The same,

only dlfferent

As globalisation continues apace, the need

to know more about other cultures is
growing — which is where training and

learning and development come in handy.

The world may - communication-wise —
have become a smaller place, and operat-
ingin a global economy is a way oflife for
many. But, says Richard Lewis, founder of
languageand cross-culturaltraining com-
pany Richard Lewis Communications,
this has not led to a homogenisation of
cultures where there is now one universal
way of seeing the world. In fact, the very
opposite is happening,

Closer together
“Ms the world gets flatter - as it were =
culture gets to be a bigger issue. Travel,
technology, cross-border mergers and
acquisitions, political changes, media
advances, global brands and offshoring  Metthew
alihrmg us closer together,” Lewissays,  Judge,The
“But change is stressful and thismakes AV Groug
us cling even maore tightly to the ways of
daing things we acquired first.”
Andasmore organisations globalise, or
hit cultural barriers when entering a new
geographical market, so more firms are
adopting cross-cultural training, he says.
Lewis says there are many different
circumstances where cross-cultural

Imger Bunis,
training is used. Ensuring multicultural  Mannaz

CASE STUDY: UNIVERSITY OF BEDFORDSHIRE
With more than 3,000 international students from 130
different countries, the University of Bedfardshire hos o
repuation for attracting pecple from minerity bockgrounds,

According to its equality and diversity officer Shirani
Gunawardena, os a culbural rr|E|hng pot the universiby is
mﬂhnuﬂ"y developing its sirategies in enabling *
and studants to communicate effectively with each afer”.

Last year, it approached consullancy Communicaid to
design a progromme specifically for higher education
professionals dealing with international studants.

The pmgmmmemaled eenired upon raising
owareness of the !M:I'H\nt;r surr\oundlng different cubtural
bockgrou ncls and mtraﬂsmg H‘teundershndmgof

- differant behoviours and aftitudes, The fraining
introduced delegates to same of the key cultural
differences and offered practical fips and strategies for
working with international shudents. Experienced trainers
then tack infercctive sessions, where delegates were able
fo prodice the ncwtuchmqua Iherfhnd learnt.

teams work together better; prepar-
ing people who are off to live and work
abroad; helping leaders to get messages
across to aglobal workforce; and recruit-
ing and retaining the best foreign work-
ersare just some areas he mentions.

Lewis, whose company delivers train-
ingboth on clients' sites or as a residential
course at its headquarters in Winchester,
has developed a cross-cultural compe-
tence assessment that allows users to
compare their cultural profile with up
to 80 different cultures, and pinpoint the
areas in which their own communica-
tion style differs.

Lewis says he has seen an increase in
UK firms wanting to understand how
Indian and Chinese business people work,
while there continues to be a demand
from firms wanting to learn how to con-
duct themselves when dealing with their
US, German and Japanese counterparts.

But when it comes to business, a per-
son's culture is not just defined by the
country Lhey come from, argues Inger
Buus, managing director at the UK office
of people development consultancy
Mannaz. She says cross-cultaral learn-
'L:ng iz included in the c_ompany'; leader-
ship development programmes.

Buus believes that sometimes a com-
pany culture is stronger than national
identity, and that cultural divides also
exist between different internal func-
tions, such as sales, I'T and finance,

“If you look at Citigroup, IBM and
Unilever, they have very strong cultures,
They come [rom different backgrounds,
atid have different values and manage-
ment styles,” she says.

Good relationships
The understanding of these disparities is
fundamental toa good working relation-
ship with partners. ensuring the success
of a merger or acquisition, or in enabling
change management, she adds.

Buuis says Mannaz consultants use the
model on corporate culture developed
by US organisational psychologist Edgar

Schein, whe identified three distinet lev-
elzin organisarinrl al cultures: artifacts
and behaviours, espoused values and
assumprions.

She says: “Artifacts are thevisible signs
of a company eulture - for example, the
dresscode and mission statements on the
wall, Espoused values are a cumpun}r's
plans and strategies, and assumptions
are "how we do things around here’,”

Other examples of cross-cultural
training include a recent initiative called
Welcome Exchange, where firefight-
ers and police staff in Lancashire were
tutored in Polish culture, so they are bet-
ter equipped to deal with the new influx
of migrants from Eastern Europe.

Meanwhile, cross-cultural consul-
tancy Communicaid recently designeda
programme for university tutors so they
can work better with international stu-
dents (see case study).

At crisis avoidance consultancy The
Anvil Group, managing director Matthew
Judge says his firm comes at cross-cultural
awareness from a safety angle.

It works primarily with companies
from the banking, oil and mining sec-
tor, whose people are often travelling
to potentially dangerous places such as
Iraq, Afghanistan, and parts of Africa.

“By not making a cultural faux pas,
workers travelling to hostile parts of the
warld are less likely to cause offence and
to make themselves a target,” says Judge.
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