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resumo 
 
 

Esta tese propõe-se examinar o papel e estatuto do Inglês nos 
negócios internacionais na China, tomando como enquadramento a 
transformação deste país desde 1978 até ao presente. No quadro
actual da globalização e internacionalização sociais e económicas,
apresenta-se uma perspectiva das tendências demográficas e
padrões económicos bem como a situação social e cultural actual da 
China. A relação entre a língua inglesa e práticas e valores
associados e a cultura dos negócios na China também foi investigada
através de um trabalho de campo realizado em empresas nacionais e
internacionais, localizadas  em diferentes regiões da China, em 2007 
e 2008. Através dos resultados deste estudo, reconhecemos a
máxima importância atribuída tanto à língua inglesa como à
comunicação intercultural pela população inquirida, sublinhando a
necessidade de desenvolver as competências interculturais e 
linguísticas orientadas para a gestão eficiente dos negócios. 
 
Com base nos nossos resultados, pode ser extraída a conclusão de 
que o Inglês funciona como uma ferramenta principal e um abrir de
caminhos para encurtar a lacuna linguística e cultural entre as 
diferentes comunidades empresariais. Ajuda a China a adaptar-se e 
interagir com outras culturas e chegar harmoniosamente ao principio
“win-win”, ou seja, alcançar o sucesso esperado nos negócios
internacionais de hoje. Por outro lado, torna-se claro que os papéis, 
a natureza e o estatuto do Inglês/”Englishes” evoluem a par de 
processos de mudança social, cultural e económica. Prevê-se que 
esta evolução continuará, ficando a paisagem linguística mais
complexa. Espera-se que este trabalho contribua para a melhor 
compreensão das relações entre a China e o resto do mundo. 
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abstract 
 

This thesis proposes an examination of the role and status of English
in international business in China against the background of this
country’s economic and social transformation from 1978 to the
present. Within the context of economic and social globalization and 
internationalization, an overview is provided of the demographic 
trends, economic patterns as well as the current social and cultural
situation in China. The relationship between the English language and 
associated cultural practices and values, and Chinese business 
culture is investigated through fieldwork carried out in 2007 and
2008, with national and international enterprises in different regions
of China. Our findings confirm the importance attributed to both 
English and intercultural communication by the surveyed population,
highlighting the need for a mastery of cross-cultural and language 
skills for effective business management. 
 
Based on our findings, it is concluded that English functions as a
major tool and a bridge to shorten the language and cultural gap
between different business communities. It helps China to adapt and
interact with other cultures and to harmoniously reach the win-win 
principle, that is, to achieve the success expected in today´s
international business. On the other hand, it is demonstrated that the
roles, nature and status of English/Englishes are constantly evolving
alongside processes of social, cultural and economic change. It is
predicted that this evolution will continue and complexify in the 
future. It is hoped that this study will contribute to the better
understanding of intercultural relations between China and the rest of 
the world. 
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Introduction 

I never thought I would be writing my doctoral dissertation in Portugal. 

As a native Chinese growing up in China, going through its reform 

processes, and as a former English teacher in the Chinese national 

education system, I had been witnessing the vast economic and social 

transitions since China opened up in 1978. But it was because of my 

husband´s professional career in 2001, that we, as a family unit, came to 

live in Portugal, giving us the opportunity to further pursue our scholarly 

careers and expand our intercultural experiences. 

My experience as a student and researcher has led me to participate 

in national and international conferences and seminars, in, for example: 

Aveiro, Braga, Santiago de Compostela, Athens, and Beijing. These 

experiences have increased my academic knowledge about intercultural 

communication and the role of English in general, about China´s great 

transformation, as well as the intercultural business relations between 

China and the rest of the world. Such knowledge also led me to study and 

analyze China´s reality today, and impressed upon me the need to 

continuously research this matter. It has been particularly important to 

investigate the role of the English language there, how the language is 

used and to what extent, how China is currently viewed having adopted 

the English language as a profitable means of bridging the gap to the 

global economy, as well as how business etiquette and intercultural 

communicative skills are approached and applied. 

These issues must be studied in the current context of change in 

China: its reforms and opening up, transformations and significant events, 
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such as joining the World Trade Organization (WTO) in 2001, the hosting 

of the Summer Olympics in 2008, the impact of what is happening today 

with the increase of Chinese nationalism, the celebrating of its 60th 

Anniversary on October 1, 2009, and of particular interest, the 2010 

Shanghai World Expo, this prestigious world fair being held for the first 

time in a developing country. 

China is revitalizing and flourishing, and the world is directing its gaze 

towards this vigorous and economically powerful country. Jim Rogers, an 

American investor and so called China expert, declared “This is China’s 

Century” in Fortune magazine (24th December, 2007:62). Rogers´ 

perspectives seem to be correct, reflecting China´s sustained evolution 

and great transition. Shenkar (2006) agrees with Rogers´ opinions. As an 

expert specializing in Chinese business and management for over thirty 

years, Shenkar (2006) emphasizes the role of China as an important 

emerging global player. In his book entitled “The Chinese Century”, he 

remarks: 

What we are witnessing is the sustained and dramatic 

growth of a future world power, with an unmatched 

breadth of resources, lofty aspirations, strong bargaining 

position, and the financial and technological wherewithal 

of an established and business-savvy Diaspora. The 

impact of a rising China on the countries of the world -- 

both developed and developing -- will be enormous, and 

so will be the need to develop strategies and responses 

to meet the challenge. 

(Shenkar, 2006:1) 
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Thus, having the fastest economic growth and being the world's third 

largest economy, China’s status as a major global player has been 

enhanced and its market has already become an arena for multinational 

enterprises and an international workforce. Looking back over the past two 

decades of China´s transformation and rapid growth to mark a consistent 

position on the international economic stage, this research focuses on 

intercultural perspectives of how to conduct business in China. It also 

provides some insights into the actuality of business procedures in China, 

from a broad and general perspective, from its expanding openness to its 

predominance in the global marketplace. 

Our study will observe and analyze intercultural business 

communication in China, supplementing a historical and social account of 

English and intercultural communication with the personal testimony of 

Chinese and foreign business people there. Having considered the 

importance of language and culture in international business 

communication, the role played by English as a pertinent language of 

international communication in the business context in China will be 

studied. In addition to language and culture, we are also concerned with 

the economy and social evolution, intercultural relations between the USA, 

European Union and China in particular as well as globalization in general. 

Our motivation to write this dissertation emerged from the recognition 

of the impact of language and intercultural communicative skills on 

business, and the need to carry out an in-depth analysis of this in China, 

where trade and commerce is vigorously carried out with international 

competitors. We are also interested in learning more about how the 

mastering of the English language is important to the maintenance and 

success of business relationships. In this context, the differences 
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developing in the use of English between China´s north and south regions, 

how English functions in social and geographical mobility, and the role of 

Chinese returnees (haigui) in promoting the spread of English and 

contributing to the integration of their home country into the global 

economy are relevant factors. 

The various contributions to this study will help to shed light on our 

awareness and understanding of Chinese business culture. In addition, and 

taking into account that China’s economic power is viewed as a threat in 

many countries, this work will aim to contribute to a better understanding 

of China by observing and analyzing intercultural communication in action. 

In this sense it may also contribute to a better understanding of Chinese 

business culture from the inside. In order to reach its goals, this study 

developed a case study focusing on the use of English and intercultural 

competences in the Chinese business environment, gathering data from 

local business, as well as specific major Chinese enterprises and 

multinationals in China. It has been a unique experience because of the 

variety of situations we have encountered: the wide spread of the English 

language, the need for cultural awareness, the problems and conflicts 

arising in the Chinese marketplace, and the high expectations of 

Chinese/foreign employers and professionals in general in the diverse 

entrepreneurial world. It was also a specific way to closely relate business, 

language and globalization from an intercultural perspective. 

In sum, the motivation for this thesis was to endeavor to shed light on 

the consequences of China´s rapid transformation and evolution through 

increasing openness and reform over a short period of time for 

communication in the field of business. In this context, how Chinese 

people think and behave, their philosophies and communication strategies, 



The Role of English in International Business: the Case of China  
 

 5

their social and cultural values, their workaholic style and competitiveness, 

are important factors in our understanding of how business and 

negotiations are dealt with locally and internationally. It is hoped that this 

research will contribute to a better understanding of intercultural relations 

between China and the rest of the world, and better intercultural relations 

themselves. It is also hoped to encourage a view of China, not only as a 

major manufacturing center but also as a great promoter of trade, 

business, tourism, and innovation in science, technology, and culture. This 

thesis thus constitutes a contribution for the vast audience of professionals 

relating directly or indirectly with international business with China at 

home and abroad. 

The main focus of our work is centered on the use of English for 

international business and management in intercultural communicative 

settings in China. The project also intends to address the pertinence not 

only of language skills but also of intercultural communicative skills for 

successful business communication. In addition, different perspectives on 

China, international business approaches and strategies as well as the 

function and roles attributed to language, particularly English, in both 

Chinese and Western academic worlds will be presented and discussed. 

Thinking about what world leaders have already predicted for China, 

we can perceive that China is in the making to become a very influential 

power in the world. As former French emperor Napoleon Bonaparte 

predicted: “China is a sleeping giant. Let her lie and sleep, for when she 

awakens, the world will tremble” (cited in Schmidt & Conaway, 2007:108). 

Napoleon´s prediction might have become a reality because China has 

indeed awakened and its increasing economic strength has global 

implications. 
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In accordance with the focus of many countries worldwide on the 

importance of China today on the global business stage, scholars have 

begun to carry out a wide range of research in this area, transforming it 

into a very practical and pragmatic educational and business field. We can 

read in the Journal online of the University of Aveiro, Portugal (15thJanuary, 

2008), for example, that: 

A importância da China no mundo – enquanto mercado, 

país produtor de bens, detentor de reservas em divisas 

estrangeiras, beneficiário de investimento directo 

estrangeiro, investidor e comprador de empresas no 

exterior e enquanto promotor de inovação tecnológica – 

é por demais conhecida. No entanto, a cultura chinesa é 

diferente, os chineses são negociadores exímios e, pode 

dizer-se até que, do seu DNA faz parte o pensamento 

estratégico1. 

In fact, as the largest emerging market of the world, China´s 

attractiveness for multinationals is unquestionable, benefitting from its 

open market and favorable policies, rich natural resources, low-cost and 

skillful employees. Its rapid industrialization and modernization, 

technological innovation and economic sustainability have been 

implemented successfully. These dramatic transitions have improved the 

standard of living of the Chinese people, bringing great changes to their 

vision of their nation´s reality, as well as of the globalized world. All these 
                                                 
1 Our translation from Portuguese: The importance of China in the world - as a market, a 
manufacturing country of goods, a holder of foreign currency reserves, beneficiary of 
direct foreign investment, investor and buyer of businesses abroad, as well as a promoter 
of innovative technology -- is totally well known. Nevertheless, the Chinese culture is 
different, the Chinese are exceedingly good negotiators, and it can be said that strategic 
thinking is a part of their DNA. 
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changes have promoted, amongst the Chinese, a national pride, giving rise 

to an explosion of nationalism and patriotism, having great responsibility 

and impact on the domestic marketplace. This national spirit was 

emphasized by Li Yuanchao, head of the Chinese Communist Party 

Organization Department, as being what “motivated people to keep 

looking ahead and seek further progress” (Kuhn, 2009:28). China's Vice 

President, Xi Jinping also recognized this reality and concluded that 

“China´s development, at least in part, is driven by patriotism and pride” 

(ibid:28). 

China's emerging market has, therefore, become more complex, with 

a high economic potential, becoming increasingly multinational and 

internationalized. However, challenge and opportunity always come 

together in this giant and attractive marketplace. Its ancient five thousand 

year civilization, with its different set of values has rapidly increased 

competition from its homegrown companies. All these factors force 

existing and newcomer international managers and executives to carry out 

practical and pragmatic strategies and operations to accommodate these 

ever - changing conditions and situations. 

More strategies have, therefore, been developed and structured 

recently for doing business in China on the basis of the experience 

gathered over many years in working and researching inside this nation. 

For example, emphasis is given to the Sunzu and Confucius way, in 

particular,  knowing and researching yourself and your business partner, 

along with constructing and developing business through “creating 

harmony” (Ambler & Witzel, 2000, 2004); how to manage, operate and 

win in China (Hexter & Woetzel, 2007; Perkowski, 2008; China Daily, 2008) 

is also important; and insights into the psychological development of the 
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Chinese (Bond, 1991) are highlighted. Apart from these and many more 

strategies, others have been offered by Portuguese journalists or 

researchers, for instance, Fernando Costa Freire (2007), João Paulo Guerra 

(2007), Rita Gama (2007) and Fernanda Ilhéu (2006, 2007), 

demonstrating how to negotiate with China and the Chinese way of 

thinking and behaving, improving the deeper understanding of Portuguese 

business people. Such Portuguese researchers and authors have also 

pointed out that the overseas Chinese business community is helping 

China to be integrated into the world's economy, promoting and spreading 

their ancient culture along with keeping their own distinctive values 

worldwide. All these strategies have provided empirical foundations for 

global business people who want to enter the Chinese marketplace. 

Numerous publications are available which reflect the perspective of 

Westerners doing business in China, and now we can also encounter the 

Chinese native business voice emerging in this area of intercultural contact. 

Fang (1999) presents the Chinese business negotiating style through 

analyzing and discussing Chinese business and cultural environments. 

Business strategies with roots in Chinese philosophies like Confucianism, 

Taoism and the Art of War have also been demonstrated; Wu (2005) 

creates a human-oriented business management theory, exploring 

employees´ psychological potential to cultivate their personal qualities and 

to contribute to successful teamwork; Wang & Xu (2006) exemplify a 

successful management model used by Chinese business managers, which 

is applied both to task-oriented and relationship-oriented practices; Zhou 

and his colleagues (2003) have provided a historical management theory 

for managers and entrepreneurs, comparing and concluding Western and 

Eastern managerial practices and experiences, addressing the role of 
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Chinese entrepreneurship in the aftermath of the WTO entry (2001), and 

also focusing on innovation - centered modern managerial styles; Luo 

(2000a, 2000b) demonstrates how Chinese cultural values like guanxi 

(connections) have functioned and penetrated everywhere in Chinese 

marketplace today. Comparing Western and Asian transnational companies 

with their business strategies and performances, Luo draws some practical 

lessons that foreign investors must heed and learn from; Chen (2001) 

summarizes the essence of knowledge of Chinese cultural foundations, 

such as underlying strategies and philosophies, aiming at building up the 

“connections between Chinese culture and business for the Western 

business person” (ibid: xii), on the basis of a better understanding of these 

cultural roots, becoming invaluable for business people worldwide; Wang 

(2008a) examines the current trend of distribution of transnational 

corporations in China, emphasizing that such corporations have rapidly 

improved China´s industrialization, modernity and internationalization, 

assisting this nation in protecting the environment, improving 

technological innovation and keeping up sustainable development. These 

theoretical explorations have paved the way for the global audience to 

understand more deeply the way Chinese negotiate and manage, helping 

the marketplace to consider how Chinese perceive international business. 

The aforementioned documents have laid the foundation for my thesis’ 

theoretical framework. Native Chinese researchers have their own right to 

confidently speak out on what has happened and what is happening in the 

Chinese business world, providing their real experiences and insights in 

this field. Their valuable work has been extremely important for the 

construction of this theme. For many, China continues to be a mystery and 

so are the Chinese people and their business dealings (Fang, 1999). This 
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mystery might cause apprehension and difficulties for those venturing 

inside Chinese business, although these studies have filled in some of the 

empty gaps. However, very little literature has been written by native 

Chinese entrepreneurs, whose business experiences, formalities and 

values might be of much worth. 

It is very important to review this wealth of literature which has been 

published in these past few years, and which has broadened perspectives 

on business managerial expertise. The opening up of China has led to the 

emergence of a wide range of interests which have shed light on the so-

called mysterious ancient Middle Kingdom and drawn our attention 

towards the value of language and intercultural communicative skills in a 

country undergoing a rapid integration in the world market. 

No matter what the international business contacts are, different 

languages and cultures come together. Because every culture has its own 

language, religion, values, norms and customs, language and culture 

differences may lead to misunderstandings, miscommunication, offence, 

even conflicts and confrontations. Researchers, scholars, business people 

and managers have encountered difficulties and challenges which spring 

from inappropriate intercultural relations in business dealings, and have 

come up with a variety of strategies on how to settle language/culture 

differences. 

This work has shown that intercultural communicative competence, 

built on the basis of understanding language and cultural differences, can 

contribute positively in intercultural communication settings: for example: 

adapting to local cultures, learning the local language as well as improving 

intercultural knowledge and awareness, together with learning to respect 
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and to better understand local cultures and customs (e.g., Bargiela-

Chiappini, Francesca & Harris, Sandra J., 1997; Gao & Ting-Toomey, 1998; 

Ting-Toomey, 1999a & 1999b; Walker, Walker & Schmitz, 2003; Shi, 2003; 

Avruch, 2004; Schmidt, 2007; Moran, Harris & Moran, 2007). All these 

contributors have provided a cultural basis for effective communication, 

which, in reality, requires people to master language and communicative 

skills in order to manage possible conflicts and confrontations. Thus, we 

can observe the growing importance attributed to language and 

intercultural skills and abilities in this field, and the effects of language on 

intercultural communication (e.g., Chaney & Martin, 2000; Varner & 

Beamer, 2001; Lustig & Koester, 2003; Ferraro, 2006; Gannon, 2008). We 

thus recognize the strong relationship between language, culture and 

identity, and take language to be integral to national identity in cross-

cultural communication (Jandt, 2004; Lustig & Koester, 2003; Kachru, 

2005). The role and status of English as lingua franca in international 

business communication (Walker, Walker & Schmitz, 2003; Wild, Wild & 

Han, 2006; Hill, 2007) makes it an important mediator in cross-cultural 

settings. 

Therefore, the role and status of English in international business has 

become a core topic in this field. In his overview of the relationship 

between English and international economy and globalization, Graddol 

(1997:4) concentrates on: “the shifting patterns of trade and new working 

practices (such as the growing prevalence of screen-based labor) which 

follow globalization are affecting the use of the English language in 

complex ways”; he also points out that “English is at the centre of many 

globalization mechanisms. Its future in Asia is likely to be closely 

associated with future patterns of globalization” in 2006 (ibid:40). Part of 
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the success of English in the Asian region has to do with its centrality to 

many aspects of social life there. Bolton (1992; cited in Kachru, 2005:xvi), 

for example, summarizes the integral role of English and the positive 

representations it has: “in all societies in Asia, the English language still 

has strong associations with higher education, internationalism, modernity 

and, at a personal level, job mobility and career development”. Not only is 

English at the heart of globalization mechanisms, but it is also undergoing 

constant and rapid changes, particularly in Asia. Bhatia (2009), for 

example, refers to the mixing of English with Asian languages in this 

appealing market: “With forces of globalization, marketization and media 

working furiously together with the positive attitude towards English in 

Asia, English usage in day-to-day interaction [and particularly in Asian 

advertising and media] has achieved a distinct state of fusion and 

hybridization of linguistic forms, which is unprecedented in the history of 

global English” (ibid:158). 

Much research has been done on this phenomenon of English in China 

today. Numerous Chinese scholars are looking into the English language, 

together with some foreign linguistic experts: Fu (1986), for example, 

traces back the history of foreign language education from the late 17th 

century to the end of the 20th century, emphasizing language evolution in 

a very close association to social and economic development; Qun and Li 

(1991) provide government and other educational strategies for the 

development of foreign language teaching until 1990s, proving language 

policy making and evolving in a constant social change; Ross Heidi (1993) 

also looks into the historical background of the study of English in China, 

through her own experience of teaching English in Shanghai; Bolton (2003) 

explores the history of English language changes from the early 17th 
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century to the present, analyzing and demonstrating the roles and status 

of Chinese Englishes in both Hong Kong and mainland China from a 

historical and sociolinguistic perspective. 

Moreover, many other language experts have focused on English 

teaching (Li, 1993; Dong, 1995; Jiang, 1995;Wang, 1999; He, 2002; Hu, 

2002; Fan, 2008) and the variety of Englishes in China, for example China 

English, Chinglish and Chinese English (Du, 1998; Du, Ruiqing, 2001; Niu 

& Martin, 2003; Hu, 2005; Chen & Hu, 2006). Today´s technologies have 

also contributed to the use of Chinese Englishes on websites (Fan, 2008) 

as well as an understanding of the diversity of Chinese Englishes (Cui, 

2006). Other contributions emphasize the global role and status of English 

as a profitable means in China (e.g., Kang, 1999; Ji, 2002; McArthur, 

2006), along with the economic and social status which “makes it a 

Chinese language” (Jiang, 2003:3). To this effect, Lai (2001) exemplifies 

“Teaching English as a Private Enterprise in China” with the case of Crazy 

English, together with other private English schools. Also, Fong (2009) 

gives her ideas of the situation of English in China in the aftermath of the 

2008 Beijing Olympics. Facing the spread of English, some scholars and 

researchers have been reconsidering the status and impact of English on 

Chinese society and its education (Li, 2005; Fu, 2005; Niu & Wolff, 2007). 

With the development of English teaching methodologies and 

expertise, Chinese scholars, as well as their foreign counterparts, have 

also become aware, since the 1980s, that the cultural influences of a 

language cannot be separated from its teaching and learning. Deng and 

Liu (1989) exemplify the main cultural differences between Chinese and 

Americans; Gao (2000) offers insights into how to deal with 

language/culture differences and to go beyond cultures; Dou (2004, 2007) 
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points out that “intercultural communicative skill is the core skill for 

international personnel” (p.i), focusing on combining international business 

culture with its local Chinese culture in intercultural business teaching; Zhu 

(2003) stresses that cultural awareness has become an important factor 

for ELT in a rapidly changing China; Cakir (2006) suggests developing 

cultural awareness in foreign language teaching. All this research supports 

our overview of the current status and role of English in contemporary 

China. 

China is a prosperous nation. The booming of its economy over a 

short period of thirty years has affected the Chinese reality today, giving 

rise to nationalism, patriotism, and pride in self-identity. Several studies 

have demonstrated this phenomenon and according to Shambaugh (2009) 

China has much to celebrate: 

 

As the People´s Republic of China commemorates its 

60th anniversary, it seemingly has much to celebrate. 

China is the World's most populous and industrious 

nation, is the world's third largest economy and trading 

nation, has become a global innovator in science and 

technology, and is building a world-class university 

system. It has an increasingly modern military and 

commands diplomatic respect. It is at peace with its 

neighbors and all major powers….... 

(Shambaugh, 2009:18) 
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Moreover, Zakaria Fareed (2008:20) draws attention to the growing 

achievements of China: “In two decades, China has experienced the same 

degree of industrialization, urbanization and social transformation as 

Europe did in two centuries.” These social and economic achievements 

have led to the rise of a “neo-patriotism”, characterized by the studying of 

classic literature and traditional philosophies, wearing traditional Chinese 

clothes, promoting national brands and being an “online patriot”, 

especially during the 2008 Summer Olympic Games  (Time, June 27th, 

2005: 43-45; Lin, 2009; Zakaria, 2008:20). Conclusively, Prasso (2007:35) 

summarizes that contemporary China is developing a “new cultural 

revolution”. In effect, a new momentum has sprung up in China, which is 

leading to the realization that this nation can also benefit and contribute to 

the outside world. As Zakaria (2008:21) illustrates “China's ascension to a 

global superpower is no longer a forecast but a reality”. 

The unprecedented rise of China and its potential market are 

appealing for foreign investors who want to do business inside and with 

this country. Recognizing the important role played by language and 

culture in international business communication, this thesis will explore the 

role played by English as a language of international communication in the 

business context in China, through the development of a case study 

involving 71 national and international companies in China. The general 

approach to this research will focus on academic perspectives inside and 

outside China on the matters of language, particularly English, inter/cross-

cultural communication and the best approach to making a substantial 

contribution to the Chinese markets and their worldwide business 

strategies. More specifically, the aim of the thesis is to explore the role 

and status played by English in doing business in China from 1978 to the 
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present, and also to investigate the relationship between the English 

language/culture and the Chinese business culture. In addition, it will look 

to find some conclusions regarding the future of English as an international 

language of business communication in China. Because of some 

dysfunctions in the business community, there is a need to approach from 

the inside all business deals with a common knowledge of how 

negotiations are transacted and successfully concluded, how each 

counterpart recognizes the other, and how one main language is the 

medium for achieving the win-win principle. Thus it will be possible to 

provide more understanding and a comprehensive insight into the cultural 

and intercommunicative dimensions in Chinese business. 

Overview of the thesis 

The thesis is organized as follows:  

Chapter One explores intercultural communication and the rise of 

English as the main language of international business in this increasingly 

globalized world. The importance and necessity of intercultural skills in 

international business is discussed. The focus of Chapter One is the 

privilege of English over other languages in international trade and 

commerce. 

Chapter Two focuses on the Chinese social and economic context. It 

examines Chinese culture, business and economic functions together with 

strategies for international business in general. Topics such as the Chinese 

market economic strategy, internationalization in business, as well as the 

cultural context of business, including the impact of Confucian values, are 

discussed. 
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Chapter Three demonstrates, synthesizes and analyzes the case study, 

with results and discussions of the role and impact of English on 

international business in contemporary corporate China, involving a 

qualitative and quantitative approach to a survey carried out inside China 

in both 2007 and 2008. The future of English in China is also illustrated on 

the basis of our research results and the current effects of English on trade 

and commerce, education and job mobility, and career development in this 

country. 

In summary, the central themes of these Chapters prevail in 

concluding that the current language and cultural business situation in 

China is complex and highly dependent on English used in intercultural 

situations. The great effect of the English language and Western culture on 

China has made the Chinese people adopt positive attitudes towards 

English, accommodating this language in their community at large. Thus, 

English has also stretched its great influence from the business arena and 

become a part of Chinese everyday life, being taken up by the workforce 

as a way towards self-improvement and career development at home or 

abroad. 
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Research Questions  

By addressing the following key research questions, it will be possible 

to come up with a richer and more substantiated view of the current 

situation of business relations in China and how the uniqueness of the 

English language presents itself on this internationalized stage. They are: 

• What role does English play in business relations between China and 

other business communities? 

• What are the relations between foreign and Chinese business 

communities?   

• How is English used in a business context?  

• What is the effect of English on business contacts in China? 

• What problems (threats and contributions) are encountered with the 

use of English as the language of business in China? 

• How will it continue to develop as the language of business with 

China?  

 

 

The Study 

In order to address these research questions, a case study was 

developed in mainland China, involving the communicative and cultural 

values and many other aspects relating to the workplace. A survey was 

designed and carried out in this country in both 2007 and 2008, which 

examined the roles and functions of English in multinationals in the 
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Chinese marketplace. This survey also intended to further explore the 

need for and use of intercultural and language skills in national as well as 

international business environments. 

To adequately implement this survey, it was necessary to find inside 

contacts and to formally present this study as an important pragmatic tool 

in today´s business world. At the same time, information related to our 

research was gathered from official entities, including the Ministry of 

Commerce of the People’s Republic of China, the Chinese Chamber of 

Commerce in Lisbon, and the Chinese Embassy in Portugal. This research 

is grounded in the study of intercultural communication between Chinese 

business people and other business people from the rest of the world, 

aiming to construct knowledge about the role played by English in doing 

business in China. We first established a solid theoretical framework in this 

field, looking at the historical background to Chinese international relations, 

demographic trends, and current economic patterns in order to provide a 

clear picture of the current social and economic situation. In addition, prior 

studies into overseas Chinese entrepreneurs and their business languages 

were researched in depth in order to identify key areas for research. 

In a second stage, we elaborated questionnaires and interview guides 

in order to carry out a survey of opinion amongst Chinese entrepreneurs 

and foreign business persons and identify mutual cross-cultural 

perspectives, understandings and representations. The data collected in 

this way was analyzed using quantitative and qualitative techniques to 

compensate and strengthen our China survey findings. 
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In a further stage of research, ethnographic research was carried out 

in the business field in order to gain insight and understanding into the 

impact of language and intercultural skills on business in China. The data 

collected in this way was analyzed with a view to verifying the conclusions 

drawn from the survey, and to deepen our understanding and knowledge 

of the ways in which Chinese and other cultures interact and how this 

interaction is processed through language. 

Finally, conclusions were drawn with regard to cross-cultural 

perspectives and impacts, evidence of cultural and economic globalization, 

migration trends, and the current situation of intercultural relations 

between China and international community. Limitations of this work and 

future research recommendations were identified. 
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Chapter One: Globalization, Communication and 

Business 

 

Globalization has forced people and business organizations worldwide 

to communicate more frequently than ever before. Against this 

background, there is an urgent need for intercultural communicative skills 

and a global language to facilitate business communication. This chapter 

aims to illustrate how economic globalization affects international business 

and what function and role language plays in intercultural business 

interaction. Meanwhile, the role and nature of English/Englishes are 

emphasized in global business context. 

Section 1.1 Economic Globalization and the Need for 

Intercultural Communication 

With the globalization and internationalization of business, there is a 

new trend of intercultural communication flourishing in the workplace. This 

trend is concerned with the need not only for knowledge of the basic 

organizational culture, but also for knowledge about communication in 

international settings coupled with intercultural communicative skills. 

Nowadays, the influence of cultural factors on business is becoming 

increasingly recognized as crucial, and this section will analyze and 

underline such cultural factors, focusing on the importance and necessity 

of taking them into account in situations of intercultural communication for 

international business in the 21st century. The impact of technological 
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innovation and the global acceptance of liberal economic policies on global 

business will be demonstrated. We will also look into some strategies and 

techniques for cultural adaptability. It will be argued that in order to 

minimize conflict and maximize market efficiency, there has to be a 

general state of knowledge about intercultural communication and the 

need for awareness training and skills development. 

1.1.1 Intercultural Communication in Global Businesses 

Globalization today has been the motor for governments, 

organizations and companies to become increasingly interdependent 

through the advancement of technology since the 1990s. On the other 

hand, globalization and information technology help to dramatically 

increase the interaction between people from diverse cultural backgrounds, 

bringing together people from different corners of the world and putting 

them into closer and more frequent contact than ever before. Within this 

global scenario, all businesses are actively involved in international and 

cross-cultural communication, and in dealing with people of diverse 

cultures and societies in this increasingly globalized economy. Both 

national and international businesses are therefore in need of effective and 

competent intercultural communication skills in their dealings with clients, 

suppliers and employees. This need has accelerated the vital role of 

effective communication in securing success in today´s workplace. 

International business is defined as business conducted across (and 

beyond) national borders (Ball, McCulloch, Geringer, Minor & McNett, 2008; 

Wild, Wild & Han, 2006), referring to both trade and investment activities 

(Cavusgil & Riesenberger, 2008:4), in contrast to national business which 

is carried out within national borders. As demonstrated by the model of 
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the Global Business Environment (Wild, Wild & Han, 2006:30), 

international business activities are special or unique in comparison with 

other kinds of business. This model is composed of four elements: “the 

forces of globalization, many national environments, the international 

business environment and international firm management” (ibid:29), and 

is based on the premise that successful international business derives from 

the interdependent relations among these four elements. 

As globalization forces business activities to be carried out in cross-

cultural environments, companies find themselves dealing with diverse 

national environments, whose diversity includes cultural, political, 

economic, and legal dimensions. Among these, cultural aspects have 

become crucial for today´s business communication, since culture 

concerns every aspect of our society, such as customs, values, attitudes, 

beliefs, behaviors, traditions, and language. Recognizing the role of culture 

in doing international business, Lim & Makani-Lim (2006:106) suggest 

multinationals wishing to run Asian operations learn how to “manage the 

cultural diversity prevalent in the region”, with total understanding of the 

differences between and within cultures. They also exemplify areas in 

which cultural differences frequently occur, such as “commitment to the 

organization, work ethics, the drive to succeed, acceptance of 

responsibility, relationships between supervisors and subordinates, and 

employee motivation and discipline” (ibid:106). 

Every society has a dominant and representative culture, shared 

through a common language, worldview and perceptions regarding 

patterns of behavior and norms of communication, and which distinguishes 

them from other societies. Evidence of this can be found in the range of 

etiquette and manners, as well as negotiating styles, which co-exist in the 
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world of business. Martin & Chaney (2006, 2008) present an overview of 

business etiquette across the world, including greetings, gestures, dress, 

cultural attitudes and behaviors, dining and tipping customs, 

conversational customs, together with oral and written communication 

norms. Recently, etiquette and manners have been found paramount for 

international business, since good manners are taken to be central to the 

good functioning of the workplace and the financial success of businesses. 

As Letitia Paldrige – a famous etiquette expert in the USA says, “Good 

manners are cost-effective. They increase the quality of life in the 

workplace, contribute to optimum employee morale, embellish the 

company image, and hence play a major role in generating profit. On the 

other hand, negative behavior whether based on selfishness, carelessness, 

or ignorance, can cost a person a promotion, even a job” (cited in DuPont, 

1998:3). Eastern negotiating styles, which are generally more indirect and 

rely on a great deal of implicit content, differentiate negotiators from their 

Western counterparts, who are considered to be more assertive and 

argumentative, and to express meaning directly and explicitly. Such 

cultural principles have provided useful intercultural knowledge for those 

engaging in cross-cultural business communication. 

In face of the diverse nature of business contexts, companies react by 

endeavoring to integrate themselves into the global market, equipping 

themselves for competition in national and international settings 

characterized by social and cultural diversity. The McDonald´s Corporation 

is a good example of such integration. In 2007, this corporation had over 

30,000 restaurants serving 50 million people in more than 119 countries 

(Rosenberg, accessed online), making it the restaurant on which the sun 

never sets. In establishing itself amongst different peoples and cultures, 
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McDonald´s adopted global strategies to embrace and integrate these 

diversities into its enterprise culture. First of all, this company states that 

“diversity has become an integral part of the internal company culture” 

(Mujtaba & Patel, 2007). To be in accordance with this commitment, 

McDonald´s provides equal job opportunities to numerous minority groups, 

both inside the USA and abroad. It also offers effective management 

courses to its worldwide managers, hiring, training and retraining, 

promoting employees from different cultures (ibid). Second, making use of 

its advantages of cultural variations, McDonald´s develops research into 

local traditions and customs around the world, focusing on catering 

“healthy” foods in order to meet the demands from local markets. Thus, 

this corporation provides different food menus for local people to satisfy 

their tastes, preferences, habits and beliefs. For instance, where Hindu 

religion is practiced, vegetarian meals are produced; where others do not 

eat beef and pork, the Maharaja Mac made of lamb or chicken are supplied; 

as soup with noodles and beans are sold in Portugal, a Big Mac plus a 

Pilsner beer in Germany, and rice burgers in Hong Kong. As a result of its 

global efforts, the McDonald´s Corporation has achieved great success, 

largely due to its effective management, its emphasis on cultural diversity, 

and its cultural adaptation of local customs and traditions. 

In line with this global approach, today´s corporations and enterprises 

are expanding their businesses worldwide. This trend of global expansion 

also benefits from technological innovation, the global acceptance of liberal 

political and economic policies, the World Trade Organization (WTO), 

alongside regional economic integration/regional trade agreements. 

International organizations have been a common factor in the spread of 

global business (free-trade without borders), and more recently, some 
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researchers, for example, Cavusgil and his colleagues (2007:19), have 

attributed the trend of international business, “transforming the world as 

never before”, to the contributions of high technology computers, the 

Internet and other satellite resources. 

Technological innovations have indeed contributed to the 

internationalization of business by making business opportunities more 

convenient, easier and cheaper. Telecommunications is referred to as a 

“core business competency” by communication scholars Housel and 

Skopec (2003), since it is telecommunications that companies have used 

to build their empires on the global stage. Particularly, the world's largest 

retailer, Wal-Mart has greatly increased its profits by having a better 

telecommunications infrastructure than its rivals 2 , and in China, e-

commerce is a rapidly emerging trend3. Some researchers, for example, 

Wild, Wild & Han (2006), and Housel & Skopec (2003) exemplify these 

telecommunications tools in companies, as follows: email and 

videoconferencing, Internet and World Wide Web, company intranets and 

extranets and also advancements in transportations technologies. Other 

telecommunications media, such as: radio, TV telephone, mobile phone, in 

addition to some modern work facilities,  including fax, printer and copy 

machine all help facilitate communication. These variables have made it 

possible for this vast internationalization of business and for corporations 

to expand beyond their own limits. In addition, new communication 

technologies, and rapid and cheap transportation have further reinforced 

intercultural contact, bringing people into closer contact with each other in 

multiple situations (Samovar & Peter, 2000; Kluver, 2000), making today’s 
                                                 
2 “Telecommunication.” From Wikipedia, the free encyclopedia.  
 http://en.wikipedia.org/wiki/Telecommunication. Accessed 05/03/2009.  
3  “Six Trends of China E-Commerce in 2000.” (“2000 中国电子商务六大趋势”). At  
 http://lw.china-b.com/jsjw/lwzx_616540.html. Accessed 05/03/2009.  
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global business village dependent on access to these technologies as well 

as knowledge and skills underlying cross-cultural communication. 

As mentioned above, the World Trade Organization (WTO) and 

regional trade agreements have facilitated international trade, enabling 

businesses and corporations to run more smoothly and more equitably as 

barriers to trade and investment have fallen. Coming into being in 1995, 

the WTO is an international organization that “regulates trade between 

nations” (Wild, Wild & Han, 2006), replacing the General Agreement on 

Tariffs and Trade (GATT, created in 1947). There were 153 members of 

the WTO by July 2008, representing more than 95% of total world trade4. 

As for regional trade agreements, these are designed to reduce tariffs and 

restrictions on trade between nations within a certain region 5 . Some 

typical examples of these agreements are the North American Free Trade 

Agreement (NAFTA), the European Union (EU), and the Asia Pacific 

Economic Cooperation (APEC). 

Liberal political and economic policies, increasingly adopted worldwide, 

have released business activities from government control, focusing on the 

liberalization of the market, the introduction of global free trade and the 

reduction or removal of taxation and tariffs. This current of neoliberalism, 

described as a set of economic policies which assume the free-market as 

the foremost effective means of global resource allocation (Makwana, 2006) 

has thus strengthened economic freedom and weakened national control 

of economic affairs. Neoliberalism has also brought greater mobility of 

populations and stimulated economic growth, while at the same time 

                                                 
4 “World Trade Organization.”  At http://en.wikipedia.org/wiki/World_Trade_Organization 
Accessed 05/03/2009.  
5 “Trade Pact.” At http://en.wikipedia.org/wiki/Regional_trade_agreement. Accessed 
05/03/2009.  



The Role of English in International Business: the Case of China  
 

 28

emphasizing global inequalities and valuing market values above other 

values. 

These elements mentioned above, including technological innovation, 

the global acceptance of neoliberal economic policies, the World Trade 

Organization (WTO), together with regional economic integration and 

regional trade agreements, have made today´s world more interconnected 

and interdependent than in any other moment of its history. Many 

researchers have argued some positive aspects of the factors that have 

accelerated the globalization of businesses (Walker, Walker & Schmitz, 

2003; Cavusgil & Riesenberger, 2007; Ball and his colleagues, 2008; Wild, 

Wild & Han, 2006). Moreover, other researchers and scholars, for example, 

anthropologist Gary Ferraro, have demonstrated that global 

competitiveness or globalization has compelled businesses to actively 

participate in international, cross-cultural alliances, such as joint ventures, 

licensing agreements, turnkey projects, and foreign capital investments 

(Ferraro, 2006; Samovar & Porter, 2000). Developing countries like China 

and India, which have witnessed dramatic economic growth in recent 

years, have been beneficiaries of this business globalization. But there 

have also been some negative voices on the effects of globalization on the 

whole world. Some examples of these can be evidenced through global 

inequality and rising poverty, environmental pollution, alongside the “brain 

drain” that globalization has brought to the developing countries (Lechner, 

2009). 

Global business practices mean not just doing business across borders, 

but also developing international businesses within borders which 

incorporate cultural diversity of all kinds in their organizations. Benefiting 

from and contributing to economic globalization and liberalization, 
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international companies can carry out business within and outside borders. 

They need to work with people from different cultures and interact in 

multiple and diverse ways. Global business activities, most especially in 

international corporations, have further reinforced economic globalization. 

Each multinational operates its headquarters in the home country, in which 

centralized decision-making is branched out to the international 

subsidiaries at lower levels. Some of these already maintain an 

independent team adapted to the local environment in the host countries. 

The practice of human resources management plays an important role in 

recruiting and training high quality employees with expert knowledge as 

well as cultural competence. Other practices in the inner structure of 

organizations stem from offshore sourcing, exporting and importing, as a 

form of dealing with the globally competitive marketplace. Thus, 

contacting and working with people of different cultural backgrounds have 

improved the cross-cultural knowledge of managers and employees, 

helping them to keep an awareness of cultural differences in mind, 

normally and frequently. 

On the other hand, companies themselves must work with cultural 

diversity, as societies, businesses and workforces become increasingly 

multi-cultural. Thus, larger companies require their employees to have 

knowledge of other cultures and emphasize the need for intercultural skills 

in their global operations. Intel USA, the world's leading technological 

manufacturer in computer technologies (Wild, Wild & Han, 2007), and the 

Nestlé corporation (Jacob, 2003) are examples of this. Wild, Wild & Han 

(2007:447-448) explain how Intel USA provides various managerial 

strategies worldwide, such as adopting different compensation and 

benefits packages from one country to another. Considering culture as an 

important issue in its organization, staff training in this company aims to 
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“develop the knowledge, awareness, and skills to ensure effectiveness and 

productivity and to identify strategies for successfully doing business in 

other countries and with people from other countries” (Wild, Wild & Han 

(2007:448). Through hiring and managing employees and serving their 

diverse customers worldwide, companies such as this have learnt to be 

very knowledgeable about cultural differences. They encourage their 

workforce to be intercultural communicators, providing culture-specific 

training courses that teach how business is done globally and how 

business is different across cultures (Wild, Wild & Han, 2007:447-448; 

Jacob, 2003). Varner & Beamer (2005: xii) suggest that the future of any 

organization depends on employees’ cultural knowledge about each other 

since intercultural interactions can be seen to permeate many levels of 

global business. Conclusively, global business has endeavored to manage 

cultural diversity, both nationally and internationally. 

Most companies, however, seem to feel that it is not easy to manage 

business performance across cultures effectively (Wild, Wild & Han, 2007; 

Cavusgil, Knight & Riesenberger, 2008). Thus, intercultural communication 

(IC) has become imperative for success in the contemporary business 

community (Ferraro, 2006; Chaney & Martin, 2007; Gannon, 2008). 

