cultural differences. One of
the outputs of intercultural research are the cultural theories which categorize various
cultures into certain groups according to the features they share. The knowledge of
these categorizations can help business people around the globe to face differences
in the ways business is conducted in different parts of the world. There are many
cultural theories and taxonomies, but, in our paper, we have decided to present four
selected taxonomies of cultures that can be applied in international business relations
and used as guidance for intercultural understanding, effective communication, and
adequate behaviour.

2 Theoretical Background to Culture in Business

When studying the relations between culture and business, it is necessary to under-
stand the concept of culture. The traditional distinction is between high culture and
low culture. Under high culture (also called “Olympian culture” (Brooks, as cited
in Omaggio-Hadley, 1993, p. 361)) we understand the cultural representation, such
as great literature, music, arts, and architecture of a given country, while under low
culture other aspects and the patterns of everyday life of a culture-bound group of
people are included. Another distinction points out thematerial culture (products and
artefacts of culture, institutions, and systems) and the non-material, spiritual culture
(way of thinking, beliefs, behaviour, and values) as the distinctive achievements of
human groups (Kroeber & Kluckhohn, as cited in Adler, 2008, p. 18). In late 1960s,
the shift in cultural studies changed focus. They moved from the study of formal
aspects of a civilization to an emphasis on anthropological or sociological concerns,
including intercultural communication (Hall, 1966; Seelye, 1987).

Culture is a complex phenomenon and carries many different meanings. It has
been defined in many ways, depending on the discipline it is studied by, such as
anthropology, sociology, linguistics, psychology, communication science, andothers.
The beginnings of theoretical studies can be set in the 1950s when Parsons (1951)
designed his theory of culture as a social system, which is, on the one hand, the
product of, and on the other—a determinant of systems of social interaction. As
a social system, culture presents an institutionalized system of beliefs and values
(Parsons, 1951, pp. 56–58) which is learned, shared, and transmitted, and constitutes
a heritage or a social tradition (Geertz, 1973). Other anthropologists see culture as
all acquired knowledge, beliefs, art, law, morals… and “any capabilities and habits
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acquired by a person as a member of a society” (Symington, as cited in Adler, 2008,
p. 18), or as more or less stereotyped patterns of learned behaviour. Kroeber and
Kluckhohn (as cited in Adler, 2008) defined culture as patterns of and for behaviour,
acquired and transmitted by symbols; the core of any culture consists of “traditional
ideas and beliefs and their attached values” (Adler, 2008, p. 18). Another, if not the
most important, element of any culture is language and communication, both verbal
and non-verbal. Theway people communicate reflects their cultural reality. Language
expresses how people view the world around them. Its omnipresent quality makes
it one of the most powerful stimuli behind human behaviour (Samovar, Porter, &
McDaniel, 2006). This point was also underlined by Hall (1966) when he concluded
that “there is not one aspect of human life that is not touched and altered by culture”
(p. 169). According to his studies, culture is perceived as a “set of subconscious
incentives and mechanisms which lead to specific behaviour of members of a given
culture” (Hall, 1997, p. 15). We can see that culture is defined as a broad concept
which embraces all aspects of human life. A Dutch social anthropologist and sociol-
ogist Geert Hofstede (2001) defines culture as deep values which are surrounded by
more visible practices. He also suggests that culture is the “software of the mind… it
is the collective programming of the mind which distinguishes the members of one
group or category of people from another” (Hofstede, Hofstede, & Minkov, 2010,
p. 6). Hence, culture is the unique lifestyle of a particular group of people.

Psychology defines culture as “a way of thinking, feeling, believing. It is the
group’s knowledge stored up (in memories of people; in books and objects) for
future use. A culture constitutes a storehouse of the pooled learning of the group”
(Adler, 2008, p. 18). On the other hand, communication sciences and linguistics
study culture as the way of communication of a certain group of people (Kramsch,
1993). They assert that “culture is communication and communication is culture”
(Ramírez, 1995, p. 59). The basic characteristics which are repeatedly mentioned in
these definitions are as follows: culture is passed and transmitted from one generation
to the next through the process of inculturation; culture is shared—members of a
given culture share their beliefs, communicate and develop their knowledge about
attitudes towards life; culture is symbolically expressed; and, culture is adaptive—
societies are constantly adapting to the environment in order to survive. As Maude
(2011) concludes, underpinning most definitions of culture is the concept of culture
as “a system of beliefs, values, and practices which enable particular cultures to solve
universal problems” (Maude, 2011, p. 4). Among universal problems she includes the
relations to age, the relations within a family, or relations between men and women.
Maude’s model of culture, as a closed system of interrelated cultural values, basic
beliefs, and cultural practices (p. 5), may be a good outset for understanding the
nature of intercultural relations in business.

We can conclude that the culture we talk about in a business context is mainly
defined by social sciences (culture as learned group-related perceptions), communi-
cation sciences influencedby anthropological studies (culture as contextual, symbolic
patterns of meaning, involving emotions), and interdisciplinary cultural studies
(culture as a heterogeneous, dynamic and contested zone) (Martin & Nakayama,
2010).
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All thementioned aspects of culture, such as values, beliefs, patterns of behaviour,
ways of thinking, language, material objects and artefacts, social patterns for living,
social systems and rules, deep and inherited knowledge are the factors around which
various taxonomies of cultural groups have been developed by various scholars and
researchers. The knowledge of these taxonomies, their identification and application
in business context lead to better understanding of the ways business is conducted in
international contexts.

3 Cultural Taxonomies

Cultural taxonomies present the output of practice of classifying world cultures
based on theoretical concepts of cultures delivered by scientific disciplines. Cultural
taxonomies are based on certain principles underlying these classifications. The
classifications are done from different points of view, in which such factors as
national characteristics, attitudes to various aspects of life, ways of thinking or
communication, and behavioural patterns play a role.

In the following part of the paper, we shall present selected cultural taxonomies
whose characteristics are reflected in business practices and applied in business
studies in order to prepare future businesspeople for effective functioning in today’s
business world. The only criterion for selecting these theories is their impact on
cultural studies and intercultural communication studies, and their relevance for
international business.

3.1 Edward Hall’s Taxonomy: Basic Cultural Factors

The first taxonomy to discuss is the taxonomy of cultures based on the concept of
key cultural factors defined by the American anthropologist Edward Twitchell Hall
(1966). According to this scholar, the key cultural factors making difference between
cultures are context, time, and space. These factors also have an impact on intercul-
tural communication in business. Hall’s theory influenced further development of
intercultural communication studies.

Context (contextual dimension) as a cultural factor distinguishes between high-
context and low-context cultures. People tend to express their thoughts and feelings
in different ways. In high-context cultures, there are many contextual elements that
help people understand the rules. Much is taken for granted, so, for the outsider, it
may be difficult or confusing to understand the “unwritten rules”. People in high-
context cultures are generally not direct in their expressions, use a lot of non-verbal
communication, and many covert and implicit messages, with the use of metaphors
where reading between the lines is required. In the case of international business, the
process of doing business, negotiating or making a contract is more important than
the product of this process (signing a contract).
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Low-context cultures are more direct, strict, and organized in their time sched-
ules. Overt and explicit messages, which are simple and clear, dominate interaction.
They tend to be more specific and expressive in behaviour. During conversations
or negotiations, they tend to go straight to the point without any unnecessary talks.
Fulfilment of the task is more important than the process and relationships.

Space factor (spatial dimension) laid foundation of proxemics, the study of space
and relations within it. Hall found out that, in some cultures, people need more
space in all areas than people in other cultures. Hall described four main types
of personal distances for different situations: intimate, personal, social, and public
distances, which change depending on culture. For instance, an Argentinian person
who needs less space will stand closer to a Canadian, which will make the Canadian
feel uncomfortable.

The time factor (temporal dimension) described cultural differences in the percep-
tion of time and divided cultures into twomain groups:monochronic and polychronic
cultures. Monochronic orientation means doing one thing at a time, concentrating on
the job at hand. It also assumes careful planning and scheduling. Polychronic time
orientation, on the other hand, means the ability of doing several activities at once.
It may also involve easy distraction from the job to be done. Human interaction is
valued over time, leading to a lesser concern for getting things done.

Hall’s research and work (done in the 1950s and 1960s) remained influential for
the years to come and laid foundations for the study of intercultural communication.

3.2 Hofstede’s Taxonomy: A Model of Dimensions of Culture

The second taxonomy of cultures is based on Hofstede’s analysis of national cultures
in work context (Hofstede et al., 2010). As the research was conducted in business
context (employees of IBM inmore than 50 branches around theworld), it is valuable
for understanding interaction in international business and management. Business-
people working internationally use this classification today and find it a good guide-
line for intercultural interaction, as it provides the characteristics of national business
cultures. According to Hofstede’s dimensional model of culture, each culture can
be analysed according to six different dimensions. Hofstede developed such cate-
gories as individualism and collectivism, power distance, masculinity and femininity,
long-term and short-term orientation, uncertainty avoidance, and indulgence versus
restraint. These differences in cultural values influence communication, interaction,
and business behaviour.

The dimension of individualism vs. collectivism explains how people see them-
selves: either as independent individuals or as members of a group. Individualistic
societies see people as single, independent actors, not as group members at a deep
level, as people in collectivistic societies do. In individualistic cultures, people are
supposed to look after themselves and their close relatives. In collectivistic societies,
people feel they belong to in-groups (or larger collectives) which are supposed to
look after them in exchange for loyalty. Being a group member is a natural thing
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and is a matter of identity. Dependency on the group’s decision is stronger than any
individual wish or goal.

Masculinity versus femininity dimension gives insight into which values prevail
in particular societies. In masculine societies, the dominant values are achievement
and success. Masculinity is demonstrated by such values as: strength, achievement,
competition, assertiveness, and performance.On the other hand, femininity is demon-
strated by kindness, building relationships, caring for people and the environment,
sharing, and reaching agreement through communication. In a culture with a low
masculinity dimension, men also share the values connected with women and there
is more equality between men and women.

Power distance dimension shows the gap between people who have power and
those without power in a group (which can be a community, a company, or the whole
society). It explains how the less powerful members of a society (or organization)
accept that power is distributed unequally. High-power distance cultures are hierar-
chical, with power concentrated on a small number of people at the top who make
most of the decisions. In this type of cultures, the gap between those with a lot of
power and thosewith little power iswider.Low-power distance cultures expect power
to be earned and the power relations are more democratic than those in a high-power
distance society.

Uncertainty avoidance dimension puts societies into two groups: those with high
uncertainty avoidance and those with low uncertainty avoidance. In high uncertainty
avoidance cultures, people prefer to have everything presented in details without any
surprises or shocks in order to avoid uncertain or risky situations. In low uncertainty
avoidance societies, people are more relaxed about the unknown, unexpected or new
situations and do not worry if they do not have all the details. Unclear situations are
not seen as a problem, but as a challenge.

Long-term versus short-term orientation is the dimension explaining which
perspective prevails in a society. In long-term oriented cultures, people exhibit
a future-oriented perspective and pragmatism, while in short-term cultures, past
or near-term perspective and conventional, normative views prevail: respect for
tradition, social obligation, protecting ones face, etc.

The sixth dimension added to the original Hofstede’s five-dimensional model of
cultures is that of indulgence versus restraint. Indulgent societies take gratification of
basic desires, wishes, and natural human needs for granted. Enjoying life and having
fun is a natural component of life. People in these societies feel free to pursue their
happiness and are healthier and happier. They know how to use and organize leisure
time, participate actively in sports, are optimistic, and have a sense of personal life
control. Restrained societies, on the other hand, suppress gratification of desires and
needs, and regulate them by means of strict social norms. People feel less happy and
less healthy, are more pessimistic, cynical, and introverted personalities with stricter
moral discipline.

Hofstede’s theory has been criticized by many scholars (Essays, UK, 2018;
McSweeney, 2002) because the dimensions are attached to national characters and
can produce national stereotypes. It is important to remember that these dimensions
are tendencies, not rules. They just explain how members of particular cultures tend
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to behave and can give important insights for someone wishing to enter a new culture
for business or other purposes. The knowledge of this typology can help us predict
action or behaviour of groups, societies, or nations, but we should take into account
that there will always be different individuals.

3.3 Trompenaars and Hampden-Turner’s Business Cultures
Taxonomy

Trompenaars and Hampden-Turner (1997) defined business culture as “the way in
which a group of people solves problems and reconciles dilemmas” (p. 6). They have
defined seven fundamental dimensions of culture and cultural typologies accordingly.
The classifications of five of themare based on the relationshipswith other people and
include such categories as universalistic or particularistic cultures. In universalistic
cultures rules prevail,while in particularistic cultures relations and particular interests
prevail above keeping the rules. Another category includes communitarian versus
individualistic cultures, which shows the difference in how people primarily regard
themselves: as individuals or parts of a group. The dimension of neutral versus
emotional is about the range of feelings which are acceptable to be displayed in an
interaction. Neutral cultures do not display emotions as often as emotional cultures.
The category of specific versus diffuse explains the difference in howmuch a person is
involved in a business relationship—allowing either for a real and personal contact or
following avery strict, specific relationshipprescribedbya contract. The achievement
versus ascription dimension distinguishes between the ways people are judged and
rewarded in an organization: either according to their performance or achievements,
or according to the status that is attributed to them (by birth, kinship, age, or personal
connections).

Besides these cultural dimensions regarding the relationships between people, the
authors also look at other dimensions, such as attitudes to time (time perceived as
passing in a straight line, a sequence of events, or time perceived more as moving
in a circle, the past and present interwoven with future possibilities) and attitudes to
the environment (how much an individual can affect the environment).

3.4 Lewis’ Taxonomy of Cultural Communication Styles

Lewis (2003) presented a typology of cultures which is based on the way people
communicate and behave. He distinguishes three types of cultures that we come
across in business situations and management styles. His famous triangle graph
shows the distribution of these styles across cultures,where blue coloured cultures are
called linear-active cultures, red coloured representmulti-active cultures, and yellow
coloured cultures are indicated as reactive cultures.While blue indicates cool, factual
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and decisive planners, red indicateswarmness, emotionality, and impulsiveness of the
members of these cultural groups. The yellow cultures represent courteous, amiable,
accommodating compromisers and good listeners.

People in a linear-active culture are highly organized and deal with daily problems
in a very rational way. They tend to act logically, without emotions, and usually do
one thing at a time. As a result, they like scheduling, planning, and organizing so that
they can move from one thing to another, step by step, like on a line (linear thinking
and doing). To sum up, business people in this type of culture are polite but direct,
results- and job-oriented, and written word is important for them.

In multi-active cultures, emotions, feelings, and intuition play an important role.
They approach daily problems in a more emotional way than the linear-active
cultures. Therefore, they tend to do many things at a time (multi-activities), not
concentrating solely on one problem. They are good at improvising and approaching
the situation as it comes (without much planning). They also tend to be flexible
in changing business strategies. To sum up, in this type of culture, we can expect
businesspeople to be relationship-oriented, placing feelings before facts, and putting
emphasis more on spoken than written word.

Members of reactive cultures predominantly do not act in business situations. As
they prioritize courtesy and respect, they would listen quietly and calmly to their
interlocutors. They tend to react carefully to the other side’s proposals, listening
before making decisions. In business meetings, they are likely to get the other side
to talk first so that they can react to what was said (reactive). They also tend to avoid
confrontation and find suitable ways for both parties to make an agreement. In this
type of culture, businesspeople tend to react to partner’s action and are good listeners,
as harmony-orientation comes first.

Of course, many nations are combinations of two or three of these types, but one of
them is dominant. While the three types are distinctive, each possesses behavioural
elements from the other two categories. It is a question of which one is dominant.
Many individuals deviate from the national type in awork situation, e.g. engineers and
accountants tend to be linear, salespeople are multi-active, while lawyers and doctors
may be more reactive. Nevertheless, the use of Lewis’ model can help international
companies organize communication within and performance of multinational teams
(Gates, Lewis, Bairatchnyi, & Brown, 2009).

4 Implications for International Business

In this part of the paper, we explore some areas of international business where inter-
cultural differences play a crucial role. To demonstrate the real impact of intercul-
tural differences coined by the typologies, we examine the encounters and interplay
of contrasting approaches to dealing with selected business issues. The selection of
examples was made simply according to the criterion of adequacy for the illustra-
tion of these different approaches. It should be clear that examples in all spheres of
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business are many and a lot of research has been conducted in order to advise busi-
ness people on solving the cultural clash within organizations (Adler & Gundersen,
2008; Dersky, 2011; Gibson, 2000), help them understand the features of individual
cultures (Borec, 2009; Mešková, 2016; Olejárová, Benčiková, Friedová, Mešková,
& Vetráková, 2007; Tomalin & Nicks, 2010), or prepare them for communication
pitfalls and adequate communication with foreign business partners (Dignen, 2011;
Gudykunst, 2003; Lewis, 2003; Maude, 2011). The authors of cultural typologies
(Hampden-Turner & Trompenaars, 2000; Hofstede et al., 2010; Lewis, 2003) actu-
ally provide the extract of cultural characteristics, and illustrate them with examples
and case studies. Thorough knowledge of these characteristics, along with some
reflection of one’s own culture and critical thinking, allow to prepare businesspeople
for adequate handling of intercultural situations. The knowledge about the variety
of factors impinging on any international business encounter can help to avoid the
culture clash in the boardroom or at the workplace.

4.1 Reflection of Cultural Taxonomies in International
Business

In today’s international business, there are many areas in which culture is present
and may affect the success or failure. The awareness of intercultural differences in
the way business is done in various cultures is therefore important (DEW Project
Partnership, 2010). Businesspeople or negotiators tend to be more conscious of the
impact of culture when the deal, contract or talks fail thanwhen they succeed (Cohen,
2007, p. 18).

Cultural differences in business interaction may be based on the country of origin,
world regions or on the culture of individual jobs (Trompenaars & Hampden-Turner,
1997). The decisive factors to which attention should be paid, according to Tomalin
and Nicks (2010), are cultural values and attitudes.

Values and attitudes create the essence of cross-cultural communication and are
reflected in business behaviour. Values may range from believing in the system,
clarity, directness, and organisation up to believing in friendship and relations, which
may stay above the system, rules, and directness. Values are behind the misunder-
standings which arise when representatives of two different value orientations meet
in a business interaction. For example, the value of time/the time dimension (coined
by Hall, 1966, and extended for business by Trompenaars &Hampden-Turner, 1997)
causes problems in situations like arriving on time for a meeting, business dinner,
interview, or business event. Another situationmay be the use of time inmonochronic
cultures, where time is perceived as passing in a straightforward manner. Things are
done in a rather scheduled and planned manner, organised, moving from one step
to another. Strict time-keeping, thorough planning, organising, and punctuality are
a must. A clash arises when business people from monochronic cultures have to
deal with people from polychronic cultures, which seem to prefer doing many things
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at one time, such as making telephone calls during negotiations, not concentrating
solely on the task or changing plans unexpectedly. Unpunctuality and flexibility are
common and accepted. This may seem a distraction from the job or even an offence
in the eyes of “monochronic” partners.

The prevalence of masculine values is expressed, for example, in such manage-
ment issues as rewarding employees, which is based on competition, assertiveness,
and looking out for the number one employee. These attitudes do not work in femi-
nine societies, which care for the well-being of all members, are based on relation-
ships (rather than competition), and reach agreement through communication and
discussion. Finding agreement is more important than “winning” a discussion.

The value of individualism is expressed in the freedom to make one’s own deci-
sions, following one’s own personal goals. A company in an individualistic society
values and supports this approach. On the other hand, the collective or communi-
tarian societies do not accept the approach of rewarding individual workers, as the
primary goal of these societies is the success of the whole group (team, department,
or company). Rewarding the best salesperson would be seen as humiliation of the
rest of the group.

Another Hofstede’s dimension, uncertainty avoidance, is exemplified by the situ-
ation of introducing a change in a business. High-uncertainty avoidance cultures
are resistant to changes and any change (imposed by the managers from the low-
uncertainty avoidance cultures) will be introduced more slowly than expected and
in a complicated way. Embracing change, taking risk, and experimenting with new
organisational methods is a natural part of the low-uncertainty culture, while defence
of the status quo and resistance to change is part of the high-avoidance culture.

Power distance in business may be illustrated by the approach to authority (DEW
Project Partnership, 2010). The behaviour towards those in authority is diametrically
different across cultures and may be a frequent source of misunderstandings. In
high-power distance cultures, the boss is the highest authority employees rely on
and they never challenge the boss’s decisions. In low-power distance cultures, the
boss’s decisions may be challenged, the decisions are made after a discussion. More
relaxed relations between the boss and workers prevail.

This is also connected with the way respect is displayed in business structures.
In a flat matrix management environment, people communicate directly with other
departments, make community decisions, and get two-way feedback, while in the
vertical structures communication happens through hierarchy and decisions aremade
by the leader.

In conclusion, we can see that business behaviour depends on the cultural style of
those involved in business. Besides the values orientation and organisation structures,
as exemplified above, this cultural style of doing business depends on the other
components, such as communication style,working style, discussion style, leadership
style, decision-making style, attitude to time, and work-life balance (Tomalin &
Nicks, 2010). Among the most important cultural aspects in diplomatic negotiations,
Cohen (2007) includes the following:
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• low-context (individualistic and result-focused) versus high-context (relationship-
oriented),

• monochronic versus polychronic concept of time,
• directness versus indirectness,
• reluctance to say no.

These cultural aspects may apply well to business negotiations, as they constitute
the factors influencing intercultural communication in any context.

4.2 Reflection of Cultural Taxonomies in Intercultural
Business Communication

The language of international communication in business is English. English func-
tions as a general means of communication for people who do not speak it as their
mother tongue, but their proficiency in English does not necessarily mean they will
be able to communicate without problems. There is clear evidence that the use of
English as a lingua franca may hide the underlying culture-based concepts (Mader &
Camerer, 2010). Many misunderstandings in communication happen not because of
poor language proficiency, but because of lack of knowledge of cultural differences
in communication situations (DEW Project Partnership, 2010; Kramsch, 1993).

There are different ways of expressing politeness, gratitude, disagreement, thanks,
etc.—for example, people use different words, different accent, intonation, behave
differently when speaking, asking, and replying. This is because language expresses
the cultural reality (Mader & Camerer, 2010). The way in which people use the
spoken, written or visual language creates meanings which are understandable to
the group they belong to, but their meaning may be hidden for members of other
culture. As culture penetrates the language system, every aspect of communicative
competence acquires a cultural dimension. In various cultures, people communicate
demands, requests, and rejections in various ways. These ways can be seen as polite
in some cultures but impolite in other cultures (Hidasi, 2014). These differences can
cause tensions, misunderstanding, or even conflicts in international communication.

For example, when greeting other people, in some cultures you shake hands, in
other cultures you also kiss; and in other ones you do not shake hands, you do not
kiss, you do not touch the person, you simply bow. In high-power distance cultures,
greetings and relations to the people with power (boss or manager) will be expressed
through formal language. In low-power distance culture, the language is informal
(addressing the boss by first name), the relations are more relaxed; even the boss’s
decisions may be challenged by the subordinates.

Expressing disagreement (saying no) is another example of the cultural use of
language connected with what is considered polite, impolite, honest or dishonest. In
Slovak, we simply say no or I don’t agree (I disagree) if we really disagree. If we
communicate in English, we use the same words (no, I disagree), or more polite I
am afraid I do not agree. Germans also say no and disagree directly, considering it
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to be the most honest way. But, in some cultures, for example the Japanese (reactive
cultures), people are reluctant to say no directly, as it could be considered a distur-
bance to the harmony of the group. The harmony of the group is more valuable than
the opinion of the individual. Instead, no can be indicated by a non-verbal gesture,
by silence, by asking a question, or simply by changing the subject or saying yes
(meaning no). The British express disagreement in different ways which indicate
more politeness, for example: I agree, up to a point, I am afraid I can’t…, Let’s
agree to disagree (less direct, avoiding open conflicts), That’s not always true…
(less direct), No, I’ m not sure about that (careful disagreement). Arabic speakers
often say insha’allah meaning if God wills it to say no in a very polite way, which
is something that non-Arabic speakers always think means yes, but it does not! We
can see that it is not enough to know the little word no in English. It is important to
understand the context of disagreement in different cultures.

Intercultural communicative competence includes knowledge of linguistic-
cultural and socio-cultural contexts, and the use of appropriate situational language—
when to say what and how to express oneself in various situations. Spencer-Oatey
and Franklin (2009) assert that the intercultural communicative competence should
be studied not only as linguistic competence but—in its cultural complexity—as
intercultural interaction competence (pp. 50–80). According to Hidasi (2014), the
Hungarian expert on European-Japanese intercultural communication, it is necessary
to learn how to manage various communication situations and be prepared to express
politeness, demand, request, wish, refuse or assert in a culturally appropriate way. In
some cultures, these things can be expressed in a directmanner,while in other cultures
expressing them indirectly, being ambiguous, silent, and expressing oneself vaguely
is regarded as perfectly correct. Therefore, communication in a foreign language
should bemastered not only “languagewise”, but also “culturewise” (Zelenka (2007),
as cited in Javorčíková & Dove, 2013, p. 13).

5 Conclusion

All the abovementioned cultural aspects of international business are more recog-
nizable when they are related to the cultural characteristics stated by the taxonomies
of cultures. We have introduced four selected taxonomies and illustrated their appli-
cation in the real-life business interaction and company culture in some selected
examples. Based on the examples, we can summarize the areas of business where
the characteristics of cultures must be taken into account in order to avoid misun-
derstandings, problems in communication, or failure of business activities. Mainly,
multinational companies must ask a question and make decisions about:

• applying either a set of rules in any business situation or relying on relationships
to people,

• adapting management styles and considering the boss’s and manager’s role,
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• using time—either by fixed planning, scheduling, programming or by flexible
changes,

• rewarding employees—either by achievements and performance or by the status
that is ascribed by age or experience,

• rewarding employees—either an individual or a team,
• recruiting staff and giving preference—either to individual performance or work

in a team (fostering team building, co-operation, and collaboration),
• developing relationships and socializing, or focusing solely on fulfilling the task

and doing the job,
• adapting appropriate communication styles,
• introducing and managing change,
• achieving status within a company—either through performance or through

ascription,
• adapting organizational structure—either flat or vertically hierarchical.

As we can see, this is only a short list that must be taken into account when
managing international business. Because the international dimension of business
becomes an intercultural or cross-cultural issue, multinational companies consider
cultural competence an important management requirement. It is management that
is responsible for managing cultural diversity and reconciling the differences arising
from diverse cultural backgrounds of the workforce, but the employees should also
be led and trained towards the understanding of their diverse cultural origins. As
Bennett and Bennett (2003) conclude, global business is recognizing that interna-
tional effectiveness depends on an “intercultural mindset and skillset” (p. 163) and,
therefore, the need for the development of intercultural sensitivity and intercultural
competence will be increasing.
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Naming the Weapon: A Study of UK
and USA Tank Names

Piotr Mamet

Abstract A thorough investigation on tank names seems to be non-existent espe-
cially when compared with the research on the tank design and history. The article
analyses the names of UK and USA tanks since their first appearance to the present
day. Its aim is to identify the naming systems and their components. The semantic
approach is applied in order to identify the denotations and connotations of the names.
It is combined with the classification of names from the marketing point of view. The
paper starts with a theoretical investigation of the name, the brand name, and their
linguistic dimension. Then follows a brief discussion of tank, its origin, and develop-
ment. In the research part, a corpus of UK and USA tank names is analyzed in order
to identify the name components together with regularities and irregularities of their
occurrence. The analysis indicates the variety of the naming systems. Their obliga-
tory, i.e. almost always used elements include alfa-numeric and generic names. Other
components range from names of famous people (warriors, tanks designers or politi-
cians), warlike occupations, animals and objects. They usually have the connotation
of power and danger and/or indicate the features of the tank.

Keywords Tank · Brand name · Connotation

1 Introduction

Compared with the research on the tank design and history, any investigation on tank
names seems to be non-existent. Research books, encyclopedias, and other reviews
of tank models, like the ones quoted in this paper, occasionally explain some tank
names. This, however, can hardly be called a systematic research.

It is the aim of this paper to research into the names of UK and USA tanks since
their first appearance to the present day. The study aims at the identification of what
it calls the naming systems and their components. The semantic approach is applied
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in order to identify the denotations and connotations of the names. It is combined
with the classification of names from the marketing point of view.

The paper starts with a theoretical investigation of the name, the brand name, and
their linguistic dimension. Then follows a brief discussion of tank, its origin, and
development. In the research part, a corpus of UK and USA tank names is analyzed
in order to identify the name components together with regularities and irregularities
of their occurrence.

