[Scientific Articles]

Kladko S.S.
The Concept of the Dialogue by T. Dridze as a Relevant Tool for
Cross-Cultural mediation in International Business

THE CONCEPT OF THE DIALOGUE BY T. DRIDZE AS A
RELEVANT TOOL FOR CROSS-CULTURAL MEDIATION IN
INTERNATIONAL BUSINESS

Kladko S.S.

Candidate of philosophical Sciences, Asistant Professor
at the Innopolis University

(Innopolis, Russia)

s2kladko@gmail.com

Abstract:

This article in memoriam of T. Dridze (1930-2000), a remarkable Russian sociologist,
attempts to consider the applicability of the ideas she developed almost thirty years
ago about the dialogue as a contact of meanings in relation to the realities of
modern international business. To answer this question, the author compares the
main provisions of the dialogue formulated by T. Dridze in her works on
semiosociopsychology with modern research in the field of dialogue and cross-
cultural management, and offers an expanded interpretation of the activities of a
mediator-"translator" in such a dialogue from the point of view of cross-cultural
mediation. The article also contains examples of practical application of cross-
cultural mediation tools in a real business environment. The proposals mentioned in
the work can be used to resolve intercultural misunderstandings in international
business, namely when conducting international mergers and acquisitions,
managing cross-cultural working groups, as well as developing artificial intelligence
algorithms for cross-cultural services.

Keywords: cross-cultural mediation, cross-cultural management, organizational
behavior, cross-cultural communication, cross-cultural dialogue.

Introduction

The information dynamics of our time has added new impulses to the historical
aspiration of the business community to geographical expansion traditionally
considered by business as one of the important opportunities for reaching a new level
of development. Today, this process is strongly characterized by the unprecedented
activation of small and medium-sized businesses in the international arena (Bose,
2016), as well as the significantly increased speed of communication at all stages of

such

interaction. On the other hand, the diversity of the participants usually not very

well prepared to cooperate with the representatives of other cultures, and the lack of
ability to maintain an active dialogue, produced a predictable problem: the increasing
complication of both forms of communication and variants of interpretation of
interlocutors’ communicative intentions.
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It would seem that the idea of a dialogue in business being something more than
negotiations should have long been the cornerstone of any business interaction when
entering the international market. If several decades ago the appeals to pay more
attention to the sociocultural aspects of the dialogue in the international business
environment (Hall, 1960) seemed too exotic to follow, numerous misunderstandings
between the negotiating parties representing various norm-and-axiological spaces
(Klad'ko, 1999) made business audience say farewell to the perception of culture as “a
luxury item to most managers, a dish on the side” (Trompenaars & Hampden-Turner,
2003, pp. 13). In theory, this situation should not come as any surprise to those
operating in the global business environment, as all the participants of this process
inevitably bear the sociocultural values and stereotypes of their communities
(Hofstede, 2011). In practice, to remember about this can become rather challenging,
as it requires the companies to be more than adaptable and flexible in dealing with the
parties with rather different sociocultural orientations (Dewhurst et al., 2012). The
result of all this is an ever-growing number of practical examples of what that T. Dridze
interpreted as "pseudo-communication" and "quasi-communication" (Dridze, 1996, p.
147), confirming her idea that reducing the dialogue to a simple exchange of text
messages between the parties and neglecting other aspects (including the socio-
cultural ones) deprives such interaction of its most important component: mutual
understanding of communicative intentions. As a result, today, even those companies
that clearly understand the importance of taking into consideration the cultural
peculiarities of their foreign partners keep experiencing a certain dialogic discomfort
from the inability to handle with such situations in practice. In addition, even the
awareness of how important it is does not always result in its adequate practical
implementation due to the lack of a clearly formulated algorithm of using appropriate
communication tools. In other words, the reason behind continuing misunderstandings
in the dialogue in international business are rooted not in the underestimated
importance of cultural values and norms, but rather in not enough professional
approach in business to solving such problems. Therefore, it is not surprising that,
despite all the positive changes in the opinion of companies on this issue, there are
still many examples of how cross-cultural misunderstandings continue to negatively
affect the dialogue in international business. So, it is no wonder that today companies
start paying increased attention to the work of specialists in the field of cross-cultural
mediation; in other words, to the activity of those who perfectly fit the characteristics
given by T. Dridze who considered specialists in the field of interpretation/translation
not only verbal, but also semantic assistants in making such a dialogue successful.