Intercultural communication can be viewed as interaction between people 

of different cultures (Ting-Toomey, 1999; Martin & Nakayama, 2003). The 

study of communication between the culturally different has revealed 

important ways in which culture, cultural practices and values have had a 

huge impact on overall communication, and to what extent verbal and 

nonverbal codes impact on interpersonal and intercultural communication. 
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1.1.1.1 Verbal Communication 

Verbal communication can be defined as “one way for people to 

communicate face-to-face”6. In this way of communicating, people tend to 

express feelings or to represent their ideas, opinions, perceptions and 

worldview (Samovar & Peter, 2000). Communicating verbally is structured 

by language7, which is defined as “a systematic set of sounds, combined 

by a set of rules, for the sole purpose of communication” (Neuliep, 

2006:289). Information is expressed and conveyed through speech and 

writing in communication, and competency in language is required to 

achieve mutual intelligibility. Speakers learn to effectively present 

meanings, or purposes through words, with ease and confidence. As Rod 

Windle and Suzanne Warren suggest (accessed online), effective verbal 

messages should be “brief, succinct and organized”, and “jargon, 

unnecessary and tangential information” should be avoided in any formal 

situations, because “jargon, idioms, figurative expressions, exaggeration 

/understatement” can lead to miscommunication (cited in Novinger, 2001). 

This use of language is thus viewed as a barrier for effective 

communication, along with other obstacles, such as: “competency, accent, 

cadence (rhythm), connotation, context, polite usage, silence, style and 

literacy/orality” (ibid). Intercultural speakers should be aware of these 

obstacles to communication and adjust their verbal language accordingly; 

intercultural listeners should be patient with such language barriers to 

achieve the win-win principle. 

                                                 
6 “Verbal Communication”. At 
http://cobweb2.louisville.edu/faculty/regbruce/bruce//mgmtwebs/commun_f98/Verbal.ht
m. Accessed 06/05/2010.  
7 “Nonverbal Communication.” At http://www.bizmove.com/skills/m8g.htm. Accessed 
07/05/2010.  
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In order to energize your listeners and build better relationships with 

clients and customers, good listening and speaking skills are required. 

Chaney & Martin (2000:192) have confirmed that “effective negotiators 

are observant, patient, adaptable and good listeners”. On the other hand 

written communication, corresponding to reports, instructions, policies and 

agreements in organizational life, for example, should also be concise, 

“understandable”, “truthful” and “comprehensible” 8 . Furthermore, each 

nation has its own language and communication styles which govern the 

ways in which people structure and organize their verbal messages.  

Language differences and ignorance of others’ communication culture 

hinder effective communication, meaning that intercultural participants are 

obliged to learn and improve their language skills and awareness in this 

ever-changing global marketplace. 

                                                 
8 “Written Communication.” At http://www.easycommunication.info/written-
communication. Accessed 08/05/2010. 
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1.1.1.2 Non-Verbal Communication  

Nowadays, nonverbal aspects have been found to play an increasingly 

important role in understanding intercultural communication. Research 

suggests that most of our communication is nonverbal9. It is, therefore, “a 

vital form of communication”10. Effective nonverbal communication can 

support better relationships, both personally and professionally. Nonverbal 

communication includes body language, silence, concept of time, and 

proxemics. We will illustrate and discuss these elements in turn. 

Body language includes gestures, facial expressions, body movements, 

eye contact, touch and posture, which have been shown to be used 

differently and to convey different meanings in diverse cultures. For 

instance, Asian countries use handshaking to show respect, and this way 

of communicating is used prominently in China to signify social status. It 

can only occur in interactions between government officials, colleagues or 

business people. But in Western countries, the handshake also symbolizes 

congratulations, thanks and encouragement to others 11 . In fact, 

handshake customs vary around the world. In Western cultures, a firm 

handshake is expected, lasting about three seconds (Morrison & Conaway, 

2004), and a weak handshake is sometimes considered “limp” or “cold”12. 

However, in other parts of the world, shaking hands is similar to a 

handclasp. A very tight grip is not encouraged, and might be considered 
                                                 
9 “Verbal Communication Skills.” At 
http://www.helpguide.org/mental/eq6_nonverbal_communication.htm. Accessed 
08/05/2010.  
10 “Nonverbal Communication.” At 
http://www.helpguide.org/mental/eq6_nonverbal_communication.htm.  
11 “Handshaking”. At http://www.travelchinaguide.com/essential/chinese-
etiquette/handshaking/. Accessed 10/05/2010.   
12 “Wiki: Handshake.” At http://wapedia.mobi/en/Handshake#4. Accessed 04/11/2010.     
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“rude” (Morrison & Conaway, 2004). It is, therefore, very useful to 

acknowledge and understand diverse styles of handshake to effectively 

communicate with people from different cultural backgrounds. 

Bowing is the traditional custom in East Asia, especially in Japan and 

South Korea. It is used for respect, gratitude and apologies. However, 

when we adopt the customs of others, we may cause unexpected results. 

For example, when US President Obama visited Japan on Nov. 14th, 2009, 

he gave an “exaggerated” deep bow to Japanese Emperor Akihito, the son 

of the ruler who authorized the 1941 attack on Pearl Harbor, and was 

strongly criticized by many Americans for ignoring the wartime scars13. 

Eye contact is a powerful means of nonverbal communication, able to 

express emotions, attentiveness and respect. People of different cultures 

communicate different things through eye contact. Stern (1996, 2008) 

points out that people tend to avoid direct eye contact as a sign of respect 

in Asia, Africa, and Latin America. However, in the United States, eye 

contact is seen as a basic tool for nonverbal communication. Six important 

functions of eye contact have been summarized as follows: “(1) to indicate 

degrees of attentiveness, interest, and arousal; (2) to influence attitude 

change and persuasion; (3) to regulate interaction; (4) to communicate 

emotions; (5) to define power and status relationships; (6) to assume a 

central role in impression management” (Leathers, cited in Samovar, 

Porter & Stefani, 2000:158).  

                                                 
13 Source: “Obama Bows down to the Japanese Emperor Akihito.” At 
http://seeker401.wordpress.com/2009/11/16/obama-bows-down-the-the-japanese-
emperor-akihito/. Accessed 05/06/2010. 
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Similarly, silence conveys different meanings in various cultures (ibid: 

171-174; Neuliep, 2006). Silence cues may decode “agreement or 

disagreement, lack of interest, injured feelings or contempt” (Samovar, 

Porter & Stefani, 2000; Chaney & Martin, 2007). Other communication 

scholars have found that silence is used for “negotiating and maintaining 

social distance”, “maintaining and reinforcing power relationships”, “as a 

means of negotiation power” and as a “politeness strategies” (Nakane, 

2007:12). The use of silence is highly valued in Eastern cultures on which 

Confucianism and Buddhism have great influence, especially in China, 

Japan and India. Confucius preached peace inside and outside nations, and 

Buddhism teaches us inner peace among human beings. These religious 

beliefs have further reinforced the role of silence played in these high-

context cultures, in which messages are sent in an ambiguous, indirect 

way. In high-context communication, which we will return to later in the 

thesis, communicators can better perceive the “utterance” of silence 

through emotions and intuitions. That is, “Silence, in fact, communicates 

mutual understanding” (Neuliep, 2006). As for silence cues in business, 

Chaney & Martin (2007:121) indicate that silence is considered an integral 

part of communication by East Asian people. 

The social functions of silence can also be observed through common 

sayings in China, such as “Silence is gold”; “Misfortune comes from the 

mouth”. Japanese proverbs share the same meaning as these perceptions, 

for example “Out of the mouth comes all evil” (cited in Samovar, Porter & 

Stefani, 2000:172). The dominant role of silence is evidenced through 

Indian culture. Jain and Matukumalli (1993) offer insight into this dynamic 

as follows: “self-realization, salvation, truth, wisdom, peace, and bliss are 
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all achieved in a state of meditation and introspection when the individual 

is communicating with himself or herself in silence” (ibid:172). 

Conversely, low-context communicators may be uncomfortable with 

the period of silence (Chaney & Martin, 2000). For example, people in the 

USA prefer information to be transmitted directly and precisely. They are 

very uncomfortable with a long duration of silence. Unlike Americans, the 

Japanese are very comfortable with silence, skillfully using these periods of 

silence for bargaining and gaining very low price while negotiating with 

their USA business counterparts (ibid:121). 

The perception and use of time differ from culture to culture. Samovar 

and his colleagues (2000:167) classify the cultural conception of time into 

three categories: informal time, perception of how time and behavior are 

correlated, and monochronic or polychronic perspectives, following Hall 

(1959). They suggest that “most of the roles for informal time, such as 

pace and tardiness, are not explicitly taught. Like most of culture, these 

rules usually function below the level of consciousness” (2000:167). As for 

perceptions of past, present and future, cultures like the British, Greek, 

French and Chinese, which have powerful histories and traditions, are 

viewed as being past-oriented (ibid). A Chinese proverb reflects this point 

of view: “Consider the past, and you will know the present” (ibid:168). 

Filipino and Latin American cultures are considered to be present-oriented. 

US Americans, on the other hand, have strong expectations of the future. 

Based on people´s attitudes toward time, anthropologist Hall (1959) 

significantly differentiated monochronic (M-time) from polychronic (P-time) 

cultures. Hall pointed out that monochronic-oriented people tend to do one 

thing at a time, whereas polychromic-oriented people tend to do many 
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things at a time. M-type people see time as money or as a commodity, 

that is, time can be ‘saved’, ‘spent’, ‘wasted’, ‘lost’, and ‘made up’, and 

punctuality is valued. Hence, their concept of time is scheduled, tangible 

and prompt. Low-context cultures like the USA, the UK, Germany, along 

with most of Northern Europe belong to this monochronic group (Neuliep, 

2006). Conversely, P-type people treat time as more holistic, less tangible 

and less scheduled. They can do many things simultaneously, and 

relationships are more important than schedules (Ibid:160; Martin & 

Nakayama, 2003). High-context cultures, such as Southern European, 

Latin American and Iberian countries, are suggested to be of a polychronic 

orientation. 

Proxemics is defined as the perception and use of space, including 

territorial and personal space (Hall, 1959; Neuliep, 2006). Territorial space 

refers to natural distance between geographical regions. Personal space 

refers to “the physical distance between people when they are interacting” 

(Chaney & Martin, 2000:109). Both territoriality and personal space have 

been greatly influenced by culture (ibid; Hall, 1959; Neuliep, 2006; Martin 

& Nakayama, 2003; Lustig & Koester, 2003). Based on research into how 

cultural variations affect interpersonal space, such as when interacting, 

Hall suggests contact cultures and non-contact cultures can be 

differentiated (1976, cited in Martin & Nakayama, 2003:241). Contact 

cultures involve frequent use of body movement, such as direct eye 

contact, face to face interaction, touch, standing closer and speaking 

loudly while conversing. Societies in South America and Southern Europe 

are categorized as contact cultures. Non-contact cultures tend towards the 

opposite style. Cultures in Northern Europe, the United States, and the Far 

East are suggested to be of non-contact orientation. People in these 
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cultures are seen to be “cold” in their body language with less touch, 

maintaining distance and avoiding direct eye contact when interacting 

(ibid). In addition, other cultural factors like age, gender, ethnicity and 

regional cultures are also proved to affect proxemic distance. 

As mentioned in preceding discussions, the use of nonverbal social 

behaviors and the meanings attached to them vary from culture to culture, 

having a social and cultural impact on effective communication. If 

intercultural communicators are unfamiliar with their counterparts´ 

cultures, nonverbal codes can be easily misinterpreted and thus create 

obstacles in nonverbal communication. In order to overcome such 

communicative obstacles, there is an urgent necessity to learn and 

improve awareness of different cultures. 

1.1.1.3 Cultural Dimensions 

Going hand in hand with nonverbal communication, many cultural 

dimensions have been found to serve a vital role in effective 

communication. Such dimensions have been presented as high context-low 

context, individualism-collectivism, power distance, uncertainty avoidance, 

and masculinity-femininity (Hall, 1976, 1981; Gudykunst, 1998; Hofstede, 

1980, 2001). 

The notion of high-context/low-context was first used by Edward Hall 

(1976, 1981:91) to refer to a broad communicative distinction noted 

between cultures. Hall pointed out that high-context communication (HCC) 

or message is when the information is coded, indirect and ambiguous. In 

comparison to HCC, low-context communication (LCC) refers to when the 

message is decoded, direct and explicit. Some cultures, for example, the 
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U.S.A., the U.K., Canada, Germany, are classified by LCC, while nations 

like China, Japan, Brazil and Argentina are considered to belong to the 

HCC group. HCC cultures are viewed as group-centered and more 

collectively oriented compared to LCC cultures. Mutual face is protected 

and self-effacement style is promoted. Self-concept is considered to be 

collective and self-sacrifice is expected to maintain the group face, the 

face of a leader in particular. Contact with people from a high-context 

culture is, therefore, more implicit. This way of communicating has posed 

challenges for people from LCC cultures, and vice versa. Conflict or 

misunderstanding might result and negotiations might fail in situations of 

intercultural contact, and international misunderstanding or misconception 

becomes probable when business people from low-context cultures enter a 

market from a high context cultural background, and vice versa. 

Cultures can also be distinguished according to whether they are 

oriented more towards individual or collective values. In individualist 

cultures, personal goals are highly considered, while in collectivist culture, 

group goals are more prized (Gudykunst, 1998; Hofstede, 2001). Self-

concept also varies in both cultures. Self construal within an individualist 

culture tends to be independent; in contrast, collectivist self construal 

tends to be interdependent (ibid). This trend indicates that people from 

individual-oriented cultural backgrounds engage more independently in 

communication, and collectivists have a tendency to communicate 

interdependently inside their group (Li & Moreira, 2008:204). Notably, 

cultures scoring high on individualism also emphasize hard work, 

promoting “entrepreneurial risk-taking” and “fostering invention and 

innovation” (Hofstede, 2001; cited in Wild, Wild & Han, 2006:76). On the 

other hand, collectivist cultures are more inclined to value harmony, 
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obedience, hierarchy, cooperation and social reciprocity. Harmony is by far 

the most stressed value (Neuliep, 2006). 

Collectivism can be found in much of Africa, Asia, and Latin America 

(Triandis, cited in Neuliep, 2006), for example, countries like China, Japan, 

Argentina and Brazil tend to be collectivist (Gudykunst, 1998:58). Many 

Western cultures, on the other hand are considered individualist (ibid), for 

example: United States, Great Britain, Australia, Canada, Germany, France 

and others. In sum, when business people from individualism-oriented 

cultures or collectivism-oriented cultures come into contact, 

misunderstanding or miscommunication may result if participants in the 

interaction are not aware of these differences. 

The dimensions of culture developed by Hofstede (1980, 2001) are 

probably the best known categorization in the business world. These 

dimensions are individualism/collectivism, power distance, uncertainty 

avoidance, masculinity and femininity and long- vs short-term orientation. 

The difference between individualist and collectivist cultures has already 

been discussed above. Power distance indicates how much hierarchical 

relationships and respect for authority are valued in an organization or in a 

society. Members from high power distance cultures are apt to be obedient, 

closed, and dependent on powerful people, since the hierarchical power 

structure is very strong (Hofstede, 1991; Bochner & Hesketh, 1994; cited 

in Shi, 2003). According to Hofstede (2001), examples of these cultures 

include Malaysia, Panama, Philippines, and China, whereas cultures with 

low power distance include Austria, Israel, Denmark and New Zealand. 

And low power distance people are expected to accept the power relations 

that are democratic and equal (Neuliep, 2006:76). This type of people 

inclines to interdependence inside an organization or in a society (ibid). 
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Uncertainty avoidance is defined by Hofstede (1991:113) as “the 

extent to which the members of a culture feel threatened by uncertain or 

unknown situations”. People from cultures high in uncertainty avoidance 

tend to “resist change” and to reveal “intolerance for ambiguity” (Hofstede, 

1991, cited in Shi, 2003). In contrast, members within uncertainty 

accepting cultures have a tendency to be tolerant of uncertain situations. 

The masculinity/ femininity dimension is related to the way communication 

in an institution, organisation or culture works – on an assertive 

(masculinity) to unassertive (feminine) continuum. It therefore reflects 

whether masculine values are well regarded in communication settings. 

People from masculinity-oriented cultures tend to value competitiveness, 

assertiveness and ambition, whereas people from femininity-oriented 

cultures incline towards valuing relationships and quality of life (Hofstede, 

1980; 2001). 

Hofstede’s fifth dimension is long vs short-term orientation which 

distinguishes the differences in ways of thinking. Long term oriented 

societies are seen as thrifty, persistent and hierarchical, valuing attitudes 

and actions that affect future development. These characteristics have 

been identified as major reasons for the fast-growing Asian economies in 

the late 20th century (Bond, 1991; Hofstede, 1980, 2001). The opposite 

type, short-term oriented societies, are exemplified by “personal 

steadiness and stability”, “protecting your ‘face’ ” along with “respect for 

tradition”, valuing attitudes and actions that are affected by the past or 

present (ibid). 



The Role of English in International Business: the Case of China  
 

 42

Conclusion 

Economic globalization and technology have obliged people involved in 

international business to work and cooperate together. These intercultural 

communicators have encountered and experienced cultural diversity, 

learning to communicate both verbally and nonverbally. Language and 

cultural dimensions have been playing an increasing role in effective 

intercultural communication. Considering the importance of intercultural 

skills, companies have endeavoured to improve their intercultural 

management through hiring, recruiting and training, in order to manage 

cultural differences together with improving their national and 

international competitiveness. 
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1.1.2 Developing Cultural Awareness in Organizations 

 

Today´s business world is giving increased importance to effective 

intercultural communication skills, having found that in many cases these 

skills as preconditions for their business success. Here we will focus on the 

roles of such skills in international business, particularly in the Chinese 

marketplace. 

1.1.2.1 Intercultural Competence and Management 

Many researchers and scholars have contributed to research on 

intercultural communication skills. For example, Dorn & Cavalieri-Koch 

(2004) define intercultural skills as the ability to adapt to other cultures, 

and to accept colleagues of diverse cultural backgrounds. According to 

Ting-Toomey (1999:269), these skills also contain “operational abilities” to 

communicate “appropriately”, “effectively”, and “satisfactorily” in a given 

setting, including language and communicative skills in particular. Lustig & 

Koester (2003:64-81) agree with Ting-Toomey´s perspectives on 

intercultural competence. They further point out that: “competent 

intercultural communication is contextual; it produces behaviors that are 

both appropriate and effective; it requires sufficient knowledge, suitable 

motivations, and skilled actions” (ibid:64). Competence thus depends on 

the specific situational context in which intercultural communication occurs, 

and can be perceived through the appropriateness and effectiveness of the 

social behaviors of the intercultural participants, being based on respecting 

local cultural customs and understanding the “constraints of the specific 
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situation” (ibid:65). In order to achieve communication goals, 

communicators require both intercultural and interpersonal competences 

and to be knowledgeable about their own cultural system as well as the 

target culture from which the counterparts come. As discussed in the 

previous section, this culture could be either individual- or collective-

oriented, and belong to a generally high or low-context culture. Motivation 

stems from the aspiration to obtain expected outcomes combined with 

efforts to work with and study intercultural knowledge. Finally, actions can 

be used in performing appropriate and effective behaviors that can be 

recognized by intercultural communicators. 

Communication theorist Neuliep (2006:444) further develops these 

ideas in his model of intercultural competence. The components of this 

model are presented as “knowledge, affective features, psychomotor 

features and situational features” shown in Figure 1.1 (ibid:444). In this 

model, intercultural competence is built on the foundation of these four 

features. Each component is correlated and interdependent, affecting and 

being affected by the other three. Compared to Lustig & Koester’s 

(2003:64-81) knowledge component of intercultural competence, Neuliep 

(2006) further expands intercultural knowledge with cultural awareness, 

“verbal and nonverbal scripts, cognitive simplicity and rigidity, and 

ethnocentrism”. Cognitive simplicity and rigidity refer to the extent to 

which individuals perceive their intercultural communicator in a simplistic 

and rigid way, whereas ethnocentrism is considered as a barrier to 

intercultural competence (ibid:446). 
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Figure 1.1 Model of Intercultural Competence  

Source: Neuliep (2006:444) 

 

The affective component of intercultural communication refers to the 

motivation to interact with people from other cultures (ibid:447), and to 

anxiety and stress, which can lead to the avoidance of intercultural 

communication. Intercultural communicators with competent skills, on the 

other hand, have a strong willingness to communicate with people from 

different cultures (ibid:447-448). 

The psychomotor component of intercultural communication is “the 

actual enactment of the knowledge and affective components”, consisting 
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of verbal and nonverbal performance as well as role enactment (ibid:448). 

The situational features mean that “intercultural competence is contextual”, 

depending on particular situation within which communication occurs 

(Lustig & Koester, 2003:384). Particular situational features can affect 

competence, such as “the environmental context”, “previous contact”, 

“status differential”, and “third-party interventions” (Neuliep:450). 

These competences are most commonly needed in today´s business 

world, being essential for effective business interactions. Indeed 

intercultural skills have involved and penetrated every aspect of 

organizations, as researchers Dorn and Cavalieri-Koch point out: 

At a corporate level, intercultural skills are required in 

every line of business and during every interaction. 

Cultural differences influence everything from the 

formulation of a company’s mission statement and the 

way international subsidiaries are managed, to the rules 

and regulations set out for employees, the processes for 

negotiation of business deals or the preparation of 

marketing strategies. Global managers and workforces 

need intercultural skills both in face-to-face interaction 

and in virtual communication with people from other 

cultures, in their own country, abroad and in 

international teams. Intercultural skills are 

indispensable for effective management of a diverse 

workforce. 

(Dorn & Cavalieri-Koch, 2004:6) 
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Thus, we can say that intercultural skills are vital for successful 

management because they can help executives and managers to improve 

their negotiating, managing abilities as well as support preparations for 

marketing strategies. They are also vital for employees and workforces in 

general, who work in multicultural environments and teams and interact 

with people from different cultures on a daily basis. As is common 

knowledge, language and cultural differences can result in 

misunderstandings, misconceptions and miscommunications or even 

conflicts. These differences exist both within and across cultures (Ting-

Toomey, 1999), and the global workplace is characterized by interaction 

across gender, religion, language, social status, and other boundaries as 

well as national identity. 

As the most important element of culture, language is used as a 

common tool for human interaction. Novinger (2001:210) illustrates that 

“language affects our thought process and how we perceive reality”. 

However, language can be an obstacle to effective intercultural 

communication if participants in intercultural interaction have insufficient 

language skills. As we recalled before, verbal and nonverbal language 

skills are interwoven in the process of intercultural communication. On the 

one hand, dealing with verbal communication, one must not only learn to 

raise knowledge and awareness of other languages, but also learn to 

develop listening, speaking and writing skills. On the other hand, 

successful nonverbal communication requires participants in the 

interaction to improve awareness of different body languages, time and 

space perceptions across cultures, and the capacity to be capable of 

understanding and adapting to these differences. When employees are 

sent abroad, companies need to help them to minimize and manage 
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culture shock, which reveals the lack of adaptability to a new language and 

culture, because living and working in an unfamiliar workplace often 

causes stress and depression. In order to overcome intercultural 

differences and lay the foundation for effective communication, employees 

should learn to bridge the gap by improving the local cultural and 

language awareness. Many international companies thus help their 

expatriates to ease their work stress, and to keep emotional stability, 

providing training and knowledge of local language and culture. As Ferraro 

(2006) demonstrates, the success or failure of an international company is 

determined by its employees´ skills in a new environment. Here are two 

comparative examples. 

One example presented by Yeung (2005) is TCL & Alcatel Mobile 

Phones Limited (an international handset company). It was jointly set up 

by TCL Communication Technology Holdings Limited (China) and Alcatel 

(France) in 2004. The joint venture maintained the workforce and 

management styles of the two original companies. Its working languages 

were Chinese, French and English. Serious differences in cultures and 

management styles were ignored in this new company. Because managers 

and employees lacked better understanding of the new corporate culture 

and cultural knowledge between the two nations, they experienced 

difficulty in communicating appropriately. French employees appreciate the 

high quality of products, service and democratic management, while their 

Chinese co-workers consider it a priority to have “achievements and 

objectives set ahead” (Yeung, 2005). One year later, these reasons had 

caused the closing down of the joint venture. 

A contrasting example is Lenovo Group, Ltd. demonstrated by Dou 

(2007). As China's largest personal computer maker, Lenovo successfully 
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purchased IBM´s personal computing (IBM PC) division (USA) for US$1.25 

billion in 2004 14 . According to the agreement, Lenovo acquired IBM's 

desktop PC business, along with research and development and 

manufacturing. In return, Lenovo paid IBM US$ 650 million in cash and 

US$ 600 million in Lenovo equity stock 15 . Besides Lenovo´s original 

10,000 employees, Lenovo took over the equivalent number of the staff of 

the IBM PC worldwide. This combination made the merged company 

become the world's third largest personal computer manufacturer behind 

Dell Inc. and Hewlett-Packard Co16. Culturally, the achievements of this 

company cannot be separated from its corporate culture, which is 

considered as “a key issue for the combined company” (Dou, 2007:239). 

As Yang Yuanqing -- Lenovo CEO and President stated: “We regard cultural 

integration as the key factor of our eventual success” (ibid:239). Before 

merging, the Lenovo Company had researched the cultural differences and 

conflicts between Lenovo and IBM17. Some employees were confronted 

with culture shock and adaptability problems in this new and changed 

situation, with two distinct corporate cultures existing together: IBM 

values quality and individualism, personal respect and negotiation 

strategies; and Lenovo, as a traditional Chinese private enterprise, 

pursues achievement, low-cost pricing and hard work. This led to a clash 

between Eastern and Western ways of thinking and management style. 

After merger and acquisition, the Lenovo Company offered cultural and 

                                                 
14 “Lenovo buys IBM PC for US$1.25 billion.” (2004). At 
http://rccmi.xjtu.edu.cn/bbs/showtopic-1231.aspx. Accessed 14/03/2009.  
15 “Lenovo acquires IBM's PC business.”  At 
http://english.sina.com/business/p/1/2004/1208/13028.html. Accessed 14/03/2009.  
16 “Lenovo, From Wikipedia, the free encyclopedia.” At 
http://en.wikipedia.org/wiki/Lenovo. Accessed 14/03/2009. 
17 “On Cultural Integration in Transnational Mergers and Acquisitions - Case of Lenovo 
Acquisition of IBM PC.” (“论企业跨国并购中的文化整合-以联想购并 IBM pc 为例”). At 
http://www.jianshe99.com/html/2008/5/xu02792237241025800212640.html. Accessed 
28/01/2009.  
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language training, strengthening communication with IBM and learning 

advanced corporate culture. Consequently, Lenovo made a profit and 

expanded its global image (ibid:237). The results of this phenomenon of 

cultural integration in the foreseeable future are being observed. 

Meanwhile, intercultural skills can also improve both managers´ and 

employees´ cross-cultural knowledge and cultural consciousness. Evidence 

suggests that the majority of companies have considered the role of 

effective communication in the success of their business, by providing 

cultural training relevant to this field (Wild, Wild & Han, 2007; Schmidt & 

Roger, 2007; Cavusgil, Knight & Riesenberger, 2008). Therefore, effective 

management can help business people not only ease culture shock, but 

also to resolve conflicts or confrontation to achieve mutual benefits and 

optimize result. 

It is well understood that language and cultural differences may 

become a source of misunderstanding or miscommunication, offence, or 

even confrontation and conflict.  How to navigate and mediate intercultural 

situations is not so clear. A starting point is to learn about differences in 

cultures, acknowledging cultural difference and accepting it (Varner & 

Beamer, 2005). When in Rome do as the Romans do, as the saying goes; 

thus, managers and employees should learn to know and understand how 

people from other cultures think, do or behave, as a way also of becoming 

aware of how they themselves think, do and behave. Improving cultural 

awareness and language skills can help the global workforce to minimize 

misunderstandings or miscommunication, as well as further managing 

culture shock, confrontations or conflicts. However, “in an age of 

multinationals and globalization, we are not doing business only on other 

people’s or on our own terms” (Li & Moreira, 2008:204). Thus, it is 
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imperative for international business communicators to foster cultural 

adaptability and respect for cultural diversity in order to gain a win-win 

situation in both national and increasingly international competitive 

marketplaces. As Triandis illustrates, “the most successful firms in the 

global arena will be companies whose employees not only understand 

world economics and global competitiveness but who also have the ability 

to communicate effectively with international counterparts” (Triandis, 1990; 

cited in Samovar, Porter & Stefani, 2000:179). 
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1.1.2.2 China, Globalization and Communication Skills 

 

With surging economic globalization, the emergence of China as a 

world economic power has occurred quite rapidly, and it is now a global 

economic player and the world’s manufacturing centre. Since this country 

underwent a great reform and opened its doors to the outside world in 

1978, international business has streamed into the Chinese marketplace. 

China´s entry to the World Trade Organization (WTO) in 2001 has 

accelerated its international status, deepening the integration of the 

Chinese economy into the world economy, and “therewith more deeply 

into globalization” (Gu, accessed online). Recently, China´s president Hu 

Jintao (2005) focused on globalization as “the key to the Chinese economic 

development and securing a better future for its 1.3 billion people” at the 

Fortune Global Forum in 2005, because the “global boom has generated 

more important opportunities for China and Asia” (ibid). More recently, the 

successful hosting of the Summer Olympic Games in 2008 was an 

indication of China’s increasing role as a major global player. Two years 

later, China is again an international host, holding the 2010 Shanghai 

World Expo. This commercial activity will further reinforce the country´s 

integration into the global economy in the foreseeable future. 

These developments have influenced the inner structure of China´s 

business organization and practices. On one hand, China has adopted 

incentive policies to attract foreign investment since the late 1970s. Its 

Foreign Direct Investment (FDI), joint ventures and domestic companies 

have dramatically contributed to the rapid economic growth of the Chinese 
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gross domestic product (GDP). Foreign multinationals have also 

contributed dramatically to this GDP growth, and recently, this nation has 

attracted 424.6 thousand foreign companies, according to the State 

Administration for Industry and Commerce (2008) 18 . These foreign 

multinationals, from the USA, UK, Germany, Japan, Sweden, South Korea, 

Portugal, France, Australia or from nearby regions, such as Hong Kong and 

Taiwan, are distributed across China. 

On the other hand, China has embarked on its go-out policy since the 

1990s. The ever-expanding power of Chinese multinationals has branched 

out worldwide, mostly into Asia, the U.S.A, Africa and Europe, for example, 

the Bank of China, Haire Company (electric appliances), and Huawei and 

Zhongxing Telecommunications. Thus, it is not unusual to see nearly 35 

Chinese enterprises on the Lists of Fortune Top 500 of 2008 19 . The 

majority of these ranked companies are specialized in banking, energy, 

metallurgy and metals, computer technology and telecommunications. 

The globalizing trends have strengthened China to become a major 

player in an increasingly interdependent world, making the Chinese 

marketplace more competitive than even before. International companies 

have adopted cross-cultural strategies, particularly related to the 

recruitment and selection of employees and management training, in order 

to work effectively in the Chinese market. When interviewed, employees 

are required to have language skills and team spirit, including 

communicative and cooperative skills. Language abilities correspond to the 

complete mastery of written and spoken English, along with other 

                                                 
18 Source: http://www.saic.gov.cn/. Accessed 24/11/2008. 
19 (“Introduction of Fortune Top 500”) (“2008 年《财富》500 强排名简介”).  
At http:// wiki.mbalib.com/wiki/2008. Accessed 08/01/2009. 
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technical expertise and language. Employees must be very flexible and 

have a very vast know-how to follow the ever changing markets and their 

competitiveness. Employees are required not only to hold certificates of 

the National English Exams, but also to be able to communicate in English. 

As an illustration to this reality, Miss Li Weiwei, a journalist, whose 

report on China´s employment market demonstrated that some 

companies from non-English speaking countries, for example, Japan, 

Switzerland, Sweden and the like, go to the extent of requiring their 

employees to master fluent English (Li, 2007). Furthermore, she also 

emphasized that team spirit has become an important factor of 

organizational culture (ibid:6). Thus, effective communication with 

customers, home-country or host-country colleagues, is vital for successful 

business as co-operation across and within borders has become a common 

activity in today´s international business. 

Local strategies involve adapting to local markets. One of these 

strategies is to recruit and select talented local personnel. Foreign 

companies have been employing more than 20 million native Chinese 

employees nationwide, revealed by Wang Zhile (2008b), Director of the 

Beijing New-Century Academy on Transnational Corporations. Thus, Zhong 

Haowei, CEO of Wal-Mart in Asian-Pacific areas, announced: “the biggest 

property of this company in China is a group of excellent Chinese 

employees” (ibid:6). 
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Conclusion 

On the basis of what we have discussed in this section, we can 

summarize that communicative exchange has permeated every aspect of 

business in today´s globalized workplace. With the globalization of 

business, it is imperative to master competent intercultural communicative 

skills in today´s highly competitive and fast changing economic scenario. 

These skills are vital for the modernization of all businesses in this new 

century. International companies should not only think global, act local 

and integrate, but also know themselves and their counterparts in this 

interconnected global economy. To be a successful global player, it is 

necessary for intercultural participants both to develop their cultural 

awareness and competence, and to learn to respect and understand other 

cultures. Thus, we can conclude that, with the opening of China to world 

trade, its market has opened up to foreign companies and has expanded 

its major companies outside its borders, benefiting from technological 

innovation, international policies and international trade agreements. 
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Section 1.2 Languages and International Business – the 

Rise of a Global Language 

 

Apart from intercultural communication skills, the rapid expansion of 

economic globalization is requiring business people to master a common 

language. English has been widely recognized as a priority language and 

practiced by the mainstream in economics, politics, military, culture and 

education around the globe. This need for a common language arises to 

open up the channels for effective communication amongst foreign 

businesspeople. This demand requires specific training in this lingua franca. 

As businesses are becoming increasingly internationalized, interaction 

between people from different cultures is also becoming increasingly 

globalized, leading us to address the role of language in this field. This 

section will focus on the role of languages, English in particular, in this 

business arena and consider the urgent requirements for a common 

language. The English language comes at the right time and in the right 

place (Crystal, 1997), and it is now commonly accepted as the lingua 

franca of the business world (Walker, Walker & Schmitz, 2003). We are 

also aware that even though the language is English, the fact is that this 

language does not come in its purest form, or even in a single form, given 

the multiplicity of contexts and speakers involved in the communication 

settings. We will clarify how English plays this role, its functions and in 

what ways it interacts with international business. 
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1.2.1 Languages in Global Business 

In intercultural business communication, people from different parts 

of the world use language to make contact with each other; thus, we can 

observe the growing importance attributed to language in this field 

(Chaney & Martin, 2000; Varner & Beamer, 2001; Ferraro, 2006), and 

particularly to the role of English as “the most common lingua franca in 

international business” (Wild, Wild & Han, 2006). The term lingua franca, 

according to most definitions, refers to a language used by people who 

speak different native languages. Samarin considers it also a trade 

language (cited in Wardhaugh, 1988:56). Here we consider lingua franca 

to be the most valued language in international communication, globally 

used in a vast reservoir of business dealings, education, services, and all 

other aspects of daily life that makes this world the busy office and global 

village we live in. This value comes from its uniqueness and global 

acculturation. 

Historically, geographically and demographically, many major 

languages, besides English, act as lingua franca: for instance, Arabic, 

Chinese, Hindi, Portuguese, Spanish, French, German. Below we illustrate 

the significance of such common languages appearing and strengthening 

their role in international business. 

 Mandarin Chinese, as the mother tongue of the world’s largest 

population, serves as lingua franca in Chinese speaking communities 

throughout the world. Owing to the openness and economic growth of 

China, this language grows in significance as a common language in 
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international business and education, particularly on the Internet where 

China has by far the largest netizens in the planet. 

Arabic is spoken in large parts of the Middle East and in some parts of 

Northern Africa, being the mother tongue of approximately 150 million 

people (Versteegh, 2001), due to trading, religion, and colonization. As the 

language of the Muslim religion and of the sacred Koran, it is widely used 

throughout the Muslim world. Arabic is estimated to be the fastest growing 

world language demographically (Graddol, 2006:61). On account of the 

increasing role of Arabic States in the world economy, Arabic groups 

suggested the WTO adopt their mother tongue as a working language of 

this organization at the Seventh WTO Ministerial conference in 200920. 

Hindi/Urdu is the world's third most spoken language, trailing only 

Mandarin and English, in terms of first-language speakers (Grimes, 1996; 

cited in Graddol, 1997:8). Official Hindi, going hand in hand with English, 

is the official language of the central administration in India, establishing 

economic relationships between regional and local communities and 

languages. 

Russian, on the other hand, is one of the most commonly spoken 

native languages in Europe, with 116 million native speakers21. However, 

the number of Russian learners has of late slowed down. The importance 

of this language was closely linked to Socialist Camp, which consisted of 

such communist states as the former Soviet Union, China, Yugoslavia, East 

                                                 
20 “Arab countries call for adopting Arabic in the World Trade Organization.” At 
http://www.moft.gov.ae/wto/index.php?option=com_content&view=article&id=22%3Abo
ok-explains-uae-wto-relation&catid=27%3Aevents&lang=en. Accessed 07/06/2010.  
21 “Russian.”  At http://www.ethnologue.com/show_language.asp?code=rus. Accessed 
07/06/2010.  
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Germany, along with other socialist nations from Eastern and Central 

Europe. Russian was considered a passport to these socialist states, 

serving as an important medium of economic and political communication 

between such states. Resulting from the collapsing Socialist economies of 

the Soviet Union and Eastern Europe in the 1990s, the global impact of 

Russian has diminished, while maintaining a strong impact on Central and 

Eastern Europe. 

The use of the languages mentioned above has a common purpose 

which is to communicate within their regional boundaries. We know for a 

fact that historically it was Portuguese, Spanish, Dutch and French that 

were widely used, because of the power gained through exploration, 

colonization, along with trade and commerce. 

The worldwide spread of the Portuguese language was a consequence 

of Portugal´s flourishing Discoveries beginning in the 15th and 16th 

centuries, when “Portugal established itself as a commercial empire”22. 

These discoveries stemmed from their idea that they could not expand 

their limited territory in Europe, so they started envisioning routes 

throughout the seas. Corresponding to its expansionary political and 

economic influence overseas, Portugal started to explore colonially and 

commercially throughout the world. As the first emerging nation starting 

globalization in Europe, Portugal was so called “The First Global Village” 

(Page, 2006), commencing as we know today, free trade and commerce 

without boundaries. As a result, Portuguese colonizers brought their 

language everywhere to communicate and deal with their business 

                                                 
22  “Portuguese Language.” At  
http://www.foreign-languages-school.com/portuguese-language.html.Accessed 
08/06/2010. 
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negotiations. The Portuguese language has since then spread and 

flourished in its former colonies across the world. Nowadays, Portuguese 

ranks sixth in the world's major languages, with an estimated 177 million 

native speakers23. This language continues to play an important role in 

political, economic, and commercial relations between all Portuguese 

speaking countries, and with other countries around the world. China and 

Portugal have built close diplomatic relations since 1979, following the 

peaceful and successful administrative transition of Macau (1999), to 

further consolidate bilateral ties through strengthening high-level visits 

and contacts, and deepening co-operation in economy, culture, science 

and technology 24 . Currently, with the participation of the Portuguese 

pavilion in the 2010 Shanghai Expo, it is further strengthening cultural and 

economic relations between China and the Lusophone world25. In turn, the 

Chinese authorities have committed themselves to expanding the teaching 

of Portuguese language in China. This also serves an increasing role in 

economic and trade between China and the Portuguese speaking countries 

worldwide, benefitting mostly from economic attainment of the developing 

countries, Brazil, in particular. 

Spain did not take too long before following the Portuguese footsteps, 

starting their own processes of exploration, colonization and trade. These 

Spanish explorers and colonists took their native tongue worldwide, 

notably to Central and Southern America. As with the opening of new 

boundaries for immigration, trade and commerce, the twentieth century 

became the period for vast groups of immigrants to populate industrious 

and highly developed countries, particularly the United States of America. 
                                                 
23 “Portuguese.” At  
http://www.ethnologue.com/show_language.asp?code=por. Accessed 08/06/2010.  
24 Source: http://www.fmprc.gov.cn/eng/wjdt/2649/t180139.htm. Accessed 08/06/2010.   
25 Source: http://en.expo2010.cn/c/en_gj_tpl_93.htm. Accessed 04/10/2010.    
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Following this trend, Hispanic immigrants increasingly flow into the 

‘melting pot’, making up 12.5% of the total US population26, and making 

Spanish the second most spoken language in this host country. Such 

population growth has accelerated the importance of Spanish in local 

markets. 

Across the world also, Spanish grows in importance (Graddol, 2006). 

Nowadays, it is the fourth most widely spoken language, with an 

estimation of 400 million native speakers27. It is the official language of 

most parts of Central and Southern America, and its international status as 

lingua franca has improved effective communication between countries in 

this region. Notably, regional free trade agreements like NAFTA (North 

American Free Trade Agreement) and the global expansion of Latin 

American countries have further reinforced the importance of Spanish in 

the business world. Spain goes even further in promoting its language as 

tourism has boomed and foreign immigration thrives in Spain and other 

inviting countries. 

Fortunately, multinational businesses have foreseen this significance 

of the Spanish language, as summed up in a statement: “more and more 

companies value employees with a knowledge of Spanish, a language 

giving access to one of the fastest-growing markets in the world”28. The 

high population and the economic power achieved by Hispanic groups have 

strengthened the spread of Spanish and the purchasing power of Spanish 

                                                 
26 “The importance of Spanish.” http://www.donquijote.org/english/whyspanish.asp. 
Accessed 10/06/2010.  
27  “Learn Spanish Abroad.” At http://www.spanish-school.com.mx/learnspanish.php. 
Accessed 04/11/2010.  
28 “The importance of Spanish.” At http://www.donquijote.org/english/whyspanish.asp. 
Accessed 08/06/2010.  
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speaking peoples, in a similar formula to that witnessed with the English 

language. 