2 Name and Brand Name

More than one hundred years ago, the tank came into being as a result of human
ingenuity, manufacturing capabilities, and the desire to satisfy military needs. The
invention had to be provided with a name to denote both the type of product and its
different models.

The concepts of name and brand name form the background of the linguistic
analysis in this paper.

From the linguistic point of view, a name may be defined as an acoustic, graphic,
etc. symbol of a notion (Polański, 1999, p. 388). Alternatively, one may say that
“things and categories of things have individual and unambiguous names” and that
“language appears … to provide neat, clear labels for everything we might want to
talk about (even think about)” (Hall, 2001, p. 49, brackets and italics in the original
text).

Zboralski maintains that naming is a basic psychological need, an absolute neces-
sity of both the developing civilization and daily life. Nothing can exist in the human
mind without a name. The author makes reference to Hegel’s ontological concept
and the assumption that whatever cannot be named cannot exist (2000, p. 14). The
motto to Zboralski’s book on business names is taken from Stanisław Lem, a famous
Polish science-fiction writer, and it says: “in order to conquer the world, one has to
name it first” (trans. PM).1

Kotler and Armstrong (2001) provide the following, well known, definition of
brand: “a name, term, sign, symbol, or design, or a combination of these, that identi-
fies the maker or seller of a product or service” (p. 301). In this definition, the name
functions as a part of the brand, hence the concept of brand name. The American
Marketing Association defines brand in a similar way.

A brand is a name, term, design, symbol or any other feature that identifies one
seller’s good or service as distinct from those of other sellers (American Marketing
Association, AMA Dictionary).2

Moreover, according to the Common Language Marketing Dictionary,
ISO brand standards add that a brand “is an intangible asset” that is intended

to create “distinctive images and associations in the minds of stakeholders, thereby

1“Żeby opanować świat trzeba go pierwej – nazwać” (S. Lem, on the cover of Zboralski, 2000).
2https://marketing-dictionary.org/b/brand/.

https://marketing-dictionary.org/b/brand/
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Table 1 Types of brand names (own study based on Zboralski, 2000, p. 80, verified and quoted
from Mamet, 2008, p. 55)

Brand name Brand character
Method of transferring the message

Examples

Descriptive (semantic) Direct motivation in the meaning of words Lux

Suggestive (relative) Allusion, connotation, suggestion Dr Witt, Mustang

Symbolic (emblematic) Symbol contents Gold, Ivory

Arbitrary (speculative) Motivation hidden from the receiver, accidental,
image based

Hit, Renault

Artificial (non-semantic) No motivation Adidas, Kodak

generating economic benefit/values” (International Organization for Standardiza-
tion).3

Brand name, in turn, is: “that part of a brand that can be spoken. It includes letters,
numbers, or words”.4

There are different classifications of brand names. The simplest one is the division
into:

• Transferred names based on the lexemes catalogued in the system of a language,
e.g., (VW) Passat.

• Invented names, e.g., Kodak (Zboralski, 2000, pp. 138–139).

Another classification is presented in Table 1, which contains the type of name,
its character, and examples. The method of transferring the message is used as the
criterion to identify five types of names.

The classifications and examples quoted in Table 1 indicate that brand names have
a linguistic dimension and may be analyzed from the linguistic perspective.

3 Linguistic Aspects of a Brand Name

Brand is a marketing term, and its equivalent in linguistics is chrematonym. Kosyl
(2001) indicates the Greek origin of the term, i.e., chrema, chrematos stand for thing,
object, or commodity (p. 447). The term comprises proper names of all material
products of humanactivity. These includeproducts of craft ormanufacturing industry,
single specimens, and mass-made products, and they are not connected with a given
geographical landscape (p. 447).

The role of linguistics in the creation and evaluation of a brand name is obvious
both for linguists (e.g., Kosyl, 2001) and for marketing researchers (Altkorn, 1999,
pp. 89–118, Kall, 2001, pp. 150–171, Zboralski, 2000, pp. 100–142). Usunier
and Shaner claim that “the value analysis of a brand name must be assessed

3Ibid.
4https://marketing-dictionary.org/b/brand-name/.

https://marketing-dictionary.org/b/brand-name/
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using several different branches of linguistics (phonetics, phonology, semantics,
etymology, rhetoric and semiotics)” (2002, pp. 212–213, brackets in the original
text).

The analytical tool used in this study is semantics, i.e., “the study of meaning”
(Richards, Platt, & Platt, 1999, p. 329), and it involves the investigation of the deno-
tations and connotations of words. Semantics is also a suitable tool to explain the
meaning hidden behind abbreviations and numbers in alpha-numeric names, which
appear very often in tank names.

Pavia and Costa (1993) provide a neat definition of alpha-numeric brand names
as “brand names with numeric components” or “a name that contains one or more
numbers either in digit form (e.g. ‘5’) or inwritten form (e.g. ‘five’)” (p. 85, examples,
brackets, and quotation marks in the original text). The authors admit this kind of
brand names received little attention and the term itself is not well defined (p. 85).

Boyd claims that “more and more products are becoming identified and named
with nonsense mixtures of letters and figures rather than with proper names” (Boyd,
1985, p. 48). For the author it is the fulfillment of the science-fiction world dominated
by technology, in which proper names of individuals are replaced with code numbers
(p. 48).

4 The Named Object: Definition and Development
of the Tank

Collins Cobuild Dictionary (2001) defines tank as: “a large military vehicle that is
equipped with weapons and moves along on metal tracks that are fitted over the
wheels” (p. 1594). Encyclopedia Britannica gives the following definition:

Tank, any heavily armed and armoured combat vehicle that moves on two endless metal
chains called tracks. Tanks are essentially weapon platforms that make the weaponsmounted
in them more effective by their cross-country mobility and by the protection they provide
for their crews. Weapons mounted in tanks have ranged from single rifle-calibre machine
guns to, in recent years, long-barreled guns of 120- or 125-mm (4.72- or 4.92-inch) calibre
(Ogorkiewicz, 2019).

The idea of a tank is probably as old as the history of warfare. Encyclopedia
Britannica indicates that the concept may be traced back to the ancient Egyptians,
who used horse-drawn war chariots. Hittite fighters with bows and arrows used
mobile platforms, and wheeled siege towers were used by the Assyrians in the 9th
century B.C. Guide de Vigevano constructed battle vehicles as early as in 1335,
followed by Leonardo da Vinci in 1484. In 1855, James Cowen patented armed,
armored, and wheeled vehicle on the basis of the steam tractor (Ogorkiewicz, 2019).
Antal summarizes the factors that finally gave rise to the construction and military
use of the tank in the following way: “tank was the fusion of several emerging
commercial technologies, primarily a continuous track system to replace wheels and
the gasoline engine … [The] first serious “tank” prototypes were developed in 1915
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and the first significant use of tanks in battle occurred in 1916 during the Battle of
the Somme” (2014, p. 112).

The development of the tank involves the design of its varieties in terms of weight
and mode of application. The issue will be addressed in the section analyzing the
generic name of the tank.

5 Corpus Description and Methodology

There does not seem to exist any research, available to a non-military researcher, that
might provide the full list of tanks that have ever been made.

For the purpose of this research, it has been decided that the tank name is the one
that appears in printed sources andweb pages devoted to tank history and description.
Several major sources were studied to provide the corpus for the analysis. The basic
one is The World Encyclopedia of Tanks & Armoured Fighting Vehicles by Forty and
Livesey (2017). The authors state that it “contains a wide selection of tanks through
the ages … deliberately confined (…) to the more important and interesting models
worldwide, sowhile it is not an exhaustive encyclopedia, it will give the reader a good
indication of what the tank is all about” (p. 13). Two more encyclopedic publications
and two internet sources were used to complement and verify the data. Appendix 1
includes all the names analyzed in this paper together with their sources. The number
of names is 97; 7 countries are represented. Most of the names come from UK (55
names), and US tanks are the second largest group (54 tank names). The corpus also
includes a few tanks from British dominions: Australia (1), Canada (3), and New
Zealand (1). Three joint projects are analyzed: UK/India (1) and UK/USA (2), the
latter providing two names for analysis. The corpus thus collected may be said to be
nearly complete and representative in terms of gathering all the names that contribute
to the analytical classifications.

As said above, the study is limited to semantics, which is a tool to explain the
denotation (including that hidden behind alpha-numeric names) and connotations of
a name. The analysis also involves classification of the tank names according to the
brand name types specified in the section entitled “Brand names” (see Table 1).

Taking into consideration the history of the tank (over 100 years), the diachronic
approach is used to provide data for the introduction, continuation, or discontinuation
of a naming system.

The names in the main text are listed in the Appendix and quoted without refer-
ences. The latter ones are used when any names not included in the Appendix are
mentioned.
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6 The Analysis

The analysis uses the methodology and corpus presented above. The starting point
is the study of the generic name of the vehicle. It is followed by the identification
and discussion of other systems identified.

6.1 Tank—The Generic Name

It is held that the name “tank” was used for secrecy reasons (e.g., Ogorkiewicz, 2016,
p. 35, Trewhitt, 2006, p. 6A). Deighton is more precise when he indicates that: “The
army ordered 100 of them, describing them as water tanks for safety reasons. The
name stuck” (p. 126). The generic name is often complemented with a modifying
component, which classifies the tank using various criteria, such as:

• Weight:

– light tanks e.g., Mark IV Light Tank [UK 1934];
– medium tanks, e.g., Mark I Medium Tank [UK 1924];
– heavy tanks, e.g., M26 Pershing Heavy Tank [USA 1944].

• Mode of application:

– amphibious tank, e.g., Vickers-Armstrong Amphibious Tank Model 1931 [UK
1931];

– cruiser tanks, e.g., A27L Cruiser Tank Mark VIII Centaur [UK 1942];
– infantry tanks, e.g., A12 Infantry Tank Mark I [UK 1938];
– general – purpose/Main Battle Tank, e.g., Chieftain Main Battle Tank FV 4202

[UK 1963];
– tank destroyers, e.g., M10 Wolverine Tank Destroyer [USA, 1942];
– test vehicle, e.g., High Mobility Agility Test Vehicle [USA, 1978];
– A1 E1 Independent [UK, 1926]—The name Independent may, according to

Forty and Livesey (2017, p. 54), stand for a tank “designed… for independent
actions”. Other connotations of this name are discussed in the section entitled
“Features of tanks—adjectives”.

– Challenger 2 MBT [(UK, 1994], MBT stands for Main Battle Tank.

Using the criteria set out in Table 1 above, one may classify the generic names
as descriptive (semantic) ones because their main function is to inform about the
features and mode of application of the named fighting vehicle.
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6.2 British Problems with Tank’s Gender

In the period from the first use of the tank till WWII, it may be observed that tank
designers in Britain could not make up their minds whether tanks were male or
female beings. Originally, they referred to the construction as a land cruiser ship or a
battleship (Ogorkiewicz, 2016, p. 35). The names related to sea vessels carry female
connotations in the British culture and language (Barder, 2013). However, the name
of the prototype made in 1915 was Little Willie (David, 2014), which suggested
its being a male creature. Another machine, the prototype of British Heavy tanks,
originally named Wilson’s machine (1915), started to be known as Big Willie, His
Majesty’s Land Ship Centipede, or Mother (Little Willie, n.d.). This suggests that
the tank changed its gender, together with its name, several times.

The concept of male/female tanks was very short lived and occurs only in a few
cases of British prototypes. The gun equipped tanks were called male tanks, possibly
because such an armament suggested and connoted more strength than the machine
gun in female tanks.

A12 Infantry Tank Mark I Matilda I [UK, 1939]/A12 Infantry Tank II Mark II
Matilda II [UK, 1940] carry a female name. Forty and Livesey (2017) state that:
“There are a number of stories as to how the tank got the nickname Matilda, one
being that when General Sir High Ellen saw the tank’s comic, duck-like appearance
and gait, he named it after a cartoon series of the day. In fact, the codeword ‘Matilda’
appears on the original proposal for the A11 in John Carden’s handwriting” (p. 56).
John Carden is the tank’s designer (p. 56).

The male name of another British design, Mark III Valentine Infantry Tank is
connected with the fact that its prototype was presented on February 14, 1940, i.e.,
on St. Valentine’s day (Forty and Livesey, 2017, p. 98).

The data suggest that the selection of Matilda and Valentine names was acci-
dental or arbitrary. The connotations of male strength and female weakness may be
difficult to escape; however, one must not forget that personifications of countries in
female forms have been extremely popular over the years, especially in the context of
wartime propaganda and patriotism: Brittania, Germania, Mother Russia, Marianne
(for France), and Italia Turrita are but a few examples (Barder, 2013).

An illustration of problems with gender may be found in the nameMark I Medium
Tank (“Mother”) Male [UK, 1916]. The connotations of mother’s care and delicacy
contrast with the masculine character implied by another part of the name.

6.3 Manufacturers’ Naming Systems

For the purpose of this paper, the term “manufacturers’ naming systems” stands
for the name used by the manufacturers, armies, or governments. Each of these
institutions has its reasons to develop a name that would classify the vehicle. The
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government may invent names used in the bidding or ordering system. The manu-
facturer, in turn, may use its own nomenclature or use the names suggested by the
army.

The naming system analyzed here is far from clear and concise and may
differ among particular countries. While admitting that the system is complicated,
Cidlinský (2018a, p. 84) lists the following components of a tank name in the British
system:

• the formula: a letter +Arabic number. This naming tradition is connected with the
vehicle’s technical data specification, and it is used in the government tendering
documentation. The vehicle which is ordered by the government uses this mark,
e.g., A9. Roman number is added if there are any other manufactured vehicles
with the same technical specification. Letter A may be followed by the subsequent
letter in the alphabet, which thus stands for another series. The author seems to
overlook the fact that the additional Roman number is preceded with Mk/Mark
item, indicating a subsequent version of the original design, e.g., A15 Cruiser
Tank Mark VI Crusader.

• tank category (fast, light, support), e.g., Cruiser Mk IV, Infantry Mk. IV;
• acronym related to the weapon carried and the doctrine of use, e.g., CS for close

support;
• “Fight names” only, e.g., Covenanter or Churchill.

Cidlinský’s explanation does not seem to be clear and exhaustive. It does not
exactly explain how A series ends and B series starts. The appearance of Mk/Mark
is not explained, either. Nevertheless, one may agree with Cidlinský that the system
produced lengthy names, such as A13 Mk.III Cruiser tank Mk. V. A simpler name
of the same vehicle is Covenanter II CS (Cidlinský, 2018, p. 84). Regardless of the
discrepancies in Cidlinský’s explanation, one must admit that the system was far
from being simple and clear.

Cidlinský (2018b) also analyzes the US naming system. The author observes that
the US system is less complicated than the British one but still lacks consistency. Its
principles may be listed in the following way:

• T + number (Arabic), denoting subsequent prototypes, e.g.. T24;
• E + number (Arabic) denoting versions with a variety of components, e.g.,

T24E35;
• M + (Arabic) number used in vehicles ordered by the army, e.g., M4;
• A + (Arabic) number denoting the particular version manufactured, e.g., M4A1;
• “Fight names”, gradually introduced to simplify the system at the end of WWII.

Cidlinský (2018b, p. 37) does not quote any example for this name component.6

Several observations have to be made with reference to the naming principles
outlined above:

5One may guess that E stands for extension, i.e.; extended version.
6Cidlinský does not define the concept of fight names, however, the examples provided seem to
make it possible to distinguish it from other systems mentioned.
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(1) The UK and USA systems are good examples of alpha-numeric system;
(2) The systems are sophisticated, produce lengthy names, and are understood by

a narrow group of specialists;
(3) The systems are gradually, but not totally, abandoned.

The last issue requires some more attention:

(4) Alpha-numeric symbols co-exist with fight names, e.g.,

• A 33 Heavy Assault Tank Excelsior [UK, 1943];
• A27 M Cruiser Tank Mark VIII Cromwell [UK, 1943];
• A30 Cruiser Tank Challenger [UK, 1943];
• M24 Chaffee Light Tank [USA,1944];
• A 41 Centurion Medium Tank [UK, 1945].

(5) Even well-known fight names are accompanied with numbers, in connection
with the development of the model, e.g.,

• Stingray I [USA, 1965] and Stingray II [USA, 1996];
• M1/A1 M1/A2 Abrams [USA, 1995];
• Challenger I MBT [1982] and Challenger II MBT [UK 1994].

A lot of specialized knowledge is necessary to decipher the names, which may
be classified as arbitrary/speculative, their motivation hidden from the receiver and
inaccessible to a non-specialist.

6.4 Manufacturer in the Name

The occurrence of the manufacturer’s name in the brand is quite natural, and it is
recognized as a branding strategy. It is applied in the UK/USA names, such as:

• No.1 Lincoln Machine [UK, 1915] (William Foster and Co. Ltd of Lincoln—“the
firm that would build the first tanks”; Forty and Livesey, 2017, p. 17);

• Vickers, e.g.; Vickers 6 Ton Tank [UK, 1928], Vickers Valiant MBT (UK, 1985),
Vickers Mark 3 MBT [UK, 1997];

• Ford, e.g., Ford 6 ton Tank (USA, 1917) and Ford 3 Ton Tank (USA, 1918);
• Holt-Gas Electric Tank [USA, 1918].

Onemay see that the USA tradition started in theWWI period continues in Britain
after WWII, e.g.:

• Alvis Scimitar Combat Vehicle Reconnaissance [UK, 1973];
• Alvis Scorpion Combat Vehicle Reconnaissance [UK, 1973];
• Vickers Mark 7 Valiant MBT [UK, 1985];
• Vickers VFW Mark 5 Light Tank [UK, 1987];
• Vickers Mark 3 MBT [UK,1997].
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6.5 People

People’s names appeared for the first time in tank brands in 1915 in the UK—The
No.1 Lincoln Machine “Little Willie” and “Tritton Machine” [UK, 1915] (Forty
and Livesey, 2017, p. 17)—and have functioned until the present day, e.g., M1/A1
M1/A2 Abrams MBT [USA, 1985], also on the international scale, e.g., Leclerc MBT
[France 1992].

A large group of tank names in the analyzed corpus consist of the names of
especially famous US generals, heroes, and politicians. This group also includes tank
designers’ names and names of managers, as well as names of people connected with
warfare and a few names that escape classification.

6.6 Heroes, Leaders and Politicians

The names ofmany famousUSAgenerals were used to name tanks. Themost famous
one isM4 Sherman Medium Tank [USA, 1941], one of the best known tanks ofWWII.

During WWII, the United States of America supplied a considerable amount of
military equipment to Britain. A major part of the supplies consisted of one of the
most famous model of tanks, i.e., the Medium Tank M4. According to Oliver (2011),
it was Winston Churchill’s idea to give the tank the name Sherman (p. 3). General
William T. Sherman was one of the prominent generals in the victorious Union Army
during the American Civil War 1961–1865.

Oliver claims that giving names to particular types of tanks has been a British
tradition (2011, p. 3). This latter statement holds true as far as the names of the US
tanks used in the British Army in WWII are concerned. The British habit was taken
over by the Americans, who started to give names of famous generals of the US
Army to the US made tanks. Thus, apart from Sherman, one may mention:

• The Civil War generals:

– Light Tank M3 General Stuart [USA, 1940], named after the CivilWar General
J.E.B. Stuart;

– M 551 Sheridan [USA, 1968], named after Philip Sheridan, aCivilWarGeneral
(Blumberg, 2019).

This group includes a tank with two names:

– Medium Tank M3 General Lee [USA, 1941] (in the original US version);
– Medium Tank M3 General Grant [UK, 1941] (the British version of the tank)

(Trewhitt, 2006, pp. 24–25, Forty and Livesey, 2017, p. 111).

General Lee and General Stuart were commanders in the Confederate Army in
the American Civil War, which fought for the case of secession of the southern states
and the maintenance of slavery. In terms of the functions of the tank name, their
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military achievements and skills were considered to be more persuasive than their
political points of view.

• Other famous generals:
• Light Tank M24 Chaffee [USA, 1944], named after General Chaffee, the “Father

of the US Armored Force” (Forty and Livesey, 2017, p. 118);
• M26 Pershing [USA, 1944] after John J. Pershing, the general who commanded

the American Expeditionary Force (AEF) in Europe during WWI (Pershing,
2018);

• M 46 Patton [USA 1952] after George Patton, “the famous US WWII General”
(Forty and Livesey, 2017, p. 200);

• M1/A1 M1/A2 Abrams MBT [USA, 1985] after Creighton Williams Abrams, Jr.,
“one of the most aggressive and effective tank commanders during World War
II” and a commander of “all U.S. forces in Vietnam during the latter stages of
the Vietnam War” (Sorley, 2018).

The names designed in this way are eponyms and, using the criteria set out in
Table 1, they may be classified as suggestive ones. The names of efficient generals
bear the connotations of bravery and efficiency in the military trade. The features
may be referred to both the fighting vehicles and their crews.

Apart from the recognizedgenerals, tanknames carry the names of famous leaders,
politicians, and heroes. The British system again provides many prime examples,
such as:

• A27 M Cruiser Tank Mark VIII Cromwell [UK, 1943], named after Oliver
Cromwell, one of the leaders of Britain’s republic (1649–1660), in fact, a powerful
and severe ruler (lord Protector 1653–1658). Cromwell was also a good military
leader who “created a new ‘model’ army, the first regular force from which the
British Army of today developed” (McDowall, 1991, p. 92, inverted commas in
the original text).

• Mk IV Churchill [UK,1941], an infantry tank that started to be supplied to the
army in 1942 and was named after Winston Churchill, the living Prime Minister
actively leading the nation during WWII (Zasieczny, 2006, p. 103).

• A 43 Infantry Tank Black Prince [UK, 1945] (Forty and Livesey, 2017, p. 63),
named after “Edward … the eldest son of Edward III … created prince of Wales
in 1343 …. The title of Black Prince developed after his death and may refer to
black armour that he wore” (Edward, the Black Prince, n.d.).

Both Cromwell and Churchill were famous and efficient leaders and politicians.
Both of them had enormous influence upon the functioning of the army. Their names
may be said to connote the same features as those of the USA generals discussed
above.

Cromwell may be said to be a controversial person. However, just like in the case
of USA generals fighting for the case of the Confederate states in the Civil War,
his name is used to connote the desired features of a soldier-leader, not the case he
fought for.
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Black Princewas a victorious fighter, whowon the Battle of Poitiers on September
19 and took John II of France into captivity. His achievements and image supported
with the black armor he wore were good reasons to give his name to a fighting
armored vehicle.

The dates of introduction of the UK and US tanks mentioned above indicate that
the tradition has been continued since WWII till modern times.

The group of tank names analyzed here contains the names of politicians who are
known to a limited number of people, as can be seen in the following examples:

• A25 Light Tank Mark VIII Harry Hopkins [UK, 1944], named “after the American
President Roosevelt’s confidential advisor” (Forty and Livesey, 2017, p. 61);

• The “Semple” Tractor Tanks [New Zealand, 1942], named after Bob Semple, a
gold miner and then a union leader and the Minister of Public Works in New
Zealand (Hickey, 2010).

6.7 Tank Designers and Engineers

Some of the tanks are named after the engineers who designed them or their mech-
anisms, or who defined tank development policies. The tradition begins with one of
the first prototypes. It carried many names, e.g., Little Willie (see above) or Tritton
Machine (UK, 1915). William Tritton was one of the designers and the manager
of the manufacturer of first tanks (Forty and Livesey, 2017, p. 17). Other examples
include:

• M 1931 Christie [USA, 1931], named after John Walter Christie, the designer of
the suspension system, also bearing his name (Ogorkiewicz, 2016, p. 77).

People in this group may be anonymous and hidden behind the alpha-numeric
system:

• TOG 1/TOG 2 Heavy Tanks [UK, 1940], where TOG—“stands for ‘TheOldGang’
and refers to the team set up on the outbreak of World War II to find solutions to
UK tank needs” (Forty and Livesey, 2017, p. 71).

6.8 Matilda and Valentine—Exceptional Cases

A12 Infantry Tank Mark I Matilda I [UK, 1938]/A12 Infantry Tank II Mark II Matilda
II [UK, 1939] complement the list of people’s names together with another British
design,Mark III Valentine [UK, 1940]. The names are discussed in the section entitled
“British problems with tank’s gender”.
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6.9 Groups of People: Warlike Jobs and Trades

People appear in the names of tanks not only as individuals but also as groups
connected with military activities.

This group contains names like:

A24 Cruiser Tank Mark VII Cavalier [UK,1941] or Challenger 2 MBT [(UK, 1994].
These names will be discussed in the section entitled “The initial letter system”,
where names starting with C are analyzed.

• A17 Light Tank Mark VII Tetrarch [UK, 1942], in which the lexeme “tetrarch”
is of Greek origin and stands for the “ruler of a quarter” or “in Greco-Roman
antiquity the ruler of a principality, one of them being Herod Antipas’ (Tetrarch,
1998).

This naming principle is also used in Australia, as the following example
demonstrates:

• Sentinel AC1, AC2, AC3, AC 4 Cruiser Tank [Australia, 1942)], which stands for
“sentry”.7

It can also be found in Austrian names referring to cavalry soldiers, such as8:

• ASCOD 105 Light Tank Ulan9 [Austria, 1996];
• SK 105 Kürassier Light Tank—cuirassier [Austria, 1965].

One should add another name here, i.e.:

• M18 Hellcat Tank Destroyer [USA, 1943].

Its connotations are not strictlymilitary but aggressive, i.e. of amysterious danger.
The concept of naming tank models after the names of particular people or groups

of people may be classified as arbitrary. People who designed the names, however,
must have been aware of the connotations that lie behind the names and which, as
mentioned above, include features very much sought for in the battlefield.

A diachronic study indicates that people’s names occur in the names of tanks
throughout its history, from the first designs till the post-WWII period. The first
name of a person appeared in The No. 1 Lincoln Machine “Little Willie”, “Tritton
Machine” [UK, 1915]; then, the names of famous generals appeared, starting with
M4 Sherman Medium Tank [USA, 1941], and this practice continues until the present
day, as can be seen in M1/A1 M1/A2 Abrams MBT [USA, 1985].

Warlike jobs and trades started to appear in tank names during WWII with A13
Mark III Cruiser Tank Mark V Covenanter [UK, 1940] and continue to be used today,
e.g., Challenger 2 MBT [UK, 1994].

7https://www.merriam-webster.com/dictionary/sentinel.
8http://www.kuerassierregimenter.de.
9https://www.dictionary.com/browse/ulan.

https://www.merriam-webster.com/dictionary/sentinel
http://www.kuerassierregimenter.de
https://www.dictionary.com/browse/ulan
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6.10 Animals

The best known examples of the use of animal names come from Germany, e.g.,
Panther, Tiger, or Leopard. The names of UK/USA tanks include no wild cats, except
two British tanks manufactured for Iran, namely:

• Shir 1 (FV4030/2) [UK, 1979];
• Shir 2 (FV 4030/3) [UK, 1979].

Forty and Livesey (2017, p. 190) indicate that “shir” stands for “lion”, and the
tanks were improved versions of British Chieftain tank.

Animal names started to be given to UK tanks nearly from the beginning of the
tank’s history. One of the first prototypes, Wilson’s machine [UK, 1915], started to be
known as Big Willie, His Majesty’s Land Ship Centipede, or Mother (Little Willie,
n.d.). A centipede may hardly match a panther or a tiger in terms of connotations
of skill and aggressiveness. The British name is less suggestive than descriptive and
refers to the tank’s tracks.

This traditionwas continued in the UK andUSA and involves the use of the names
of aggressive animals. Examples include:

• Medium B Whippet [UK, 1917] and Medium A Whippet [UK, 1918];
• Medium C Hornet [UK, 1918];
• M22 Locust Light Tank [USA, 1941];
• M10 Wolverine Tank Destroyer [USA, 1942];
• Stingray I Light Tank [USA, 1953];
• M 56 Scorpion Tank Destroyer [USA, 1953];
• Alvis Scorpion Combat Vehicle Reconnaissance [UK, 1973].

Scorpion is the name used by both UK and USA designers. Stingray is the only
fish in the group. It may possibly be perceived as a dangerous one or some symbolic
meaning may be attributed to it: In this case, stingray symbolism is letting you
know that everything is now in place (…) your stingray meaning is telling you
that everything you have worked toward is open to you. Therefore, you must stop
hesitating. Furthermore, have faith in your abilities and follow your inner guidance.
Alternatively, stingray symbolism is asking you to stay on course and keep moving
forward. Henceforth, you must not allow distractions or drama to sway you from
your journey. In fact, protect your path if you need to (Stingray symbolism, 2015).

Possibly the most fearful animal in the group occurs in the name of the Canadian
version of Sherman tank, that is:

• Grizzly [Canada, 1943].

