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palavras-chave

resumo

comunicação empresarial, Inglês para negócios, línguas estrangeiras, as
barreiras linguísticas, internet, e-mails e websites.

De todas as formas, da atividade humana,um dos fatores mais importantes é a
linguagem. A língua é a principal componente da cultura, assim como umdos
importanes meios de comunicação. Ao fazer negócios no exterior, como regra,
um dos problemas mais urgentes será a comunicação.É por isso que hoje em
dia o uso da linguagem é muito importante e essa importância nunca foi maior
do que hoje.No século 21, período de globalização, internet e cultura do
conhecimento a diversidade de línguas estrangeiras não é um luxo nem um
privilégio, é um negócio e necessidade de carreira. Organizações
multinacionais, organizações transnacionais e até mesmo aqueles que usam
operações de exportação e importação, são geralmente multiligue e
caracterizadas pela diversidade de linguagem. Para funcionarem de forma
eficaz, essas empresas também devem compreender o ambiente sóciopolítico, cultural economica e a legislação desses países.
Nesta dissertação o autor analisou os principais aspectos e problemas da
gestão de comunicação internacional, e o uso de Inglês em empresas
portuguesas.
O principal objecto desta pesquisa foi saber como as empresas portuguesas
reagem a e-mails, recebidos em Inglês. Relativamente ao período de 3 meses,
o autor fez a investigação, olhou para as empresas, os seus e-mails e sites e,
em seguida enviou questionarios a essas empresas, em Inglês e em
Portugues. Todos os resultados e discussão são apresentados na obra.

keywords

business communication, business English, foreign languages, language
barriers, internet, e-mails and websites.

abstract

In any non-trivial form of human activity one of the most significant factors is
the language factor. Language is the main component of culture, as well as the
most important means of communication. When doing business abroad, as a
rule, one of the most pressing problems will be communication. That is why
nowadays language use is very important and this importance has never been
greater than today. In the 21st century, in the period of globalization, internet
and cultural diversity knowledge of foreign language is not a luxury and not a
privilege it is a business and career necessity. Multinational organizations,
transnational organizations and even those which use export and import
operations are usually multilingual and characterized by high language
diversity. To function effectively such companies must also understand the
socio-political, cultural, economic and regulatory environment of the countries
they operate in.
In this dissertation the author analyzed the main aspects and problems of
international management, communication and the use of English in
Portuguese companies.
The main aim of this research was to know how Portuguese companies react to
e-mails, received in English. For 3 months period the author made the
investigation, looked for companies, their e-mails and websites, and then sent
questionnaires to these companies, in English and then in Portuguese. All the
results and discussion are presented in the work.
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Introduction
Business English is the language in which businessmen and managers, secretaries and
translators communicate with each other. Business English is the language of deals and
contracts, meetings and presentations.
Fluency in English opens up for you more opportunities in career development. Today
business correspondence in English helps to establish contacts with foreign partners. Whereas
before, when the internet was just beginning to develop, it was very difficult to find partners
from other countries. But now, when you can negotiate with people for mutually beneficial
cooperation on e-mail, it is very important to know English.
In business community success largely depends on its ability to conduct business
negotiations - both orally and in writing. Business correspondence is one of the most
important components of the business. Professional competence of employees of any large
company characterizes the ability to correctly make a business letter in English. Sometimes in
the business world it is very difficult to correctly formulate your thoughts and sometimes
when people do not have problems in conversation they can be lost in front of a sheet of paper.
The written presentation of ideas - it's almost a blindly game, when it is impossible to control
the other person as well as through the personal contact.
Business letter is your calling card and it is important to make a favorable impression
on the foreign counterparts, especially when you just come in contact.
Business letter is a reflection of your company and you should always remember that a
business letter should be:
•

clear and understandable (on business);

•

short (not long);

•

correct (literate);

•

completed;

•

and polite.
Today, email-correspondence is one of the most important things in business

communications. And if you want to be successful on the international market you should
know how to do it.

In the dissertation the author has the aim to research the ability of Portuguese
companies, which have business with companies from other countries, to understand, read and
answer the received emails in English. The main objectives are to find out if such companies
receive emails in English, how many and how often and if they answer on them, also to know
if the executives of the company can do it without interpreters and how well.
On the other side the author would like to make a research about the company’s web
sites and to analyze the use of English in the English version pages.
A lot of people have written about the use of languages in the world. But day after day
this topic is becoming more significant because of the internet developing. Nowadays internet
is everywhere and without it is almost impossible to communicate internationally.
“Most people have been using e-mails for less than a decade and they are unaware of the
factors which have to be respected if their messages are not to be misunderstood. Often, the first
indication that they have misconstracted a message comes when they receive unpalatable response
from the recipient,” (Crystal 2002).

Every day more a more people are using e-mails for communication. They write in
English, because they want to be understandable all over the world.
”Electronic mail, for example, is expected to be a dominant activity, even when the Web
has matured, for it supports communities much in the way that newsgroups do…Employees today,
as a result of new working practices, have to adopt a wide variety of language styles… Not
surprisingly, demands on an employee`s competence in English are rising,” (Graddol 1997).

Nowadays people speak English everywhere, from airports and hotels to the United
Nations meetings and science conferences. That is why a lot people on our planet are learning
English at schools and universities.
”In the absence of sufficient language capability and without the time or finances to adopt
a training or corporate language approach, companies become heavily dependent upon their scarce
linguistically personnel. These key personnel become informal “language nodes” establishing
themselves as the default communications channel between the company and the external world…
Language interfaces in these business will trigger problems of miscommunication, uncertainly,
mistrust and conflict and unless these problems are professionally managed, they will bring
detrimental consequences for the business and its relationships,” (Feely, A., Harzing, A., 2002).

The methodology of this dissertation consists of finding necessary information,
reading, and analyzing the books, articles and essays.
The author made a questionnaire and sent it to the Portuguese companies. Then
analyzed received information and made conclusions. Besides the author investigated the
company’s websites, found mistakes in the use of English and also made some conclusions.
The results of this research showed the role of use of English and its importance for the
Portuguese companies. The author found out the ability of Portuguese companies, which have
business with companies from other countries, to understand, read and answer the received
emails in English. Also got statistic information and analyzed the use of English in the English
version websites. The received results will be useful because English, whether we like it or
not, it's good or bad - is the language of international business.

1. English as a universal international language
The sum of human wisdom is not contained in any one language,
and no single language is capable of expressing
all forms and degrees of human
comprehension.
Ezra Pound
A few years ago, English was perceived by all as a foreign language. But over time the
role of English has increased so much that it is now considered worldwide and international.
In the words of Stephen George: “There is no truth in intercultural communication,” (George
1998: 26).
“This is an exciting time, for linguist observers of the world scene. No language has ever
had such global exposure as English has, so there are no precedents for what is currently taking
place. We do not know what happens to a language when it becomes a genuinely world language –
recognised as a prestige language in all countries, and used in aggregate by more people (especially
as a second or foreign language) for more purposes than any other language,” (Crystal 1997: 9).

It is the language of computers, science, business, sport and politics. Most business
conferences and presentations, political summits and scientific conferences are conducted in
English.
It is spoken all over the world. It is the official language of the United Kingdom, the
United States of America, Australia and New Zealand. English is one of the two official
languages of Canada, Ireland and Malta. English is widely used in India, China and Pakistan.
“The number of people who use English as a first language must currently be about 400
million – more accurately, between 350 and 450 million…It should also be noted, in passing that,
of this 400 million people, about 230 million of them live in the USA – well over half. 56 million
live in the UK - very much a minority dialect of the world English now,” (Crystal 1997: 9).

The whole information about native speakers of English incorporating by Crystal
is presented in Table 1. There 41 country and more than 337 million people.
Table 1 Native speakers of English (in thousands)
Antigua and Barbuda

61

Papua New Guinea

120

Australia

15,316

Philippines

15

Bahamas

250

Puerto Rico

110

Barbados

265

Sierra Leone

450

Belize

135

St Kitts and Nevis

39

Bermuda

60

St Lucia

29

Brunei

10

St Vincent and Grenadines

111

Canada

19,700

Singapore

300

Cayman Is

29

South Africa

3,600

Gibraltar

25

Sri Lanka

10

Grenada

101

Suriname

258

Guam

56

Trinidad and Tobago

1,200

Guyana

700

UK (England, Scotland, N.Ireland, Wales.)

56,990

Hong Kong

125

UK Islands(Channel, Man)

217

India

320

US

226,710

Irish Republic

3,334

Virgin Is (British)

17

Jamaica

2,400

Virgin Is ( US)

79

Liberia

60

Zambia

50

Malaysia

375

Zimbabwe

250

Montserrat

11

Namibia

13

New Zealand

3,396

Source: Crystal (1997)
Table 2 shows the data about the second language speakers of English according to D.
Graddol (2000). There are 63 countries where more than 286 million people use English as a
second language for communication.

Table 2 Second language speakers of English (in thousands)
Australia

2,084

Nepal

5,927

Bahamas

25

New Zealand

150

Bangladesh

3,100

Nigeria

43,000

Belize

30

Northern Marianas

50

Bhutan

60

Pakistan

16,000

Botswana

620

Palau

16.300

Brunei

104

Papua New Guinea

28,000

Cameroon

6,600

Philippines

36,400

Canada

6,000

Puerto Rico

1,746

Cook Is

2

Rwanda

24

Dominica

12

St Lucia

22

Fiji

160

Samoa(American)

56

Gambia

33

Samoa(Western)

86

Ghana

1,153

Seychelles

11

Guam

92

Sierra Leone

3,830

Guyana

30

Singapore

1,046

Hong Kong

1,860

Solomon Is

135

India

37,000

South Africa

10,000

Irish republic

190

Sri Lanka

1,850

Jamaica

50

Surinam

150

Kenya

2,576

Swaziland

40

Kiribati

20

Tanzania

3,000

Lesotho

488

Tonga

30

Liberia

2,000

Tuvulu

600

Malawi

517

Uganda

2,000

Malaysia

5,984

UK

1,100

Malta

86

US

30,000

Marshall Is

28

US Virgin Is

10

Mauritius

167

Vanuatu

160

Micronesia

15

Zambia

1,000

Namibia

300

Zimbabwe

3,300

Nauru

9,400

Source: Graddol 2000:11

“Using a tripartite division as a starting point for analysis, we can find English spoken as a
first language in over 30 territories (Table 1).Crystal (1997) calculates that world-wide there are a
little over 377 million speakers of English as a first language, including creole,” (Graddol
2000:11).

Nowadays the data has changed a bit. There are 56 countries in the world where
English is an official language. Table 3 shows what are they, the region and the population.

Table 3 Countries where English is an official language
Country
Antigua and Barbuda
Bahamas, The
Barbados
Belize
Botswana
Cameroon
Canada
Dominica
Eritrea
Ethiopia
Fiji
The Gambia
Ghana
Grenada
Guyana
India
Ireland
Jamaica
Kenya
Kiribati
Kingdom of the Netherlands
Lesotho
Liberia
Malawi
Malta
Marshall Islands
Mauritius
Federated States of Micronesia
Namibia
Nauru
Nigeria
Pakistan
Palau

Region
Caribbean
Caribbean
Caribbean
Central America / Caribbean
Africa
Africa
North America
Caribbean
Africa
Africa
Oceania
Africa
Africa
Caribbean
South America / Caribbean
Asia
Europe
Caribbean
Africa
Oceania
Caribbean (and Europe)
Africa
Africa
Africa
Europe
Oceania
Africa / Indian Ocean
Oceania
Africa
Oceania
Africa
Asia
Oceania

Population
85,000
331,000
294,000
288,000
1,882,000
18,549,000
33,531,000
73,000
5,224,000
82,101,998
827,900
1,709,000
23,478,000
106,000
738,000
1,143,540,000
4,581,269
2,714,000
37,538,000
95,000
17,000,000
2,008,000
3,750,000
13,925,000
412,600
59,000
1,262,000
111,000
2,074,000
10,000
148,093,000
165,449,000
20,000

Papua New Guinea
Philippines
Rwanda
Saint Kitts and Nevis
Saint Lucia
Saint Vincent and the
Grenadines
Samoa
Seychelles
Sierra Leone
Singapore
Solomon Islands
South Africa
South Sudan
Sudan
Swaziland
Tanzania
Tonga
Trinidad and Tobago
Tuvalu
Uganda
Vanuatu
Zambia
Zimbabwe

Oceania
Asia
Africa
Caribbean
Caribbean

6,331,000
90,457,200
9,725,000
50,000
165,000

Caribbean

120,000

Oceania
Africa / Indian Ocean
Africa
Asia
Oceania
Africa
Africa
Africa
Africa
Africa
Oceania
Caribbean
Oceania
Africa
Oceania
Africa
Africa

188,359
87,000
5,866,000
4,839,400
506,992
47,850,700
8,260,490
31,894,000
1,141,000
40,454,000
100,000
1,333,000
11,000
30,884,000
226,000
11,922,000
13,349,000

As English is the world's first universal language - it is the mother tongue of 500
million people in 12 countries around the world. This is much less than somewhere around
900 million speakers of Mandarin, - but another 600 million speak English as a second
language. Several hundred million more have some knowledge of English, - as it has a formal
or semi-official status in about 62 countries. While there may be the same number of people
who speak different dialects of Chinese, English, is without question, more widely distributed
geographically and is therefore, more versatile than Chinese. Added to which its use is
growing at an amazing pace.
More than 1.5 billion people speak English and one billion study it. English, which is
the most taught language, does not replace any other language it complements it. 300 million
Chinese - more than the entire population of the United States – are taught English. In 90
countries, English is a second language or widely studied. In Hong Kong, nine out of ten
students in secondary schools are learning English. In France in public secondary schools it is

necessarily to study four years of English or German, the majority - at least 85% - choose
English. In Japan, students must study English for six years before high school graduation.
In Russia studying foreign languages is necessary and most children study English. In
Norway, Sweden and Denmark children must learn English. Among all European countries,
besides Britain, the Netherlands ranks first in the number of people with knowledge of the
English language. Since Portugal joined the European Community the demand for English
classes replaced the demand for French lessons.
“English is currently the most widely studied foreign language in the European Union
(EU): Figure shows proportions of school students studying English against other languages. It is
dominance unlikely to be challenged in the immediate future,” (Graddol 2000:44).

Figure 1 shows the proportion of all school students studying modern languages
in Europe. According to this figure 60,3% of students study English, 30,4% study
French, 5,2% - German, 3,5% - Spanish and 0,6% study other languages.

Figure 1 Proportion of all school students studying modern languages in Europe
Proportion of all school students studying modern languages
in Europe
5,20%

3,50%

0,60%

60,30%
30,40%

English
French
German
Spanish
other

Source: Graddol 2000: 45

English is one of the six official UN languages. English is the language of international
communication, business language, the language of the internet. If you know English, a large
number of people all over the world will understand you. The map of nations using English as
an official language or as the predominant language you can see in Figure 2.

Figure 2 Map of nations using English as an official language or as the predominant
language

English is dominated by the analytical expressions of grammatical meaning. The order
of words is mostly consistent. Writing using the Latin alphabet was established in the 7th
century (in ancient times additional letters were used, - but they all fell out of use). About
languages and their role in the world see attachment A.

1.1. The role of English and other languages in the world
English is the language of international relations and business. International contacts
are constantly expanding, and therefore a practical foreign language, particularly English as a
language of international communication becomes an extremely important issue. The ability to
communicate fluently in English, provides vast opportunities for international cooperation,
and also provides an opportunity to exchange experiences with foreign colleagues.

Knowledge of English is a criteria needed for a successful career. It is believed that in
a few years, with employment in a prestigious job, the profiles of candidates without any
knowledge of English will not even be considered.
If you know English, you can communicate with businessmen from all over world at
the same time. For example, if you have a conference meeting with people from different
countries.
As English is the language of business it will be useful:
•

for

•

for working in international companies;

•

in employment, since many companies today are working closely with foreign

businessmen wishing to enter the international market;

suppliers and customers;
•

for obtaining good positions and advancing in careers;

•

in creating blogs and Web sites in English;

•

in opening your own business.

English language skills will help you:
•

to study in prestigious foreign universities;

•

to

read and understand the interesting and necessary literature, papers,

magazines and original books by great writers;
•

to watch satellite TV programs;

•

to find information in the internet in English on the English language sites;

•

to participate in international competitions and conferences.

Table 4 shows the most recent data about English speakers in the world by country.