The French colonial empire endeavored to follow the same trend of its 

Portuguese and Spanish counterparts, setting up its mother tongue as a 

major worldwide language in their mercantilist past. In the post-colonial 

world, French maintains its importance in global business communication, 

and this importance has demographic and economic impact on major 

economies like the USA (EuropeWorld, 2008) 29 . It is estimated that 

approximately 70 million people in five continents have French as their 

mother tongue (Grimes, 1996; cited in Graddol, 1997:8) mostly settling in 

Europe, Africa and North America. This demographic and geographic 

distribution has created more opportunities for France in this increasingly 

globalized economy, and French companies have spread widely, doing 

business transactions worldwide, mainly with developed countries like 

Germany, Spain, Canada, the UK and US. France, for example, is a major 

investor in the USA. Its companies employ the third largest number of 

Americans, among foreign businesses in the USA (Shryock, 2009). This 

business performance has enhanced the role of the French language in the 

US. Secondly, French is an official language of Canada, of which French 

former colony-Quebec is the largest province. Notably, this province has 

become a major trader with the USA 30 . This bilateral trading and 

commercial relationship has further reinforced French as a major business 

language in the international arena. 

                                                 
29 “The importance of French language and why should it be adopted as a universal 
language?” (2008). In EuropeWorld. At  
http://www.europeword.com/blog/tag/global-language/. Accessed on 13/06/2010. 
30 Ibid.  
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Apart from its economic and commercial influence abroad, the French 

market has also become multinational. Hereby, French is an imperative 

working language of international companies specializing in banking, 

financing, drinks, food and even fashion. In addition, as a leading country 

of tourism of the world, France also promotes its language through its 

ancient cultural heritage. Considering the significance of the French 

language, former President of French-American Chamber of Commerce, 

Serge Bellanger emphasizes that in 2001: “...... knowledge of the French 

language is not only critically important in cultural matters, but also for 

business and technical endeavors as well. Today, French is a key element 

in commerce and industry throughout the world”31. 

Germany is a strong competitive rival of France in Europe. Like French, 

German is one of the most commonly spoken language in Europe, having 

the largest number of mother tongue speakers in the European Union, and 

an estimated 120 million native speakers throughout the world32 . The 

importance of this language comes along with the economic power of 

Germany. With the unification of West and East Germany in 1990, this 

nation has rapidly integrated into the globalized economy. Currently, 

Germany is one of the dominant economic players in the globe, holding a 

strong position in terms of exporting and importing. Its principle trading 

partners come from EU, USA, Canada and Japan. These global commercial 

practices can help promote German as an international business language. 

In addition, knowledge of German has proved to be very important for the 

                                                 
31 “The French Language and Business.” 
At http://www.frenchteachers.org/bulletin/articles/university/frenchandbusiness.pdf. 
Accessed 13/06/2010.  
32 “Why Learn German?” At http://www.vistawide.com/german/why_german.htm. 
Accessed 14/06/2010.  
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fields of Management, Marketing/Sales and Secretarial33. Characteristics of 

German managerial styles are presented as product and quality oriented. 

Companies like BMW, Siemens, Lufthansa, SAP, Bosch, Infineon and BASF 

have exemplified successful managerial experiences in the global business 

arena. 

To sum up, all the aforementioned languages have served their 

purposes geographically, historically and demographically, according to the 

economic and political powers stemming from world exploration and 

colonialism. Such languages worked as lingua franca in specific periods of 

time deriving from the particular military and social power of the invading 

or colonizing countries, playing an important role in commerce and trade 

worldwide. 

                                                 
33 “The German Language & Culture.” At http://www.vistawide.com/german/german.htm. 
Accessed 14/06/2010. 
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1.2.2 The Role of English in the World 

There has been a shift in the relative importance of languages on 

account of events in political, economic, scientific and technological 

domains. The influence of a language depends on the integral power and 

dominance of a nation. All the aforementioned languages have a specific, 

international role as lingua franca which belongs to the historical portrait 

of the developing world. Being considered the “only rival language over 

English” by Graddol (2006), the French influence is currently perceived as 

almost obsolete while the other major languages act as regional foreign 

languages, being less influential than English on a global scale. Kachru 

(1992) provides his insight into the reasons for the privilege of English 

over other languages: 

 

…Also, it is a familiar phenomenon for one language to 

serve as a lingua franca or language of special 

functions (religious, commercial) over a large area of 

many languages: Sanskrit, Greek, Latin, Arabic, and 

French are examples at various periods and in different 

parts of the world. But there has never before been a 

single language which spread for such purposes over 

most of the world, as English has done in this century. 

The importance of this fact is often overlooked in 

discussions of the characteristic features of this age. 

The spread of English is as significant in its way as is 

the modern use of computers. When the amount of 
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information needing to be processed came to exceed 

human capabilities, the computer appeared on the 

scene, transforming the processes of planning and 

calculation. When the need for global communication 

came to exceed the limits set by language barriers, the 

spread of English accelerated, transforming existing 

patterns of international communication. 

(Kachru, 1992:P xv-xvi) 

 

Generally speaking, a lingua franca must fill many roles, which stem 

over time from the strength of a nation´s military, political and economic 

power. The English language is such an example. The British Empire 

spread its language worldwide through exploration and colonization, and 

retained its impact with the surge of industrialization. In the age of post-

modernization, the USA continued this relay race in strengthening the role 

of English in the world, relying heavily on their powerful military, politics 

and economy, thus ensuring its continuous dominance over other 

languages through Americanization. This internationalization has flourished 

and still keeps this language as its main means of intervening in this 

globalized world. McArthur (2002, 2003:2) and other commentators have 

expanded the term of lingua franca as “a language common to, or shared 

by, many cultures and many communities at any or all social and 

educational levels, and used as an international tool”. Therefore, being a 

common language denominated a lingua franca, English faces no equal in 

power and dominance at the start of this millennium. This comes from the 

era of science, technological advancement and the newest challenges in 
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today´s global stage. McArthur (1998) also offers more insight into these 

different roles and usages of English in various areas: 

 

For good or ill, at the end of the second millennium AD 

and the fifth full millennium since recorded history 

began, English is unique. No language has ever before 

been put to so many uses so massively by so many 

people in so many places—on every continent and in 

every sea; in the air and in the space; in thought, 

speech, and writing; in print on paper and screen; in 

sound on tape and film; by radio, television, and 

telephone; and via electronic networks and multimedia. 

It is also used as mother tongue or other tongue - 

fluently, adequately, or haltingly; constantly, 

intermittently, or seldom; happily, unhappily, or 

ambivalently - by over a billion people. 

(McArthur, 1998:30) 

 

The global spread of English has thus met many functional roles, and 

this language has become the dominant intermediary of world 

communication. But understanding the special status of English must also 

take into account its usage beyond the boundaries of traditional English 

speaking counties and of even those where it has been adopted as a 

second or additional language in post-colonial times. 
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As a first language, it is the most extensively distributed language 

among others worldwide (Wardhaugh, 1988; McArthur, 2002), with an 

estimation of approximately 309–400 million speakers who use English as 

their native language (ENL), termed by Crystal (1997). These people are 

mainly settled in what Phillipson (1992) described as the “core English-

speaking countries”, such as the USA, UK, Canada, Australia and New 

Zealand. These also constitute what Kachru (1992) defined as the inner of 

three Concentric Circles34 (see Figure 1.2), being the most developed with 

international trade and commerce, science and technology, education, as 

well as in diplomatic affairs. These nations have also played an essential 

part in promoting their mother tongue as the predominant and privileged 

language overseas, such as building up language institutes for the 

exportation of English language teachers and the English language to other 

parts of the world, the British Council and American Council in particular. 

Such English speaking countries also contribute with setting up 

international scholarships to attract outstanding talents through 

evaluations for international English proficiency examinations. In this 

respect, this language functions as a reaper of talents, being responsible 

for the brain drain from developing countries to developed countries. The 

USA and UK, the so called “linguistic capitalists” (Phillipson, 1992), serve 

as major players in facilitating the dominance of English as a global 

language. 

English is also considered as a second language (ESL) or an official 

language in many British former colonies across Africa and Asia, which 

                                                 
34 Kachru (1992) describes the three concentric circles as inner circle, outer circle and 
expanding circle. In Kachru (1992). The Other Tongue.  
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make up the bulk of Kachru´s Outer Circle35, for instance, Nigeria, South 

Africa, Singapore, and India. In such nations, this language is “given 

special administrative status” (Crystal, 1997:54), functioning as a 

significant means of both intra-national and international communication 

(Kachru, 2008). “This special colonial historical background also provides 

priority to people to use and learn this language” (Li, 2005:6), having 

consolidated specific economic, political and commercial ties between 

members of the Outer Circle and their counterparts of the Inner Circle. 

As a foreign language, English has become the most taught and learnt 

language worldwide (EFL), because of its spread in the business and 

economic spheres. As Crystal (1997:3-4) estimates, over 100 countries, 

such as China, Russian, Germany, Spain, Egypt and Brazil have adopted it 

as a foreign language. These EFL nations constitute Kachru’s (1992) 

Expanding Circle (see Figure 1.2), in which English is represented as a 

foreign language. In such areas, English is also recognized as an 

international language (Crystal, 1997:54), being widely studied and used 

in trade and commerce, education, tourism and international 

communication. Members of this expanding circle have the potential power 

to extend the global spread of this language, enhancing its status as an 

international language across communication boundaries. 

                                                 
35 The outer circle represents the speakers who use English as a second language. In 
Kachru, (1992). The Other Tongue.  
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Figure 1.2 Kachru´s Three “Circles” of English 

Source: Crystal (1997:54) 

 

 

Because of our world being in constant transition, its languages are 

being transformed over time and in social contexts (Graddol, 2006). 
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English, being no different and having acquired a status of its own, has 

become a diverse and pluralistic language, able to enact different modes of 

communication. 

This multiple usage of English has inspired scholars to look thoroughly 

into the different varieties of English and the outcomes of these linguistic 

consequences. Social linguist Mesthrie (2008a:28) points out three types 

of “linguistic communication” in English: native speakers and native 

speakers, native speakers and non-native speakers, and non-native 

speakers and non-native speakers. Simultaneously, he reemphasizes that 

non-native speakers have not only outnumbered native speakers, but that 

they also use varieties of English in different cultural contexts (ibid). Other 

social linguists, like Kachru (1997a) and McArthur (1998), have defined 

these English phenomena as “World Englishes” and “new Englishes”, 

respectively. “World Englishes” is termed to “recognize the functions of the 

language in diverse pluralistic contexts” by Kachru (1997a:67), and this 

usage of World Englishes combines “both geopolitics and plurality” 

(McArthur, 1998). 

This variety of Englishes is classified into British English, American 

English, Canadian English and New Zealand English from the ENL countries; 

Indian English, Nigerian English, Singapore English from the ESL countries, 

and also Chinese English and Japanese English and other Englishes from 

the EFL countries (see Figure 1.3). Through globalization, the phenomenon 

of English has spread into many countries, making different adjustments in 

the process, to pronunciation, idiom and dialect, adapting to the nation´s 

language and culture, and moving beyond its own language and culture, 

resulting in many forms of non-standard English. McArthur (1998) refers 
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to the “pluralism” of English, exploring the complexity and plurality of the 

English language. 

 

 

Figure 1.3 McArthur´s Circle of World Englishes 

Source: Jenkins (2003:19) 
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As a result of these processes, the English language is continuously 

growing, evolving and changing throughout time, responding to historical 

and current challenges and demographic modifications (Graddol, 1997). It 

is clear that the adoption of English by non-native speakers in many parts 

of the world will lead to a more diverse and pluralistic language rather 

than the standard varieties of the language we have been accustomed to. 

Multiple Englishes have, therefore, their own rights and cultures, but we 

should always learn and know the Standard English forms (McArthur, 

1998), since the use of English as global lingua franca requires 

intelligibility and the setting and maintaining of standards (Graddol, 1997; 

cited in McArthur, 2002). 

No matter what classifications of English speakers are used, it is 

generally confirmed that “English continues to spread, and the spread is 

more extensive among non-native speakers” (Graddol, 1996:14). This 

global spread of English has brought much critical discussion on the power 

and status of this language, which we will further evidence with the 

perspectives of three linguists. 

Phillipson (1992) observes the implications of this spread for other 

languages as the dominance of English, which he considers “linguistic 

imperialism”, on account of the cultural inequality which results from the 

intrusion of English in the spaces of the other languages it contacts. He 

also illustrates the extent to which such “linguistic imperialism” is closely 

tied to military, political, economic, and cultural power. This way, the 

linguistic imperialism of English stems from its mother tongue speaking 

countries´ integral sovereignty and control over all fields of the world. The 

power of English has been equipped for this role. 
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This hegemonic role of English is also reflected in language policies 

and language teaching worldwide, namely educational imperialism 

(Phillipson, 1992). In one aspect, the ESL and EFL countries have 

increasingly adapted to a model of teaching the language through 

standard English of core English-speaking American and British sources 

(ibid:25). Nettle & Romaine (2000, cited in Jenkins, 2003) support 

Phillipson´s point of view and further demonstrate that: 

Educational policy is another striking example of 

misguided strategies imported from the West into 

developing countries. Believing that tribal languages 

stood in the way of unity and were not suitable as 

languages of education and technology essential for 

western-style development, most newly independent 

countries did not develop their own languages, but 

continued using the languages of their former colonizers 

even when most of their citizens did not know them. 

(Nettle & Romaine, 2000:160-164; cited in Jenkins, 

2003:140) 

In another aspect, Phillipson (2003) argues that “the forces of 

globalization and Americanization may be moving language policy in the 

direction of monolingualism”. Thereby English might oblige non-native 

speakers to adapt to its culture, and traditional cultures of developing 

countries might be devalued (ibid, Nettle & Romaine; 2000: 160-4; cited 

in Jenkins, 2003:140). 

From this language landscape, we can emphasize that the spread of 

language occurs in conjunction with external forces such as commerce, 
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economics and political influence leading to the recognition of language as 

a tool for unification (Phillipson, 1992). Analyzing and considering the 

current dominant phenomenon of English and its distribution in the world, 

Phillpson (2009)36 reemphasizes that this “linguistic imperialism” continues 

and persists in the 21st century. 

Pennycook (1994), on the other hand, portrays the global spread of 

English as “natural”, “neutral” and “beneficial”. It is proved natural 

because it has been an “accidental by-product of global forces” (Pennycook, 

in Burns & Coffin, 2001:79); its neutrality is justified because, in some 

sense, it is assumed to be detached from original cultural and political 

contexts, frequently being employed as a “neutral and transparent 

medium of communication” (Pennycook, 1994:9). Jenkins (2003:133) 

exemplifies and demonstrates English as a “neutral means of 

communication” in India; it is considered beneficial because, in all 

likelihood, people with fluent English skills can profit from international 

communication. However, Pennycook views critically other political and 

cultural effects of the spread of English, for example, the threat it 

represents for the other cultures and languages that it contacts, and the 

social and linguistic inequality it engenders. 

……English threatens other languages, acts as a 

gatekeeper to positions of wealth and prestige both 

within and between nations, and is the language 

through which much of the unequal distribution of 

wealth, resources and knowledge operates. …… Thus, I 

                                                 
36 Source: http://www.routledge.com/books/details/9780415872010/. Accessed 
06/08/2010.  
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have argued, English is in the world and plays an 

important role in the reproduction of global inequalities. 

(Pennycook, in Burns & Coffin, 2001:86) 

Fisherman (2001, cited in Jenkins, 2003) argues the effect of 

globalization on languages in the following way: 

 

 … In our day and age, it is definitely the globalization 

of pan-Western culture (and pop-consumer culture in 

particular) that is the motor of language shift. And since 

America-dominated globalization has become the major 

economic, technological and cultural thrust of worldwide 

modernization and Westernization, efforts to safeguard 

threatened languages must oppose the very strongest 

processes and powers that the world knows today. That, 

in a word, is exactly why it is so hard to save 

threatened languages. 

(Fisherman, 2001:6; cited in Jenkins, 2003:140) 

 

Graddol 37 analyzes the global inequality in a free chat with teachers 

of English at the British Council in Brazil. On the one hand, the role of 

English has maintained consistent in some countries and “contributed to a 

                                                 
37  “Free Chat with Graddol. British Council in Brazil.” At  
http://www.britishcouncil.org.br/elt/_v2/chat_mostra_historico.asp?i=74&c=515300506. 
Accessed 28/06/2010.  
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growing divide”38. On the other hand, English has also brought and created 

opportunities. He goes on to summarize the two main functions of English 

throughout the world: “it provides a vehicular language for international 

communication and it forms the basis for constructing cultural identities” 

(in Burns and Coffin, 2001:27). He explains that the former function 

requires abilities to better understand each other and the standard 

language. This function will serve its role now and in the near future 

because of the development of information technologies in communication, 

printing, publishing in combination with the worldwide English language 

teaching. The latter function improves “the development of local forms and 

hybrid varieties” (ibid), advancing with the emerging markets, from 

contact with local languages, especially in Asia and Latin America (Graddol; 

1997, 2006). Thus, Graddol (1997) predicts that “the future for English 

will be a complex and plural one”. However, he continues to summarize 

the role of English as follows: 

The English language finds itself at the centre of the 

paradoxes which arise from globalization. It provides 

the lingua franca essential to the deepening integration 

of global service-based economies. It facilitates 

transnational encounters and allows nations, institutions, 

and individuals in any part of the world, to 

communicate their world view and identities. Yet it is 

also the national language of some of the most free-

market economies driving economic globalization, and 

is often seen as representing particular cultural, 

economic, and even religious values. 

(Graddol, 2006:66) 
                                                 
38 Ibid.  
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In these roles, it is a convenient and practical tool as a national 

language, but we cannot forget the different backgrounds of the speakers. 

As Crystal (2008) argues, the trend of language in transition is shifting 

from native to non-native speakers, since the past decade of the twentieth 

century. Therefore, speakers of different cultures are communicating in a 

common language, most of whom are non-native speakers using this 

language to communicate, expanding the spread and emergence of 

English usage, with the result that various Englishes are used by 

communicators at the negotiation table. 

Following these linguistic views, we consider the role of the worldwide 

distribution of English as both a positive and negative development. As can 

be seen worldwide, English has become a global lingua franca, a bridge to 

overcome the communication gap between different nationalities, bringing 

people closer in the global village. It has contributed to the outstanding 

performance in science, technology, innovation, economy, trade, 

commerce, media and education. This spread of the language has 

triumphed over all other languages, creating many diverse opportunities 

for better educational prospects, as well as better living standards. 

Another role of this language in the era of globalization has been 

reinforced through the expansion of multinationals. It has become the 

predominant language of international business and academic conferences, 

and the most used language in international tourism (Jenkins, 2003:36). 

In some contexts, English could be taken to stand for freedom, liberty, 

equality and democracy. 
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Alongside these positive aspects of English, we can find some 

negative impacts of this global language in many other aspects of life. In 

agreement with Phillipson (1992), we view English as a linguistic conquest 

over non-English mother tongue areas that it contacts, acting as the 

neocolonial power we have seen throughout history. This language can be 

seen to embody the triumph of American commercialism over the globe, 

plundering natural and human resources worldwide. Thus, this dominant 

global language has posed a threat to the other languages and cultures 

that it contacts, and language policy makers should be well aware of this 

danger to their languages and introduce practical and concrete policies to 

promote and protect their indigenous languages and traditional cultures. 
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1.2.3 The Need for a Global Language 

 

There has always been a natural desire for a common language, to be 

able to communicate and socialize with one other. As we have become 

accustomed to this new era of globalization, since the late twentieth 

century, a global language or lingua franca has become an urgent 

requirement in order to facilitate business communication around the 

world as never before. 

The current need for a lingua franca arose from the formation of free 

markets since the 1990s. A series of historical events led to the opening of 

the world to free trade and markets, such as the collapse of the Soviet 

political bloc and the end of the Cold War between the USA and USSR in 

the 1990s. Such events had two obvious consequences: in one respect, 

neo-capitalism or neo-liberalism, along with economic and political 

freedom, came into being and became the one guiding principle of global 

development. The other consequence was to leave the USA as the sole 

economic, technological and political superpower in a unipolar world. This 

strengthened the advantage of the English language as a global means of 

communication (Mazrui, accessed online). 

The knowledge of the English language is shared by people from 

different parts of the world. Hargraves (2003) states the undisputed 

position of English among world languages as follows: 
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No one can dispute English’s rise to the top of the 

language league tables.…750 million people are learning 

English today; by the year 2050 it is expected that half 

the world’s speaking population will be proficient in it. 

85% of the world’s international organizations use 

English as an official language; the English content of 

the Internet dwarfs that of most other languages by 

powers of ten. Of the 20 leading countries in world 

trade, seven have English either as an official or 

semiofficial language; no other language appears more 

than twice in that same list of countries. For half of 

every twenty-four hour cycle on the planet, while China 

sleeps, English is the most spoken language in the 

world. 

(Hargraves, 2003) 

 

 

The reality is that, in a globalized and interdependent world, nations 

require a common language to facilitate their communication. Trade, travel 

and economic globalization also require a lingua franca to effectively 

communicate worldwide. English finds itself in the right place at the right 

time, achieving “a genuinely global status when it develops a special role 

that is recognized in every country” (Crystal, 1997:2). This global 

language, then, conforms not only with being widely used by large 

numbers of people all over the world, but its role and importance are 

accepted by most people in the world, having a strong (and reciprocal) 
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effect on global politics, economy, military, education and entertainment 

(ibid; Li, 2005). Thus, an important role has fallen to the English language 

and no other language can compete with it (Wardhaugh, 1987; Graddol, 

2001). This current dominant status of global English is unique. 

The preponderance of English has impacted the globe to such an 

extent that it is difficult to avoid hearing or even mentioning English, one 

way or another, wherever we are. In today´s world, English is a common 

denominator for all those dominating the areas of science, technology, 

media and communication, particularly in tourism, business or leisure. It is 

already a proven fact from a teaching and learning perspective, and an 

official and second language status, that English is unsurpassed by other 

major languages (Wardhaugh, 1988; Crystal, 1997; Philipson, 1992). In 

international organizations, the United Nation, the European Union, the 

Commonwealth, English functions as a preferred language, even when, as 

is the case of the European Union, there are other official languages. In 

short, English is magical and fascinating, traveling and “circling the globe” 

(Mesthrie, 2008a). 
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1.2.4 English in International Business Context 

 

The spread of the English language, as we know it today, has 

benefitted from the long period of British colonization and American 

technological innovation, and has emerged to become the most used 

language in commercial, scientific and educational contexts. As The 

Economist (20th/Dec./2001) suggests: “It is the language of globalization - 

of international business, politics and diplomacy. It is the language of 

computers and the Internet.” The most frequently used language in 

international trade and commerce, its importance extends to offshore and 

outsourcing businesses (Graddol, 2006:34). Because English speaking 

companies have become the main source of offshore business contracts, 

this language is frequently used in international business. Therefore, as 

Tieze (2004:176) concludes: “a good command of the English language is 

indispensable when conducting international business and commercial 

affairs.” 

The global spread of English, as Pennycook, Phillipson and Tieze 

observe, has brought in a particular “world order” (Pennycook, 1994; 

Phillipson, 1992; Tieze, 2004:176). In this world order, the English 

language and management discourse go together hand in hand, 

“combining and reinforcing each other in the shaping of an increasingly 

´global reality´, which is based on the assumptions inherent in these two 

communicative sources” (Tieze, 2004:175). This relationship is established 

as follows: on the one hand, management education originated in an 

Anglo-Saxon (US and UK) context and is still dominated by schools in the 
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US and UK. On the other hand, English language and management 

discourse appear to “present universal standards or truth”, and are also 

claiming to provide a track for “collective progress and individual 

empowerment” (Tieze, 2004:183). In summary, to become an efficient 

manager, one turns to the mastery of English. It is already a part of the 

role of language to study it and appropriate it, with practices of learning 

the language in different contexts to become a winner and a thinker (ibid: 

182). 

As for English in the workplace, it is regarded as a foremost factor for 

doing successful business. For example, raising the standards of English in 

the business community has helped Hong Kong to “maintain and enhance” 

its status of international finance centre (Forey, 2004:448). In the 

aftermath of the return of Hong Kong to China (1997), English is still 

immensely used by Chinese professionals. Evans and Green (2003:386) 

observe that writing and reading skills play an important role in 

professionals´ daily lives. They also find that professionals in senior-

ranking positions use more English than their peers in junior and middle 

positions. Wild, Wild & Han (2007:69) exemplify that some international 

companies from non-English-speaking countries choose English as a lingua 

franca for “official internal communications”, for example, Philips 

(www.philips.com), a Dutch electronics firm, Area Broun Boveri 

(www.abb.com), a Swiss industrial giant, and Alcatel (www.alcatel.com), a 

French telecommunications firm. Even some Japanese companies, such as 

Sony and Matsushita, all use English abroad. English is also a common 

language in European workplace (Graddol, 2006). 
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Neil Mercer (cited in Maybin & Mercer, 1996) argues that English as a 

tool for the job is being presented in both written and spoken forms. It 

functions as a medium of communication in multicultural workplaces, 

being represented by co-workers, traders, negotiators, interviewers and 

other professionals. Interestingly, he concludes that language at work has 

the “interpersonal function of developing and maintaining working 

relationships”, reflecting social identities and also the “more obvious needs 

of effective information exchange” (ibid:107). Graddol (2006:66) 

contextualizes English learning in the workplace thus: “Gradually, the 

business, political and social environment in which English is learned and 

used will reflect the realities and dynamics of the emerging new world 

order.” He also points out that: 

 

 

Employees today, as a result of new working practices, 

have to adopt a wide variety of language styles. Thus 

English must service a range of corporate roles and 

identities and must be usable for both team working 

and service interactions. Not surprisingly, demands on 

an employee´s competence in English are rising. 

Education and training programs are only just beginning 

to be tailored to employment trends. 

(Graddol, 1997:43) 

 

 



The Role of English in International Business: the Case of China  
 

 86

The literature indicates that English as a lingua franca is widely 

presented in different communicative genres in the international business 

community. In an issue of English for Specific Purposes (Vol.24, 2005: 

367-380), the editor and some researchers exemplify common English 

usage in spoken and written communication, such as negotiations, 

meetings, business letters, e-mail and advertising. These researchers also 

provide different international insights into the use of English worldwide, 

from Europe, North America to Asia. Their findings reflect what St. John 

has commented in her introductory paper (1996, cited in Editorial, 

2005:368): “There is a definite need to understand more of the generic 

features of different events such as meetings, to identify common features 

of effective communications, to understand the role of cultural influences 

and the ways in which language and business strategies interact.” Holden 

(1998, cited in Usunier & Lee, 2005:384) also reinforces that most of the 

marketing text is written in English and translated into other languages, 

commenting that it “rarely happens the other way around in reality”. 
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1.2.5 English in Asian Contexts 

Asia is the world's largest and most populous continent. Traditional 

geographic definition of Asia includes East Asia, which comprises nations 

like China, Japan and Korea, and Southeastern Asian countries, which 

include Indonesia, Singapore and Malaysia, Philippines and Thailand, and 

then South Asian countries, such as Bangladesh, India, Pakistan and Sri 

Lanka (see also Murata & Jenkins, 2009:2). The concept of Asia is also 

understood by Kachru (2005:14) to expand into a “greater Asia”, which 

compromises Pacific Rim nations such as Australia and New Zealand. 

These wide-ranging regions have experienced English from the variety of 

their demographic, historical and cultural backgrounds. English has 

therefore been used and has evolved with time. This language sprung from 

colonial, political and military influence, industrialization, trading and 

commerce; now it is fuelled through business, together with the 

evolutionary process of economic globalization in this appealing continent. 

Generally speaking, the spread of English in Asia was strengthened by 

the aspirations of economic growth of some European countries in the 

second half of the last millennium. Small countries, such as Portugal and 

Holland, followed by Britain, wanted to expand their borders by trading 

with other Asian countries. So it was that Asia, along with the Pacific Rim, 

became the scenario for English influence from the early 17th century 

(McArthur, 2002, 2003; Crystal, 1997:41), starting with the establishment 

of “the Company of Merchants of London trading to the East Indies”, the 

so called “East India Company” (McArthur, 2002, 2003:306). This can be 

evidenced in the routes cutting across such countries as India, Singapore, 

Philippines and Malaysia. Not all of these countries were confined to these 
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trading routes, but they had colonial backgrounds similar to other 

Southern Asian countries such as Australia and New Zealand. 

This region has also been strongly influenced by Americanization. 

Starting with the American political and military influence in South and 

East Asia after the Second World War, now this can be seen solely in Japan, 

South Korea and Afghanistan. Nowadays, “American colonization” is 

evidenced everywhere in Asia through commerce and business in areas 

such as food and film, as well as industry. Once it was the influence of 

British English that was apparent in some Asian countries, but nowadays, 

it is the overall American impact on economic, diplomatic and trading 

relations that is contributing to the globalization in Asia and having its 

influence on the language. 

Economic globalization has forced Asian nations to speed up their 

international networks of communication and cooperation. The Asian 

Pacific Economic Cooperation (APEC) is an organization which illustrates 

this cooperation, consisting of Asian countries such as China, Japan, Korea, 

Singapore, Australia, New Zealand, together with some Western countries 

like the USA, Canada, Peru and Chile39. This organization has had an 

important role in boosting economic growth and increasing regional 

economic integration40. In addition, Asian members of the WTO (World 

Trade Organization) are playing an increasing role in boosting free trade 

and commerce, in particular China, India and the new star Vietnam (which 

joined WTO in 2007). Multinationals specializing in technology, hotels, 

restaurants, automobiles and others have penetrated everywhere in Asian 

                                                 
39 Source: http://www.apec.org/apec/member_economies.html. Accessed 04/10/2010. 
40 “APEC acts on forging an interconnected Asia Pacific.” At 
http://www.apec.org/apec/news media/media_releases/20100920_sendai_connect.html. 
Accessed 04/10/2010.  
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markets. Following the rise of four Asian economic dragons, Japan, Taiwan, 

Singapore and South Korea in the 1980s, China and India have rapidly 

developed in manufacturing and outsourcing industries. But it is the newly 

rising member of the WTO – Vietnam, which is considered the world's 

second fastest growing economy, following up China´s fast economic pace 

(Karl, 2007). Asia, as the largest continent of the world and the most 

populous, has thus been converted into the world's manufacturing center. 

Globalizing Asia has been actively represented and has become one of the 

most prominent destinations to attract international business. 

With its rapid embracing of globalization in technology and 

industrialization, “Anglophone Asia” (Kachru, 2005:13) has experienced a 

social, cultural and economic transition and transformation. The English 

language has also been transformed, following through this trend of 

transition, because languages have always traveled with business, trade 

and commerce, and been changed in the process. As discussed in former 

sections, the English language has been a natural and productive outcome 

of this economic globalization. It is not surprising that such nations have 

selected English as the neutral means of “intra- and international 

communication” (Jenkins, 2009:2; also see Jenkins, 2003). As a result, 

global English in Asia has quickly been adopted and adapted to local 

cultures, resulting in a variety of Asian Englishes. 

Considering the different dynamics of global English usages in Asia, 

Kachru (2005:13-14) has developed his three circles of Asian Englishes 

(see Figure 1.4). The Inner Circle involves these nations where English is 

the first or primary language. Such native English speaking countries 

include Australia and New Zealand which were colonized by the British 

Empire. The Outer Circle is represented by nations where English is used 
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as an administrative language and is given a second language status. Such 

nations are exemplified by India, Singapore and the Philippines. The 

Expanding Circle involves nations where English is widely taught and it is 

used as a primary foreign language. It comprises China, Thailand and 

Indonesia. 

Through the complex context of Asian Englishes, Kachru considers the 

English language to have a huge developing potential in Asia. This 

potential has been positively represented by India as a member of the 

Outer Circle while China represents the Expanding Circle. The total English 

using population of these two populous nations has been estimated up to 

533 million, exceeding the overall native English speakers of the USA, UK 

and Canada (Kachru, 2005:14). In addition, the profile of global English in 

Asia is also presented as many distinctive varieties of English deriving from 

different historical, cultural and economic contexts, widely penetrating the 

Asian society. As a sociolinguistic specialist, Kachru provides his unique 

innovative insight into this evolutionary process of the English language, 

from historical and cultural perspectives. What he conceives to be the 

spread of global English in Asia has greatly contributed to the research on 

the ever-changing dynamics of Asian Englishes.  
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Figure 1.4 Three Concentric Circles of Asian Englishes 

Source: Kachru (2005:14) 
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Besides Kachru, numerous other contributors have devoted much 

attention to this phenomenon of English in Asia. Therefore, a large number 

of publications have dealt with a variety of Englishes in Asian contexts, for 

example, Chinese Englishes, as well as Indian, Singapore, Malaysian 

Englishes (see Murata & Jenkins, 2009; Bolton, 2003; Sailaja, 2009; for 

example). Other articles have presented the role and function of English in 

Asia, where it is valued as a language for its cultural power, its 

contribution to identities and to education (e.g., Young, 2008; Kirkpatrick, 

200241; Jenkins, 2003). These publications have provided a wide range of 

historical, cultural and linguistic perspectives on the rapidly expanding 

roles and functions of global English in Asia. 

                                                 
41 Source: 
http://eric.ed.gov/ERICWebPortal/search/detailmini.jsp?_nfpb=true&_&ERICExtSearch_S
earchValue_0=ED481306&ERICExtSearch_SearchType_0=no&accno=ED481306. 
Accessed 05/10/2010.  
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1.2.5.1 Future of Global English in Asia 

The popularity of English in Asia is not perceived as an isolated 

linguistic phenomenon. English has transmitted itself as a global 

phenomenon through economic globalization, and is acquired as an 

instrumental language, orienting job mobility. The development of this 

language has changed and will continue to change with Asian social, 

cultural and economic transformation. 

 Based on what we have discussed above, we can say that English in 

Asia is proceeding from its post-colonial period, with various varieties 

presented by different historical and cultural accounts. As Kachru (2009:1) 

demonstrates, these dynamics are always in transition; English in Asia is 

becoming a potent part of the younger generation’s way of life. 

As scholars agree, the future of English is for the young generation 

who in time will become the new business leaders. Conclusively, Graddol 

(1997:34; see also Graddol, 2006:40) points to the future trend of 

international business, with English becoming the core language of an 

outsourcing service sector. The demand for these service industries is 

gradually increasing and Asia, as a privileged continent in the world, will 

provide more young and skilled employees to increase international 

competitiveness in its globalized service sectors, such as tourism, 

outsourcing and finance industries. 

From what we have learnt, ancient Asia is thus progressing from its 

longevity, experiencing a huge social, cultural and linguistic transformation. 

English has a great impact on this evolutionary process, being used as a 
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main communicative tool for Asian communicators inside and outside this 

continent. This has influenced the capacity of English to retain its role as a 

social status language. The rising Asian markets are represented by a 

specific variety of Englishes, with distinctive characteristics in native and 

non-native English settings. In the near future, it is believed that the 

dominance of English will remain, and Asian Englishes will become much 

more complex based on these multicultural backgrounds. 

Challenges and opportunities always come together. An increasingly 

globalized Asia has brought numerous opportunities for the rapid spread of 

the English language. However, Asian Englishes are facing problems 

stemming from mutual intelligibility between the members of Kachru´s 

three Circles of Asian English. 

 

Conclusion  

A global language and its usage ensure the success of business 

worldwide, whereas a dominant economy in developed countries 

determines the dominance of English. This language has benefitted from 

being in the right place at the right time. There is no competing today with 

the worldwide status that this lingua franca has achieved geographically, 

socially and historically. From the major languages that have survived 

worldwide to our days, English has surpassed them all and assumed the 

dominant role in today´s globalization. 
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Languages around the world have been in constant transformation 

and English is no exception, evolving rapidly through its multiple contacts 

and interactions in a range of contexts. It has acquired a status of its own, 

and become a pluralistic language, characterized by diversity and flexibility 

in different modes of communication. Thus, we can say that English serves 

as a convenient and practical tool for people to communicate globally and 

interculturally, especially in the international business world. It is also 

functioning as a bridge language or `the window to the world´. This 

window serves as the “medium for information” (Graddol, 2006). On 

account of this, we foresee that native speakers of English will be 

outnumbered by those whose English is a second/foreign language 

(Hargraves, 2003). As in David Graddol´s prediction (2006): “By 2050, 

English will still have dominance over all the other languages, but with 

much variety and complexity.”  

The power of the language brings businesses together. Business today 

has witnessed the role of English inside and outside their organizational 

structure with this language having a great impact on science, technology, 

economy, education, media and international business in particular. 
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Chapter Two: Chinese Economic, Business and 

Cultural Environment 

 

Business and national environments always go hand in hand. It is 

against this background that we intend to explore the effects of China´s 

major reforms and openness to the rest of the world on its economy and 

society, trade and commerce, in particular. As a consequence of its 

openness, China’s marketplace has become increasingly multinational. The 

impact of international business on the overall development of Chinese 

society will be considered, as well as the influence of Chinese cultural 

beliefs and practices on business. 

 

Section 2.1 China’s Market Economic Strategy  

In the late 1970s, China initiated major reforms and adopted what 

has come to be known as the Open Door Policy, which contributed to its 

modernization and the internationalization of its markets. Since this study 

is about the role of English and intercultural skills in business in China, this 

section will explore the openness strategies and challenges in welcoming 

international markets and exporting its own products and commerce to the 

rest of the world. The consequences of these strategies will also be 

examined. 
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2.1.1 Background  

China's “economic isolation” (Shirk, 1994) from the world for decades 

had led to its economic backwardness, creating an urgent need for 

economic transformation. It was because of the historic Third Plenum of 

the Eleventh Party Congress in November 1978 that China committed itself 

to reform and openness. The Third Plenum emphasized its strategy of 

market-oriented reform and the Open Door Policy in order to “achieve the 

objectives of modernization” (Liu, 2003) and integrate into the world 

economy (Wang, 1999). As Garnaut & Huang (2001:2) demonstrate: “… 

after the 1978 Plenum, there was acceptance that domestic and 

international exchange through markets was a necessary and acceptable 

component of a national development strategy”. This Plenum has paved 

the way for China´s huge transition from planned economy to market 

economy. 
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2.1.2 Agricultural Reforms  

It was through this 1978-1984 market-oriented reform that numbers 

of experiments were started and sequentially carried out, mainly in 

agriculture, foreign trade and investment, and enterprises. Simultaneously, 

foreign trade was considered as a “major vehicle for economic growth”42, 

promoting an export-oriented trade strategy (Ma, 2000; Wong, Mai & Luo, 

2000). Such serial reforms have provided numerous opportunities for 

China to further reform and develop its economy. 

China is an enormous agricultural country with the majority of its 

population residing in the rural regions. Thus reforms in the agricultural 

sector have come to be of the upmost importance, implementing a general 

decollectivization (a form of decentralization from the government) and 

price adjustments (Lin, 1992). The government central administration 

granted different policies, shifting from collectivism to the “individual 

household-based farming system” and also implemented state monopoly 

procurement (ibid), which was firstly controlled by the central government, 

resulting in price adjustments, now created by the market. In other words, 

this change of the state monopoly procurement attempted to move from 

“a supply-orientated to a demand-orientated structure of production” (Ash 

& Kueh, 1996). These policies have, on the whole, stimulated agricultural 

growth and rural industry, having improved the living standards of farmers. 

They have also helped to free the Chinese rural labor force, and this 

liberalization has laid the foundation for China´s industrial reforms. 

                                                 
42 Source: http://en.wikipedia.org/wiki/Open_Door_Policy. Accessed 03/08/2009.  
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2.1.3 Industrial Reforms 

 

Based on the successful stories of the Rural Reforms, the Chinese 

administration experimented major reforms introducing a SOE Reform 

(State-Owned Enterprise) in urban areas. As mentioned above, this reform 

attempted to transform a centrally planned economy to a market-oriented 

economy, thus giving decision-making powers to SOEs in ten major areas, 

offering these managers more autonomy in the overall running of their 

enterprises. The aftermath of this testing and experimentation has led to 

much-needed reform, providing new documentation and policies for 

government at all levels to further work out the long-term plans needed 

for economic and social development (Howe, Kueh & Ash; 2003:125). 

China´s enterprise reforms gained and delegated many more control 

rights to managers, having established the concrete structure for its 

modern enterprise system. 
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2.1.4 The Open Door Policy 

 

It was within this period that the Open Door Policy emerged, 

contributing to the broadening of the Chinese people´s horizons and their 

knowledge of Western cultures. This policy aimed simply to “modernize 

China´s economy” (Chai, 1997:139), importing foreign technology, capital 

and managerial skills. The four major parts of this Open Door Policy were 

introduced, namely: foreign trade, foreign investment, scholarly exchange 

and tourism. The implementation of the Open Door Policy started with the 

establishment of four Special Economic Zones (SEZs) in coastal provinces 

of Guangdong and Fujian in 1979. The central government promoted tax 

incentives for foreign investors, and encouraged new factories and foreign 

investments in these SEZs43. Later, 14 coastal cities were designated to 

open up several years later, having the same preferential treatment as the 

SEZs. The overall openness resulted in the first boom of foreign direct 

investment (FDI) between 1984 and 1985 (Luo, 2001). To further attract 

foreign investment in high technology, some 32 economic and technical 

development zones were sequentially set up in cities in open coastal areas 

and inland areas (Liu, accessed online) over a decade. In short, the 

government tried this policy in the coastal areas first, for the effects to 

influence mainland China, then progressed inside China. This openness to 

trade and investment dramatically improved China´s economic growth, 

integrating China into the world economy (Ma, 2000). In addition, China´s 

                                                 
43 “The Importance of Open Door Policy and its consequences in the economic 
development and society of Modern China.” At  
http://www.geocities.com/colamon1/colamon.WBP.html. Accessed 22/07/2009.  
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reforms and opening up have also accelerated the pace for modernization 

of its science, technology, education and managerial experiences, having 

increased the living standards of its people, together with providing more 

opportunities for the Chinese people to communicate with the outside 

world. 

As the rest of the world was experiencing major changes with the 

collapse of Communism in the late 1980s, China faced unprecedented 

challenges of political stability, being administered by the largest 

communist system of all. Notably, the Tiananmen Square protests of 1989 

involved a series of anti-government demonstrations against corruption 

and in favor of democracy. The Chinese government was stuck in a crisis 

of reputation worldwide, resulting in the withdrawal of foreign investment 

by Western and Japanese companies in the same year44. These events 

forced the Chinese administration to rethink how to stabilize and further its 

reforms. 

By the year 1992, there had been a second major period of economic 

reforms. This came about after the major reformer, Deng Xiaoping´s 

successful “South China Tour” (see Figure 2.1), affirming the “socialist 

market economic system”, and transforming the economy from a 

centralized administration to a local and open market (Wang, 1999; Luo, 

2001). 

 

                                                 
44 “FDI inflows into China 1984-2009.” At http://www.chinability.com/FDI.htm. Accessed 
02/07/2010.  
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Figure 2.1 Billboard of Deng Xiaoping in Shenzhen45 

 

Thus, since the 1990s, China deepened its reforms on taxation, 

monetary policy, banking, importing and exporting, having changed a lot 

of mainland laws and policies to comply with the WTO (World Trade 

Organization) requirements (Ma, 2000; Wong, Mai & Luo, 2000). All these 

reforms have sped up its market-oriented strategy, paving the way for 

China´s accession to the WTO, which promotes free trade within both 

national and international borders. 