Another animal in a Canadian tank name is much less fearful, but it is still known
for its horn-supported fighting spirit:

• Ram Mark I Cruiser Tank [Canada, 1941].
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One must also mention A39 Heavy Assault Tank Tortoise [UK 1946]. Forty and
Livesey (2017, p. 70) comment on it in the following way: “a 799,252 kg/78 ton
monster appropriately called Tortoise”. Thus, the shape and weight of the animal is
the motivation for the tank name. The authors do not mention the fact that tortoise,
or testudo, was one of the major military tactics of the ancient Roman army. The
formation of soldiers indeed resembled a tortoise. Their large shields allowed them
to present a 360-degree wall of wood to opponents. The front rank of the formation
would kneel behind their interlocked shields, over a metre in height. The second rank
would hold their shields above the heads of the men in front, and so on (Ricketts,
2018).

Starting with centipede in 1915 and ending with elephant in 1980 [Olifant, South
Africa 1980], the tradition continues from WWI till the present day.

Animals as names of tanks are suggestive and they allude to the design (centipede)
or to the dangerous nature of the vehicle (scorpion). One cannot escape noticing the
similarity of names like Alvis Scorpion and Ford Scorpio.

6.11 Objects

Another group covers a variety of objects,whosemilitary connotations are of different
nature and sometimes difficult to trace, as in:

• Alvis Scimitar Combat Vehicle Reconnaissance [UK, 1973]

The name denotes a weapon, since “scimitar” may be defined as a saber having a
curved blade with the edge on the convex side, used chiefly by Arabs and Turks.10

Some other names in this group have limited, if any, connections with fighting.
This is the case with the following example:

• A34 Cruiser Tank Comet [UK, 1945]

The name may denote both a guiding star in the Biblical sense or the danger of a
global destruction caused by a comet’s tail hitting a planet (for the discussion of the
Comet name, see also the section entitled “The initial letter system”.

One name in the corpus suggests the desired outcome of military operations,
namely:

• Vickers Mark I MBT Vijayanta [UK-India, 1964] (Forty andLivesey, 2017, p. 201).

Vijayanta stands for “victory” (Forty and Livesey, 2017, p. 252), a name
component used earlier in the USSR:

• JS-2 Heavy Tank, known also as Victory [USSR, 1944].

In the analyzed corpus, one may also find the following name:

10https://www.merriam-webster.com/dictionary/scimitar.

https://www.merriam-webster.com/dictionary/scimitar
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• M 50 Ontos Tank Destroyer [USA, 1955].

Ontos in the name stands for “thing” in Greek (Forty and Livesey, 2017, p. 214). It
seems a good idea to employ a foreign equivalent of an ordinary noun to give the
named product an aura of sophistication.

Objects in tank names represent a variety of features and applications. They range
from weapons (Scimitar) to abstract nouns (Vijavanta–Victory), include astronomic
phenomena (Comet), or denote any existing object (Ontos). Scimitar is a suggestive
name, in which an old weapon stands for the name of a modern one. Victory is a
speculative name, as suggested above, while Ontos may possibly be classified as an
arbitrary name. The Greek lexeme also has the connotations of extensive education
and sophistication. Comet, the name analyzed in more detail in the section entitled
“The initial C”, has symbolic content.

The examples quoted above show that names of this type are seldom used and
appear in the period of WWII and after.

6.12 Features of Tanks—Adjectives

The corpus includes three names in which adjectives are used, namely:

• A1 E1 Independent [UK, 1926];
• A 33 Heavy Assault Tank Excelsior (UK, 1943);
• FV4401Contentious Air Portable Tank Destroyer [UK, 1956].

The first name is descriptive and stands for a tank “designed … for independent
actions” (Forty and Livesey, 2017, p. 54), which fits the classification presented in
Table 1. It may, however, also be treated as a suggestive name, because it denotes
the way of living—or living conditions—sought by people whom the weapon is
supposed to protect.

Collins English Dictionary gives the following meaning of “excelsior”:

1. excellent: used as a motto, in the names of hotels, and as a trademark for various
products, esp. in the US for fine wood shavings used for packing breakable
objects.

2. upwards.

It also indicates the Latin origin of the word, i.e., higher.11 Moreover, the word
may refer to the famous massive rough diamond weighing 995 carats.12 A possible
military connotation of the name is roughness, a desirable feature of any tank. A
more general connotation is that of top quality and performance.

The meaning of “contentious” is discussed in the section entitled “The initial C”.

11https://www.collinsdictionary.com/dictionary/english/excelsior.
12https://www.internetstones.com/excelsior-diamond-famous-jewelry.html.

https://www.collinsdictionary.com/dictionary/english/excelsior
https://www.internetstones.com/excelsior-diamond-famous-jewelry.html
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Names in this category appear very seldom. The time span ranges from the pre-
WWII to post-WWII period.

6.13 Alpha-Numeric Systems

Alpha-numeric systems appeared in large numbers in the section entitled “Manufac-
turers’ naming systems”. The data presented above indicate that the alpha-numeric
component occurs in all categories of names. Indeed, a detailed presentation of the
data would involve quoting almost all the names from Appendix 1.

A comprehensive explanation is beyond the capacity of a single researcher, espe-
cially an outsider to the military community. Outsiders may perceive the names as
arbitrary, while for the military, they may function as descriptive ones, with letters
and symbols conveying some relevant information.

On the other hand, insiders may also face some problems in understanding and
using the alpha-numeric system. This is confirmed by Bates (2004), a retired officer
and logistician of the US Army. The author describes problems with finding a model
of a military vehicle across different types of computerized data bases. The author
indicates the incompatibility of “nomenclature” and “item name” based systems
(p. 21).

The systemmay be classified as arbitrary, and it has accompanied the development
of tanks throughout their history.

6.14 The Initial Letter System

In the names of British tanks, two other systems may be observed. They cut across
the systems discussed above and may be labeled as the initial C and the initial S
systems, respectively.

The initial C

This tradition started in the WWII period. Originally, the “initial C names” were just
one of the many types of names given to tanks. However, since the introduction of
Centurion in 1945, the system presented below has prevailed.

The list of UK tanks within the system, in the chronological order of their
introduction, is presented below:

• A13 Mark III Cruiser Tank Mark V Covenanter [UK, 1940];
• A15 Cruiser Tank Mark VI Crusader [UK, 1940];
• A24 Cruiser Tank Mark VII Cavalier [UK, 1941];
• A22 Infantry Tank Mark IV Churchill [UK, 1941];
• A27 L Cruiser Tank Mark VIII Centaur [UK, 1942];
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• A30 Cruiser Tank Challenger, Challenger I MBT, Challenger II MBT UK, 1943,
1982, 1994];

• A 41 Centurion Medium Tank [UK, 1945];
• A34 Cruiser Tank Comet [UK, 1945];
• FV 4101Charioteer Tank Destroyer [UK, 1954];
• FV 214 Conqueror Heavy Tank [UK, 1956];
• FV4401Contentious Air Portable Tank Destroyer [UK, 1963];
• FV 4202 Chieftain MBT [UK, 1963].

A summary of the data may be presented as follows:

• Eight names in the list abovemay be classified as names of rulers,warlike jobs, and
tradespeople: Cavalier, Centurion, Challenger, Charioteer, Chieftain, Conqueror
Covenanter, and Crusader;

• One of them may classified as a famous person’s name: Churchill;
• One represents a dangerous mythical creature: Centaur;
• One refers to an object: Comet;
• One represents a feature of the bearer: Contentious.

What all of them share is the sense of fighting spirit (or at least danger in Comet).
In six of them, one may find the element of leadership (or guidance, as in Comet),
and seven have historical, war-connected connotations, plus, in the case of Comet,
the Biblical associations with guided travel to newborn Jesus.

The features discussed above, representedby avariety of symbols,make it possible
to classify the names as both suggestive and symbolic.

The initial S

Forty and Livesey (2017) present some British fighting vehicles the names of which
start with the letter “S”. These include:

• FV 603 Saracen Armoured Personel Carrier (UK, 1953) (p. 488-489);
• FV 601 Saladin Mk Armoured Car [UK, 1959] (p. 487);
• Alvis Scimitar Combat Vehicle Reconnaissance (Tracked) [UK, 1973] (p. 164);
• Alvis Scorpion Combat Vehicle Reconnaissance (Tracked) [UK, 1973] (p. 165);
• (FV 102) Striker Self -Propelled Tank Guided Weapon Vehicle [UK, 1975] (p. 196);
• Spartan Armoured Personel Carrier [UK, 1978] (p. 494);
• Stormer Armoured Personel Carrier [UK, 1983] (p. 495).

One can see that S-initial names are common not only in the tank naming systems
discussed in this paper but also in different types of weapons. The names of tanks
(Alvis Scimitar and Alvis Scorpion) in the list above have been discussed in previous
sections, while the names of other vehicles are beyond the scope of this study.

The system, as the dates indicate, is a post-WWII one. One can hardly find any
equivalent in other countries. The Soviet-Russian system of T-34, T-54, T- 62, and
T-90 (Forty and Livesey, 2017) may be classified as an alpha numeric one, where T
stand for the generic name. The initial letters in the UK names are connected with
the connotative “fight” names.
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6.15 Obligatory and Non-obligatory Components

The generic name of the vehicle is an obligatory element in the analyzed corpus. It
involves the lexeme tank, which may occur together with other constituents, called in
this study “modifying components”, e.g., cruiser tank or light tank. The components
may be hidden in an abbreviation, mainly MBT—Main Battle Tank.

The alpha-numeric component is another major element in terms of occurrence.
The few cases in which there are no digits, abbreviations, letter symbols, or any
combinations of these include prototypes:

• Vickers Commercial Dutchman Light Tank [UK, 1936],
• The “Semple” Tractor Tank [New Zealand, 1942].

Provided that the generic name is hidden in an abbreviation, we can assume that
the alpha-numeric names are the only ones that may function without any other
components, as in M60 MBT, and MBT 70. These are, however, exceptional rather
than typical cases.

The remaining components are transferred names, and they include famous people
(e.g., Abrams, Churchill, Sherman), classes of people (e.g., Challenger, Chieftain,
Crusader), animals (e.g., Grizzly, Stingray, Scorpion), objects (Comet, Scimitar),
and abstract concepts (Independent, Excelsior).

Another component of the name is the name of the manufacturer, e.g., Alvis,
Vickers.

Except very few cases of the alpha-numeric name standing alone, the tank name
includes minimum two components, e.g., M6 Heavy Tank.

7 Conclusion

Taking into consideration the data presented above, onemay conclude that there is an
unquestionable British input into the tank history, not only in terms of tank’s design
and application but also in terms of its name. First of all, the British provided the
generic name of the invention, which covers not only the basic concept but also its
varieties, subject to different doctrines and modes of application (cruiser tank, heavy
tank, etc.).

The UK designers developed unique initial C and initial S name systems that cut
across other naming systems and, as in the case of the initial S system, extend to
other types of fighting vehicles. The initial S system is recent (developed afterWWII),
while the initial C system started to be used during WWII and has been continued
till now. Also, it is in the UK that the tradition of naming tanks after famous generals
started during WWII (Sherman) and has continued till now (Abrams).

There is an unquestionable British contribution, if not pioneering work, to the
development of the practice of using terms denoting warlike groups of people and
occupations in tank names.
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The naming systems identified in the UK/USA corpus involve obligatory compo-
nents, i.e., the generic name (also in an abbreviated form) and the alpha-numeric
component (in one of its varieties).

There are other components, which are interchangeable and include names of
people (Christie, Matilda, Churchill), especially of famous generals (Grant, Patton),
names of groups of people involved in war trade, or types of warriors (Crusader,
Centurion).

Another naming component is based on the names of species of animals
(Centipede, Scorpion, Grizzly) and is followed by names of different objects, abstract
or concrete ones (Victory,Comet, Ontos). There is also a small group of names which
are based on adjectives describing features of the bearer (Contentious, Independent).
Finally, there is a group of names which involve the name of the manufacturer (Alvis,
Ford, Vickers).

Some of the naming components, namely, the obligatory ones and the names of
people or animals, have functioned since the birth of the tank till now. The small
group of feature-based names originated in the interwar period and has continued to
be used after WWII. Some other naming traditions, such as using names of famous
generals or the initial C names, started during WWII and have been continued till
now.

In a historical perspective of the tank name development, one can observe that
nearly all types of names analyzed in this project have been in use since the emergence
of the tank. Still, the WWII period added some dynamism to the development. This
is connected with the introduction of the names of generals and the beginning of
the initial C system. The design development, represented by the introduction of
the Main Battle Tank (MBT), has reduced the number and length of the names.
The generic name is hidden in the MBT acronym, and the fight names continue the
naming tradition, especially the famous generals line (USA), as in M1/A1 M1/A2
Abrams MBT, and the warlike people line (UK), as in Challenger 2 MBT.

The only change that seems to be settled is the abandonment of female elements,
which have not appeared in tank names inBritain sinceWWII. However, the diversity
of the systems brings to mind the title of a subchapter in Bates’ article: “Military
Names Have Not Been Yet Standarized” (2004, p. 21).

Appendix 1

Names of UK and USA tanks analyzed

No. Name Country Year Source (listed below)

1 The No.1 Lincoln Machine
“Little Willie”
Also “Tritton Machine”

UK 1915 S1: 87

(continued)
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(continued)

No. Name Country Year Source (listed below)

2 Mark I Medium Tank (“Mother”)
Male

UK 1916 S1: 92/93

3 Mark I Medium Tank (“Mother”)
Male

UK 1916 S1: 92/93

4 Ford 6 Ton Tank (M1917) USA 1917 S1: 81

5 Mark I and Mark III Heavy Tanks UK 1917 S1: 95

6 Mark IV Heavy Tank UK 1917 S1: 100

7 Medium A Whippet UK 1917 S1: 90

8 Ford 3 Ton Tank USA 1918 S1: 81

9 Holt Gas-Electric Tank USA 1918 S1: 83

10 Mark V Heavy Tank UK 1918 S1: 102

11 Mark VIII Heavy Tank UK 1918 S1: 106/7

12 Medium B Whippet UK 1918 S1: 89

13 Medium C Hornet UK 1918 S1: 89

14 War Tank America Steam Tank
Experimental Combat Vehicle

USA 1918 S3

15 Mark I Medium Tank UK 1924 S1: 94

16 Mark II Medium Tank UK 1925 S1: 96

17 T1 and T2 Medium Tanks USA 1925 S1: 146

18 A1 E1 Independent UK 1926 S1: 54

19 Vickers 6 Ton Tank UK 1928 S1: 155

20 M 1931 Christie USA 1931 S1: 19

21 Mark I and Mark III Light Tanks UK 1931 S1: 97

22 Mark I and Mark III Light Tanks UK 1931 S1: 97

23 Vickers-Armstrong Amphibious
Tank Model 1931

UK 1931 S4: 126

24 Mark IV Light Tank UK 1934 S1: 99

25 M1 and M2 Combat Cars USA 1935 S1: 108

26 Mark V Light Tank UK 1935 S1: 99

27 Vickers Commercial Dutchman
Light Tank

UK 1936 S1: 154

28 Mark VI Light Tank UK 1937 S1: 104/5

29 A12 Infantry Tank Mark I
Matilda I

UK 1938 S1: 56

30 A13 Cruiser Tank Mark III UK 1938 S1: 58

31 A12 Infantry Tank II Mark II
Matilda II

UK 1939 S1: 57

32 A13 Mark II Cruiser Tank Mark
III

UK 1940 S1: 58

(continued)
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(continued)

No. Name Country Year Source (listed below)

33 A13 Mark III Cruiser Tank Mark
V Covenanter

UK 1940 S1: 59

34 A15 Cruiser Tank Mark VI
Crusader

UK 1940 S1: 60

35 M2 Light Tank series USA 1940 S1: 109

36 M3 Light Tank series (M3 A
Light Tank Stuart Mk III)

USA 1940 S1: 114

37 Mark III Valentine Infantry Tank UK 1940 S1: 98

38 TOG 1/TOG 2 Heavy Tanks UK 1940 S1: 70

39 A22 Infantry Tank Mark IV
Churchill

UK 1941 S1: 62

40 A24 Cruiser Tank Mark VII
Cavalier

UK 1941 S1: 64

41 M22 Locust Light Tank USA 1941 S1: 118

42/43 M3 General Lee Medium Tank
(also: Grant)

Joint UK/USA 1941 S1: 110/1

44 M4 Sherman Medium Tank USA 1941 S1: 112/3

45 Ram Mark I Cruiser Tank Canada 1941 S1: 134

46 A17 Light Tank Mark VII
Tetrarch

UK 1942 S1: 61

47 A27L Cruiser Tank Mark VIII
Centaur

UK 1942 S1: 64

48 M10 Wolverine Tank Destroyer USA 1942 S1: 116

49 M5 Light Tank USA 1942 S1: 114

50 M6 Heavy Tank USA 1942 S1: 115

51 Ram Mark II Cruiser Tank Canada 1942 S1: 134

52 The “Semple” Tractor Tank New Zealand 1942 S2

53 Sentinel AC1, AC2, AC3, AC 4
Cruiser Tank

Australia 1942 S1: 137

54 A 33 Heavy Assault Tank
Excelsior

UK 1943 S1: 67

55 A27 M Cruiser Tank Mark VIII
Cromwell

UK 1943 S1: 65

56 A30 Cruiser Tank Challenger UK 1943 S1: 66

57 M4 Grizzly Medium Tank Canada 1943 S3
S2

58 A38 Infantry Tank Valiant UK 1943 S1: 67

59 M18 Hellcat Tank Destroyer USA 1943 S1: 117

60 A25 Light Tank Mark VIII Harry
Hopkins

UK 1944 S1: 61

(continued)
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(continued)

No. Name Country Year Source (listed below)

61 M24 Chaffee Light Tank USA 1944 S1: 118

62 M26 Pershing Heavy Tank USA 1944 S1: 115

63 M36 Gun Motor Carriage USA 1944 S1: 117

64 M4A3E2 Sherman Jumbo
Assault Tank

USA 1944 S2

65 Sherman VC Firefly Tank
Destroyer

US 1944 S2

66 A 41 Centurion Medium Tank UK 1945 S1: 58/9

67 A 43 Infantry Tank Black Prince UK 1945 S1: 63

68 A34 Cruiser Tank Comet UK 1945 S1: 68/69

69 A39 Heavy Assault Tank Tortoise UK 1946 S1: 70

70 M 44 Walker Bulldog Light Tank USA 1951 S1: 198/9

71 M 47 Medium (Patton Tank) USA 1952 S1: 200/201

72 M 48 Patton MBT USA 1953 S1: 201/3

73 M 56 Scorpion Tank Destroyer USA 1953 S1: 205

74 FV 4101Charioteer Tank
Destroyer

UK 1954 S1: 180
S2

75 M 50 Ontos Tank Destroyer USA 1955 S1: 204
S2

76 FV 214 Conqueror Heavy Tank UK 1956 S1: 181

77 M60 MBT USA 1960 S1: 206/7

78 Chieftain MBT (FV 4202) UK 1963 S1: 178/9

79 FV4401Contentious
Air Portable Tank Destroyer

UK 1963 S3

80 Vickers Mark I (Vijayanta) MBT UK/India 1964 S1: 252

81 Stingray I Light Tank USA 1965 S1: 222

82 MBT 70 UK/USA 1967 S1: 212

83 M 551 Sheridan Light Tank USA 1968 S1: 208

84 Alvis FV 107 Scimitar Combat
Vehicle Reconnaissance
(Tracked)

UK 1973 S1: 164
S2

85 Alvis FV 101 Scorpion Combat
Vehicle Reconnaissance
(Tracked)

UK 1973 S1: 165
S2

86 High Mobility Agility Test
Vehicle HIMAG

USA 1978 S1: 185

87 High Survivability Test Vehicle
(Lightweight) HSTV(L)

USA 1980 S1: 185

88 Shir 1 (FV4030/2) UK 1979a S1: 190

89 Shir 2 (FV 4030/3) UK 1979a S1:190

(continued)
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(continued)

No. Name Country Year Source (listed below)

90 Challenger 1 MBT UK 1982 S1: 174/5

91 AA1 Rapid Deployment Force
Light Tank

USA 1983 S1: 162

92 M1/A1 M1/A2 Abrams MBT USA 1985 S1: 160/161

93 Vickers Mark 7 Valiant MBT UK 1985 S1: 255

94 Vickers VFW Mark 5 Light Tank UK 1987 S1: 254

95 Challenger 2 MBT UK 1994 S1: 176/7

96 M8 Ridgeway Armoured Gun
System

USA 1995 S1: 191

97 Stingray II Light Tank USA 1996 S1: 222

98 Vickers Mark 3 MBT UK 1997 S1: 253
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Socializing at Work—An Investigation
of Small Talk Phenomenon
in the Workplace

Adam Pluszczyk

Abstract The purpose of the paper is to focus on spoken discourse—more specif-
ically small talk and how it is reflected in various communicative exchanges in
working environments—in the workplace. The following study attempts to analyze
the social interaction of small talk among people at work—that is in the work-
place. This study makes a comparison of how Polish people interact with each other
during small talk in the workplace. The various objectives and functions of small
talk, the attitudes the respondents have towards this allegedly insignificant and trivial
phenomenon and the preference to engage in small talk on the part ofmen andwomen
and the circumstances which either favour or impede the occurrence of small talk
will be investigated and discussed. To investigate the phenomenon and portray the
features, various functions of small talk and the attitudes, the informants will be
exposed to a number of questions in the form of a questionnaire. The responses will
enable us to determine the significance and perception of small talk by the informants
at work in selected professional settings.

Keywords Business · Small talk · Functions · Attitudes · Interaction · Gender ·
Questionnaire

1 Introduction

Although small talk covers a number of topics, it pertains to brief exchangeswhich are
regarded as trivial, non-serious, superficial and unimportant. Moreover, regardless of
its alleged insignificance, triviality and non-seriousness, small talk is a phenomenon
which is ubiquitous and unavoidable as it serves a number of various functions
and is used for many purposes. On the other hand, the perception and attitudes we
have towards the phenomenon of small talk might vary—depending on the culture,
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interlocutors, circumstances. More specifically, there are many factors which either
favour or disfavour the incidence and frequency of small talk.

The paper explores the various functions of small talk and the attitudes the respon-
dents have towards this phenomenon. Moreover, it investigates the significance or
insignificance of small talk in selected professional settings—that is in the work-
place. In other words, the study attempts to assess and determine how important
small talk is in the workplace and what functions it has when used in the workplace.
In other words, the study attempts to determine how much attention the workers pay
to engaging in small talk in the work place and for what reasons—more specifically
what functions small talk has in these contextual settings. Additionally, the study
aims at determining the circumstances which either favour or impede the incidence
of small talk. With a view to observing the phenomenon of small talk in the work-
place—the occurrence, the functions of small talk and the attitudes of the informants,
the respondents are exposed to a questionnaire with various questions on small talk.

The paper encompasses theoretical background and the review of the professional
literature. It starts from the various definitions of small talk, its objectives and func-
tions. It also discusses the various topics which are normally raised during small talk
and finally elaborates on the occurrence of small talk in the workplace. The practical
part includes methodology, the questionnaire results and the analysis—that is the
discussion of the results, observations, conclusion and limitations of the study.

2 Theoretical Background—Literature Review

The theoretical background encompasses the various definitions of small talk, its
objectives and various functions. In addition, it discusses the choice of the topics
which are usually raised when engaging in small talk and it also elaborates on the
occurrence of small talk in the workplace.

2.1 The Definition of Small Talk

Language constitutes an indispensable part of our every life. It serves for commu-
nication, exchanging ideas, giving and getting information, informing others etc.
Apart from the purpose of communicating and exchanging important informa-
tion, language also serves for establishing and maintaining interaction, building up
solidarity, relationship, making contacts and creating bonds. Thus,

Language is particularly good at promoting interaction between people… In spite of the
widespread view that language is primarily for conveying information, language is not partic-
ularly good at this: … Language is particularly good in social roles, at maintaining social
ties and influencing others. (Aitchison, 1996, p. 21, p. 25)
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Small talk constitutes an informal, a casual, polite and friendly conversation about
mundane, ordinary, relatively unimportant or insignificant subjects that people raise
in various social settings for various reasons. There are various definitions of the
phenomenon of small talk:

• small talk is defined as phatic communion, casual conversation, gossip, social
talk, etc. (Jaworski, 2000);

• “Small talk is characterized as “brief talk”, i.e. in contrast to technical, informa-
tional, problem-solving or conflict discussions, with small talk, the conversation
remains superficial; the selected or appropriate topics are less controversial and
are not discussed in depth” (Watzke-Otte, 2008, p. 13).

As can be observed, there are various definitions of small talk. In order to under-
stand the real nature of small talk, one must concentrate on various objectives and
functions it has in everyday communication in various contextual settings.

2.2 The Objectives, Advantages and Functions of Small Talk

One of the most important functions of language is to communicate with other
people—to understand them and be understood, to exchange information with each
other, etc. Through language, we are also able to express our feelings, needs,
emotions, etc. There are also a number of other objectives where why we use a
language, for instance to persuade people, to make our interlocutors feel good or bad,
comfortable or upset, etc. At other times, we use a language to get on with others, to
maintain good relationships according to certain social and cultural norms—this is
refereed to as a phatic function:

The focus is not on the exchange of important information, on a discussion result or the
resolution of a problem. Instead, the point is to make a congenial impression on the other
party and to give them the feeling of being pleasantly entertained: the things that count are an
enjoyable, relaxed discussion atmosphere and the build-up andmaintenance of relationships.
(Watzke-Otte, 2008, p. 13)

Small talk is often associated with politeness and naturalness. In some situations,
both formal and casual, it is useful or even necessary to know how to initiate a conver-
sation. The art of small talk is based on the rules of making such dialogues, such
as how to start a conversation or what topics should be discussed and what topics
should be avoided. Once we start a conversation, the dialogue should go smoothly
and naturally, but it is also important to know how to maintain a conversation; in
other words, how to make it natural and at the same time make sure that the inter-
locutors feel comfortable (albeit it is not easy at times). Thus, “Preparation may
make the difference between a stimulating, low-risk conversation and an awkward
exchange of words. To prepare for small talk, minimize distractions and reduce
anxiety” (Wakefield, 2016, p. 16).

According to Schneider (1988), small talk is usually characterized by negative
connotations—it is perceived as trivial and unimportant, etc. Hence, one might think
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that it is unnecessary as it is associated with a waste of time. Similarly, according
to Fleming (2018), small talk is generally considered to be insignificant, superficial
and aimless. Nevertheless, it must be stressed that there are a number of advantages
of small talk. Regardless of its alleged insignificance, small talk is a phenomenon
which is ubiquitous as it occurs in both formal and informal contextual settings. As
a result, regardless of the alleged trivial and insignificant nature of small talk and all
the negative connotations it evokes, such as non-seriousness, insignificance, etc., it
seems that it is ubiquitous as it occurs in a number of non-serious interactions or it
might accompany the “more serious” interactions and thus constitute a preliminary
stage of a real, necessary conversation. Hence, “Small talk provides communicators
with simple, often mundane topics to discuss until the conversation turns towards a
more stimulating topic” (Wakefield, 2016, pp. 13–14). Similarly, stresses Wakefield
(2016, p. 104), “People also use small talk as a way to bridge the gap between topics
of importance”. As a result, one can observe that small talk is regarded as trivial,
insignificant andnon-serious althoughdefinitely in a positive sense.Moreover, it has a
positive impact on the interlocutorswho participate in the interaction and the situation
in which a particular conversation takes place provided that one does not exaggerate
with the amount of small talk as “In the right dosage, small talk contributes to a
relaxation and loosening up of the conversational atmosphere, and to your discussion
partner opening up. It reduces distance and promotes trust” (Watzke-Otte, 2008,
p. 13).

Through small talk, one canmake one’s connectionswith others (Wakefield, 2016,
p. 10).Moreover, by engaging in small talk, onemakes the situation of our interaction
comfortable, pleasant and friendly. In addition, through small talk, we can reduce the
uncertainty we might have towards our interlocutors. Finally, by engaging in small
talk, one can evade uncomfortable silences which occur when we have nothing to
talk about at times and which make us feel ill at ease (Wakefield, 2016, p. 13).

However, it is necessary to highlight that the potential openness for small talk
might be misinterpreted or wrongly perceived. Oftentimes the possible misinterpre-
tations or misunderstandings are associated with various stereotypes, cultural differ-
ences and national features. Thus, “For example, Americans are more likely than
those from many cultures to smile at strangers and to engage in personal discussions
with people they hardly know…. Later, when the Americans don’t follow through
on their unintended offer, those other cultures often accuse them of being “fake” or
“hypocritical” (Meyer, 2014, p. 174).