The concept of dialogue according to T. M. Dridze and the modern international
business environment

Having defined dialogue as "a mode or condition of communication associated
with the direction and schedule of communicative and cognitive actions" (Dridze,
2000, p. 25), T. Dridze formulated the following main terms for this process to be
successful.
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1. A Dialogue is always more than an exchange of text messages, primarily
representing a contact of meanings.

2. An Important condition of a dialogue is the aspiration of the interlocutors to
the adequate interpretation of the communicative intentions of each other.

3. In a dialogue as a semantic contact, a particularly important role is attributed to
the mediator helping the parties to find correct interpretations that go beyond
the purely linguistic framework.

When analyzing works published 20-30 years ago and taking into account the
dynamics of changes in many areas of activity, one should traditionally ask whether
those works remain actual, especially since the international business environment
itself is a fairly active and ever-changing substrate. It seems that in this case, modern
research on dialogue and international business practices keep constantly confirming
the relevance of the ideas expressed by T. Dridze.

To begin with, the interpretation of "a dialogue” as “an interaction" is still dominant
among specialists dealing with the problems of dialogue, which can be notably seen in
the publications of scientists belonging to the International Association for Dialogue
Analysis (IADA). For example, the fact that the problems of cross-cultural interaction
are rooted not in language, but in different interpretations of the interlocutors’
communicative intentions, is now a common line even in the works of those experts in
the field of dialogue who have diametrically opposite views on the nature of dialogue
(Harris' theory of Integrationalism and Dialogue as a Mixed Game Model by E.
Weigand) (Pable & Hutton, 2015), (Weigand, 2009). On the other hand, numerous
business cases also illustrate that a real dialogue has gone far beyond the language
component exclusively.

For instance, the author, being in charge of communication activities of the
company that was in the process of preparation for the IPO at London Stock
Exchange, and communicating with top managers from different countries, regularly
faced with the situations during which the interlocutors, perfectly understanding each
other both linguistically and professionally, nevertheless failed to achieve the desired
results and even began to experience mutual distrust due to the inability (and
sometimes even unwillingness) to correctly interpret each other's communicative
intentions. In other words, linguistic similarities or geographical proximity do not
guarantee the existence of a common business culture for the interlocutors and, in
fact, can hide serious obstacles that are invisible on the surface (Molinsky, 2013). Much
more surprising is the fact that the interlocutors, even realizing that neglecting clear
and understandable wording in such interaction can negatively affect their business
(up to conflicts with partners and, as a result, the loss of profitable contracts and
opportunities for global business expansion), quite often turn a blind eye to such
misunderstandings, and do not bring communication to the level of a real dialogue.

Speaking about the next characteristics of the dialogue according to T. Dridze
(understanding the communicative intentions of the interlocutor), it should be noted
that the international business environment, despite its apparent mobility and ability to
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quickly change, retains its certain conservatism even today, in the era of breakthrough
technologies, namely due to the historically developed formalization of business
communication. As a result, the parties, even speaking the same language (and being
perfectly proficient in English is no surprise here for a long time) and operating with a
universally understandable amount of knowledge obtained during training in American
and European business schools, continue to misinterpret each other's communicative
intentions ("quasi-communication"), or reduce communication to a kind of ritual
("pseudo-communication"). Among the reasons that contribute to the preservation of
this psychologically comfortable (although ultimately unsuccessful) form of interaction,
we can name the following:

1. The still quite appealing illusion of a universal character of communication in
international business. The desire of the business community to operate with
certain standardized methods for the solution of the corresponding problems
does not differ from the similar approach in other branches of human activity.
A successful company is unthinkable without understanding the laws of
business operations, which, like any other laws, are always distinguished by
certain "averaging" formulations. Such standardization turns rather useful in
solving numerous tasks that contain identical components and, thus, has
repeatedly proved its practical importance. Subsequently, to apply the same
approach to the issues connected with cross-cultural management looks more
than tempting. However, following Trompenaars and Woolliams (2004) in their
perception of culture as a context “...within which all transactions take place
because it changes the entire landscape that pervades all relationships and
behaviors and, importantly, “meaning,” it looks too challenging to bring cross-
cultural aspects to the common denominator. Moreover, to establish a long-
term interaction with foreign partners or inside a cross-cultural team, it is more
than essential to take into consideration the so-called culture-specific facts
about cultural variability while culture-general information usually turns not
sufficient to build up a dialogue with the representatives of other cultures
(Gudykunst, 2003). Correspondingly, such a diversity requires special
attention to how professionally the parties interpret the textual intentions of
each other, while any attempt to standardize the communication here can,
with great probability, cause much bigger misunderstandings. Another
example of how cross-cultural ‘averaging’ can hamper global management is
a ‘benefit makes it all’ fallacy often regarded by the parties as the main
precondition of a successful communication in global business environment,
making them forget about the polysemy of the term ‘benefit’ in different
cultures. In this case, can one be very much surprised that the dialogue
between business people belonging to different cultures lasts much longer
than it could seem initially and that mutual benefit fades in this situation into
insignificance?
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2. The Idea that communication in international business requires detailed
knowledge of business traditions and customs of the parties. The mutual
respect of the parties towards the historically developed business traditions
and behavioral patterns of each other remains today applicable and important
in establishing successful interaction within the global business environment.
Such traditions embodied, among other issues, in the systems of business
etiquette, are usually a good tester of the cultural sensitivity of the
interlocutors. It is, therefore, no wonder that the parties while preparing for the
meetings with their foreign partners pay special interest to certain business
rituals to which the opposite party can subconsciously attribute increased
attention. The fact is, however, that sometimes the interlocutors pay too much
effort in fitting into the image of each other not to cross an invisible border
between what Molinsky calls “the zone of appropriateness” and “a comfort
zone” (Cliffe, 2015). This finds its reflection, for example, in the excessive (or,
better to say, exaggerated) attention to a blow-by-blow observation of the
forms of business etiquette typical of the business culture of the interlocutor.
In its turn, the exaggerated following of inorganic business etiquette in an
attempt to become closer to a foreign counterparty turns not always
appropriate or, sometimes, rather annoying. There is no doubt that the
knowledge about how to shake hands with the partner from another country
or how to take a business card is important; yet, it is much more essential to
pay more attention to the correct interpretation of psychological peculiarities
of the interlocutor (Rizk, 2014). Moreover, the overconcentration on tiny
cultural rituals can overshadow more general, yet much more useful
information (for example, about the traditional style of negotiations typical of
this or that country).

It is possible to provide examples about other factors that, in practice, lead to the
situations when business partners from different socio-cultural communities, hear but
do not understand each other. It does not look unusual as global business activity is
oversaturated with such situations; however, but the price of such quasi-
communication/pseudo-communication in the international business environment
rather often turns much higher than it is in everyday life.

Finally, in her works, T. Dridze emphasized that effective dialogue often requires a
qualified intermediary able to go beyond the exclusively linguistic (translation)
framework, helping the parties to find consensus in the interaction and thereby
contributing to the transformation of communication into a dialogue. If we extrapolate
these terms to the international business environment, it seems that here we can
primarily talk about the so-called cross-cultural mediation, which we interpret as a set
of communication techniques used by a specialist with the appropriate skills to
facilitate (without personal influence) the dialogue of parties representing different
norm-and-axiological spaces to help them find an optimal solution via the correct
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interpretation of the sociocultural intentions of each other. Essentially, this practice
appeared as a response to the real needs of international business.

According to the results of the American Express Grow Global Survey, among the
main challenges with which the companies going globally need professional
assistance are cultural differences/different business practices (65%) and language
barriers (59%) (American Express, 2016). These data also indicate that T. Dridze's idea
of an intermediary as a translator of meanings (language + culture) retains its practical
use in the field of international business today. This interpretation has much in
common with the idea of G. Raiffa suggesting that, despite the historical tradition of
distinguishing "mediation" and "facilitation", it would be better to use the universal
term — an "external helper" (Raiffa, 2007, pp. 311-312). All this is more than appropriate
for cross-cultural mediators in international business, who, to make the greatest
contribution to the success of the dialogue in the global business environment, not
only help the parties understand each other, but also, based on the interlocutors’
socio-cultural characteristics, predict the occurrence of possible conflicts and develop
a set of measures to prevent them. This is indeed a difficult task, since, unlike
traditional areas where mediation relies more on the rules and common sense of the
interlocutors, cross-cultural mediation deals with situations where the inconsistency of
sociocultural norms and values (as "internalized attitudes and preferences which we
cannot easily change or dismiss" (Weigand, 2010, pp. 68—69)) significantly complicates
or even completely interrupts interaction.