China´s appealing market, with its rapid economic growth, the largest 

population of the world, advantages of inner resources, along with its 

                                                 

45 Source: http://en.wikipedia.org/wiki/Chinese_economic_reform. Accessed 06/10/2010. 
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reforms and openness, has made China a good candidate to the WTO. 

Benefitting from economic globalization, the rest of the world also 

welcomed China´s participation in order to benefit from its intensive, 

skilled labor force, vast market opportunities together with its open and 

stable investment environment. As Drysdale & Song (2000:1) concluded: 

“China needs the WTO as much as the WTO needs China”. Thus, after 15 

years of arduous negotiations, China officially became the one hundred 

forty-third member of the WTO on December 11, 2001. This entry into the 

WTO was a “historical event for China” (Kong, 2002) and for the world, 

because of the large potential size of the Chinese marketplace (see Figure 

2.2). 

 

 

Figure 2.2 China´s Historical Moment: Signing Ceremony on Its 
Entry to WTO46 

                                                 
46 Source: http://news.eastday.com/c/20081008/images/01409948.jpg. Accessed 
06/10/2010.  
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In the aftermath of joining the WTO, China gradually opened up to the 

rest of the world. Mr. Shi Guangsheng, Minister of Ministry of Foreign 

Trade and Economic Cooperation, (cited in Brahm, 2002: Pii) pointed out 

that the Chinese markets would open to the outside in the following areas: 

in commodities trading, trading services, foreign trade, finance, insurance, 

securities, telecommunications, tourism and agency services. This vast 

market potential would also bring more commercial opportunities to its 

global trading partners (ibid). 

The World Bank, in its book China 2020, confirms the opportunities 

that China´s development has brought to the world. The need for capital, 

technology and knowledge-intensive products demand outside investments. 

China´s economic and exporting growth can satisfy the great need for 

cheaper labor in advanced and industrial countries. This invites the 

transfer of many manufacturers and their products to China, thus 

contributing to the labor force, large market and the overall development 

of the country. Mr Jin Xueju´s opinions also emphasize that China has 

become an important investment region in the world. Its great potential 

for regional and global economic development has started a trend for the 

near future. This country will grow to be more active and competitive, 

needing to deal with some important problems arising in the future 

(Translation from Chinese to English by author)47. 

In the period following the joining of the WTO, China has provided 

stable environments and profitable development, making multinationals 

                                                 
47  “Introduction of China 2020.” (“2020 年中国简介”). At http://www.backchina.com. 
Accessed 11/06/2008.  
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more confident in investing in its potentially mammoth markets48. Because 

of the emerging requirements from the WTO regulations, the role of the 

Chinese leadership has focused on achieving more educated skilled experts, 

particularly in areas such as international law, trade and commerce, 

corporate governance, management negotiations and foreign languages, 

thus helping China to be integrated into the world economy. To sum up, 

the aftermath of the WTO entry has created huge opportunities for both 

China and the rest of the world. 

Conclusion 

China´s successful economic reforms resulted in a dramatic 

transformation in its economy and society, being regarded as “without 

historical precedent” by Vikram Nehru (1997). The Open Door Policy and 

the WTO accession have integrated China into the world's economy, 

becoming an emerging economic superpower. Its integration has also sped 

up the overall development of economy, science, technology, education, 

and entrepreneurial management. As a consequence, all the measures 

taken by the Chinese government have led to the influx of foreign 

investment. We can conclude that the WTO entry has resulted in both 

changing China and changing the world. It is time for China´s voice to be 

heard now, economically and socially inside and outside of China. This 

vigorous nation has endeavored to express itself in world affairs 

diplomatically, reinforcing its economic power and increasing its 

international profile in the global scenario. 

                                                 
48 “WTO Entry Boosts China's Economy” on China Daily November 18, 2002. At 
http://www.china.org.cn/english/49058.htm. Accessed 03/08/2009. 
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Section 2.2 Internationalization in Business 

As mentioned in the last section, China´s openness and internal 

reforms in political and economic arenas have accelerated access to 

foreign investment in this particular nation. These major reforms have laid 

a “foundation for the market-based economic system” (Ma, 2000). 

Consequently, China´s economic success and its potential for growth have 

made it the world's manufacturing centre and its emerging market is 

becoming increasingly multinational (Li & Moreira, 2009b). These 

economic and social changes have fundamentally affected the Chinese 

society on the whole. 

2.2.1 National and International Investment in the 

Chinese Marketplace 

Benefitting from economic globalization, China´s fast growing and 

developing markets have been attracting foreign investment as well as 

some Chinese returning talents. This is the reality today although China´s 

backwardness in the global economic market before the WTO entry had 

left it with a great shortage of development capital, advanced technology, 

managerial, technological and marketing talents, and experienced 

personnel. This was a result of China´s centrally planned economy as 

mentioned in the previous section. Most of its enterprises were state-

owned, overstaffed and inefficient. Fortunately, this economic scenario is 

quickly becoming obsolete. As we have seen, China has adopted its 

favored policies for foreign investment, having achieved success in 

attracting foreign business. According to the State Administration for 
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Industry and Commerce, this nation had attracted about 280,000 

registered foreign companies since 2005 (Cui, 2006), making it the third 

largest recipient attracting inflow of Foreign Direct Investment (FDI) 

worldwide, following the USA and UK. On the basis of this background, 

Prof. Luo Yadong (2001a:12), from the University of Miami School of 

Business, classifies approved foreign investment in China into foreign 

direct investment (FDI), other foreign investment and foreign loans (see 

Table 2.1). 

 
Investment Form  
 
Foreign direct investment (FDI) 

Equity joint ventures 

Contractual joint ventures 

Wholly foreign owned 

Joint exploration 

Shared enterprise 
 

Other foreign investment 

International lease 

Compensation trade 

Processing and assembling 

Stock/bond issuance 
 
Foreign loans 

Government loans 

Loans from international organizations 

Commercial/export loans 

Table 2.1 Approved Foreign Investment in China by Form 
(1995, 1996, 1997) 

Source: China Statistical Yearbook (1997: 605, 1998: 602; cited in 
Luo, 2001a:12) 



The Role of English in International Business: the Case of China  
 

 108

Furthermore, some major approved FDI projects have also been 

categorized into Agriculture, Industry, Construction and others (Table 2.2, 

see also Luo, 2000b:16). 

 

Sector Number of Projects Value ($ mil) 

Agriculture 812 1,139 

Industry 18,280 50,486 

Construction 387 2,001 

Transportation & 
Telecommunications 

196 1,599 

Commerce & Food 
Services 

1,655 2,347 

Real Estate & 
Utilities 

1,961 12,851 

(Tourist Hotels) (81) (291) 

Health Care & 
Sports 

128 354 

Education, Culture & 
the Arts 

63 171 

Scientific Research 124 175 

Other 950 2,154 

Total 24,556 73,277 

Table 2.2 Approved FDI in China by Sector, 1996 

Source: China Statistical Yearbook (1997:611; cited in Luo, 
2000b:16) 

Because of its WTO access, China has further opened its “sensitive” 

service sectors such as Banking and Finances, Legal, Energy, Insurance, 

Media, Consultancy, IT/Computers/Software and others, according to 



The Role of English in International Business: the Case of China  
 

 109

Foreign Companies in China Yearbook 200949. The totally open Chinese 

markets, plus influx of various types of foreign investment in distinctive 

fields, have strengthened the potential of domestic Chinese markets. 

It is the welcoming of worldwide enterprises, deriving from some 

developed countries in five continents, ranging from as far as the US, the 

EU as well as other regions like Hong Kong and Taiwan, which has 

contributed to the full integration of China into the world's economic 

spectrum. Such contributions are distributed all over China and employ 

more than 20 million native Chinese (Wang, 2008a; Li & Moreira, 2009b). 

Among them, the top five hundred foreign investment corporations in 

China specialize in electronics, computers, automobiles, everyday products 

and others. Most of these (451) are located in east China, 31 in central 

China, and 18 in west China. Around 81% of these corporations are 

concentrated in the manufacturing industry. In addition, evidence from A 

Report on World Investment in 2001 shows that half of the top world five 

hundred multinational corporations investing in China come from the US, 

followed by the EU and Japan (Zhang, accessed online). Because of this 

influx of outside investments coming in, strategic responses flourished in 

this market trend from globalization to regionalization, or from the outside 

to the inside. 

To deal with matters such as international competition, local market 

demands and technological development, most of these corporations have 

established consulting agencies and Research & Development centers 

(R&D) in China since the 1990s. These R&D centers are technology-

                                                 

49 Foreign Companies in China Yearbook 2009. At 

http://www.okokok.com.cn/Htmls/PE_Product/081211/40843.html. Accessed 16/08/2009. 
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intensive, employing numerous local skilled research personnel (Hill, 2007; 

Zhang, accessed online). These local strategies have been “in usage for 

local training in the job markets, creating new employment in China” (Luo, 

2001a), along with the development of new technologies, and managerial 

and marketing skills. These advanced skills “contribute to improving 

efficiency of exporting-oriented economy” (ibid). 

Currently, the corporations´ most urgent objective is to train 

personnel for the increasing market demands. This includes a wide range 

of sectors, from high supervising managerial and director skills to the well 

trained low labor force. On the one hand, facing tremendous market 

competition, companies have realized that good training conditions can 

attract excellent employees. On the other hand, many companies have 

also noted in their employees a shortage of communicative skills, as well 

as negotiation skills. To meet these needs, corporations provide not only 

professional English courses, but also management training including 

cross-cultural knowledge and awareness, along with techniques of 

managing cultural differences and negotiating skills with continuous 

practices. 

Many multinationals have exemplified this over the years, namely, 

General Motors (GM), Shell, Carrefour，IBM, as well as China National 

Petroleum Corporation (CNPC), Lenovo Group Ltd. (China's computer 

maker) and others. Simultaneously, these multinational corporations also 

train their employees abroad in their home country. Thus, international 

companies have provided advanced managerial and marketing experience 

for Chinese domestic enterprises, which have been changing their 

management strategies to deal with both internal and external challenges 

and have been preparing positively to join the international competition. 
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2.2.2 Marketing Awareness of Chinese Government 

Fortunately, the Chinese government is well aware of the challenges it 

faces, making every effort to mirror global trends. Since the late 1970s, 

China has been importing foreign technology, and helping national 

enterprises with technology transfer. Thereafter, another source of 

technology transfer from foreign investment has further enhanced China´s 

technological development. In order to encourage independent technology 

innovation and invention, China adopted and built its own Research & 

Development Center (R&D) since the 1980s (OECD, 2002). 

Currently, the government is giving incentives to technology 

innovation to go from the low-labor sector to the more skilled and 

specialized in artifacts, training and also exporting creative skilled labor 

force to the outside. The final goal of the government is to shift Chinese 

products from Made in China to Made by China or Created in China. Some 

concrete measures have been taken and which are described below. 

Firstly, the government promotes Chinese branded products such as 

Lenovo (computers), Huawei Telecommunications and many others. At the 

same time, this government is also encouraging these companies to invest 

abroad to create a global brand. This measure has made great progress in 

China´s IT industry, and contribute to making the electronic and 

information technology industry of this nation the world's third largest in 

2000 (CND, 2001; cited in OECD, 2002:195). 

Secondly, it protects intellectual property rights, cooperating with 

foreign companies in this regard. Thus, laws for the protection of 

intellectual property rights and patent were enacted in the mid 1980s 
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(OECD, 2002), making the government, Microsoft and other famous 

foreign companies cooperate together over protecting intellectual property 

rights, patent and campaigns against piracy. 

Thirdly, the government has encouraged international cooperation, 

since this is regarded as a tool for raising competitiveness. The co-

operation with the Chinese government in technological innovation has 

had repercussions in the Chinese community, for instance: building close 

guanxi (connections) 50  with the government and Chinese business 

community, funding the universities and research institutes, cooperating in 

opening up business schools or universities, or running international 

language schools. As a consequence, China has declared that it will 

become an innovative country by 2010 (Lynton, 2006). The measures 

mentioned above have provided a stable and harmonious environment for 

foreign business. 

The outcome of all this interaction has made the government   

consider the importance of well-trained managerial personnel to work 

efficiently in today´s increasingly competitive market. The government has 

been very keen to develop training in different specific needs in higher 

education to meet the demands of new market opportunities. Lieberthal & 

Lieberthal (2003:72) provide some evidence of China´s improvement in 

elite educational institutions: a million technicians and engineers 

graduated in 2001. That figure doubled in two years and would greatly 

increase in 2004 (ibid). This pool of talented personnel has met the 

increasing market demands. 

                                                 
50 Guanxi or Connections will be explained in the next Section.  
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The government has also focused on educating managerial talents. 

Since 1990, around ten national universities began to offer MBA (Master of 

Business Administration) courses, having 81 enrollees in 1994, growing to 

more than 8000 by 1999 (Zhou, 2003). Because of the rapid increase in 

demand, there was an urgent need to open up another course for EMBA 

(Executive Master of Business Administration), which was set up first by 

about 30 universities authorized by the Chinese government in 2001 

(Wang, 2002). These MBA and EMBA courses have grown out of the needs 

of the workforce in face of the rapid growth of multinational businesses 

coming into China since the 1990s. It was of primary importance that all 

managers should go back to school and refresh their knowledge and 

acquire new competences for the expanding competitive markets. This 

included specializing in international laws and regulations of trade and 

commerce, becoming familiar with different negotiation skills for the 

mastering of management talents and cooperative skills bringing out team 

spirit and the acquisition or refreshing of foreign languages (ibid). 

All these MBA and EMBA courses, including Business English, use 

international materials and have also adopted methodologies and special 

trade and commerce cases. As a result of competitiveness between 

universities, foreign teachers have been hired to teach these courses.  For 

example, the first cooperative school between China and the European 

Union (one of the four top ranking Asian business schools in Shanghai), 

the China and EU Business School founded in 1994, offers all courses in 

English delivered by professionals worldwide. In summary, the MBA and 

EMBA education has contributed to some extent to fostering leadership in 

Chinese enterprises, the internationalization of Chinese companies and 

their integration into the world economy. 
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Furthermore, the Chinese government adopted favored policies to lure 

its Haigui (Chinese overseas professionals returning to China), using a 

personnel strategy to achieve its final goal of an innovative country. 

According to China´s Ministry of Education51, from 1978 to the end of 

2006, the number of overseas Chinese students was up to 1.067 million, 

among them, 27.5 thousand had returned to China. In 2006 alone, 

approximately 4.2 thousand of these students returned. Facing the world's 

economic crisis and the opportunities in the Chinese emerging market 

demands, this trend seems set to continue in the near future. The majority 

of these Haigui have returned from English speaking countries, the US in 

particular, bringing with them good foreign language skills, good 

communicative competence, alongside their expertise and working 

experiences gaining through foreign companies (OECD, 2002). Nowadays, 

the Haigui have been working in all professional areas of China, having 

contributed to bridging the scientific and technological gap between China 

and Western countries. 

In spite of the impact of international business on the government 

sector, more impact of it on people´s daily life can be found. 

                                                 
51 Chinese Scholar Abroad 《神州学人》. Vol.6, 2007, Pp: 12-13. 
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2.2.3 Signs of Social Change 

Having observed that after China´s opening up in the early 1980s, 

international companies have been flowing into the country, we can 

perceive how foreign investment and its effects have changed the 

perspective of Chinese people towards the outside world. The impact of 

this set of circumstances on Chinese society is strong, and, among other 

things, there has been a growing demand for English, and people’s 

expectations of the language have started up a new movement. Although 

English is not an easy language for Chinese people, they are enthusiastic 

about it and spend more time learning this language than any other. The 

reasons for such enthusiasm are related to the fact that English is 

considered a means to work or job promotion, to going abroad and 

engaging in a wide range of entrepreneurial activities. In fact, the need for 

English has been apparent in business environments since China opened 

up, and it is generally regarded as a useful tool for communication and 

economic advancement. Besides being the largest English learning 

population in the world (around 400 million) (Li, 2006), Chinese learners 

of English come from all educational backgrounds, and both professional 

and non-professional environments. In addition to its adoption in business 

contexts, English has advanced into many aspects of everyday life in 

Chinese cities, where streets, shops and restaurants bear English names, 

bookshops are filled with books about English examinations, English 

language, literature and culture, and bilingual advertisements are 

commonly visible. 

Through Americanization, Western culture has penetrated Chinese life, 

particularly urban life as part of its general adoption in Asia. The Western 
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influence can be seen through a wide range of cultural recreational 

activities and popular culture, for instance, the consumption of Hollywood 

films and cartoons, the popularity of English learning programs, the boom 

of McDonalds and KFC restaurants, and the ubiquity of literature and 

textbooks in English, travel guides and hardcover books in Chinese 

bookshops. American multinationals like Ford, Buick and many others have 

established themselves in the Chinese marketplace. 

Another specific example of the effect of change in the Chinese way of 

life is its adoption of technology and technological innovation. As Li and 

Moreira (2009c:45) point out: “Technology and internet usage has doubled 

in the past decade. It has become, somewhat paradoxically, a way of life 

in China today to learn the American way.” In 2004, China’s population 

possessed the largest number of both mobile and fixed-line telephones in 

the world (Harwit, 2004). The internet has spread dramatically nationwide, 

now playing an important role in Chinese daily life, with this nation ranking 

first in the world in numbers of Internet users in 2008 (around 200 million). 

For the most part, Chinese Netizens use the Internet for “entertainment, 

amusement and social interaction” (The Economist, February 2nd 2008: 

65-66), while others use it for information consulting, blog writing, 

business and language learning. Not surprisingly, 70% of the Chinese 

Netizens are under thirty (ibid:65-66), being more actively involved in 

their Net life. Some of the older population also enjoys Internet surfing or 

keeping in touch with their relatives nationwide or worldwide. Different 

Internet cultures are, therefore, emerging in China (Liu, 2007:48). It is 

this adoption of technological innovation that has contributed to expanding 

Chinese people´s horizons, reinforcing their intercultural communication, 

and changing their outlook of life. 
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Conclusion 

 

International business has a profound impact on China's social and 

economic change and transformation. Multinationals, in particular, have 

made a huge contribution to enhancing the boom of the Chinese economy 

and encouraging modernization, as well as internationalization and 

technological innovation. These economic and technological forces are 

increasingly shaping and reshaping Chinese people´s horizons and 

attitudes towards foreign cultures and languages in the rapidly developing 

information age. Overall, such changes are observed through the rise of 

technological skills, as the largest population of internet users, along with 

the rapidly growing fast food generation. As we have pointed out above, 

the Chinese government is making every effort to qualify its workforce and 

lure its talented returnees. This government is orienting its population for 

a brighter future, granting huge opportunities for talented and innovative 

people in today´s globalized economy. 
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Section 2.3 Cultural Context of Business in China 

 

The main points of this section focus on the argument that culture 

and business cannot be separated and should be correlated. It will 

introduce cultural factors related to doing business in China, as well as 

addressing the need for awareness of how to carry out business within a 

different set of dynamics inside this country, including Sunzu´s business 

strategies and the three philosophies of Confucianism, Taoism, along with 

Buddhism. In addition, some key Chinese cultural dimensions, alongside 

their relationship to conducting successful business in China, will be 

explored. 

2.3.1 Culture and Business 

Culture is learned, shared and adaptive (Samovar, 2000). It is not 

inherited, but reflects cultivated and learned social behaviors, based on 

the symbolic system of understandings which is shared by a society and is 

socially transmitted. Kelly and Thomas (2010, 2006:24) define culture as 

“an integrated system of beliefs, traditions, and systems that govern or 

influence a person´s behavior”. But culture is also dynamic, and, acquiring 

cultural awareness, people adapt to new environments and to new 

communities. For D'Andrade (1984, cited in Ting-Toomey, 1999:9), the 

term culture includes knowledge and “shared realities”, how knowledge is 

transmitted from culture to culture, along with the ability to understand 

other cultures. Cultural knowledge is learned and transformed through 

many sources, including people and ongoing processes of social change. 
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Ball and his colleagues (2008:160) summarize culture as the “sum total of 

beliefs, rules, techniques, institutions, and artifacts that characterize 

human populations”. As we have seen, culture impacts on all business 

behavior including marketing, managing, producing, financing or 

negotiating (ibid; Ferraro, 2006; Moran, Harris & Moran, 2007), and 

developing cultural awareness and intercultural knowledge and 

competence has become an important trend for organizations in today´s 

interdependent and interconnected business world. It is indispensable for 

intercultural business communicators to continue to increase their cultural 

adaptability and respect for cultural diversity in order to gain a win-win 

situation in both national and increasingly international competitive 

markets. 

In the context of this thesis, we have come to understand culture as 

being interrelated with economy, politics, religion, language, education, 

values, perceptions, attitudes and practices. In our view, culture differs 

according to national environments and different business environments 

are determined by national contexts and the increasing diversity of 

cultures. Fang (1999:38), for example, stresses that national culture has a 

great impact on negotiating styles, which, if not managed well, may 

damage the business relationship, or even lead to conflict or confrontation. 

But the internationalization of markets has led to their deepening 

diversification and individuals need to consistently acquire and refresh 

their cultural knowledge in order to improve their “sensitivity and 

responsiveness to the new cultural environment” (Ferraro, 2006:11), 

learning to adopt and adapt to changing external environments. The 

understanding of and adaptability towards new cultural environments will 

improve competitiveness and effectiveness of international companies 

(Ferraro, 2006; Moran, Harris & Moran, 2007). 
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2.3.2 Chinese Cultural Background  

As we have seen, China is the largest emerging market of the world, 

and its huge and potential market is becoming increasingly multinational, 

attracting business people from around the globe to do business with this 

nation. Ambler & Witzel (2000, 2004:18) remind worldwide business 

people that: “Doing business in China successfully requires an 

understanding of China as a nation and of the culture of the Chinese 

people.” 

Chinese culture is influenced by three philosophical movements: 

Confucianism, Taoism and Buddhism (Fang, 1999:26). The first deals with 

“human relationships”, the second with “life in harmony with nature”, and 

the third with “people´s immortal world” (ibid:26). Meanwhile, 

Confucianism, Taoism and Buddhism are considered as the essence of 

Chinese traditional culture, affecting how Chinese people think and behave. 

According to Lee (1995, cited in Fang, 1999:26), Chinese people’s daily 

lives are strongly influenced by  these philosophies, which have penetrated 

into all aspects of the Chinese life, making them “intensely practical”, 

empowering them to adopt “all things that are good and beneficial, 

irrespective of their origin” (Lee, 1995:12, citied in Fang, 1999:27). As 

Latourette (1934) demonstrates and elucidates: “The average Chinese has 

long been and still is an animist, a Buddhist, a Confucianist and a Taoist 

with no sense of incongruity and inconsistency” (cited in Ambler & Witzel, 

2000, 2004:57).  

It is worth noting that Buddhism and Confucianism, in particular, have 

been affecting Chinese society for more than two thousand years. In 

reality, Chinese culture is deeply rooted in these two philosophies which 
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have a great impact on its economics and people´s daily life. Marx 

(2001:95) summarizes how the country’s philosophical traditions are a 

part of its being, while Gernet (1995:471) addresses the ways in which 

Buddhism has contributed to Chinese culture, particularly to many aspects 

of Chinese life, thought, literature, language, art and science. Zakaria 

Fareed (2005:18) points out that: Confucianism as the centre of China´s 

psyche has demonstrated the “extraordinary success” of this nation. In 

short, these predominant philosophies have shaped and continue to affect 

the way Chinese people think and operate.  

 With China´s openness, the rise of living standards and the rapid 

lifestyle transformation have led Chinese leaders to reassert the 

importance of spiritual life. We have found that, in different areas of public 

life, from government to business, religion belief is thus being promoted 

(Li & Moreira, 2009a). For instance, in a recent speech, President Hu 

Jintao suggested that religion can help ease tensions between the “haves” 

and the “have-nots” (Dexter, 2008:51). Additionally, there seems to be an 

increasing trend towards spiritual life among Chinese business people, 

which illustrates the link between spiritual and material life in 

contemporary China. 
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2.3.3 Impact of Chinese Cultural Values on Business 

Chinese cultural values such as harmony, guanxi (connections), 

silence, face and collectivism have a great impact on business in the 

Chinese marketplace. We will briefly consider the role of each of these 

cultural values in Chinese business society in turn.    

Harmony is a strong theme in Chinese culture. The teachings of 

Buddhism and Confucianism encourage harmony as a way of achieving 

inner peace. Fang (1999:139) points out that “Confucianism stresses the 

need to achieve harmony in society through moral conduct in all 

relationships: adapting to the collectivity, controlling emotions, avoiding 

confusion, competition, and conflict, and so on”. Ching Kung (1996:33-34) 

highlights two of Buddhism's principles of harmony: sharing the same 

goals and viewpoint, and learning to respect local people and their cultures.  

Recently, the economic success in East Asian nations has been 

referred to as a ‘miracle’. Some scholars consider this success to be closely 

tied to Confucian cultural values (e.g., Bond, 1991; Tu, 1997; Chen & 

Chung, 1999; Hofstede, 1997). Confucius’ (551-479BC) teachings place 

emphasis on harmony within interpersonal relationships (simplified 

Chinese: 人 际 和 谐 ), dealing with social relations and social problems 

harmoniously. Communication scholars, for example, Gao & Ting-Toomey 

(1998) demonstrate that harmony is the essential component of 

Confucianism, serving as the “ultimate goal for communication in Chinese 

culture”.  

The concept of harmony plays a significant role in Chinese society.  It 

is considered a way to bring prosperity to Chinese people. Nowadays the 
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Chinese government has set itself the goals: to “build a harmonious 

society” and to achieve overall societal balance. In his recent speech at a 

high-level Communist Party seminar, President Hu Jintao addressed the 

importance of building a harmonious society for China in 2005, explaining 

the features of such a society as “democracy, equity, justice, sincerity, 

amity and vitality”. Harmony also functions in every aspect of Chinese 

business performance, such as meetings, contract signing, etiquette and 

negotiations. In short, no business can go far without harmony. Hereby, 

“harmony has always been a trend in the Chinese community and it 

continues to be a trend today” (Li & Moreira, 2008:201). 

Another important Chinese cultural value is Guanxi (connections or 

relationships). Considered as the basis of society according to Confucian 

ethics, this concept is explained by Chen & Chung (1999:302) as “kinship, 

demographic relationships, colleague relationships, and paternalistic 

leadership”. Since Chinese culture respects age, hierarchy and authority, 

learning to show your respect for older people, especially the high level 

people, is by far the most important for dealing with good guanxi 

connections in the Chinese market. Based on their experience with 

companies and thousands of American and Chinese executives over more 

than twenty years, Graham & Lam (2003:85-91) came up with eight key 

elements of Chinese negotiation style. Among them, “guanxi” ranks at the 

top, followed by “the intermediary” (a “go-between” or a “third party”) , 

“social status”, “interpersonal harmony”, “holistic thinking”, “thrift”, “face” 

and “endurance, relentlessness, or eating bitterness and enduring labor”. 

Another source demonstrates guanxi as the key to business performance 

and decision-making in China, pointing out that guanxi has penetrated the 

Chinese business community over the last few centuries (Luo, 2000a:1). 
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Good guanxi determines successful business (Wild, Wild & Han, 2006; 

Reuvid, 2000). Thus, the guanxi network has spread everywhere in 

contemporary Chinese society, from governments, to businesses, to local 

communities. Currently, multinationals have recognized the importance of 

social networking, having developed good relationships with the Chinese 

government, for example, Microsoft, Lufthansa and many others have 

been cooperating with China in education, environmental protection and 

technology. Meanwhile, maintaining long term relationships is welcomed in 

Chinese community. Fang (1999) suggests that good, long-term guanxi 

with Chinese government officials is a crucial factor in effectively 

negotiating with China. 

Guanxi is also closely linked with harmony and “face”. The ultimate 

goal of guanxi is the achievement of harmony. The concept of face 

(simplified Chinese, 面子) is considered as honor, self-dignity or respect, 

linking with one´s status (Fang, 1999:145), and functioning to maintain 

harmony in personal interactions. Saving “face” means to show mutual 

respect and to keep good relationships. Chinese people strive for this 

cultural value, preventing themselves from losing face or “causing the loss 

of face at all time”52. “Face” can also affect business negotiations. Losing 

face for Chinese negotiators conveys a failure or a disaster for the 

negotiation. Thus, good relationships and harmony might be broken or 

destroyed.  

Silence is also emphasized in Confucianism and Buddhism, and was 

also found to be important in Chinese business culture. Confucius 

preached peace both inside and outside nations, and Buddhist teachings 

                                                 
52 “China- language, culture, customs and etiquette.” At 
http://www.kwintessential.co.uk/resources/global-etiquette/china-country-profile.html. 
Accessed 08/07/2010.  
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focus on inner peace among human beings, considering that too much talk 

can make more trouble (Chin, 1998). Therefore, the tendency for Chinese 

business people not to speak openly or excessively in public in order to 

preserve interpersonal harmony within a group may be traced to this 

principle. As Chaney & Martin (2007:121) indicate, silence has been an 

integral component of communication in East Asia.   

China also corresponds to a collectivistic, high-context culture. As 

discussed previously in Chapter One, this type of culture tends to give 

more importance to group-oriented values, relationship orientation, 

positive face (mutual face) protection, nonverbal expressions and We-

identity (Hall, 1976, 1981; Ting-Toomey, 1999; Gudykunst, 1998). In this 

respect, collectivistic cultures are seen to emphasize group harmony, 

obedience, hierarchy, cooperation and social reciprocity. On the contrary, 

people from individualistic, low-context cultures are apt to engage in 

individualistic values, person orientation, negative face (self-face), verbal 

expressions and I-identity (ibid). Therefore, members from the former 

cultures express information indirectly and ambiguously; conversely, their 

counterparts from the latter cultures transmit messages directly and 

explicitly.  

Because the Chinese marketplaces are becoming multinational, 

international business people from different cultural groups have come 

together there. Knowledge and awareness of this cultural diversity, as well 

as patience and respect for difference are required in this context. More 

specifically, knowledge of self and other, awareness and respect for other 

cultural values, as well as skills in adapting to and mediating intercultural 

encounters are required. 
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2.3.4 Risks and Opportunities 

As already mentioned, China´s rapid economic growth has created 

many opportunities for the world and there seems to be no doubt that 

China´s dynamic market is attractive to foreign investors and 

entrepreneurs. However, there will also be many risks to be faced. With 

regard to the situation of the Chinese markets for foreign business, based 

on Nomura Research Institute, Portuguese researcher Ilhéu (1996) found 

some risks there, namely: political and social instability, changes in 

economic policies, bureaucracy, insufficiency and negligence of the legal 

system. Rugman & Brewer (2001) emphasize that there actually exists a 

“high level of complexity and uncertainty”, while Kenneth & Geoffrey 

(2003:75-76) further demonstrate the same risks, plus some other 

concerns of foreign companies relating to China, such as oversupply and 

deflation, constantly changing regulations, bureaucracies, and the 

complicated structure of political power of the government.  

Other challenges for foreign companies found in the same 

marketplace stem from the impact of Western influence on China. 

Experiencing growing capitalist globalization, China has revealed the 

importance of developing the national economy. As discussed previously in 

the last section, the Chinese government promotes the development of 

Chinese branded products and technological innovation, which has 

implications for the rising challenges faced by foreign businesses. At the 

same time, we are witnessing a “Chinese Renaissance” which emphasizes 

traditional Chinese arts, clothing and food (Prasso, 2007). The upsurge of 

Chinese nationalism might be another risk that foreign companies must 

face, and in this context, local companies are more competitive than their 
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foreign rivals. As noted by brand consultant Martin Roll (cited in Prasso, 

2007:37), “As society moves on and becomes more sophisticated, there 

comes a taste for nationalism, for what is local. We´re going to see 

Western brands have more and more competition in China.” If business 

people become aware that a new cultural trend has begun, they will seek 

solutions to conform to it and minimize risks. Hence, Prasso (2007:41) 

suggests Western companies pay attention to rising Chinese nationalism 

by “offering products that appeal to China´s growing sense of Chineseness 

- to its nationalist pride and strength of tradition”.  

It is very important to gain some dynamic Western influence, but how 

much is too much? For example, let us have some McDonalds, but let us 

not forget our own unique identity. The coffee shop, Starbucks, moving 

out of the Forbidden City (Chinese ancient palace for emperors, now a 

historic sight in Beijing) is a good example of this tension. Rui Chenggang, 

a famous TV anchor from the Chinese Central TV Station, considered that 

the presence of this coffee shop was eroding Chinese culture, and that 

Chinese cultural heritage should be protected from this or any other 

Western influence. His protest was quickly supported by thousands of on-

line citizens, and this coffee shop was eventually ousted from the 

Forbidden City in 2007. More examples like this can be found; for example, 

the anti-American demonstration on account of the NATO bombing of 

China´s Embassy in Belgrade in 1999. During this protest, there were 

some Chinese people who boycotted McDonald’s food. Nine years later, 

Chinese protestors also demonstrated in front of the French retailer – 

Carrefour, in disagreement with the disrupted Olympic torch relay in Paris. 

Then, they united in rejecting French products. These nationalist feelings 

are also reflected in the domain of Chinese literature. Lea (2008) 
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commented that: “They (Chinese writers) began by imitating the west, 

and this then evolved into a new emphasis on Chinese tradition, as an 

inevitable consequence of growing anxieties about the impact of western 

influence. As with the economy and politics, acceptance and resistance 

collide in the literary domain too”. In short, Chinese nationalism might 

increase challenges for multinationals, but it might give these 

multinational corporations an incentive to adjust and adapt to this new 

tendency in the Chinese marketplace. 

 

2.3.5 Managing Intercultural Conflicts Effectively 

As we well know, when communicators in intercultural settings do not 

develop and put to good use their cross-cultural awareness, cultural 

differences can lead to conflict or confrontation. In order to manage 

conflicts effectively, it is important to learn about different cultures and 

understand national cultural environments, but it is also important to 

understand that, in an era of multinationals and cultural diversity, 

intercultural business settings are not merely spaces where different 

national cultures come into contact; rather in these encounters, multiple 

cultural frameworks may be at work within which the intercultural 

communicator must be prepared to deal.  

In such contexts it is important for those going to do business to 

know about the country itself, its culture and its language, but also to 

know about themselves and what constitutes cultural difference.  
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Nevertheless, and despite such preparations, the art of intercultural 

negotiations is often compared to the art of war. Ambler and Witzel   

(2000 & 2004:87-91) illustrate this trend when they indicate that the book, 

The Art of War53, might provide some useful strategies to deal with the 

“complex” and dynamic Chinese market. This ancient military strategy 

book offers some insights into organizational management and marketing, 

especially conflict resolution, contributing with successful business 

strategies for modern entrepreneurs (ibid). Sun Tzu describes some well-

known military strategies, such as “subdue the enemy without fighting” or 

“if you know yourself and your enemies, you can win one hundred battles”. 

In modern marketing terms, the equivalent would be to win over your 

counterparts through software (wisdom) rather than hardware (force) 

alone, or the “analysis of the competitive environment” (ibid:90).  

As presented above, the role of national cultural values cannot be 

ignored in the Chinese business context. Because concepts like harmony, 

guanxi, face, silence and collectivism have been highly appreciated, it is 

important not to be assertive and individualistic. It is also necessary to 

learn and understand the impact of such values on the negotiating process.  

Since “guanxi is a mechanism for dealing with risk”, the bigger the 

risk, the stronger the guanxi will need to be” (Ambler & Witzel, 2000, 

2004:99). Because social connections are crucial for settling problems, 

international business people must understand Chinese business 

networking and establish good, strong and stable guanxi connections. 

Long term orientation towards social relationships is highly valued in 

Chinese culture; therefore, it is indispensible to maintain good, long-term 

contacts, both personal and public, especially with high-level Chinese 
                                                 
53  The Art of War was written by Sunzu in the 6th century BC.  
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government officials because this special type of guanxi connections can 

“facilitate market penetration and smooth negotiation and generate good 

business” (Schnepp, 1990; cited in Fang, 1999:119). In addition, skilled 

local employees with strong connections with local government can also 

help improve the degree of competitiveness. Evidence of this has been 

found through multinationals whose local employees have made a great 

contribution to rapidly developing local markets. Chen (2001:65) 

concludes that “understanding guanxi – what it is, and how to cultivate 

and manage it -not only can be a valuable tool in doing business with the 

Chinese but also can provide a foundation for managing business networks, 

both personal and organizational, throughout the world.”  

Because the concept of harmony is strongly emphasized in the 

Chinese marketplace, foreign business people need to deal with their 

business relationships and problems harmoniously. To attain harmony and 

to preserve face, members from individualistic cultures must give face to 

the Chinese and avoid actions that will cause them to lose face (Fang, 

1999:148). As Brunner and Wang (1998:12) suggest:  

Foreigners involved in negotiations with the Chinese 

must be cognizant of the patterns of face behavior, and 

endeavor to “give face” to the Chinese, and avoid 

actions which will cause them to “lose face.” To do 

otherwise is to ignore the importance of the face 

behavior, its pervasiveness in social interaction, and its 

role in successfully negotiating with the Chinese.  

(Brunner & Wang, 1998; cited in Fang, 1999:148) 
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Because Chinese culture respects age, hierarchy and authority, 

learning to give face to older people, and to those in power is by far the 

most important. These people will be the final decision-makers in any 

negotiation.  

As already mentioned, high-context communicators might be very 

comfortable with silence, bettering understanding the meanings of silence 

in communication (Neuliep, 2006). In contrast, low-context 

communicators may be uncomfortable with the duration of silence (Chaney 

& Martin, 2000). Thereby, Ting-Toomey (1999:396) advises individualists 

to “use deep-level silence, deliberate pauses, and patient conversational 

turn taking in conflict interaction processes with collectivists”. 

Facing the current outbreak of Chinese nationalism, it is important for 

multinationals to draw attention to these patriotic feelings and to deal with 

this changing situation strategically; in other words, developing good 

cooperation with local communities and using local strategies to deal with 

what is happening or might actually happen. Brand consultant Roll (cited 

in Prasso, 2007:41) also reminds us that companies which do this will be 

“quicker to keep up with the accelerating pace of Chinese innovation”. In 

conclusion, it is essential for corporate success to consider local needs, 

and to be both consistent and adaptable. 

But intercultural encounters are not one-sided, and Chinese business 

people can also improve their intercultural awareness. On the one hand, 

they should learn to be understanding of assertiveness, of directness and 

of individualistic attitudes and postures. They could even become more 

assertive, and learn to express their opinions more explicitly and directly, 

being more apt to take responsibility for decision-making (Ting-Toomey, 
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1999:397). It is also necessary to use the “I” expression, that is, take the 

individualistic approach. Ting-Toomey (ibid:397) indicates that “the ability 

to separate the relationship from the conflict problem is critical to effective 

conflict negotiation in an individualistic, low-context culture”. That is, 

collectivists are required to learn to separate the “task dimension” and the 

“socioemotional dimension of conflict” (ibid:397).   

In addition, these business communicators should learn to improve 

their foreign language skills for reducing or avoiding misunderstandings or 

mistakes resulting from inappropriate interpretation and mistranslation. 

Fang (1999) also agrees with this urgent need for foreign languages. He 

illustrates that successful international business negotiation requires 

Chinese business people to use a qualified interpreter who must master 

both the language and expertise (ibid).   
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Conclusion 

Given the previous discussion, it can be concluded that culture has a 

pervasive impact on business in the Chinese, as in any other, marketplace. 

Our descriptive approach towards Chinese culture and its business 

practices reveals the value of local knowledge and the understanding of 

cultural values such as harmony, guanxi, face and silence. Above all, a 

harmony-driven communication style is required for effectiveness in the 

Chinese marketplace today. No matter what the cultural background of 

business people, they should develop awareness, sensitiveness and better 

understanding of other cultures. It is also a major factor today to take into 

account the rising of a new nationalistic feeling and cultural trend. Because 

challenges, risks and opportunities all exist in this complex and dynamic 

marketplace, business people are required to be knowledgeable and 

respectful of cultural diversities and ways of dealing with a conflict 

resolution in order to gain a win-win situation in this interdependent and 

interconnected business world. 



The Role of English in International Business: the Case of China  
 

 134

Chapter Three: English in International 

Business in China – Case Study 

This chapter presents an overview of English in China. The huge 

impact of English on the Chinese society, particularly its business 

community, is explored and examined. This chapter is divided into two 

sections. The first one aims at contextualizing our field work, providing 

cultural and social foundation for the effects of English on China. The 

second presents our field work and its results. Here we observe the case of 

English in business in China as an example of the roles of English in this 

increasingly globalizing country. 

Section 3.1 Introduction: Overview of the Situation of 

English in China 

This section will discuss the effects of the English language from a 

Chinese cultural, economic and political perspective. English has played 

and continues to play an essential role in world communication, trade and 

commerce, politics, education and so forth. We are aware that the English 

language has been evolving over the centuries, changing its linguistic form 

in a pragmatic way to suit the challenges from different areas. 

Through its travelling, English has borrowed from all other languages 

to accommodate to specific needs in different environments. The effects of 

the evolution of English have resulted in the emergence of a range of 

English varieties. Later in this chapter, we will be discussing the English 

varieties in this new century in China. 



The Role of English in International Business: the Case of China  
 

 135

3.1.1 A View of English in China 

The real role of English in China is reflected through its influence on 

the Chinese community and society. This language has been experiencing 

rapid growth in China over the past decades, mirroring some historical 

events. Before the People´s Republic China was founded (1949), English 

was taught by missionaries in big cities along the coast, until they were 

run out by the Communist party. By the 1950s, this new nation had built 

up a good relationship with the former Soviet Union, having Russian as a 

dominant foreign language taught in schools. After the two nations split in 

1956, the Russian language was replaced by English as the dominant 

foreign language. During the Cultural Revolution (1966-1976), China 

suspended all foreign languages, as well as formal education for the 

people, so that Chinese students would experience reality in the 

agricultural and industrial areas. At this time the country kept to itself in 

harmonious isolation, taking care of its interior affairs. In the aftermath of 

these events, the Chinese government considered it necessary to open up 

to the outside world in the interests of modernization and further 

development. Through current policies, the Chinese people will be 

empowered with the language and literacy skills necessary to take 

advantage of the newly provided opportunities in the market. 