Thus, it is worth pointing out that the importance of small talk depends on a
culture; for instance it is much more important for the British rather than Polish to
small talk: whereas Polish people focus on exchanging concrete information, British
people small talk in order to make new contacts and maintain relationship. As we
can see, the occurrence and the frequency of small talk are culture-dependent. Thus,
for instance, “In Delhi, where I grew up, commerce is brusque. You don’t ask each
other how your day has been. You might not even smile” (Mahajan, 2016).

Undeniably, small talk plays an important part in both professional life—that is at
work and in private life. In other words, small talk enables us to build relationships
and create bonds socially and professionally. Moreover, it also builds community
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(Fleming, 2018). In institutional settings small talk facilitates building rapport among
workers and establishes solidarity (Coupland, 2003).

Holmes (2000, p. 37) makes a distinction between business talk and phatic
communion by enumerating certain important criteria which differentiate between
the former and the latter. Whereas the former encompasses “on-topic” talk, is maxi-
mally informative, context-bound and transactional, the latter pertains to atopical
talk, is minimally informative, context-free and social (Holmes, 2000, p. 37).

It is worth emphasizing that small talk can have several important functions and
these functions are undeniably positive and beneficial for the interlocutors. These
are the following:

• to break the ice, especially when we talk to someone we do not know well or at
all;

• to maintain relationships (Watzke-Otte, 2008, p. 13);
• to make our interlocutors feel comfortable, to cause a friendly atmosphere;
• to exchange ideas about common interests, hobbies;
• to kill an uncomfortable silence;
• to be polite, to be kind to others when avoiding silence;
• to build solidarity and rapport, i.e. in institutional settings (Pullin, 2010);
• to formulate an opinion about our interlocutors (Watzke-Otte, 2008, p. 13);
• to cause a relaxing atmosphere (Watzke-Otte, 2008, p. 13);
• to make the distance smaller (to reduce distance) and to create trust (Watzke-Otte,

2008, p. 13);
• to facilitate interpersonal relationships between people in social and professional

settings, i.e. on a street, at a bus stop, at a party, at school, at work;
• to get to know others, to meet new people (Wakefield, 2016).

The attitude which we have towards the phenomenon of small talk is also asso-
ciated with our personality. How much we wish to engage in small talk might also
depend on our personality features—i.e. introverts are reluctant to small talk since
they might be afraid or anxious, they could feel ill at ease. There are those who
consider small talk to be pointless and artificial. On the other hand, there are a lot of
people for whom small talk comes naturally as it constitutes an important element
in everyday life.

Admittedly, small talk can be quite easy and natural. It is usually spontaneous and
occurs naturally without making much effort. However, making small talk does not
have to be easy at times. Moreover, how successful we can be in making small talk
also depends on the very interlocutors—i.e., how well we know them (Valev, 2015).
Moreover, small talk is a complicated phenomenon and can be quite problematic at
times. Similarly, “Anyone who‘s been caught at a wedding reception or a cocktail
party discussing recent precipitation knows that making small talk isn‘t as easy as
it sounds. On the contrary, conversing with strangers can be awkward, stilted, even
painful” (Tung, 2004). As can be observed, small talk does not always have to be so
natural, pleasant and easy. Hence, it can also be artificial, difficult, cumbersome and
can make the interlocutors feel uncomfortable or uneasy at times.
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2.3 What Topics Are Raised and What Topics Should Be
Avoided?

Taking into consideration the suitability of the topics for small talk and the possible
sensitivity of the interlocutors, there are a number of topics which can be raised.
Nevertheless, there are also other topics which should definitely be avoided. There-
fore, the choice of topics is strictly related to social norms which are established
and observed. Depending on a culture, certain topics might be regarded as appro-
priate or inappropriate. The choice of sensitive and controversial topics might be
associated with the violation of certain social and cultural norms. “Norms are then
the guides of predictable, coordinated behavior in society. Norms allow persons to
expect, recognize, and evaluate actual behavior” (Terpstra and David, 1985, p. 144).
In other words, it is crucial to know what topics should be avoided as they can be
annoying, controversial, embarrassing, provocative or simply dangerous (Watzke-
Otte, 2008, p. 132). Therefore, continues Watzke-Otte (2008, pp. 114–139), there
are a number of topics which are regarded as neutral and safe, such as journeys,
professional matters, shopping, film and TV, hobbies, family life, music, the news,
eating habits, animals, transport, the weather, goals and dreams. However, there are
also many other topics—referred to as taboo topics which should be avoided or
which do not simply appear on the list of small talk topics, such as family problems,
money, illnesses, politics, religion, sexuality and many others (Watzke-Otte, 2008,
p. 114–139). There are topics which are acceptable but there are also other topics
which should be avoided in certain cultures as they might lead to embarrassing situ-
ations, uncomfortable silences or even conflicts (Tomalin and Nicks, 2007, p. 16).
For instance, whereas it is all right to talk about families in Italy, in China it can be a
more delicate topic for discussion. Similarly, there are certain topics of conversation
which are acceptable in Britain or the US, but which do not necessarily have to be
raised so willingly or frequently elsewhere (Tomalin and Nicks, 2007, p. 16).

2.4 Small Talk at Work

Making small talk at work is also common, but it must be remembered that there
are also certain subjects which should not be raised in the workplace in order not to
provoke or contribute to unnecessary conflicts or disagreements. Thus,

The job is usually a good small talk subject, but certain things are simply no-go areas: these
include stories about clients, even if they’re genuinely funny, as well as internal matters of
working conditions, wages, new products or company management mistakes. (Watzke-Otte,
2008, p. 133)

It must be stressed that small talk at work is a common phenomenon: “… there is
a wealth of opportunities to make small talk during the average workday” (Watzke-
Otte, 2008, p. 133). However, how willing people are to engage in small talk and
how important small talk is at work is also culturally-oriented. In some countries
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the use of small talk in the workplace is common, expected, recommendable or even
necessary; in others it is simply limited, less important or peripheral. For instance, in
business settings,whereas for some nationalities, engaging in small talk comes easily,
for others it is not necessarily so natural or common (Lewis, 2006, p. 88). Hence,
for instance, in the Arab world, it is expected to devote relatively much time to
small talk and raise various topics, such as hobbies, family, current affairs, economy.
Even during business talk in professional settings, some aspects of small talk can
easily be incorporated. Similarly, in Japan, small talk during business meetings is
quite common in order to create and facilitate personal trust (Carté and Fox, 2008,
p. 71). As a result, for instance, “In more functional cultures, on the other hand,
people expect to start on the business agenda within minutes of sitting down. With
Germans, Swiss, Scandinavians and Finns, for example, small talk is often no more
than a couple of sentences” (Carté and Fox, 2008, p. 71).

It is also necessary to stress that even thoughwe do not like small talk at times, it is
usually expected in certain situations. In other words, there are a number of situations
where small talk should not be avoided since otherwise, it would be impolite or
simply badly-seen (Watzke-Otte, 2008, p. 133). At other times, in certain situations
in the workplace, the ability to engage in small talk might also influence the career
development. “Many organizations consider the ability to get along with coworkers
an important skill. Interpersonal relationships with other workplace staff can often
play a role in determining how far one’s career advances” (Wakefield, 2016, p. 61).

It should be stressed that the choice of topics is really important as some of them
might be risky or dangerous andmight contribute to unnecessary disputes, arguments
or even hostility. As Wakefield admits (2016, p. 63), “Neutral topics are unlikely to
cause heated disagreements among coworkers and office staff… certain topics do
not make for appropriate small talk. This is especially true in the workplace. Many
topics lend themselves to unwanted disagreements and controversy” (Wakefield,
2016, p. 64). Thus, it is always recommendable to adjust the topics to the interlocutors
and a particular situation in order to avoid unnecessary problems, such as conflicts
in the workplace.

It is also undeniable that just as small talk brings forth a number of advantages
in general, it also causes many positive aspects in the workplace. It contributes to
the creation of a friendly environment and to the maintenance of good relationships
amongworkers. It might also facilitate interpersonal relationships whenmeeting new
people. Hence,

Engaging in small talk is an effective way to establish positive relationships with coworkers.
By giving friendly greetings, remaining positive, discussing neutral topics, and adhering
to the code of conduct, workplace inhabitants can develop long-lasting friendships and
interpersonal relationships with one another. (Wakefield, 2016, p. 65)

Thus, as can be observed, small talk is characterized by a lot of advantages and
other positive aspects. On the other hand, there are a number of factors which
should be taken into consideration in order to make small talk a nice, successful
and pleasurable experience.
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3 Methodology

3.1 The Objectives of the Study

The aim of the study is the analysis of the function of small talk and its alleged
significance among the workers of 3 selected business companies. Based on the
questionnaire, it will be observed if small talk is a common phenomenon in the
workplace. In other words, the questionnaire will help us determine how important
small talk is in the workplace and what attitude workers have towards small talk
(the various attitudes which the respondents might have towards small talk will be
investigated and discussed). Additionally, the questionnaire will help us reveal the
reasons why people might want to engage in small talk in the workplace.

Moreover, the purpose of the study is to pay attention to the circumstances which
either facilitate or hinder the occurrence of small talk, such as different contextual
settings (formal, informal), the interlocutors (males, females), how frequently small
talk occurs at work in these settings and who engages in it more often.

3.2 Participants

The questionnaire has been conducted among 80 participants aged between 23 and
57 from three different workplaces.

Workplace 1:

• The name of the company: Blue Idea Accounting—Limited Liability Company
in Katowice, Poland.

• The company deals with rendering services of business outsourcing in the area of
staffing and payroll.

• Premises: Katowice, ul. Korfantego 2.
• The number of respondents: 48 females.

Workplace 2:

• The name of the company: 3S Data Center SA.
• The company deals with data collocation and storing sensitive data of high degree

security, especially medical companies.
• Premises: Katowice, ul. Gospodarcza 12.
• The number of respondents: 12—7 males and 5 females.

Workplace 3:

• The name of the company: Fiat Chrysler Automobiles.
• The company deals with the production of cars.
• Premises: Bielsko-Biała, ul. Węglowa 10.
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• The number of respondents: 20—4 males and 16 females.

3.3 Tools

In order to investigate the phenomenon of small talk, the informants were exposed
to a number of questions in the form of a questionnaire. There are 17 questions in
the questionnaire (see appendix). It is necessary to stress that the respondents were
exposed to the questionnaire in their native language—that is in Polish.

3.4 Procedure

The respondentswere requested to respond to 17 questions in a questionnaire devoted
to the phenomenon of small talk. The results of the questionnaire constitute the basis
for the discussion and the observations of the ubiquity of small talk in the workplace,
its various functions and objectives and the circumstances which either favour or
impede the occurrence of small talk in professional settings—in the workplace.

3.5 Presentation of the Results of the Questionnaire

These are the results of the questionnaire conducted in three different workplaces:

(1) In your opinion, why do people practise small talk? What role does small talk
play at work?
(a) to be sociable, to get on with others, to maintain good relationships - 60
(b) to be polite—48 (c) to avoid silence—6 (d) other—1

According to 60 informants, which is 75%, small talk is necessary in order to
maintain good relationships with other people. 48 respondents, which constitutes
60% of the informants claim that people make small talk in order to be polite. Only
6 informants, which is 7.5%, claim that people engage in small talk in order to kill
an uncomfortable silence.

(2) Why do you practise small talk? What role does small talk play for you at
work?
(a) to be sociable, to get on with others, to maintain good relationships—64
(b) to be polite—6 (c) to avoid silence—6 (d) other—3

64 informants, which is 80% of the respondents engage in small talk with a view
to getting onwith others (more specifically with their colleagues). Only 6 informants,
which is 7,5% engage in small talk for politeness. Similarly, only 6 of them practise
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small talk in order to avoid silence. These last two aspects are connected with each
other as those who are polite feel the necessity of keeping a conversation going.

(3) In your opinion, how often do people engage in small talk at work?
(a) always—27 (b) sometimes—47 (c) never—0 (d) other—9

According to the respondents, small talk is a common practice and thus 27 infor-
mants (33.75% of the informants) state that people always engage in small talk and
47 informants (58.75% of them) claim that people sometimes practise small talk. By
circling option d, 9 informants indicated that small talk is made quite often.

(4) How often do you engage in small talk at work?
(a) always—24 (b) sometimes—44 (c) never—2 (d) other—2

Similarly, 24 informants, which constitutes 30%of the respondents always engage
in small talk whereas 44 respondents (55%) sometimes practise small talk. Only 2
respondents (2.5%) never engage in small talk.

(5) In your opinion, do men or women mostly engage in small talk?
(a) women—35 (b) men—3 (c) both—40 (d) other—0

35 informants, which is 43.75% of the informants think that it is women who
engage in small talk. Similarly, 40 informants (50%) claim that small talk occurs in
the speech of men and women. Only 3 informants (3.75%) think that small talk can
only be identified in the speech of men.

(6) How important is small talk for your colleagues?
(a) very important—13 (b) quite important—57 (c) not very important—9
(d) other—2

It appears that small talk is quite important for the informants’ colleagues. 13
informants (16.25%) claim that small talk is very important for their colleagues in
the workplace and 57 respondents (71.25%) think that small talk is quite important
for their colleagues. Only 9 informants (11.25%) admit that small talk is not very
important for their colleagues.

(7) How important is small talk for you?
(a) very important—9 (b) quite important—55 (c) not very important—14
(d) other—0

For 9 respondents (11.25%), small talk is very important and for as many as
55 informants (68.75), small talk is quite important. Conversely, for 14 informants
17.5%), small talk is not very important.

(8) How important is small talk for women at work?
(a) very important—15 (b) quite important—50 (c) not very important—6
(d) other—1

Whereas 15 informants (18,75) claim that small talk is very important for women,
50 informants (62.5%) think that small talk is quite important for women. Only 6
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informants, which constitutes 7.5% are of the opinion that small talk is not very
important for women at work.

(9) How important is small talk for men at work?
(a) very important—6 (b) quite important—36 (c) not very important—33
(d) other—6

Whereas 6 informants (7.5%) think that small talk is very important for men, 36
of them (45%) claim that small talk is quite important for men. At the same time, 33
respondents (41.25%) claim that small talk is not very important for men.

(10) How often do people engage in small talk in formal register?
(a) always—8 (b) sometimes—66 (c) never—0 (d) other—7

8 informants (10%) say that people always engage in small talk in formal register.
66 informants (82.5%) claim that people sometimes engage in small talk in formal
register. By circling option d, 7 of them (8.75%) indicated that people often engage
in small talk in formal register.

(11) How often do people engage in small talk in informal register?
(a) always—37 (b) sometimes—39 (c) never—0 (d) other—5

37 informants (46.25%) say that people always engage in small talk in informal
register. 39 respondents (48.75%) claim that people sometimes engage in small talk
in informal register. By circling option d, 5 of them (6.25%) indicated that people
often engage in small talk in informal register.

(12) How important is small talk for your colleagues in formal register?
(a) very important—10 (b) quite important—51 (c) not very important—15
(d) other—5

10 informants (12.5%) claim that small talk is very important for their colleagues
in formal register. 51 informants (63.75%) claim that small talk is quite important
for their colleagues in formal register. 15 respondents (18.75%) are of the opinion
that small talk is not very important for their colleagues in formal register.

(13) How important is small talk for you in formal register?
(a) very important—11 (b) quite important—47 (c) not very important—21
(d) other—2

11 informants (13.75%) claim that small talk is very important for them in formal
register. 47 respondents (58.75%) claim that small talk is quite important for them
in formal register. 21 informants (26.25%) are of the opinion that small talk is not
very important for them in formal register.

(14) How important is small talk for your colleagues in informal register?
(a) very important—13 (b) quite important—52 (c) not very important—13
(d) other—2

13 respondents (16.25%) claim that small talk is very important for their
colleagues in informal register. 52 informants (65%) claim that small talk is quite
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important for their colleagues in informal register. 13 informants (16.25%) are of the
opinion that small talk is not very important for their colleagues in informal register.

(15) How important is small talk for you in informal register?
(a) very important—12 (b) quite important—54 (c) not very important—15
(d) other—0

12 informants (15%) claim that small talk is very important for them in informal
register. 54 informants (67.5%) claim that small talk is quite important for them in
formal register. 15 informants (18.75%) are of the opinion that small talk is not very
important for them in informal register.

(16) When engaging in small talk, do you usually feel:
(a) very comfortable—22 (b) quite comfortable—53 (c) not very comfortable—4
(d) uncomfortable—2

22 informants (27.5%) admit that they feel very comfortable when they engage
in small talk in the workplace. 53 respondents (66.25%) claim that they feel quite
comfortablewhen theymake small talk atwork.Only 4 informants (which constitutes
5%) admit that they do not feel very comfortable when they practise small talk in
the workplace.

(17) If you engage in small talk, what topics do you usually raise and why?
Neutral topics, such as the weather, everyday life, work, health, leisure time,

holiday, travelling, shopping, music, important events, the news, films, series, sport,
school, children, animals, clothes, cars, humour, jokes. Political, religious issues,
personal matters – less frequently.

4 Discussion and Observations

Apparently, small talk is not as insignificant, unimportant or trivial as it might seem.
Regardless of the trivial, insignificant and non-serious nature of the phenomenon
of small talk, it turns out that it is common and ubiquitous and that it plays a very
important role in the workplace. In fact, even in such settings as the workplace
where everyone is busy, small talk constitutes an integral part of a working day
among workers. Thus, it is not only something positive, but also something needed
in this environment as it has a lot of advantages and positive aspects. Thus, small
talk is also a common phenomenon in the workplace.

First and foremost, there are many reasons why people engage in small talk
and thus, one can state that small talk has many different functions. For instance,
according to the results, the informants want to get on with other people and to
maintain good relationships. There are also those who think that people engage in
small talk because they want to be polite. However, at work not many respondents
engage in small talk only to be polite - the respondents do not engage in small talk
out of politeness. Similarly, it turns out that engaging in small talk so as to avoid an
uncomfortable silence in the workplace is not very common. In other words, there



Socializing at Work—An Investigation of Small Talk … 213

are only few people who feel the need to engage in small talk even though they do
not want to because of an uncomfortable silence which is undesirable.

Moreover, the respondents engage in small talk frequently and at the same time,
they admit that small talk is important for their colleagues as well as for themselves.
More specifically, the respondents sometimes engage in small talk and there are also
those who always engage in small talk, which indicates that small talk occurs very
frequently in the workplace.

Similarly, small talk is equally important for both genders—males and females
and both men and women engage in small talk in the workplace although small talk
apparently seems a little bit more important for women thanmen. There are a number
of the respondents who think that small talk is important for both men and women
or that it is important for women rather than men.

In addition, small talk takes place in both formal and informal situations—the
respondents’ colleagues and the respondents themselves engage in small talk regard-
less of the formality of language (official vs. unofficial). In other words, both formal
and informal situations are equally favorable for the occurrence of small talk—the
respondents feel comfortable when they engage in small talk.

Moreover, the respondents feel rather comfortable when they engage in small
talk. In other words, the respondents’ attitudes are mostly positive and friendly—the
informants feel comfortable when engaging in small talk and are very willing to
participate in small talk. Thus, small talk evokes positive feelings.

Finally, the topics which are raised during small talk vary considerably; however,
most of the topics are regarded as “safe” or “neutral” although. Therefore, there are a
number of topics which are raised when engaging in small talk, such as the weather,
everyday life, work, health, leisure time, holiday, travelling, shopping, music, impor-
tant events, the news, films, series, sport, school, children, animals, clothes, cars,
humour, jokes. As one can observe, the topics are quite safe and do not violate
people’s privacy. The informants raise such topics because they are interesting and
safe to be discussed. In other words, they have a good time talking to each other
in the workplace as this is a form of relaxation and most of the topics which are
raised do not provoke any possible conflicts. Nevertheless, there is also some room
for raising less safe topics, such as political and religious issues and even personal
matters, which admittedly are more sensitive topics in nature and thus there is a
risk of bringing forth unnecessary conflicts. Even though the more “dangerous” or
“provocative” topics are also raised in the workplace, they do not occur very often
in these circumstances.

5 Conclusion

The objective of the study was to determine the alleged significance of small talk in
the workplace. The study attempts to determine to what extent small talk is important
for people at work. Moreover, it examines the various functions of small talk and the
attitudes the respondents have towards small talk. Finally, the study also attempts to
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determine how frequently small talk is made and by whom it is made more often—
men or women.

According to the results and the observations, there are many reasons why people
mightwant to engage in small talk. The respondents are involved in small talk in order
to get on well with other colleagues. Small talk does not occur in the workplace in
order to be polite and kind. In addition, small talk is used very often in the workplace.
Small talk is also commonly used by both men and women although it is even more
popular amongst women. It is also used favourably in both formal and informal
situations. Similarly, small talk apparently occurs naturally and is used willingly in
the workplace as it evokes positive feelings amongst the workers.

Nevertheless, there are a number of other factors whichmight influence the occur-
rence and the incidence of small talk. In otherwords, these are the factorswhichmight
be crucial in determining the importance and the incidence of small talk.

5.1 Limitations of the Study, Implications

There are a lot of other aspects which have not been dealt with and which, at the
same time, would be worth researching. In other words, there are a number of other
research areas which would contribute to the development of the current knowledge
on the mater. However, if they had been encompassed in this research study, there
would be too many objectives and the whole study would definitely have become
blurred.

There are several other research studies which would be interesting in the area of
small talk. It would also be a good idea to analyze the occurrence and importance of
small talk in various languages/cultures, taking into account the fact that there have
not been many research studies on small talk regarding different cultures and as was
mentioned above—there are many cultures in which the attitude to small talk varies
considerably.

Apart from that, it would be recommendable to analyze the occurrence and impor-
tance of small talk based on the different positions workers hold in the workplace.
More specifically, it would be worth investigating the attitudes people have to small
talk if they were to interact with their superiors—that is people of a higher position at
work, such as managers, bosses, executives, etc. The results of such an investigation
would help us get a better understanding of the nature of small talk in the workplace
in terms of the factors which either facilitate or impede the occurrence of small talk.

Finally, it would definitely be worth researching the incidence of small talk during
interactions with the people we do not know. In other words, another research study
which would contribute to increasing our knowledge on small talk would be the
attitudes we have to small talk in the workplace during interactions with strangers.
It would be necessary to determine to what extent we are willing to engage in small
talk with strangers. It would also be interesting to identify some differences during
the interactions with both people we know and those we do not know.
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Appendix

The aim of the study is the analysis of the function of “small talk” and its significance
among the workers of a business company. Based on the questionnaire, we wish to
observe if “small talk” is common and if yes—why. Moreover, the purpose of the
study is to pay attention to the circumstances which either facilitate or hinder the
use of “small talk”, such as the register, gender etc. The theoretical background, the
results of the survey, the observations, the conclusions and the implications will be
presented in the form of the presentation” Socializing at work—an investigation of
small talk phenomenon in the speech of men and women: a questionnaire study” at
a conference Dimensions of Business Language and Culture—DOBLAC (Wymiary
Języka i Kultury Biznesu), which will be held in CINIBA in Katowice.

Before you start doing the questionnaire, provide the following information,
please.

A. GENDER: __________
B. AGE: __________

(1) In your opinion, why do people engage in small talk? What role does small
talk play at work?
(a) to be sociable, to get on with others, to maintain good relationships (b) to be
polite
(c) to avoid silence (d) other
(2) Why do you engage in small talk? What role does small talk play for you at
work?
(a) to be sociable, to get on with others, to maintain good relationships (b) to be
polite
(c) to avoid silence (d) other
(3) In your opinion, how often do people engage in small talk at work?
(a) always (b) sometimes (c) never (d) other
(4) How often do you engage in small talk at work?
(a) always (b) sometimes (c) never (d) other
(5) In your opinion, do men or women mostly engage in small talk?
(a) women (b) men (c) both (d) other
(6) How important is small talk for your colleagues?
(a) very important (b) quite important (c) not very important (d) other
(7) How important is small talk for you?
(a) very important (b) quite important (c) not very important (d) other
(8) How important is small talk for women at work?
(a) very important (b) quite important (c) not very important (d) other
(9) How important is small talk for men at work?
(a) very important (b) quite important (c) not very important (d) other
(10) How often do people engage in small talk in formal register?
(a) always (b) sometimes (c) never (d) other
(11) How often do people engage in small talk in informal register?
(a) always (b) sometimes (c) never (d) other
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(12) How important is small talk for your colleagues in formal register?
(a) very important (b) quite important (c) not very important (d) other
(13) How important is small talk for you in formal register?
(a) very important (b) quite important (c) not very important (d) other
(14) How important is small talk for your colleagues in informal register?
(a) very important (b) quite important (c) not very important (d) other
(15) How important is small talk for you in informal register?
(a) very important (b) quite important (c) not very important (d) other
(16) When engaging in small talk, do you usually feel:
(a) very comfortable (b) quite comfortable (c) not very comfortable
(d) uncomfortable
(17) If you engage in small talk, what topics do you usually raise and why?
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Business and Academic Cultures
in Contact: Some Insights from Academic
Communication Practices and Research

Krystyna Warchał

Abstract At first glance, the world of business and the world of academia could not
be wider apart. The former is typically associated with money and profit, the power
of persuasion, and various mechanisms of self-promotion; the latter, if somewhat
illusively, with a selfless pursuit of truth, data which speak for themselves, and the
priority of disciplinary development over personal achievement. Still, a closer look
at some discourse patterns shows that, at least in terms of communication practices,
business and academia do have strong points of contact. The aim of this chapter is
to draw attention to some of those shared discourse mechanisms, referring primarily
to the research article. It refers to the Create-a-Research-Space model of rhetorical
moves in research article introductions proposed by Swales (1981) and Swales (1990)
to show that this traditional, canonical academic genre is not incompatible with
rhetorical tools which are more readily associated with business discourse, and that
its structure and function of some of its segments may actually invite their use.

Keywords English for Academic Purposes · Business English · Rhetoric ·
Research article introductions

1 Introduction: Common Roots and Shared Traits

This chapter aims to demonstrate some essential links between two discourse
domains: academia and business. Although the two culturesmay appear quite incom-
patible at first glance, it will be shown that, in terms of communication practices, they
do have strong points of contact. Moreover, the chapter will argue that some central
forms of academic communication actually invite the use of rhetorical tools that are
more readily associated with business than with the traditional model of academic
communication.

K. Warchał (B)
Institute of Linguistics, Faculty of Humanities, University of Silesia in Katowice, Katowice,
Poland
e-mail: krystyna.warchal@us.edu.pl

© Springer Nature Switzerland AG 2020
U. Michalik et al. (eds.), Exploring Business Language and Culture,
Second Language Learning and Teaching,
https://doi.org/10.1007/978-3-030-58551-8_13

219

http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-030-58551-8_13&domain=pdf
mailto:krystyna.warchal@us.edu.pl
https://doi.org/10.1007/978-3-030-58551-8_13


220 K. Warchał

This introductory section outlines the origins and some of the most noticeable
shared characteristics of Language for Academic Purposes (LAP) and Language
in/for Business (LB). Section 2 opens with a short discussion of the traditional view
of academic communication, where language is construed as a transparent tool for
representing facts and relationships, a model which appears quite remote from the
nature of business discourse. Next, it presents an alternative approach, founded on the
view that knowledge is socially constructed and that it is based in a social consensus
that can only be achieved through interaction. Section 3 illustrates the process of
consensus-seeking with examples drawn from introductions to linguistics research
articles, where the authors negotiate the research space using a variety of strategies
that help them introducenewclaims, display the necessary respect for the contribution
of others, and present themselves as competent, fair, and polite members of the
discourse community. Section 4 offers some concluding remarks.