Table 4 English speakers (most recent) by country
Rank
1
2
3
4
5
6
7

Countries
United States:
India:
United Kingdom:
Canada:
Australia:
South Africa:
New Zealand:

Amount
280,000,000
100,000,000
55,000,000
17,100,000
15,682,000
3,500,000
3,213,000

8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
45
45
45
45
45
45
45

Ireland:
Zimbabwe:
Singapore:
Israel:
Sri Lanka:
Puerto Rico:
Liberia:
Bermuda:
Papua New Guinea:
Zambia:
Philippines:
Guam:
Malawi:
Barbados:
Namibia:
Cayman Islands:
Honduras:
Virgin Islands:
Brunei:
Fiji:
Micronesia, Federated States of:
Gibraltar:
Mauritius:
Malta:
Midway Islands:
British Virgin Islands:
Falkland Islands (Islas Malvinas):
Ethiopia:
Vanuatu:
Wake Island:
Norfolk Island:
Seychelles:
American Samoa:
Cook Islands:
Nauru:
Kiribati:
Saint Pierre and Miquelon:
Kenya:
Tanzania:
Belize:
Ghana:
Nigeria:
Rwanda:
Niue:
Uganda:

2,600,000
375,490
227,000
100,000
97,000
82,000
69,000
58,800
50,000
41,434
32,802
28,800

16,000
13,000

10,941
9,200
9,000
8,414
8,000
4,929
3,540
3,300
3,000
2,400
2,256
2,000
1,991
1,986
1,900
1,730
1,678
1,601
1,248
683
564
338
188
0
0
0
0
0
0
0
0

Total:
478,367,213
Weighted average:
9,199,369,5
Source: http://www.nationmaster.com/graph/lan_eng_spe-language-english-speakers

If you love tourism and travelling, the English language will enable you to
communicate freely in almost any country, and easily read the information signs. You can go
anywhere without being afraid that other people will not understand you. In Figure 3 is
presented the percentage of English speakers by country.

Figure 3 Percentage of English speakers by country.

Percentage of English speakers by country.
80-100%
60-80%
40-60%
20-40%
0-20%
Source: http://en.wikipedia.org/wiki/List_of_countries_by_English-speaking_population
English is the language of the Information Age. Computers talk to each other in
English. More than 80% of all the information in more than 150 million computers around the
world is stored in English. Eighty-five percent of all international calls are made in English, as
well as three-quarters of the global mail, telexes and telegrams. Instructions to computer
programs and the programs themselves are often in English only. Once the language of

science was German, today 85% of all scientific papers are published first in English. More
than half of the world's technical and scientific periodicals are published in English, which is
also the language of medicine, electronics and space technology.
“Worldwide, English is the most popular language of publication. Figure 1 shows the
estimated proportion of titles published in different languages in the early 1990s,” (Graddol
2000: 9). In the figure 4 is presented the proportion of the world’s books annually published in
each language.

Figure 4 The proportion of the world’s books annually published in each language
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The internet is unthinkable without the English language!
“Although the ultimate "language" of the computer consists of digital zeroes and ones, the
language of users, including programmers, is and must be one of the thousands of existing
languages of the world. In fact, however, virtually all programming languages, all operating
systems, and most applications are written originally in English, making language a "non-issue" for
the approximately seven percent of the world's population that speaks, reads and writes fluent
English”, (Keniston 1999).

The internet is trying to improve the fact that other languages are not so well
represented and we can expect this to change in the near future. Here is presented the map of
the languages of the world.

Figure 5 Languages of the world

As you can see the most using languages in the world are:
•

In North America - English 70%, Spanish 9%, French 3%, Chinese 1% and other
languages 17%.

•

In South America – Spanish 58%, Portuguese 33%, Creole 2%, English 1% and other
languages 6%.

•

In Africa – Arabic 17%, Swahili 8%, French 6%, English 4%, Kwa 4%, Hausa 3% and
other languages 58%.

•

In Asia – Chinese 34%, Hindustani 12%, Bengali 8%, Indonesian 6%, Japanese 3%,
Punjabi 3% and other languages 34%.

•

In Europe – Russia 22%, German 12%, Turkish 9%, English 8%, Italian 8%, French
8%, Polish 6%, Spanish 6%, Ukrainian 4% and other languages 17%.
Table 5 shows top 30 languages by number of native speakers.

Table 5 Top 30 Languages by Number of Native Speakers
1.

Language
Mandarin
Chinese

Approximate of speakers
NATIVE: 873 million
2nd: 178 million
TOTAL: 1.051 billion
NATIVE: 370 million
2nd:120 million
TOTAL: 490 million
NATIVE: 350 million
2nd: 70 million
TOTAL: 420 million

2.

Hindi

3.

Spanish

4.

English

NATIVE: 340 million
TOTAL: 510 million

5.

Arabic

NATIVE: 206 million
2nd: 24 million
TOTAL: 230 million
[World Almanac est.
total 255 million]

6.

Portuguese

7.

Bengali

NATIVE: 203 million
2nd: 10 million
TOTAL: 213 million
NATIVE: 196 million

Where is it spoken as an official language?
OFFICIAL: People's Republic of China, Republic of China,
Singapore
OFFICIAL: India, Fiji
OFFICIAL: Argentina, Bolivia, Chile, Colombia, Costa Rica,
Cuba, Dominican Republic, Ecuador, El Salvador, Equatorial
Guinea, Guatemala, Honduras, Mexico, Nicaragua, Panama,
Paraguay, Peru, Spain, United States (New Mexico, Puerto
Rico, Uruguay, Venezuela
OFFICIAL: Antigua and Barbuda, Australia, The Bahamas,
Bangladesh, Barbados, Belize, Botswana, Brunei, Cameroon,
Canada, Dominica, Ethiopia, Eritrea, Fiji, The Gambia, Ghana,
Grenada, Guyana, Hong Kong (People's Republic of China),
India, Ireland, Jamaica, Kenya, Kiribati, Lesotho, Liberia,
Malawi, Maldives, Malta, Marshall Islands, Maritius,
Micronesia, Namibia, Nauru, New Zealand, Nigeria, Pakistan,
Palau, Papua New Guinea, Philippines, Rwanda, Saint Kitts and
Nevs, Saint Lucia, Saint Vincent and the Grenadines, Samoa,
Seychelles, Sierra Leone, Singapore, Solomon Islands, Somolia,
South Africa, Sri Lanka, Swaziland, Tanzania, Tonga, Trinidad
and Tobago, Tuvalu, Uganda, United Kingdom, United States,
Vanuatu, Zambia, Zimbabwe.
OFFICIAL: Modern Standard Arabic: Algeria, Bahrain, Chad,
Comoros, Djibouti, Egypt, Eritrea, Iraq, Israel, Jordan, Kuwait,
Lebanon, Libya, Morocco, Niger, Oman, Palestinian Territories,
Quatar, Saudi Arabia, Somalia, Sudan, Syria, Tunisia, United
Arab Emirates, Western Sahara, Yemen. | Hasaniya Arabic:
Mauritania, Senegal
NATIONAL: Mali
Note: These figures combine all the varieties of Arabic. Some
data sources, e.g. CIA World Fact Book, World Almanac,
Ethnologue, treat these varieties as separate languages.
OFFICIAL: Angola, Brazil, Cape Verde, East Timor, GuineaBissau, Macau (People's Republic of China), Mozambique,
Portugal, São Tomé e Príncipe.
OFFICIAL: Bangladesh, India (Tripura, West Bengal)

8.

Russian

9.

Japanese

10.

German

11.

Panjabi

12.
13.
14.

Javanese
Korean
Vietnames
e

15.

Telugu

16.

Marathi

17.

Tamil

18.

French

19.

Urdu

20.

Italian

21.

Turkish

22.
23.

Persian
Gujarati

24.
25.
26.
27.

Polish
Ukrainian
Malayalam
Kannada

TOTAL: 215 million
NATIVE: 145 million
2nd: 110 million
TOTAL: 255 million
NATIVE: 126 million
2nd: 1 million
TOTAL: 127 million
NATIVE: 101 million
2nd: 128 million
TOTAL: 229 million
Western: 60 million
Eastern: 28 million
TOTAL: 88 million
76 million
71 million
NATIVE: 70 million
2nd: 16 million
TOTAL: 86 million
NATIVE: 70 million
2nd: 5 million
TOTAL: 75 million
NATIVE: 68 million
2nd: 3 million
TOTAL: 71 million
NATIVE: 68 million
2nd: 9 million
TOTAL: 77 million
NATIVE: 67 million
2nd: 63 million
TOTAL: 130 million

NATIVE: 61 million
2nd: 43 million
TOTAL: 104 million
61 million
NATIVE: 60 million
2nd: 15 million
TOTAL: 75 million
54 million
46 million
46 million
39 million
37 million
NATIVE: 35 million
2nd: 9 million

OFFICIAL: Abkhazia (part of Georgia), Belarus, Kazakhstan,
Kyyrgyzstan, Russia, Transnistria (part of Moldova).
OFFICIAL: Japan, Palau
OFFICIAL: Austria, Belgium, Germany, Italy (South Tyrol),
Liechtenstein, Luxembourg, Poland, Siwtzerland
OFFICIAL: India (Punjab)
NATIONAL: Pakistan
OFFICIAL: Indonesia (esp. Java)
OFFICIAL: North Korea, South Korea
OFFICIAL: Vietnam
OFFICIAL: India (Andhra Pradesh)
OFFICIAL: India (Daman and Diu, Goa, Maharashtra)
OFFICIAL: India (Tamil Nadu), Singapore, Sri Lanka
OFFICIAL or NATIONAL: Belgium, Benin, Burkina Faso,
Burundi, Cameroon, Canada, Central African Republic, Chad,
Comoros, Congo-Brazzaville, Congo-Kinshasa, Côte d'Ivoire,
Djibouti, Equatorial Guinea, France, French Polynesia, Gabon,
Guernsey, Guinea, Haiti, India (Karikal, Pondicherry), Italy,
Jersey, Lebanon, Luxembourg, Madagascar, Mali, Martinique,
Mauritius, Mayotte, Monaco, New Caledonia, Niger, Rwanda,
Senegal, Seychelles, Switzerland, Togo, United States
(Louisiana), Vanuatu.
OFFICIAL: India (Jammu and Kashmir), Pakistan.
OFFICIAL: Croatia (Istria Country), Italy, San Marino,
Slovenia, Switzerland.
OFFICIAL: Bulgaria (Kurdzhali Province and areas of South
and East Bulgaria), Cyprus, Turkish Republic of Northern
Cyprus, Turkey
OFFICIAL: Afghanistan, Iran, Tajikistan.
OFFICIAL: India (Gujarat, Daman and Diu, Dadra and Nagar
Haveli).
OFFICIAL: Poland
OFFICIAL: Ukraine, Transnistria (part of Moldova).
OFFICIAL: India (Kerala, Lakshadweep, Mahe).
OFFICIAL: India (Karnataka).

28.
29.

Oriya
Burmese

30.

Thai

TOTAL: 44 million
32 million
NATIVE: 32 million
2nd: 10 million
TOTAL: 42 million
NATIVE: 20 million
2nd: 40 million
TOTAL: 60 million

OFFICIAL: India (Orissa).
OFFICIAL: Myanmar.
OFFICIAL: Thailand.

Source: Ethnologue: Languages of the World, 15th ed. (2005) & Wikipedia.org.
(http://www.vistawide.com/languages/top_30_languages.htm)
English is the language of international business. When a Japanese businessman makes
a deal anywhere else in Europe, it is likely that the negotiations are conducted in English. On
industrial goods indicated in the English language country of production: "Made in Germany",
not "Fabriziert in Deutschland". "Datsan" and "Nissan” have written memoranda of
international English. Back in 1985 80% of Japanese employees, "Mitsui & K" could speak,
read and write in English. "Toyota" provides English language courses right on the job.
Classes are conducted in English in Saudi Arabia for employees of "Aramco" and on three
continents for the employees of the bank "Chase Manhattan". All employees of the firms
"Tetrapak", "IBM" are required to know English well.
The international language of "Iveco", an Italian manufacturer of trucks is English.
"Philips", the Dutch company that produces electronics, all the board meetings are held in
English. The French company "Cap Gemini Sogeti Ca," one of the world's largest
manufacturers of computer software, has announced its official language is English. When
calling the Paris headquarters of "Alkatel", the second largest telecommunications network in
the world, the operator answers the telephone, not in French but in English, and it sounds like:
"Alkatel, Good Morning." When the French concede on the issue of language, it is really
something irreversible.
English dominates in transport and the media. English is the language of travel and
communication on international routes. All international airports, pilots and dispatchers speak
English. The navy uses flags and light signals, but "if the ship would have to communicate
verbally, they would have found a common language, which probably would have been
English," - says an employee of the American Maritime Border Guard Uerner Sims.

Five major broadcasters - C-PBS, CNN, BBC, ABC, BBC, BBC B, and C-BBC
(Canadian broadcaster) - cover a potential audience of approximately 500 million people
through broadcasts in English. It is also the language of satellite television.
English has replaced other European languages for many centuries. English has
replaced French as the language of diplomacy; it is the official language of international aid
organizations such as Oxfam and "Save the Children", UNESCO, NATO and the UN.
English is the official or semi-official language of 20 African countries, including
Serra Leone, Ghana, Nigeria, Liberia and South Africa. Students are taught in English at the
University of Makerere in Uganda, the University of Nairobi in Kenya and the University of
Dares Salaam in Tanzania. English - the official language of the World Council of Churches,
Olympic Games and "Miss Universe".
English is the language of the global youth culture. Around the world, young people
singing the words of the songs of groups "The Beatles", "U-2", Michael Jackson and Madonna
without fully understanding them. "Break-dance", "rap music", "bodybuilding", "windsurfing"
and "computer hacking" - these words invade the jargon of youth all over the world.

1.2. The Past and the Future of English
“No language has ever been spoken by so many people in so many countries before.
No language of such socio-historical prestige has ever had its mother tongue speakers so
significantly outnumbered,” (Crystal 1997: 11).
“In the 19th century, it was common to refer to English as ‘the language of administration’
for one-third of the world`s population. It is interesting to compare this figure with Crystal`s
present-day estimate (1997) that the aggregated population of all countries in which English has
many special status (the total number of people ‘exposed to English ‘) represents around one-third
of the world`s population. It is not surprising that the figures are similar, since the more populous
of the 75 or so countries in which English has special status are former colonies of
Britain,”(Graddol 2000: 11).

Researches showed that more than 3 billion people will speak English by the 2015
year. This is 44% of the population. To obtain these data, British scientists have modeled the
dynamics of growth in learning English on the computer. According to the CERAN Lingua,

70% of all business communications are in English now. In the table 6 are presented the major
world languages in-millions of first language speakers according to the endco model and
comparative figures from the Ethnologue.
“The engco model has been designed by The English Company (UK) Ltd as a means of
examining the relative status of world languages and making forecasts of the numbers of speakers of
different languages based on demographic, human development and economic data. The figures reported
in this document are based on demographic protections from World Population Prospects 1950-2050
(1996 Revision) and Sex and Age Quinquennial 1950-2050 (1996 Revision) in machine-readable data
sets made available by the United Nations in 1997, on economic data for 1994 from the World Bank,
and from estimates of proportions of national populations speakers different languages taken from
national census data and a variety of reference sources”, ( Graddol 2000: 64).

Table 6 Major world languages in-millions of first language speakers according to the
endco model and comparative figures from the Ethnologue
Language

Engco model

Ethnologue

1.

Chinese

1,113

1,123

2.

English

372

322

3.

Hindi/Urdu

316

236

4.

Spanish

304

266

5.

Arabic

201

202

6.

Portuguese

165

170

7.

Russian

155

288

8.

Bengali

125

189

9.

Japanese

123

125

10. German

102

98

11. French

70

72

12. Italian

57

63

13. Malay

47

47

Source: Grimes 1996

“The main purpose of the model is to explore the potential impact of urbanization and
economic development on the global linguistic landscape of the 21st century. Further explanations
of the assumptions made by the engco model, together with any other reports and revised
projections, can be found from time to time on The English Company (UK) Ltd’s Internet site
(http://www.english.co.uk),” (Graddol 2000: 64).

According to Table 6, which uses data generated by the engco model, only Chinese has
more first-language users. “While such league tables beg as many questions as they answer, they do
make provocative reading – Hindi, Spanish and Arabic are close to English, but how secure their place
will be in the 21st century is a matter of speculation,” (Graddol 2000: 8).

Crystal (1997) estimates that 85% of international organizations now use English as
one of their working languages, 49% use French and fewer than 10% use Arabic, Spanish or
German.
Major international domains of English (Steiner 1975) are:
1. Working language of international organization and conferences.
2. Scientific publication.
3. International banking, economic affairs and trade.
4. Advertising for global brands.
5. Audio-visual cultural products (e.g. film, TV, popular music).
6. International tourism.
7. Tertiary education.
8. International safety (e.g. ‘airspeak’, ‘seaspeak’).
9. International law.
10. As a ‘relay language’ in interpretation and translation.
11. Internet communication”, (Graddol 2000: 8).
According to forecasts of a member of the British Council, David Graddol, author of
the report "The Future of English", in 2015 the English language will spread around the world,
and it will be used by almost half of the world's population. In the next decade, about two
billion people will learn English, and three billion will be fluent in it.
In this model all data are from UNESCO, demographic data and government data on
the movements of students were used.
“The engco model predicts a shift in the languages spoken by the world`s young people
between 1995 and 2050,” (Graddol 2000: 48).

“How many people will there be in 2050? Where will they live? What age will they be?
Populations projects exist for all the world`s countries and answers to such demographic questions
can help us make broad predictions about a question at the heart of this study: who will speak what
language in the 21st century?”(Graddol 2000; 26).