The economic boom in China has made English flourish. Since China 

opened up in 1978, this openness has made it the world's factory and its 

market has become increasingly multinational. On the one hand, more 

multinationals are flowing into China; on the other hand, more Chinese 

companies go abroad for mergers, acquisitions and other business. No 

matter what other skills international or Chinese companies require, their 
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managers and employees need to master English, and to have expertise in 

communicative skills as well. Many of these companies provide language 

and communicative skills training (in English in particular), and some well-

known multinationals also send their employees abroad to facilitate their 

integration into the companies. 

As far as we know, China´s economy is export–driven. The European 

Union has become China´s largest trading partner, and English is the 

business language between European nations. Meanwhile, the U.S. is its 

second largest partner, and China has been the second largest buyer of 

U.S. debt. All these factors have determined that China´s commerce and 

trade must be closely related to the English language. 

David Graddol (2006) indicates that there has been “a significant - 

even dramatic - qualitative change” in the role and nature of the English 

language and that this may be moving in a new direction. In China, there 

is a sort of melting pot of Englishes. Before the opening of China to world 

trade, the common practice was the teaching of British English in the 

curricula. For example, in the aftermath of the Cultural Revolution (1966-

1976), there was a strong enthusiasm towards foreign cultures, and the 

BBC´s Follow Me Series 54 was implemented on television in 1982. This 

launched the Chinese into the English learning fever that is still ongoing 

today. The New Concept textbooks for teaching British English were also 

mainstreamed into the school English curriculum (Br). The introduction of 

this innovative approach had such a strong influence that it became known 

                                                 
54 “Follow Me!” was a series of TV programs produced by the BBC as a crash course in the 
English language in the late 1970s. Source: http://en.wikipedia.org/wiki/Follow_me! 
Accessed 18/12/2010.    
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as “the Chinese people´s first English Revolution”55. However, after this 

first impact, and because of the technological and economical dominance 

of the US, American English learning became prominent in Chinese society. 

As a good example, an American TV series Family Album substituted the 

previous one in the 1990s to exemplify a more casual, relaxed form of 

learning English, having much more practical speaking skills.  

With the fast development of the Chinese economy, the limitations of 

the 1985 and 1986 syllabuses were gradually exposed. This was 

recognized by the Ministry of Education in 1999, as it points out, 

The employers are commonly not satisfied with the 

English comprehension competence of tertiary students 

who have graduated in recent years, particularly 

students’ oral English and writing ability. Tertiary 

students are eager to further improve their oral English 

and writing ability, so it appears more and more 

important to raise tertiary students’ comprehension 

competence skills in listening, speaking, reading, 

writing and translating. 

(Lu, 2007; accessed online) 

The Ministry of Education has promoted the learning of foreign 

languages as a way of achieving scientific and technological development. 

For example, the National Curriculum for Primary School (2007) points out 

that: “foreign languages are an important tool for gaining information 

about the world of science, technology and culture and improving national 
                                                 
55 “Follow Me!” has become Chinese people´s First English Revolution.” (“《跟我学》成为中

国人第一次英语革命”) (2009). At http://www.51edu.com/waiyu/rmks/syyy/1390957.html. 
Accessed 15/11/2011.  
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science, technology and culture and international communication.” At 

other levels of the national curriculum, the Ministry of Education has 

illustrated a belief that with globalization and China's openness, learning 

and mastering a foreign language has become a basic requirement for 

people in the 21st century. This requirement was well illustrated in the 

preparations for the 2010 Shanghai World Expo, where the need for 

competence in foreign languages was predicted, according to Shi Ronggen 

(2008). In sum, foreign language competence is recognized as a 

contribution to advanced knowledge of science and technology, keeping up 

the pace with openness, modernization and globalization. 

The government has also foreseen the importance of the English 

language in particular, having revised recent national curricula from 

primary school all the way up to majoring in the language at college. The 

National Curriculum for Junior School (2000) focuses on the role of English 

in society and community: “foreign languages, especially English, have 

increasingly become an important tool for opening up international 

communication.” These curricula emphasize the language skills such as 

reading, writing, listening and speaking, as well as cultural awareness: 

becoming aware of and respecting the traditions and ways of life of other 

countries through language learning and the development of intercultural 

competence. According to curriculum guidelines, students are first of all 

required to be familiar with Chinese national language and culture. Then, 

language teaching should be integrated into pedagogical goals which are 

known as education, cultural awareness and formal teaching. Through 

foreign language teaching, students should be fostered with patriotism, 

socialism and ideology. Thus, foreign language learning and teaching in 
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China is not only the teaching and learning of language, but is also 

associated with ideological education. 

It is common practice to have English taught as a major foreign 

language in China. Of the approximately 400 million learners of English in 

this country, students are the largest percentage, while other learners are 

professionals from different walks of life. The importance of English to 

people is thus visible, and can be attributed to the relationship, in the 

minds of large numbers of people, between English and such aspects of 

daily life as: job promotion, national entrance exams, going abroad and 

self-improvement. These factors have given English a dominant position 

among other foreign languages. From kindergarten to university, English 

classes are offered in the public sector. Along with the Chinese language 

and Math, this language is a core subject from middle school to university. 

English has always been a compulsory component of national exams, and 

at tertiary level, English is more demanding. MA and PHD students are also 

required to pass national exams. In addition, educational advancement 

opportunities through MBA and EMBA programs which function in English 

are being created for managers and executives, as mentioned in the 

China-Europe Business School in Shanghai. The reality of English in formal 

and informal education confirms that it has been and still is the dominant 

foreign language in China. It will remain so with the increasing support of 

the Chinese government, as long as consumers demand it and markets 

require it. 

The spread, status and roles of English in China are also boosting the 

profits of private English language schools. The Chinese have developed 
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their own style of learning and teaching English, such as Crazy English56. 

The foundation of the language is based on British English, but the 

practical usage of the language is fostered by the American speaking 

version, resulting in a melting pot (mixed usage of British English and 

American English) completed by the application of current Chinese 

characteristics. 

Self-learning of English on the Internet has also spread widely across 

China. By February 2008, there were 200 million net users, while by March 

2009, this figure had grown into 300 million, making it the world's largest 

net population. People are motivated to learn English this way, both 

conveniently and economically. Thanks to technological innovation, there 

are now many creative ways and better opportunities to get one 

acquainted with the language. 

Examples of the widespread use of English can be found everywhere 

in the field of science and technology. University students, teachers, 

scholars, scientists, engineers and technicians, all use English for work, 

such as, consulting materials, contacting the outside world by e-mail or fax, 

writing research papers for international conferences and so forth. The 

Chinese government has been encouraging international cooperation in 

every field, and especially in science, technology, energy, environment, 

biology and medicine. In 2009, many international science and technology 

conferences were held in China, establishing important contacts with 

international institutions, particularly in such areas as new energies, 

machineries and telecommunications. China also exports expertise in the 

                                                 
56 Crazy English (疯狂英语) has been a brand name of an English teaching institute in 
mainland China since the 1990s. As founder of this institute, Li Yang considers the 
traditional way of teaching English ineffective in mainland China, developing his own 
methods of learning English through practicing English orally.  
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areas of telecommunications and spatial technology worldwide. This 

cooperation takes place for the most part with the US, the EU, African 

countries and others. English is widely used in these exchanges, in 

contracts and other documents, for negotiations and discussions. As 

mentioned in Chapter Two, China wants to build an innovative society 

through the importing of advanced science and technology, thus 

transforming itself from the world's factory into the world's office and 

changing its product brand from Made in China to Created in China in the 

foreseeable future (Li & Moreira, 2009c). Our observations confirm that 

English has an important role to play in these processes. 

3.1.2 Chinese People´s Opinions about English  

International demands and the search for the mutual intelligibility 

between people which is at the basis of communication (Crystal, 1988, 

2002) have made English the most commonly spoken language in many 

public places, such as airports, tourism offices, and libraries. 

The general opinion of Chinese people about the social, economic and 

cultural roles of English reveal both positive and negative feelings. The 

language is considered as an entrance requirement for jobs and 

universities, and as a tool of modernization and integration into the world. 

It is also considered to affect the Chinese language and national identity. 

According to Crystal (1997:120), people think of English as the 

language of opportunities, since it allows them to better assimilate and 

take full advantage of the economic and occupational opportunities 

presented to them in this new technological and industrial era. The 

majority of Chinese agree with Crystal´s opinions about English. As we 
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discussed in Chapter Two, China´s opening up in the 1980s has created 

opportunities for job seekers, and for those wishing to pursue higher 

education abroad, and widened the knowledge of Western culture. In fact, 

according to UNESCO (United Nations Educational, Scientific and Cultural 

Organization), the total figure of Chinese students studying abroad ranked 

first (14%) in the list of students studying abroad worldwide by 200657. 

The majority of these Chinese students are studying in English speaking 

countries, such as US, UK, Canada, Australia and South Africa. Liu (2007) 

revealed that English was the most sought after specialization at 667 

Chinese public universities in 2006, followed by specializations in computer 

science (526) and law (407). At private universities also, English 

specialization was also the common choice. 

Through the cultural effects of English on China, we can observe the 

overwhelming “American commercialization” of Chinese people´s daily life. 

On the one hand, as mentioned in previous chapters, this commercial 

influence can be seen through recreational activities, popular culture and 

modern technologies; for example: Hollywood cinema and American films 

on TV, Star-Bucks Coffee, McDonalds and KFC restaurants, Wal-Mart, Nike 

and Adidas sportswear, Internet, Microsoft Software, IBM and Dell 

computers, Ford and General Motors cars. In everyday ways, Chinese 

people have been adopting and absorbing this culture, using it to develop 

their own business. The emerging Chinese fast food restaurant chains and 

franchising is a symbol of this adaptation. Even the life style has changed 

through the language and cultural effects, such as night life, cinema and 

coffee shops. 

                                                 
57 “Chinese Returnees Have Lost the Aura, and China´s Studying abroad Market in the 
Era of Rigid Demands.” (2009)(“海归光环已失,中国留学市场迎来刚性需求时代.”). At 
http://edu.ifeng.com/abroad/200911/1123_6979_1446810.shtml. Accessed 23/11/2009. 
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On the other hand, the U.S.A. is considered the symbol of democracy 

and freedom. Many Chinese people, the young generation in particular, 

appreciate and admire American economic, political and educational 

systems, together with its social security system and fresh environment. 

Currently, there is a new trend in the increasing number of Chinese middle 

class immigrants to the U.S.A. in order to realize their American dream. 

English has become a kind of second language in China, as in other parts 

of the world. According to Li Yang (instructor and director of Crazy English 

Language Institute): 

English is not seen as a foreign language any longer. It 

is becoming part, or second nature to the Chinese 

people. English is an international language for 

communicating with people worldwide. Chinese people 

should consider it as a second native language. 

English can make Chinese people wiser, resulting in 

better temperament. The Chinese have the world's 

most beautiful and profound language. If we can speak 

fluent English, our Chinese people will become more 

internationalized and attractive to the foreigners´ eyes. 

English will help Chinese people see the world globally, 

becoming more tolerant, quicker and smarter. And of 

course, English makes Chinese products well sold. 

(Li, 2007; translated by Author) 
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As for some negative attitudes towards the learning of English, there 

seem to be feelings that it is time-consuming as well as money-wasting. 

One netizen said: we need all the extra time to specialize and become an 

expert in our field of work. Too much time is spent on English learning, 

while the Chinese language and culture awareness seem to be ignored. 

One scholar also mentioned in his blog that foreign languages should not 

be compulsory. Mr. Yu Sihe (2009)58 considers that the wide spread of 

English might damage the Chinese nationalism and the cultural impact will 

diminish with the losing of the national confidence or identity. 

No matter how English is viewed in China, Chinese people with strong 

English skills have benefitted from this language, reaching more profitable 

opportunities. Learning this language can also make people see their own 

language and culture differently and understand better their national 

culture. 

                                                 
58 Source: http://yusihe.blog.ycwb.com/200798232530.html. Accessed 10/07/2010.  
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3.1.3 Language Effects on English  

Languages evolve over time and in accordance with economic and 

social developments and through contact with other languages in local as 

well as international contexts. In China, as in other parts of the world, 

local varieties of English have emerged, stemming from contact with local 

languages and usage in international contexts of communication. 

The hybrid usage of the English language in China is often referred to 

Chinglish, which, like Arablish, Prenglish, Franglais, Gerlish, is a blend-

name (McArthur, 1998). These different English varieties are influenced by 

local cultures and languages, and they express local character or culture in 

English. In the case of China, the English language phenomenon is 

affected by the Chinese cultural context, having many Chinese 

characteristics, whereas we can also find that some Chinese expressions 

have been borrowed by English. This process of nativization or 

indigenization is referred to as Chinese English, Chinglish, among others 

(Jiang, 1995:51). We can observe that this ever-evolving language is 

transformed by local needs, stemming from a common reality. Our 

observations of this common reality have revealed that Chinglish is a 

matter which is raising people’s attention and even gripping their loyalty. 

 

According to the GLM (The Global Language Monitor) report, 

some English experts consider Chinglish as a variety of 

English, being commonly recognized. Chinese people are 

very positive about using this language. These experts also 

consider that Chinglish will live for a long time, because 
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English is currently a widely accepted language. At present 

there are about 400 million Chinese people learning this 

language, using it as a second language or an auxiliary 

language in the business field. In addition, Mandarin 

Chinese has a surprising complexity and richness in creating 

new words and borrowing from other languages (a flexible 

and open language). The Chinese prefer wearing shirts with 

the Chinglish slogan, as a promotional tool to spread this 

new language. These experts also said that the coming of 

Chinglish´s astonishing mixture results from the 

combination of English and Chinese language. 

(cited in Wang, 2008; my translation from Chinese to English) 

 

Thus, we can observe that Chinese English/Chinglish is a result of a 

very large number of people using the English language with a very unique 

and particular language of their own, becoming a modern trend of 

speaking in this particular country. 

Another problem encountered with the English effect on China is the 

unbalanced demographic development of this language, between coastal 

and inland regions and Northern and Southern regions in mainland China. 

This has resulted from the uneven economic and technological 

development. Talented people with strong English skills and expertise have 

been moving from undeveloped regions to coastal areas, from rural to 

urban areas, from schools or national industries to multinationals. This 

talent drain has caused a big loss to China´s underdeveloped regions, 

schools and national industries. 
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English language teaching itself also has some problems. As is well 

known, China´s education is test-driven and teacher-oriented, and 

language and communicative skills have largely been ignored. English 

language teaching is not an exception; in addition, Chinese students are 

too shy to speak in public, and his factor also affects their language 

learning. Another problem stems from the fast growing enrollment in 

universities since 1999. However, the teaching conditions cannot cope with 

this rapid expansion. Taking an example, the teacher-student ratio 

reached 1:130 in 2006 (Ma, 2006). As a result, “teachers are over-worked 

and students are over-tired” (Li & Moreira, 2009b:183). 

Another language phenomenon has also drawn people´s attention. 

From primary to tertiary level, Chinese students´ textbooks are still based 

on British English, whereas at universities, students have more contact 

with American English through trade and commerce, films and other media. 

The majority of the foreign teachers are American or British. Recently, 

Chinese returnees, mostly from the US and UK, have also been involved in 

teaching English or using bilingual teaching for non-English majors at 

universities in mainland China. We can conclude that English in China has 

transformed itself into various varieties of English (British English, 

American English, Chinese English/Chinglish), being affected by the 

country´s economic, cultural and social transition. 
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3.1.4 The Future of English 

 

In 2006, David Graddol points out that “the growth of China would 

have a significant impact on the world in which English was used and 

learned” (p.9). As we have seen, the rapid spread of English has made it 

the dominant foreign language in China, and, the Chinese government has 

considered it an important tool for modernization, scientific and 

technological innovation, ensuring that English will retain its dominant role 

in the foreseeable future (Li & Moreira, 2009b). 

The learning and use of English is still growing, and its impact has 

contributed to progressive social changes. Around 56 international 

conferences were held in China in 2010 59 , concerning management, 

technological innovation, engineering, biological medicine, among other 

areas. Apart from the Shanghai World Expo and the 107th China Import 

and Export Fair, a series of international fairs and festivals have also been 

hosted by China in the same year. The annual increasing numbers of 

international and language schools in big cities have shown the consumer 

and market demands for English. In addition, the fact that a growing 

number of Chinese middle class are English speakers has made it a symbol 

of the economic status. They adopt English first as a primary choice of 

foreign language, sending their children to foreign schools or abroad to 

                                                 
59 Source: http://www.ourglocal.com/index.php?c=15,cn&start=50&limit=25. Accessed 
10/06/2010.  
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prepare for a brighter future. According to the China Social Academy60, the 

number of middle class reached 19% of the Chinese population in 2003. If 

China´s economy keeps on evolving, this number will be doubled by 2020. 

All these factors will have again strengthened the dominant role of English 

in international communications in China. 

Varieties of English, such as British English, American English, 

Chinese English/Chinglish will remain, stemming from the daily increase of 

language usage by multinationals, international schools, international co-

operations and specialized Chinese returnees. Currently, we are aware of 

the fact that non-native English speakers outnumber native English 

speakers, increasingly using different varieties of English in cultural 

contexts not traditionally dealing with the language (Kachru & Larry, 2008). 

English will remain the language of business in China. Because of China´s 

developing into a world macro economic market, this language melting pot 

which donates many English varieties mentioned above will become a 

dynamic and resourceful pool of intercultural communication. 

Currently, emerging markets like China, India, Russia and Brazil are 

rising, while the English speaking countries are in economic crisis. The 

language scenario of the future is therefore unclear: will English be 

replaced by another global language? Which other language will replace 

English? Will economic, political and trade dynamics demand a sharing of 

the world stage by several languages? 

                                                 
60 The Rapid Increase of China´s Middle Class.” (“中国中产阶级人数迅速增加.”). (2004). At  
http://news.bbc.co.uk/chinese/simp/hi/newsid_3580000/newsid_3584100/3584139.stm. 
Accessed 10/06/2010.  
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With these factors in mind, we can foresee that English will face 

challenges from thriving local and other foreign languages. First of all, 

facing the flourishing of English and also the rise of other languages, 

Chinese people have realized that, apart from mastering English, learning 

and using other foreign languages can improve their competitiveness. 

There is thus increasing market demand for German, French and Spanish, 

as well as neighboring languages, Japanese and Korean. One example is 

shown with the Korean language, with these countries attracting Chinese 

talents because of economic, technological advancement and again the 

business trading factors. As it will happen in the 2010 World Expo, it is 

forecasted that the shortage of skilled language talents is about 20 

thousand with the demand being 30 thousand61. 

Logan (2004:66) also reminded us: “We cannot forget Chinese has 

adopted other interactive languages such as Japanese”. This historical fact 

came about when the Northeast was colonized by Japan in the 1930s. The 

Chinese language has not escaped this evolution process, either. Being the 

oldest written and documented language, it has been evolving into a 

practical and functional language for the past century. As we are aware, 

Chinese, like so many other languages, has also borrowed from English, 

which has enriched not only this language, but also its culture. In this 

language absorbing process, Chinese people also express specific Chinese 

cultural phenomenon through English, presenting Chinese unique 

characteristics. For example, “people mountain people sea” (derived from 

Chinese idiom, 人山人海) and “long time no see” (simplified Chinese: 好久不

见 ). This has been the natural outcome of China´s openness and 

integration into the world economy. 

                                                 
61 Source: www.001en.com/thread-47612-1-1.html. Accessed 11/06/2010.  
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Also as a natural outcome of these processes, the Chinese 

government has been promoting the Chinese language and culture 

worldwide. Following this trend, China has built up some 280 Confucius 

Institutes worldwide since 2004. For economic and business reasons, a 

growing demand for the Chinese language in public and private schools in 

many continents has been evident. The increasing worldwide interest in 

China as a country and an economy and its language and culture is 

bringing a different challenge, also seen as a threat. These factors are 

extremely important because they illustrate the fact that the world is 

shifting in balance, adapting to the rise of a new economic and cultural 

power. 

Conclusion 

Based on what we discussed above, the development of English in 

China has depended on the increase of the worldwide evolution of China's 

economy, science, technology, education and social advancement. English 

has flourished over the past twenty years, developing into what is now 

known as Chinese English/Chinglish and many other varieties. Through 

Americanization, globalization of English in China has become a new trend 

of life. That is the way the East looks towards the West through cinema, 

music, internet and other media. Although English has faced and is still 

facing many challenges, it remains dominant in Chinese education and the 

business sector. 



The Role of English in International Business: the Case of China  
 

 152

Section 3.2 Field Study 

 

3.2.1 Methodology  

Using a research strategy combining description, observation and 

justification, we set out to meet the specific objectives of our thesis, 

namely: to understand the specific role played by English in China´s 

international business markets; to assess the usage of English in the daily 

life of employees, linking the English language with the intercultural and 

communicative skills in business in China; and the overall objective, which 

is to lay the groundwork for better communication with China. 

For this purpose, a variety of instruments were developed, including 

interview schedules, questionnaires and diaries, and intensive research 

was carried out on the English language in China. As mentioned above, 

two surveys were conducted in mainland China in 2007 and 2008 

respectively, while some field work on consulting historical and other 

current policy and linguistic documents was done before the actual surveys 

were carried out. In this particular case, it was pertinent and necessary to 

survey in different regions along the Eastern coast, covering one 

autonomous region and 9 provinces from North and South China, as well 

as the fastest growing Western province (see Figure 3.1). 
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Figure 3.1 “Map of China” 
 
 
The map displays the boundaries and provincial names for China, showing 
that English learners/users and international business cover all regions of 
China. 
Source: http://backchina.com 
 
Note: We carried out survey in an Autonomous region-Inner Mongolia, in 9 
provinces including Heilongjiang, Jilin, Liaoning, Hebei, Shandong, Jiangsu, 
Zhejiang, Guangdong and Sichuan; and also in two Municipalities Beijing 
and Shanghai (directly administrated by the Chinese central government). 
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The first survey was conducted in Eastern China, where the Open 

Door Policy was first tested, being the most developed region. The second 

survey was conducted in Western China, where the Chinese government 

adopted a Project of Western Regional Development in order to attract 

investment at home or abroad. These surveys have provided a landscape 

of the English language in business in China.  

The two surveys mentioned above were composed of a questionnaire, 

distributed to employers and employees, interviews, carried out with 

managers, government officers and a language expert of English, the 

collection of documents related to the usage of English and intercultural 

communicative skills in business in China, the surveyed company profiles, 

and a researcher log, in which I made notes and observations during the 

period of data collection, in addition to background information collected 

about the firms contacted.  

 

3.2.2 Case Study 

Case study methodology has been selected and successfully used in a 

wide range of projects and in a variety of ways, for instance, in studies 

where cases are found as empirical units (Harper & Wieviorka, cited in 

Ragin & Becker, 1992:9), and others where the case study is seen as a 

type of qualitative analysis (Ragin & Becker, 1992:2). Case studies may 

also be descriptive and explanatory (Yin, 2003). This methodology has 

been widely used in diverse fields of research, like business, law and 

medicine, and particularly in the social sciences (Scholz & Tietje, 2002:11; 

Tellis, 1997). The versatility of the case study methodology is 
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demonstrated by Rans & Kittrich (cited in Dul & Hak, 2008:8), who 

describe how the majority of case studies in business research are 

practice-oriented, while others are theory-oriented. Qualitative case study 

research is also commonly used in the field of education (Merriam, Sharan 

B., 1988). Case studies have, therefore, been considered a valuable 

research tool and “continue to be an essential form of social science 

inquiry” (Yin, 2003). Although we have found very little research done 

from a native Chinese perspective, we have encountered many works in 

the fields of education and culture by many foreign academic scholars. 

The definition of a case study as: “the study of the particularity and 

complexity of a single case, coming to understand its activity within 

important circumstances” (Stake, 1995:xi) was the motivation  to use this 

methodology to explore the role of English in business in China, in 

particular: to investigate what importance is attributed to the mastering of 

the language and intercultural skills in this context and to the role of 

English in the maintenance of successful business relationships in the 

Chinese marketplace. In sum, we have formalized our case based on the 

aforementioned empirical observations and literature review, thus relating 

to Ragin & Becker’s (1992:2) definition “… Virtually every social scientific 

study is a case study or can be conceived as a case study, often from a 

variety of viewpoints. At a minimum, every study is a case study because 

it is an analysis of social phenomena specific to time and space” (ibid:2). 

The importance given to English in China nowadays is undeniable. 

Completion of my Master´s dissertation, entitled English as a Global 

Language in China, led me to question the role performed by 

English/Englishes, in business worldwide, and especially in my home 

country where the status and need for English as a bridge language for 
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international business is increasing all the time. I began to perceive the 

gaps in English fluency in the business and academic Chinese community. 

I have personally experienced, through China´s rapid transformation into 

the economic globalization, the need for an overview to report on how this 

English speaking community relates in business as well as in other areas. 

This is a current trend as well as a global phenomenon: how English has 

been absorbed into the Chinese daily life. 

Our case is grounded on the principle that English is an integral 

component of the global transformation of China. This language is 

assumed to strengthen China´s connection to the outside world, making 

China stand out and helping shed light on the transformation of our world. 

The importance of English has drawn much emphasis from many aspects 

of society, especially in education and in employment. The Chinese 

government promotes this language as a useful communicative tool and as 

a way to access advanced science and technology. Both the government 

and its people have shown their positive attitudes towards English. This 

language is almost considered a currency in the way it is integrated into 

Chinese society, and widely learned and taught throughout this nation. 

The Chinese people are very active in using this major tool for 

improvement, a prerequisite for success. There is not much skepticism 

towards this language, only conformity to the proficiency of the learning 

and proper usage. All Chinese people might need to speak English if they 

want to go further in becoming a part of the global scenario. This special 

social environment has given English a very particular status in China. 

English goes hand in hand with business, as does China with this 

globalized economic world. In effect, the Chinese cultural and business 

environment is complex and unique, and in opposition to their Western 
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counterparts, the majority of Chinese people still keeps in touch with their 

ancient roots and retains their traditional values. This keeps them aware of 

their nation’s identity, trying to uphold it in the face of globalization. They 

fully recognize their ancient traditions and cultural heritage, and the 

transformation of their country into a unique economic model in this global 

upheaval. Chinese merchants have a historical tendency to be business-

oriented investors, expecting to establish business relationships inside and 

outside China, and endeavoring to keep pace with the development of 

global economy. In addition, the great transformation of China over this 

short period of thirty years is unique and unprecedented, forcing people to 

move ahead all the time. Taken together, these factors have made the 

Chinese business environment a complex and mysterious challenge for the 

rest of the world. 

Our case study has many sources of multiple empirical evidence: 

these include: informal observations, such as talking with our friends and 

family members about the atmosphere of English learning; unstructured 

interviews with managers, employees and government officials; 

questionnaires, together with experiencing and observing foreign language 

schools in China; documents collected in businesses and in libraries. It is a 

fact that almost everyone appears to want English in China, in the street, 

in business, in major events such as in Olympic Games. 
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3.2.3 Qualitative Approach: English in Business in China 

 

Sources of qualitative data 

 The qualitative data used in this study was recorded in a researcher 

notebook which was written during the periods of field research in China in 

both 2007 and 2008. These notes are divided into two categories: 1) notes 

which were taken from informal, unstructured interviews carried out with 

business managers, government officials, technicians, and others; 2) 

documents and other physical evidence of English in use in China.  

 

3.2.3.1 Methodology of This Approach 

To compensate and strengthen our survey findings (presented in 

Section 3.2.4.4), I collected qualitative data through direct observation of 

a few specific companies and unstructured interviews with some managers 

and technicians. Such companies were Standard Chartered Bank (UK), 

Jiangsu Mana Co., Ltd., and Inner Mongolia Moerdaoga Forestry Industrial 

Co. Ltd., along with Nestle ShuangCheng LTD (Switzerland). In total, 13 

interviews were carried out (see Appendix 2). 

Regarding the techniques used for interviewing, Brace (2008) offers 

many techniques, such as face-to-face, by telephone, through internet, 

and by mail. In this study, I carried out unstructured interviews in person 
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(face-to-face), by telephone and through the internet. The process of 

arranging and carrying out these interviews was varied. In China, customs 

have been changing rapidly, and, in some instances, I did not need to 

make an appointment in advance, as we intended to carry out an 

unstructured and informal interview. In big companies, on the other hand, 

I needed to call and ask for permission to interview a specific person and 

announce that I would be visiting at their convenience. 

In some cases, I was not at ease to take notes during these 

interviews, on account of the need to preserve public face. Recording was 

also not possible since the people in charge of a department were afraid 

that recording or note taking might have some negative impact on their 

future job promotion. As a result of this, I had to take rapid notes after the 

interview, depending heavily on my memory. This happened mostly when 

the interview took place at dinner tables and in company offices. Because 

it was my first try at interviewing, this process was very complicated and it 

also depended on my guanxi relations. In order to carry out these 

unstructured interviews, formal guanxi relations had to be secured. An 

example of such a specific case was that of the interview with Prof. Yu 

Wenqiang in Beijing in July 2008 (see Appendix 2). To establish a direct 

contact with the person in question, there was a need to involve six 

related people that would help us to the professor. 

The interviewees were categorized according to gender, ethnicity, age, 

educational background and / or English level. The notes recorded in my 

diary and notebook were transcribed for analysis and discussion of facts 

presented at various times in different enterprises and locations. Because 

the majority of the interviewees were Chinese, it was necessary to make a 

translation into English (also see Appendix 2). The results of our analysis 
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of the interviews are summarized in Section 3.2.3.2 below. A second type 

of qualitative data used to enrich our understanding of the business 

context was my observations of the way in which English appears in many 

aspects of everyday life in China today. The rapid spread of English usage 

and its visibility, especially on the streets of cities, reflect the dominant 

position of English among other foreign languages.  

In effect, English has become a big business in China. Bilingual usage 

in furniture stores, housing market, and transportation networks (train, 

bus and airport), at university websites, international festivals (film 

festivals, fashion festivals), instructions and in-store advertisement at 

supermarkets can be seen everywhere in major cities in mainland China. 

We have also found that English learning software, CDs, DVDs, TV 

programs and machines are sold in shops throughout major cities 

nationwide, promising to deliver mastery of English, easily, rapidly and 

effectively. Another way of learning English is through language schools, 

which have flourished in mainland China. Publicity for English teaching can 

be seen everywhere in these cities, advertising a wide range of 

opportunities for learning English, particularly in language schools. These 

schools have been very successful, since the demand for English is great, 

offering courses from primary to tertiary level for exams, job hunting skills 

and for studying or working abroad. Everyone in China today knows the 

importance and benefits of English, and Chinese people with strong English 

skills are admired. English signage and keywords are widely visible in 

China´s cities, as in most other cities in the world: KFC, McDonald’s, CPU, 

PC, DVD-Rom, F1, CEO, MTV, KTV, MB, show, IT, club, DNA, TOEFL, code, 

Visa card, Ms-office and Auto CAD. English books sold in bookstores in 

China offer a range of material to support English learning and 
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qualification, particularly related to professional fields where English is 

deemed essential, such as College English Test Four, and College English 

Test Six, Level Eight for English Specialization, examination preparation 

manuals, translating and interpreting skills, conversation English, literature, 

College English, Business English, English for tourism, hotel and restaurant, 

English for BA, MA and PHD and professional promotion examinations. We 

could also see other instruments for English learning, for example: 

electronic dictionaries, MP3 and 4, as well as tapes, CDs and DVDs. All 

these are promoting the generalized learning of English. 

Because of China´s commitment to opening up to the world, a growth 

of bilingual written forms can be found almost everywhere nationwide. 

Signs at airports, bank names, hotels, restaurants, streets and 

national/international enterprises are provided in bilingual form in cities 

inside China. As China becomes internationalized, bank and shopping mall 

directions are shown in both English and Chinese. More evidence for this 

was found in directions and instructions of tourist spots, also in advertising 

for housing, mobile/mobile cards and commodities in supermarkets. 

Nowadays, it is very popular that Chinese business people present their 

business cards written both in English and Chinese. It is also a reality to 

have these business people using English to deal with their business 

transactions, other than have a translator/interpreter. 

In recognition of the importance of television and broadcasting in 

setting trends and responding to demand, China Central Television 

Station’s (CCTV) international channel, CCTV 9 has one English Channel 

broadcasting 24 hours a day worldwide. Another channel, CCTV 4, 

broadcasts in both English and Chinese internationally. Other regional TV 

stations all have English news, movies and English learning programs all 
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day to satisfy the increasing needs of their audience. These programs have 

been produced in cooperation with broadcasting companies in English 

speaking countries, for instance, the BBC, or have been imported from 

these countries, introducing language and cultural customs of such 

countries. 

It is no exaggeration to say that English is used everywhere in 

tourism spots in big cities in China.  It is also very easy to hear tourist 

guides speaking very fluent English, calmly and confidently, with 

foreigners nationwide. 

But it is China´s rapidly growing economy which has caught the 

world’s attention of late; therefore, many important events, conferences 

and international cultural festivals have been hosted in China, as well as 

some of the World's Economic Forums. This country has welcomed a range 

of economic fairs inside China, such as the Summer Davos (World 

Economic) Forum, 2007, in Dalian, China, with 90 countries present, with 

more than 1,700 participants. They also held another Summer Davos, 

2009, in the coastal city of Tianjin, with 1,400 participants from about 90 

countries and regions. Such fairs have strengthened the spread of English 

language in China. 

A great deal of attention was focused on the Beijing Olympic Games in 

2008, and on the need to put on a good show and welcome the ‘world’ to a 

new, ‘open’ China. Citizens nationwide were involved in English learning 

training for tourism, hotels and restaurants, in particular, as well as all 

others directly involved, such as public services. This specific language 

training was offered by most language schools across mainland China. The 

Chinese government organized a special team to orient a ‘cleaning up’ of 
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Chinglish in the already mentioned information, two years ahead of the 

Games. Standard English was to substitute all Chinglish labels and written 

information, such as street signs, directions for museums, tourist offices 

and all other pertaining services. According to Huang (2008:10), this 

government effort aimed to help foreigners to better understand Beijing 

and to help some 250 million Chinese who were studying English as a 

second, auxiliary or business language. As we have already mentioned, 

the Chinese government invested much in English learning, employing 

language schools to teach daily English usage to taxi-drivers, meeting the 

demands of the 2008 Beijing Olympics, the overall Chinese society and 

globalization in general. Like the Beijing government´s cleaning up 

Chinglish in public places, skilling Chinese society in English became a big 

movement with a lot of money spent. As quoted from Huang (ibid), “there 

has been much publicity about Beijing´s effort to improve its English 

language environment lately. The effort has been described by the Global 

Language Monitor as an attempt to eradicate Chinglish before the 2008 

Games.” 

In order to understand better this phenomenon, I interviewed some 

language experts and also some Chinese volunteers studying inside and 

outside China. Research was also done before the actual Olympics started, 

collecting newspapers, pamphlets and other pertaining materials. More 

evidence was found in some sites of the Beijing Olympics. 
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3.2.3.2 Discussion of Qualitative Data 

Through what we have experienced in different settings in China, we 

can identify a variety of singularities which have to do with the role of 

English in international business. In this section, we will present the 

different particularities of this matter that we encountered during our field 

study. Take, for example, the perceptions of managers, technicians and 

governmental officials as shown through our interviews. They all share the 

same idea of the importance of language and communicative skills in 

China´s case, attributing to English the No.1 role in the international 

economic arena. Also, mastering English and communicative skills are 

understood to be job requirements, underlined by many sources, from 

trading companies to other international sectors inside and outside China. 

It is very well known that the Chinese government has invested much in 

promoting English in the past two decades because of its openness to the 

economic world and the consequential result of so many national and 

international events. Of course, the world is also interested in entering the 

Chinese marketplace and, for this reason, has promoted, through the 

relevant international bodies, the holding of such events in China.  

Stemming from the 2008 Beijing Olympic Games, the local 

government made a great effort to clean up what is known as Chinglish in 

public places to set out a whole new perspective using Standard English to 

accommodate a better understanding of China and its culture, and to 

improve China’s international image. To this extent, English has become a 

bridge language linking China with the rest of the world as well as a 

window to China for the world.  
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But the language landscape is not uniform. Currently, it is very usual 

for Chinese returnees or Chinese employees working in foreign enterprises 

to speak Chinese language mixed with English or Chinglish. As a 

consequence, they are called fake foreigners. Nevertheless, it is a reality 

that companies, and foreign companies in particular, demand employees 

have strong English skills, as well as a strong sense of team spirit, 

communicative, organizational and cooperative skills. For example, 

Siemens and Faw-Volkswagen (Germany), Auchan Company (France), and 

many other companies, use whole page ads in local newspapers in English 

to attract talents.  

On the other hand, broken English and Chinglish are found in 

advertisements, in publicity pamphlets of hotels and restaurants, as well 

as outdoor ads. For example, I recorded: “Help protect the cultural relics 

and the railings” (sculptured columns) - The Summer Palace (tourist spot); 

“Let the world be light” (the world will be lit up by our lamps) - Nanjing 

Lamp company, East China. 

In general, we noted a difference between the developed coastal 

regions and the less developed northern and western regions. For example, 

as I wrote in my diary, date 12/07/2007:  

Through what I have seen and felt, English is frequently used in 

companies in coastal eastern regions of China, much more than their 

underdeveloped counterparts in other regions such as West and North of 

China.  

There is a new phenomenon emerging of mixed usage of Chinese and 

English in banking, mobile phones, advertisements and information on 



The Role of English in International Business: the Case of China  
 

 166

Internet and local newspapers. For instance, personal names, as well as 

names of English companies, were adopted in their Chinese contexts both 

to sell well and to make their audience understand them better. The 

following examples can help understand this phenomenon: Coca Cola 

(USA), (可口可乐，Kekou Kele, in Chinese Pinyin, meaning “tasteful and 

happy”), HSBC Bank (UK) (汇丰，Huifeng Yinhang, in Pinyin, meaning “a 

bank of great number in savings and currencies”) and the Chinese name 

for Daniela Riccardi: 李佳怡  (Li Jiayi, a typical Chinese lady´s name, 

meaning “excellence and beauty”), CEO of Great China from The Protector 

and Gamble Company (P & G - USA).  

However, English instructions in international companies are trying to 

use Standard English. Examples were recorded, such as: “Caution: May 

explode or leak if recharged or disposed of in fire. Insert correctly 

following the equipment instructions. Do not open battery to keep safety” 

(Maxell battery - Japan); “We do chicken right” (KFC - USA); “Please 

install the bottom plate with the user´s manual of washing machine” 

(Haire Electronic Appliance - China); “To learn English is as easy as 

blowing bubbles” (New Oriental POP English – China); “Dear guest: Self 

wake up call setting is available in our telephone system. Please follow the 

following procedure” (Yuyan Hotel, Dalian, Northeast China). 

It is worth noting that Chinese business people have recognized 

different English varieties while contacting with their foreign counterparts. 

Although English varieties exist, in our opinion, Standard English must be 

used to deal with business contracts and negotiations to avoid 

misunderstanding, offending and confrontations.  It is also fairer for non-

native English business people, and foreign companies to try to maintain 
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the use of Standard English in China. Standard English can be found in 

classified advertisements in local papers, with examples as follows: 

Atlas Copco Construction and Mining Technique 

(origin:Sweden), is a world leading provider of 

industrial productivity solutions. Requirements: Deep 

understanding and respect of different cultures; Good 

English and computer skills, Good communication and 

presentation skills.  

Harting (Germany) requirements: Mature, 

energetic, creative, capable of working independently 

and able to demonstrate excellent communication and 

interpersonal skills. Fluency in spoken and written 

English is a requirement. 

(Source: Modern Express, 21/06/2007) 

We also grasped the importance of knowing and dealing with local 

culture and tradition as being an essential factor and motor in the 

international business structure in this country. Take, for instance, the role 

of dinner and guanxi relationships. This role of Chinese wine/spirit culture 

in business has been and still remains an important factor for carrying out 

successful business in China. Much work and negotiations have been 

completed at the dinner table, for example, many contracts and guanxi 

relationships have been signed up or built up over dinner. During the meal, 

people can become more familiar and have more contact with other people 

than in other ways. In many situations, dinner has brought opportunities 

to build up new guanxi. These guanxi network relations can deal with 

anything easily and conveniently. Thus, dinner functions as a bridge to 
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establishing good guanxi, deepening friendships, expanding and recycling 

guanxi networks. Dinner and guanxi always go together in China´s 

business and other social contexts. 

It is also very important to use communication skills, in particular at 

dinner. Skilled communicators learn to say what the leaders like, thinking 

for the majority, focusing on harmony, speaking indirectly or non-verbally 

to save public face and show respect for each other, and learning to use 

flattery, especially to leaders. In such communicative settings, in order to 

be valued by leaders, besides having personal experience, it is also 

convenient to have a strong social and family background. Harmony as a 

theme is encouraged by central and local government to build a well-

functioning environment at all social levels, and can be found in 

governmental banners and policies. 

Good guanxi encourages good deals which in return need to pay back 

the favor. If the host is not at the dinner table, other guests will wait for 

him, not sitting around the table. The important seat is for the host while 

other guests sit around him in a specific order. Another clue to having 

guanxi is, when at the dinner table, the host is served, for example, a fish. 

Its head has to be turned to the host, not the tail, as this would mean a 

less important person. Guanxi is closely related to gift-giving. Personal 

gifts are presented to different types of people or purposes. Very 

important people should be given more important and valuable presents. 

If some people want to give gifts to their leaders, they should endeavor to 

find a mediator and to establish guanxi, otherwise there is no way to go in. 

Once guanxi is built up, it will be easier to deal with business.  
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As mentioned in our interviews, some Chinese returnees have taken 

important positions in the government and in nation-owned enterprises, 

benefitting from China´s luring policies. These people have used their 

talent, expertise and English skills to serve China. They have contributed 

to helping with China´s modernization and Westernization along with 

connecting China with the world.  

We also got a clearer idea of the extent to which international 

business has impacted on the local community. Take, for instance, KFC, 

McDonald’s and Pizza Hut. These are warmly welcomed by local Chinese 

people because they provide clean, individual and convenient 

environments. Their service is very good and adjusts to consumer demand. 

Influenced by these foreign services, traditional Chinese business are 

becoming aware of this individualist approach and are changing because of 

this. These companies are also becoming localized to produce food suitable 

for local people through market research. For example, KFC’s Guihua 

Ban´Ou (osmanthus flowers with lotus root) has promoted itself to 

“change for China by creating a new snack food, existing in China, with 

unlimited creation” (ads inside KFC). Another example can be found in the 

Nestlé Company ads for China: “China, a country exuding with vigor of 

youth; a people exuberant with aspirations; an economy budding with 

opportunities and great challenges. Nestlé is proud to contribute towards 

continuous progress in the spirit of `Good Food, Good Life´, while making 

a sustainable contribution to the community at large. Together, striving 

towards a bright future” (The Nestlé Brochure, 2006). 