Both LAP and LB evolved from Language for Specific Purposes (LSP), whose
orientation was primarily pedagogic. LB, as Johns (1986) observes, was one of
its earliest developed branches, boasting the greatest number of teaching mate-
rials designed specifically for those who were to use English in business settings.
In an overview of the development of research into business discourse, Bargiela-
Chiappini, Nickerson and Planken (2007, pp. 151–152) report that since the mid-
1990s, the initial vocational and normative approach to business communication has
shifted to a more descriptive, critical, and contextualised approach, aimed at a better
understanding of the whole variety of communication practices in business settings
rather than direct language instruction. As for LAP, or, more precisely, English for
Academic Purposes (EAP),1 Paltridge (2001, p. 55) places its early, strictly teaching-
oriented beginnings in the mid-1940s, which, according to Hutchinson and Waters’
(1987, p. 9) dating, actually predates English for Specific Purposes (ESP) by almost
twenty years. However, the linguistic inquiry into the nature of academic discourse
began later, in the 1960s, and, as Swales points out (2001, pp. 42 ff), very soon
emphasis was firmly placed on description, representativeness, and contextualisa-
tion of real-life textual material. Thus, both LAP and LB can be traced back to LSP,
evolved quite early into recognisable fields with their own well-defined objects of
study, were initially dominated by the pedagogic approach, and, in their own time,
have developed more descriptive, critical, and contextually situated perspectives on
the type of communication they investigate. According to Flowerdew and Peacock
(2001, p. 11), they represent the twomain divisions of LSP: one focused on academic
purposes, and the other on occupational purposes (EAP and EOP, respectively, if one
focuses specifically on English). This distinction, however, as the authors admit, is
not clear-cut:

A lot ofwork conducted in the academy is in fact preparation for the professional occupations
students are likely to go into when they graduate and might therefore be classified as EOP. If
we take the example of English for Business in the university, aspects of the course designed
to assist learners in their studies would clearly be EAP, but university business courses,

1The dominance of English in early LAP studies reflects its (at that time) growing popularity as the
language of science and technology and the language of international academic communication.
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like other vocationally-oriented courses, usually seek to prepare their students for business
careers. English support for the more vocationally-oriented aspects of the Business course
could perhaps be described as EOP as much as EAP. (Flowerdew and Peacock 2001, p. 11)

This fuzzy border shows that there are contexts in which the two branches are natu-
rally interconnected and that it may not always be necessary—or possible—to keep
them neatly apart.

Apart from the common roots, an important shared characteristic of LAP and
LB is the role of English. In both discourse domains, business and academia (as
indeed in many others; see Crystal, 2003), English is a medium for international
communication, used not only between the non-Anglophone part of the world and
native English speakers, but also for cross-cultural contacts between users for whom
it is a second or additional language, often the only one they share. This rise of English
as an international language iswell visible in the field of pedagogy,where courses and
materials for teachingEAPandEnglish forBusiness (EB) aremore popular than those
representing other languages, and in the field of research, dominated—again both in
the case of academic discourse and business discourse studies—by investigations into
English-language practices (both by native and non-native speakers) and contrastive
analyses which choose them as a point of reference. In the academia, as Young (2006,
p. 3) observes, “English has now become the Rosetta Stone of science, the language
used to translate the science of the world into communication for the whole world”.
In the world of business, in turn, Bargiela-Chiappini et al. (2007, p. 16) comment on
the role of English pointing to “an undeniable bias towards English in the research
carried out in business language over the past two decades”. The authors further
explain this situation by referring to the status of English as an international business
language on the one hand, and to the influence of ESP on the other.

In both discourse domains, the dominance of English brings benefits and prob-
lems. While the former are self-evident—a commonly shared code enables fast
transfer of information, access to data, and direct contact between speakers—the
latter may be less obvious. In the case of academia, English can be seen as “a
tool of linguistic hegemony” (Hyland 2009, p. 180), pushing research in national
languages far into the peripheries. As Hyland observes, “[w]ith libraries increas-
ingly subscribing to online versions of journals, the impact of English becomes
self-perpetuating, since it is in these journals where authors will be most visible
on the world stage and receive the most credit” (p. 180). In the case of business,
it poses the threat of imposing an ethnocentric framework which neglects cultural
diversity and prevents a deep understanding of what is going on in specific contexts,
in extreme cases precluding successful communication (Bargiela-Chiappini et al.
2007, pp. 41 ff).

The third important feature academic communication and business communi-
cation share is internal diversity. In either case, it would be difficult to speak
of homogeneous discourse; rather, there are various discourses falling within the
academic or business spectrum. In the field of academic communication, there is
disciplinary variety, with each discipline having evolved features best suited to meet
its specific needs, such as distinctive lexis and collocational patterns, typical genres,
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characteristic argumentation styles, and varying degrees of interpersonal involve-
ment. The range of such discipline-related differences—and similarities—has been
investigated, among others, by Dahl (2004), Flottum et al. (2006a, 2006b), Hyland
(1999, 2000, 2002, 2005, 2008), Hyland and Bondi (2006), Melander, Swales, and
Fredrickson (1997), Vold (2006a, 2006b) and Yakhontova (2006).

Next to this disciplinary variation, academic practices involve a variety of genres,
such as research and other professional faculty genres (Johns 1997), including the
research paper, the academic book review, the monograph, the abstract, the confer-
ence paper, and the multimedia presentation; pedagogical genres, such as the text-
book, the lecture, and the office hours; and “school genres”, including the essay
examination response, the term paper, and the master’s thesis, (Johns 1997; Johns
and Swales 2002). This list can be extendedwith occluded genres2 which accompany
the research process, support the publication of other genres, and, more generally,
foster individual academic development, such as the submission letter (Swales 1996),
the research grant proposal (Connor & Mauranen, 1999; Connor, 2000; Feng & Shi,
2004), the peer review report (Fortanet, 2008a, 2008b), or the MBA thought essay
(Loudermilk 2007). Unlike with disciplinary variation, which in most cases does not
pose additional challenges to individual academics (the majority of them will prob-
ably identify themselves with not more than two or three disciplines throughout their
lifetime, and possible disciplinary shifts aremore likely amatter of evolution of inter-
ests and passions than rapid turns in the academic career), generic diversity usually
calls for more individual effort, as a member of academic community is normally
expected to achieve a reasonable level of fluency in multiple academic genres, and to
do so in a relatively short period of time. Adding to this already complicated picture
of academic communication is cultural and linguistic diversity. In the course of their
evolution and consolidation, national academic discourses have developed features
which may be peripheral or dispreferred in other academic communities. These
differences may reflect various attitudes to knowledge (such as egalitarian or elitist),
to writing (viewed as a skill that must be learnt, or art, which requires a talent), to the
researcher (who may be seen as a fellow expert engaged in sharing and generating
knowledge or as a solitary sage who transmits it), and, finally, to communication,
with the responsibility for successful interaction falling, in various proportions, with
the speaker/writer or with the receiver (Clyne, 1987; Čmejrková, 1996; Čmejrková
& Daneš, 1997; Duszak, 1994; Flower, 1979; Hinds, 1987; Mauranen, 1993). Such
culture-specific features may and often do persist in international contacts, making
it more difficult for those who use English as an additional language to successfully
share their research.There is also someevidence, especially fromspoken corpora, that
thanks to the plurilingual character of the academic discourse community, English
as an academic lingua franca has developed its own distinctive features that mark it

2While part of the publication process, promotional procedure, or administrative routine, occluded
genres are not normally available to the public. Access to them is usually limited to individuals or
groups of people on the basis of their job duties; they are, to quote Swales (1996, p. 46), “‘occluded’
from the public gaze by a veil of confidentiality”.
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off from native speaker English (Mauranen, 2010; Mauranen, Hynninen, & Ranta
2010).

If one turns to business communication, the disciplinary variation is similar, with
the core disciplines, such as accounting, finance, marketing, management, busi-
ness technologies, and business law, recognised by the majority of schools and
universities, and, as Bhatia (1999, p. 129) points out, with related areas, such as
psychology, public policy, and social administration, systematically gaining recogni-
tion in academic curricula.AsBhatia (1999) demonstrates, this essentiallymultidisci-
plinary character of business is reflected in the preferred rhetorical patterns, preferred
conceptualisations, and the degree of intertextuality even within the same genre. To
this strictly disciplinary division, Bargiela-Chiappini et al. (2007) add generic diver-
sity, with oral genres, such as, for example, negotiations,meetings, (tele)conferences,
and business presentations in highly variable settings (Bülow-Møller, 2005; Charles
& Charles, 1999; Crawford Camiciottoli, 2006); written genres, including a variety
of business reports, sales letters, application letters, business faxes, email correspon-
dence, mission statements, and business magazines (Akar & Louhiala-Salminen,
1999; Bhatia, 1993, 1999; Garzone, 2006; Mulholland, 1999; Mamet, 2005; Nick-
erson, 1999); and multimodal genres, such as websites and podcasts (Luzón Marco,
2002). Finally, in terms of cultural and linguistic diversity and various challenges
connected with the use of English as an international language, the situation in busi-
ness parallels that in academic settings. On the one hand, there are important differ-
ences in the assumptions, expectations, and interpretations of what is going on by the
parties involved in intercultural business encounters—studied, for example, within
the rapport management framework developed by Spencer-Oatey (see Bargiela-
Chiappini et al., 2007, pp. 41 ff)—which may lead to the sides forming very different
pictures of the situation and evaluating the effect of the interaction differently. On the
other hand, used as the language of business around the world, English as an Inter-
national Language seems to be acquiring features which are highly genre specific
and which are being introduced by users who are not native speakers of English but
who use English in international professional settings. As Malavasi (2006, p. 121)
concludes on the basis of an analysis of banks’ annual reports, there is “evidence of
the enriching influence exerted by contact languages on international communicative
practices and their lexis”.

This brief overview has shown that the early developments in the fields of LAP and
LBproceeded in a parallelway and that the two discourse domains sharemany impor-
tant characteristics, such as internal diversity (generic, disciplinary, and cultural), the
status of English as a lingua franca, and some consequences of the dominance of
English. The next section presents the traditional model of academic communication
and continues with a discussion of a major change that has taken place in thinking
about the role of language in the generation of knowledge, a change that has put
communication between scientists in a different light.
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2 Drawing the Line and Closing the Gap

In a fascinating intellectual history of EAP-related research, Swales (2001) presents
the beginnings of the linguistic interest in the discourse of science as a stage
dominated by the broader academic and philosophical milieu. He writes:

Thismilieu…was predominantly characterised by beliefs in objectivity and the experimental
method in both natural and social sciences…. The sociology of knowledge and social-
constructionism had yet to make their mark. As a result, the view prevailed that scientific
and academic languages were rhetorically simple and transparent linguistic mechanisms for
the display and transmission of knowledge, hypotheses, methods and experimental results.
(Swales, 2001, p. 43; emphasis mine)

Thus, language used for sciencewas construed as a tool for transferring a ready-made
product (knowledge) to others. Under this view, it played no role in the formation of
knowledge; knowledge was there regardless of the language or linguistic structures
used. Swales (2001, p. 43) illustrates this situation with an extract from Bloomfield’s
“Linguistic aspects of science”: “We say that scientific discourse is translatable,
and mean by this that not only the difference between languages but, within each
language, the difference between operationally equivalent wordings has no scientific
effect”. This perspective on academic discourse makes it very far from what is typi-
cally associated with business settings, where the search for consensus, persuasion,
evaluation, and self-promotion often require a careful planning of argumentation
and adopting a rhetorical strategy best suited to the immediate context, and where,
in general, success depends largely on communication skills.

The display-and-transmission-of-knowledge attitude to academic language fitted
very well with the positivist view of knowledge as a process of accumulation of
data in the form of propositions about empirical facts. This model of knowledge
and generation of knowledge, however, has been shown not to be the only model of
scientific development, and apparently not the one best suited to explain the world
and the human situation in it (Berger & Luckmann, 1967; Kuhn, 1970; Quine, 1975).
Amongothers,Berger andLuckmann (1967) have argued that knowledge is relative to
the social contexts inwhich it is produced, that it consists in the process of legitimation
of a socially shared vision of the world, and that it “objectifies this world through
language and the cognitive apparatus based on language… [ordering] it into objects
to be apprehended as reality” (p. 84). This view puts the role language plays in the
generation of knowledge in a slightly different light: rather than aim at representing
faithfully an objectively given state of affairs, it co-creates it in social interactions
between members of a community, who try to explain this reality which is available
to them. These efforts to explain and to understand consist in “the linguistic activity
of the members in debating, revising, and legitimizing the ‘paradigms’ that make
sense to them” (Canagarajah, 2002, p. 30). On this view, rather than merely a tool
for reporting knowledge, language appears to be its building substance, the matter
of which it is formed in the social negotiation of reality.

This new perspective on knowledge and the role of language brings to the
fore the dialogic rather than monologic nature of academic communication. Doing
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science is construed as an essentially dialogic and collaborative activity, involving
the researcher, fellow specialists, and the broader academic community. As Hyland
(2000, p. 6) notes, “knowledge is not a privileged representation of non-human reality,
but a conversation between individuals and between individuals and their beliefs”.
Thus, the production of new knowledge implies a search for a certain common
ground, a point of reference in the negotiation of meaning on which both sides,
the author and the reader, would coincide. This involves, among others, making
room for different viewpoints, displaying respect for the contribution of others,
and disarming criticism. For instance, it has been shown that authors use epistemic
markers, reporting verbs, and rhetorical questions as a strategy of “opening up the
heteroglossic space” (White, 2000, p. 78; see also White, 2003) in which competing
perspectives can be acknowledged, discussed, or contradicted; apply face-saving
strategies to show deference to the academic community and to present themselves
as “humble servants of the discipline” (Myers, 1989, p. 4); and anticipate criticism
by addressing potential objections or doubts before they are voiced, thus turning
what might appear a simple account of the research process into a complex dialogue
with the readers (Swales, 1990). In the same vein, Hyland (2000, 2001, 2005, 2010)
speaks of the interactive nature of writing up research and the need to construct a
shared understanding, negotiate concepts, and argue for a claim. These processes are
facilitated by establishing proximity (Hyland, 2010)—a relationship with the readers
which creates optimum conditions for acceptance of the author’s ideas and which
brings to mind the notion of rapport, widely discussed with reference to business
settings. These elements are part and parcel of academic communication and have
long been recognised as essential aspects of business discourse.

If knowledge is to be socially constructed, it must be based on a shared under-
standing, a consensus as towhat constitutes scientific inquiry,what the present state of
disciplinary knowledge is, and what counts as legitimate academic practice. To enter
the academic dialogue, a researcher must try to fit in with the existing consensus and
thus present him- or herself as a competent member of the community. As Myers
(1989, p. 5) points out, “the writer must stay within a certain consensus to have
anything to say to members of his or her discipline”. The search for consensus is
therefore an important motivation for a scholar’s linguistic and rhetorical choices.

At the same time, academic authors must strive to go beyond the disciplinary
state of the art to convince the reviewers that their contributions deserve sharing
with other members of the community, and readers that the texts are worth their
time. To do so, they create a research space (Swales, 1990) by indicating a gap in
or criticising previous research (as shown, e.g., by Hyland, 2000; Hunston, 2005;
Myers, 1989; Martín-Martín & Burgess, 2004) or by providing new data which may
lead to a revision or reassessment of previous knowledge. In this way, while in prin-
ciple staying within the established disciplinary consensus, they set themselves apart
from other researchers and previous literature. Potentially face-threatening (Warchał,
2014), this act of creating and capturing the research space is recognised as one of
the most salient rhetorical moves taken by Anglophone academic authors in research
genres. The search for consensus and the need to reach beyond whatever is already
accepted as given by the discourse community provides academic communication
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with its characteristic rhetorical profile (Hunston, 2005; Łyda, 2007; Myers, 1989;
Swales, 1990; Warchał, 2010, 2014). This characteristic tension between whatever
is acknowledged as facts and whatever aspires to this status turns an act of commu-
nicating research results into negotiation, another concept firmly associated with
business settings.

In fact, negotiation has often been invoked to capture the essence of academic
communication. For example, Hyland (1998) speaks of “the negotiation of academic
knowledge” and “the negotiation of knowledge claims” (Hyland, 2009, p. 57); in
his analysis of stance in academic discourse, Silver (2003, p. 365) refers to “the
way the writer attempts to anticipate and redirect the reader’s potential rejection of
her/his claim, to negotiate or dialogue with her/his idea of the reader’s position”;
in the context of spoken academic discourse involving experts and novices, Craw-
ford Camiciottoli (2007, p. 183) points to the need to “negotiate knowledge and
establish… social identities”; Tang and John (1999, p. 23) demonstrate that “there
is room for negotiation of identity within academic writing”; and Vandeyar (2010)
speaks of “constructing and negotiating academic identities”. Negotiation may thus
be an effective metaphor for capturing the essence of academic communication as
construed now.

In “Persuasion in business negotiations”, Bülow-Møller (2005, p. 34) refers to
Fisher’s term “a yesable proposition”, a helpful tool of successful negotiators. A
yesable proposition is one that is attractive, that is, one that can be seen to offer a
solution to a problem or, as Bülow-Møller puts it, “to meet some important need or
goal” (p. 34); legitimate, that is, one that rests on some shared norms or values; and
credible, a quality achieved by “competence-face building exactitude and reasoning”
(p. 35). Transferred to academic contexts, an acceptable claim must offer something
important and therefore novel, must fit with the general disciplinary consensus, and
must be convincing—offered in away that presents the author as a competentmember
of the academic community, who displays a necessary amount of expertise on the
one hand, and respect for academic values, on the other, including regard for others’
achievements and contribution.

3 Negotiation of Academic Contributions: An Illustration
from Research Article Introductions

3.1 Journal Article Introductions

In academic discourse research, journal articles are privileged as an object of study
because, in numerical terms, they dominate publication, they have huge impact on
the development of the discipline, and they play a special role in individual academic
career development (Swales, 1990, 2004). Of the standard sections of research arti-
cles, the introduction has received special attention (e.g., Abdi & Sadeghi, 2018;
Duszak, 1994; Golebiowski, 1998, 1999; Lu et al., 2018; Swales, 1981; Samraj,
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2002). It is a section where the authors introduce their research—its subject matter,
scope, methodology, and key theoretical concepts—and attempt to win their readers,
from first reviewers to the community of fellow specialists. Thus, it is a section
of strategic importance for the article’s publication, readership, and, ultimately,
citability.

Probably the most widely cited and applied model of introductions to English
language research articles is the CARS model of rhetorical moves proposed by
Swales (1981, 1990). Swales (1990, pp. 140 ff) identifies threemoves, further divided
into steps. Move 1, Establishing a territory, introduces the topic and establishes its
significance by Claiming centrality (Step 1), Making topic generalisations (Step 2),
and Reviewing items of previous research (Step 3). Move 2, Establishing a niche,
indicates the need for the current research by pointing out some omissions, misin-
terpretations, or faults in previous studies, and is realised by Counter-claiming (Step
1A), Indicating a gap (Step 1B), Question-raising (Step 1C), or Continuing a tradition
(Step 1D). Finally,Move 3, Occupying the niche, announces how the need introduced
in Move 2 is going to be satisfied by the current research. This is done by Outlining
purposes (Step 1A) or Announcing present research (Step 1B), Announcing prin-
cipal findings (Step 2), and Indicating research article structure (Step 3). While there
is evidence that not all moves are obligatory, that their order may vary, and that
they may be realised in cycles rather than linearly, the model proposed by Swales
has proved most effective and stimulating as a framework for analysing the ways in
which academic authors introduce their research.

The original motivation for this model was ecological, following from

the need to re-establish in the eyes of the discourse community the significance of the research
field itself; the need to ‘situate’ the actual research in terms of that significance; and the need
to show how this niche in the wider ecosystem will be occupied and defended. It follows
that the amount of rhetorical work needed to create such a space depends on the existing
ecological competition, on the size and importance of the niche to be established, and on
various other factors such as the writer’s reputation. (Swales, 1990, p. 142).

Biological metaphor has frequently been applied to explain or demonstrate language
phenomena (see, e.g., Nettle, 1999). However, the CARSmodel reads equally well if
one applies business metaphor: it is necessary to find a niche for a product or service
by introducing the product, demonstrating that there is a need for it, and convincing
the potential client that the product offered satisfies the need in a better way than
any other product currently available. This shows that apart from correspondences
between LAP and LB that follow from their origins, development, and international
context in which they operate, there is also some room for similarity on the level
of discourse organisation, which, in the case of research articles, not only does not
preclude, but actually invites the use of rhetorical patterns known from business
discourse.



228 K. Warchał

3.2 Material Used

Examples used to illustrate the process of negotiating academic contributions in the
introductory moves are drawn from a corpus of 50 introductions to journal articles
published between the years 2001–2006 in fiveEnglish-language linguistics journals:
Journal of Pragmatics, Language and Communication, Language Sciences, Lingua,
and Linguistics and Philosophy (about 41 thousand running words). The corpus
was compiled by the author and served as the basis for other studies (Warchał, 2014,
2018). The following sections focus on the following elements: face-saving strategies
accompanying Move 2 and Move 3, academic criticism associated with Move 1 and
Move 2, and presentation of the self, facilitating Move 3.

3.3 Face-Saving Strategies

Establishing the niche and occupying it constitute a threat to face (Bargiela-
Chiappini, 2003; Bogdanowska-Jakubowska, 2010; Goffman, 1967). To indicate a
research gap, the writer must point out what has been missing in previous research,
that is, what other researchers have so far ignored. To capture the research space,
in turn, the writer presents his or her own contribution as one which, in the context
of a specific research problem, is superior to others. Indispensable to make research
publishable, these moves are often accompanied by strategies that aim at reducing
their face-threatening potential and display the necessary amount of deference to the
academic community.

Establishing a research space may take a very elaborate and cyclical form, with
precise and straightforward statements of what has been missing in the literature
so far intertwined with references to valuable studies which (partially) address these
omissions. This is shown in (1), which offers an elaborate justification of the research
need by indicating a gap (rarely addressed, rarely subjected to fine-gained analysis,
largely ignored) and the existing asymmetry in research (other forms of communica-
tions overrepresented). This, however, is accompanied by an ample acknowledgment
of authors who have worked in this area, which is a form of showing due respect for
the contribution of others, even if some problems have remained unresolved.

(1) However, sociolinguistic research has rarely addressed the question of how medical
knowledge is constituted (Sarangi and Roberts, 1999: 22)… the linguistic processes
by which medical judgment is developed and exercised have rarely been subjected
to fine-grained analysis (but see Pettinari, 1988)… oral physician–patient communica-
tions are over-represented in the literature, while physician–physician communications,
including the medical record itself, have been largely ignored (but see Hobbs, 2003,
2002; Atkinson, 1999; Cicourel, 1999, 1983; Erickson, 1999; Anspach, 1988; Rees,
1981). (JP2004-3)

Example (1) illustrates a strategy that Feng and Shi (2004) in their analysis
of research grant proposals call “a niche-centered tide-like structure” (p. 24). The
authors explain it as follows:
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the recurrences of the “territory” and “niche” should not be considered simply as “recycling
of moves”. Rather, the running of the text is like the tide, one wave after another, washing
up, washing back, and ensuing with washing up again, pushing the discussion of the topic
forward. (Feng & Shi, 2004, p. 24).

Move 2 (Establishing the niche) may follow the statement of goals (Move 3), as in
(2). In this case, abundant citations inwhich the author recognises the important input
of other scholars prepare the ground for a strong claim that follows (has not been
previously noted), demonstrating that it is based in a thorough study of available
literature. At the same, the author is very precise in indicating the scope of her
claim (the connection between the syntactic structure and interpretation) and adds
a limitation to prevent the reader from overinterpreting it.

(2) Whether or not these researchers are correct about English, I will show that their argu-
ments apply very elegantly to the Malagasy data. That clefts are in fact pseudo-clefts
in some Austronesian languages is not a new claim. Other researchers have come to
the same conclusion about Chamorro (Chung, 1998), Madurese (Davies, 2000),Malay
(Cole et al., to appear (henceforth WA)), Maori (Bauer, 1991), Palauan (Georgopoulos,
1991) and Tagalog (Kroeger, 1993; Richards, 1998): What has not been previously
noted is the connection between the syntactic structure and interpretation…. This paper
does not make any claims about the universality of the proposed analysis of clefts.
(L2001-5).

Apart from limiting the claim, academic authors may also mitigate it, especially
if in Move 2 they refer to some important shortcomings of previous approaches.
In (3), the writer makes a concessive remark (although I am sympathetic to the
methodology), a strategy which allows to uphold a view without denying another,
apparently conflicting view (although often denying its possible implications; Łyda,
2007). In this way, he (partly) aligns himself with other researchers before, finally,
he opts for an alternative solution (the former view may in fact be correct). The verb
suggest additionally reduces the force of the statement.

(3) In this paper, I will explore the issue of whether the distinction between tacit and non-
tacit awareness of linguistic features is correlated with the distinction between syntactic
and semantic features of language. … Although I am sympathetic to the methodology
that supports this latter view, in this paper I will argue that the former view may in fact
be correct in some important respects. … I will suggest that this underlying semantic
structure is accessible by us. (LP2004-2)

Example (4)—a fragment that follows a polemic with another author—illustrates a
different face-work strategy. In this case, positive comments about her work (new
and insightful, quite interesting) act as a counterbalance for criticism used in Move
2. The change of perspective—from criticism to praise—is signalled by a concessive
marker (nevertheless). In this way, thewritermakes his critical point, at the same time
acknowledging that the discussed approach does make an important contribution to
the field, and denying possible but unwanted conclusions (e.g., that the approach is
worthless).

(4) Nevertheless, the variable-free approach has something new and insightful to say about
crossover… Given the standard crossover explanation in terms of long-distance LF
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movement and co-indexation, the fact that it is possible to formulate a local cross-over
constraint is quite interesting in its own right and a large plus in favor of Jacobson’s
program. (LP2005-7)

A reversed situation can be observed in (5) and (6), which also refer to concession,
but in which positive comments act as a lead-into criticism used to establish a niche.

(5) However, these works, while they do appeal to actual discourse-based utterances, still
center their analyses on examples with one to two turns or sentences, and thus do not
capture the fullness of the interactive potential of the forms in question. (LS2002-1)

(6) While highly thought-provoking, the analysis she proposes suffers from some of the
inadequacies of Relevance Theory. (LS2003-8)

Whether acting as a counterbalance or a lead-intoMove 2, positive comments help to
avoid challenging the professional status of other scholars and to maintain the image
of the writer as an objective, unbiased, and fair researcher.

3.4 Academic Criticism

In introductions, criticism is often associated with reviewing literature (Move 1) but,
interestingly, exact references are rarely given, although they are inferable to experts,
as in (7). The decision to avoid references to concrete texts can be interpreted as a
face-work mechanism: the critical point is established, but there is no specific target
who might feel attacked; moreover, by refraining from direct criticism, the author
presents himself as a polite, socially competent member of the discourse community.

(7) Because the identities of these entities depend so much on relationships among other
entities, they are often characterized as abstract, distinct from concrete entities, whose
identities depend primarily on continuity of material composition. This characterization
has its drawbacks, however, since some of these entities share inmore of the prototypical
properties of abstract entities than others. (L2003-3)

In (8), the author uses a rhetorical question (Could anyone look at such a model
seriously…), thus inviting the readers to draw the conclusion on their own and solic-
iting agreement. In this case, severe criticism is negotiated between the writer and
the reader rather than merely stated, with the responsibility for negative evaluation
shared between both parties.

(8) There has even been considerable research embracing a model where things start out
in one place, move, and then get put back by ‘reconstruction’ for the purpose of the
semantic interpretation. Could anyone look at such a model seriously and not suspect
that something is being missed? (LP2002-8)

The responsibility for negative evaluationmay also be transferred to other experts,
as shown in (9). Here, criticism is cited rather than stated (as Kulick points out),
with the writer implicitly subscribing to the opinion of another scholar rather than
developing his own critical point.
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(9) But, as Kulick points out, there is a central flaw inmuch of this work, drawing as it does
on a tautology: people who are lesbian and gay speak in a way that is defined as ‘gay
language’; and people who talk a ‘gay language’ are, thus, gay. (LC2003-4)

An interesting strategy to mitigate a negative comment is shown in (10), where the
author adds a defensive footnote lest her remark should be misunderstood (in this
case, the main text is given in square brackets before the text of the footnote). More
examples of defensive comments will be discussed in Sect. 3.5 (19–24).

(10) [An approach to humor grounded in interactional sociolinguistics starts notwith reified
abstractions such as ‘humor’, ‘wit’, or ‘irony’, (cf. Alexander, 1997; Barbe, 1995; Clift,
1999),2 but rather with the situated interpretation of joking as a speech activity (cf.
Davies, 1986; Norrick, 1993; Tannen, 1984).]

I do not mean to suggest that Barbe (1995), Alexander (1997), and Clift (1999) are not
concerned with interaction in context; what I want to emphasize is that each of them
starts from one of the reifications, gets caught in definitions, and then either explores
a range of interaction classifiable under the reification (Barbe and Alexander), or uses
examples of interaction in context to challenge current assumptions and definitions
(Clift) but still works within a definitional framework. (JP2003-9)

As noted in Sects. 3.1 and 3.3, a natural occasion for academic criticism is Move 2,
creating a research space. As in Move 1, plain negative comments, such as in (11),
are rather infrequent, with themajority of writers using concession to counterbalance
the negative evaluation (as in example 5 above) or providing only vague reference
to prior research rather than quoting concrete authors (12).