Nowadays such languages as Bengali, Tamil and Malay are gaining in popularity.
Languages losing their popularity include German and French. It is generally agreed that
English is a Global Language as long as the USA remains a global power. However it is as a
second language mediating world trade and communications that it has its most insidious
effect. Spoken by non-native speakers it is likely to change into a number of dialects or even
pidgins which may eventually have to be learned by native English speakers if they are to
participate in the world trade. We already have ‘Singlish’ the English of Singapore and other
adaptations of English mixed with the local languages.
Table 7 shows the expected shift between 1995 and 2050 in numbers of teenagers and
young adults speaking major world language.
Table 7 Estimated millions of speakers aged 15-24 (endco model)
1995

2050

1.

Chinese

201.6

1

Chinese

166.0

2.

Hindi/Urdu

59.8

2.

Hindi/Urdu

73.7

3.

Spanish

58.0

3.

Arabic

72.2

4.

English

51.7

4.

English

65.0

5.

Arabic

39.5

5.

Spanish

62.8

6.

Portuguese

32.2

6.

Portuguese

32.5

7.

Bengali

25.2

7.

Bengali

31.6

8.

Russian

22.5

8.

Russian

14.8

9.

Japanese

18.2

9.

Japanese

11.3

10.

German

12.2

10.

Malay

10.5

11.

French

9.7

11.

German

9.1

12.

Malay

9.5

12.

French

8.9

Source: Graddol 2000: 49

However, according to D. Graddol, to 2050 the peak of English learning will be
passed. English will lose its relevance, and the industry of teaching English language fall
victim to its own success. The number of learners of English will decrease from 3 billion to
500 million. In Figure 6 is presented the diagram, which shows the world population growth
which is expected to stabilize at the end of the 21st century.

Figure 6 World population growth
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With the spread of English in the world, more people will be bilingual or even
multilingual. Knowing several languages will be very highly valued in work and business.
Economic development of the eastern countries will lead to studying such languages as
Spanish, Chinese and Arabic, and, quite possibly, they will be the future of language.

2. Intercultural communication

The term "intercultural communication" is described (Ting-Toomey 1999), as
adequately understanding of participants of the communicative act belonging to different
national cultures.
“Intercultural communication is “the symbolic exchange process whereby individuals from two (or
more) different cultural communities negotiate shared meanings in an interactive situation” (Ting-Toomey
1999: 16-17).

It is obvious, that the skills of effective communication of managers in terms of
cultural differences will contribute significantly to the successful conduct of business in
organizations that operate in countries with different cultures, for example in a Swedish
company, manufacturing and marketing units of which are located in Russia, China, Brazil,
India, France, etc.
Problems of intercultural communication have become relevant for companies whose
activities do not extend beyond the home country. Thus, the staff at U.S. companies (not only
related to international companies) are increasingly composed of people who differ in race,
culture and religion. The labor force in the USA partly formed by immigrants from Europe,
Canada, Latin America and Asia and representatives of various ethnic groups - African
Americans, Hispanic Americans, Asian Americans. All of them bring their language and
culture to their jobs. As a result communication, both inside and outside organizations become
cross-cultural.
In the Figure 7 can be seen the dynamic view on the link between communication,
organization, and human differences, that can be used in developing a theory on intercultural
organizational communication.

Figure 7 Intercultural organizational communication
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Today, various forms of communication are taught in many universities. Mastery of
knowledge and communication skills are dictated by the practical needs of real life. The
processes of globalization, democratization of public life, openness and availability of the
latest achievements of world culture allow a huge number of people to learn a lot about the
behavior and lifestyles of other people. New knowledge is acquired on tourist trips, at
scientific conferences, symposia, from media reports, personal meetings, that is through
various forms of human communication.
At the turn of the second and third millennia it is becoming increasingly apparent that
humanity is evolving toward an expansion of the relationship and interdependence among
countries, peoples and their cultures. This process is covering different areas of social life
around the world. Today it is impossible to find ethnic communities who have not experienced
for themselves the impact from both the cultures of other nations, as well as the broader social
environment that exists in some regions in the world as a whole. This has resulted in the rapid
growth of cultural exchange and direct contacts between public institutions, social groups,

social movements and individuals from different countries and cultures. The cultural diversity
of modern humanity is increasing and its constituent nations are finding more money to
maintain and develop their cultural integrity and appearance. This tendency to preserve the
cultural identity confirms a common pattern, consisting of the fact that humanity is becoming
increasingly interconnected, and one does not lose its cultural diversity. In the context of these
trends of social development it is very important to be able to determine the cultural
characteristics of peoples to understand each other and achieve mutual recognition.
The process of interaction between cultures, leading to their unification, cause some
nations commitment to cultural self-assertion and the desire to preserve their own cultural
values. A number of countries and cultures demonstrate their categorical rejection of cultural
change. The process of opening cultural boundaries opposes the impenetrability of pride and
exaggerated sense of national identity. Different societies react to external influences in
different ways. The range of the resistance process to a fusion of cultures is quite wide: from
passive rejection of the values of other cultures to actively discouraging their spread and
adoption. Therefore, we are witnesses and contemporaries of many ethno-religious conflicts,
the growth of nationalist sentiment, regional fundamentalist movements.
Nowadays in every country the number of people with economic contacts outside their
own culture is growing every year. Currently there are more than 37 thousand transnational
corporations with 207 thousand branches, employing tens of millions of people. For their
effective functioning, they should take into account the particular culture of their partners and
host countries.
As a result of new economic relations is the wide availability of direct contact with
cultures that had previously seemed mysterious and strange. In direct contact with cultures
differences are realized not only at the level of kitchen utensils, clothes, food intake, but in a
different attitude to women, children and old people in the ways and means of doing business.
By becoming participants in any kind of cross-cultural contact, people interact with other
cultures, often significantly different from each other. Differences in language, ethnic cuisine,
dress, social norms, and attitudes towards their work often make these contacts difficult or
even impossible. But this is only a partial problem of intercultural contact. The main causes of
the failures are beyond the obvious differences. They are the differences in outlook that is, a

different attitude toward the world and to other people. The main obstacle to the successful
solution of this problem lies in the fact that we perceive other cultures through the prism of
our own culture, so our observations and conclusions are limited to our borders. We
understand the meaning of the words, and actions that are not typical for us with great
difficulty. Our ethnocentrism, not only prevents cross-cultural communication, but it is still
difficult to recognize this because it is an unconscious process. Hence the conclusion that
effective cross-cultural communication cannot occur by itself, it must be specifically studied.
In the Figure 8 you can see the role of intercultural communication skills and culture shock in
buyer-seller relationship development.

Figure 8 The role of intercultural communication skills and culture shock in buyer-seller
relationship development
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Intercultural communication becoming an academic discipline was originally due to
purely practical interests of American politicians and businessmen. After World War II the
sphere of influence of American politics, economy and culture was actively expanding.

Government officials and businessmen working abroad often found themselves helpless and
unable to understand the situations and misunderstandings that arose when working with other
cultures. This often led to conflicts, mutual hostility and resentment. Even a perfect knowledge
of the language could not prepare them for the complex problems of working abroad.
Gradually, there was awareness of the need to study not only languages but also cultures of
other peoples, their customs, traditions, norms of behavior. At the same time, the U.S.
developed a program of assistance to developing countries. In the framework of individual
projects of this program a large number of experts and activists of the Peace Corps visited
various countries. Often they are faced with a lack of understanding and, conflicts that
eventually led to the failure of their mission. Management staff and the rank and file
employees found that they were ill-prepared to address practical issues with representatives of
other cultures. It became clear that the training they have had before departure was
insufficient. Numerous failures of the Peace Corps activists raised the issue of special training,
in which the focus should have been paid to the development of practical skills and
intercultural skills, rather than simple awareness of the cultural peculiarities of a country.
In response to this situation, the U.S. government in 1946 adopted the Act on the
service abroad and has established the Institute of service abroad, led by the linguist Edward
Hall. To work at the institute, scientists have been involved in a variety of disciplines:
anthropologists, sociologists, psychologists, linguists and others. But all their attempts to
understand and explain the behavior of other cultures then were more based on intuition than
on knowledge and experience. So at the beginning the efficiency of their work was low.
The main conclusion, which was made by specialists of the Institute, was the fact that
each culture creates a unique system of values, priorities, behaviors, and therefore description,
interpretation and evaluation should be carried out in terms of cultural relativism. In the
process of their work institute staff were surprised to find that government officials did not
show interest in the study of theoretical issues of culture and communication, and expressed a
desire to get specific tips, advice and guidance on the practical behavior in another country. As
for working in the Institute E. Hall invited people with different languages and cultures, this
circumstance allowed him to observe in practice, cultural differences and to study them. For
example, he noticed that the Italians often stayed close to each other when they talk or that the

Greeks gesticulate a lot when talking. In contrast, the Chinese use few gestures when
communicating. Hall confirmed his observations of consultations with representatives of
various cultural groups and gradually included in the study program of the institute. To this
day, most American textbooks on intercultural communication focus on practical guidance and
advice when dealing with other cultures.

2.1.

Communication in organizations: communication flows and
styles of communication

Communication in organizations involves both internal and external information flows.
The value of these flows in international management determined by the fact that the
participants of the communicative process are often located in different countries and
continents and are carriers of different cultures. This creates problems of communication,
significantly different from those with which are usually dealt with by companies operating
within the same country.
External communication. External communication becomes cross-cultural for
organizations that do not have foreign economic relations, but are based in countries with a
multi-ethnic population (USA, Russia) as suppliers and consumers can represent different
cultures.
Internal communication. For the manager it is very important to have an idea of where,
how and at what speed information is distributed. In the organizational structures of a central
type, such as in South America, much of the information flows comes from the top managers.
The degree of responsibility of workers for information support of managers is lower than in
the typical company in the USA, where the information comes from employees to managers.
Communication in an organization varies depending on where and how it is carried out, and
the speed of the channels they provide, from the formality and informality and so on.
In the Middle East information spreads quickly and easily due to constant close contact
and implicit connections between people and organizations. Information flows are often
informal. For example, in Germany or the USA the information is controlled and focused, and

therefore does not extend so freely. Roles and responsibilities, location of offices choke the
channels of information, and sources of information are becoming more formal. In the first
case is talking about communication flows directed from the administration to the ordinary
members: orders, task, belief, support and control. In the second – about upward flow of
information: reports, inquiries, memos.
Horizontal communication processes are a parity relationship between equal-ranking
members of the organization (industrial communication, exchange, collection, smoke break,
the conversation in a bar after work). In an international company vertical communication
takes place between managers at headquarters and units of different hierarchical levels. It may
take the form of financial statements from local units to the head office, business trips from
local units to headquarters and vice versa, the participation of entities in the planning process
and so on. Horizontal communication, on the other hand, occurs between employees of equal
status in the international company, but from different functional and territorial divisions.
In addition to these basic communication flows in an organization can be observed
additional links: lateral or side (between employees from different departments not
hierarchically related to each other) and diagonal (between workers and managers from
different departments). Lateral communication is important when it comes to distributed
employees, or geographically dispersed work groups (teams) that perform the same work.
Diagonal communication becomes relevant in connection with the emergence of new
organizational forms (matrix or project structures).
Informal communication plays a very important role at all levels of an organization.
For a manager it is critical to gain access to informal sources of information in the firm. In
Japan, employees after a working day can assemble for an informal meeting, and it becomes
an important source of information.
Flows of information are affected by the context, and for some cultures it is very
important, but for others - its value is small. In the countries of Southeast Asia and the Arabic
region, most of the information is transmitted not through words but through non-verbal signs
of communication such as appearance, car brand, behavior, location, and office equipment and
so on. For residents of the East the speech can often be only a pleasant sound, followed
by hiding the true intentions of the speaker. In Western cultures, most of the information in

oral and written communication is transmitted in words. Managers are taught to speak directly
on the merits, openly, calling a spade a spade, avoiding the expression "would like", "could
you", and so on.
Western and Eastern cultures differ with respect to people by age, gender, etc. For
example, if in the East during the business meeting there is expression of reverence and deep
respect for elders - as a norm, for the Western man this is regarded as a patriarchal,
unnecessary relic, inhibiting progress. In contrast, young, highly skilled people in the western
business culture are perceived as an advantage, but the fact of his/her youth in the East can
suggest inexperience and immaturity.
Effective intercultural communication requires knowledge and skills to use different
styles of communication.
Skillful, accurate and concise styles of communication. Using a skillful style is typical
for the Arabian countries, where people attach a great importance to the communication. The
accurate style (adopted in Germany, England and Sweden), involves the use of necessary and
sufficient minimum of words and expressions to relay messages. Common in Asia concise
style means to be laconic and reserved is characterized by evasiveness, use of pauses and
silence. For example, in unfamiliar situations, a person will behave in such a way trying to
avoid the risk of "losing face".
Situational and personal styles of communication. The situational style focuses on the
roles and relationships of participants and the communication process is characteristic of
collectivist cultures. For individualistic cultures a personal communication style is more
typical, which focuses on the personality.
Instrumental and affective communication styles. Affective style oriented to the hearer
(recipient of information) and the process of communication. From the interviewees intuitive
skills are required in determining the real meaning of the words because the messages are
often non-verbal. The missing part of the message can be just as important as the verbal
expression. This style is a characteristic of collectivistic cultures of the Near East (for
example, Egypt and Saudi Arabia), Latin America and Asia (Japan, Korea). The instrumental
style is focused on the speaker and the target of communication. At the same time the
individual makes it clear to the other side what they want to know from them. This style is

more characteristic of individualistic cultures (Switzerland, Denmark, Australia, Canada,
USA, etc.).
However, it should be borne in mind that all of these styles of communication in one
way or another are present in all cultures. Another thing is that in each case, historical values
and norms that are the foundation of any culture are reflected in a particular style of
communication.

2.2.

Internet and modern information and communication
technologies. The channels of communication

Today it is impossible to imagine a world without the internet and World Wide Web the two most powerful tools ever invented instruments of knowledge. Web - pervading
«www» - combines the internet with the ability to connect all sorts of new data, information
and knowledge. Today it is difficult to imagine how all this happened in 1980 when a young
software engineer of the European Laboratory of Quantum Physics (CERN) in Geneva has
thought about how to get access to the fragmented, unstructured, non-hierarchical information
fragments and link them together.
Tim Berners-Lee, who is often called the father of the World Wide Web, remember
that time at CERN in a book called "How to weave a spider's web", "I wrote my first program
of the sort that were used in the Web, in my free time for myself. I did not set high goals; I just
wanted to find a way to remember the connection between different people, computers, and
projects in the lab. "In other words, the Web itself was the result of consumption.
As a result, the tool that was created was a tool of knowledge, which radically changed
not only our culture's traditional way of thinking and learning, but also - which is becoming
more and more important - a way to make money, do business, to manage the economy and
create wealth.
Using the internet, which is revolutionizing every day, scientists, often in their spare
time, communicate with each other on the web; discuss the latest discoveries in all fields, from
the simplest things to the production of plastics. Metallurgists and managers, journalists and
experts from the defense industry familiar with the billions of web pages of information and

freely add their own data and knowledge. Hundreds of thousands of amateur journalists warn
about their observations or comments on news of the day in their diaries online - blogs.
Internet content is constantly increases and it is the result of one of the greatest
volunteer projects in human history. Customers accelerate innovations; they provided the
change in how, when and where we work, how companies communicate with suppliers and
customers, etc.
Companies survive and win in the tough competition, if it is mobile, flexible, and can
differ from the others of their kind. The success and effectiveness of their activities are
determined by staff, their skills, and how effectively use their knowledge, skills and personal
qualities. Employees also like companies, should be prepared for constant change, processing,
mastering and using large amounts of information.
For the communication process ways and means of communication become a very
important question, from this also depends success or failure of communication. M. McLuhan
(1967) paid more attention to the channel of transmission of messages. The essence of his
expression formulated in the 60s of the 20th century "The medium is the message" reduced to
the fact that for the new communicative environment or "e-society" the message is not as
important as the means of its transmission. The communication channel provides the sender
and the recipient of the message means for the creation and perception, i.e., signs, languages,
codes, physical media reports, technical devices. For the service of intra- communications
there are various means or channels: oral communication at meetings and interviews, writing
communication through the printed editions. Besides, the information can be distributed
through bulletin boards and various forms of social activity. The technical devices used in
communication include: telegraph, telephone and voice mail, radio, television, video player,
fax, copier, cell phone, computer, CD and DVD, modem. Some of these are already obsolete.
Communication processes are carried out now in the computer environment, using computer
and telecommunications channels, which suggests the formation of computer-mediated
communication, or electronic communication.
A truly revolutionary idea for the formation of electronic communication media was
creating the global network of the internet, e-mail, as well as various services: discussion
groups, mailing lists, newsgroups and forums. All this creates the possibility of

communication through networking for everybody, without limitation in time and space, as
well as individual or group communication, depending on the software used (internet
technology).
Based on a combination of two physical parameters (location of the participants in
time and space at the time of communication) it is possible to distinguish four types of
network technologies:
•

the same time / the same location: the local network programs, chat rooms;

•

the same time / different place (synchronous technology) program for simultaneous
collaboration in a computer network, Internet paging,

ICQ, Internet telephony,

computer audio and video conferencing;
•

different time / the same location (Interactive Technologies): Web-based forums,
discussion lists, guest books, questionnaires- forms;

•

different time / different place (asynchronous technology) e-mail, mailing lists
teleconferences, ( Olifer 2001).
Email is one of the most common forms of computer-mediated communication

now. Via telephone lines, computer and satellite channels e-mail messages can reach any
corner of the world in seconds. The e-mail system provides an opportunity for interpersonal
communication in different formats: one / one, one / many, many / many.
“Internet World Stats presents its latest estimates for Internet Users by Language
Because of the importance of this research, and due to the lack of other sources, Internet
World Stats publishes several tables and charts featuring analysis and details here below
for the top ten languages and also for the detailed world languages in use by country,”
Figure 9.