In order to improve knowledge of language and culture, training and 

retraining in the business world has become a common practice. 

Government officials and enterprise managers are learning English to 
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better coordinate with the outside world as are foreigners learning Chinese 

to cope with these challenging times. For instance, the General Manager of 

Auchan Company (France) is learning the local language and culture. As 

Graddol (2006:15) predicts that “Specialist English teachers will need to 

acquire additional skills as English is less often taught as a subject on its 

own.” Because of China’s rapid entrance into the global market, people 

need to keep up with the pace, of constant study and training, otherwise 

they feel that they are left behind from a strong and cruel competition. 

We have observed this type of training in the local business 

community, where communicative skills, and guanxi connections in 

particular, are also being emphasized. When we were shopping at Suihua 

Shop (Northeast China), we witnessed a manager who was teaching her 

employees how to deal with their customers in the shop: communicating 

with customers with smiles and greetings, trying to figure out what they 

are thinking, for example. The manager exemplified how to encourage a 

parent to buy children´s shoes with flattery: “this pair of shoes is so nice 

for your kid”, as if to say that the kid looks so beautiful with these shoes 

on. Another example came from a typical business language of the 

Chinese business people: “the products of our family business (company) 

are always of good quality.”  

On the basis of these commercial examples, as recorded in my diary, 

date 16/08/2007, I have reflected that (a), communicative skills have also 

been attracting attention in the Chinese business community, and (b), 

some influence of Confucianism on Chinese community can be observed. 

As has been widely mentioned in this thesis, good guanxi connections can 

help achieve profit in business. These Chinese merchants consider 

business as a family (Chen, 2001:19), preferring to successfully deal with 
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their business on the base of good guanxi relationship. That works in 

China, being cultural and localized to attract their customers.    

Some famous international enterprises offer free English training 

within their premises or outside, while most local companies and some 

foreign companies, like supermarkets, demand you learn on your own. As 

we have seen, companies require employees to master English along with 

other skills. For example, in an interview with an ex-employee of Hua Wei 

Telecommunications in July 2007, I learnt that the manager of this 

company urged its employees to learn English at their own expense in 

order to be internationalized and to contact advanced technology. Most 

Foreign enterprises are locating in Beijing, Shanghai, Guangzhou and 

Suzhou. They require job applicants to have advanced English, especially 

in the field of research and development, where they require technical 

English knowledge. 

We recount an experience in Wal-Mart (Nanjing, East China). This   

was the first American retailer to enter the Nanjing markets. The manager 

of Human Resources did not want to talk to me because I had no 

appointment. They said that this company was not obliged to accept my 

survey about English usage here. Because their managers all held Level 8 

Certificate of English Specialization, it was unnecessary to do this research. 

The top executives come from the USA. This company offered other 

training, but not English courses wanting their top employees to learn 

English on their own in the face of strong competition. 

Since China entered the WTO in 2001, international co-operation has 

become increasingly developed, particularly related to science and 

technology, and education. It has been predicted that not many Chinese 
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students will be studying abroad in twenty years time, because they will be 

educated in their hometown at international cooperative universities. For 

example, China-cooperative schools with English speaking countries like 

the UK, USA, Australia, New Zealand and Canada can be found in most 

coastal capital cities. 

As far as we know, most foreign enterprises offer professional English 

to their employees and also train them abroad in their headquarters. They 

use English to hold weekly meetings, and many of them have adapted to 

Chinese culture, endeavoring to build up guanxi relations with local 

governments, and employing local skilled people to be suitable for the 

rapid Chinese changing situations. 

Most of the Chinese employees working at major companies felt their 

English knowledge to be very limited from their schooling, having retrained 

in this language to guarantee a proper job in the market. We viewed some 

notes taken from an Internet writer which reveal problems in English 

education: “At school, we tried hard to learn English. What we learnt was 

so limited for work, so we had to expand our English knowledge.” 

We also found in local newspapers some foreign teachers opinions on 

Chinese people´s English learning:  

• Chinese people learn English, focusing on “techniques” (grammar or 

fluency) while spoken skills are ignored.  

• Speak a little English. 

• Learning English is not solely for exams.  

• Confidence is the start for well learned language (Modern Express, 

14/June/2007). 
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As quoted from a former colleague “English is the language of doing 

business with countries worldwide”. 

 

Extra thoughts and notes: English in China is widely used in hotels 

and restaurants. A general manager of a shopping mall suggested I make 

a survey in five-star hotels, such as the Hilton, Jingling – where English is 

overwhelmingly used and approached in international communication. Mr. 

Geng Biao (General Manager of Nestle Shuancheng Company, 

Northeastern China, see Appendix 2) repeated that English is frequently 

used for e-mail, fax, and written documents in trading companies, 

although spoken English is seldom used. The Deaf and Dumb English 

phenomenon is very common. Another particularity I found through my 

field research is that Chinese business people believe in fate (fortune/good 

luck). As recorded in my diary (14/07/2007), when interviewing Mr. Jack 

Wang, Manager of Jiangsu Man Co. Ltd., he said that “we Chinese 

merchants believe in fate. If we´ve got good fate in doing business, we 

can make more wealth.” Hung (2009) points out “Many people believe in 

fate, something that is predetermined by the year, month, day, time, 

minute, or second individuals are born. This gives us the DNA for the good 

fortune or how we will experience life, including our personality, wealth, 

health, and more.”  

It should be registered that I had some difficulties in carrying out this 

survey. First of all, it was difficult or impossible to get access to targeted 

companies without guanxi relations, and secondly, most of the employees 

were busy and did not have the time to contribute. They were expected to 

work at all times under high pressure and competition. Thus, it was hard 

work to find open doors and the right amount of guanxi in order to 
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continue with this research. Some specific problems I encountered were: 

foreign companies, which are considered by the Chinese to be bullish, 

meaning that they are very locked up in their own laws, do not consider 

guanxi relations; on account of competition, companies (for example, 

Coca-Cola) are closely controlled and do not welcome inquiries; I was told 

by my former colleagues that I was not adapted to Chinese culture any 

more, which made me an outsider in the guanxi relationship. This caused 

me to reflect on how I had been changed by my experience of living in 

Portugal without consciously realizing this. In fact, I could not understand 

what my colleagues were talking about; this being my culture shock. 

As China continues to open up and its economy continues to grow, it 

will further embrace global business, and the demand for English and for 

English learning will continue to grow too. Management and engineering in 

China continue to thrive, leading to the growth of specialization courses 

(e.g., MBA) and training in these areas, so as not to need to import such 

talents. 

Managing China´s New Reality 

Facing the new reality of uncertainty and volatility in the Chinese 

marketplace, a few social and economic experts have made 

recommendations on how to deal and behave in China today. Fuchs and 

Yang (2007:22), for example, are experts on social behavior in China, and 

know well the cultural values of Chinese consumers, pointing out that “in 

China collectivism is a key value, so brands have to aim for universal 

popularity and emphasize group harmony”. Tao and Hillier (2007:20) also 

suggest people to be prepared because: “China is full of pitfalls for the 

unwary. It requires particular understanding of local culture, markets, and 
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business methods. Dealing with Chinese law is just as complicated”. Huang 

(2008:10) emphasizes “However, cross-cultural understanding should 

always be a two-way traffic. If East and West both work to improve the 

traffic, the future will indeed be harmonious”.   

To sum up Wall Street Veteran Jack Perkowski wrote a book entitled 

Managing the Dragon, in which he sums up his experiences in China and 

concludes that “the key to doing business in China is to build a 

management team by hiring qualified locals” (ibid:10).  

Although Chinglish was “cleaned up” by the Beijing government to 

welcome the 2008 Beijing Olympic Games, some people have predicted 

that this language phenomenon will not disappear and will continue to 

develop. According to Huang (2008) “Chinglish will persist - and even 

thrive - far after the Games have ended” (p.10), because Chinglish reflects 

the special Chinese characteristics and China’s uniqueness. With the rapid 

economic growth, this variety of English will enrich the English language 

family tree, mirroring how the Chinese think and use their language, and 

reflecting China´s rapid integration into the world economy. As Chinese 

photographer Zhang Ou reminds us, Chinglish “records a special moment 

in Chinese history”. Thus, she considers “the bastard language (Chinglish) 

is a powerful metaphor for, and marker of, the incredible speed of China's 

development and its desire to catch up with the rest of the world (ibid:10).  

Language development and policy are always hand in hand with 

economic development and status. If China continues to boost its economy 

and open up to the rest of the world, Chinglish will continue to be used. 
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China´s Twelfth Five-Year Development Project will start from 201162 , 

announcing that this nation will further open its door to the outside world. 

This might mean that China English/Chinglish will retain its usage in the 

Chinese marketplace. However, to be fully understood, people need to 

standardize their English proficiency in order to achieve the “win-win 

principle”. 

  

Conclusion 

In an age of globalization, no country will forever be a winner or loser, 

but to find the harmony and cooperation needed to be successful, 

respecting each other should be the fundamental value. Based on what we 

have observed and experienced, English plays an essential role in China´s 

international business. Training and retraining are also essential factors to 

keep pace with the fast emerging Chinese markets. Although some 

difficulties still arise in different settings, the Chinese tend not to be 

absorbed with these complexities, but soon adopt the ever-changing 

factors in their daily life. Li Yang (Director of Crazy English Language 

Training Company) predicts that “The future belongs to those who believe 

in the beauty of their dreams”. We can assume that going to China to 

realize your dream of successful business might become a new trend and a 

reality today.  

                                                 
62 Source: http://news.longhoo.net/2010-10/16/content_4403217.htm. Accessed 
18/10/2010.   
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Section 3.2.4 Quantitative Analysis: English in Business 

in China 

 

3.2.4.1 A Brief Literature Review 

This survey was supported by the theoretical principles of a number of 

scholars and researchers, in three areas: (1) linguistic views on the role of 

English and its language effects, (2) market specialists on how to do 

business in China, (3) applied social research methods on surveys. These 

principles are outlined below.  

Regarding linguistic views on the effects of English, Phillipson (1997) 

points out that the predominance of English worldwide has brought global 

inequality in human and natural resources. Pennycook (1994) also 

addresses the cultural and political implications of global English, 

concluding that it functions as a gatekeeper, while recognizing the social 

and cultural benefits of the predominance of English across the planet. In 

our opinion, these two linguists, amongst many others, have shown the 

English language to have a great impact globally, reinforcing the idea that 

the predominance of this language brings a heavy load of colonial 

influence.  

On the other hand, Graddol (1997, 2006) predicts that the future of 

English will move more in the direction of “complexity” and “diversity”, 

concentrating on the leading position of English as the language of the 

global market. This position might start to diminish with other emerging 
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markets, which he considers to bring “complex international, economic, 

technological and cultural change” (ibid). 

In addition, McArthur (1998) demonstrates that the global 

phenomenon of English has led to a wide range of world Englishes, 

revealing specific historical, social, and cultural characteristics. This 

phenomenon challenges people to understand the local impact of these 

languages, and the impact of local languages and realities on them. 

Kachru (1992) has contributed to our understanding of “Englishes”, 

illustrating the “multicultural linguistics of English” as a process of 

“nativization” or “indigenization” (ibid). In short, it is these influences that 

prevailed upon our research and framed the strengthened linguistic 

approach of our survey.  

Other specialists in the field of intercultural communication, scholars 

like Ting-Toomey (1999), Gudykunst (1998), Hall (1976, 1998) and 

Hofstede (1997) have also made a great contribution to this survey, 

particularly regarding the effects of cultural practices and values on the 

business environment, and the importance of intercultural skills. 

In addition, specialists in market and marketing have provided their 

own experience and insights on how to do business with China. For 

instance, Ilhéu (1996) indicates that Portuguese companies should 

improve their knowledge of Chinese markets, especially knowledge of local 

social and cultural customs and values. Ambler & Witzel (2000, 2004) also 

suggest business people should be well aware of the Chinese business 

environments. Chinese cultural values of harmony, guanxi and collectivism 

should be well understood when doing business in China. All these 
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suggestions have paved the way for international business people to know 

better the Chinese cultural environment.  

Specific specialists in applied social research methodology were 

consulted in order to inform our study, namely Fowler (2009), who 

indicates that “a sample survey brings together three different 

methodologies: sampling, designing questions, and data collection”. 

Sampling refers to defining the surveyed population, including numbers 

and characteristics of this target population (Fink, 2008). Questions should 

be well understood and answers to these questions must be meaningful 

(Presser, 2004; cited in Fowler, 2009). Additionally, Oppenheim (1966, 

1992) indicates that the “feasibility within the limitations of time”, costs 

and staffing should be taken into consideration. Data can be collected in 

different ways. As Oppenheim (1966, 1992:101) points out: interviews, 

postal questionnaire, content analysis of records and observational 

techniques are the “main types of data collection instruments”. Interview 

techniques can be conducted over the telephone, through computer 

mediated communication (e.g., e-mail or chat box) or just face-to-face 

(Opdenakker, 2006). The advantages and disadvantages of the interview 

are also identified by Oppenheim (ibid:102), taking as an example, high 

response rates, rapidly correcting misunderstandings, along with other 

observations and ratings that can be achieved through the interview. 

However, interviews are always expensive and time-consuming. Compared 

to the interview method, a questionnaire is a low cost way of collecting 

and processing data (Oppenheim, 1966, 1992:102). Other advantages of 

questionnaires have been demonstrated; for example, respondents will not 

be so influenced by researchers´ opinions and attitudes when answering 
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their questions63, and they can answer in their own time, having “less 

pressure for an immediate response” (Gillham, 2000). But, a questionnaire 

instrument has its disadvantages, too. As Oppenheim (1966, 1992:102) 

indicates the risk of “low response rates and consequent biases”, the lack 

of “opportunity to correct misunderstandings” or to provide explanations, 

together with the absence of a “check on incomplete responses” are 

considered as the main disadvantages of a questionnaire method. 

As mentioned above, every research instrument has its own features 

and characteristics in data collection. In this case, we chose the 

questionnaire as our main research instrument, taking it to be a “powerful 

and economic evaluation tool”64. Malhotra (2004) defines a questionnaire 

as “a formalized set of questions for obtaining information from 

respondents”, reminding us that: “a questionnaire is the main means of 

collecting quantitative primary data. A questionnaire enables quantitative 

data to be collected in a standardized way so that the data are internally 

consistent and coherent for analysis” (ibid:176-177). Thus, for the 

purposes of collecting data from a wide ranging sample of business people 

in China, we considered questionnaires to be the most effective and 

practical research tool. 

As is well known, questionnaire design requires the identification of 

objectives, a defined sampling group, and a determined data collection 

medium. These elements are crucial for achieving research objectives 

(Brace, 2008). For a questionnaire to be an effective way of gathering 
                                                 
63 “Observation method.” At 
http://www.managementstudyguide.com/observation_method.htm. Accessed  
21/07/2010.  
64  “Questionnaire Design.” At 
http://www.cc.gatech.edu/classes/cs6751_97_winter/Topics/quest-design/. Accessed  
21/07/2010.  
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quantitative data, questions should be made transparent, easy to answer 

and standardized, avoiding leading respondents towards particular 

answers. In addition, the selection, wording and ordering of questions and 

answers are very important (Arlene, 2008). Attention to these aspects 

strengthens the validity and reliability of the research instrument. 

 

3.2.4.2 Questionnaire Development 

It was based on these ideas that we designed our questionnaire. This 

survey was intended to explore the roles and functions of the English 

language in businesses in the Chinese marketplace. It also aimed at 

examining the impact of intercultural and language skills, and national 

cultural environments on international business in the same domain. 

In order to achieve these goals, the questionnaire was constructed 

and further developed in 2007. It is composed of four parts, which deal 

with “Personal Information”, “English Language”, “Intercultural Skills” and 

“English in China” (see Appendix 4). With a view to exploring the role and 

status of English in the Chinese marketplace, the questionnaire was 

written in both English and Chinese. In order to ensure the validity of the 

research, the sequence of questions was carefully designed, established 

and administered for both closed and open-ended responses. Measuring 

scales were chosen to provide the appropriate information from our 

respondents. Two types of close-ended questions were designed: 

dichotomous questions (yes/no), and multiple choice questions with an 

option for “other” to be filled in. Meanwhile, open-ended questions were 

also included, as exemplified, “China is a country with the highest 
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economic growth rate, what is there to learn from China´s success?” at 

the end of the questionnaire. 

As discussed in our qualitative research, China is changing rapidly, 

and time increasingly means money. Taking into consideration the time 

and effort that our participants would need to put into this questionnaire, it 

was designed mostly around multiple choice options and closed questions 

requiring simple answers. The open-ended question was intended to obtain 

our respondents´ feelings, attitudes, and perceptions of the impact of the 

English language on the rapidly growing Chinese economy. In short, these 

questions were designed to provide a background into the development of 

the English phenomenon and its role in international business in China. 

To strengthen the validity of our research, the questionnaire was first 

developed in English, being tested, revised and modified. The Chinese 

version was created and then corrected by two native speakers of Chinese 

working at the University of Aveiro, who have no existing knowledge of 

this study. This helped to avoid errors in translation. It also ensured that 

the meaning and concept of the work were as reliable as possible (Shi, 

2003:106). Many types of variables were measured, including gender, age 

and profession. In order to learn more about the different relationships 

between these variables, comparisons between different generations, 

genders and professions were made during our data analysis. 

Because our theoretical research reached an end by the year 2007, 

we found the opportunity to travel at this time to apply our survey locally. 

It was also an opportune time because of the pre-Olympic phenomenon 

and the steadfastly growing Chinese economic and social development, 

which was drawing the global eye towards China. We thus visited major 
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companies in what is known as the capital of industry, located in the 

Eastern part of China. For the professional areas, we determined to choose 

some typical enterprises as our survey partners. These companies were 

randomly selected by their location and profile as well as our familiarity 

with them. The selected companies must have great social/economic 

influence on the local community. Thus, companies like Nestle, Coca-Cola 

and others were considered for surveying in the capital city of Harbin 

(Heilongjiang province, Northeastern China). 

The following year 2008 was a natural time to conduct the second 

stage of our survey as it was the year of the Beijing Olympic Games. We 

had already witnessed the impact of English on the whole country, making 

this an excellent opportunity for us to finalize our project. We presumed 

that this phenomenon would tremendously affect our survey result, so I 

visited Beijing to feel the Olympic atmosphere and its effect. With the help 

of a former colleague, I also conducted the survey in Zunhua International 

Hotel in Hebei province bordering Beijing. 

The survey thus began in Eastern China in 2007, when the 

questionnaire was distributed in 44 international and national companies. 

First, I tried hard to find some guanxi and acquaintances in Chinese 

governmental offices and companies. Then, I used the Xiaonei network 

web site65 to publicize the survey, emphasizing that we needed their help. 

Finally, my former colleagues whose work was related to my field work, 

agreed to find more guanxi to help me. Thanks to technology, Internet and 

telephone in particular, I was able to work efficiently and with confidence 

                                                 
65 Xiaonei network web site is a former classmates´ network (“校友录”). At 
http://class.chinaren.com/.  
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inside China. After establishing the necessary social relationships, the 

survey was sent off in paper form or by e-mail. 

To gather more data, and to expand our study to include international 

business in other parts of China, the same survey was conducted both in 

Northern and Western provinces in 2008. This questionnaire was 

administered by e-mail or in paper form. Our research participants were 

employees at international or national companies inside mainland China. 

We gained access to our respondents by giving them this questionnaire 

through a few relevant companies; the sample population was selected at 

random, and covered different categories of employees within the 

companies. The majority of these employees were technical professionals, 

followed by marketing and sales personnel, managers, engineers, as well 

as public relations professionals, tourist guides, workers and an accountant. 

To communicate with the respondents, contact was established using 

a range of techniques, such as telephone, face-to-face, or e-mail. I 

introduced myself with an ID, exchanged greetings and expressions of 

mutual cordiality; I then explained the aims of the survey, and my hope 

that companies would cooperate with us, emphasizing that this study was 

not related in any way to enterprise or business secrets. If I had no guanxi, 

nor acquaintances, there was no way to get in, or to have answers from 

any respondents. For example, I was not permitted to conduct the survey 

in a Wal-Mart supermarket or a British bank in Nanjing, thus underlying 

the central role of guanxi in this survey. Without guanxi or acquaintances, 

no company or enterprise would receive my questionnaire. On the other 

hand, if my acquaintance had built a close relationship with a company, 

my survey would be warmly welcomed. If government officials accepted to 

carry out a survey, it would be easier and more welcomed by companies 
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with which they would be most cooperative. Then, the company would give 

presents to government officials who would be conducting the survey in 

order for their business to be “taken care of” by the government officials. 

As already mentioned in Chapter Two, it is generally known that local 

Chinese government officials are very bureaucratic and hierarchical (e.g., 

Fang, 1999; Chen, 2001; Ambler & Witzel, 2000, 2004). Some of them try 

to use local policies to limit or burden companies, sometimes a bribe can 

mean the seal of approval. Companies must deal with types of social 

guanxi, building good relationships with local government to ensure their 

company business runs smoothly. The difficulties that international 

companies have faced are sometimes the result of corruption of local 

government and being unfamiliar with local customs and business cultures. 

Take, for example, the Coca-Cola Harbin Company. To go there for a 

survey, I had to wait for permission from the general manager. Foreign 

management has strict regulations. Without guanxi or an acquaintance, 

there is no reception, even although foreign companies seem not to pay 

much attention to guanxi, and to do things according to the law. 
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3.2.4.3 Data Analysis and Presentation  

 

After collecting the data, effective data analysis was carried out. The 

results of this analysis are presented in the sections which follow in tables, 

diagrams and statistical methods. Our findings will then be accounted for 

and discussed. 

 

3.2.4.4 Results of the Survey (2007 and 2008) 

To meet our objectives, it was pertinent and necessary as we have 

said to survey in different regions in mainland China. Thus, our survey 

covered, on the Eastern coast, one autonomous region (a minority ethnic 

group-centered region, where it has local government. Compared to 

provinces, it has more legislative rights), and 9 provinces from North and 

South China, plus two municipalities of Beijing and Shanghai, as well as 

the fastest growing Western province (see Figure 3.2). 
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Figure 3.2 Map of Data Collected in Mainland China 
 
 
1. Heilongjiang       2. Jilin   
3. Liaoning  4. Inner Mongolia Autonomous Region 
5. Beijing    6. Hebei    7. Shandong  
8. Jiangsu   9. Shanghai   10. Zhejiang 
11. Guangdong  12. Sichuan 
 

From the total of 630 questionnaires delivered, 390 were given in 

Chinese and 240 in English. 70 were sent by e-mail and the remaining 560 

were delivered in person. In total, 382 questionnaires were received, 47 

with no answers. 335 questionnaires were considered valid, 262 in Chinese 

and 73 in English (see Table 3.1). 
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Sent 

Questionnaires 

By E-mail In 

Person 

Valid Invalid 

In Chinese 390 20 370 262 39 

In English 240 50 190 73 8 

Total 630 70 560 335 47 

Table 3.1 Classification of the Questionnaire 

 

In the following sections, the survey results are presented in four 

parts, namely: Personal Information, English Language, Intercultural Skills 

and English in China. 

 

3.2.4.4.1 Personal Information 

The personal information of the respondents is presented in 

accordance with the following categories: profession, nationality, age, 

gender and academic background. As regards profession, the participants 

were from different professional areas. The majority was technical 

professionals (112), followed by marketing/sales personnel (61), and 

managers (59). There were a number of engineers (25), as well as public 

relations employees (20), 2 tourist guides, 2 workers, and one accountant. 

One of our respondents who worked in a foreign company was both 

manager and technician. Another was unemployed and one whose job was 
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not applicable to the given choices. It is worth noting that there were 50 

respondents who did not answer this question, perhaps because none of 

the answers was applicable to them. The detailed personal data of the 

employees is shown as follows (see Table 3.2). 

 

Table 3.2 Classification of Professional Categories of Respondents 

 

Professionals Number 

Technicians 112 

Marketing/Sales 61 

Managers 59 

Engineers 25 

Public Relations 20 

Tourist Guides 2 

Common Workers 2 

Accountant  1 

Manager & Technician 1 

Other 1 

Non-professional (jobless) 1 

No Answer 50 
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The nationality, ages and gender of our participants were also 

accounted for. The majority of them were Chinese, except for three 

Brazilians and an Australian manager who only answered his nationality. 

The majority were aged in their twenties (145), followed by 133 in their 

thirties, 45 in their forties, 3 in their fifties, and one 60 year old. 7 

respondents did not answer. Regarding their gender the sample was very 

balanced, with 180 male and 150 female participants, and 5 respondents 

who did not answer (see Table 3.3). 

 

Age Number 

21 -30 Years 145 

31-40 Years 133 

41-50 Years 45 

51-60 Years 3 

Over 60 1 

No Answer 7 

Table 3.3 Age Range of Respondents 

With regard to their academic background, the majority – 167 

respondents - hold a Bachelor´s degree, 74 hold Master´s degrees, 8 have 

finished their Doctoral degrees, while 72 had no academic degree beyond 

a two or three year training or undergraduate course (see Table 3.4). 
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Academic background Number 

Bachelor´s Degree 167 

Master´s Degree 74 

Doctorate Degree 8 

Non-Academic Degree 72 

No Answer 14 

Table 3.4 Academic Background of Respondents 

a. Company Profile 

We next categorized the profiles of the companies respondents work 

for and the English learning experiences of the respondents to lay a 

foundation for further data analysis. At the time the survey was carried out, 

the respondents were mostly working in 71 companies, while 22 gave no 

answer relating to their current employers. These companies were 

classified according to their location, international or national profile, 

products and type of company, such as: foreign, joint venture, state-

owned, or private company (see Appendix 1). The companies were 

randomly chosen, and have following characteristics: manufacturing 

businesses like wood products, milk and soft drinks, sea food; service 

sector enterprises like tourist offices, banks, language schools, hotels and 

restaurants, airlines; and technology companies, like telecommunications 

and electronics. 
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We need to mention that 22 respondents did not answer this question. 

These respondents might not know their company´s profile, or they might 

not like to say which company they worked for. The numbers and types of 

the companies are shown as follows (see Table 3.5): 

 

Type of company Number 

Foreign  

USA 9 

UK 4 

Germany 3 

France 1 

Poland 1 

Canada 1 

Singapore 1 

Sub-total 20 

Joint Venture  

China & Korea 1 

China & Brazil 1 

China & Switzerland 1 

China & USA 2 

China & Germany 1 

Sub-total 6 

Chinese Companies  

State-owned 15 

Private 30 

Sub-total 45 

Total 71 

Table 3.5 Companies Surveyed 
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b. English Learning Experiences of Respondents 

The majority of our respondents (267) have been studying English for 

up to twenty years. In addition, 40 respondents have been learning 

English for more than twenty years, including three trading managers who 

have more than thirty years experience in learning this language (see 

Table 3.6). 

Table 3.6 Years of Respondents´ English Study 

With respect to sources of learning English, the majority of the 

surveyed employees – 263 - studied in the already implemented English 

programs in public schools. Only eight respondents, including three 

Brazilians, have also studied at a private language school. Media sources 

(Internet, TV, DVD, CD, books, journals, magazines, etc) represented a 

reinforcement of English studies for five people, while two people had 

furthered their English studies abroad (Haigui, Chinese returnees), and 

one answered that they were a self-learner. Notably, some employees 

replied that they had experienced English in public and private schools, 

abroad and through the media, for example: four engineers answered 

“public, media and other”. This might mean different sources ranging from 

personal tutor, relating in the case of English speaking engineers, 

Years of English Study Number 

Up to Twenty Years 267 

More than Twenty Years 40 

No Answer 23 
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conferences or training. There were also 24 respondents who left this 

question blank. Detailed information of the respondents’ sources of English 

study is shown in Table 3.7. 

 

Source of English study Number 

Public School 263 

Public School, Abroad 10 

Private Language School 8 

Public & Private Language 

School 

8 

Media 5 

Public School, Media, Other 4 

Public School, Media 3 

Public & Private Language 

School, Media 

2 

Abroad 2 

Public School, Abroad,  Media 1 

Abroad, media 1 

Self-Learner 1 

China 1 

Other 1 

No Answer 24 

Table 3.7 Sources of Respondents´ English Study 
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c. Other Language Skills 

Besides having learned English as a second language, some of our 

respondents have also acquired other foreign languages and intercultural 

skills to prepare for better job opportunities and self-improvement 

standards. The majority of respondents, however, claimed not to speak 

other foreign languages, including 281, who did not answer this question. 

Only 55 people claimed to speak other foreign languages (see Table 3.8), 

such as Japanese (28), French (12), German (4), Spanish (2), Russian (2) 

and Korean (1). One engineer and another technician, aged in their thirties, 

answered that they can speak three or four foreign languages. 

 

Other foreign languages spoken Number 

Japanese 28 

French 12 

German 4 

Spanish 2 

Russian 2 

Korean 1 

French, German, Japanese 1 

French, German, Japanese, Russian 1 

No Response 4 

Total 55 

Table 3.8 Other Foreign Languages Spoken by Respondents 
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The majority of our Japanese-speaking respondents were engineers 

(13), technicians (4), managers (3) as well as Marketing/Sales personnel, 

working in Chinese trading or joint venture (automobile) companies in East 

China. Japanese is a popular foreign language in China and Japanese 

companies are widely spread in this country. Geographical proximity, wars, 

the Japanese invasion of China and imposition of its language in North 

East China during World War II are factors which have influenced the 

relationship between the two countries and their languages. 

Learning and speaking French is a trend for some Chinese employees. 

In this questionnaire, 14 of the technicians and engineers from Chinese 

trading and joint venture companies claimed to speak French, aged in their 

thirties and forties. These survey results indicate that Chinese employees 

have been improving their competitiveness through practicing other major 

foreign languages. 
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3.2.4.4.2 English Language 

This section of the questionnaire asked respondents to answer how 

English affects their daily lives. It is organized in accordance with the 

following categories: Continuity of Employees´ English Study, Reasons for 

English Study, Source of Financing for English Learning and The Impact of 

English.  

 

a. Continuity of Employees´ English Study 

Regarding the continuity of their English study, the majority of 

professionals – 214 - claimed to be continuously studying the English 

language; their professions were managers or boss, foreign trade 

salesmen, engineers and business people. 46 respondents answered that 

they had discontinued their study and 38 did not answer this question. 

People whose work was related to the use of English were investors, 

technicians, engineers, receptionists and service providers, tourist guides 

and operators, along with government officials. 

 

b. Reasons for English Study 

The reasons for learning English were given as: communication at 

work, obligation, and communicating with colleagues and their foreign 

counterparts. “They need to speak English with foreigners”, answered a 
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Brazilian manager, and the responses of the employees reflect this reality: 

“work needs” or “better work”, was associated to 25% of the answers. 

Some respondents revealed from their answers that English learning 

depends on their personal interests and the widening of their professional 

horizons; for example: “to be prepared for globalization of the company, 

import and export trading, strengthening and improving the level of work, 

English enjoyment, business and self-development, to improve personal 

quality, to negotiate with foreign business people and career development 

needs”. It should be mentioned that nearly half of our respondents (147) 

did not give their reasons for English learning. Most of these respondents 

were technicians, marketing/sales personnel, engineers or managers 

under 40 years old. Perhaps English has become such a natural part of 

their professional lives that they felt it unnecessary to answer this question. 

 

c. Source of Financing for English Learning  

With regard to whether their company financed English learning or not, 

134 respondents answered “No”, while 83 responded “Yes”, along with 71 

who did not answer (see Table 3.9). We conclude that in this sample, most 

companies do not finance their employees’ attainment of English 

competence; however, closer examination reveals that most of the foreign 

or joint venture companies have for English courses for their employees. 

Some companies, for example, Yanfeng Visteon Automotive Trim Systems 

Co., Ltd. (China & USA) have been inviting English teachers from private 

language schools to train employees inside their companies. Chinese 



The Role of English in International Business: the Case of China  
 

 199

companies, in particular, computer, telecommunication and trading 

companies, have also followed the same trend. 

 

Company-Financed Number 

Yes 83 

No 134 

No Response 71 

Table 3.9 Company-Financed English Learning 

 

d. The Impact of English  

In this sub-section, we will present the opinions of our respondents 

regarding the impact of English on the Chinese business community. Such 

opinions are organized around the topics: daily usage of English, English 

language competence, English varieties, and areas in which English is used 

for communication. The future of English as a business language is also 

considered.  

In relation to English usage, it is clearly shown that English has had a 

strong impact on the employees´ daily lives (see Figure 3.3). A majority of 

91.34% of the respondents say that they use English frequently. It is 

worth noting that the three Brazilians in our sample speak mainly English 

with their colleagues, while amongst all other surveyed professionals, half 

of those aged in their twenties apply English skills daily, such as 
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technicians (65), marketing personnel (43), engineers (21) and public 

relations staff (20). In addition, employees from foreign, joint venture, 

Chinese trading and telecommunication companies, hotels and restaurants 

also use English a lot. In contrast, 6.3% of the respondents, most of them 

common technicians and working in inland China, have never used English. 

Nevertheless, a female respondent, aged 31, from Inner Mongolia 

Moerdaoga Taizhen Forest Products Co., Ltd, has been self-learning 

English for half a year. These results show the strong impact that English 

has had on the daily lives of employees. 

 

Figure 3.3 English in Employees' Daily Lives 
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From our enquiry, we can view the general purposes for learning and 

using English. The largest number, 76.4%, of the respondents use English 

for work, followed by 21.2% who use it for conversation, 18.8% for 

advancement, knowing Western culture, recreation, going abroad/travel, 

while 7.2% use English for other reasons. Needless to say, the answers 

reflect the many uses to which the respondents put this language. These 

results strongly indicate an overwhelming appropriation of English for work 

and professional reasons, in accordance with a perception of instrumental 

usefulness (Figure 3.4). 

 

Figure 3.4 Purposes for Using English 
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Regarding language competences and, according to the results of this 

questionnaire, 58.7% of the respondents answer that the competence they 

use most in English is reading, while the other half use English for both 

speaking and listening, followed by written competence (see Figure 3.5). 

53 respondents, including managers (21), technicians (18), 

marketing/sales people (12) along with public relations staff (2), claimed 

to use five language skills (Reading, Speaking, Listening, Writing and 

Translating). Interestingly, the majority of the surveyed employees who 

read in English or practiced the five skills were working in some foreign or 

joint venture companies as well as some Chinese trading companies. Half 

of these employees were in their twenties. Technicians (67) led the 

ranking of respondents who apply English more to reading, followed by 

marketing/sales personnel (34), managers (20), engineers (17) and public 

relations staff (7). These results illustrate the predominance of reading 

amongst competences in English applied by our respondents. They also 

indicate a possible tendency amongst younger people to use more 

language skills. 
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Figure 3.5 Employees´ Language Competences 

Regarding the varieties of English used (Figure 3.6), American English 

seems to hold a dominant position among other Englishes. 55% of our 

respondents select this option, with 30.8% claiming to use ‘British English’, 

followed by a ‘mixture of English’ (15.5%). 9.3% claimed that they did not 

know the source or variety of English while 8.1% claimed they use 

‘Chinese English’. British English was selected by employees mainly from 

some Chinese trading and telecommunication companies, along with some 

joint venture companies. American English was mostly employed by 

American companies and Chinese national and private companies (mainly 
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trading companies). Notably, some employees of European companies 

used both British English and American English. One female employee 

from Emerson Network Power (origin: USA), aged 25, with a Master´s 

Degree, answered ‘British English’, ‘American English’, ‘Chinese English’, 

‘Canadian English’, ‘Indian English’, along with other World Englishes. She 

might have acquired language awareness through travel or communicating 

with foreigners, or she might have misunderstood the question. However, 

these findings clearly indicate that American English is felt to be the 

dominant variety used in China although this is not a clear choice, given 

the number of respondents who do not give a clear answer. 

 

Figure 3.6 Employees´ Varieties of English 
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When asked about the areas in which English is used, 74.9% of our 

respondents regarded English to be used mostly in Trading Companies 

(see Figure 3.7), followed by Translation Companies (62.7%), Tourism 

(50.4%), Hotels and Restaurants (48.7%), School (29.6%) and 

Communications Media (27.5%). These results indicate that (a) English 

has become a priority in trade; (b) English has also been given importance 

in translation and in travel and other service industries, and (c), it has 

already become a major tool for Chinese employees to communicate with 

foreigners in the business oriented market. 

 

Figure 3.7 Areas in English Communication 
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When questioned about how English is likely to develop as the 

language of business in China (see Figure 3.8), our respondents strongly 

confirmed the statement: “English will be the language of business in 

China” (75.5%). While around a quarter of our population considered that 

Chinese would become the global business language (25.5%). A small 

number of respondents claimed that another foreign language would take 

over (4.5%), while others confirmed that both English and Chinese would 

remain dominant (4%). A reduced percentage of our population working in 

inland companies did not respond to this question (6.3%). In addition, a 

few respondents made some comment on this question (1.3%). For 

example, a female technician emphasized the role English played in global 

business as follows: “if any organization is linked with foreign business or 

multinational operation type of business, English is the most popular 

language to be applied” (aged 35, from British ACT Link Company). 

Another comment from a technician emphasized the great impact of 

English on China: “English as a global language has been extensively used 

worldwide. In China´s internationalization, English will definitely become a 

language for China´s communication with the world. Although Chinese 

people have made great progress in using this language, the Chinese 

language is still an important tool for communication nationwide and with 

Asian countries. Mandarin Chinese will not degenerate through the spread 

of English in China” (aged 34, from Public Finances of Changchun, 

Northeast of China). These results support the argument that “English is 

the established language of business in China and will remain so” (Li & 

Moreira, 2009c). 
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1. English will be the language of business in China. 

2. Chinese will become the global business language. 

3. Another foreign language will become the global business language. 

  

Figure 3.8 Future of English in Business in China 
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3.2.4.4.3 Intercultural Skills 

 

The intercultural skills used by the respondents in their daily lives are 

presented through the following two categories: Learning of Intercultural 

Skills, together with Importance and Use of Intercultural Skills. 

a. Learning of Intercultural Skills 

With regard to intercultural skills, some 156 respondents admitted 

that they have some training in these skills, while around 96 answering 

that they have not, and 36 did not answer. When asked if the company 

financed the learning of these skills, 164 of those surveyed answered “No”, 

82 responding “Yes” and 62 provided no response (see Table 3.10). These 

82 respondents were mostly working in foreign or joint venture companies 

or in some Chinese branded companies. These results demonstrate that 

most of the foreign, joint venture companies and some top Chinese 

companies have given some attention to the improvement of intercultural 

skills. 

 

Intercultural skills 

learning 

Number Company-financed 

Yes 156 82 

No 96 164 

No response 36 62 

Total 335 

Table 3.10 Intercultural Skills Learning and Financing 
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b. Importance and Use of Intercultural Skills  

 

In this sub-section, we will present the opinions of the respondents 

regarding to the effects of intercultural skills on their daily lives. These 

opinions are organized into two categories: one referring to the 

importance of intercultural skills, and the other to the use of these skills in 

the Chinese business community. 

In terms of the importance of language and intercultural skills, nearly 

74.1% of the respondents considered both language and intercultural skills 

of great importance (see Figure 3.9). Interestingly, intercultural skills are 

considered more important than language skills. These results confirm that 

these skills are seen to guarantee qualification for a job to be well done. It 

is not just using the language, or using the intercultural skills, it is 

mastering both of them that makes a truly effective communicator. 

Business has, therefore, focused on both language and intercultural skills 

to improve its competitiveness. 
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Figure 3.9 Important Skills for Employees 

Nowadays, communicative skills are needed everywhere. With regard 

to the specific skills that the respondents use (see Figure 3.10), a 

significant number of our respondents answered that ‘contacting people’ 

was a priority (29.6%). The majority considered that ‘initiating 

conversation naturally’ (56.1%) and effective communication (45.1%) 

were important factors in successful communication. As addressed in 

previous chapters, Chinese people tend to express ideas or opinions both 

indirectly and implicitly. Gao and Ting-Toomey (1998:37) also emphasize 

the Chinese way of communicating as being “contained” and “reserved”. 

As already mentioned in previous Chapters, in order to protect mutual face, 
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Chinese people are also very shy at initiating a conversation with strangers 

or unfamiliar persons (“outsiders”), in English in particular. It is, therefore, 

very difficult for them to start a conversation naturally. 

A number of respondents (19.1%) considered ‘leading normal 

conversation’ (holding a conversation) as another important factor. 

Employees in their twenties and thirties showed more interest and 

motivation than colleagues in their forties and fifties in contacting people 

and initiating conversation skills. Influenced by the teachings of 

Confucianism and Buddhism addressed in previous chapters, silence is 

valued in Chinese culture in order not to “make trouble”. So, the Chinese 

speakers tend to be good listeners rather than good talkers. Our male 

respondents (56.3%) focused more on the effectiveness of communication, 

whereas their female counterparts paid less attention to this (39.7%). 

These findings illustrate that in the business arena, to achieve success, 

one has to consider, organize and apply good and effective communicative 

skills, but also indicate that not all age groups or both genders react 

equally to these questions, with younger men appearing to be more open 

and communicative. 
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Figure 3.10 Use of Communicative Skills 

 

Intercultural skills are also recognized as necessary in successful 

business, especially in the service sector. With relation to the areas 

needing these skills (see Figure 3.11), the majority of the respondents 

answered ‘trading company’ (79.1%), ‘tourism’ (64.8%), ‘hotel and 

restaurants’ (62.7%), ‘communication media’ (46.6%), while ‘translation 
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company’ and ‘shop’ had the same percentage (34.3%). Additionally, the 

majority of respondents considered that many areas needed intercultural 

skills since they selected multiple choices, indicating the degree of 

importance attributed to this area. One male employee, aged 29, from 

Military Manufacturing, in particular, responded: “All areas need these 

skills. I want to ask which job does not need communicative ability”. 

Concluding from this, we felt that the business world in these sectors has 

shown high expectations in relation to intercultural skills, which seem to be 

preconditions for its success. 