In addition, the "semantic scissors effect" in international business is implemented
not only in negotiations or working with foreign partners: the globalization of business
has already resulted in the appearance of hundreds of companies with international
staff. As observed by S. Glazer at al. (2014), the success of the international team
projects rather often depends on the ability of team members to adjust their behavior
to the norms and values of their colleagues and to interact with other cultures. The
interaction among the employees can also be subject to certain cross-cultural
miscommunication that, in certain cases, can seriously interfere with the further
functioning of their organizations. All this highlights the complexity of the tasks the
cross-cultural mediator faces in international business, making the latter really the kind
of translator of meanings mentioned by T. Dridze.

Cross-cultural mediation: from theory to practical assistance to business dialogue

Reflecting on how a cross-cultural mediator can practically facilitate dialogue in
the international business environment, it is, first of all, necessary to mention that,
regardless of the direction of activities (conflict resolution, facilitation, forecasting),
such a specialist should follow the general principles of work:

a) to determine whether the differences really have a cross-cultural basis;

b) to take measures to prevent the growth of such misunderstandings;

C) to explain to the interlocutors the importance of respecting the values of their
foreign colleagues to achieve common goals in their joint work.
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All the examples given below are taken from the author's working experience in
international companies, where the application of the basics of cross-cultural
mediation and the idea of effective dialogue based on the works of T. Dridze helped
the parties representing different cultures to find mutually acceptable solutions.

1. Conflict resolutions

This is the primary historically developed function of any mediation activity It is
here that the interaction undergoes serious challenges from the sociocultural
stereotypes of the parties which, sometimes, cannot even comprehend the reasons
why well-planned negotiations suddenly collapse or a top-management team
consisting of professionals from different countries gets stuck in meaningless debates.
One more danger here is that sometimes the interlocutors, although admitting the
cultural nature of their misunderstandings, do not consider such a reason sufficient to
be a key-factor to the conflict.

To assist companies to solve the above-mentioned contradictions, a cross-cultural
mediator would propose a series of caucuses, during which the specialist, meeting
individually with each of the conflicting parties, not only impartially analyzes the
situation from the point of view of its sociocultural perception by the interlocutors, but
also, to diffuse any misunderstandings, clarifies to them the peculiarities of the
communication perception of each other. At the same time, it is essential to pay
attention not only to the quality of the proposed solution (although it keeps its primary
importance), but also to the speed of its working out, since any pause in the
interaction in international business can mean significant losses (both financial and
reputational) for managers representing both sides. For instance, being in need of a
new website for the IPO, a Russian holding was negotiating with a web design bureau
from the UK. Suddenly the parties got stuck with the contract which initially had been
considered a purely technical issue. The British side was unprepared to deal with the
Russian business culture which requires verifying every letter of the contract and
leaving the final decision solely to the leader. The parties were seriously considering
the termination of the negotiations, when it was decided to analyze the conflict from
the view of cross-cultural mediation. After working out appropriate solutions, including
the recommendations to the Russian team to appoint only one person responsible for
the project and to the British company to pay special attention to the amendments
proposed by the head of the company, it took the companies only two days to sign the
agreement.

2. Facilitation

A particularly important function of cross-cultural mediation is the assistance to the
interlocutors in building up a productive business dialogue during their interaction. In
contrast to conflict resolution, facilitation finds its practical implementation in the
situations in which the parties take advance care about avoiding possible cultural
clashes in terms of their collaboration. During the interaction between the parties
representing different norm-and-axiological spaces, a mediator, in case of facilitation,
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remains a third-party observer not involved directly in the discussions. However, such
a specialist, by personally presenting in the negotiations, controls the course of the
talks and, in case of necessity, provides the parties with the information regarding the
possible sociocultural interpretations of various communication intentions. Moreover,
a facilitator is always able to put down quickly any cross-cultural misinterpretation,
thus totally meeting the ‘time is money’ expectations of the negotiators.