See

Figure 9 Top Ten Languages in the internet 2010 – in millions of users

Source: Internet World Stats
(http://www.internetworldstats.com/stats7.htm)
According to the Figure 9, English is on the first stage of the top ten languages in the
internet. It has 536.6 millions of users. Then goes Chinese (444.9m), Spanish (153.3m),
Japanese (99.1m), Portuguese (82.5m), German (75.2m), Arabic (65.4m), French (59.8m),
Russian (59.7m), Korean (39.4m) and all the rest (350.6m).

In the table 8 is presented the number of internet users by language, and also the
percentage of internet penetration by language, growth in internet (2000-2011), internet users
and world population for these languages.
Table 8 Top Ten Languages Used in the Web

Top Ten Languages Used in the Web
( Number of Internet Users by Language )
Internet
Internet
Growth
Internet
Penetration
Users
in Internet
Users
by
by Language
(2000 - 2011) % of Total
Language
English
565,004,126
43.4 %
301.4 %
26.8 %
Chinese
509,965,013
37.2 %
1,478.7 %
24.2 %
Spanish
164,968,742
39.0 %
807.4 %
7.8 %
Japanese
99,182,000
78.4 %
110.7 %
4.7 %
Portuguese
82,586,600
990.1 %
3.9 %
32.5 %
German
75,422,674
79.5 %
174.1 %
3.6 %
Arabic
65,365,400
2,501.2 %
3.3 %
18.8 %
French
59,779,525
17.2 %
398.2 %
3.0 %
Russian
59,700,000
42.8 %
1,825.8 %
3.0 %
Korean
39,440,000
107.1 %
2.0 %
55.2 %
TOP 10 LANGUAGES 1,615,957,333
36.4 %
421.2 %
82.2 %
Rest of the Languages 350,557,483
14.6 %
588.5 %
17.8 %
WORLD TOTAL
2,099,926,965
481.7 %
100.0 %
30.3 %

TOP TEN
LANGUAGES
IN THE INTERNET

World Population
for this Language
(2011 Estimate)
1,302,275,670
1,372,226,042
423,085,806
126,475,664
253,947,594
94,842,656
347,002,991
347,932,305
139,390,205
71,393,343
4,442,056,069
2,403,553,891
6,930,055,154

NOTES: (1) Top Ten Languages Internet Stats were updated for May 31 2011. (2) Internet Penetration
is the ratio between the sum of Internet users speaking a language and the total population estimate that
speaks that specific language. (3) The most recent Internet usage information comes from data
published by Nielsen Online, International Telecommunications Union, GfK, and other reliable sources.
(4) World population information comes from the U.S. Census Bureau . (5) For definitions and navigation
help in several languages, see the Site Surfing Guide. (6) Stats may be cited, stating the source and
establishing an active link back to Internet World Stats. Copyright © 2012, Miniwatts Marketing Group.
All rights reserved worldwide.

Source: Internet World Stats
(http://www.internetworldstats.com/stats7.htm)
“Next table shows the percentages of websites using various content languages. See
technologies overview for explanations on the methodologies used in the surveys. Our reports are
updated daily. English is used by 55.7% of all the websites whose content language we know.”

Table 9 Usage of content languages for websites
English

55.7%

German

6.5%

Russian

4.9%

Japanese

4.9%

Spanish, Castilian

4.7%

Chinese

4.5%

French

4.2%

Italian

2.2%

Portuguese

2.1%

Polish

1.5%

Arabic

1.1%

Dutch, Flemish

1.1%

Turkish

1.1%

Swedish

0.7%

Persian

0.7%

Czech

0.6%

Korean

0.4%

Romanian, Moldovan

0.4%

Greek

0.4%

Hungarian

0.3%

Thai

0.3%

Danish

0.3%

Indonesian

0.3%

Vietnamese

0.3%

Finnish

0.2%

Norwegian

0.2%

Slovak

0.2%

Bulgarian

0.2%

Hebrew

0.1%

Lithuanian

0.1%

Croatian

0.1%

Serbian

0.1%

Slovenian

0.1%

Catalan, Valencian

0.1%

Ukrainian

0.1%

Source: http://w3techs.com/technologies/overview/content_language/all

Consequently to the Table 9 German is on the second place, Russian and Japanese on
the third, then goes Spanish (Castilian), Chinese, French, Italian and only then Portuguese.
In the table 10 D. Graddol presented languages of home pages on the Web, where
English is also on the first stage.

Table 10 Languages of home pages on the Web
Language

Estimated servers

%

1.

English

332,778

84.3

2.

German

17,971

4.5

3.

Japanese

12,348

3.1

4.

French

7,213

1.8

5.

Spanish

4,646

1.2

6.

Swedish

4,279

1.1

7.

Italian

3,790

1.0

8..

Portuguese

2,567

0.7

9.

Dutch

2,445

0.6

10.

Norwegian

2,323

0.6

Source: Graddol 2000
Other worldwide used languages in the Web are German, Japanese, French, Spanish,
Swedish, Italian, Portuguese, Dutch and Norwegian.

2.3.

Websites and e-mails

Internet is developing very rapidly. According to forecasts by Gartner, one of the most
famous explorers of markets, in 2014 the number of adults in the world who will have access
to the Internet will reach 3 billion people.
Today the website is a prerequisite for business development and almost any company,
from large to small, the necessity to have a representative in the global network is obvious. By
creating a website, the company presents itself and its products to the consumers, which may

be even outside the country where this company is, and it happens quickly and without
significant cost. With the globalization of business, having your own website gives the
company a significant competitive advantage, because the winner is the one who can always
be one step closer to the customers. At the initial stage of creation of web-resources website
was created to enhance the prestige of the company. Now it is giving full and detailed
information about the work of this organization is the main task of the modern site. Besides
the site of any company automatically becomes a tool for advertising. Indeed, it has everything
that is connected to the company and all of the information presented in a form that allows you
to attract the attention of specific users, no matter where in the world they are.
The site for the company is a representation of the company in the network that
performs two main functions:
1. The information function means providing all necessary information about the
company, its services and products to the visitors.
2. The marketing function is expanding markets for goods and services, involvement of
partners and the formation of the visitors a positive image of the company.
Corporate site is the official representative of the company and probably the most
flexible and versatile tool today. The image of a successful company today is unthinkable
without the corporate website. The website is a great opportunity for two-way communication
with potential customers. Online you can tell in details about the products, services and new
acquisitions. You can also do this by other means but it will be very difficult and very
expensive. With the help of the site you can get customer feedback on products or services. A
lot of customers can easily leave comments on the website - it does not take much time and
will not require additional costs. Site development also solves the problem of quickly
information of the stakeholders of the company, the changes that have taken place in it - price
change, new products, special promotions, etc. Customers and partners will always be aware
of all recent changes in the company. In addition, the site can be used for all kinds of market
research and surveys that are needed to determine the business strategy.
A successful partnership is a prerequisite for successful business. Therefore the search
for companies which will be ready to cooperate with your company is a very important
activity. Therefore, the corporate website can not only increase the effectiveness of this work,

but also to reduce its cost. All information about the company and the proposed collaboration
is online where it is accessible from any point on our planet. So it is enough through a global
network to find companies dealing with relevant activities, and through e-mail contact with
their leadership. And quite a good chance that someone will find your site and offer mutually
beneficial cooperation. Corporate site can help not only to find new business partners, but also
to interact with existing ones. For example, the information intended for the partners may be
published online. This is a fast, convenient and cheap way, rather than sending the same data
by fax or regular mail.
The main purpose of the company's website is to tell about the company and its
activities for everyone in a convenient form for the company. At the present time a website
can be called a hallmark of the company. When a company has a website it demonstrates its
openness, reliability, prosperity and modernity.
In the 21st century websites and e-mails strongly penetrated into all spheres of life.
Often e-mails replace the usual letter or telephone conversation. Many people and companies
send and receive several hundred emails per day. Electronic correspondence implies clarity of
response, responsiveness, ability to identify the main thing. That is why today, almost all
business correspondence is digital messages via e-mail. Emails are shorter and warmer than
the paper and similar in tone language telephony. In contrast to always formal business letters,
business e-mails usually stylistically neutral. Technically, the e-mail –is the exchange of
digital messages.
First served the needs of military, scientific, governmental, and then business
correspondence, e-mail has become the main means of communication with family, friends,
colleagues and acquaintances, erasing all borders. Nowadays most of the educated youth have
several email addresses. Informal e-mail also services corporate and friendly correspondence.
E-mail it is a very special kind of communication allows you to chat if you want
online, in the mode of teleconferencing, etc. and represents the huge opportunities and the
great difficulties due to the nature of electronic correspondence.
On the one hand, e-mails are almost indistinguishable from their conventional
predecessors - paper letters. E-mail has the address of the recipient and sender address, in
system messages "protect" there are the date and time of sending and receiving messages, the

text of the letter and the signature of the sender and subject of the message. Also e-mails have
the opportunity to send a copy of a message and to add special file. However, there are many
sorts of new, highly specific features of the correspondence, which was not used for the
correspondence on paper.
Communication of all kinds, and e-business correspondence, in particular, reveals what
is called a "culture" or "cultural differences". By this means the culture and traditions specific
to the people, the social level, and even the field of business. For example, an American can
quickly go to almost the level of informal communication, which does not favor that your
business is a priority for him, it is normal for them. Europeans, except the Italians, by contrast,
would simply keep their distance.
How to behave and what kind of communication style to choose? Probably the best
variant would be evolutionary and gradual development of a strictly formal relationship to a
more informal. However, it should be remembered that, you write a business letter on behalf
of your company and not personal messages. Therefore, the style and form of instant
messaging, at least in the beginning of the correspondence must be sustained in a formal style.
Furthermore, it should be emphasized that your e-mail before it reaches the addressee's
mailbox, traveled to many servers and available to the attention of many people and even
secret service agencies of different countries.
As English nowadays is the language of the world communication, the most e-mails
are sent in English.
The advantages of e-mail in English are the followings:
•

Easiness. Mail interface is easy to start, configure and use. Electronic correspondence
depends only on the internet connection to the mail server.

•

Quickness. Exchanging messages takes seconds.

•

Cheapness. E-mail is cheaper than telephone calls.

•

Storage. All messages are documented in the Inbox, Outbox, Drafts, and Spam folders.

•

The e-mail can be sent to any part of the world.
Disadvantages of e-mail:

•

Impersonality. E-mail does not transfer reactions, emotions and gestures.

•

Irreversibility. Correspondence becomes an automatic habit, which is easily confused
with the address and reveals too much.

•

Dependence. When checking mail, it is difficult to resist third-party communication,
and then a news reader, and then walking through endless links.

•

Privacy. Technicians can intercept someone else's correspondence and invade privacy,
which is fraught with cybercrime.

•

Spam. Left in the public domain address immediately attracted to the program for
sending thousands of letters with the hype.
Today communicating by e-mail is the most important means of communication

for millions of business people around the world. In order to succeed in today's business
world is needed the skills to conduct e-mails effectively.
The main rule of business e-mails. Rules of business correspondence in each country
have its specific features. Electronic mailing today is sometimes even more important role
than usual. Therefore, for any employee, from the ordinary to the head, you should be good to
learn the rules of e-etiquette. In the electronic communication are the most important nonobservance of ceremonies, and the brevity and clarity of the provided information. For
example, e-business English admits in the letters abbreviated words, missing punctuation, and
other punctuation errors.
E-mails should not be too large. Preferably, graphics and other applications do not take
up too much space. At work, everything must happen quickly, and with slow internet
connection large files can be transferred for unacceptably long time. When writing an e-mail a
person should not forget about his subject. The subject line in the first place goes to the eyes
of the person to whom the letter is addressed. The topic of the e-mail should consist of several
words, but necessarily reflect the overall substance of the letter.
The first paragraph of the message should be drafted so as to reveal the contents of the
text. Do not write the main idea in the end of the letter. Main information needs to be in the
beginning, and then come the details.
All proposals in the letter should not be too long. Otherwise, there is a sense that a
letter was written by a not very literate person. All of the arguments in the letter
should be supported by concrete facts and figures. This will be more persuasive. In the foreign

companies are not accustomed to trust the information that supposedly comes from
authoritative sources, only facts and figures nothing more.
Email correspondence can be inverted by the name. The exception is the letter sent to
another unknown company. In this case, you must specify the full name and position. Be
careful with e-mails. Always check the letter for errors before you send it.
The end of the letter should be optimistic. Even bad news should be present so that
they can be perceived as more positive. The letter always reflects the energy and confidence in
the person who wrote it. This is very important for business partners, because they always
want to cooperate with the person aimed at success.
In addition to the ability to write well e-mails, you need to remember that they need to
be responded in time. For example, to answer a common letter in the companies is given two
to three days. A response to an e-mail should come during the day.
In fact, of course it is better to discuss the face to face. But if one has to resort to emails, a person should approach to this matter with same with the liability, as with this form of
communication also formed some impression of you.

2.4.

Intercultural communication and foreign languages

In recent years, social, political and economic global shocks have led to an
unprecedented migration of peoples, their relocation, resettlement, conflict, confusion, which,
of course, leads to a conflict of cultures. At the same time, scientific and technical progress
and reasonable and peaceable efforts on the part of mankind opens up new opportunities types
and forms of communication, the main condition for the effectiveness of which is mutual
understanding, dialogue of cultures, tolerance and respect for the culture of communication
partners. All these factors lead to particularly close attention being paid to the issues of
intercultural communication. However, these questions are eternal; they have worried
humanity from time immemorial.
Native, not from other countries, culture unites people, and at the same time separates
them from other foreign cultures. In other words, our own culture — is the shield of the
national identity of the people, and a deaf fence that separates from other peoples and cultures.

The whole world is divided in this way into people joined by language and culture and others,
who do not know the language and the culture. The inescapable fact that, for various sociohistorical reasons the English language has become the main international means of
communication and is therefore used by millions of people, for whom this non-native
language, not only the English-speaking world has brought enormous political, economic and
other benefits, but it has also deprived the world of the shield: the culture has been made open,
exposing itself to the rest of humanity. The British love for isolation “My home - my castle”
seems a kind of paradox and irony as they have opened up the entire national home to the
world through the English language.
The ancient Greeks and Romans called all people of other countries and cultures
barbarians - from the Greek barbarous 'foreigner'. The word is associated with non-native
speech; foreign languages were perceived as unintelligible to the ear bar bar bar. The most
obvious examples of the collision of cultures provide simple real communication with
foreigners in their country, and in their homes. Such conflicts generate a lot of funny things,
jokes and funny stories.
So for example in Latin America, the advertisement of cigarettes “Marlborough": a
cowboy, a man on a horse"does not work” because it is a representative of the poorest people
who can smoke only the cheapest cigarettes and is therefore bad.
The Spanish company reached an agreement with Mexico to sell a large consignment
of champagne corks, but was careless enough to give them in a burgundy color that was the
color of mourning in the Mexican culture and the deal fell through.
One of the versions of the death of the Kazakh aircraft landing in Delhi explains the
accident conflict of cultures: Indian air traffic controllers gave the height not in meters, but in
feet as is customary in English culture and English language.
Students from Thailand stopped attending lectures in Russian literature. "She yells at
us" - they said about a teacher who spoke, in accordance with the Russian pedagogical
tradition, loudly and clearly. This manner was unacceptable to the Thai students who come
from other phonetic and rhetorical parameters, (Ustinov 1999).
The cultural problems affect all aspects of human life and activities in all contacts with
other cultures, including "Unilateral": reading of foreign literature, familiarity with foreign art,

theater, cinema, press, radio, television, songs - types and forms of intercultural
communication are rapidly evolving one of which is internet access.
The close relationship and interdependence of learning/teaching foreign languages and
intercultural communication is so obvious that it is unlikely to require lengthy explanation.
Each lesson in a foreign language is a crossroads of cultures, the practice of
intercultural communication, because each foreign word reflects a foreign world and the
foreign culture: every word is due to the national consciousness (again, foreign, if a foreign
word) view of the world.
New time, new conditions demanded an immediate and radical review of how the
general methodology and specific methods and techniques of teaching foreign languages
should be.
Unprecedented demand has required an unprecedented offer. Suddenly, foreign
language teachers became the center of public attention: impatient legions of specialists in
different fields of science, culture, business, technology, and all other areas of human activity
demanded the immediate teaching of foreign languages as an instrument of production. They
are not interested in theory or and in the history of language - foreign languages, especially
English; they need it only for functional for use in different spheres of society as a means of
real communication with people from other countries. Thus, the motives for language learning
were completely changed.