(11) Traugott and Konig (1991), for example, feel that… In the view of Heine et al. (1991,
p. 1). … And Paul Hopper (1987) goes so far as to claim that… In this paper I
will put grammaticalization under the microscope and conclude that such claims are
unwarranted. (LS2001-5)

(12) Up to now, investigations of syllable weight have focused on the nature of
cross-linguistic variation in weight criteria and the phonological representa-
tions capturing this variation without examining possible motivations behind the
language-specific adoption of a particular weight criterion. It thus remains unknown
whether the language specific setting of the coda weight parameter is at all predictable
from independent properties of the languages concerned. (L2002-3)

The examples above show that criticism of others provides justification for the
research and for the potentially face-threatening act of capturing the research space,
but it is rarely direct or unmitigated.

3.5 Presentation of the Self

Presentation of the self is an element that facilitates capturing the research space. It
often takes indirect forms, such as evaluative comments on the introduced research,
often associated with the importance of the topic or with the adoptedmethodology. In
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(13), they refer to the subject matter (a key training tool, the record of the resident’s
acquisition and exercise of clinical judgment) rather than to the research itself, and
thus represent a very indirect strategy of building a positive image of one’s own work
as a significant contribution.

(13) This paper examines the role of physicians’ progress notes in the professional social-
ization of medical residents. These notes … constitute a key training tool by means of
which residents experience and internalize the cognitive processes which constitute
medical reasoning and analysis, through the application of general principles to specific
individual cases. They thus represent the record of the resident’s acquisition and
exercise of clinical judgment. (JP2004-3)

Another, more direct strategy of building the image of the self as an expert is
positive evaluation of the applied methodology and significance of the research. It is
often associated with announcing the purpose of the research (Move 3), as in (14),
where the paper (modestly referred to as essay) is introduced as a detailed account.
In this case, positive comments on the methodology are combined with remarks
on the subject matter, which is presented as exceptionally complex and demanding
(complicated, overlapping commitment events).

(14) This essay provides a detailed account of themorphosyntax, semantics, and pragmatics
of modal clitics in Q’eqchi’-Maya. … It details the complicated types of commitment
events that are encoded and implicated in various contexts. … And it shows the ways
in which these complicated, overlapping commitment events may be understood in
terms of intentional states—from desire and worry to belief and hope. (LC2006-2)

Example (15), in turn, draws attention to new data and methodology (new lines of
evidence) applied by the author, and merges this remark with Move 2, indicating that
the results call for a reassessment of some earlier findings. As in some other examples
(3–6), the act of counter-claiming (arrives at different conclusions) is made less face-
threatening by concessive contrast: the author states explicitly thatmany of the earlier
findings are actually confirmed by his study.

(15) The resulting investigation uses new lines of evidence to substantiate many of the
results of Asher (1993), but arrives at different conclusions from those of Asher on a
number of key points. (L2003-3)

An explicit comparisonwith previous studies is also invoked in (16). The strengths
of the analysis are highlighted by the disadvantages incurred by the use of alterna-
tive approaches (unrelated formalisms). No exact reference is given in this niche-
establishing move, a practice observed also in other cases which involve criticism
(see 7 and 12)

(16) Under our analysis, where each disharmonic sequence is subject to a distinct constraint,
themorpheme structure constraints follow from the structure of the grammar.Under an
analysis positing a general agreement constraint, the morpheme structure constraints
must be expressed by unrelated formalisms. (L2005-9)

A positive image of one’s work can also rest on direct references to the obtained
findings (Move 3), in (17) presented as intriguing (that is, novel and inspiring further
research), and in (18) as substantial and conclusive (a final piece of evidence).
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(17) Another intriguing result is that the crossover constraint proposed belowmakes crucial
reference to linear order. (LP2005-7)

(18) Reference to entities introduced in coordinate structures, examined in Sect. 3, provides
substantial further evidence regarding the semantic nature of the expressions involved.
… In Sect. 4, results regarding quantification by amount quantifiers over the associated
denotation domains provides a final piece of evidence for the nature of these domains
and their semantic types. (L2003-3)

A different approach to self-presentation consists in assuming a defensive attitude,
for example, by additionally clarifying intentions and concepts, as in (19), where the
comment (is not meant to imply that) prevents misinterpretation. In (20), by referring
to external authorities (my informants), the comment provides explanation for the
author’s potentially disputable decision.

(19) Saying that DMs do not change grammaticality judgments or truth conditions is not
meant to imply that they do not carry meaning. (JP2003-1)

(20) The inclusion of ‘drag queen’ in this list is a particular choice on my part, and not one
that all transgender-identified people —or drag queens —might agree with. Indeed, I
include it here, somewhat reluctantly, only because many of my informants do so in
their explanations of what ‘transgender’ encompasses. (LC2003-4)

Another defensive strategy is limiting the scope of the research by indicating explic-
itly what the author does not intend to do or establish. This is shown in (21), where
the negative statement of purpose (my purpose… is not to provide) functions as a
lead-into the proper claim (my purpose is to make the point that). Such limiting
remarks may also narrow down the topic, as in (22), where the authors resign from
discussing more complex or problematic cases (we cannot illuminate these issues
here), and in (23), where the writer avoids an accusation of oversight (possible but
left for future occasions).

(21) My purpose in this piece is not to provide detailed empirical arguments for or against
any particular conception of this (although I will not try to hide what I believe – or at
least hope – is correct). Rather, my purpose is to make the point that acceptance of a
complex view does need to be argued for if a simpler view is available. (LP2002-8)

(22) However, we cannot illuminate these issues here, and we will therefore concentrate
on underlying sentences such as (1) where the event-structure is clear. (LP2001-5)

(23) Further extensions, such as an application to epistemic indicatives (see below) and
conditionals with conditional antecedents, are possible but left for future occasions.
(LP2005-3)

Finally, defensive comments may provide a justification for possible imperfec-
tions, for instance, when they emphasise the difficulty of the task. This is illustrated
in (24), where the remark (this is not an easy task) provides the reason for the
noncanonical structure of the paper.

(24) This is not an easy task because, as we will see, their starting points and theoretical
priorities are rather different, which makes it difficult to compare them in terms of a
single set of parameters or issues… For this reason, the paper has a somewhat “fugue-
like” structure, considering first some similarities, then differences, then returning to
similarities, and again to differences. (LS2003-4)
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By emphasising the importance and difficulty of the subject matter, highlighting
innovative aspects of themethodology, stressing advantages of the adopted approach,
and formulating the claim in a way that prevents misunderstanding, academic
authors present themselves as expert members of the community, thus increasing
the likelihood of a favourable reception of their research by the readers.

4 Concluding Remarks

The purpose of this chapter was to identify links between two discourse domains:
academia and business. It has been shown that there are important similarities that
follow from their common origin (LSP) and parallel development, are related to the
circumstances in which the two discourse domains have been evolving (namely, the
rise of English as an International Language and the need to teach), stem from their
internal diversity (a variety of genres and disciplines or areas), and result from the
intercultural nature of academic and business contacts. Other shared characteristics
follow from the very aim of the interaction: to provide information in a way that
makes it acceptable and credible to the target audience, a goal which, in the case
of academic authors, goes beyond “presenting research results”. In order to achieve
it, academic authors establish a dialogic perspective, seek consensus, establish a
research space, and present themselves as fair, competent, and unbiased members
of the community; in other words, they negotiate their contribution to the field. The
structure of the research article introduction reflects these complex needs, and, as
this chapter has tried to demonstrate, invites the use of strategies that are well known
from business discourse.

This discussion has focused on the research article, a canonical academic genre,
which boasts a long tradition both as a text format for sharing research results and as
an object of study, but similarities between business communication and academic
discourse certainly do not stop here. Strategies familiar from business settings may
also be found in such academic genres as the research grant proposal, which, although
much younger, has grown into a pivotal text type, enabling further research and
development, or the university mission statement, an overtly promotional academic
genre (Atai & Asadnia, 2016).
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in English Language Feature Films
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Abstract For the most part, the world of work is missing from feature film repre-
sentation. Films are not made about librarians, plumbers and quantity surveyors, or
if they are, their work is tangential to what they do or signify in their respective
films. Even cowboys are rarely seen with cows. The only work that is routinely
explored is that of cops/detectives, doctors and lawyers—the staples of television
serial drama. The pursuit of business goals, the designing,making and selling of prod-
ucts, constitutes daily experience for many if not most on this planet, yet this area of
life remains seriously under-represented. This presentation looks at the instances of
doing business that do make it into film culture and the kinds of statement films make
about commercial enterprise. It will mostly represent the American scene, because
for every Il Postino in Europe delivering letters, there are 10 postmen in America,
perhaps knocking twice, but rarely delivering them. The broad movement of film
representation, I will argue, is to move trade from concerns about the soul of man in
commerce and corporate life towards the realization (or imposition?) that business
is near allied to crime. In general terms, it is the change from Death of a Salesman
(1949) to Glengarry Glen Ross (1983), when a man who had to work himself to
death to turn a buck finds himself having to screw workmates and customers alike
in order to survive. In addition, the pressures of work of the little guy (I will briefly
inspect the humbler world of salesmanship and marketing, two activities which have
taken on a higher profile since the mid twentieth century) have largely given place
to the unbridled opportunism of Reaganomics and deregulation in high finance. The
general discontents associated with the financial crises of the 1980s and 2000s have
created their very own film genre, the corporate scam exposure movie, as well as a
number of important feature-length documentary films.
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1 Introduction

Money is a singular thing. It ranks with love as man’s greatest source of joy. And with death
as his greatest source of anxiety.

John Kenneth Galbraith,

The Age of Uncertainty (Galbraith, 1977, p. 161).

The purpose of this article is to offer an overview of how commercial cinema has,
over a number of years, come to represent the activity of doing business. At its
fullest extension, this means what sort of attitude it has taken towards the full-blown
capitalist system as it has operated in the United States. On the smallest scale, cinema
has also explored the travails of homo economicus, the little guy who just has to make
his way in the world. The first approach is clearly political in scope and the latter
more existential. But I would not like to claim that cinema (the art form) has a defined
or definable position on this subject. Films invariably signify more than just approval
or disapproval, and they often contain mixed messages. This has a great deal to do
with the nature of authorship of movies, but also with the nature of movie production
as themselves businesses. Peter Biskind explains:

a conservative director may work with a liberal writer, or vice versa, and both…may be
overruled by the producer who is only trying to make a buck and thus expresses ideology in
a different way, not as a personal preference or artistic vision, but as mediated bymainstream
institutions such as banks and studios,who transmit ideology in the guise ofmarket decisions:
this idea will sell, that one won’t…Hollywood is a business, and movies avoid antagonizing
significant blocs of viewers: they have no incentive to be politically clear. (Biskind, 2001,
p. 5)

Beyond the institutional politics of narrative film, there is the question of what it
means to deliver general truths through mimetic art. It is necessary to offer the caveat
that not every business transaction expresses the nature of business and that not every
businessperson is necessarily representative of all businesspersons.However, it is part
of the way we read films that these types of essentialist interpretation come to bear.
This how Andrew Light explains the responses of popular audiences:

Films do not merely represent individuals and groups but also help to actually create under-
standings ofwhowe thinkwe are, howwe regard others, and howmembers of groups identify
and understand their group membership and their obligations to that group. We empathize
with the characters we see on screen…But more than this, we can come to accept the picture
that a film offers of some bit of the world as true and then come to react to those inhabiting
that world as a unified whole. It is astonishingly difficult to appreciate every individual as an
individual, and films encourage us, sometimes for good and sometimes not, to group people
together as part of a larger category that we can more easily understand. (Light, 2003, p. 9)

There is also another important distinction to make before discussing the ways that
business is depicted in film culture. This has to do with the nature of work on film.

Generally speaking, after sleep, theworld of work is the human activity we engage
in which is most seriously under-represented in films. Many necessary forms of
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labour receive almost no attention (delivery work, plumbing, traffic management)
while other activities seem almost an obsession of narrative cinema. Law enforce-
ment (cops and detectives), for example, is over-represented, as are other branches
of legal activity. The practice of medicine and journalism, where the journalist is
detective, lawyer and avenger rolled into one) is also very readily dramatised. The
work of soldiering features heavily in genre films, as does the representation of the
performing arts (Black Swan, A Star is Born, Turner, etc.) when creativity is depicted
as a form of work as opposed to the fruits of spontaneity. This degree of selectivity
is not difficult to explain—it is related to the potential for crisis and conflict that
these professions throw up. Cinema is inimical to the lived experience of work—
the drudgery, the repetition, the tolerance of tiredness, the self-abnegation. Unlike
cinema, work requires your active engagement rather than your passive enjoyment.
Patrick Lencioni, in his Three Signs of a Miserable Job (2007), recognizes anonymity
(not having your distinctive merit recognized), irrelevance (not being able to make
any significant headway) and immeasurement (being unable to assess your contribu-
tion in terms of palpable outcomes) as the three main indices of dissatisfaction with
one’s work. Contrast that with the movies. In the movies, there is a clear social hier-
archy of identification and your avatar is picked out for you.Movie characters clearly
“make a difference” by their actions. Movie stories are all about plot outcomes that
are demonstrable. Think about films on teaching. Movie teachers always establish
rewarding rapports with their classes and their selected pupils go on to “find them-
selves” or achieve academic and/or life success. Real teachers are aware that many,
if not most, of the benefits of their work are invisible to them, as are the effects they
have on their pupils.

With these general considerations in mind, we can turn to reviewing the kinds of
attitudes and postures towards the practice of business that can be identified. What
will be offered are some fairly broad categorizations. I need to stress at the outset that
the films discussed are works that address business and work directly. The indirect
treatment of the subject in genre cinema can be very interesting and has produced
many great films, but it is not part ofmy prospectus here. Just to clarify. Comedies can
clearly be seen to address the subject in films like The Man in the White Suit (1952)
or I’m Alright Jack (1959), about the suppression of a consumer-friendly product for
reasons of profit or the turbulent and irrational nature of labour relations respectively.
But Penny Marshall’s Big (1988), for example, offers an oblique critique of business
management by putting a child in the role of an executive. Science fiction films like
Blade Runner (1984) and Robocop (1987) have anti-corporatist subtexts but they
do not overwhelm the film’s other themes. In the horror genre, American Psycho
(2000) could be thought of as anti-capitalist but as with Romero’s Dawn of the Dead
(1978) or Carpenter’s They Live (1988), it is the impression of grand guignol rather
than critique that lingers. Moreover, to incorporate films with anti-consumer and
anti-managerialist subtexts would be to make this piece over-extensive.

It has to be said that most representations of business are in the context of the
detection of criminal activity. This is particularly true of the representation of big
business or high finance, areas we do not come in much contact with but which feel
have an impact on our lives. When business dealings migrate to the front pages of
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the newspapers from the business sections, that is when they become note-worthy.
Similarly, business affairs become a hot topic when a clear interface is found between
big money and political power. A perennial conspiracy theory of popular culture
concerns the way politicians and entrepreneurs are corruptly benefitting each other
in the shadows.Would that this were just a theory. My concern in this article however
is to review the films that deal with business as a legal and legitimate activity, even
if there is often a fine line drawn, and some form of immorality is implicit. Indeed,
even when the business-themed film is the right side of the law, there is often a desire
to measure the distance between what business promises and what it delivers. In
particular, American film has sought to test the affirmation of Abraham Lincoln:

Labour is prior to and independent of capital. Capital is only the fruit of labour and could
never have existed if labour had not first existed. Labour is the superior of capital and deserves
the much higher consideration. (Lincoln, inaugural address, quoted in Brogan, 2001, p. 384)

Is it money or is it people that drives America? Which indeed deserves the higher
consideration? These questions really matter when “by 2002 General Motors sales
returnswere higher thanDenmark’s gross domestic product,Walmart’s than Poland’s
and ExxonMobil’s than South Africa’s”, according to Dickenson (2006, pp. 124–5).

It is therefore proposed to deal with the topic according to scale, starting with
micro-aspects and building to macro ones. The five categories of film -and a selec-
tion of examples of the type (with some overlap1)—are therefore: The Salesman
(and Salesmanship)—Death of a Salesman (1951), Used Cars (1980), Cadillac
Man (1990), Glengarry Glen Ross (1992), The Pursuit of Happyness (2007), Joy
(2015); The Office Worker (or the Factory Floor Worker)—9 to 5 (1980), Working
Girl (1988), Office Space(1999), The Devil Wears Prada (2006), Horrible Bosses
(2011), The Intern (2015); The Industrial Leader/Visionary—Citizen Kane (1942),
The Fountainhead (1949), Tucker (1988), The Aviator (2004), The Social Network
(2010), Saving Mr. Banks (2013), Jobs (2013), Steve Jobs (2015), The Founder
(2016); The Documentary Exposure of Business Malfeasance—Roger and Me
(1989), Enron: the Smartest Guys in the Room (2005), I.O.U.S.A. (2008), Capi-
talism: a Love Story (2009), Collapse (2009), Inside Job (2010) and The World of
High Finance—Rollover (1981), Trading Places (1983), Wall Street (1987), Boiler
Room (2000), Wall Street: Money Never Sleeps (2010), Margin Call (2011), Too
Big to Fail (2011), Arbitrage (2012), The Wolf of Wall Street (2013), The Big Short
(2015), Equity (2016).

(All the business-related films cited in this article, together with a number of
others not used, are listed in an appendix of films designed as a tool for those who
wish to carry forward research on this theme).

1For example, The Founder (2016), the biopic of Ray Kroc of MacDonald’s, is an example of
salesmanship as much as it exemplifies visionary business practice).
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2 The Salesman (and Salesmanship)

The defining text on the American little guy’s subordination to the marketplace is
Arthur Miller’s play, Death of a Salesman (1949), of which many film versions have
been made. Miller’s Willy Loman is driven to exhaustion and then self-destruction
by his inability to break through and achieve sales success. His valuation of himself
is inextricably bound up with his sense of his commercial worth. Scott Sandage
expresses the left-liberal view of business eating the soul of man:

a century and a half ago we embraced business as the dominant model for our outer and
inner lives. Ours is an ideology of achieved identity; obligatory striving is its method, and
failure and success are its outcomes. We reckon our incomes once a year, but audit ourselves
daily… Willy Loman speaks this way. Choosing suicide to launch his sons with insurance
money, he asks, “Does it take more guts to stand here the rest of my life ringing up a zero?”
He insists that a man is not a piece of fruit to be eaten and the peel discarded, but does not
see that a man is not a cash register. (Sandage, 2005, pp. 264–5)

We never find out what it is Willy is so desperately trying to sell, because it is
not important. In the update of Miller’s play, David Mamet’s Glengarry Glen Ross
(1984), (1983), publishedbyPenguin1985,wedo.Our lone salesman is replacedwith
an office of salespeople all attempting to offloadworthless tracts of swamp and desert
as desirable real estate. Mamet makes it clear that although despicable, this trade is
legal. “Marks” purchase at their own risk. The office is however a feral environment,
where the company sets salesman against salesman in a competition to “get on the
board”. High-selling staff are rewarded and underperformers are sacked, hence the
necessity to “always be closing” (clinch a sale). The predatory nature of both the
salesmen and the company is implicit in their cynical exchanges. Mamet upgrades
his play in the screen version (1992) directed by James Foley when he interpolates a
new character Blake, played byAlecBaldwin, who comes fromdowntown to give the
sales staff a motivational talk. This consists of a tirade of abuse and threats. Mamet
differs from Miller in that the world he represents is partly admiring of the energy
and raw power of the American business machine. Its indifference to the private
lives of its operatives is part of its dynamism. If Miller sees Loman’s delusions as
masochistic, Mamet’s world is clearly sado-masochistic. His salesmen, when they
are not feeling sorry for themselves, relish the chance to best each other.

The political right, whose values are evidenced in the curious respect that the
ideas and works of Miller’s contemporary Ayn Rand enjoy, does not share this left-
liberal ambivalence about the American way of business. The ideology that Sandage
critiques is fully laid bare in the fiction of Horatio Alger (1832–1899) and the moral
exhortations of Dale Carnegie (1888–1955). These two apologists of the much-
vaunted American Dream believed that effort, integrity, determination and tireless
self-improvement would bring material success and the self-worth that rests upon
it. The optimistic belief that will and hard work can overcome the handicaps of
life is prevalent in all walks of American life and finds its finest exposition in the
recent movie The Pursuit of Happyness (2007), direct by Gabriele Muccino from the
bestselling bookThe Pursuit of Happyness (2006) byChrisGardner. The film is also a
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vehicle for the popular talents of Afro-American actor Will Smith. Smith as Gardner
progresses from penniless hustling salesman through serious set-backs to millionaire
stockbroker; he manages this transformation by boundless energy, optimism and the
ability to charm and influence people. The unusual element in this case is that he
is a black, single parent, that is, coming from a demographic often presumed to be
shiftless and incapable of success. The theme of parental care and responsibility is
reinforced by casting Smith’s own son as the child for whose benefit all this effort
is marshaled. What the unsuccessful Gardner is selling is bone density measuring
machines (some of which don’t work and all of which are admitted to be of dubious
use in the medical profession). Through an unpaid intern programme with an intake
of 20 aspirants, Gardner works long hours and hustles indomitably selling stock until
he is given a permanent paid job. The other 19 interns are dismissed after 6 months
of effortful unpaid labour and the cycle begins again with 20 more interns. The film
(and Gardner) can see nothing wrong with this, because Gardner goes on to become
a millionaire.

The release date of the film was incredibly fortuitous—it slightly preceded the
launch of Obama’s campaign for the Presidency, with its upbeat slogan of “Yes we
can”, and it came less than a year before the financial crisis which brought the selling
of stock into disrepute. In retrospect, it is hard not to see the office where Gardner
rose to fortune as a rosy-tinted version of the office in The Wolf of Wall Street (2013),
a chop-shop brokerage where worthless penny stocks were sold to unsuspecting
small investors by lies and subterfuges. Indeed, Gardner’s charm is hardly different
from the guile of Mamet’s salesmen, where only Shelley Levene’s love and concern
for his daughter humanizes him. However, in the 2007 film we are not allowed to
discover the value of the stockGardner peddles. In the leftist model of capitalism, you
can only get rich at the expense of someone else; in the rightist version, individual
advancement is either not at anyone else’s expense or the competitive nature of the
system justifies the generation of winners and losers.

The Pursuit of Happyness, with its title suggesting the constitutionally-sanctioned
nature of aggressive individualism,2 is unusually sanguine about the road to success
in a progressively troubled and divided America under the forces of globalization.
Perhaps only Tom Hanks in Larry Crowne (2011), who is thrown out of work in
his forties and forced to retrain, accepts his place and fate with such good grace.
The Carnegian salesman is a triumpher over adversity in a system that rarely fails to
rewardmerit. There are occasional side-glances at the toilers who fall by thewayside,
but concern for them is often made to look like the “sour socialism” that Chaplin
was accused of in the 1930s and 1940s.

2The misspelling is deliberate—the quotation comes not from a sacred national text but from a
piece of graffiti.
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3 The Office Worker (or the Factory Floor Worker)

To some extent, the salesman can be a representativeAmerican hero because he(she?)
is, like Willy Loman, a figure ‘on the road’. But what of the office worker, the
company drone, the Dilbert? The office worker is trapped in a defining space (the
cubicle) and within a corporate hierarchical structure where initiative and Amer-
ican individualism are thwarted at every turn. They have to face the oppression of
the boss on a daily basis and the unelected companionship of office colleagues.
Whether experiencing the anomie of isolation or the irritations of enforced social-
ization, the office worker is a pitiable figure of discontent. The film comedy (what
else could it be?) of office life is caught in Mike Judge’s 1999 Office Space, star-
ring Ron Livingston and Jennifer Aniston. Contemporary cubicle life consists of
officious micro-management, mindless repetition, endless bureaucratic procedures,
petty humiliations and hostilities and, worst of all, precariousness of employment.
Peter and twoof his anonymous colleagues start stealing from thefirm in tiny amounts
in order to relieve their boredom and to assert their individuality. Peter undergoes
some sort of crisis and open displays his contempt for his job. In a system where
the worker’s sycophancy is expected, ironically the less Peter cares about his job,
the more it starts to value him. An insurrection ensues in which revenge is taken
on office equipment (a scene where the three colleagues destroy the office printer
uses a celebrated rap song to give it the proper note of gansta violence).3 Milton, the
ultimate office inadequate obsessed with his stapler, eventually burns the company
down. Jennifer Aniston stages a parallel rebellion in the fast food place where she
works. The comedy drama of worms turning carries a powerful emotional charge,
as it does in the two Horrible Bosses comedies (2011 and 2014), where workers
entertain the fantasy of murdering their troublesome bosses. But this is essentially
gestural; the prospect of self-employment is chimerical for most. Bosses cannot be
murdered and corporations will not be done away with.

The ensemble workplace comedy became a staple of the new millennium on tele-
vision. The Office (BBC 2001–3; NBC 2005–13) enacts the daily life of a paper
merchant’s office, (Wernham Hogg, Slough, in the British version and Dunder
Mifflin, Scranton, New Jersey, in the American one). Employing a documentary
film aesthetic (with no laughter track), the professional lives of office workers are
explored for their delusions and frustrations. The tedium of work is mitigated by
the playfulness and eccentricity of the characters, led by a boss who has no head
for business at all but who imagines himself both talented and popular when he is
neither. As in Office Space, there is an air of truancy and wish-fulfillment about these
shows.

3Geto Boy’s “Still”, also used in similar parodic mode in Family Guy, series seven, episode “I
Dream of Jesus”.
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4 The Industrial Leader/Visionary

The Pursuit of Happyness differs from the tale of the struggling salesman insofar
as it is also the biopic of a real person. Stories of fictional uplift are more like
that of Joy (2015), where for once the businessperson is a woman. The traditional
biopic usually celebrates success on a larger scale. The biopic of business success
is that of the industrial leader or visionary whose tale is an inspirational one. It
partakes of the dream of fame and fortune open to all but it also wishes to make
claims of an extraordinary nature for its subject. And, more interestingly, it also
raises the question of the cost of success. The biopic understands that people want
to identify with business success and believe that it rests upon talent, drive and
self-belief. They also want to believe that the driven pay a heavy price for their
fortune in terms of their personal lives. Another cliché of the form is that talent
always goes unrecognized at first and that the gifted are blocked and abused by the
mediocre and the shortsighted. In the case of the business visionary, the obstacle is
usually entrenched commercial interests. Brian Winston argues that the innovative
in business rises to meet some “supervening social need” (Winston, 1998, p. 8), but
nearly always faces the resistance of existing commercial and social interests, which
he calls “the law of the suppression of radical potential” (11–12). The automobile
industry had to outface the interests of the horse-powered transport industry with its
hundreds of thousands of operatives. When these forces are too strong, we have the
tale of the genius ahead of his time. Such a tale is that of Tucker—the Man and His
Dream (1988) dir. Francis Ford Coppola. Preston Tucker designed and produced a
radically new type of automobile, but despite a flair for publicity failed to produce
more than 50 models of his car. The other car manufacturers were threatened by him
and conspired to drive him out of business. Then, by slow degrees, they incorporated
the innovations of his car into their vehicles. Many commentators have read the story
as a parallel to Coppola’s own failed attempts to run a studio as an executive and
also be a creative filmmaker. The film equivocates on whether Tucker is a genius or a
showman—part of his problem is that the engineering never quite matches the hype.
He can never quite put the full package together.

The real business visionary gets a similar treatment. There have been two recent
film treatments of the life of Steve Jobs, following his death from pancreatic cancer
in October 2011. The first Jobs came out in August 2012 and the second, based on
the Walter Isaacson biography Steve Jobs (2011) appearing 19 days after his death,
was directed by Danny Boyle from an Aaron Sorkin screenplay in October 2015.
Jobs (2013) is a conventional eulogizing biopic touching all the bases of boardroom
conflict, product innovation and personal heartache and success. It hints at sacrifices
and inner demons but skates over what form they might take. The second film, Steve
Jobs (2015) ismore unusual; it attempts to snapshot a life in three product-launches—
in 1984, 1988 and 1998—which is a clever way of putting the businessman before the
family man. It also dramatizes his life in association with five figures, his personal
assistant Joanna, his technical wizardAndy, his ex-partner SteveWozniak, his former
boss and boardroom adversary John Scully and his estranged daughter Lisa. Jobs is
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shown to be bullying and insensitive and disinclined to give credit where it is due:
a man in love with the limelight. Sorkin has Jobs say “The very nature of people
is something to be overcome”, suggesting an intensity which sees humanity as a
design fault. Although disjointed temporally, this back-stage structure capturing the
moments before Jobs meets his adoring public highlights the degree of contrivance
and showmanship which goes into the construction of the myth of astral business
success. Heroes for our wired generation, like Jobs here andMark Zuckerberg in The
Social Network (2010) are shown to carry a sharp personal edge with their talent.