The author had a good opportunity of seeing how facilitation helped establish a
stable dialogue between the representatives of different cultures during the meetings
of the Board of Directors of an international real estate holding whose top-managers
represented Russia, Belgium, the UK, Cyprus, and the Netherlands. From time to time,
the discussions there led to misunderstandings and even certain conflicts caused by
the misinterpretation of mutual cultural intentions (all this despite the fact that the
absolute majority of the debaters had MBA degrees from leading Western business
schools). In such cases, certain managers, equipped with appropriate knowledge,
acted as facilitators, which, from the first sight, sounds contradicting to the
characteristics of ‘classical’ mediation as the third-party activity. In the meantime, the
common goals that the management wanted to achieve and the necessity to solve
any cross-cultural conflicts extremely fast allowed the members of the Board to
temporary put such managers ‘beyond’ the standard corporate frames. As a result, the
potential conflicts based on cross-cultural misunderstandings were neutralized from
gathering momentum, allowing the multicultural team to continue working productively
to achieve common goals.

3. Forecasting and planning

The traditional interpretation of mediation does not assume preliminary
forecasting for the avoidance of possible conflicts between the parties. On the other
hand, a successful activity in the global business environment means a bit more than
the observance of codified laws and regulations but takes into consideration how the
parties psychologically perceive the culturally-based intentions of each other. Cross-
cultural interaction in business means not only collecting and processing of the
appropriate information, but also working out solutions aiming at preventing possible
cross-cultural conflicts. Here the forecasting work of a cross-cultural mediator with
good knowledge of psychology, history, and culture of different countries on the one
hand, and, on the other hand, certain skills in business planning, management and
marketing can become more than essential to help business activity go smoothly. For
example, during one business forum in Singapore the author witnessed how the
corporate brochures had not arisen any interest among the potential investors from
China. Had there been a cross-cultural facilitator, such nuances as pale colors of the
charts, the abundance of figures, and, on top of all, texts in English without any
translation into Chinese would have never been ignored while preparing for such an
important business event.

The forecasting function of cross-cultural mediation gets its new importance in the
light of the interest of the business community to the research in the field of artificial
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intelligence (Al). Today the companies pay increasing attention on how Al can
contribute to their interaction with customers and are ready for the serious
expenditures to be at the forefront of this tendency. However, such experiments,
although based on the latest technological achievements, also remain vulnerable to
the “semantic scissors effect” in terms of cultural characteristics, since the Al programs
are made by highly skilled professionals who, at the same time, bear their own
sociocultural norms and values which can contradict with those of the users. The
experiments conducted by a group of researchers from Princeton University revealed
that the accurate representation of the culture (including cultural stereotypes) is a
typical characteristic of the programs that use the human language as a source of
learning (Caliskan et al.,, 2017). This undoubtedly opens a new prospective for
mediators in the field of cross-cultural forecasting. Unfortunately, today business
practice has accumulated a fairly large list of examples of cross-cultural contradictions
in human interaction with artificial intelligence in various fields (Klad'ko, 2019). This
undoubtedly opens new perspectives for mediators in the field of cross-cultural
forecasting.

Conclusion

It should be recognized that, today, the business community, realizing the
importance of taking cultural factors into account when building long-term
relationships in the international business environment, is still in no hurry to
unanimously recognize cross-cultural mediation as an important tool in working with
foreign partners, preferring to use such services almost exclusively in cases when
cross-cultural misunderstandings have not only arisen, but have already had the most
negative impact on interaction. Prior to this, the parties representing different norm-
and-axiological spaces often try not even to think about inviting relevant specialists to
facilitate interaction. In this case, it is still difficult to call cross-cultural mediation an
integral part of a successful strategy of companies for their global development.
However, more and more specialists are accumulating a portfolio of successful cross-
cultural mediation practices in global business, and more and more companies
worldwide are beginning to offer their expertise in this area to their clients. This trend
clearly indicates that cross-cultural mediation has already received certain recognition
in the global business community as an effective tool that helps establish dialogic
unity to achieve the desired business goals. On the other hand, it should be noted that
it is still very early to talk about the existence of common approaches and methods
within cross-cultural mediation, which, after many years of successful application,
would be fully recognized both in scientific circles and in business. Only in such a case
all mediation options can be recognized as effective tools in cross-cultural
management for establishing a productive dialogue in global business, turning from an
"emergency assistance tool" to an important element of "preventive assistance" (pre-
planning successful business expansion abroad). And T. Dridze's research on dialogue
seems to provide for this a remarkable methodological basis proven by both scientific
theory and practice.