3. Language barriers
The globalization of the economy, the development of cultural networks and the
ubiquity of the internet has led society to the fact that knowledge of at least one foreign
language has become a prerequisite for modern human. The language barrier is the inability to
communicate with representatives of other nationalities and cultures in their own language.
The most serious barrier to effective communication is the use of language that is not
understood by the recipient.
The history of the variety of languages dates back to biblical stories of the builders of
Babel. Since then, the carriers of different languages often have difficulty communicating with
each other.
Realizing our native language, learning and working at home, we do not feel
discomfort in language communication. However, only one trip abroad, is sufficient, and we
realize that the language barrier exists! The language barrier in communicating with the
citizen of another state can be understood immediately, when you, for example, try to explain
something to an English person, when you do not speak English at all. In principle, you can
certainly try to explain in a relatively simple and frequently used method - gestures. But this
method of communication may be sufficient when the theme of communication is greeting
each other. In another case, if the theme of conversation is to discuss a business project for
two foreign companies, here clearly explaining using only gestures will not succeed. In this
case, at least, you will need a tutor of English, or better a full education in foreign languages,
which will take at least five years. As serious business today imposes serious demands on
businessmen, associated with the level of education and in particular the level of education in
foreign languages. In principle, it is possible of course, each time to involve an interpreter in
the business discussion with business partners or even some interpreters. But mediation is not
always considered to be reliable, especially when it comes to serious business. And direct
communication is always more productive and easier to understand. Therefore, the best option
for businessmen, serious international business managers, will be the option of learning a
foreign language.

Overcoming the language barrier is not enough to ensure the effectiveness of
communication between people of different cultures. You need to overcome cultural barriers.
Also national-specific features of various components of cultural communicators can
complicate the process of intercultural communication.
The components of culture with the national-specific color are:
•

customs and traditions

•

consumer culture

•

everyday behavior

•

"National pictures of the world", reflecting the specific perception of the world,
national peculiarities of thinking of the representatives of the culture;

•

artistic culture that reflects the cultural traditions of a particular ethnic group,
(Nakhimova 2007).
Besides in intercultural communication people must take into account the peculiarities

of national character of the communicants, the specifics of their emotional state, and the
national peculiarities of thinking and so on.

3.1.

Communication and language barriers

According to the Ethnologue Organization and Linguistic Society of America there are
roughly 6900languages are spoken in the world (Anderson, Stephen R., 2009). At the same
time 95% of all inhabitants of the planet speak 100 most common languages. One can imagine
that the typical international company from time to time confronted with these 100 languages,
and it seems to be confirmed by the following examples. Microsoft offers its software
products in 80 languages, or, in other words, its products have nearly 80 localized versions.
Another example: the international drug companies produce medicines with a description in
150 different languages. These examples, however, are not typical, and most international
companies simplify the problem by limiting the list of no more than 15 languages. But even
this limited list covers more than half the world's population, a significant part of the world's
wealth and international trade. So, multinational corporations cannot afford to ignore these key
international languages. It should be borne in mind that the 15 languages used within a

company can actually mean more than 100 different language versions of interactions:
English-French, English-Italian, Italian-French, etc. In the current consulting firm The English
Company study designed multidimensional database «Engco Model», measures the prevalence
of "internationalized" language." In the table data is presented on the number of people for
whom the most common languages are the first (native), compared with those obtained by
other researchers (they are marked in the table entitled «Ethnologue»).
However, the main language of international communication is now in English. 85% of
international organizations use English as a working language, 49% - French and less than
10% - Arabic, Spanish or German. For 99% of European organizations the working language
is English, 63% - French and 40% - German. English is the principle language of science and
technology. For example, in Germany, so say 99% of scientists in physics, 83 - Chemistry 81 biology and psychology, but only 8% - in the law, according to the influential global index,
calculated on the «Engco» model taking into account the number of native speakers, economic
factors and demographic trends about the role of English and other languages in international
communication.
Although from the point of view, for example, of e-commerce applications such
European languages as Italian or Swedish are much more influential than Bengali, yet the
«Engco» model gives an idea about the relative importance of different languages. The
dominance of the English language, its status as an international language of business
communication does not eliminate the problem of language barriers, which is perhaps the
main problem in the management of international business communication.
First, the spread of English as a second language is uneven. While in Scandinavia, the
Netherlands, India, it is used very broadly, in the Mediterranean countries, South America and
parts of Central and East Asia – it is much rarer. In some Italian firms, for example, less than
15% of managers are able to support international business contacts in English, because so far
the main foreign languages taught in secondary schools in Italy, are French and German.
Second, the dominance of English as a second language largely explained by
technological factors in the second half of XX century. Television, telecommunications,
computer technology depended on the English language. Now people have more opportunities
to read books, watch television or surf the Internet in their native language. Motivation to

learn English is changing, and presumably the numbers of people who are learning English as
a Second Language, reaching a peak in the next ten years will then begin to decline.
Third, the number of active languages is rapidly shrinking. Probably in the next 50
years up to 90% of the world languages could disappear. However, it is unlikely to lead to
strengthening the position of the English language, but rather the contrary, an increase in the
value of languages such as Chinese, Hindi, Arabic and Spanish - languages with which many
international companies are experiencing some difficulties. Finally, demographic trends are
accompanied by business nationalism. Businesses and customers in Asia, South America and
the Middle East, so far recognized the need to use the English language, begin to resist. In
particular, customers in these regions, demand from potential suppliers /sellers more and more
the knowledge of the local language. Although this trend is makes itself felt primarily in the
wholesale and retail trade, it gradually spread to those areas where there is a need for regular
contacts with foreign partners: logistics, engineering, finance.

3.2.

Ways to overcome language barriers in international business.
International business and language barriers

Integration processes in recent years have touched almost all countries, and sometimes
the only barrier is only an unfamiliar language. The most obvious way to overcome this is to
attract external resources in the form of translators.
Going into foreign markets, companies in the early stages find it is difficult to hire own
interpreter, it is not only an additional monthly cost in wages and social benefits, it is also the
risk of hiring an insufficiently qualified interpreter, because there is no person who can verify
his or her professionalism.
In order not to be trapped by their foreign partners to protect themselves from fines and
penalties as a result of confusion with the contract, reasonable leaders can turn to proven
translation agencies, or appeal to an independent expert. To see the possibilities and reliability
of the office, you can find a list of its regular customers, or better get a recommendation from
your partners. Ordering a test task, a company can estimate both the quality and speed of its
employees.

Another way to overcome language barriers also seems fairly obvious - this is the
language training of local staff. However, it is obvious that this way of solving the problem
requires a considerable amount of time. The alternative to language training in an international
company may be the introduction of a single corporate language. This practice is used in a
number of firms such as Siemens, Olivetti, Electrolux and Daimler-Chrysler. Advantages of
corporate language associated with the maintenance of formal accountability, improved access
and use of technical and service documentation, maintenance of informal communication
between the business units and within a cross-national teams, etc. ABB Asea Brown Bovery
made English the language of international communication in the company in 1988, when it
was composed of Switzerland's BBC Brown Boveri and the Swedish company ASEA AB.
The introduction of a common language of communication has helped to improve relations
between the Swiss and the Swedes and united the corporation.
Nevertheless also here there are obvious difficulties:
•

long-term implementation. For example, the Finnish company Cope, even seven years
after the introduction of the English language as a corporate part of the workshops,
some people used their native language;

•

it is actually quite difficult to introduce a corporate language. In the Nestle company
personnel are clearly divided into two groups on the two official languages of English
and French;

•

the introduction of a corporate language is often met with resistance, if the majority of
staff are not native speaker, as in the case with the Finnish company Cope, where the
number of people was almost two-thirds;

•

Although a corporate language allows the problem of intra-firm communication in an
international company to be solved more or less successfully, it is unlikely it can help
in overcoming language barriers when dealing with the environment (foreign
customers, suppliers, government organizations, international agencies and so on).
If the company does not have sufficient language skills, time or financial resources for

language training or the introduction of corporate language, it becomes overly dependent on
the experts who know a foreign language. These professionals have become a kind of
linguistic unit that provides a communication channel with the external environment.

More accessible and cheaper option would be to recruit staff already possessing the
requisite skills, including language. This method should be used very selectively, and may
have advantages in only three situations: to fill the vacant posts where knowledge of foreign
languages is crucial, for the creation of linguistic units, and in the case of hiring expatriates.
Expatriates ("expats") may be nationals of the country, where the parent company or
headquarters is situated, as well as third country nationals.
X. Yoshiharu found that in 78% of Japanese multinationals(MNCs) managers of
foreign units are Japanese, and in 50% of them Japanese expatriates are attracted to leadership
at the departmental level. Almost 90% of telephone calls and 83% of fax communications
between headquarters and the foreign offices of Japanese MNCs are conducted in Japanese. Of
course, this facilitates the problem of language barriers between headquarters and foreign
branch but this is unlikely to be an acceptable solution because of high costs. A typical
package of expatriate senior manager level is estimated at approximately $ 1 million for the
three-year contract, which is a considerably greater cost than employing local managers with
similar qualifications and experience.
In addition, essentially the problem of language is not removed. It is simply shifted to a
lower level. 80% of contacts with the head office are in Japanese, 90% of communication at
the level of local management - in the local language. This is not only a source of stress for
expatriates, but also of internal conflicts in the subdivision. This approach limits the local
managers in terms of career opportunities and benefits from cultural diversity. As noted by K.
Bartlett and S. Ghoshal, (1989) companies like the Japanese MNCs, entirely relying on
expatriates will not be able to draw their overseas units into a global level. The need for
language and a whole cross-cultural training of expatriates is especially palpable in those cases
where the foreign MNC units are located in China and Japan, Russia and Eastern Europe, etc.
For example, among the recommendations for more efficient use of expatriates in the Czech
units of international companies is most often encountered the need for knowledge of the
Czech language.
In addition to solutions to the problems described above, computerization offers
another way - machine translation. At the present time, however, no suitable software to
ensure adequate translation of speech to speech recognition in the source language. A more

advanced solution is to translate the texts, in particular the translation of e-mail - one of the
most popular services among users of corporate mail processing business correspondence.
Instant translation of e-mails or web pages helps companies with their offices on the internet
to expand their audience, creating a truly global community.

4. Repatriation and foreign sales staff
Companies that form overseas sales staff of the expatriates have to plan ahead for
human movement and the probable sequence of expatriate assignments in the process of career
development. If an expatriate in promotion receives a number of international assignments,
each of them should contribute to the development of skills to communicate with other
cultures. For example, an employee of the British firm for the first time traveling abroad, at
first should be sent to the neighboring country or close to the country's culture - Germany or
the USA, then the place of work may be South Africa or Australia, then Hong Kong, Japan,
etc. Thus a minimization of culture shock is achieved because in the process of career growth
the expatriate “hardens" their ability to manage stressful situations, gradually becoming
familiar with more distant cultures.
After returning home expatriates can have some difficulties. One major problem for
him/her will be no guarantee of employment. A few months before his/her return the company
should start searching for a staff position for this employee and to organize a visit to his/her
homeland for the meetings with stakeholders. At the head office a trustee should be appointed
who is responsible for maintaining contact and supporting the expatriate in the process of
searching for suitable work for him/her after returning from a trip abroad.
Sometimes the families of expatriates have a culture shock when returning to their
native country. Therefore, it is necessary to organize support for such families in the process
of repatriation. Help in finding a job for the spouse/husband and the provision of vacation is
required for rehabilitation.

4.1.

Preparation for a clash of cultures in the intercultural
organizations. The decision to use an expatriate as a sales
representative

Sales representatives of the company who are working abroad often feel shock when
entering into negotiations with the buyer in an unfamiliar cultural environment. More prone to

such a shock are expatriates, whose culture is most different from the culture in which they are
living at the moment. What can the leadership of an international company do to minimize the
risk of culture shock? Guy and Patton (1996) advise paying attention to aspects of the problem
described below.
“The first and fundamental question that should be answered - is the question of
whether the use of expatriate - a native of the country in which the company is based - the best
way to penetrate foreign markets and its maintenance.” The company should first of all
analyze the existing experience of adapting their sales representatives to different cultural
environments and cases when they had shock reactions. Firms that have no such experience, it
is recommended not to use their own staff of expatriates, but to use the services of agents and
distributors. In addition, it is possible to form the sales staff of foreign subsidiaries from local
natives and immigrants from the third world countries. If the work is primarily technical in
nature, and its execution involves interaction with compatriots and does not require significant
adaptation of tastes and lifestyles, the overseas sales force could be formed from the
expatriates.
However, if the execution of the work associated with operating in an unfamiliar
cultural environment and the likelihood of conflict is high, the firm should consider other
ways of selling in the local market. The higher the degree of cultural distance, the greater may
be a cultural shock and the more complex the solution to the problems associated with the
need to adapt to the new environment can be. The stronger the contrast at the public / domestic
level, the greater the likelihood of difficulties. In a foreign cultural environment familiar
symbols and clues are absent. Loss of everyday confidence sources can engender a sense of
frustration, stress and anxiety.

4.2.

The selection and training of suitable expatriate staff

As the selection pursues a very serious purpose, ensures the effectiveness of activities
of the sales representative-expatriate, it must be based on careful analysis, and solutions
should not be taken quickly. The technical level of training of the candidates must not only be
considered in the selection. The following characteristics also have a significant value:

•

knowledge of foreign languages;

•

sociability;

•

emotional stability;

•

education;

•

work experience in a given cultural environment;

•

the ability to endure stress, ( Guy and Patton 1996).

The study's authors (Guy and Patton 1996) believe that the following qualities can serve as
expatriate assumptions of culture shock:
•

openness;

•

sentimentality;

•

susceptibility to the influence of cultural environment;

•

softness;

•

low self-esteem.
If a potential expatriate is going to move with their family, then the analysis of his/her

personal qualities will not be enough. In this context, such factors as the stability of marriage,
the overall emotional stability and cohesion of the family members should be also taken into
account. In-depth interviews, at least with the wife or with the husband of the candidate, and
preferably with other family members, can be very useful to make the right decision.
Choosing the right course for every expatriate assumes a method of classification of
people according to the level of their existing skills and intercultural communication. For each
level a special training program is required. Initial training of the expatriate and family
members is directed to the features of the basic concepts of socio-cultural, economic, political,
legislative and technological environment of the particular country. The learning process may
consist of the following elements:
•

introduction to the geography of the area / country;

•

mastering the skills of cultural assimilation;

•

role playing games;

•

simulation of critical situations;

•

situational problems;

•

development of methods for reducing stress;

•

practical training on-site;

•

active language practice.
It is obvious, that many firms are not capable on the own or using only a single source

to provide training into all the necessary skills, but they can be used in different combinations
of various techniques and programs before and during the expatriates taking up their duties
abroad.

5. Business communication in Portugal
Portugal is a developed industrial-agrarian country in the European Union. It is
engaged in mining, light industry, the production of olive oil, canned fish, fishing, vegetable
growing, winemaking and farming. Its main economic partners are the countries from the
European Union.
Portugal's economy is based mainly on industry and services. The most important
industries of the country are textiles (cotton and wool), clothing and shoes, wine, olive oil,
canned fish, corks processing. Portugal's economy is strong on ferrous and nonferrous
metallurgy, extraction of pyrites, uranium, tungsten, tin, iron ore and coal, engineering
(shipbuilding and ship repair) and petroleum refining. Portugal also has chemical, cement,
glass and ceramic industries. In the service sector tourism is the fastest growing area. Every
year over 10 million tourists visit this country.
“Portuguese brands are all over the world, though people may not realize their origins.
One of the world's ten top producers of porcelain is Portuguese… Entrepreneurs recognize Portugal
as the most business-friendly place in the European Union. In fact, foreign investments have
always played a key role in the Portuguese economy; multinationals like Delphi, Mitsubishi,
Volkswagen, and Microsoft have based at least some of their business here. Several things make
Portugal attractive to businessmen… Its operational costs are among the lowest in Europe, it has a
spotless track record for investments, and it offers a wide range of locations at reasonable prices.
The workforce is strong, educated, and open to learning new skills. Portugal is also a founding
member of the EU and has excellent relations with the union, ensuring a reliable support system for
investors. Portugal is indeed a unique destination: no other country in Europe can offer so much
diversity within such a short and enchanting space.”
Source: (http://www.doingbusiness.org/data/exploreeconomies/portugal/) See attachment H.

In general, the economy of Portugal, like that of many countries in Europe, is going
through difficult times nowadays. As one of the weakest countries in the European Union, it
has become one of those countries for whom the global crisis became a real challenge.
Following the economy of Greece, Portugal's economy has required help from the more
powerful neighboring countries. Currently, Portugal has received assistance and financial
analysts predict that Portugal's economy in 2013 will feel a noticeable improvement in
industry, agriculture and other important economic sectors.

Table 11 Mayor trading partners
Exports

2010 (%)

Imports

2010 (%)

Spain

26.6

Spain

31.1

Germany

12.8

Germany

13.9

France

11.7

France

7.2

United Kingdom

5.4

Italy

5.7

Angola

5.2

Netherlands

5.1

Source: Investing in Portugal
(http://www.doingbusiness.org/data/exploreeconomies/portugal/).See attachment H.