5 The Documentary Exposure of Business Malfeasance

More innovative than the biopic, which struggles to avoid Great Man clichés, is the
documentary feature about the state of capitalist America. The pioneer of this form of
investigative and expository journalism is Michael Moore. Moore managed to carry
the documentary film across the divide between worthy television production and
commercially viable theatrical release. His first film was the darkly whimsical Roger
and Me (1989) about the betrayal of his home town, Flint, Michigan, by General
Motors, the main employer which was laying off workers by the thousand. After a
career in television in the 1990s, Moore broke through with his particular brand of
outrage in films in 2002 (addressing gun control) and 2004 (responsibility for 9/11),
both of which caught the public mood and generated box-office revenue as no feature
documentary had done previously. He then turned to the perversity of the national
healthcare system in 2007, before taking on the recent financial crisis in Capitalism:
A Love Story (2009). In the latter, according to Roger Eberts, Moore.

believes that capitalism is a systemwhich claims to reward free enterprise but in fact rewards
greed. He says it is responsible for accumulation of wealth at the top: The richest 1 percent
of Americans have more than the bottom 95 percent combined. At a time when America
debates legalized gambling, it has long been practiced on Wall Street. (Eberts, 2009)

However, by this time Moore himself had become a dangerously polarizing figure
(gestures like standing in front of the New York Stock Exchange with a bullhorn
shouting “Give us our money back!” were not always rhetorically effective) and so it
was left to other filmmakers to carry forward the effort of exposure. Perhaps the best
of a crop of documentaries exploring the financial excesses originating in the period
of the George W. Bush presidency is Charles Ferguson’s Inside Job (2010)4 Dark
irony is the order of the day in this film, where it is stated, “What used to be called a
conflict of interest is now called a synergy”. The film starts in the country of Iceland
but fairly soon this becomes the metaphor “Iceland”. Iceland, with a population of
300,000, had a financial services sector 30 times bigger than its real economy (which
is based on fishing and geothermal power). Three tiny Icelandic banks began issuing

4The advertising for which carried the tagline: “The film that cost over $20,000,000,000,000 to
make”.
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loans on a totally gargantuan scale. This included the creation of financial products
bundling and selling on debt (“derivatives”) and was effectively a Ponzi scheme run
on a national scale.

The size of the US economy made it harder to see that Wall Street was running
a very similar scam. Inside Job (2010) addresses the behavior of five investment
banks (Goldman Sachs, Morgan Stanley, Lehman Brothers, Merrill Lynch, Bear
Stearns), two financial conglomerates (Citigroup and J. P. Morgan), three securi-
ties and insurance companies (AIG, MBIA and AMBAC) and three rating agencies
(Moody’s, Standard and Poor’s and Fitch). Ferguson’s film makes the point that
the financial sector has grown since the 1980s to constitute some 45% of all US
growth and profitability. The returns that Wall Street had hoped to sustain since the
dot.com companies bubble of the 1990s proved to be impossible with conventional
investment and stock broking. Those returns now depended on leverage; the key was
deregulation which resumed apace under Bush. Deregulation was what enabled the
financial services industry to grow exponentially; new and complex financial instru-
ments and accountancy fraud are what helped to conceal malpractice The industry,
de facto, renounced its duty of care to its customers, selling “junk”, because bonuses
and personal incentives were so generous. Nothing much has changed since 2008—
unregulated risk, humbled for a while by the scale of its errors, is once again a
prevalent danger. Why should it not be? Virtually no one was prosecuted and no one
went to prison. No bonuses were returned and no impropriety has been admitted.

There is plenty of evidence here to support the greed interpretation of the nature
of modern capitalism. Inside Job shows that Wall Street simply bought favourable
interpretations of their practices by paying for speeches and articles from so-called
experts, and by including professional economists on the boards of investment banks
(heads and senior academics from leading Business Schools). Academics took tens
of millions of dollars for writing that CDOs (Collatralized Debt Obligations) and
CDSs (Credit Default Swaps) made the market more stable when the exact opposite
was the case. One of the more depressing conclusions of this documentary is that
bankers may not be any more corrupt than the rest of us: the evidence suggests that
scholars and economists are just as greedy and their professional judgments are just
as easily bought when the sorts of pecuniary incentive Wall Street can provide are
on offer. The ratings agencies, whose only task it was to investigate and attest to
credit-worthiness, defended their AAA ratings of bundles of worthless bad debts by
saying that their ratings were just “opinions”. Again, nothing fundamental changed
under Obama, who trod water on regulation, and a policy of rampant de-regulation
once again has been introduced under Trump. If capitalism holds that you invest or
borrow at your own risk, it does not intervene or otherwise comment on institutions
which go out of their way to conceal the true nature of things for their own profit.
We are back with Mamet’s salesman, just on a national trillion-dollar scale.

The villains of Inside Job, Hank Paulson (Secretary of the Treasury under Bush),
Ben Bernanke (Chairman of the Fed), Timothy Geitner (President of the New York
Fed and Secretary of the Treasury under Obama) and others were all former heads
of investment banks who had pushed for deregulation. When later made heads of
public bodies, they were charged with essential regulatory functions but either by
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inadvertence or design were asleep at the wheel. Inside Job shows that these and
other political appointees had in their former careers laboured to facilitate the credit
bubble that wiped out life savings, cost 8 million job and untold home repossessions,
and in so doing had enriched themselves.

ButAmerica is nothing if not the landof pluralismof opinion.Thevillains of Inside
Job are the heroes of Too Big to Fail (2011), directed by Curtis Hanson. This made-
for-TVmovie of doughty public officials saving the nation from economic meltdown
is a tense exercise in crisis management but it has little or no sense of context.
Paulson (William Hurt) bangs corporate heads together to get the current chiefs of
investment banks to buy up their infirm competitors and stabilize the market. There
is no mention of his personal fortune obtained at Goldman Sachs, nor his alleged
tipping off of hedge fund managers about the impending collapse. The message of
Too Big to Fail is that the system works and that although mistakes were made, no
apple was rotten enough to merit prison. The film is a collective jeopardy movie like
Earthquake or Towering Inferno—quakes and fires happen and are facts of life. We
should all breathe a collective sigh of relief that they do not happen to us.

6 The World of High Finance

Too Big to Fail is of course not a documentary feature; it is a fictionalized reconstruc-
tion of events between March and October 2008. The last category of films dealing
with popular understandings of business is exactly the story of rise and fall in high
finance. Although business success and failure recurs in hundreds of pictures made
before the 1980s, it was the Age of Reagan that made high finance seem like a topic
ripe for exploration. And as with Death of a Salesman (1949) in the first category, so
we have a foundational text here in the form of Oliver Stone’s Wall Street (1986)—
Jack Boozer (2007, p. 176) calls it a “landmark film”. The New American cinema
films of the 1970s had been hostile to the boardrooms of corporations, seeing conspir-
acies everywhere, but they were too ignorant of the world they sought to criticize (see
Scott 2011, pp. 137–57) for an account of the classic paranoia/conspiracy movie of
the 1970s). The thrillers that exposed boardroom skullduggerywere easily convinced
that the manoeuvrings of bankers and executives were a response to threats to the
international position of America represented by the Soviets and by Arab petrodol-
lars. This is what softens the capitalist critique of Lumet’s Network (1976) and
Pakula’s Rollover (1981). The 1983 comedy Trading Places understands the stock
exchange as a place where the rich get richer and poor get left behind. It shows
stock being manipulated for personal profit by insider trading, but its outrage is not
systemic. It is appalled that the trading classes are a closed shop. As long as a wider
social slice of Americans can get rich that way, it is okay. Wall Street (1987) was
the first film to suggest that the financial services sector is essentially parasitic (I
say suggest because, as with Mamet, there are mixed feelings about the aggression,
intelligence and vitalism of asset stripping and arbitrage). Constantin Parvulescu’s
Global Finance on Screen (2017) shows that both the de PalmaBonfire of the Vanities
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(1991) and the follow-up Wall Street: Money Never Sleeps (2010) found it easy to
soften and extenuate the rogue trader.

The banks and the stock market are where one must go to raise capital for invest-
ment in productive industry and agriculture. It should serve the making of things
that people need. An over-mighty financial services sector means that, having less
productive capacity to serve, it tends to serve itself.Wall Street is the first commercial
film to show this. Brokers and investment bankers are gamblers playing the system
as a system, exploiting their familiarity with it to defraud legitimate investors and
working businesses. Wall Street contrasts Bud Fox’s buying and selling of stock with
the gainful running of an aviation company of his father Carl. Only the latter serves a
wider public. And with the spectacular gains of insider trading on offer, corruption is
the inevitable consequence. Wall Street makes no bones about the fact that the stock
market runs on greed.

There were sufficient warnings in the 1980s that the economy could not go on
expanding at that rate. There was Black Monday on 19th October 1987, there was
the Savings and Loans Scandal in America throughout the late 1980s and 1990s,
when, due to unsound real estate lending policies, hundreds of thousands of homes
were repossessed (the estimated losses of the sector were of 160 billion dollars, 132
billion of which was absorbed by the state i.e., the general taxpayer). The 1990s were
a period of solid economic growth and low inflation for the US—but trouble was
brewing in the form of the dot.com bubble. Internet trading was a huge growth area
but the profits reflected in the rise of the Nasdaq stockmarket composite (where these
stocks traded 400% up in the period 1995–2000) were not sustainable. 2000–2002
saw a swathe of accountancy scandals as auditors colluded to hide financial realities.
The Enron collapse of October 2001 brought down not only this energy giant but
also Arthur Andersen, the accountancy firm, and resulted in the loss of over 20,000
jobs. WorldCom, the telecommunications corporation, collapsed in July 2002 and
was exposed as having concealed its weakness by accountancy fraud. It was the
largest filing for bankruptcy in US history until Lehman Brothers six years later. The
documentary Enron: the Smartest Guys in the Room (2005) was able to assemble
footage of the cast of executives (Ken Lay, Jeff Skilling, etc.) who were steering this
titanic of a company and to show them incriminating themselves, as well as the many
public figures who endorsed and protected them.

This was the background to the approaching Millennium but film was largely
silent on corporate misdeeds because of the perceived prosperity of the 1990s. Only
Ben Younger’s Boiler Room (2000) returns to the territory of Wall Street to rehash
the story of a young ambitious gambler prepared to engage in fraudulent trading to
get ahead. Once again, it is a street-smart backslider rebelling against his upright
disapproving father (this time a judge). And once again, it is very much a boy’s club,
with a gang mentality that is on show. It is not until Equity (2015) that we see any
of these boardroom dramas from a woman’s perspective; in this film, we can add
endemic sexism to the other flaws of corporate raiders and investors.

The financial crisis of 2007/8 kick-started a spate of films about investment
banking and stock-broking, subjects that would normally scare off movie-makers
and the public alike. Margin Call (2011) is essentially an office and boardroom crisis
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drama, Too Big to Fail (2011) looks at the politics andmechanics of the bailout,Arbi-
trage (2012) and Equity (2016) are business-context thrillers, and The Wolf of Wall
Street (2013) is a study in collective over-confidence and excess. Scorsese takes the
interesting tack in his financial drama of suggesting that the pursuit of money is
like an addiction. The wolf, Jordan Belfort, is quite unable to control or contain his
pursuit of fortune and the trappings of success. In that sense, Scorsese carries on
the theme of Tom Woolf in Bonfire of the Vanities (1987), that stockbrokers came
to think of themselves as “Masters of the Universe”, quite beyond the laws of man
and Nature. It is no surprise therefore that his brokers resemble the gangsters of his
1990s crime films, who felt similarly untouchable and who succumbed fatally to the
same temptations and excesses.

But the best of this crop is perhapsThe Big Short (2015), directed byAdamMcKay
and written by Charles Randolph from the book The Big Short (2010) by financial
journalist Michael Lewis. The Big Short bridges the divide between documentary
and fictional accounts of the financial crisis by finding an innovative way to dramatise
it. Lewis’s book has some of the elements of a detective story. Various investment
insiders come to understand that the mortgage market is a house of cards, ready to
fall at any moment. They improvise ways to bet on this happening but it does not. All
the institutions of Wall Street are conspiring to keep an aberrant financial nonsense
afloat. The world of finance is both deeply delusional and deeply cynical. The book
and film follow the lives of four groups of investors who want to expose this folly. At
the same time, they seek to exploit it for the grotesque levels of reward that can ensue
from these speculations. They are heroes for their clear-sightedness and persistence,
but they are also tainted by a strong whiff of profiteering. The cynical Vennett (Ryan
Gosling) doesn’t care too much, the young traders Charlie and Jamie take it as their
foothold in the business, but the older hands, Burry and Rickert (Christian Bale and
Brad Pitt), feel it is time to get out of investing. The trading maverick Mark Baum
(Steve Carell) takes to public forums to expose the greed and hypocrisy of corporate
executives. Very late in the film, the sub-prime mortgage market collapses, CDOs
are shown to be the junk bonds they were all along, and our financial Cassandras are
proved to have been right. The entities buying this junk were inmany cases the parent
companies employing our rebels. Yet the film finishes on a sad note: lives have been
destroyed, homes and jobs lost, America has courted ruin. We see the same crazy
spirit of abandonment as in Scorsese’s film, but we have a much better understanding
of how it came to happen.

The film does a very creditable job making high finance intelligible. Its characters
are either thinly disguised or the real financial personnel from Lewis’s book—the
claim is made that nothing is made up. Vennett narrates the film in the hard-boiled
jump-cut style of Wolf of Wall Street. Splashy visuals, irony, direct address to camera
(breaking the fourth wall), even a false ending where all corrupt bankers go to jail,
the financial system is righted, the exploited receive restitution and the regulatory
system is restored (“Just kidding… no one went to jail except this poor schmuck…”)
are employed to keep us informed and entertained. Its most amusing trope however
is the use of celebrities as experts. In a series of cutaways, the financial system is
laid bare. A nakedMargot Robbie in a bubble-bath, the lead actress from The Wolf of
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Wall Street, explains America’s mortgage market. Chef Anthony Bourdain explains
CDOs as unsold out-of-date fish repackaged as gourmet fish stew. Singer Selena
Gomez at the blackjack table explains synthetic CDOs. However the fun is only a
means to get over the harsh significance of it all. Five trillion dollars in pensions, real
estate value, savings and bonds was wiped out by the sub-prime and CDO financial
crisis of 2008, driving businesses into bankrupcy and leading to the biggest taxpayer
bailout in history. Nowhere in the world was unaffected. Credit Suisse, UBS, HBOS,
Royal Bank of Scotland, Northern Rock, Deutschebank were European banks either
greatly embroiled in or destroyed by the crisis.

As a consequence of 2008 and its aftermath, there was (and remains) in the
general population awidespread suspicion of big business, and of financial services in
particular. The globalization of capital has led to the belief that few countries control
their own destinies or are able to protect their populations from systemic speculation.
Much of today’s populist politics derives from the sense that global market factors
can destabilize any nation, and drive down living standards. Governments impose
the policies we have come to know as “austerity” and suggest this is the consequence
of living beyond our means or failure to work hard enough. This is extremely hard
to stomach when we learn of the behavior of our captains of finance.

7 Conclusions

The effects of the fallout from the crisis are not as commonly related in film. Apart
from Larry Crowne, The Company Men (2010) is one of the few films to attempt to
see the crisis from both a management and a worker perspective. Despite a strong
cast including Tommy Lee Jones and Ben Afleck, it rarely strays from a conventional
treatment of shock, disillusionment and recovery. For this reason, it failed roundly at
the box office. Television treatments of the entrepreneurial spirit have been generally
more successful. A smash success of the crisis period and after was the show Mad
Men (2007–15), which looked with great detail at the Madison Avenue advertising
industry. House of Lies (2012–16) does the same for the management consultancy
business and Halt and Catch Fire (2014–17) for a computer tech start-up. The appeal
of many of these shows was precisely that they were set before the loss of faith in
American finance, in the 60s and the 80s, when America was clearly a top industrial
producer. Period detail and the social naiveties of the past smooth over any critique
that might appear of cutthroat business.

To conclude, insofar as we can find a consistent attitude to business in commercial
cinema, it would be in line with the following broad observations. Films find it
difficult to hold focus on work. The making of a living is a means to an end for many,
and it is those ends (the affective and private parts of life) that are generally centre-
stage. The business of business (trading, negotiating, selling, building, exchanging,
and delivering) only tends to come into focus when businesspeople approximate
to criminals and fraudsters. The exception to this is when commercial success is
so spectacular that the businessperson can either be an avatar for our own material
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hopes or is an iconic figure whose life history provides us with both inspiration and
a cautionary tale. It is as if the spectacular business success of today is a modern
equivalent of the Greek mythical hero (“Those whom the gods wish to destroy they
first make mad”). The business visionary can be a classic Promethean over-reacher,
but they deserve our awe because, like Tucker and Jobs, they “make things”—normal
business practice exists to thwart them by putting “the bottom line” before serving
the public. As a rule, success-worship in cinema impedes due respect for common
labour. Women in business have become much more visible in the last decade [cf.
Made in Dagenham (2010), Joy, The Intern (both 2015) andEquity (2016)], although
there is still a movie glass ceiling as well as a boardroom one. By far the biggest
change in the last decade has been the identification of corporate finance is a nest
of vipers. What in the 1980s were the nefarious activities of a few greedy hustlers
(Other People’s Money, Wall Street) has become the systemic rapacity of a privileged
clique that has no fellow-feeling for the common people they exploit (Margin Call,
Arbitrage, Inside Job, The Big Short). Populist politics, moral panics and fears of “the
deep state” flow from the erosion of confidence in state institutions and their ability
to serve the whole commonwealth and not just those sectors that staff the higher
echelons of government and business. This fear finds a perfect expression in Adam
McKay’s follow-up film Vice (2018) about still-living Vice President Dick Cheney,
the Chairman and CEO of Haliburton (a company with a history of malpractice and
bribery). Financial scandal on the screen, for so long absent and resistant to film
treatment, is now thematically big business.

Appendix

Select Filmography of Business-themed English Language Films.
9 To 5 (1980) Dir. Colin Higgins. Twentieth Century Fox.
Arbitrage (2012) dir. Nicholas Jarecki. Lionsgate.
Barbarians at the Gate (1993) dir. Glenn Jordan. HBO Films & Columbia.
Bonfire of the Vanities (1990) dir. Brian De Palma, Warner Bros.
Boiler Room (2000) dir. Ben Younger. New Line.
Cadillac Man (1990) dir. Barry Levinson. Orion Pictures.
Capitalism: a Love Story (2009) dir. Michael Moore. The Weinstein Co.
Citizen Kane (1942) dir. Orson Welles. Mercury Co. and RKO.
Collapse (2009) dir. Chris Smith. Bluemark Productions.
Death of a Salesman (1951) dir. Laslo Benedik, Stanley Kramer Productions.
Death of a Salesman (1985) dir. Volker Schlondorff. Roxbury Productions.
Enron: the Smartest Guys in the Room (2005) dir. Alex Gibney. Jigsaw

Productions.
Glengarry Glen Ross (1992) dir. James Foley. New Line.
Horrible Bosses (2011) dir. Seth Gordon. New Line.
Horrible Bosses 2 (2014) dir. Sean Anders. New Line.
I’m Alright Jack (1959) dir. John Boulting. British Lion Film Productions.



254 A. Barker

Inside Job (2010) dir. Charles Ferguson. Sony Pictures Classics.
I.O.U.S.A. (2008) dir. Patrick Creadon. O’Malley Creadon Productions.
Jobs (2013) dir. Joshua M. Stern. Open Road Films.
Joy (2015) dir. David O. Russell. Fox 2000 Pictures.
Larry Crowne (2011) dir. Tom Hanks. Universal Pictures.
Made in Dagenham (2010) dir. Nigel Cole. BBC Films.
Margin Call (2011) dir. J.C. Chandor. Before the Door Pictures.
Office Space (1999) dir. Mike Judge. Twentieth Century Fox.
Roger and Me (1989) dir. Michael Moore. Dog eat Dog Films.
Rollover (1981) dir. Alan J. Pakula. IPC Films.
Steve Jobs (2015) dir. Danny Boyle. Universal Pictures.
Sunshine State (2002) dir. John Sayles. Anarchist’s Convention Films.
The Aviator (2004) dir. Martin Scorsese. Forward Pass.
The Big Short (2015) dir. Adam McKay. Paramount Pictures.
The Company Men (2010) dir. John Wells. The Weinstein Co.
The Devil Wears Prada (2006) dir. David Frankel. Fox 2000 Pictures.
The Founder (2016) dir. John Lee Hanckck. The Weinstein Co.
The Fountainhead (1949) dir. King Vidor. Warner Bros.
The Insider (1999) dir. Michael Mann. Touchstone Pictures.
The Intern (2015) dir. Nancy Meyers. Waverly Films.
The Man in the Gray Flannel Suit (1956) dirNunnally Johnson. TwentiethCentury

Fox.
The Man in the White Suit (1951) dir. Alexander Mackendrick. Ealing Studios.
The Man who Sued God (2001) dir. Mark Joffe. AFFC.
The Office (2001–3) dir. Ricky Gervais & Stephen Merchant. BBC TV series.
The Office (2005–13) dir. Greg Daniels. NBC TV series.
The Pursuit of Happyness (2007) dir. Gabriele Muccino. Columbia Pictures.
The Wolf of Wall Street (2013) dir. Martin Scorsese. Red Granite Pictures.
Too Big to Fail (2011) dir. Curtis Hanson. HBO Films.
Trading Places (1983) dir. John Landis. Paramount Picture.
Tucker (1988) dir. Francis Ford Coppola. Lucasfilm.
Up in the Air (2009) dir. Jason Reitman. Paramount Pictures.
Used Cars (1980) dir. Robert Zemeckis. Columbia Pictures.
Vice (2018) dir. Adam McKay. Annapurna Pictures.
Wall Street (1987) dir. Oliver Stone. Twentieth Century Fox.
Wall Street: Money Never Sleeps (2010) dir. Oliver Stone. Twentieth Century Fox.
Working Girl (1988) dir. Mike Nichols. Twentieth Century Fox.
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The Language of M—A Female Manager
(as Played by Judi Dench)

Anna Majer and Piotr Mamet

Abstract This paper examines the language of M—a fictional character in Ian
Fleming’s James Bond series, as played by Judi Dench in seven James Bond movies.
The study is an attempt to answer the question whether (or to what extent) the
language of M played by this actress is the language of women, whether its char-
acteristics are closer to women’s language or to men’s language, or else whether
it evinces characteristic features of institutional discourse, including the managerial
language specificity andpower relations in theworkplace. The researchers investigate
the language ofM in terms of selected linguistic features, according to an established
methodological framework based on previous studies in the field of discourse and
gender (Lakoff (1975); Coats (1993); Wareing (2004); Kendall & Tannen (2003);
Cameron (2005); Scollon & Scollon, 2003), and of institutional discourse (Tannen
(1990); Mayr (2008); Koester (2010)).

Keywords Institutional discourse ·Men’s and women’s language · Female
managers

1 Introduction

The language of M, as played by Judi Dench, is expected to display specific features.
On the one hand, the studies of men’s and women’s language differences allow to
assume that the language of the character of M played by a woman will manifest the
characteristics of women’s language. On the other hand, the institutional context and
the arrangement of power relations within it will probably considerably influence
her language specificity.
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The paper explores the language of M with the aim to discover if it manifests
the characteristics of men’s and/or women’s speech, and also to what extent it has
been influenced by institutional and managerial context. The fundamental question
is, therefore, what the specificity of the language of this woman manager is. The
assumption is that the language of M cumulates the features of men’s and women’s
speech as well as the features of institutional talk in terms of register, style and the
pragmatic aspect.

This paper includes an analysis which is a continuation of the research concerning
the language of the main characters of the James Bond series. The language of 007
and/or M has also been discussed in Mamet (2014), Mamet, Gwóźdź, and Wilk
(2017), Mamet and Wilk (2019), and Mamet, Miś, and Wilk (2020).

2 Theoretical Background

The theoretical background to the study embraces two primary issues. The first one
concerns the difference between women’s language and men’s language. The other
one pertains to the characteristics of institutional talk. These two aspects shape the
specificity of the language of M—a female manager.

2.1 Women’s Language Versus Men’s Language

It is not a novelty to claim that gender differences are reflected in language. They
manifest themselves in various aspects, such as psychological, social and cultural.
One of the factors which contributes to the shaping of gender identity of an individual
is the process of socialisation to gender roles. According to Giddens (2004), both
boys and girls gradually acquire the roles, cultural values, norms and behaviours
typically ascribed to a particular sex through their contactwith people and institutions
responsible for socialisation, and the phenomenon is inevitably reflected in men’s
and women’s speech (Giddens, 2004, pp. 128–129).

Although the very set of differences does not arouse controversy, Cameron (2005)
points out that the attitudes towards possible causes of this linguistic differentia-
tion vary among scholars, some of whom represent a ‘dominance’ approach to the
language-and-gender issue, whereas others represent a ‘cultural difference’ approach
(Cameron, 2005, p. 285).

To name the most prominent and influential stances on the subject matter, Lakoff
(1975), who is a representative of the first approach mentioned above, views the
linguistic differences as an effect of gender inequality and a strong polarisation
of male dominance and female subordination. This implies that while the process
of socialisation, the language girls are taught is different from the language boys
are supposed to acquire. Therefore, women’s language is characterised as uncer-
tain, weak and ingratiatory. Women’s speech is indirect, tentative and it expresses
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subordination and lower social rank. Tannen (1990), on the other hand, relates
linguistic differences between men and women to the social arrangement of reality,
which profoundly contributes to the diversification of genders during childhood and
adolescence.

Whatever the reasons for the differences in speech might be, the following study
primarily focuses on the linguistic features typically ascribed to men and women,
with the intention to reveal the language specificity of a woman manager, i.e. to what
extent it manifests the features of men’s and women’s language.

2.2 Institutional Discourse

The concept of institutional discourse immediately evokes the association with an
institution or an organisation. As Mayr (2008) claims, although the terms may be
used interchangeably in some contexts, ‘organisation’ seems to be more frequently
used in reference to commercial units, whereas ‘institution’ tends to be more often
ascribed to units of public character (Mayr, 2008, p. 4).

Within the studies of discourse and institutional communication, an institution
may be defined as suggested by Agar (1985), as “a socially legitimated exper-
tise together with those persons authorized to implement it” (Agar, 1985, p. 164).
Therefore, institutions are not determined only by their physical conditions or mate-
rial locations, but they essentially constitute social constructs characterised by a
specific system and arrangement of roles and social identities. Furthermore, institu-
tions appear to inevitably and inextricably involve power and asymmetry in terms of
institutional roles.

Similarly, Benwell and Stokoe (2006) define the notion of institution as a social
categorywhichmanifests a set of essential features (Benwell&Stokoe, 2006, pp. 87–
90). Firstly, institutions are “structures that embed power relations within them”
(Benwell & Stokoe, 2006, p. 87), they are “intrinsically bound up with power, and
are often seen to serve the interests of powerful groups” (Benwell & Stokoe, 2006,
p. 88; italics in the original text). Secondly, institutional talk differs from ordinary,
everyday talk mainly due to the necessity to comply with a specific bureaucratic
communicative order. This conversational constraint, however, as well as the coer-
cive imposition of power, do not have to involve any oppression exercised by a
dominant party over another. It may well be “achieved by persuasion, consensus and
complicit cooperation” (Benwell & Stokoe, 2006, p. 89). The essence of institutional
dominance and power consists in a possibility to control and shape social life and
the life of individuals by influencing them.

In terms of discourse and conversational analysis, institutional context enforces a
number of features which characterise institutional talk. These have been identified
and labelled, among others, in the research by Drew and Heritage (1992), Nelson
(2000), Nelson (2006), Heritage (1997), and Koester (2010). The ones which have
been of particular importance to this study are described in the subsequent, analytical
part of the paper.
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2.3 The Language of Female Managers

Does a woman manager have to use men’s language to be effective in professional
terms? Is it men’s or women’s language that prevails and dominates in institutional
discourse? Is it still possible to even speak of men’s and women’s language while
considering institutional discourse? Should a manager speak women’s language if,
according to the theory of management, a model managerial profile is, in fact, consis-
tent with female nature? And, eventually, what is the language of M—a woman
manager?

Probably, no unequivocal answers can be given here. Partly due to the overlapping
of different aspects and contexts. Partly because of the dynamics of discourse itself.
But most importantly, perhaps, because of the need to negotiate, or rather comply to,
one’s identity, be it social, personal or institutional. As Holmes (2015) aptly points
out,

(i)ndividuals are constantly engaged in constructing aspects of their interpersonal and inter-
group identity, including their professional identity and their gender identity. The discourse
strategies we adopt, the words we select, and the grammatical structures and pronunciations
we favor all contribute to the construction of particular aspects of our social identity. Any
particular utterance may thus be analyzed as contributing simultaneously to the construction
of more than one aspect of an individual’s identity, whether social (enacting gender iden-
tity), institutional (their professional identity as a manager), or personal (their wish to be
considered friendly, well-informed, and so on). (Holmes, 2015, p. 887)

It seems interesting, however, to what extent at least the variables mentioned
contribute to the specificity of female managers’ discourse, and which of the
characteristics show more than others.