6
1—’.() © Communications. Media. Design, Vol. 5, N°3, 2020



[Scientific Articles]

Kladko S.S.
The Concept of the Dialogue by T. Dridze as a Relevant Tool for
Cross-Cultural mediation in International Business

REFERENCES

American Express. (2016, September 29). International Markets Provide Growing
Source of Revenue for Small and Mid-sized Companies, According to American
Express Grow Global Survey. https://about.americanexpress.com/all-news/news-
details/2016/International-Markets-Provide-Growing-Source-of-Revenue-for-Small-and-
Mid-sized-Companies-According-to-American-Express-Grow-Global-
Survey/default.aspx

Bose, S. (2016, August 26). 58 Percent of Small Businesses Already Have International
Customers, Survey Finds. Small Business Trends.
https://smallbiztrends.com/2016/08/small-businesses-going-global-survey.html

Caliskan, A., Bryson, J., Narayanan, A. (2017). Semantics derived automatically from
language corpora contain humanlike biases. Science, 356(6334), 183-186.

Cliffe, S. (2015). Companies Don’t Go Global, People Do: An Interview with Andy
Molinsky. Harvard Business Review. https://hbr.org/2015/10/companies-dont-go-
global-people-do

Dewhurst, M., Harris, J., Heywood, S. (2012, June 1). The global company’s challenge.
McKinsey Quarterly. https://www.mckinsey.com/business-functions/organization/our-
insights/the-global-companys-challenge

Dridze, T. M. (1996). Sotsial'naya kommunikatsiya kak tekstovaya deyatel'nost' v
semiosotsologii. [Social communication as text activity in semiosociology].
Obshchestvennye nauki i sovremennost' [Social Sciences and Contemporary World],
22,142-155. [In Russian]. http://ecsocman.hse.ru/text/17779061/

Dridze, T. M. (2000). Eko-antropotsentricheskaya model' sotsial'nogo poznaniya kak
put' k preodoleniyu paradigmal'nogo krizisa v sotsiologii [Eco-anthropocentric model
of social cognition as a way to overcome the paradigm crisis in sociologyl].
Sotsiologicheskie issledovaniya [Sociological research], 2, 20-28. [In Russian].
http://ecsocman.hse.ru/text/19000853/

Glazer, S., Moliner, C., Carmona, C. (2014). An Integrated International Model for
Internationalizing 1/0 Psychology Programs. In R. L. Griffith, L. F. Thompson, B. K.
Armon (Eds.), Internationalizing the Curriculum in Organizational Psychology (pp. 79—
103). Springer. https://doi.org/10.1007/978-1-4614-9402-7

Gudykunst, W. (2003). Cross Cultural and Intercultural Communication. Sage
Publications.

Hall, E. T. (1960). The Silent Language in Overseas Business. Harvard Business
Review. https://hbr.org/1960/05/the-silent-language-in-overseas-business

