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Foreword

The field of intercultural communication (IC) has advanced significantly
over the past 75 years. In the 1940s through the 1950s, cultural anthro-
pologists Clyde and Florence Kluckhohn and Fred Strodtbeck established
criteria which explained societal values that illuminated social interaction
styles between people of different cultures, which was useful to IC later on.
In the 1950s through the 1970s, Edward T. Hall, another anthropologist,
laid the groundwork for the study of IC through his work for the American
Foreign Service, producing influential constructs such as high- and low-
context cultures and their relative effects on communication, and space
and time perceptions in cultures. For the next four decades, scholars from
various fields of study such as psychology, linguistics, and training con-
tributed to the developing discipline of IC. A few key figures are: William
B. Gudykunst (theorizing about IC), Edward C. Stewart (contrast culture
method, American cultural patterns), John C. (Jack) Condon (semantics,
communication), Milton Bennett (linguistics, intercultural training),
Young-Yun Kim (international negotiation), Stella Ting-Toomey (identity
negotiation), Judith. N. Martin (communication), and of course, psycho-
logist Geert Hofstede (cultural dimensions). Cross-cultural psychologists
such as Harry Triandis, Hazel Markus, Shinobu Kitayama, and Michael
Bond brought additional insights. The study of communication expanded
to include scholars who researched the effect of culture on business
communication.
In the 2000s two influential areas of study contributed to IC and business

leadership: cultural intelligence (CQ), first presented by Christopher Earley,
Soon Ang, and Linn Van Dyne; and the GLOBE (Global Leadership Organ-
izational Behavior Effectiveness) ten-year study Culture, Leadership, and
Organizations, by Robert House and others, which brought the importance of
IC competence front and center in global business. The GLOBE research
project was the first study of its kind,mobilizing nearly 200 social scientists from
62 countries around theworld for interviewswith over 17,000 employees from
almost 1,000 organizations worldwide. The study sought to determine the
characteristics of a global leader. As Robert House and his colleagues stated,
an outstanding leader is a person in an organization or industry who is



‘‘exceptionally skilled at motivating, influencing, or enabling others or groups
to contribute to the success of the organization or task’’ (House et al., 2004,
p. 15). His colleague, Mansour Javidan, extended this definition to: ‘‘someone
who is able to handle complexity, risk, and ambiguity in a fast-paced and
multicultural environment successfully, because he[/she] possesses knowledge
about cultural differences andmindfully reflects on behaviors, attitudes, values,
and beliefs while interacting with others’’ (Javidan et al., 2016).
Despite the large body of research in IC and the GLOBE study in leadership,

some still ignore the need for cultural knowledge and communication com-
petence in leading global organizations. Because nation states, societies, and
individuals are able to interact more easily and rapidly today than ever before, it
does not mean that people are able to do so more effectively. Communicating
successfully with people who are like you is often tricky; however, commun-
icating successfully with people who are different from you is much harder.
Some business people assume knowledge of another culture and compet-

ence in IC are becoming irrelevant because we are moving toward a global
culture. Evidence suggests that this is quite untrue. In the 21st century alone, at
least half a dozen new nations have appeared, after separating from other
countries, because their citizens want to retain and nurture their own cultures.
Furthermore, populations who have been driven from their own land by war,
climate change, and economic pressures and have migrated to new countries,
bringing their own cultures with them, need IC skills, as do those who receive
them. More than ever, we need to communicate with each other, seek to
understand each other, and develop an unprecedented level of competence in
recognizing how culture affects everything we think and do, including global
leadership. That goes not only for business, but for day-to-day contacts in our
lives. To connect successfully, we need knowledge, understanding, and skills.
Intercultural Communication for Global Business challenges both the business

student and the business professional to become more culturally competent,
what the business community now defines as culturally intelligent. This book is
both accessible and practical, bringing together theories and concepts in
applications of IC. It enables readers to put into practice—immediately—-
what they read. The reader finds tools to address the innerwork that is required
of today’s global leader, which includes first developing greater awareness of
the role of cultures of people who are different, then engaging in reflection
about success or failure in interactions, and finally developing skills for
interacting successfully and employing them in successful communication
behaviors.
This book is about how you can develop your own cultural competence

both personally and professionally, for successful IC in global leadership.

Linda Beamer
Professor Emerita, California State University,

Los Angeles, California, USA
April 2016
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