According to this table Portugal export to Spain, Germany, France, United Kingdom
and Angola and import also mostly from the same countries, such as Spain, Germany, France,
plus Italy and Netherlands.

5.1.

Structure and organization of the Portuguese companies

In Portugal, the majority of companies are small or medium-sized. Many of them are
controlled by one family for several generations of relatives, usually brought to the head of the
firm, for these reasons family members more often recruit regardless of education or work
experience. Therefore, the Portuguese business ethics may seem unconventional and very
unprofessional. On the other hand, such situations in which the boundaries of responsibilities
of each employee are blurred, and business ethics is informal, makes the Portuguese
indispensable in solving the multifaceted problems and quickly finding a way out.
Connections are another feature of Portuguese business. The Portuguese by nature are
suspicious people and, therefore, before taking people in, they prefer to get some additional
information. So many companies are harming themselves because of your familiarity with the
staff of the company or its head is still in some cases a powerful reasont for getting a job,
rather than education, experience and achievement in other firms. The mention of famous

names in recruitment, at the conclusion of contracts and finding business partners is a common
practice. Textiles, wine and tourism are industries in which traditionally connections and
acquaintances play an important role. But in emerging industries, such as automotive and
electronics, other business trends and other business ethics are used. Growth and development
of transnational companies also greatly expanded the horizons and brought models and
methods of Portuguese business in line with European standards.
A state-owned Sociedade Anónima (SA), and private companies with limited liability
Limitada (Lda), tend to have a pyramid structure. At the head stands a CEO or board of
directors, followed by the heads of major departments, middle management and at the bottom
of the pyramid - employees. This is a clear and distinct hierarchy, which is strictly followed.
Staff not inclined, as they say, "Paste each other spoke in the wheel" explain this and
subordination strictly observed, even in solving the most common questions. A typical day
starts between 8:30 and 10:00, depending on the industry in which the company operates, and
ends between 16:30 and 19:00. The Portuguese are not very punctual people, despite the fact
that the Portuguese will expect foreigners to come to the meeting on time; they can keep
others waiting. During the day, employees take a lot of coffee breaks and lunch can last more
than two hours. In Portugal it is accepted to solve critical business issues and even to negotiate
during breaks and lunchtime. Finishing the day is a special delicacy: to leave too early will not
be very good, good workers do not stay late, but leaving exactly at the allotted time may be
met with disapproval.
Portugal's legal system is based on Roman civil law and the Codex of Napoleon,
according to which existing law is applicable in all cases. Therefore, contracts in Portugal are
shorter and simpler than contracts prepared in accordance with British common law. American
and British contracts, based on common law, are longer and more complex because they must
consider all possible precedents. However, in a country where the personal contract of two
gentlemen, sealed by a handshake, still has real power and weight contacts are not always
scrupulously followed to the letter. The Portuguese are not inclined to litigation and would
never accuse a partner in the failure of small details of the agreement recorded in the contract.
The terms established by the contract, often violated, so foreigners should be sure that the

contract has items that protect them in case of failure time (eg, fines or cancellation of the
contract).
The rigid hierarchical structure of Portuguese business and the tendency towards
individualism has led to the fact that teamwork is not the forte of Portuguese companies.
However, the attraction of foreign investment and expanding contacts with foreign companies
has led to new principles and methods of doing business. The energetic young professionals
who work in the new, modern Portuguese companies demonstrate excellent team work. In the
old companies changes are slower, the importance of values such as family and social life,
helps the employee to feel part of the team, but each team member must clearly understand
their responsibilities.
Business clothes strongly depend on the area in which the firm operates, in banking
and law a strict business dress code is adopted, while people working in advertising and
telecommunications, dress and communicate in the workplace more casually.
Women have made great strides in the business world, especially when they are
provided with equal opportunities in employment. The number of women in senior positions
in Portuguese companies has risen dramatically. There has also been an increase in the number
of women politicians. However, in the professional arena men still have superiority over
women. Even if a woman and a man go for the same job the same pay, women still have to put
much more effort into making their ideas and suggestions be adopted. In addition, the
woman’s career will be much slower than the man’s career. If a woman decides to have a
baby, then she would have to come to terms with the fact that her career will greatly slow
down. In Portugal, this trend is particularly pronounced. Maternity leave lasts for 4 months,
and a very small number of companies have an incentive to save a woman’s job. Part-time or
freelance collaboration is neither encouraged, nor working at home. It is very difficult to get a
benefit package to care for newborn babies and infants from the company.

5.2.

Customs and etiquette in business of the Portuguese people

Portugal is a country of contrasts and contradictions, and this is especially true in
business. Business life is very diverse, even within the same area: on the one hand, there are
small family firms, on the other, — the large transnational corporations. A simple Portuguese
employee is "working to live" rather than "living to work." In business as in private life, the
Portuguese are individualistic and often focus on short-term problems, because in this case,
they can quickly get a reward. Often they refuse to take risks, because of the fear of negative
consequences, and avoid taking responsibility for themselves, leaving solving problems for
their superiors.
These qualities can embarrass foreigners, but if you choose the right motivation for
employees, Portuguese people will show themselves to be very hard working and loyal
employees. For best results, you can bring in personal relationships: ask for help, but do not
force employees to feel that they perform the duties. If you achieve this, the creativity,
flexibility and dedication of your Portuguese colleagues will delight you.
When doing business in Portugal people from other countries often have difficulty with
the use of names and titles, because Portuguese names are often extremely long and complex.
Ranks and titles are very important in Portugal. For anyone with a university degree, they are
addressed as "Doctor". A person with a particular profession, expects to be treated, "Senhor
Architecto" or "Senhor Engineiro", "Senhor Professor," and so on. Foreigners should not call
Portuguese people by name if they - did not addressed them in this form or did not say that
specifically.
Portuguese business correspondence may seem very formal and verbose, although this
trend is changing rapidly due to the use of e-mail. During the first meetings Portuguese people
behave formally to show respect to the interlocutor and to determine the chain of command.
According to the hierarchy, adopted in the Portuguese companies, the boss has a tendency to
condescend to employees, and in return receive a certain amount of flattery and praise. If the
boss controls the team smartly, talented and gently, it is highly valued by subordinates.
“As Portugal is very much a relationship-oriented business culture, small talk and
general conversation figure highly in business dealings. Good general topics of conversation

would include Portugal, its food and regions, football and general business-oriented issues of
interest,” (Source http://www.worldbusinessculture.com/Portugese-Business-Communication
Style.html).

5.3.

Foreign languages in Portugal

The population of Portugal is homogeneous. The Portuguese make up 99.5% of the
population. In Portugal, there are also about 25,000 Spaniards, 10,000 Brazilians and a very
small number of other European and African nations. Around 3.5 million Portuguese people
are living outside Portugal.
The official language of Portugal is Portuguese. Today it is one of the major languages
of the world as it has the sixth largest number of native speakers (about 240 million). Another
20 million speak Portuguese as a foreign language. It is the language with the largest number
of speakers in South America, spoken by almost the entire population of Brazil. It is also the
official language in Angola, Mozambique, Cape Verde, Sao Tome and Principe, GuineaBissau, East Timor and Macau.
English is spoken in many tourist areas, but not everywhere. The Portuguese often
watch American movies in the original English with subtitles in Portuguese. Thus, many
people speak English well, as well as due to the fact that English is taught in schools. In major
tourist areas you can almost always find someone who speaks major European languages.
Hotel staff are obliged to speak English, albeit a bit. The French language has almost
disappeared as a second language. German-and Spanish-speaking people are rarity. About
32% of the Portuguese can speak and understand English, while 24% understand and speak
French. Despite the fact that the Spanish language is well understood, only 9% of people can
speak fluently.
“Addressing a Portuguese in Spanish may be offensive. Your business correspondence should
be in Portuguese, but it may also be conducted in English or French. Never use Spanish. English is by
far the second language used in the field of commerce, and also in the everyday life,” (Source

http://www.doingbusiness.org/data/exploreeconomies/portugal/).

6. Research, results and discussion
The main target of this research was to know how Portuguese companies, big and
small, react to e-mails, received in English and how they will answer them. For 3 month
period the author looked for companies, their e-mails and websites, and then sent
questionnaires to these companies. First the questionnaires were sent in English and then in
two weeks in Portuguese. From 145 questionnaires sent only 9 answers were received which
means that the results cannot be seen to be statistically significant and can only give an
indication of the situation in some companies. Four of the results were in English and 5 in
Portuguese. (See attachment B.) The research was divided into two stages.
In the first stage of the research the main goal was to analyze the English
communication skills of the Portuguese companies in the Aveiro region and then to compare
these with the Portuguese variants by sending e-mails. 49 companies received and
questionnaires. Over a period of time it became clear that it is very difficult to receive positive
e-mails with data answers from the companies in Aveiro region. Only 5 answers were sent
back, 3 in English and 2 in Portuguese, which is why it was decided to ask companies from all
over Portugal to answer the questionnaire. (See attachments C and D.)

Figure 10 Questionnaires and answers
Answers
4

5

English
Portuguese
Sent questionnaires

145

In the second stage 96 questionnaires were sent to the companies from all over
Portugal. But unfortunately only 4 questionnaires with answers were sent back: 3 in
Portuguese and just 1 in English. In Figure 10 the whole questionnaires and answers are
shown.
The questionnaires consisted of 16 questions. According to which the author could get
necessary information, (Attachments E and F). All the answers received are presented in
Attachment G.
The first question was “1. Does your company have any business relations with foreign
companies?” All the answers were “Yes”. This means that all companies that answered the
questionnaires are working with foreigners or have business relations with foreign companies,
or business in other countries and need to communicate with them not only in Portuguese. The
results are presented on Figure 11.

Figure 11 Does your company have any business relations with foreign
companies?
1. Does your company have any business relations with
foreign companies?
0

Yes
No
100%

The aim of the second question was to find out with what countries exactly these
companies are working with. 77,8% of the companies reported that they are working with
Spain, 66,7% with France, 44,4% with Poland, Germany, PALOP countries and Brazil, 33,3%
Hungary, China, Turkey, 22,2% Russia, Ukraine, United Arab Emirates, and 77,8 % with

other countries, such as Austria, Belgium, Czech Republic, Denmark, Estonia, Finland,
Greece, Ireland, Israel, Italy, Leetonia, Leetonia, Lithuania, Luxemburg, Morocco, Holland,
Norway, Romania, Slovakia, Sweden, United Kingdom, Australia, Japan, New Zealand,
Singapore, South Korea, Argentina, Canada, México and South Africa and others.
PALOP (Países Africanos de Língua Oficial Portuguesa) refers to a group of five
African countries where the Portuguese is the official language. The countries concerned are
Angola, Cape Verde, Guinea-Bissau, Mozambique and Sao Tome & Principe.
Figure 12 With what countries does your company work?
2. With what countries does your company work?
Russia,Ukraine, United Arab
Emirates
77,80%

22,20%

77,80%

Spain
Poland,Germany, PALOP
countries, Brazil
Hungary, China, Turkey
France

66,70%

44,40%
33,30%

Other countries

According to the third question only one company has interpreters or translators, the
other 8 do not.

Figure 13 Does the company have interpreters/translators?
3. Does the company have interpreters/translators?
11,10%

Yes
No

88,90%

In the next figure the languages that the executives of the companies are using for
communication with foreigners are presented. 100% of the companies use English as the
language of world communication. Spanish is used in 55, 6% of the companies, French 44, 4%
and just 11, 1% such languages as German, Italian, Arabic, Chinese and Hindi for their
business communication.

Figure 14 What languages do the executives of the company use in
communication with foreigners?

4. What languages do the executives of the company
use in communication with foreigners?
11,10%
44,40%

100%

English, Portuguese
Spanish
French

55,60%

German, Italian, Arabian,
Chinese, Hindi

Questions number 5 and 6 tell us if the executives of the companies are able to answer
the e-mails in English and if the companies have ever received such e-mails. 100% of the
answers were “Yes”.
From the answers to questions numbers 6 and 7 the author knew that all e-mails that
were received in these companies were clear and understandable and that the executives of the
company answers all of them.
According to the next question 66, 7% of the e-mails were business. 11, 1% - no, 11,
1% of the companies sometimes receive business letters, and 11, 1% of the companies did not
answer this question.

Figure 15 Were they business letters or not?
9. Were they business letters or not?
11,10%
11,10%

66,70%
Business
No

11,10%

Some of them
No answer

Figure 15 presents the frequency of receiving e-mails in English. 55,6% receive emails in English every day, 22,2% once a month, 11,1% - once a week, and 11,1% - depends.

Figure 16 How often does your company receive e-mails in English?
10. How often does your company receive e-mails in
English?
11,10%
22,20%

55,60%
Every day
Once a week
Once a month
Depends

11,10%

The next figure shows how many e-mails in English the companies receive. From 1 to
5 – 33,3%, from 5 to 20 – 33,3 %, from 20 to 50 – 22,2% and more than 50 – 22,2% of the
companies.

Figure 17 How many e-mails in English does your company receive?
11. How many e-mails in English does your company
receive?
22,20%

33,30%

From 1 to 5
From 5 to 20
From 20 to 50
More than 50
22,20%
33,30%

According to question number 12, 77,8% of the companies answer all e-mails received
in English and 22,2% do not.

Figure 18 Does your company answer all letters received in English?
12. Does your company answer all letters received in
English?
22,20%

Yes
No
77,80%

Answers to question number 13 tell us that only 1 company does not have a company
website.

Figure 19 Do you have a company website?
13. Do you have a company website?
11,10%

Yes
No

88,90%

55,6 % of the companies’ websites provide reading all information presented on their
website in English. 33,3% do not provide such a possibility and 11,1% do not have a website
at all.
Figure 20 Can people choose to read the information in English?
14. Can people choose to read the information in
English?
11,10%
33,30%

55,60%
Yes
No
Doesn`t have a website

In figure 21 we can see what other languages the information on the website can be
read in. Just in Portuguese – 33,3%, in Spanish – 22,2%, in French – 11,1%, does not answer
11,1%, does not have a website 11,1%.
Figure 21 What other languages can people find on your website?
15. What other languages can people find on your

website?
11,10%

22,20%
Spanish

11,10%

11,10%

French
Just Portuguese
Doesn`t have a website
No answer

33,30%

According to the next figure 100% of the respondents think that it is an advantage to
use English as a language for business communication.

Figure 22 Do you think it is an advantage to use English as a language for
business communication?
16. Do you think it is an advantage to use English as a
language for business communication?
0%

Yes
100%

No

And here are presented the answers of the companies to question 16 the reasoning
behind their answers.
Table 12 Answers to question 16
16. Do you think it is an advantage to use English as a language for
business communication? If so, why?
1.MarketGest
2.Tv Ria

Of course. Main language to universal business communication
Yes, because is the international language for communication.

3.COSEC
Credit
Insurance
Company
4.Endovélico

Yes, because English is the most used language for business communications thanks to the

5. Teksid.
Funfrap

Completamente de acordo. A língua inglesa é fundamental para comunicação nos negócios.

6. Volkswagen
Portugal
7. CIMPOR

fact that is the more easily understood language.
Sim, porque é a lingua mais falada, agilizando os negócios.
Trata-se de uma língua Universal!!!!
Yes, because it’s a world language
Sim, porque é a língua mais utilizada internacionalmente pela comunidade empresarial.

8. Ndrive

Sim. Utilizada por um número muito grande de pessoas.

9. Cpcis

Sim por ser totalmente universal

During doing the research the author also analyzed the websites of the companies and
the languages what the visitors can use. From 145 companies which were involved in the
survey only 5 of them did not have the website and two websites had icons but did not have
the translation in English. In general 88 websites has the information only in Portuguese, 60
websites in Portuguese and in English, 15 also in Spanish, 13 in French and 6 in German. Just
1% of all websites had the opportunity to use such languages as Italian, Russian, Portuguese
Brazil, Mexican, Japanese, Korean and Chinese.
The percentage of what languages visitors can use online on Portuguese websites is
presented in figure 23.