¢
© Communications. Media. Design, Vol. 5, N°3, 2020 1-’.1


https://about.americanexpress.com/all-news/news-details/2016/International-Markets-Provide-Growing-Source-of-Revenue-for-Small-and-Mid-sized-Companies-According-to-American-Express-Grow-Global-Survey/default.aspx
https://about.americanexpress.com/all-news/news-details/2016/International-Markets-Provide-Growing-Source-of-Revenue-for-Small-and-Mid-sized-Companies-According-to-American-Express-Grow-Global-Survey/default.aspx
https://about.americanexpress.com/all-news/news-details/2016/International-Markets-Provide-Growing-Source-of-Revenue-for-Small-and-Mid-sized-Companies-According-to-American-Express-Grow-Global-Survey/default.aspx
https://about.americanexpress.com/all-news/news-details/2016/International-Markets-Provide-Growing-Source-of-Revenue-for-Small-and-Mid-sized-Companies-According-to-American-Express-Grow-Global-Survey/default.aspx
https://smallbiztrends.com/2016/08/small-businesses-going-global-survey.html
https://hbr.org/2015/10/companies-dont-go-global-people-do
https://hbr.org/2015/10/companies-dont-go-global-people-do
https://www.mckinsey.com/business-functions/organization/our-insights/the-global-companys-challenge
https://www.mckinsey.com/business-functions/organization/our-insights/the-global-companys-challenge
http://ecsocman.hse.ru/text/17779061/
http://ecsocman.hse.ru/text/19000853/
https://doi.org/10.1007/978-1-4614-9402-7
https://hbr.org/1960/05/the-silent-language-in-overseas-business

[Scientific Articles]

Kladko S.S.
The Concept of the Dialogue by T. Dridze as a Relevant Tool for
Cross-Cultural mediation in International Business

Hofstede, G. (2011). Dimensionalizing Cultures: The Hofstede Model in Context. Online
Readings in Psychology and Culture, 2(1). https://doi.org/10.9707/2307-0919.1014

Klad'ko, S. S. (1999). Yadro i periferiya v sotsiokul'turnom prostranstve, vzaimodeystvie
supersistem [Core and periphery in socio-cultural space, interaction of supersystems].
Mir psikhologii [The World of Psychology], 4(20), 130-138. [In Russian].

Klad'ko, S. S. (2019). Kross-kul'turnye aspekty vzaimodeystviya «chelovek—
iskusstvennyy intellekt»: ot psevdokommunikatsii k dialogu [Cross-cultural aspects of
"human-artificial intelligence" interaction: from pseudo-communication to dialogue]. In
I. V. Annenkova, M. A. Pilgun (Eds.), Novaya kul'tura kommunikatsiy v usloviyakh
tsifrovoy i sotsiokul'turnoy globalizatsii: pravo, media i natsional'naya identichnost' (pp.
226-233) [New culture of communications in the conditions of digital and socio-
cultural globalization: law, media and national identity]. Collection of materials of the
International scientific and practical conference (Moscow, November 14-15, 2018).
Institute of legislation and comparative law under the Government of the Russian
Federation. [In Russian].
https://www.researchgate.net/publication/337423851_Kross_kulturnye_aspekty_vzai
modejstvia_celovek-iskusstvennyj_intellekt_ot_psevdokommunikacii_k_dialogu

Molinsky, A. (2013, April 3). Common Language Doesn’t Equal Common Culture.
Harvard Business Review. https://hbr.org/2013/04/common-language-doesnt-equal-c

Pable, A., Hutton, C. (2015). Signs, Meanings and Experience. Integrational
Approaches to Linguistics and Semiotics. De Gruyter.

Raiffa, H. (2007). Negotiation Analysis. The Science and Art of Collaborative Decision
Making. Belknap Press.

Rizk, C. (2014, November 10). Erin Meyer Can Make Your Global Team Work.
Strategy+Business. https://www.strategy-business.com/article/002827gko=38b19

Trompenaars, F., Hampden-Turner, C. (2003). Riding the Waves of Culture.
Understanding Cultural Diversity in Business. Nicholas Brealey Publishing.

Trompenaars, F., Woolliams, P. (2004). A new paradigm for Marketing Across Cultures.
Marketing Insights. https://issuu.com/thtconsulting/docs/anew-paradigm-for-marketing-
across-cultures

Weigand, E. (2009). Language as a Dialogue. John Benjamins.
Weigand, E. (2010). Dialogue. The Mixed Game. John Benjamins.