 

Figure 3.11 Areas Requiring Intercultural Skills 
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By and large, regarding the fields in which employees most use 

intercultural skills (see Figure 3.12), the majority of our respondents use 

them for professional purposes, such as ‘Work’ (77.6%), and also for 

‘Conversation’ (40.9%) and ‘Advancement’ (27.5%), while ‘Recreation’, 

‘Knowing Western Culture’ and ‘Going abroad/Travel’ share almost the 

same ranking (15.8%). As for gender, males showed more interest than 

females in having intercultural skills for ‘Recreation’, ‘Knowing Western 

cultures’ and ‘Going abroad/travel’. It was also the technicians that 

showed much more enthusiasm for these skills compared to the 

marketing/sales personnel, managers and public relations staff. These 

findings illustrate that intercultural skills are felt to be pertinent mostly for 

these employees´ work, but also related to their everyday life. 
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Figure 3.12 Purposes for Intercultural Skills 
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3.2.4.4.4 English in China 

The role of English in the Chinese marketplace is presented in 

accordance with the following categories: employees´ perceptions of 

English together with English in the Chinese cultural context. When asked 

how English is perceived in China (see Figure 3.13), our respondents’ 

replies demonstrated that job success and self-improvement are factors 

correlated with language attainment. This can be observed in their 

answers: ‘Better pay and better job’ (61.5%), ‘Communicating with 

foreigners’ (47.2%), ‘Knowing Western culture’ (42.7%) and ‘Going 

abroad’ (34.3%). Very few respondents, on the other hand, had a view on 

the great impact that English has on the Chinese marketplace, such as ‘No 

English, no future’ (15.5%) and ‘social status and power’ (11.3%). 

From the respondents’ answers, we can observe that there were some 

distinctions between professional categories and age groups regarding 

perceptions of English. Technicians perceived English more as a tool for 

going abroad, followed by marketing/sales personnel, managers, public 

relations staff and engineers. The majority of the marketing/sales 

personnel and managers in their twenties/thirties wanted to know Western 

cultures through English. Some engineers, managers and technicians from 

foreign, joint venture companies considered that English damaged the 

Chinese language and / or has an affect on Chinese national identity. 

These results  demonstrate that (a), English is felt to be a profitable 

means for the Chinese; (b) is closely associated with common people´s 

employment; and (c) English functions as a tool to communicate with 

foreigners and as a bridge to Western cultures. 
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Figure 3.13 Perceptions of English 

When questioned about the difficulties in communicating in English 

(see Figure 3.14), the majority of our respondents strongly agreed that 

‘Cultural/language barriers’ (77.9%) exist, while ‘Work or educational 

background’ (46.6%) and differences in cultural outlook (12.8%) were also 

attributed responsibility for this difficulty. These results confirm the 

perception that cultural and language barriers make it more difficult for 

employees to communicate in English with foreign people. They also 
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indicate the significant importance attributed to educational (academic) 

background on the part of our respondents, illustrating the degree to 

which academic backgrounds affect communication skills in English. The 

majority of Chinese holders of MA or PhD seem to have more confidence in 

speaking English, based on their enriched intercultural experiences and 

knowledge. 

 

Figure 3.14 Difficulties in Communicating in English 
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In relation to ways of communicating which were deemed to be 

effective by our respondents (see Figure 3.15), we found that nearly 

72.2% of our population strongly agreed with the effectiveness of ‘building 

long-term connections (guanxi)’, while some cultural values, such as 

harmony (54.6%) and collectivism (29%) were also highlighted. As for 

professions, public relations personnel gave more value to guanxi, followed 

by marketing employees, managers, technicians and engineers. As for 

differences between age groups, the surveyed employees in their twenties 

were more eager to build guanxi than their colleagues in their thirties or 

forties. These results demonstrate the overwhelming importance attributed 

to the role of long-term connections (guanxi) in the establishment of 

effective business communication, and the lesser but also strong role 

given to harmony. 
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Figure 3.15 Most Effective Ways of Communicating 



The Role of English in International Business: the Case of China  
 

 221

Regarding the importance of different cultural values in the Chinese 

marketplace (see Figure 3.16), our respondents’ answers produced 

interesting results. In effect, 70.4% of respondents answered 

‘interpersonal harmony’, while 64.5% considered ‘trust’, 52.5% agreed 

with ‘collectivism’, along with 46.6% who considered ‘guanxi’. Considering 

different age groups, our respondents in their twenties and thirties paid 

more attention to harmony than their colleagues in their forties and fifties. 

In relation to professional categories, marketing/sales personnel were 

more enthusiastic about harmony than managers, technicians and public 

relations employees. In addition, males showed more interest in harmony 

than females. These results demonstrate that a high level of importance is 

attributed to interpersonal harmony, trust, collectivism and guanxi in 

successful business in the Chinese marketplace. As noted in previous 

chapters, harmony is a fundamental pillar of Chinese society. Social 

relations and social problems should be harmoniously dealt with. These 

survey results also confirm harmony as the core of Chinese cultural values. 

Trust is also emphasized by respondents. In the aftermath of the Cultural 

Revolution in which people lost mutual trust, experiencing China´s current 

great transition, people have realized the importance of trust in dealing 

with their business and other social issues. 
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Figure 3.16 Importance of Chinese Cultural Values 
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This study has assumed that the principles of Confucianism and 

Buddhism have had a great impact on business in the Chinese marketplace. 

When asked about the contributions of values associated with 

Confucianism and Buddhism to business in China (see Figure 3.17), the 

largest group of our respondents (49%) strongly agreed with the impact of 

‘tolerance’, while ‘politeness’ (45.7%), ‘harmony’ (43.6%), ‘loyalty’ 

(41.2%) and the ‘win-win principle’ (36.1%) are also considered to be 

strong values in business. These results indicate the consistency of these 

cultural values, which inspire Chinese people to work harder and to be 

highly organized. Here, tolerance refers to “endurance, relentlessness, or 

eating bitterness and enduring labor”, which are viewed as the upmost 

importance and honor by the Chinese people (Graham & Lam, 2003:90). 

As Graham & Lam (ibid) indicate, this endurance is mainly reflected in 

“longer bargaining sessions” at the negotiation table. 

It is also important to note that 34.9% of respondents indicated the 

value of ‘other’ spiritual values, perhaps a sign that our respondents had 

some spiritual values, but they did not like to reveal them in public. The 

low importance attributed to ‘Face’ by respondents in this and in the 

previous question is also noted. Like the concept of Face, Silence also got 

very low importance in our survey. This result might imply that most of 

the respondents appreciate doing things openly and explicitly. 
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Figure 3.17 Contributions of Confucianism and Buddhism 
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Summary 

This quantitative approach has allowed us to understand better the 

importance attributed to English and intercultural skills by our respondents. 

In fact, English is now widely used in the Chinese marketplace, for trading 

and commerce in particular. This has drawn attention to the importance of 

learning and knowing English, as a professional requirement and for self-

improvement, as well as for communication and contact with people, 

especially other professionals. In this process, intercultural skills are 

necessary to establish and maintain effective communication between 

people of different cultural values, beliefs and behaviours. Facing 

competitiveness, companies have reacted quickly, providing practical and 

pragmatic knowledge of this language and effective communicative skills. 

Knowledge of Chinese business and cultural values should be highlighted. 

Companies should not only think globally, act locally and integrally, but 

also know themselves and their counterparts in this increasingly 

interdependent global business scenario. 
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Section 3.2.5 What Is There to Learn from China´s 

Success?”   

 

 

Respondents to our questionnaire were invited to answer an open-

ended question: “China is a country with the highest economic growth rate, 

what is there to learn from China´s success?”  In the sections that follow, 

we will present respondents´ perspectives on this open-ended question in 

general and taking into account the professional profiles, genders and age 

groups of the respondents to this question. Results of the open-ended 

question are shown in Appendix 5. 

  

3.2.5.1 Analysis of the Responses to the Open-ended 

Question 

 

We will present in this section the global results of the answers of the 

respondents in general. Of the total of 335 questionnaires returned to us, 

240 respondents answered this open-ended question. 123 of these 

respondents were from Chinese companies, 90 from joint-venture and 27 

from foreign companies. 
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The respondents’ answers to this question can be organized under a 

number of headings, namely: the role and status of English, language and 

communicative skills, good leadership, demands of rapid economic 

development, the gap between the rich and the poor, opportunity, 

environmental problems, social and cultural values, waste of natural 

resources, low technology, benefits from economic growth, results of 

competition, trade and commerce, strength of economy, confidence in 

China and its people, low income, China's contribution, innovation, social 

demand for complete system. Although the analysis of these responses 

(see Appendix 5) in their globality reveals a wide range of concerns related 

to the economic and social development of China amongst our 

respondents, we are most interested in the responses related to their 

views on English and intercultural and language skills, which are 

exemplified in Table 3.11 below. 
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Category Examples of Respondents´ 
Opinions 

 

 

 

 

 

 

 

 

 

 

 

 

The Role and Status of 
English 

Better English learning helps to 
improve awareness of society 
and global integration.  

(We) need to learn better 
English, so we can do better 
business with foreigners. 

English is very important.  

The importance of English 
learning can help to effectively 
communicate with foreigners. 

English is an indispensible 
language in our daily lives. 

English as a language for 
international communication has 
become more important. 

There are two effects of English 
on China´s economic 
development. (positive and 
negative) 

 

With economic growth, the use 
of English will be constantly 
increasing. 

Business English has been used 
much more in all fields to put 
China into the world´s economy. 

Learning English is an urgent 
need for contemporary China. 

 

All of Chinese people should 
learn English. 
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Language and Communicative 
Skills 

 

 

 

 

 

 

 

 

Language and communicative 
skills are both important. 

English and other languages are 
all important. 

Chinese language is very 
important.  

It is valuable to use the English 
skills well. 

At present, China´s integration 
into the world economy needs to 
go abroad to the outside world. 
The importance of foreign 
languages should be innate.  

Intercultural skills are 
fundamental. 

With China´s high economic 
growth and integration into the 
world economy, language and 
internationalization will become 
essential. 

There is more recognition for 
intercultural skills in all these 
areas. 

 
Table 3.11 Examples of Respondents´ Opinions on English and 

Communicative Skills 

 

There were a total of 95 non-responses, with 72 from Northern China 

and the rest from the South. These results might indicate that Northerners 

are more closed and constrained than their southern compatriots. 
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An overview of the professionals’ answers reveals that most of the 

managers (29) focused on the future development of China and its 

economic benefits, perhaps the result of their executive training and know- 

how. Technicians (24) revealed more environmental awareness, along with 

a concern about low incomes, pollution and the disparity between the rich 

and poor, relating to their job environment. Marketing/sales people (41), 

on the other hand, paid more attention to market demands, opportunities 

and the role of the free trade system along with self-improvement. Notably, 

a 100 percent of the engineers (25) considered the role of English, 

especially business English, as a major tool in the future of all business 

areas (see Table 3.12). 

 

Profession Number Perceptions 

Managers 29 Focus on the future development of 
China and its economic benefits 

Technicians 24 Reveal more environmental 
awareness, along with a concern 
about low incomes, pollution and 
the disparity between the rich and 
poor, relating to their job 
environment 

Engineers 25 Consider the role of English, 
especially business English, as a 
major tool in the future of all 
business areas 

Marketing/Sales 
Personnel 

41 Draw more attention to market 
demands, opportunities and the 
role of the free trade system along 
with self-improvement 

Table 3.12 Chinese Professionals´ Perceptions of China´s Economy 
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Respondents’ answers to this question also revealed a shift in socio-

cultural aspects. Comparing gendered opinions, we found that male 

respondents are more aware of their social responsibility, concerning the 

impact of the fast growing economy on social and cultural values and on 

daily life, for example regarding the problem of pollution, whereas, their 

female counterparts give more value to self-improvement, to not being left 

behind by strong competition, and to adapting to socio-cultural changes. 

This tendency has developed over the past three decades, since half of the 

workforce in China today is made up of women, and this female part of the 

workforce has integrated itself into society, leaving full-time house-

keeping to “hold half the sky”; in other words, to share the same social 

responsibilities and not to overburden their families. 

It should also be noted that the younger generation is greatly 

concerned about social and environmental problems arising from China’s 

economic growth, revealing a tendency for the net population to become 

more open in giving their opinions. They also focused on the importance of 

English and communicative skills, along with a strong pride in China´s 

emerging market. 



The Role of English in International Business: the Case of China  
 

 232

3.2.5.2 Role and Impact of English 

 

Our survey population´s responses to the open-ended question have 

also shown their beliefs, feelings, attitudes and perceptions of the impact 

of language on societal and cultural changes as a whole. We organized 

these responses according to five categories, which we describe below. As 

mentioned in 2.3.5.1, the respondents’ answers to the open-ended 

questions are shown in Appendix 5. Taken together, they reflect the great 

impact of English on Chinese society and different perspectives on its role 

in the changes which China is undergoing. 

• English is a Tool for China´s Modernization and 

Internationalization 

Some of our respondents’ answers reflect the relationship between 

English and modernization, considering that English can help China to 

become a modern and internationalized nation. They also consider that 

English can help people have an open mind, functioning as a window to 

the world, and as a tool with which to compete and become more 

successful than other countries. One female respondent commented: 

“English learning has improved our orientation in seeing the world. Using 

English has laid a foundation for us to surpass Western countries. It might 

become our second language” (aged 26, from Schunk General Carbon 

(Guangzhou) Co., Ltd). English language is understood as a bridge 

language connecting China with the rest of the world, being viewed as the 

knowledge basis for advanced science and technology from developed 
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countries, the UK and US in particular. Mastering this language means 

paving the way to evolution and innovation, from the perspective of 

respondents. Thus, China will be equipped with these advanced 

technologies, becoming developed and modernized. In sum, English has 

an important role to play in China´s internationalization, modernization 

and development. 

• English Is an International Communication Tool 

Other participants in our survey considered that English has become 

the language of business for Chinese business people to communicate with 

their foreign partners. A female technician remarked that: 

“Internationalization has been the goal of China´s overall progress, not 

only including the social economy, but also political culture. English 

language will become an important communicative tool” (aged 30, from 

Ebay Shanghai Research and Development Centre). Another comment 

from a male marketing person: “Globalization and integration in the world 

have made English a bridge between nations” (aged 23, from Nanjing 

Xuyuan Textile Company) further explains the role of English in world 

communication. It has become the most important international language 

of communication, connecting the whole world. In the process of economic 

globalization, English has served as a useful communication tool at the 

negotiation table and the signing of business contracts. In other words, it 

has connected China to the overall business world. 

• English Has Had a Great Impact on Everyday Life in China  

The great majority of our survey respondents confirmed that English 

has become fully integrated into Chinese communities. For example, one 
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male technician responded that “Effective communication has played an 

important role in China´s economic movements. With internationalization, 

English as a global language has a great impact on our daily lives” (aged 

28, from Harbin Embraer Aircraft Industry Co., Ltd.). Another male 

manager gave another example, emphasizing that “Society is in constant 

progress. Learning English well is an obligation for every Chinese citizen. 

For English has become involved in every field of Chinese society” (aged 

31, from Changchun Teacher´s College). 

These respondents also considered English as a means of self-

improvement. Through this survey, we found that our respondents 

illustrated their strong desire to show self-development through constant 

learning in order to keep up with the times. In addition, they also 

addressed that continuous adaptation and learning can lead to renewable 

talents. 

• English is the Product of Market Demands 

Through their experiences, our survey participants have recognized 

the importance of market demands in determining the cultural trend in 

favour of English. One female respondent remarked that “Language is only 

a tool for communication. People should learn about the market demands 

and other cultures, so they can achieve the purpose of harmonious 

communication” (aged 30, from Jiangsu Mana Co., Ltd.). This idea reflects 

the current trend of language development in China. Market demand has 

determined people´s foreign language choice and also decided the 

curriculum design, and English is an example. It has become a global 

language inside China. Thus, English for special purposes are very 

welcomed by professionals. Business English is the most popular course 
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among them. The curriculum for English nationwide has been adjusted to 

meet the market demands, becoming more practical and pragmatic. 

• A Confucian/Buddhist Cultural Framework Is Predominant in 

China 

Our respondents also underlined the importance of harmony and 

stability as the basis for social and economic development. For example, a 

female public relations person commented that “Social stability and 

harmony is an important factor for economic growth” (aged 35, from 

Zunhua International Hotel). Harmonious and stable environments have 

provided a priority for societal development. Without these environments, 

no country or nation would have made any progress. The Chinese 

government has been emphasizing and encouraging that stability is of the 

greatest importance. 

At the same time, our respondents’ answers revealed strong views on 

the impact of China’s economic growth on society and community life, 

most of which, but not all, are positive. Amongst the positive perspectives, 

we can list the following: 

• Benefits of English and Communicative Skills  

Answers from this survey show that effective communication is based 

on good language skills and cultural knowledge. Language and 

communicative skills are, therefore, becoming essential components of 

effective business behavior. 
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• China, a Sea of Opportunities 

Our respondents recognized and felt the trading results that the WTO 

has brought to them. With China´s integration into the world´s economy, 

they have gained more chances and opportunities than ever before. Our 

respondents also considered the improvement of social living standards of 

the common people. 

• China´s Contribution to the Global Economy  

Our respondents value China´s contributions to the world. They 

believe that the whole world has benefited from its rapid economic growth.  

• Innovation and Social Needs  

A few participants of our survey have become aware of the increasing 

social and cultural demands as well as the need for rapid science and 

technology innovation. They also recognized in China a spirit of creativity 

combined with persistence and perseverance. As a female manager of an 

English Language School indicated, "Social progress requires persistence 

and perseverance” (aged 36). Another example from a female teacher of 

English registered the importance of “creative and innovative abilities” in 

today´s China (aged 23, Harbin Green Bean English School, Northeast 

China). 
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• Social Demands for Complete Legal System 

Some respondents have come up with some opinions about what is 

needed to make this whole system work, namely in the form of 

transparency and regulation. For example, a female marketing person 

reminded us to “focus on economic rules and regulations to take 

preventive measures against possible problems” (aged 40, from Jiangsu 

Mana Co., Ltd.). They also expected sustainable development through 

policies and laws. For instance, one male respondent gave his opinion that 

“Development requires an effective, democratic, open and a clear 

managerial system” (aged 32, from Petro China Company Limited). 

• Rising Patriotism 

Answers to this question reveal that internationalization signifies 

progress and national pride, arising from China´s increasing national 

power in social, cultural and economic affairs. Our respondents revealed 

confidence in China´s market as well as in China´s leadership. For 

instance, one respondent reminded us that: “The Chinese people are not 

worse than foreigners, they should have confidence first”. The Chinese 

people are proud of their ancient five thousand year cultural heritage as 

well as the size of their country. After all, China means literally Middle 

Kingdom, and was considered by the ancients to be the centre of the world. 

They have experienced a rising awareness of their sense of national 

identity and pride stemming from their work-centered and society, 

especially since the hosting of the Olympic Games. 
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In contrast to the good qualities, positive aspects and opportunities 

revealed by respondents towards economic growth and the great influence 

of English as a second language and its culture, there still exist some 

negative perspectives on this highly competitive market. These will be 

outlined below: 

• Environmental Problems and the Waste of Natural Resources 

As negative effects of China´s openness, this rapidly growing 

economy has brought a series of environmental problems and the waste of 

natural resources stemming from underdeveloped technology and 

management. Our survey respondents reveal that they worry about some 

bad effects of high economic growth. They recognize that pollution and the 

waste of natural resources are an effect of the fast growing economy. 

Some people consider that moderation in this economic growth should be 

the golden rule for China, and not the rapid development that can cause 

various problems, including environmental destruction. One male 

technician remarked that “Behind economic growth with sacrificing the 

environment and land, there exists a concealed crisis. Inflation, shortage 

of social and medical security and government control directly result in an 

increasing life pressure. (Currently), Chinese people are getting rich, but 

they are unhappy” (aged 26, from Zhongxing Telecommunication). 

• Cheap Labor, Low Income and Low Cost Imitations 

China has become the world's manufacturing center. Its low-cost 

labor and low technological imitation has drawn people´s attention. Our 

survey participants focused on comparatively cheap labor and low 

technology. The annual income for the great majority of working families 
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as well as retired individuals is still low, compared to the increasingly 

growing annual GDP. This cheap labor and low technology has been a 

profitable and economic way of buying for the final consumer. Yet, on the 

other hand, there is a downside to low cost labor as well as cheap 

imitation of diverse products. 

• The Widening Gap between Rich and Poor 

Some of our respondents are also rethinking the increasing gap 

between the rich and poor and offer suggestions. For example, one male 

respondent commented that “The common people have not benefitted 

from China´s economic growth yet. The gap between the rich and the poor 

is becoming bigger. So to improve the legal system, to create more 

national enterprises and build more middle class; with these measures, 

one can say we have achieved success” (aged 30, from EPCOS, the 

successor to Siemens Matsushita Components and Manufactures). 

• High Competition with High Responsibility Results in a Sense 

of Social Crisis 

Other notable effects of this economic growth were registered by our 

respondents, like highly increasing competition, as one female technician 

remarked: “Environmental problems have become serious. Agriculture and 

farmers have been changed a lot. Social competition has become very 

strong” (aged 35, from Nestle Shuangcheng Co., Ltd.). Other respondents 

also had the sense of crisis, competition and responsibility. For instance, 

one male respondent commented on a sense of crisis, a sense of urgency, 

and a sense of responsibility. 
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Based on what this analysis of the answers to the open-ended 

question, we can conclude that, for our respondents, China´s integration 

into the world economy has had both positive and negative effects. English 

is taken to be an integral part of China’s economic and social development, 

and is assumed on the whole to be a profitable asset, being regarded as a 

tool for the nation´s modernization and international communication. It is 

also considered a bridge language connecting China to the rest of the 

world. However, not all respondents see only the positive impact of 

China´s rapid growth on society as a whole, voicing concerns regarding 

social inequalities and environmental and cultural degradation. The 

Chinese government has given its attention to these awakening thoughts, 

investing in its people, encouraging high-quality goods and services, and 

building the largest higher education sector in the world over ten years 

(Zakaria, 2010:28). 
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Section 3.3 Conclusions of the Research  

Based on what we have surveyed and studied, we can conclude that 

China´s rapid embracing of economic globalization has reinforced the 

global spread of English in China. In turn, this language has had a 

significant impact on the overall Chinese society. 

Through the surveys carried out in China, we found that English is 

now widely used in China´s big cities, which are becoming more bilingual 

at the pace of modernization. Examples of this language phenomenon are 

extensively visible on the streets, in shops and stores, in publicity and 

signposting. English has also penetrated deeply into fields of science, 

technology, education, tourism, business and commerce. This language 

has gained a special prominence during the big world events which have 

recently been held in China, such as the 2008 Olympic Games and the 

2010 Shanghai World Expo, functioning as a language of international 

communication and as a bridge to connect China to the world and the 

world to China. 

Not only has English had an impact on China, but the multinational 

Chinese market has had a great impact on English usage which has been 

developed into many varieties. This market is capable of absorbing English 

varieties through its trading partners. The results of the survey indicate 

that American English has the leading position in communication, 

reflecting American economic power within China. Although American 

English is presented as dominant, being decided by the economic and 

political power of the USA, it is a fact that the Chinglish phenomena cannot 

be ignored. According to our survey results, Chinese English is looked 
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upon as normal way to communicate. This Chinese English is, therefore, 

evidenced in media, business, academic and tourism sectors all around 

China. Currently, this new phenomenon of mixed usage of Chinese and 

English is visible in banking, mobile phones, advertisement and 

information on the Internet and local newspapers. These hybrid usages of 

English, together with the “nativization” of English, have shown their own 

characteristics, reflecting, adopting and adapting local culture and 

language, and “articulating while strengthening and expanding the link in 

the use of the English medium” (Kachru, 2005:xv). Although the Chinese 

government has invested much in promoting Standard English, and has 

made a great effort to clean up the so called Chinglish in public places, 

Chinglish usage is widely seen and heard in Chinese people´s daily life. 

Being apt to improve their international competitiveness, international, 

joint-venture and national companies have provided English and 

communicative training courses for their employees. These often have to 

strive to further pursue their higher education and training after work to 

stay in this competitive world. Such companies have provided a rich 

resource for examining and understanding the position and role of English 

in international business in China, particularly in its intercultural 

dimensions. English and communicative skills in the business world are 

frequently related to the interaction in employees´ daily lives because of 

the increasingly growing economic globalization. 

Having spread extensively and gained increasing popularity, English 

has become the most used commercial and international language in 

business China. As such, it is considered the window to the future and to 

the outside world as well as to a world of opportunities. This language has 

gained momentum from the generalized use of the internet, and 
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interpersonal and intercultural relations both within China and abroad. The 

self-improvement aspect of English has laid a foundation for its practical 

use in Chinese society as well as in the business sector. Our survey results 

reveal that our respondents have many sources of learning and practicing 

English, and those who want to learn by themselves have many means of 

access to the language. Hard working and skilled Chinese employees are 

encouraged to keep learning and studying, in order not to be left behind. 

On the other hand, English seems to be felt to improve China´s 

modernization and internationalization through its economic globalization 

and integration into the world's economy. Notably, English has also played 

an increasing role in communicating between non-native speakers, 

functioning as a bridge between nations. Although English varieties have 

been recognized in the Chinese marketplace, Standard English is required 

to obtain mutual intelligibility. 

With the purpose of bettering effective communication, Chinese 

people are becoming aware of their uniqueness way of relating and doing 

business. They have witnessed many influences from the English language 

and other foreign languages. They are striving to improve their own and 

the next generation’s communicative and language skills, having their 

children start learning as early as kindergarten. The rising role of Chinese 

returnees and the middle class has also been rapidly involved in this 

communicative process. Education in general has seen changes from the 

impact of Western influences through the needs of special training degrees 

and international cooperation. As for foreigners, on contacting local 

Chinese language and culture, they have become aware of the importance 

of its values and intricacies, learning to adapt and act within these 

parameters. 
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With the globalization of China's businesses, it is imperative to master 

intercultural and communicative skills. These are vital for the 

modernization and success of all business in this new century. It is thus 

indispensible that international companies should “think globally and act 

locally” as Walker, Walker & Schmitz have mentioned (2003). As for 

international leadership, the entire business world should be oriented to 

know themselves and their counterparts in order to deal with the 

challenges of global competitiveness. It is of importance to have these 

principles embedded also inside China´s business. The new surge of 

English prominence in the growing business community has multiplied the 

need for complete fluency in intercultural and communicative skills. 

English then, functions as a major tool to bridge communication gaps. 

It has a leading position in accordance with the existing commercial and 

trade relationships. The curriculum of English nationwide has been 

adjusted to meet the market demands, adopting an approach which is 

more practical and pragmatic. Therefore, a new trend in education and 

training has opened up because of the urgent need to prepare business 

people for the global business scenario. 

It has been a fact that for the past few decades, English has been the 

most commonly used language across the world in a number of fields. It is 

still healthy and functional in the economic arena, because of globalization. 

In China, the predominance of English stemmed from its openness to 

world trade, through the merging of its markets to foreign companies and 

the expansion of its major companies out of its borders, benefiting from 

technological innovation, international policies and international trade 

agreements. 
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Although there exist many negative factors like pollution, poverty and 

inequality in this modernizing process, the Chinese government is 

endeavoring to restructure current policies and further new regulations to 

accommodate to the pace of their development. It is through these social, 

cultural, economic and political questions that China will reinforce its 

status in this global world. 

Based on our findings, the conclusion can be drawn that English 

functions as a major tool or a bridge to shorten the language and cultural 

gap between different business communities. It helps China to adapt and 

interact with other cultures and to harmoniously reach the win-win 

principle, that is, to achieve the success expected in today´s international 

business. 

Responses to our questionnaire have provided an overview of the 

language landscape for business in China. As already summarized in 

previous sections, the results of this questionnaire have revealed that 

English has played an important role in international and national 

companies in the Chinese marketplace, and has clear roles to play in the 

lives of our respondents. The great impact of intercultural and language 

skills on the national cultural environment and on international business in 

China is also confirmed, as well as the huge change and impact that China 

has experienced in a short period of thirty years. Through answers to this 

questionnaire, we have learnt that consistent learning and improving can 

be undertaken at any time in our life; otherwise, we will be left behind. 

And finally, we can affirm that some authentic Chinese voices have been 

heard on the subject of the domains of English in international business in 

China. 
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3.3.1 Difficulties and Limitations Experienced in This 

Research  

There are a number of difficulties and limitations related to this 

current research. Firstly, the shortage of Chinese business-related 

literature is identified as a difficulty in carrying out this kind of research. In 

fact, a great deal of literature can be found by Western managers and 

researchers on the subject, while there is little which has been produced 

by Chinese themselves, so that the Chinese voice has been largely silent 

on how to do business with China. Secondly, and despite efforts to cover a 

wide geographical area, our study is limited geographically taking into 

consideration the vast and diverse country that is China. In addition, and 

due to the lack of time and availability of our respondents, there was 

reduced personal contact. This meant that there is a shortage of real 

business experience or real cases from the companies. It is also important 

to recognize the necessity of having widespread connections (guanxi) in 

order to have wider access to companies. This was a major difficulty we 

encountered when carrying out this study, compounded by the reluctance 

demonstrated on the part of employees and companies to participate fully 

in this research, given the need to keep the company´s ‘secrets’ safe. 

Participants could be affected by the so-called “company regulations”, and 

information may not be accurate. 

A final and personal difficulty encountered in carrying out this 

research was the culture shock and mentality change I experienced. 

Isolated from my home country for seven years with only four short one-

month visits, I felt a gap of my own Chinese background with the adopting 

of a new transitional cultural awareness. 
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3.3.2 Future Research Recommendations 

There are many future research paths to follow in this area. China´s 

embarking on industrialization and social and political transformation is 

understood to be a path towards liberalization and equality. This has 

paved the way for a renewal of China´s intercultural relations with the rest 

of the world. It is against this background that future studies may take up 

the question of intercultural communication from a Chinese perspective, 

that is: rather than asking how Western countries can communicate with 

China, we could ask how China communicates with the rest of the world. 

On the other hand, from the point of view of the English language, it is 

important to continue to observe how this language operates in situations 

of non-native intercultural exchange. What variety or varieties are used? 

Is effective communication established? How do the values and 

communication styles of those using the language impact on the language 

itself? A third area of research might investigate the changing roles of 

languages in public and private life in China. For example, how dominant is 

English / Chinglish? Are other languages growing in importance in China as 

the global market becomes more diversified and the American 

predominance in the economic sphere fades? Will the rising Chinese 

nationalism which has been identified, and which is based on China’s 

economic success and growing influence in the world, dictate a 

strengthening of language policy towards the promotion of Mandarin 

Chinese at home and abroad? 
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Final Conclusions 

 

Over the preceding three Chapters we have tried to find answers to 

the questions we raised at the start of our research, namely: What role 

does English play in business relations between China and other business 

communities? What are the relations between foreign and Chinese 

business communities? How is English used in a business context? What is 

the effect of English on business contacts in China? What problems 

(threats and contributions) are encountered with the use of English as the 

language of business in China? How will it continue to develop as the 

language of business with China? 

On the basis of the study reported here, we can confirm that the role 

played by English in international business in China is a reality today. It 

has been English that has brought out the capacity and the possibility of 

China to integrate into economic globalization. This great effect of the 

English language has come not just from the language itself, but also with 

the Western culture it brought with it, which has had a great impact on the 

Chinese mentality and life-style. 

Chinese people have fully realized the importance of English in their 

daily lives as well as in the job market in order to be successful. In the 

business field, they need to be competent and master, not only managerial 

and business skills, but also fluency in the English language, 

communication skills and intercultural proficiency. 
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China´s industrialization, urbanization and social transformation have 

taken place over a short thirty-year period of development and evolution. 

During this rapid integration into the world economy, English has played 

an essential role in the process. Because of China´s opening up to world 

trade, its constant reforms have made it possible for this nation to 

accompany the rhythm of the world's economic development. China has 

speedily progressed through these reforms and current transformations. 

In following the globalized trend and the Western influence, China has 

welcomed and accommodated the English language into its community at 

large. With the help of this language, science and technology innovation 

have flourished and prompted China´s steadfast modernization and 

internationalization. Daily life in China is overwhelmed by Americanization 

and western influences in all its social and cultural aspects. The increasing 

number of Chinese returnees (haigui) and the rise of its middle class have 

greatly contributed to the further expansion of English in their homeland. 

The post-1980s generation has been absorbing this modernization through 

the Internet and other modern technologies, with ample awareness to 

their surroundings and intercultural relations, deriving from a different 

education and English fluency. The increasing role of women in Chinese 

society should also be mentioned. Their constant hard work and self-

improvement has allowed them to make remarkable strides alongside the 

men, and to be fully and positively involved in this fast-paced business 

world. 

English has stretched its influence from the outside business arena 

and has penetrated the communication habits of the Chinese workforce in 

its commerce and trading sectors. This has impacted on training 

opportunities and educational curricula. The spread of English in 
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international business, and the awakening of awareness of the impact that 

this language has had in China, have motivated its communicators to learn 

and self-improve from a variety of sources. This language has resulted in a 

very profitable means through the expansion of its many private schools 

as well as the big range of modern technologies available to the consumer. 

Through our findings, we have discovered a few challenges which are 

faced by those wishing to do business in China and which stem from a 

shortage of intercultural and communicative skills. These difficulties can be 

found in the lack of natural adaptability or nonconformity to the local 

language and culture. According to our survey, our respondents are very 

aware of the need for Chinese cultural values. Companies are not oblivious 

to these needs and have continuously strived to integrate and provide 

constant training of local cultural knowledge, as well as promoting social 

activities and events, sometimes even contributing and cooperating with 

local government. Chinese companies also keep pace with their foreign 

counterparts. They have not only built good guanxi relationship with the 

government, but also emphasize the importance of language and 

intercultural skills of their employees, and provide necessary training of 

such skills. 

Another challenge has presented itself in the written and spoken 

English language in the Chinese community, which is the so-called 

Chinglish. This variety of English has emerged from speaking a new 

foreign language adapting and accommodating itself from a very strong 

Chinese language and cultural background. As Jenkins (2009:2) 

summarizes with regard to the future of Asian Englishes: “We can witness 

dynamic uses of English for various practical reasons, including social, 
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cultural, economic and political ones, and they can also be said to be one 

of the most prominent regions in which the future of Englishes resides”. 

Because of the increasing international co-operation and exchanges, 

people have witnessed many influences from different English varieties 

stemming from the USA, UK, Canada, Australia and many more. In 

addition, China has become the world's No.1 supplier of foreign students in 

2010. Their study destinations are US, UK, Canada, Australia and other 

English speaking countries. This type of student mobility might have some 

impact on English varieties in China. 

Non-native speakers need to recognize Standard English language 

and culture in the first instance, and learn how to differentiate, adapt and 

process their train of thought to integrate into that new language. By 

mastering these skills, conflicts will be minimized and effective 

communication will become better processed. 

Westerners often consider China to be a threat, with its exportation of 

cheap goods and workforce, whereas it was the international businesses 

rushing into this world's manufacturing centre, wanting to make a quick 

profit and to succeed that has made China become a major contributor to 

the world. With this process, the English language was an additional and 

meaningful tool used to bridge the existing gap between Chinese and 

Western cooperation. As the non-native English speakers have 

outnumbered the native speakers, English has become the global language 

of international business, and in China, its function as the main tool for 

future transformation will continue to intensify. 
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The expansion of foreign enterprises has greatly contributed to the 

extensive spread of English in China since 1978. Their formalities and 

approaches vary according to the countries where they settle in. In the 

case of China, these corporations have quickly adapted and have 

interrelated to the Chinese cultural context, being actively involved in local 

communities, contributing highly to recruitment and employment. They 

extensively propagate their know-how by bringing in their management 

expertise, training and high-tech innovation. The impact of these 

multinationals on the Chinese marketplace has broadened the Chinese 

people´s horizons and strengthened their self-improvement through the 

English language and its culture and encouraged them to further pursue 

their education and other Western interests. As a result of this foreign 

movement, the Chinese government has been stimulated to act and 

conform to this wide expansion by also investing outside. 

Through our research and survey, we have encountered 

contemporary China as a modern and organized international market, 

embracing change and warmly welcoming innovative and sustainable 

development. Currently, the Chinese government´s measures and reforms 

on its current social problems are under way. This movement has 

propelled the mobility of the Chinese workforce within the country and 

abroad, reinforcing motivation and a surge of national pride and identity. 

It is the people´s concern also to make plans for the future while striving 

to improve their living standards today. 
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With internationalization and globalization, every nation is becoming 

interdependent. Nowadays, the world is producing and buying from China, 

which devotes its offshore resources into being its manufacturing centre. 

Projecting itself as an economic giant, China is also learning and 

endeavoring to become a responsible nation on the way to a role as future 

superpower. Challenges and opportunities, like our current President Hu 

Jintao has emphasized, always come together, as we have witnessed from 

such a short period of transformations that China has gone through. It is 

our most profound conviction through the result of this work that we 

acknowledge China to be at the right place, at the right time. Its strategic 

approaches incorporating international business, merging and acquiring 

abroad, along with adopting other foreign languages and their 

functionalities, have provided China´s rapid economic growth and its 

flourishing into a global market. 

We can, therefore, conclude and emphasize that the English language 

has made an important contribution to the social, economic and political 

aspects of modernization. Through the current policies, the Chinese people 

will be empowered with the language skills and literacy necessary to work 

in the newly provided opportunities, and prospering China will continue to 

bring more opportunities to its well-prepared business counterparts. 
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Appendix 1 Detailed Profile of the Companies Surveyed 

  

Regions/ 
Nation 

Company
Number 

World/Nation 
Profile 

Product/Trade Quality 
Employ

ee 
Number 

Neimeng Gu 
(North 
China) 

4 
Nation Top 500 
(1) 

Wood products, 
tourism 

Joint-venture (1), 
State-owned (3) 

22 

Beijing 
(North 
China) 

11 

(Fortune) 
“World Top 
500”  (1) 

 

Telecommunication 
Petroleum, 

computer, Tourism 

American company 
(2), 

state- owned (5), 
joint- venture (3), 
private company 

26 

Heilongjiang 
(Northea-st 

China) 
4 

(Fortune) 
“World Top 
500” (1) 

Milk powder, 
plane, Coca-cola 

American 
company (1), 

Swiss company 
(1 ), 

Joint-venture (1) 
Canadian language 

school (1) 

83 

Liaoning 
province 

(Northea-st  
China) 

2  
Seafood, trade 

(shoes, machines) 
Private company 

(2) 9 

Shandong 
(East China) 

3  Publishing house, 
electronic machine 

State-owned (3) 4 

Jiangsu 
Province 

(East 
China) 

11 

Provincial key 
company (2), 
the biggest 
telecomm-
unication of 
China (1) 

Telecommunication
, trade (machine, 

light industrial 
products) 

Private company 
(6), American 
company (2), 

state-owned (3) 

78 

Shanghai 
(East 
China) 

6 
(Fortune) 

World Top 500 
(1) 

Automotive 
Electronics, 
Information 
Technology 

American company 
(1), 

state-owned (2), 
Private 

company(3) 

35 

Zhejiang 
province 

(East China) 
1 Information 

Technology 
Private company 1 

Guangdong 
Province 

(East China) 
1 

Telecommunicati-
on Private company 2 

Singapore 1 Airlines Foreign company 2 
Hongkong 1 

 

Technology  1 
Table A. 3.1 Company and Employees Surveyed 
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Regions/ 
Nation 

Company
Number 

World/Nation 
Profile 

Product/Trade Quality 
Employee 
Number 

He bei 

 

(North 
China) 

3 

 

 

Nation Top 

500 

(1) 

Bank, 

hotel, 

English language 

school, 

tourism 

 

 

State-owned   
(1) 

 

24 

Si chuan 

(West 

China) 

2 

 

 

(Fortune) 

World Top 

500 

(1) 

 

 

 

Telecommuni-

cations, 

Computers 

American 

company 
3 

 

Table A. 3.2 Company and Employees Surveyed 
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Appendix 2 Unstructured Interviews from Different 

Sources 

 

Following is a presentation of the interview done to an English 

language expert, Mr. Yu Wenqiang who was in charge of English 

Department at the 2008 Beijing Olympics Organizing Committee and 

worked for this committee before the start of such event.   

1. What are the regulations from the government about language usage 

and the Olympic Games? (if they were open to other language use)   

• There is no official document about this.  

• We have an international association (it sets up a language 

department which is the biggest of all ministries and 

commissions. This language department employs English 

experts to collect documents and letters from the world. It has 

special teams from the Beijing Foreign Language University to 

be in charge of editing and printing materials.  

2. What are the criteria of the organization to train the volunteers? What 

problems will arise? And how will you resolve them? 

• They must pass language examinations set up by the 

organization. All volunteers must be fluent in English. All the 

trainees, mostly university students, must be   introduced to 

and become familiarized with the Olympic Organization. 

• They must study communicative skills and cultural background. 

• Every week, foreign teachers help them with translation 

between English and Chinese, English spoken dialogues, 

speeches of etiquette and background knowledge. 
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3. What role will English play in the Games? 

• There is no World language except a Global language. English 

and French languages are official work languages of the IOC 

(International Olympic Committee).  

• 2008 Beijing official magazine is entitled Newsletter (eg. 1st 

August, “Olympic village newspaper”)  

4. What is your opinion about the current English teaching and learning 

effects? 

• British English had the leading position in China English 

teaching. It has been overtaken (substituted) by American 

English (criteria: from BrE to AE). 

• Economic power is the most important reason to decide this 

change. Such as Chinglish (it is used in more developed 

regions of mainland China, it flows from strengths to 

weaknesses, eg., Kung-fu, Coca Cola). Chinglish is expressed 

to respect English habit expression. In China Daily (local 

newspaper), some contents are becoming Westernized and 

using Standard English. It also has China´s habit expressions. 

5. What do you think of English as a business language?   

• I am not specialized in business language. You can´t make wrong 

in grammar and word expressions. For example, to sign a contract 

you must use Standard English. Pay attention to language and 

culture.  

6. Why does English develop quickly in China?  Somebody said: its 

development, has it affected the purity of Chinese language, what do 

you think of it? 
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• Language is improved by economic power (the strong economy 

influences poor economic regions). In the 1980s, Cantonese was 

frequently used, such as Maidan (in Chinese ´pay the bill´) and 

Dadi (in Chinese ´take a taxi´). (Chinese) People seldom said 

Fuzhang (in Chinese ´pay the bill´). The benefits of Western 

economy are adopted into the developing countries (eg., 

Zhuixingzu & Tiesi, in Chinese ´fans´). The Chinese language like 

Buddhist language has competency of tolerance and absorption. 

This absorption and development make Chinese language more 

active and alive (eg., eating, mountain, sun and moon, PK 

(Jiaoliang). More lively, net-citizen (Wangyou), fans (Fensi), but in 

formal circumstance, Standard English must be used. Literature 

language is different from daily language.   

7. If you use English to communicate worldwide, what difficulty do you 

face? 

• Cultural background:   (American people are easy to contact) 

• Chinese people: pick up vegetables to their guests. In foreign 

countries, they say: help yourself. For Greetings: did you have a 

meal? (Chinese daily greetings). Foreigners always say: Thank You.  