Figure 23 Using languages online
Using languages online
9,50%

4,40% 1%

10,90%

64,20%
Just Portuguese
Plus English
Plus Spanish
Plus French
Plus German

43,80%

Other languages

Unfortunately the quantity of answers received was very small and this does not allow
the whole situation in the country to be seen as a majority of Portuguese companies were
closed for communication with foreigners and delete the e-mails received straight after
opening them. On the other hand, such companies as MarketGest, Tv Ria, COSEC Credit
Insurance Company, Endovélico, Teksid. Funfrap, Volkswagen Portugal, CIMPOR, Ndrive
and Cpcis showed their intelligence, very good communication skills in English and
Portuguese, and took part in the student`s research with pleasure. My thanks go to these
companies for their support for my research

Conclusions
The value of the English language in the world today is unlimited; thanks to English all
nations can freely communicate with each other and find a compromise for the most difficult
political situations. The value of the English language in the world many people were able to
estimate. The quantity of people who learn English increases every year.
English allows people from all over the world not only to improve their intellectual
abilities, but also to touch on the great works of great people, namely, we are able to read the
most outstanding works in the original, to listen to music, which is known all over the world,
and understand what they are about.
Besides, in today's world, especially in the business world, it is difficult to
overestimate the importance of English. Business people from all over the world should be
able to communicate with their partners, to negotiate, to talk on the phone, to compose
complex contracts and simply to support conversation over dinner.
We all, of course, decide for ourselves what language to study and indeed whether to
study it or not. But if you want to keep up with the whole world and open up new
opportunities in many different directions, then English is what you need, and this is what will
allow you to make a confident step toward a successful future. There is no doubt about this.
English is the first truly global language. It is the language of the world’s trade,
computers and media. It’s a language of the whole planet. That is why the author of this work
decided to carry out research about the use of English in Portuguese companies.
In the dissertation the author investigated the ability of Portuguese companies, which
have business with companies from other countries, to understand, read and answer their
emails received in English. 145 companies from all over the country were asked to answer the
questionnaire, first in English, then in two weeks in Portuguese. The main objectives were to
find out if such companies receive emails in English, how many and how often and if they
answer them, also to know if the executives of the company can do so without interpreters and
how well.
Unfortunately, only 9 answers from 145 companies were received by email. This
quantity showed that Portuguese companies or their executives did not want to answer the

questionnaire, did not know the asked information asked for or something else. Those
companies that answered the questionnaire have a good knowledge of English and good
communicative skills. They easily gave answers for all questions and showed their intelligence
and independence.
The results received from this research showed that the role of and use of English plays
a very important role in the company. The author found out the ability of these companies,
which have business with companies from other countries, to understand, read and answer the
emails received in English and to communicate with foreigners by using English, and also
other languages. The results received showed that knowledge of English is very important in
everyday life, especially in business. Given the present crisis and the government’s emphasis
on exports as the means to develop Portugal, the knowledge and use of other languages in
business is indispensible.
However, according to D. Graddol, to 2050 the peak of English learning will be
passed. English will lose its relevance, and the industry of teaching English language fall
victim to its own success. The number of learners of English will decrease from 3 billion to
500 million. With the spread of English in the world, more people will be bilingual or even
multilingual. Knowing several languages will be very highly valued in work and business.
Economic development of the eastern countries will lead to studying such languages as
Spanish, Chinese and Arabic, and, quite possibly, they will be the future of language.
In general, nowadays, we cannot imagine the modern world and our lives without the
English language. English is firmly entrenched in our lives, and has completely changed our
understanding of communication.
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Attachments
Attachment A
Language

Mandarin

Difficulty
(1 to 5)

Popularity
(1 to 5)

Transparency
(1 to 3)

GDP
Countries
(USD billions)
$1127 bn

4

Speakers
(millions)
1,036 M

Mandarin Chinese is a very difficult language to read and write, but it is not as hard to speak as you might
think. With the humongus Chinese economy behind it, it definitely is a language of the future. Even if you do
not work with China, you can get plenty of opportunities to practice it at home with the many Chinese
travellers and the wealth of Chinese cinema.

English

$14129 bn

12

618 M

The undisputed king of languages in science, business and international exchange of any kind. The choice for a
first foreign language, English will give you instant access to an unmatched wealth of books, newspapers,
magazines, movies, websites and people from all over the world..

Hindi/Urdu

$276 bn

2

487 M

Indo-European language that opens you huge areas of one of the most intriguing country of the world - India,
as well as most of Pakistan where the same language is written in Arabic script and called Urdu. Despite its
captivating writing system, the language is not too difficult to master and is one of the most spoken in the
world.

Spanish

$3198 bn

25

376 M

Easy, logical and useful language that is on top of most people's list. Very handy when travelling in the many
Spanish-speaking countries, it also brings its own rewards through books, music and films. A must on any
language lover shopping list.

Arabic

$694 bn

24

A united writing system based on the Koran helps learning a language with many different dialects.

285 M

Indonesian

French

$208 bn

1

234 M

$2223 bn

17

213 M

A very chic but difficult romance language, French will open you the door of the most visited country on earth
and let you in to a fascinating culture. Litterature, philosophy, architecture and gastronomy are areas where a
command of French can bring intense satisfaction even if you do not live in France.

Bengali

$51 bn

2

207 M

6

203 M

The language of Bangladesh and of the state of Bengal near Calcutta, India.

Portuguese

$666 bn

Easy language to learn for those who already speak another Romance language, Portuguese is usually not the
first choice in this group unless you have a special reason. Pity, since it is a beautiful language from two
endearing countries.

Russian

$548 bn

8

167 M

This fascinating language is less difficult to learn than its reputation and gives you the key not only to Russia,
but also to the large group of ex-Soviet countries. Plus it gives you instant access to a enormous amount of
highly interesting reading material you can get for free off the internet.

Japanese

$4326 bn

1

127 M

A fascinating language for a fascinating civilisation. However this is probably one of the most difficult language
you can find. Very complex writing system and grammar. The world's second largest economy.

Cantonese

$400 bn

1

The most influential Chinese dialect after Mandarin. Despite the fact that it has less total speakers, the
geographical spread of Cantonese has historically been much greater and largely remains so to this day.

100 M

German

$2850 bn

3

91 M

This important European language is quite difficult to learn, but gives you access to one of the world's great
economies as well as to a wealth of cultural material.

Turkish

$237 bn

1

72 M

A wonderful grammar and a great civilization all clad in the roman alphabet should be enough to convince you.

Korean

$605 bn

2

70 M

Very interesting language and a great country but one of the most difficult languages to speak fluently.

Thai

$143 bn

1

64 M

2

61 M

Thai is a demanding language but you can thank the Thais for writing with an alphabet.

Farsi

$127 bn

Intriguing language that is not so difficult to learn if you already speak another indo european language. The
language of Iran but also an official language of Afghanistan and Tadjikistan.

Italian

$1490 bn

2

58 M

Arguably the most beautiful spoken language there is, a must for the arts aficionado. It is very easy to fall in
love with this language and its country. If you already know another Romance language, make sure you learn it :
you can learn Italian at 80% off the price by taking advantage of the strong similarities in grammar and
vocabulary with Spanish, French and Portuguese.

Ukrainian

$50 bn

2

41 M

Closely related to Russian, Ukrainian is much less studied than its older brother since most people in the
Ukraine speak Russian.

Polish

$209 bn

1

38 M

Dutch

$713 bn

4

30 M

Somewhere between English and German, Dutch might not be the most beautiful language but it is the national
language of two very dynamic and friendly countries: Belgium and the Netherlands, as well as a close cognate,
Afrikaans, in South Africa.

Romanian

$60 bn

3

28 M

The language of Vlad Dracul and a unique Romance language, Romanian has three word genders, six futures
and uses cases like a Slavic language. Despite all this, it is still relatively easy if you speak another Romance
language.

Serbo-Croatian

$54 bn

5

17 M

Seen as either a political construct or a common language across the Balkans, Serbo-Croatian is a charming
slavic language that you can enjoy during great beach vacations on the Adriatic sea.

Hungarian

$107 bn

1

14 M

Unique, highly demanding language that is the hallmark of an accomplished language lover. You may learn
Spanish for many reasons, but Hungarian really shows you either love Hungary, or your love languages.

Czech

$85 bn

2

12 M

Attractive language of a charming central European country, Czech has influences from its many neighbors.

Greek

$173 bn

2

11 M

Modern Greek uses the same alphabet as its ancestor, ancient Greek, but is much simpler to learn. It gives you
access to a small but very interesting country and lets you speak with words that have been in use for 2500 years.

Swedish

$300 bn

1

9M

The most important Scandinavian language. Very similar to Danish and Norwegian. A command of Dutch or
German will get you started.

Bulgarian

$20 bn

1

8M

Slovak

$50 bn

1

6M

Danish

$212 bn

1

5M

Finnish

$161 bn

1

5M

Probably the most difficult European language you can learn, but rather fascinating.

Norwegian

$221 bn

1

Esperanto

$0 bn

0

5M

2M

If you want to try an artificial language, Esperanto is the most famous and most widespread.

Latin

$0 bn

1

M

The most popular dead language ever - a great intellectual adventure for those who study other Romance
languages.

Difficulty :
Rating 1 (easiest) to 5 (hardest) of the difficulty of learning the language for an
English speaker. Many additional factors will affect the difficulty you will experience
when trying to learn a given language, especially the other languages you already speak.
Such a rating system has obvious limitations but I take great care in assessing the difficulty
of each language. Many of these ratings have been discussed on the language forum (see
for example the discussion about Korean). People always complain that the rating given to
their native language is 'too low' - I wonder how they would now since they never had to
learn it as a foreign language. If you can make a case for a different difficulty rating for a
specific language you are welcome to bring this up in the language forum.
Popularity :
Subjective rating of how popular the language is with Western learners. This
obviously varies a great deal from country to country, but is a good overall indicator of the
availability of learning material for the language. I visit many physical language
bookshops as well as some online ones and think I have a rather objective basis for
establishing 'popularity' of a language with foreign language learners in the number of
courses and books available for each language.
GDP :
Nominal GDP of the countries where the languages is spoken. This gives an
indication of the economic importance of the language on the international scene. We have
not used PPP GDP as it emphasizes non-tradable goods. When a country uses several
languages we used the percentage of speakers of the language multiplied by the country's
GDP. If you feel that economic factors are meaningless in language learning, please
disregard this column.
Countries :
Number of countries where the language is an official language or where there are
important communities who speak this language at home. This gives you an indication of
the spread of the language across the globe. Some languages (English, Spanish, French)
are used in many countries across the world whereas others (Mandarin, Hindi, Indonesian)
are confined to one huge country.

Speakers:
Approximate number of native speakers worldwide. Some languages, such as
English, are widely used by non-native speakers. You will find information about this in
the detailed review.

Attachment B
Companies 1 stage
N
1

Name of the company
Abraão Fonseca, Lda

2

Adágio - Instrumentos
Musicais, Lda.
Adverte

3
4
5
6
7

Clube Viajar - Viagens e
Turismo, Lda.
Getmotion
Hiclinic- Clinica MédicoDentária
Loja MPM

8

MarketGest - Consultores
de Marketing

9

Mastersensor

10

Protega Electrotecnia, Lda.

11

PubliSilva - Reclamos
Luminosos Lda.
MG.INOXSERRALHARIA CIVIL
ESCADAS
GRADEAMENTOS
PORTÕES VARANDAS
EM INOX
Sopormetal - Soc.
Portuguesa de Metais, Lda.

12

13
14

P. J. Ferramentas, Lda.

15

Banda Mdiba - Musica de
Baile. Conjuntos, Grupos
Musicais, Bandas de Baile
Aveiro
Aveirofast, Transportes
Urgentes Lda
Vein Evolution, Lda.

16
17
18

Tv Ria - Sistemas de
Comunicação, Lda.

Emails and websites
EMail: geral@abraaofonseca.com
WWW: http://www.abraaofonseca.com/
EMail: adagio@adagio.pt
WWW: http://www.adagio.pt/
EMail: geral@adverte.pt
WWW: http://www.adverte.pt/
EMail: aveiro@clubeviajar.pt
WWW: http://www.clubeviajar.com/
EMail: geral@getmotion.pt
WWW:
http://www.getmotion.pt/html/portefolio.html
WWW: http://www.hiclinic.pt/
EMail: geral@hiclinic.pt
WWW: http://www.lojampm.com/
EMail: lojampm@gmail.com
WWW:
http://www.tagzania.com/pt/marketgestconsultores-de-ma/
EMail: marketgest@netbusiness.com
WWW: http://www.mastersensor.com/
EMail: geral@mastersensor.com
WWW:
EMail: geral@protega.pt
WWW: http://www.publisilva.pt/
EMail: comercial@publisilva.pt
WWW; http://mginoxgradeamentoscorrimoesinox.blogspot.pt/
EMail: mg.inox@clix.pt

English

+

WWW:
http://www.sopormetal.pt/pt/index.php EMail:
geral@sopormetal.pt
WWW: www.pjf.pt
EMail: r.santos@pjf.pt
WWW: http://www.bandamdiba.com/
EMail: bandamdiba.com@gmail.com
WWW: http://www.aveirofast.pt/
EMail: aveirofast@gmail.com
WWW: http://www.vein-evolution.pt/
EMail: info@vein-evolution.pt
EMail: geral@tvria.pt

+

Portuguese

19

Cosec - Companhia de
Seguro de Créditos, S.A.

WWW: http://www.cosec.pt/
EMail: cosec@cosec.pt

20

ATL AssinaturaInfantil Actividades Lúdicas e
Educativas, Lda
CSPVC - Centro Social e
Paroquial de Vera Cruz
dEC - Desenvolvimento
Económico e
Contabilístico
Endovélico-Energias
Renováveis,Lda.
Energia Em Equilíbrio

WWW: http://www.assinaturainfantil.com/
EMail: assinaturainfantil@gmail.com

21
22
23
24
25
26

GET A VOICE |
PORTUGAL
MinutaQuest

27

Requal HOME

28

Repaveiro, Lda

29

Setline

30

Teatrus, Lda.

31

Vulcano Termo
Domésticos
BOSCH

32
33
34
35
36

Faurecia - Assentos de
Automóveis, Lda.
Colep Portugal, Vale de
Cambra
Cires

37

Solverde - Investimentos
Turísticos Costa Verde,
Espinho
Ferpinta

38

Proleite

39

FUNFRAP - FUNDIÇÃO
PORTUGUESA, S.A.
OLIVEIRA & IRMÃO,
S.A.
A.FONTES, S.A.

40
41
42

RODI - SINKS & IDEAS,
S.A.

+

WWW: http://www.cspveracruz.pt/
EMail: cspveracruz@cspveracruz.pt
WWW: http://www.dec.netvisao.pt/
EMail: dec@netvisao.pt
WWW: http://www.endovelico.pt/
EMail: geral@endovelico.pt
WWW: http://energiaemequilibrio.com/
EMail: info@energiaemequilibrio.com
WWW: http://www.voiceoverportugal.eu/
EMail: info@voiceoverportugal.eu
WWW:
EMail: minutaquest@hotmail.com
WWW: http://www.requalhome.com/
EMail: requalhome@gmail.com
WWW: http://repaveiro.com/
EMail: repaveiro@repaveiro.com
WWW: http://www.setline.pt/
EMail: gestao@setline.pt
WWW: http://www.teatrus.pt/
EMail: teatrus@teatrus.pt
WWW: http://www.vulcano.pt/
Email: info.vulcano@pt.bosch.com
WWW: www.bosch.pt
Email: candidaturas.vulcano@pt.bosch.com
raquel.torrado@faurecia.com

+

WWW: www.colep.com
Email:enquiries@colep.com
WWW: www.cires.pt/
Email: cires@cires.pt
WWW: www.solverde.pt/
Email: hotelcasinochaves@solverde.pt
WWW: http://www.ferpinta.pt
Email: info@ferpinta.pt
WWW:
Email: geral@proleite.pt
WWW: http://www.teksid.com/default.htm
Email: externalrelations@teksid.com
WWW: http://www.oli.pt/scid/olweb13/
Email: geral@oli.pt
WWW: http://www.entreposto.pt
Email: info.entreposto@entreposto.pt
WWW: http://www.rodi.pt/
Email: rodi@rodi.pt

+

43

INDASA - INDÚSTRIA
DE ABRASIVOS, S.A.
PRIMUS VITÓRIA AZULEJOS, S.A.
EXTRUSAL COMPANHIA
PORTUGUESA DE
EXTRUSÃO, S.A.
DIATOSTA INDÚSTRIA
ALIMENTAR, S.A.
CORVAUTO COMÉRCIO E
REPARAÇÕES DE
VEÍCULOS AUTO, S.A.

WWW: http://www.indasa.pt/
Email: export@indasa.pt
WWW: http://www.primusvitoria.com/
Email: geral@primusvitoria.com
WWW: http://www.extrusal.pt/
Email: info@extrusal.pt

48

IRBAL, S.A.

49

MADEIVOUGA MADEIRAS, S.A.