Surprising though it may seem, as Baskiewicz (2013) claims, in the theory of
management and business studies, women’s nature has been proved to be more
consistent with the model characteristic of a manager than men’s is (Baskiewicz,
2013, p. 35). Apparently, women gain advantage thanks to their interpersonal skills
in the first place. They encourage their employees to involve in and devote to internal
business matters, they are willing to share their knowledge and they delegate duties
in order to create the atmosphere of creative work and cooperation, and to enable
them to derive satisfaction from a cooperative effort. Women more often implement
mentoring and coaching, which evinces itself in mutual trust, assistance in the devel-
opment of their personnel’s skills, and openness in terms of listening to one another,
enquiring and cooperative task solving, rather than simply instructing and restricting
their managees. Women tend to define roles and establish goals clearly. They do
not normally avoid counselling or informal information exchanges. In comparison
to men, women attach less importance to the organisational hierarchy, which may
contribute to their forming new relationshipsmore easily and to their ability to sustain
them.Womenwould rather cooperate than compete. Awomanmanager rarely resorts
to competition for power and exclusive dominance in the organisation. They achieve
success due to managing through cooperation, collaboration as well as partnership
within their professional team.
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The research into gendered talk in the workplace, such as the studies conducted by
Tannen (1994), Holmes (2006), Mullany (2007), Schnurr (2009) or Baxter (2010),
has provided evidence that effective communicators, no matter if men or women,

typically draw from a wide and varied discursive repertoire, ranging from normatively “fem-
inine” to normatively “masculine” ways of talking. They skilfully select their discursive
strategies in response to the particular interactional context, and their effectiveness derives
from this discursive flexibility and contextual sensitivity. (Holmes, 2015, p. 887)

3 Corpus Description and Methodology

The research has been conducted in three stages, each of which concentrates on the
issues described in the theoretical part above respectively.

The first stage constitutes an analysis of the features of the language ofM in terms
of the specificity of women’s and men’s language. The linguistic studies made by
Lakoff (1975), Coats (1993), Wareing (2004) as well as Kendall and Tannen (2003)
have been adopted in order to construct a typology which would allow to describe
the research corpus in regard of the aspects of men’s and women’s speech.

The second stage of the research procedure focuses on the qualities of institu-
tional discourse in M’s utterances. The typology used has been designed on the basis
of the research conducted by Drew and Heritage (1992), Nelson (2000), Nelson
(2006), Heritage (1997) and Koester (2010). For more convenient reference, both
typologies mentioned above constitute introductions to subsequent parts of the paper
respectively.

The third stage involves a pragmatic analysis of the research material, with the
primary objective to classify M’s utterances in compliance with the aims she intends
to achieve while being immersed in the institutional discourse of MI6.

The research material embraces the transcription of all M-Bond encounters from
eight (out of twenty-four) James Bond movies, i.e. the ones in which Judith Dench
played the role of M. And these are as follows: GoldenEye (1995), Tomorrow Never
Dies (1997), The World Is Not Enough (1999), Die Another Day (2002), Casino
Royale (2006), Quantum of Solace (2008), Skyfall (2012) and Spectre (2015).

4 Results

The below description of the research results follows the stages mentioned in the
corpus description and methodology part. The material is discussed according to the
suggested typologies, and a few examples are cited to illustrate the findings. Also,
some statistical data is provided to show the extent of particular linguistic phenomena
within the corpus.



262 A. Majer and P. Mamet

4.1 The Language of M in Terms of Men’s and Women’s
Speech Characteristics

Gender specific language has been subject to lots of research. For the purpose of
this analysis, a few studies have been chosen, and the criterion for the selection of
typologies was to establish a set of features which would be linguistically verifiable
and broad enough to provide a sufficient picture of supposed differences. The results
of the studies by Lakoff (1975), Coats (1993), Wareing (2004), and Kendall and
Tannen (2003) are the basis for the following typology of aspects distinguishing the
language of men and women:

1. the use of swear words, expletives and words enhancing the emotional character
of an utterance

2. empty, trivialising adjectives
3. discrimination in naming colours
4. question tags
5. (in)direct requests and the use of polite forms
6. tentativeness of utterances and hedges
7. the use of intensifiers1

8. the degree of familiarity and intimacy of utterances, and the subjects touched2

9. taking on the role of authority or expert.3

To begin with, swear words only started to be uttered by M in Casino Royale
(2006), with one exception only—when she “introduces” herself to Bond in Gold-
eneye (1995) by saying If you think for one moment I don’t have the balls to send a
man out to die, your instincts are dead wrong. Apart from cursewords,M alsoweaves
weaker expletives into her utterances. Such evolution of M’s language is probably
a sign of the passing time, of the changing contemporary reality, which happens to
be reflected to some extent in the series. Expletives are supposed to enhance the
emotional character of what M says, and she usually makes use of such expressions
when she criticises Bond’s actions, or her supervisors’, or when she gives direct
orders. The expletives, both weaker and stronger, as well as expressions used to
increase the emotional character of utterances, used in the corpus, are as in Table 1.

1The first seven points have been adopted fromLakoff’s (1975) studies. However, it has to be pointed
out that not all of Lakoff’s observations are included in the above typology. The omitted ones are
concerned with intonational patterns (rising intonation on declaratives), hypercorrect grammar and
pronunciation, or the use of emphatic stress. The reason for excluding segmental and suprasegmental
issues of phonetics is that the research material has been decided to be investigated in the form of
a transcribed text, without the consideration of visual or auditory aspects. The hypercorrectness of
grammar, on the other hand, may hardly be verified in a pre-arranged script.
2This aspect refers to the studies by Coats (1993) and Wareing (2004), according to which women
tend to talk more about personal issues, subjects concerning people and feelings, in order to sustain
friendly relationships, whereas men in their conversations have the tendency to focus on non-
personal subjects, usually coming down to an exchange of information and facts.
3Kendall and Tannen (2003) claim that taking on the role of authority or specialist is typically a
feature of men’s discourse.
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Table 1 Swear words and
weaker expletives in the
corpus

Word Number of
occurrences

Word Number of
occurrences

bloody 6 bastard(s) 2

hell 6 fucked 1

Christ 2 balls 1

for God’s sake 2 damn 1

Here are some examples of M’s utterances in which expletives are used:

(1) Doesn’t mean that they’ve got somebody…working for them inside the bloody
room. What the hell is this organization, Bond?

(2) Take the bloody shot.
(3) Where the hell have you been?
(4) What do you expect, a bloody apology?
(5) If you think for one moment I don’t have the balls to send a man out to die, your

instincts are dead wrong.
(6) Bond! Push that damnbutton!
(7) I fucked this up, didn’t I?

The use of trivialising adjectives is limited in the corpus.Mdoes not applymany of
them in her utterances. The words that can be regarded as empty adjectives, though,
are listed in Table 2.

Apparently, this aspect of women’s language is restricted to a minimum in M’s
speech. And so is the next one, i.e. colour discrimination. The only colour names
found in the corpus are by no means sophisticated (Table 3).

The above-mentioned words appear in the following contexts:

(8) Push the red button now, Bond!
(9) Well, I don’t have the luxury of seeing things as black and white.

Table 2 Trivialising
adjectives in the corpus

Adjective Number of occurrences

brilliant 2

exceptional 1

mysterious 1

lovely 1

inconsolable 1

extreme 1

Table 3 Colour names in the
corpus

Adjective Number of occurrences

red 1

black and white 1
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Table 4 Intensifiers in the
corpus

Intensifier Number of
occurrences

Intensifier Number of
occurrences

too 6 ever 2

so 4 absolutely 1

very 4 at all 1

really 2

As one can see, not only are colour words used sporadically in M’s utterances,
but they also belong to the basic colour palette.

In comparison to colour words, intensifiers appear more often. Please consider
Table 4.

The use of intensifiers in M’s speech is not restricted to any particular contexts
within the discourse in question. Here are a few examples:

(10) They were very much in love.
(11) Well, we never really know anyone, do we?
(12) But sometimes you’re so focused on our enemies we forget to watch our friends.
(13) I think you are so blinded by inconsolable rage that you don’t care who you

hurt.

Another aspect of language to be considered is the use of tentative constructions.
These cause utterances to be less direct. They lessen the authoritativeness and firm-
ness of a message. In the analysed corpus, a few ways of making utterances sound
tentative have been identified. One of them is the use of modal verb, such as may or
might. Please see the sentences below:

(14) May I remind you that you’re the reason I’m here, 007.
(15) Bond, thismay be too much for a blunt instrument to understand that arrogance

and self-awareness seldom go hand-in-hand.
(16) You might like to tell her your theory about there being no oil.
(17) And a shower might be in order.

Hedges give a similar effect. Evasive utterances, including expressions such as I
think (2 occurrences in the corpus), I suppose (2 occurrences), I believe (1 occur-
rence),weaken the overtone of a givenmessage andmake it sound less direct.Without
them, the utterances would be direct statements. Here are some examples:

(18) Because I think you’re a sexist, misogynist dinosaur, a relic of the Cold War,
whose boyish charms, though wasted on me, obviously appealed to that young
woman I sent out to evaluate you.

(19) I think you are so blinded by inconsolable rage that you don’t care who you
hurt.

(20) Oh, and I suppose that’s completely inconspicuous.
(21) I suppose it is too late to make a run for it?
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Another type of utterances which may be considered as tentative by nature is the
one beginning with I need you (to) (5 occurrences in the researchmaterial) and I want
you to (3 occurrences). These may sound less direct in comparison to imperatives,
for instance. Please study the undermentioned sentences:

(22) I need you to come in and debrief.
(23) Bond. I need you back.
(24) I need you to do something.
(25) I want you to find GoldenEye.
(26) 007, I want you to go to Electra.
(27) I want you to take your ego out of the equation and to judge the situation

dispassionately.

As a matter of fact, the use of imperative mood in the research corpus is very
frequent. Thirty-nine occurrences have been identified. So, on the one hand, the
above-mentioned instances of tentativeness may reflect the characteristics of the
woman’s language, but there are also contradictory features whichwould be typically
classified as male, on the other. It also seems crucial to mention that such structures
are very likely to be used in business and professional settings. Therefore, it is
reasonable to assume that, in fact, expressions such as I need you to and I want you
to have been forced by the institutional context of MI6, and do not happen to be a
linguistic manifestation of tentativeness.

The analysis of the corpus allowed to identify seven instances of question tags in
M’s speech. In comparison, only two instances of the use of tags have been found in
Bond’s talk within the research sample. M applies tags in her speech as follows:

(28) I would ask if you can remain emotionally detached, but I don’t think it’s your
problem, is it Bond?

(29) You don’t trust anyone, do you James?
(30) Well, we never really know anyone, do we?
(31) They’ll do anything for you, won’t they?
(32) Run out of drink where you were, did they?
(33) It’s not very comfortable, is it?
(34) I fucked this up, didn’t I?

The subjects of conversations reflect to some extent the degree of familiarity and
intimacy of M’s utterances. They are mostly imposed by professional space and the
institutional context of events. The utterances may be classified according to the
topics they touch, as professional talk, semi-professional talk and personal talk. The
first category includes utterances concerning Bond’s tasks, the functioning of the
MI6 institution, or an exchange of information and facts. In regard to Bond’s insub-
ordination as an operative, they are usually emotionally loaded. Semi-professional
talk enters the personal sphere (e.g. concerning a character’s private life), but it still
preserves a rather official character (e.g. a given fragment of Bond’s life is supposed
to help to resolve a professional problem in MI6, to complete a task). The manager-
operative relationship is not infringed. Truly personal talk, in turn, cannot really be
observed in the corpus.
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The role of an expert or an authority that M has accepted, is connected with
three major acts, which are either illocutionary or perlocutionary by nature. The first
category of utterances includes commanding and giving orders, which is a necessary
consequence of M being the manager in MI6. Please see the examples below:

(35) I want you to find GoldenEye. Find who took it, what they plan to do with it,
and stop it.

(36) I’m sending you to Hamburg, 007. We’ve arranged for you to be invited tonight
to a party at Carver’s Media Centre.

M holds the authority to give orders to her operatives, and so she does by giving
clear instructions and by using grammatical structures which enable doing this in a
direct and explicit way, such as present tenses or the imperative mood.

As an institutional authority, M has the knowledge necessary for instructing her
operatives so that they complete institutional missions successfully. Such messages
are informative and technical by nature, and they aim at delivering essential details
concerning a particular task. Here are some exemplary fragments:

(37) When they analysed the stock market after 9/11, the CIA discovered a massive
shorting of airline stocks. When the stocks hit the bottom on 9/12, somebody
made a fortune. The same thing happened this morning with Skyfleet—or was
supposed to.

(38) After Robert came to me, I sent 009 to kill Renard. Before he completed the
mission, Electra escaped. A week later our man caught up with the target. He
put a bullet in his head. That bullet’s still there. The bullet will kill him but
he’ll grow stronger every day until the day he dies.

As one can see, both messages demonstrated above are similar in the sense that
they describe a particular context which happens to have led to the present state of
affairs in the film. Furthermore, the construction of these fragments of discourse is
also alike—the messages have a cause-and-effect structure. Both fragments consist
of rather short sentences, which allows to comprehend themessagemore easily. Even
grammatically complex sentences seem to be quite concise.

Adopting the role of authority also entails the necessity to supervise and evaluate
the actions of operatives. Although M does on some occasions express her appre-
ciation for Bond’s skills and actions, her evaluation of these predominantly comes
down to criticising him, accusing him of insubordination. The following examples
illustrate how M expresses her disapproval or dissatisfaction:

(39) Because I think you’re a sexist, misogynist dinosaur, a relic of the Cold War,
whose boyish charms, though wasted on me, obviously appealed to that young
woman I sent out to evaluate you.

(40) I will not tolerate insubordination, 007.
(41) You disobeyed a direct order and left that girl alone.
(42) You stormed into an embassy! You violated the only absolutely inviolate rule of

international relationships. And why? So you could kill a nobody. We needed
to question him, not to kill him. For God’s sake, you’re supposed to display
some sort of judgement.
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M’s criticism of Bond’s actions is always point-blank and explicit. There is no
place for courtesy or ambiguity. Messages of this kind are often accompanied with
an enumeration of reasons for the negative evaluation and criticism, such as in the
two last examples.

However, M does have doubts occasionally. This uncertainty usually concerns
instances of situation assessment, or searching for solutions and answers to opera-
tional problems. Such dilemmas happen to constitute part of professional domain
though. Caution in situation assessment and decision-making is typical for organi-
sations and institutions. Doubts and careful analyses seem to be an integral part of
any decision-making process, which, in turn, results from a goal-oriented approach
of the institution. Please consider the following utterance:

(43) She kills her father and attacks her own pipeline. Why? To what end?

Towards the end of M’s leadership (of which she is not aware at that point), she
also has doubts concerning her overall work at MI6 and the effectiveness of her own
actions and decisions as manager. She utters the following sentence:

(44) I fucked this up, didn’t I?

This one sentence seems to cumulate in itself some typical aspects ofmen’s speech,
of women’s speech, and of institutional discourse. On the one hand, as typical of
men’s language, a strong expletive is used. On the other hand, the use of the question
tag construction may be considered to be a characteristic of women’s language.
Additionally, the emotional tone of the confession may be viewed as stereotypically
ascribed to females. Finally, in reference to the institutional discourse in question,
the sentence happens to be a self-evaluation—an integral part of institutional reality.

4.2 Features of Institutional Discourse in M’s Utterances

The second stage of the analysis also requires a typology. The one presented below
uses the studies by Drew and Heritage (1992) and Heritage (1997), in which the
scholars describe the most prominent features of institutional discourse:

1. Goal orientation (at least one discourse member is task-/goal-/identity-oriented,
which task, goal or identity is formally related to the institution in question).

2. Special and particular constraints, requirements and discourse frameworks (limi-
tations and patterns concerning the choice and use of language, of what is consid-
ered to be suitable to say or write within a specific institutional context or in a
particular professional reality).

3. Special inferential frameworks and procedures (ways of interpreting discourse,
as pre-established for the context of an institution or a place of work).4

4The first three points concern the characteristics of institutional discourse as suggested by Drew
and Heritage (1992).
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4. Asymmetry of institutional interactions (differences resulting froman asymmetry
of knowledge and power relations in a given institution).5

In terms of goal orientation, a few linguistic aspects may be observed. Firstly, the
members of the discourse in question concentrate on professional matters and not the
personal and subjective ones. This is clearly visible when considering the topics of
these conversations. Secondly,whenever emotive language appears inM’s utterances,
it accompanies the issues which are in a more or less direct way connected with the
functioning of the institution, with Bond’s tasks or with the criticism of his actions as
an MI6 operative. Even the use of emotive speech, therefore, may be to some extent
regarded as a manifestation of an emotional involvement of M in accomplishing
institutional goals, rather than, for instance, an indication of stereotypically perceived
female emotionality or susceptibility.

Institutional goal orientation may also be reflected in the use of the personal
pronoun we, which may involve an association with one’s institution and its aims,
and group identity. In the research corpus, it has a very high frequency, i.e. 48
occurrences, which locates the word at the ninth position in the word frequency
list. The legitimacy of the above assertion may be supported by the fact that the
same pronoun shows a very high frequency of use both in the Cambridge Business
English Corpus (BEC) and the Cambridge and NottinghamBusiness English Corpus
(CANBEC). It may imply that members of a given institution identify with it and
involve in achieving its goals.

Another linguistic aspect connected with goal orientation is the use of action-
oriented language. This manifests itself in frequent occurrences of deontic modal
verbs, expressing obligation or necessity. The word need appears 14 times in the
corpus, and its frequency results from the institutional context and goal orientation.
Other examples are the verbs have to (3 occurrences in the corpus) /had to (2 occur-
rences),must (4 occurrences, but only two instances of deontic character), and should
(4 occurrences, including three occurrences of deontic use).

As far as special and particular constraints as well as discourse frameworks are
concerned, both lexis and grammar are to some extent determined by the institutional
context of MI6. This involves the use of fixed collocations on the one hand and
specific linguistic choices on the part of discourse participants, correlating with their
position in the institutional hierarchy, on the other. Examples of collocations more
restrictively complied with, found in the research material, are active service, further
instructions, or standard procedure. Linguistic and interactive choices, in turn, are
mostly motivated by power relations within the institution, by the institutional and
discursive roles of the characters, although it has to be pointed out that throughout
the series of movies, some linguistic choices have evolved and altered, which may
be a symptom of the changing times and, of course, an indication of the changing
relationship between M and Agent 007. Therefore, for instance, Bond sometimes
addressesMwithMadam, whereas on other occasions, he tends to call herM,without
adding any title.

5Adopted after Heritage (1997).
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Special inferential frameworks and procedures involve specific lexis, collocations,
and reappearing expressions—the so-called chunks, which have specific functions.
One of the most striking examples reappearing in the corpus is the use of need (14
occurrences). Theword happens to have a very high frequency in BEC andCANBEC
corpora as well. It is, therefore, typical in business environment, and likely to be used
in specific situations, such as ordering to accomplish a task, or expressing a necessity
to achieve particular institutional or organisational goals. These two functions are
surely served with the use of need in the analysed corpus.

Table 5, in turn, demonstrates 2-word, 3-word and 4-word chunks which most
frequently appear in business and professional settings according to CANBEC. The
data is juxtaposedwith the number of occurrences of the same phrases in the analysed
corpus.

Although no 4-word chunks have been identified in the corpus out of the four listed
in CANBEC as most frequently used in business, the above figures show clearly a
congruity between the analysed material and the general business English corpus,
which, in turn, proves a typically institution-driven character of M’s speech.

The last characteristic of institutional discourse is concernedwith an asymmetry of
institutional interactions, which results from a pre-established institutional hierarchy,
i.e. from the professional relationship between M (manager) and Bond (operative).
As an example, please consider the following conversation:

M: You said you weren’t motivated by revenge.
Bond: I’m motivated by my duty.
M: No. I think you are so blinded by inconsolable rage that you don’t care who
you hurt. When you can’t tell your friends from your enemies, it’s time to go. You
might like to tell her your theory about there being no oil. Her lungs are full of it.
Bond: It was Greene.
M: No doubt. But why?
Bond: It’s just misdirection.
M: I mean, why her, Bond? She was just supposed to send you home. She worked
in an office, collecting reports. Look how well your charm works, James. They’ll

Table 5 Occurrences of highest-frequency CANBEC chunks in the corpus

2-word
chunks in
CANBEC

Number of
occurrences in
the analysed
corpus

3-word
chunks in
CANBEC

Number of
occurrences in
the analysed
corpus

4-word
chunks in
CANBEC

Number of
occurrences in
the analysed
corpus

you know 8 I don’t
know

1 at the end of 0

I think 2 a lot of 0 the end of
the

0

of the 7 at the
moment

0 have a look
at

0

I mean 1 we need to 1 a bit of a 0
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do anything for you, won’t they? How many is that now? You’re removed from
duty and suspended pending further investigation. You’ll give whatever weapons
you have to these men and leave with them now.

M criticises Bond’s actions and their consequences in a very explicit way. Simul-
taneously, the message seems to be rather emotional. M also resorts to sarcasm
to emphasise the seriousness and the dramatic nature of the situation. Her evalua-
tion of Bond’s behaviour is considerably longer than her operative’s responses. Bond
appears to counterM’s judgement and criticism by expressing his perspective shortly.
To be more precise, in the fragment cited above, M uses 122 words, whereas Bond’s
responses comprise only 11 words altogether (contracted forms counted as one).
All the same, M’s arguments unequivocally unmask Bond’s fault and violation of
institutional and operational rules. The manager decides, therefore, to suspend Bond
and remove him from duty, punishing him in this way for his insubordination.

The contrast between the characters’ roles in the institution, and their place in the
organisation’s hierarchy, is well reflected in the fragment. It also turns out that the
asymmetry of institutional interactions can be observed in different aspects, including
the linguistic complexity of utterances, the emotional load, and power relations seen
at the discourse level.

4.3 The Pragmatic Dimension of M’s Utterances

M’s utterances are mostly determined by the aims which she intends to achieve as the
manager in the institution she happens to be in charge of. In her encounterswith James
Bond, and in order to achieve specific objectives, M (1) gives orders and manages,
(2) assesses and criticises, (3) expresses concern, (4) supervises and requires reports,
(5) cares for maintaining high standards and employee’s professional preparation,
and (6) creates interpersonal relationships.

Mgives orders andmanages thework ofAgent 007byproviding clear instructions,
in a direct manner, which is demonstrated in the following examples:

1. I’m sending you to Hamburg, 007. We’ve arranged for you to be invited tonight
to a party at Carver’s Media Centre.

2. As long as I’m the head of this department, I’ll choose my own operatives.
3. Find a man called Marco Sciarra. Kill him.

The first example shows how M informs Bond about the task he is supposed to
accomplish—by saying what she is doing, or else what she is causing him to do.
She also provides some essential information on what has already been arranged to
enable 007 to initiate and complete the mission. In the second example, M in an
outright manner points out the authority of hers to make decisions. In the last of the
examples, on the other hand, M commissions a task to Bond, using the imperative
form, which, again, is a very direct way of making dispositions.
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On many occasions, M assesses Bond’s performance, which is inextricably
connected with her function in the institution. This is often done by citing what
Bond has donewrong, by giving him awarning, or by informing about her standpoint.
Consider the below examples:

4. You stormed into an embassy! You violated the only absolutely inviolate rule of
international relationships. And why? So you could kill a nobody. We needed to
question him, not to kill him. For God’s sake, you’re supposed to display some
sort of judgement.

5. Utter another syllable and I will have you killed. I knew it was too early to
promote you.

6. I will not tolerate insubordination, 007.

In example (4), M seems to distance herself as representing the MI6 institution
from Bond’s actions—a clear opposition of you versus we, which she introduces,
proves it.Although this part of themessage appears to present substantive information
of what Agent 007 did as opposed to what MI6 had expected, the utterance is not
void of elements which expose emotionality of it. The expression for God’s sake,
even though it belongs to the category of rather weak expletives, reveals a somewhat
emotional character of this criticism. The same aspect is manifested by the use of an
exclamation mark.

Example (5) is an earthy warning, combined with stating possible consequences
if disobeyed. And this is not the end—M also seems to regret having trusted and
promoted Bond, which may be seen as self-evaluation. Example (6), on the other
hand, is an I statement, including an accusation of insubordination.

AlthoughMfrequently criticisesBond, she also expresses care on someoccasions.
Please see the following utterances:

7. Bond… Come back alive.
8. 007, are you all right?
9. You look like hell. When’s the last time you slept?*
9. And a shower might be in order.*

Mexpresses care for her operative and communicates her concern to Bond, which
can be observed in the first two example utterances, (7) and (8). The other two exam-
ples mentioned are presented with an asterisk because they can also be interpreted in
terms of criticism. Example (9) starts with an abrupt criticism of Bond’s appearance
and follows with a milder question which might suggest M’s concern with Bond’s
physical andmental condition. Similarly, the last instancemay be regarded as clinical
criticism or as relativised concern.

Asmanager,M has to supervise her operatives, and in order to comply to this duty,
she requires reports concerning their actions. She does it in the following manner:

10. I want an update. Where do we stand?
11. What else do we know about Janus syndicate?
12. What’s going on? Report!
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M demands updates and reports in a straightforward way, either by stating what
she wants to get or by asking questions concerning a specific situation, or by giving
an order to dispatch in an imperative mood.

One of M’s responsibilities as the manager of MI6 is to care for and ensure high
standards of service and possibly best preparation of her operatives for active service.
This can be seen in the following utterance:

13. You’ll have to be debriefed and declared fit for active service. You can only
return to duty when you’ve passed the tests. So take them seriously.

Minforms, therefore, whatAgent 007 has to accomplish in order to return to active
service. She gives him clear instructions and makes him aware of the requirements
and the seriousness of the task.

Yet on other occasions, M tries to build up positive relations. She usually does it
by creating pleasant atmosphere, or at least some semblance of a friendly attitude or
partnership arrangement. It is also clearly visible that M really cares about the sense
of trust in her professional relationship with Bond. Consider the following:

14. Would you care for a drink?*
15. Care for a drink?*
16. I have to know I can trust you and that you know who to trust. And since I don’t

know that, I need you out of my sight.
17. But I do need to know, Bond. I need to know that I can trust you.

Offering a drink in professional settings may be viewed to some extent as a
culturally grounded custom. This is why an asterisk appears next to the first two
sentences quoted above. This practice may be viewed as something that is typically
done in particular contexts since it is considered to be appropriate, expected or
advisable. However, customs of this kind may contribute to, or be intended to, create
the atmosphere of hospitality and friendliness, to build positive relationships with
people, no matter if genuine or superficial.

Trust, on the other hand, is what M truly cares a lot about. She emphasises the
significance of mutual trust in her institutional team, especially in her relationship
with James Bond.

5 Discussion and Conclusion

The language of M as a woman manager manifests features of both the language
of women (e.g. tentative language, empty adjectives) and men (e.g. swear words).
Some of the features of women’s language specified by Lakoff (1975) do not occur
in the analysed material, which might be due to the function M has in the institution
and an overall institutional context, the need to adjust her identity, and, therefore, to
adjust her talk, to particular contexts.

Indeed, the language of M demonstrates the characteristics of institutional
discourse, some of which seem to coincide with the features of men’s language
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(e.g. enacting the role of authority/expert, the use of some modal verbs, including
the ones of deontic character, such as need). As for the pragmatic aspect, M’s utter-
ances comply with the purposes which she intends to fulfil as the manager. Here,
also, the institutional context seems to play a predominant role.

Since M’s language manifests features of men’s speech, women’s speech and
institutional talk, it is difficult to say unequivocally which of the features predomi-
nantly built it up. However, the results allow to conclude what has been suggested
by Holmes (2015) that effective communicators have the skill to adopt different
discourse features in their speech in order to achieve their goals. The research has
also shown a consistency with Holmes’s (2015) claim that individuals are constantly
engaged in constructing their identities. Therefore, it can be concluded that it is
exactly what M does. She simultaneously enacts her gender identity and her identity
as the manager of MI6.

The investigation also shows that there is a consistency betweenM’s interactional
and communication skills and the model managerial ones mentioned by Baskiewicz
(2013). She communicates institutional goals clearly, she does not refrain from
listening to her operative and from asking questions. She supervises and actively
monitors her operatives’ actions by requiring reports and evaluation. Lastly, as a
women manager, M expects and opts for mutual trust in her professional team.
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