‘)¢)
iyl © Communications. Media. Design, Vol. 5, N°3, 2020


https://doi.org/10.9707/2307-0919.1014
https://www.researchgate.net/publication/337423851_Kross_kulturnye_aspekty_vzaimodejstvia_celovek-iskusstvennyj_intellekt_ot_psevdokommunikacii_k_dialogu
https://www.researchgate.net/publication/337423851_Kross_kulturnye_aspekty_vzaimodejstvia_celovek-iskusstvennyj_intellekt_ot_psevdokommunikacii_k_dialogu
https://www.strategy-business.com/article/00282?gko=38b19
https://issuu.com/thtconsulting/docs/anew-paradigm-for-marketing-across-cultures
https://issuu.com/thtconsulting/docs/anew-paradigm-for-marketing-across-cultures

i O

. o gro . /‘”‘YA§>\‘
[Scientific Articles] W/?g;’%?sg%}\\‘\}\\\,
Kladko S.S. //n»{’",{lg!, :‘\,};ﬁ‘i\\\\\
The Concept of the Dialogue by T. Dridze as a Relevant Tool for ' {\l\(\!!“g{“ n':i'}(),,,l)}}i
Cross-Cultural mediation in International Business \ \\\\s\y&‘l = g{/]!ll/l////h
N

KOHLEMUMA ANANOIrA no T. M. APUASE: AKTYA/1bHbIN
MHCTPYMEHT KPOCC-KY/IbTYPHOW MEOVALINM B
MEXAYHAPOAOHOM BU3HECE
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AHHOTaAUMSA:

B HacTtoqAweln cratbe, MNOCBSALWEHHOW MaMsaATM 3aMedaTeslbHOro pPOCCUNCKOro
ydeHoro T. M. [puase, npegnpuHuUMaeTcsa MonbiTka MNpoaHannu3nMpoBaTb
O3BYYEHHbIE €10 MOoYTU TpMAaLaTh NeT Ha3ad UAEN O ANanore Kak KOHTaKTe CMbIC/OB
B OTHOWEHUM MX MNPUMEHMMOCTM K peasinsiM COBPEMEHHOIo MeXAyHapOoO4HOro
6usHeca. [1na oTBeTa Ha NOCTaB/IEHHbI BOMPOC aBTOP COMOCTaBNSAET OCHOBHbIE
MOMOXEHNS yCrewHoro ananora, copmynmpoBaHHblie T. M. [lpuase B ee paboTax
no CEMUOCOLMOMNCUXONOrNN, C COBPEMEHHBIMU UCCefoBaHUSAMM B 06/1acTu
Avanora n KpoCC-KyNbTypPHOrO MEHEMKMEHTa, a Takxke npeasaraet pacluMpEHHYIO
MHTEpnpeTauntio AeaTenbHOCTU NocpeHnKa-«nepesogynka» B nogo6bHoM guanore
C TOYKMU 3PEHUSA KPOCC-KYNbTypHON Meamnaumn. CraTbs TakXe COAEPXMUT npumeps
npakTnyeckom anpobaunm NHCTPYMEHTOB KPOCC-KY/1bTYPHON Meamaumm B peanbHOM
OusHec-cpege, MNpuM 3TOM OMNUCbIBAEMblE KEWCbl BO MHOIMOM MOATBEPXAAT
NpaKTU4YecKyto MPUMEHNMMOCTb nccnegosanum T. M. Opuase B obnactn guanora.
YnomuHaeMble B paboTe NpeanioxXeHnsa Moryt NpUMeHAaTbCa N9 yperynmpoBaHua
MEXKY/bTYPHbIX HEQOMOHUMAHMN B MeXAyHapogHoMm Ou3Hece, B 4acTHOCTW npu
npoBeAeHNNn MeXAyHapoAHbIX CAEMOK MO CAUAHMIO U MOMNOLWEHNIO, YNPaBAEeHUIO
KPOCC-KY/bTYpPHbIMM paboyMmu rpynnaMm, a Takxke pas3paboTke anroputMoB
NCKYCCTBEHHOIO MHTENMEKTA A/19 KPOCC-KY/bTYPHbIX CEPBUCOB.

KniouyeBble cnoBa: KPOCC-KY/NbTypHaa Meanauns, KpOCC-KybTyPHbIR MEHEOXMEHT,

OpraHM3aLMOoHHOE MoBeAeHMEe, MEXKY/NbTYpHas KOMMYHMKALUUA, MEXKYNbTYpPHbI
avanor.
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