WWW: http://www.irbal.com/
Email: irbal@irbal.com
WWW: http://www.madeivouga.pt
Email: geral@madeivouga.pt

44
45

46
47

WWW: http://www.diatosta.pt
Email: diatosta@diatosta.pt
WWW: http://www.corvauto.pt
Email: corvauto@corvauto.pt

The names, e-mails and websites of the companies
http://www.pandaempresas.com/1_empresas_Aveiro.html
and from http://www.infoempresas.com.pt/Concelho_AVEIRO.html

were

taken

from

Attachment C
Companies 2 stage
N

2

Name of the company
Petrogal
(PETRÓLEOS DE
PORTUGAL PETROGAL, S.A.)
TAP

3

PT

4

EDP

5

VOLKSWAGEN
AUTOEUROPA, LDA

6

CEPSA

7

Teixeira Duarte

8

Recheio

9

Lactogal

10

Worten

11

Zon

12

Alliance Healthcare

13

Soares da Costa

14

Continente

15
16

OCP
SIVA

17

Brisa

18

Nestle Portugal

19

Udifar

20

Reagro

1

Emails and websites
http://www.galpenergia.com/PT/Paginas/H
ome.aspx
galp@galpenergia.com
clientes@galpenergia.com
http://www.flytap.com/Portugal/pt/Homep
age
fale.connosco@tap.pt
http://www.telecom.pt/InternetResource/P
TSite/PT
geral@telecom.pt
http://www.edp.pt/en/Pages/homepage.asp
x
rh_edp@edp.pt
http://www.volkswagenautoeuropa.pt/
public-relations.office@volkswagen.pt
http://www.cepsa.com/
apoiocliente@cepsa.com
http://www.teixeiraduarte.pt/
geral@teixeiraduarte.pt
http://www.recheio.pt/
cliente@recheio.pt
http://www.lactogal.pt/presentationlayer/H
ome_00.aspx
info@lactogal.pt
http://www.worten.pt/
cliente@worten.pt
http://www.zon.pt/Pages/HomePage.aspx
fraude@zon.pt
http://www.alliance-healthcare.pt/
geral@alliance-healthcare.pt
http://www.soaresdacosta.pt
geral@soaresdacosta.pt
http://www.continente.pt/
ajuda@continente.pt
http://www.ocp.pt/ ocp.portugal@ocp.pt
http://www.sivaonline.pt
apoio.clientes@siva.pt
http://www.brisa.pt
servico.cliente@brisa.pt
http://www.nestle.pt/saboreiaavida/Pages/
Home.aspx faleconnosco@pt.nestle.com
https://www.udifar.pt/udiportal/portal.xvw
secretariado.geral@udifar.pt
http://reagro.net/
reagro@reagro.pt

English

+

Portuguese

21

Unicer

22

Transgás

23

Somague

24

Mercedes Benz Portugal

25

SCC

26

Turbogás

27

Hospital São João

28

CIMPOR

29
30

Sumol + Compal
Distribuição
SECIL

31

GMAC

32

Monte Adriano

33

JP Sá Couto

http://www.unicer.pt/index.php?sw=1280
unicer.internacional@unicer.pt
http://www.transgas.com/
CustServ@transgas.com
http://www.somague.pt/site/index.asp
recursos.humanos@somague.pt
http://www.mercedes-benz.pt
rh_mbp@daimler.com
http://www.scc.pt/
geral@scc.pt
http://www.turbogas.pt/index.php?resoluti
on=1024x768
info@turbogas.pt
http://www.chsj.pt
geral@hsjoao.min-saude.pt
http://www.cimpor.pt/
press@cimpor.com
http://www.sumolcompal.pt/
consumidor@sumolcompal.pt
http://www.secil.pt/
lcqo@secil.pt
http://www.gmacfs.com/pt/
gmac.pt@gmacfs.com
http://www.grupomonteadriano.com
geral@monteadriano.pt
http://www.jpsacouto.pt/

+

geral@jpsacouto.pt
34

Efacec Energia

35

Edifer

36

IBM Portuguesa

37

Tabaqueira

38
39

Propel
Siderurgia Nacional –
Maia
Ilídio Mota

40
41

Conduril Construtora
Duriense

http://www.efacec.pt/presentationLayer/ef
acec_home_00.aspx?idioma=1
sgps@efacec.pt
http://www.edifer.pt/
geral@edifer.pt
http://www.ibm.com/pt/pt/
ibm_directo@pt.ibm.com
http://www.pmi.com/pt_pt/pages/homepag
e.aspx
tabaqueira@pmi.com
http://www.propel.com/ pr@propel.com
http://www.qsp.pt/
geral@qsp.pt
http://www.ilidiodamota.pt/
info@ilidiodamota.pt
http://www.conduril.pt/
expedientegeral@conduril.pt

The names, e-mails and websites of the companies were taken from
http://www.linkedportugal.com/2010/11/04/top-100-maiores-empresas-portuguesasno-linkedin/

Attachment D
Companies 3 stage
N
1

Name of the company
Century 21 portugal

2

Grupo ch business consulting

3

Hilti portugal contactos

4

Construlink

5

Srs advogados

6

Actual sales

7

Grenke renting

8

Leadership business consulting

9

Tetraplano

10

Gilead services

11

Sas institute

12

Hitachi consulting portugal

13

Siscog

14
15

Morais Leitão, Galvão Teles,
Soares da Silva & Associados
Phc software

16

Eurotux

17

Aquapura hotels

18

Novartis farma

19

Amt consulting

20

Hiscox

21

Ilumina

22

Lurdes narciso

Emails and websites
geral@century21portugal.com
http://www.century21portugal.com
info@chconsulting.pt
http://www.chconsulting.pt
clientes@hilti.com
http://www.hilti.pt/holpt
apoio@gatewit.com
http://www.construlink.com
geral.portugal@srslegal.pt
http://www.srslegal.pt
info@actualsales.pt
http://www.actualsales.com
service@grenke.pt
www.grenke.pt
info@leadership-bc.com
http://www.leadership-bg.com/
tetraplano@tetraplano.com
http://www.tetraplano.com/
public_affairs@gilead.com
http://www.gilead.com
marketing@por.sas.com
www.sas.com/portugal
portugal@hitachiconsulting.com
http://www.hitachiconsulting.com/homePortu
gal.cfm
info@siscog.pt
http://www.siscog.pt/
mlgtsporto@mlgts.pt
http://www.mlgts.pt/
info@phc.pt
http://www.phc.pt/portal/programs/cindex.asp
x
info@eurotux.com
http://eurotux.com/
aquapuradouro@aquapuradouro.com
http://www.aquapurahotels.com/homepage2.aspx
sala.imprensa@novartis.com
http://www.novartis.pt/
amatteroftrust@amt-consulting.com
http://www.amt-consulting.pt
portugal@hiscox.com
http://www.hiscox.pt/
info@ilumina.pt
http://www.ilumina.pt
geral@lurdesnarciso.com

English

Portugues

23

Grupo aca

24

Companhia carris

25

Banif - banco de investimento

26

Huf portuguesa

27

Ndrive

28

Abreu advogados

29

Informa d&b

30

Primavera

31

José júlio jordão

32

Eurest Portugal

33

Oracle

34

Gelpeixe

35

Mobbit systems

36

Onitelecom

37
38

Lúcio da Silva Azevedo &
Filhos SA (Vilar de Pinheiro)
F3M software

39

EChiron

40

INPI

41

Fertagus

42

Grupo FDO

43

DST

44

Safira

45

Yudo EU

46

Pessoas e processos

47

Miranda correia

48

Esri portugal

http://www.lurdesnarciso.com/
aca.sgps@grupo-aca.com
http://www.grupo-aca.com/pt
relacoes.publicas@carris.pt
http://www.carris.pt/
banif.investimento@banifib.pt
http://www.banifib.com/pt
info@huf.pt
http://www.huf-group.com
sales@ndrive.com
http://www.ndrive.com/pt-pt
press@abreuadvogados.com
http://www.abreuadvogados.com/
informadb@informadb.pt
https://www.informadb.pt/
comercial@primaverabss.com
http://www.primaverabss.com/pt
geral@jordao.com
http://www.jordao.com
geral@eurest.pt
http://www.eurest.pt/
my-leads_pt@oracle.com
http://www.oracle.com/pt
info@gelpeixe.pt
http://www.gelpeixe.pt/
info@mobbit.com
http://www.mobbit.com/
geral@oni.pt
http://www.oni.pt
lucios@azevedos-sa.com
http://www.lucios.pt/
info@f3m.pt
http://www.f3m.pt
info@echiron.com
http://www.echiron.com/
atm@inpi.pt
http://www.marcasepatentes.pt
fertagus@fertagus.pt
http://www.fertagus.pt/
Fdo.sa@fdo.pt
http://www.fdo.pt
geral@dstsgps.com
http://www.dstsgps.com
info@safira.pt
http://www.safira.pt
yudoeu@yudoeu.com
http://www.yudoeu.com
info@pessoaseprocessos.com
http://www.pessoaseprocessos.com
lisbon@mirandalawfirm.com
http://www.mirandalawfirm.com
info@esri-portugal.pt

+

49

Cpcis

50

Grupo generali

51

Bombas grundfos portugal

52

Observit

53

Smartwatt

54

Construçoes europa ar lindo

55

Grupo centralmed

56

Unilogos

57

Serralharia jofebar

58

Aguas de gondomar

59

ADP

60

Inapa portugal

http://www.esriportugal.pt
geral@cpcis.pt
http://www.cpcis.pt
generali@generali.pt
http://ww5.generali.pt/generali/
marketing-bgp@grundfos.com
http://pt.grundfos.com/
comercial@observit.pt
http://www.observit.pt
info@smartwatt.pt
http://www.smartwatt.pt
geral@ar-lindo.pt
http://www.ar-lindo.pt/
centralmed@centralmed.pt
http://www.centralmed.pt
unilogos@unilogos.net
http://www.unilogos.net/
jofebar@jofebar.com
http://www.jofebar.com
geral@aguasdegondomar.pt
http://www.aguasdegondomar.pt
info@adp.pt
http://www.adp.pt/
centro.atendimento.cliente@inapaportugal.pt
http://www.inapaportugal.pt

The names, e-mails and websites of the companies were taken
http://www.engenium.net/3571/ranking-2011-melhores-empresas-para-trabalhar-emportugal.html

+

from

Attachment E
Questionário
Boa tarde! O meu nome é Alona e sou estudante da Universidade de Aveiro do
curso de Línguas e Relações Empresarias. Estou fazer uma pesquisa sobre uso de língua
inglesa na comunicação de negócios nas empresas portuguesas e gostava que colabore neste
estudo, respondendo as seguintes questões.
1) A vossa empresa tem algumas relações de negócio com a empresa estrangeira?
2) Quais são os países que a vossa empresa trabalha?
3) A sua empresa têm tradutores?
4) Quais são as línguas que a vossa empresa usa na comunicação com as empresas
estrangeiras?
5) Os executivos da empresa são capazes em responder e-mails em inglês?
6) Alguma vez você recebeu e-mail em inglês?
7) Os e-mail recebidos em inglês eram claros e compreensíveis?
8) Você respondê-las?
9) Os e-mail respondidos eram relacionados com negócio ou não?
10) Com que frequência a sua empresa recebe as cartas em inglês?
•

Todos os dias

•

Uma vez por semana

•

Uma vez por mês

11) Quantas cartas em inglês a sua empresa recebe?
•

Entre 1 a 5

•

Entre 5 a 20

•

Entre 20 a 50

•

Mais de 50

12) A sua empresa responde a todas as cartas que recebe em inglês?
13) A sua empresa tem o website?
14) As pessoas podem escolher idioma em inglês no vosso site para ler a informação?

15) Quais são outros idiomas que as pessoas podem escolher para ler a informação no
website?
16) Você acha que o uso da língua inglesa é uma vantagem para comunicação nos
negócios? Se sim, porque?
Muito abrigado pela vossa resposta!

Attachment F
Questionnaire
Hello! My name is Alona, I`m a student of Languages and Business Relations in the
University of Aveiro. I`m doing the research about the use of English for business
communication in Portugal and I`d like to ask you some questions.
1. Does your company have any business relations with foreign companies?
2. With what countries does your company work?
3. Does the company have interpreters/translators?
4. What languages do the executives of the company use in communication with
foreigners?
5. Are the executives of the company able to answer e-mails in English?
6. Have you ever received e-mails in English?
7. Were they clear and understandable?
8. Did you answer them?
9. Were they business letters or not?
10. How often does your company receive letters in English?
•

Every day

•

Once a week

•

Once a month

11. How many letters in English does your company receive?
•

From 1 to 5

•

From 5 to 20

•

From 20 to 50

•

More than 50

12. Does your company answer all letters received in English?
13. Do you have a company website?
14. Can people choose to read the information in English?
15. What other languages can people find on your website?

16. Do you think it is an advantage to use English as a language for business
communication? If so, why?

Thank you very much for your answers.

Attachment G
Results
Company

Question
1. Does your company have any business relations with foreign
companies?

1.
2.
3.
4.

yes
yes
yes
sim

5.
6.
7.

sim
yes
A Cimpor é uma empresa internacional de origem portuguesa que está
presente em 12 países.

8.
9.

sim
sim
2. With what countries does your company work?

1.

PALOP countries, Poland, Ukraine, Russia, Spain, and some
other´s.

2.
3.

Spain, France, Germany, United Arab Emirates, Brazil.
Austria, Belgium, Check Republic, Denmark, Estonia, United Arab
Emirates, Finland, France, Germany, Greece, Hungry, Ireland, Israel,
Italy, Leetonia, Lithuania, Luxemburg, Morocco, Holland, Norway,
Poland, Portugal, Romania, Slovakia, Sweden, Turkish, United
Kingdom, Australia, China, Japan, New Zealand, Singapore, South
Korea, Argentina, Brazil, Canada, México, EUA, South Africa, Angola,
Cape Verde, Mozambique.

4.

Espanha, França, Polónia e Hungria

5.

Itália, França, Espanha & Alemanha

6.

Europe, North America

7.
8.

Portugal, Espanha, Cabo Verde, Marrocos, Tunísia, Turquia, Egito,
Moçambique, África do Sul, Brasil, China, Índia
Brasil, França, Israel, África do Sul, Grécia, Coreia do Sul, Taiwan,
China, Espanha, Estados Unidos, Chile, Argentina, Turquia, ..., só para
citar os mais importantes

9.

Angola, Irlanda, Cabo Verde
3. Does the company have interpreters/translators?

1.
2.
3.
4.

no
yes
no
não

5.
6.
7.
8.
9.

não
no
não
não
não
4. What languages do the executives of the company use in
communication with foreigners?

1.

English and Spanish

2.
3.

English, Spanish, Portuguese
English and French.

4.

Ingles e Castelhano

5.
6.

As línguas principais são: Italiano, Francês & Inglês.
English and Germany

7.

O português e o inglês são as línguas usadas diariamente. Quando nos
dirigimos a todos os colaboradores (por exemplo nas ações de
comunicação interna), usamos também o espanhol, o francês, o árabe, o
chinês e o hindi.

8.

Inglês (maioritariamente), Francês e Espanhol

9.

Portugues e Ingles
5. Are the executives of the company able to answer e-mails in
English?

1.
2.

yes
Some of them, yes.

3.
4.
5.
6.

yes
sim
sim
Off course

7.
8.
9.

sim
sim
sim
6. Have you ever received e-mails in English?

1.
2.
3.
4.
5.
6.
7.

yes
yes
yes
sim
sim
yes
Todos os dias

8.
9.

sim
sim
7. Were they clear and understandable?

1.
2.
3.
4.
5.
6.
7.
8.
9.

yes
yes
yes
sim
sim
yes
sim
sim
sim
8. Did you answer them?

1.
2.
3.
4.
5.

Yes (when they need an answer)
yes
yes
sim
yes

6.
7.
8.
9.

sim
sim
sim
sim
9. Were they business letters or not?

1.
2.
3.
4.
5.
6.
7.
8.

Business
Some of them business
No, just formal e-mails.
sim
yes
sim
Relacionados com negócio

9.

sim
10. How often does your company receive letters in English?
• Every day
•

Once a week

•

Once a month

1.
2.

depends
Every day

3.
4.
5.

Every day
Uma vez por semana
Todos os dias

6.
7.

Every day
Uma vez por mês

8.

Todos os dias

9.

Uma vez por mês
11. How many letters in English does your company receive?
•

From 1 to 5

•

From 5 to 20

•

From 20 to 50

•

More than 50

1.
2.
3.
4.
5.

From 20 to 50
From 5 to 20
More than 50
Entre 1 a 5
Entre 5 a 20 ( diárias)

6.
7.

More than 50
Entre 1 a 5

8.

Entre 5 a 20

9.

Entre 1 a 5
12. Does your company answer all letters received in English?

1.
2.
3.
4.
5.
6.

yes
Not all
yes
sim
sim
If the y are interested

7.
8.
9.

sim
sim
sim
13. Do you have a company website?

1.
2.
3.
4.

yes
yes
yes
Tem (www.endovelico.pt)

5.
6.

Não temos Website
Yes www.volkswagenautoeuropa.pt

7.
8.
9.

sim
sim
sim
14. Can people choose to read the information in English?

1.
2.
3.
4.

yes
yes
yes
não

5.

Não se aplica porque não temos site.

6.
7.
8.
9.

no
sim
sim
não
15. What other languages can people find on your website?

1.
2.

Spanish
Only Portuguese and English

3.
4.

Just English
Apenas português

5.
6.
7.
8.

Não se aplica porque não temos site.
Português
Francês e Espanhol

9.

Portugues
16. Do you think it is an advantage to use English as a language for
business communication? If so, why?

1.

Of course. Main language to universal business communication

2.

Yes, because is the international language for communication.

3.

Yes, because English is the most used language for business
communications thanks to the fact that is the more easily understood
language.

4.

Sim, porque é a lingua mais falada, agilizando os negócios.

5.

Completamente de acordo. A língua inglesa é fundamental para
comunicação nos negócios. Trata-se de uma língua Universal!!!!

6.

Yes, because it’s a world language

7.

Sim, porque é a língua mais utilizada internacionalmente pela
comunidade empresarial.

8.

Sim. Utilizada por um número muito grande de pessoas.

9.

Sim por ser totalmente universal