• Culture is learned by each other. Foreigners are more direct, while 

Chinese people are so courteous (Keqi).  

 

As Mr. Yu stated, he is well aware that the English language is 

predominant in China, especially in such a huge event as the Olympic 

Games. He also emphasized the fact that one needs to be culturally 

informed to better know how to communicate with others.   
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Another presentation follows in a different setting, this time being in 

different enterprises, from high-technological to planes, as well as food 

and beverage.  

1. Mr. Jiang Jitao, aged 40, (former colleague) is currently in charge of the 

Office in the High-Technology Zone in Dalian, Liaoning province, Northeast 

China). China is now in the process of Capitalism. There are many 

Japanese and Korean companies in coastal cities like Dalian and Qingdao 

(East China). The leadership all comes from foreign countries. Except from 

management level, other departments do not require foreign language 

skills. The foreign companies insure that their employees have qualified 

communicative skills. The Intel Company (USA) requires their employees 

to master English. Trading and commerce companies also need their 

employees to master English, especially in spoken English when they were 

tested. The Dalian Intel is employing about 1400 local people. It had been 

the biggest individual investment in China until 2007. China ´s Worker 

Union is the bridge linking foreign and local employers and employees. 

Japanese and Korean languages are also big languages in Dalian, because 

of historical and geographical reasons. Many Japanese and Korean 

enterprises set up there, and the two languages are widely taught and 

used in this city. Many Japanese and Korean people have, therefore, been 

settling in Dalian (18th May, 2007).  

2. Ao Yang, aged 38, (former colleague, government official of Local 

Taxation Bureau, Harbin, Hei longjiang province, Northeast China). English 

is widely used in international conferences, weekly meetings, as well as 

dinner meetings. With pleasure at the table and signing contract, dinner 

meeting is the best way to do business. If there is a foreigner, people use 

English to communicate. Language is used for communication, and the 

final goal is also for communication. He also told me that he had some 
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acquaintances in Beijing. If we went there for a survey, he would contact 

with them to help us. According to Mr. Ao, there were many transnational 

companies, while international enterprises were joint-ventures. Some of 

them only set up a few offices in High Technology Zones. The Chinese 

government officials are also learning English from practice. They need to 

know English to coordinate things. Mr. Ao told his subordinates at lunch: 

“Do not say we are the boss and subordinate. At dinner, we are brothers. 

Everything is integrated into the wine (drinking wine together, everything 

(work related field) will be easily dealt with.”  (16th July, 2007) 

3. Mr. Geng Biao, aged 54, is the Chinese Deputy General Manager at 

Nestle ShuangCheng LTD, which is a Sino-Swiss joint venture company 

(Shuangcheng Northeast China), producing infant formula, milk powder 

(for infant) and cereals. At the beginning, he was a government official. 

Then, he was assigned to be a Deputy General Manager in charge of this 

company. He did not know any English, emphasizing that he was a real 

dumb and deaf with English (he could not speak nor understand English). 

After he got into the company, he learned English through practice (know-

how) and extra classes. In his company, most employees use English to 

communicate, deal with documents, such as e-mail, letters, negotiations 

and contracts. Mr. Geng told us a story about his employees´ excellent 

English skills. One day, a global inspector of Nestle Headquarters was 

surprised by an accompanying translator from Shuangcheng Nestle, 

considering her as a professional. The Human Relations Department of this 

company is in charge of testing   employees´ English, as well as contacting 

with foreigners, negotiation dealings and signing contracts. Mr. Geng also 

emphasized that people were not surprised to see a Chinese Deputy 

General Manager use English to communicate with their foreign colleagues, 

and they are very good at listening, speaking and reading in English. Mr. 
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Geng´s assistant- Mr. Li Qiang has returned from the USA with a 

Bachelor´s Degree, being very experienced at training employees with 

English and expertise, and has been teaching his employees English since 

2001 (17th July, 2007).  

4. Mr. Li, aged 55, General Manager of Inner Mongolia Moerdaoga Forestry 

Industrial Co. LTD (nation-owned, Inner Mongolia, NorthChina). Another 

approach was visiting with a relative (guanxi), who introduced Mr. Li to me. 

Mr. Li was a returnee (in Chinese huaigui) from Canada. He hosted us by 

inviting us to a dinner at their restaurant as well as their hotel. It is a 

common practice in this company to host many local and central 

government leaders as this is a very predominant national enterprise in 

the city. Mr. Li was very open on being a good host and was flattering 

introducing the special forest foods, talking happily about long-time 

friendship along with eating and drinking spirits. Because he was a very 

busy man, he left us, leaving my brother-in-law and other colleagues to 

finish up dinner at our leisure. It was through my brother-in-law´s 

intervenient dialogue afterwards, that we got to know more his former 

colleague, Mr. Li: He negotiated with foreign business people and signed 

up contracts in English. We can see his English skills through his 

conversations (July 26th, 2007). 

5. Mr. Wang Qifeng, aged 40, (former colleague), is from the same city 

with Mr. Jiang Jitao. As Manager of Business Department (Dalian C&D 

Trade Co., Ltd.), closely deals with his Japanese trading partner, knowing 

some English from secondary school. He points out that language is for 

communication. Low level manufacturing companies only need one 

translator/interpreter. Because low level manufacturing factories just make 

and sell to warehouses, and the warehouses then think of just shipping 

inside the country or exporting. Language is only a tool for communication. 
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If it is a cultural enterprise, they can discuss philosophy. There is no 

communication between manufacturing companies. All enterprises are 

profit-oriented. Enterprise culture is not relevant to language. Human 

relation departments play an important role in communication between 

colleagues (30th July, 2007).  

6. Jack Wang General Manager of Jiangsu Mana Co., Ltd:: Jiangsu Mana 

Co., Ltd is a mediating trading company, They use internet to deal with 

their business worldwide, exporting clothes mainly to the USA. English 

skills are most demanded in this company. Firstly, their main task is to 

obtain orders of products worldwide. Then, they assign these product 

orders to different manufacturing industries. Managers and their 

employees are always learning English in this company. Mr. Wang had not 

learned English until he came to this company. He has now learned English 

on his own through practice and work. Job hunters who come to this 

company all have their certificates of CEE Four or Six or Level 8 of English 

specialization. Trading companies also require strong skills in English, 

communication and team spirit, as well as depending on fortune (destiny 

or luck). The selected candidates will be tested for ten minutes on their 

language and communicative skills by five managers at the prospect 

interview. This company needs the best qualified employees with the most 

language skills. Most of their employees are BA graduates. At the start of 

the interview, I talked with him about his son´s studies at school, and how 

to improve his scores to build up good guanxi relationship (6th August, 

2007).  

7. Ms. Vivian Chen, aged 24, Personal Financial Consultant, at   Standard 

Chartered Bank (Nanjing Branch, East China), a British bank, is one of the 

top banks in the world. It is centered to foreign business and designed for 

individual needs. At the reception desk, she informed us that Standard 
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Chartered Bank (China) Limited required its employees related to 

reception, sales, marketing and manager to master English as well as 

communicative skills. She continues to say, “I admire the person who is 

good at English and work. This bank was the first foreign bank in Nanjing. 

This bank has offered training English. Since China entered the WTO in 

2001, foreign banks had been allowed to enter Chinese domestic market”. 

Because of big differences between China and foreign countries, it is 

difficult for Chinese people to be integrated into foreign cultures. To meet 

the needs of time, go with time. People are the fundamentals. She goes on, 

telling us, that there are more Chinese employees than British ones, most 

of whom are top level managers working at the back office. They use 

English for electronic business, utilizing practical/technical working English 

to expand their working skills. After her solicit answering to my questions,  

I wished to interview her manager- Mr Tan Gang, but he personally 

refused us, again lacking any guanxi relations. We told him that he could 

not refuse to see a customer. He replied that work was just work, 

questionnaire was just questionnaire. He was not sure if my survey was 

true or the reason for it (7th August, 2007). In this particular situation, I 

had sensed the need to change my methodology and come across as a 

promising client, having receiving from Ms. Chen, her personal bilingual 

card. These different approaches were learned from different experiences 

we had through visiting Wal-Mart and a few other foreign companies that 

would not allow us to intervene again because we had no other guanxi 

relations inside.   

8. Mr. Cao Li, aged 26, was manager in charge of importing and exporting 

in a national military industry. He likes reading English at all times to know 

about different cultures. He had travelled worldwide. He also emphasized 

that English has overall changed him through broadening visions and 
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enriching experiences. Through this travelling and talking with worldwide 

people, he learned about how to positively embrace and adapt to different 

cultures. He was used to listening to English dialects spoken by people 

from Middle East, Africa, East Asia and India. He used English to deal with 

business negotiations and to sign up contracts to avoid errors from 

translators or interpreters. Finally, he emphasized that English is so 

important that it can be used everywhere in different fields. Language is 

for communication and it is a tool of communication. No matter what 

dialects he was listening to, if you can better understand, you will achieve 

the final goal- effective communication (8th August, 2007).  

9. Mrs. Ren, aged 45, a manager in charge of Human Resources. We 

talked at tea time. China ´s personal relationships are very complicated. 

The Chinese discuss their own matters in their own group. Foreigners have 

just known the skin deep of matters, they could not be aware of the 

deeper cultural meaning/ interior core of the better relationship. When 

doing business with China, foreigners gained little because of unawareness 

of Chinese native culture. If Chinese business did the same business, they 

were sure to benefit. This manager also suggested that foreign companies 

were better to employ a native Chinese to deal with Chinese domestic 

markets. (14th August, 2009)  

10. Mr. Liu Yumin (former colleague, Cultural Bureau official in Suihua, Hei 

Lingjiang province, Northeast China). Through the role of guanxi, 

wine/high spirits and dinner are the platform for communication and 

expressing feelings. The one that passes the wine test can be approved as 

a mediator/guanxi. He will have better opportunities to being promoted. 

This might be considered a Chinese national custom. Thus, this component 

of China´s social environment incorporates guanxi-dinner in its table-wine-



The Role of English in International Business: the Case of China  
 

 293

dinners. This environment has always been so, we have a need to follow it 

(20th August, 2007).  

11. Dr. Li Chunguang, aged 40, (former colleague) provided me with some 

web site addresses to put my questionnaire and waited for its online 

answers. He points out that: it is reasonable that the numbers learning 

English have outnumbered other people who are learning other foreign 

languages, for English is the language of most advanced countries. 

Chinese people are learning English blindly (at random), spending too 

much time with it. They learned this language through primary school, 

being a compulsory course from elementary to tertiary schools. He has not 

seen what benefit the farmers from my hometown can get from this 

language. No matter what foreign language we learn, we are always 

Chinese. Foreign language learning cannot change our identity. Even at 

university, English is not so important. Once I worked at Huawei 

Telecommunication, which is a top telecommunication enterprise in China, 

but English was not so useful for my work. This language is not frequently 

used in big cities like Shenzhen (one of the earliest opening coastal cities 

in Southeast China.)  (27th August, 2007).  

12. Mr. Cheng Xin, aged 37, was an engineer at Shanghai Weishitong 

Company which offers free English courses for its employees (Shanghai, 

East China). Young teachers of English were focusing on communicative 

skills in English and the employees had made great progress in English 

learning (16th Sept., 2007).  
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Appendix 3 The Use of Both Chinglish and Standard 

English in China 

 

In our survey, we also witnessed Chinglish and the mixed usage of 

English and Chinese language in cities. Here are some observations of 

these language phenomena.  

 

Chinglish in hotels and restaurants: Harbin Wangjiang Hotel, Hei 

longjiang province, Northeast China).  

• You enjoy your stay with us every time. (您舒心愉快，享受在酒店

的分分秒秒) (literal translation: You will be very happy to spend 

every second and minute in our hotel.)  

• Please be so kind to give us good suggestions and comments. 

(Please give us your comments and suggestions.) 

• Please place this card on your bed if you felt that you would 

change the bed sheet. Thank you. (literal translation: if you 

would like to have the bed sheets changed, place this card on 

your bed.)  

• Please contact with the Service Centre in advance of time while 

checking out. (Before checking out, you should notify the 

reception.).  

 

Some broken English can be found in Chinglish according to the ads in 

different publicity pamphlets of hotels and restaurants as well as outdoor 

ads.  

1. Regulations of Jin Zhao Hotel: Please take care of all the facilities 

and commodities in the room. The hotel will ask for penalty in case 

of damage. Here are the liste (lists) of various kind(s) of room 
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utilites (utilities) and commodities used by guests. If you want any 

of them of (as) souvenir(s), please tell F.O. cashier (the reception) 

and get it (buy it). (Haidian District, Xueyuan Road, Capital city of 

Beijing). (literal translation: Please draw attention to all the facilities 

and commodities in the room, otherwise you will be fined.)  

2. The Summer Palace (tourist spot): Help protect the cultural Relics 

and the railings (sculptured columns).  

3. housing ad, streets in Beijing (Capital city of China) 

• A.D. 2006 (in 2006), Legend Street Mega cheerful business is 

reserved (公元 2006 年，传世商街复兴). 

• Flourish of Legend Street recurring 

• Along the Forbidden City 600 years 

• Legend Commerce 

(The Legend Street Mega´s Reopening in 2006. Its legendary 

location has been near the Forbidden City for over 600 years, 

bringing this street back to life.  

4. Let the world be light (the world will lighten up by our lamps). 

(Nanjing Lamp company, East China)  

5. Instructions in Harmony Train (high speed train nationwide): The 

passenger shall take train according to the date, train number, seat 

class, and berth class (bunker cars) indicated in ticket, and arrive (at) 

the destination within the valid period. …… It is forbidden to take the 

flammable, explosive, corrosive, poison, radioaction (radioactive) 

and other dangerous articles, and the forbidden knife (sharp 

weapon). It is (also) forbidden to put dangerous articles in 

transported luggage.  
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6. Soon starts doing business, asks respectfully the participation. (This 

jewelry shop will soon open its business to all public) (Nanjing, East 

China). 

7. Nestle Shuangcheng Ltd. is a Sino-Swiss joint venture company 

located in Shuangcheng, with main products of infant formula, milk 

powder and cereals. The following positions are open. The company 

will provide the successful candidates with competitive salary, good 

benefit, challenging rewarding job and well planned individual 

development & training system. The interested email, only with plain 

text, no attachment, to us (if interested, please email us, with plain 

text only and no attachment) 

(http://www.haoqiantu.cn/CJ174247.html).   

8. Dear guest: Self wake up call setting is available in our telephone 

system. Please follow the following procedure. (Yuyan Hotel, Dalian, 

Northeast China) 

 

There is a new phenomenon about mixed usage of Chinese and 

English in banking, mobile phones, ads and information in Internet and 

local newspapers. For instance, personal names, as well as names of 

English companies were adopted in their Chinese contexts to be well sold 

and make their audience understand them better.      

But, English instructions in international companies are trying to use 

Standard English. Examples as: Maxell battery (origin: Japan). “Caution: 

May explode or leak if recharged or disposed of in fire. Insert correctly 

following the equipment instructions. Do not open battery to keep safety” 

(for safety, do not open battery); KFC (USA): We do chicken right 

(American English); Haire Electronic Appliance (China): Please install the 
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bottom plate with the user´s manual of washing machine; POP English 

slogan: To learn English is as easy as blowing bubbles (strategy).  

 

Another example of Standard English usage can be found in classified 

advertisements in local papers, with examples as the following:  

 

• Standard Chartered Bank is an international banking group 

headquartered in London with over 1400 offices in 56 countries. 

Selection Criteria of Employing Branch Sales & Service Manager and 

Personal Financial Consultant: good command of both spoken and 

written English and Mandarin; Branch Sales & Service Manager: 

excellent communications, presentations and negotiation skills; 

excellent leadership qualities to motivate the team; Personal 

Financial Consultant: strong personal and communication skills, 

ability to deal wit all levels of people, often in complex and difficult 

situations; team player who shows initiative and assertiveness.  

• Atlas Copco Construction and Mining Technique (origin: Sweden), is 

a world leading provider of industrial productivity solutions. 

Requirements: Deep understanding and respect of different cultures; 

Good English and computer skills, Good communication and 

presentation skills. 

• Ford Motor Company is a global automotive industry leader that 

manufactures and distributes vehicles….As well as fluency in 

speaking, reading and writing English, all candidates should have 

complete integrity and be able to demonstrate creativity, 

professional technical ability as well as strong innovation, 

communication and teamwork skills. We offer competitive 

compensation, a comprehensive training plan (as well as overseas 
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training possibilities) and excellent opportunities for further career 

development. Siemens Power Automation Ltd. requires its 

employees to show their CV in both English and Chinese. This 

company´s ad was shown in English and Chinese. 

 

• Harting (Germany) requirements: Mature, energetic, creative, 

working independently and be able to demonstrate excellent 

communication and interpersonal skills. Fluency in spoken and 

written English is a requirement.  

(Source: Modern Express 21/06/2007) 
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Appendix 4 Questionnaire (in English and Chinese) 

 

The Role of English in International Business: the Case of China 

 

This questionnaire aims to find out some of the opinions and ideas of 

middle or higher class managers or technicians for a topic of doctoral 

thesis entitled: The Role of English in International Business: the Case of 

China. 

Can you please answer the questions as attentively as possible? This 

data is the most important part of my doctoral thesis. Thank you very 

much for your time and attention. Please answer the questions in the 

space provided or circle the letter which corresponds to your answer. 

Email address of author: tianbo@ua.pt or tianboli2002@yahoo.com 

Address: Department of Languages and Cultures, University of Aveiro, Portugal  

Part One: Personal Information 

1. Age________    2. Gender_ _____ 

3. Nationality_________ 

4. Academic Background 

A. Bachelor      B. Master 

 C. Doctorate      D. No academic degree 

5. Profession_________ 

A. Management     B. Technician 

C. Marketing      D. Public relations 

6. Work Unit/Employer_______ ____________________________ 

7.  How long have you been working in China? ________ years.   

8. Years of English study___________. 

9. Where did you learn English? 

 A. Regular School     B. Private language school 
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 C. Abroad      D. Media 

10. Do you speak other foreign languages? Yes/No____. If yes, which   

language?  

11. E-mail: ______________   MSN______________  

QQ: ______________    Tel: ______________ 

 

Part Two: English Language 

 

1. How much English do you use in your daily life? 

A. A lot.  B. Some.   C. Not very much. D. None at all. 

2. What do you use English for? Circle as many choices as appropriate. 

A. Work B. Conversation  C. Recreation   

D. Advancement    E. Knowing Western culture 

F. Going abroad/Travel      G. Other. 

3. What language competences do you use most? Circle as many choices 

as appropriate. 

A. Written   B. Spoken   C. Reading 

D. Listening            E. Translating  F. All five  G. Other. 

4. Do the employees in the company learn English? 

Yes/No____________. 

 Which workers? ____________. Why? __________________.  

5. Does the company pay for workers to study English? 

Yes/No____________. 

6.  Which kind of English? Circle as many choices as appropriate. 

 A. British English  B. American English C. Mixture of English 

 D. Chinese English    E. Australian English 

 F. Canadian English    G. Other World Englishes 

 H.`I don´t know´. 
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7. Which of the following fields uses English more? Circle as many 

choices as appropriate. 

A. Trading company  B. Hotel and restaurant   

C. Communication Media  D. Transportation  E. Shop   

F. Tourism    G. Banking   H. School  

I. Translation company  J. Other. 

8.  How will English develop as the language of business in China? 

A. English will be the language of business in China. 

B. Chinese will become the global business language. 

C. Another foreign language will become the global business language. 

Part Three: Intercultural Skills 

 

1.   Which of the following skills are important in your daily life? 

A. Language skills  B. Intercultural skills  C. Both 

2. What intercultural skills do you use? Circle as many choices as 

appropriate. 

 A. Contacting people.  B. Initiating conversation naturally. 

C. Communicating effectively with people. 

D. Leading a normal conversation.     E. Other. 

3. Which fields need intercultural skills? Circle as many choices as 

appropriate. 

 A. Trading company  B. Hotel and restaurant   

C. Communication Media D. Transportation   E. Shop 

F. Tourism G. Banking  H. School     

 I. Translation company  J. Other. 

4. Do the employees in your company use intercultural skills? 

Yes/No____________. 
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5. What do you use intercultural skills for? Circle as many choices as 

appropriate. 

A. Work   B. Conversation  C. Recreation  

D. Advancement  E. Knowing Western culture   

F. Going abroad/Travel G. Other. 

6. Does the company pay for workers to learn intercultural skills? 

 Yes/No____________. 

 

Part Four: English in China 

1. How is English perceived in China? Circle as many choices as 

appropriate. 

A. Better pay and better job.   B. Going abroad. 

C. Knowing Western culture.   D. No English, no future. 

E. Damaging the purity of Chinese culture and language. 

F. Communicating with foreigners.  G. Social status and power.  

H. No opinion.   I. Affecting Chinese national identities. 

J. Other. 

2. What difficulties do you have in communicating in English with people 

from other cultures? Circle as many choices as appropriate. 

 A. Cultural/language barriers  B. Cultural differences in outlook  

 C. Work or educational background  D. Gender differences. 

 E. Other. 

3. What is the most difficult for you? Circle as many choices as 

appropriate. 

A. Contacting people.  B. Initiating conversation naturally. 

C. Communicating effectively with people. 

D. Leading a normal conversation.  E. Other. 
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4.   What are the most effective ways of communication in China? 

Circle as many choices as appropriate. 

A. Building long-term connections  B. Using reciprocity 

C. Paying attention to harmony  D. Using the intermediary 

E. Being collectivistic.    F. Being moderate  

G. Other. 

5. What cultural values are important for you to be successful in the 

Chinese market? Circle as many choices as appropriate. 

A. Interpersonal harmony   B. Collectivism   

C. Guanxi (connections)    D. Endurance  

E. Trust      F. Social status 

G. Thrift      H. Face  I. Other. 

6. What are contributions of Confucianism and Buddhism on business in 

China?  

Circle as many choices as appropriate. 

A. Cooperative principle  B. Politeness  C. Silence  

D. Harmony    E. Face  F. Win-win principle 

G. Loyalty    H. Tolerance  I. Other. 

7. China is a country with the highest economy growth rate, what is 

there to learn from China´s success? 

__________________________________________________. 

 

Thank you for your help! 
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Questionnaire in Chinese  

 

英语在国际商务中的作用:中国案例 

 

 

这份问卷是为了了解中高层管理人员和技术人员对博士论文题目“英语在国际商务

中的作用：中国案例” 的看法和意见。请您回答下列问题。非常感谢您对此问卷所付出

的时间和精力。 

作者的联系地址：tianbo@ua.pt or tianboli2002@yahoo.com 

葡萄牙阿威罗大学语言与文化系博士候选人: 李天波 

请您填空或选择您认为合适的字母。 

 

第一部分: 个人信息 

1.  年龄_________    2.性别________ 

3. 国籍_________  

4. 学科背景: 

A. 本科      B. 硕士生 

C. 博士      D. 无学位 

5. 职业  

A. 经营管理     B. 技术人员 

C. 市场营销     D. 公共关系 

6. 工作单位

______________________________________________________。 

7. 您在中国工作多长时间? ____________________。 

8. 您学英语____________________年。 

9. 您在哪里学的英语？________________。 

 A. 普通学校    B. 私立语言学校 



The Role of English in International Business: the Case of China  
 

 305

C. 国外     D. 媒体 

10. 您说别的外语吗? 是／不是_________. 如果是, 哪种外语? _________。 

11. E-mail：______________________MSN：_________________ 

QQ： __________________  Tel：_________________ 

第二部分: 英语 

 

1. 您在日常生活中经常使用英语吗?  

 A．经常  B．一些  C．不多  D．一点不用  

2. 您用英语做什么? （可以多项选择）。  

A. 工作   B. 谈话  C. 消遣 D. 进步 

E．了解西方文化   F. 出国/旅游  G. 其他 

3. 您经常使用________________的语言方式。（可以多项选择） 

 A. 写作 B. 会话  C. 阅读  D. 听力 

E. 翻译  F. 前五项都有 G. 其它. 

4. 您公司的员工学英语吗? 是／不是 ____________________。 

 哪些人学? ________________  为什么学?   

5. 您公司负担员工学英语的费用吗? 是／不是 ____________________。 

6. 学哪种英语? （可以多项选择） 

 A. 英国英语   B. 美国英语  C. 混合英语   

D. 中国英语   E. 澳大利亚英语 F. 加拿大英语 

 G. 其他英语      H. 我不知道. 

7. 下列哪些领域用英语更多? （可以多项选择） 

 A. 贸易公司   B. 宾馆饭店   C. 通讯媒体 

 D. 交通运输部门  E. 商店   F. 旅游 

 G．银行   H. 学校   I. 翻译公司 

 J．其他 

8. 您如何看待英语作为商务语言在中国将来的发展? 
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A. 英语将会成为中国的商务语言吗？ 

B. 汉语将成为全球商务语言。 

C. 其它外语将成为全球商务语言。 

第三部分: 交际能力 

1. 在日常生活中，您认为语言能力和交际能力哪个更重要? 

A. 语言能力   B. 交际能力   C. 两者都重要 

2. 您经常应用哪种交际能力? （可以多项选择） 

 A. 与人打交道     B. 自然地与人谈话 

 C. 有效地和人打交道    D. 引导平常话题 

 E. 其他 

3. 哪些领域需要交际能力? （可以多项选择） 

 A. 贸易公司   B. 宾馆饭店   C. 通讯媒体 

 D. 交通运输部门  E. 商店   F. 旅游 

 G．银行   H. 学校   I. 翻译公司 

 J．其他 

4. 您公司员工学习交际技能吗？是／不是 ____________________。 

5. 您用交际能力做什么？（可以多项选择） 

A. 工作   B. 谈话  C. 消遣 D. 进步 

E．了解西方文化 F. 出国/旅游  G. 其他 

6. 您公司负担员工学习交际能力的费用吗？是／不是 _________________。 

第四部分: 英语在中国 

1． 您认为英语在中国意味着什么？（可以多项选择） 

 A. 收入好的工作    B. 出国 

C. 了解西方文化    D. 没有英语，就没有将来 

E. 对中国语言和文化的纯洁性是一种伤害  F. 和外国人交往 

G. 社会权力和地位     H. 没有想法 

I. 影响中国人的国人身份    J. 其他 
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2. 您在运用英语和来自不同文化的人们交流时, 所遇到的困难是什么?  

（可以多项选择） 

 A. 语言／文化障碍      B. 性格差异 

C. 工作或教育背景差异      D. 性别差异  

E. 其他   

3. 对您来说最难的事情是什么? （可以多项选择） 

A. 与人打交道      B. 自然地与人谈话 

C. 有效地和人打交道     D. 引导平常话题 

E. 其他 

4. 您认为最有效的交往方式是什么？（可以多项选择） 

A. 建立长期的关系      B. 考虑回报 

C. 注重和谐       D. 运用中间人 

E. 注重集体主义      F. 中庸之道 

G. 其他 

5. 下列哪些文化价值对您成功进入中国市场很重要? （可以多项选择） 

 A．人际和谐       B. 团队精神 

 C．关系       D. 忍耐力 

 E．信任       F. 社会地位 

 G. 节俭   H. 面子   I．其他 

6. 您认为儒家文化和佛教对中国的商务的贡献是什么? （可以多项选择） 

 A. 合作原则       B. 礼貌原则 

 C. 沉默       D. 和谐 

 E. 面子       F. 双赢原则 

 G. 忠诚       H. 宽容 

 I. 其他   

7. 中国现在经济高速发展, 您能从里面领悟到什么?  

谢谢您的帮助！ 
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Appendix 5 All Answers to the Open-ended Question  

1. Better English Learning helps to improve awareness of society and 
global integration. (aged 25, female, Schunk General Carbon, 
Guangzhou Co., Ltd. origin: Germany) 

2. English learning has improved our orientation on seeing the world. 
Using English has laid a foundation for us to surpass Western 
countries. And it might become our second language.    (aged 26, 
female, Schunk General Carbon, Guangzhou Co., Ltd. origin: 
Germany) 

3. I don´t know. (aged 30, female, Public relations, The EPCOS Group, 
Nanjing, origin: Germany) 

4. The common people have not benefitted from China ´s economic 
growth yet. The gap between the rich and the poor is becoming 
bigger. So to improve the legal system, to create more national 
enterprises and build more middle class; with these measures, one 
can say we have achieved success. (aged 30, male, Technician, The 
EPCOS Group, Nanjing, origin: Germany) 

5. Lower labor cost and higher natural resources. (aged 29, male, 
Engineer, Intel Product (Chengdu) Co., Ltd. origin: USA) 

6. Many dangers  (many crisis around us) (aged 28, male, Technician, 
Zhongxing  Telecommunication) 

7. (We) need to learn better English, so we can do better business with 
foreigners. (aged 25) 

8. Effectively control sustainable development. (aged 26, Male, 
Technician, Zhongxing Telecommunication Technology Support) 

9. Go along with the time to see if we can catch up with the 
development (aged 37, Male, Marketing, Beijing Shunxin Agriculture 
Co., Ltd.)  

10. China ´s national power is constantly strong. (aged 24, male, 
Marketing, Jiangsu Mana Co., Ltd.) 

11. With high rate of economic development, it will require more 
comprehensive abilities, in order to grasp opportunities and to face 
challenges. (aged 25, female, Marketing, Jiangsu Mana Co., Ltd.) 

12. The gap between the rich and the poor is becoming larger, 
because fortune will be controlled by minorities. (aged 26, male, 
Marketing, Jiangsu Mana Co., Ltd.) 

13. English is very important. (aged 25, female, Jiangsu Mana Co., 
Ltd.) 

14. Grasp every chance to effectively cooperate. (aged 26, female, 
Marketing, Jiangsu Mana Co., Ltd.) 
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15. Living in this age, we must go with the times, otherwise we 
will be diminished by the competition.  (aged 36, female, Manager, 
Jiangsu Mana Co., Ltd.) 

16. Language is only a tool for communication. People should learn 
about the market needs, so we can achieve the purpose of 
harmonious communication. (aged 30, female, Jiangsu Mana Co., 
Ltd.) 

17. How can we deal with environmental pollution from high 
growth? China ´s comparative chance lies in when it can be 
transmitted. (aged 24, female, Marketing, Jiangsu Mana Co., Ltd.) 

18. Language and communicative skills are both important. (aged 
26, female, Manager, Jiangsu Mana Co., Ltd.) 

19. The level of national management is improving. (aged 44, 
male, Manager, Jiangsu Mana Co., Ltd.) 

20. Harmony (aged 24, male, Jiangsu Mana Co., Ltd.) 
21. Focusing on economic rules and regulations to take preventive 

measures against possible problems. (aged 40, female, Marketing, 
Jiangsu Mana Co., Ltd.) 

22. English is very important. (aged 24, female, Marketing, 
Jiangsu Mana Co., Ltd.) 

23. Behind highly development, it will be paid by a big price, such 
as the overuse of natural resources and pollution. (aged 26, female, 
Nanjing TianYuan International IMP./EXP Corporation 

24. China´s growth must result in globalization and integration 
into the world. Everyone should grasp opportunities and encourage 
each other under this environment. (aged 24, female, Nanjing 
TianYuan International IMP./EXP Corporation) 

25. The importance of English in China (aged 22, female, Jiangsu 
Kaiyuan Light Industrial Products IMP./EXP. Group Corporation) 

26. Not to be impulsive, learn things step by step, not focus on 
money only, but trust and better learning. (aged 59, male, Jiangsu 
Kaiyuan Light Industrial Products IMP./EXP. Group Corporation) 

27. Chances and challenges always come together. People must 
constantly improve themselves to grasp opportunities.  (aged 28, 
male, Marketing, Jiangsu Kaiyuan Animal by- Products IMP./EXP. 
Group Corporation) 

28. To improve oneself (aged 29, female, Marketing, Jiangsu 
Kaiyuan Animal by- Products IMP./EXP. Group Corporation) 

29. Not to be too optimist, because environmental destruction is 
also very big. (aged 27, female, Jiangsu Kaiyuan Animal by- 
Products IMP./EXP. Group Corporation) 
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30.  Improve oneself to adapt to development. (aged 25, female, 
Public Relations, Jiangsu Kaiyuan Animal by- Products IMP./EXP. 
Group Corporation) 

31.  If one country needs development, it must communicate with 
other countries (ruguo yige guo jia yao fazhan, bixu yu shijie ta 
guojia kaizhan jiaowang jiaoliu in Chinese pinyin, aged 28, male, 
Marketing, Secrecy, Nanjing)  

32. Nothing. (aged 28, male, Manager, Secrecy, Nanjing)  
33. Be happy but keep cool. There is a need to draw attention to 

sustainable development (aged 28, male, Secrecy, Nanjing)  
34. China has more potential than Western partners, with larger 

areas to develop and a larger market. Meanwhile, its economy is not 
completely developed. Natural resources and pollution should be 
better focused on.  (aged 39, male, Manager, Jiangsu Jiangdu 
Yinjiang Wood Products Factory) 

35. The openness of China, its markets and its way of thinking 
(aged 30, male, Marketing) 

36. We need to go along with the times to keep with the same 
pace of China ´s progress. (aged 28, female, Marketing, Standard 
Charted Bank, Nanjing, origin: UK) 

37.  Nothing. (aged 27, female, Technician) 
38. There is big cost coming along with this very rapid economic 

development, resulting in low quality technology.  (aged 27, male, 
Technician, Heilongjiang Electric Power Research Institute Cleaning 
Center) 

39. The improvement of social and cultural living standards comes 
along with integration into the world. (aged 23, female, 
unemployment) 

40. The improvement of social and cultural living standards comes 
along with integration into the world. (aged 24) 

41. To be integrated into the world. (aged 38, female, Marketing, 
Han Wei Group, origin: South Korea) 

42. Nationality, flexibility, foreign policy, create a good condition 
for economic development. (aged 47, male, Manager, Harbin 
Embraer Aircraft Industry Co. Ltd. origin, Brazil) 

43. Pride and annual (5 years) planning (Brazilian, aged 28, 
female, Manager, Harbin Embraer Aircraft Industry Co. Ltd. origin, 
Brazil) 

44. Social development will require better personal and constant 
progress. (aged 39, female, Manager, Harbin Embraer Aircraft 
Industry Co. Ltd. origin, Brazil) 
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45. There exist unharmonious factors in highly developed 
economies. (aged 26, female, Manager, Harbin Embraer Aircraft 
Industry Co. Ltd. origin, Brazil) 

46. To sacrifice natural resources for development will not last 
forever. (aged 36, male, Marketing, Harbin Embraer Aircraft Industry 
Co. Ltd. origin, Brazil) 

47. This period of opportunities should be well held. (aged 34, 
male, Marketing, Harbin Embraer Aircraft Industry Co. Ltd. origin, 
Brazil) 

48. Under the situation of rapid development, everyone has 
realized the sense of competition improving, so personal business 
and recognition of competences have rapidly grown. (aged 34, 
female, Public Relations, Harbin Embraer Aircraft Industry Co. Ltd. 
origin, Brazil) 

49. Society has appropriately grown, people must also continue 
the same pace. (aged 27, male, Technician, Harbin Embraer Aircraft 
Industry Co. Ltd. origin, Brazil) 

50. To go along with the time and not to be left behind. (aged 33, 
female, Harbin Embraer Aircraft Industry Co. Ltd. origin, Brazil) 

51. Free trading system has played an essential role. (aged 26, 
male, Marketing, Harbin Embraer Aircraft Industry Co. Ltd. origin, 
Brazil) 

52. People should self-improve so that they will not be left behind 
the highly social developments. (male, Harbin Embraer Aircraft 
Industry Co. Ltd., origin, Brazil) 

53. Effective communication has played an important role in China 
´s economic movements. With internationalization, English as a 
global language has a great impact on our daily lives. (aged 28, 
male, Technician, Harbin Embraer Aircraft Industry Co. Ltd. origin, 
Brazil) 

54. What is the most valuable thing in the 21st century? Talented 
human resources. (aged 26, female, Marketing, Harbin Embraer 
Aircraft Industry Co. Ltd. origin, Brazil) 

55. The economic power of one country decides its position in 
international community. (aged 35, female, Harbin Embraer Aircraft 
Industry Co. Ltd. origin, Brazil) 

56. China has many potential markets of the world. (aged 26, 
female, Harbin Embraer Aircraft Industry Co. Ltd. origin, Brazil) 

57. China will be much stronger. (aged 25, female, Manager, 
Harbin Embraer Aircraft Industry Co. Ltd. origin, Brazil) 
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58. China has more space and potential for development in the 
global market. (aged 22, female, Manager, Harbin Embraer Aircraft 
Industry Co. Ltd. origin, Brazil) 

59. The sense of crisis, the sense of pressure and responsibility. 
(aged 32, male, Technician, Harbin Embraer Aircraft Industry Co. Ltd. 
origin, Brazil) 

60. Rapid economy means higher possessions for the majority of 
people as well as benefitting from it. (aged 32, male, Technician, 
Harbin Embraer Aircraft Industry Co. Ltd. origin, Brazil) 

61. The sense of the whole dimension of globalization and 
integration. (aged 25, male, Manager, Harbin Embraer Aircraft 
Industry Co. Ltd. origin, Brazil) 

62. English and other languages are all important. (aged 24, male, 
Marketing, Sunch) 

63. Chinese language is very important. (aged 24, male, 
Technician, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

64.  “Inconvenience” (“discommodiousness” in Chinglish) (aged 31, 
female, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

65. “Inconvenience” (“discommodiousness” in Chinglish) (aged 28, 
male, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

66. “Inconvenience” (“discommodiousness” in Chinglish) (aged 30, 
male, Marketing, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

67. “Inconvenience” (“discommodiousness” in Chinglish) (aged 34, 
female, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

68. “Inconvenience” (“discommodiousness” in Chinglish) (aged 29, 
male, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

69. “Inconvenience” (“discommodiousness” in Chinglish) (aged 41, 
male, Public Relations, Harbin Coca/Cola Beverage Co. Ltd., origin: 
USA) 

70. “Inconvenience” (“discommodiousness” in Chinglish) (aged 25, 
female, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

71. “Inconvenience” (“discommodiousness” in Chinglish) (aged 29, 
male, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

72. “Inconvenience” (“discommodiousness” in Chinglish) (aged 32, 
female, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

73. “Inconvenience” (“discommodiousness” in Chinglish) (aged 27, 
male, Technician, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

74. “Inconvenience” (“discommodiousness” in Chinglish) (aged 24, 
female, Technician, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

75. “Inconvenience” (“discommodiousness” in Chinglish) (aged 40, 
female, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 
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76. “Inconvenience” (“discommodiousness” in Chinglish) (aged 24, 
female, Public Relations, Harbin Coca/Cola Beverage Co. Ltd., origin: 
USA) 

77. “Inconvenience” (“discommodiousness” in Chinglish) (aged 32, 
female, Marketing, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

78. “Inconvenience” (“discommodiousness” in Chinglish) (aged 35, 
female, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

79. “Inconvenience” (“discommodiousness” in Chinglish) (aged 40, 
female, Technician, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

80. “Inconvenience” (“discommodiousness” in Chinglish) (aged 28, 
male, Management, Technician, Harbin Coca/Cola Beverage Co. Ltd., 
origin: USA) 

81. “Inconvenience” (“discommodiousness” in Chinglish) (aged 41, 
female, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

82. “Inconvenience” (“discommodiousness” in Chinglish) (aged 39, 
male, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

83. “Inconvenience” (“discommodiousness” in Chinglish) (aged 42, 
female, Public Relations, Harbin Coca/Cola Beverage Co. Ltd., origin: 
USA) 

84. “Inconvenience” (“discommodiousness” in Chinglish) (aged 33, 
female, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

85. “Inconvenience” (“discommodiousness” in Chinglish) (aged 28, 
female, Marketing, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

86. “Inconvenience” (“discommodiousness” in Chinglish) (aged 38, 
female, Public Relations, Harbin Coca/Cola Beverage Co. Ltd., origin: 
USA) 

87. “Inconvenience” (“discommodiousness” in Chinglish) (aged 36, 
female, Public Relations, Harbin Coca/Cola Beverage Co. Ltd., origin: 
USA) 

88. “Inconvenience” (“discommodiousness” in Chinglish) (aged 42, 
female, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

89. “Inconvenience” (“discommodiousness” in Chinglish) (aged 43, 
female, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

90. “Inconvenience” (“discommodiousness” in Chinglish) (aged 45, 
male, Public Relations, Harbin Coca/Cola Beverage Co. Ltd., origin: 
USA) 

91. “Inconvenience” (“discommodiousness” in Chinglish) (aged 45, 
male, Technician, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

92. “Inconvenience” (“discommodiousness” in Chinglish) (aged 39, 
male, Manager, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

93. “Inconvenience” (“discommodiousness” in Chinglish) (aged 37, 
male, Technician, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 
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94. “Inconvenience” (“discommodiousness” in Chinglish) (aged 29, 
male, Marketing, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

95. “Inconvenience” (“discommodiousness” in Chinglish) (aged 47, 
male, Technician, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

96. “Inconvenience” (“discommodiousness” in Chinglish) (aged 37, 
male, Marketing, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

97. “Inconvenience” (“discommodiousness” in Chinglish) (aged 40, 
female, Technician, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

98. “Inconvenience” (“discommodiousness” in Chinglish) (aged 41, 
male, Marketing, Harbin Coca/Cola Beverage Co. Ltd, origin: USA) 

99. “Inconvenience” (“discommodiousness” in Chinglish) (aged 41, 
male, Marketing, Harbin Coca/Cola Beverage Co. Ltd., origin: USA) 

100. Diligence (work hard) (aged 24, male, Technician, Nanjing 
Design Company Ltd. ASTEC) 

101. Chinese hardworking, curiousness, open policy. (aged 25, 
female, Technician, Emerson Network Power) 

102. It is valuable to use the English skills well. (aged 25, male, 
Technician, Nanjing Design Company Ltd. ASTEC) 

103. Social progress requires persistent perseverance. (aged 36, 
female, Harbin Wangqi English School) 

104. English and other languages are all important. (aged 23, 
female, Marketing, Harbin Green Bean English School, origin: 
Canada) 

105. Harmony and better creative skills and spirit. (aged 23, female, 
Harbin Green Bean English School, origin: Canada) 

106. Knowledge helps to improve social quality, so one nation will 
need more qualitative talents. (aged 25, female, Harbin Green Bean 
English School, origin: Canada) 

107. Economy rapidly grows, but the (social class) gap is becoming 
serious, having great differences. (aged 24, female, High Hope Int´l 
Group Jiangsu Native Produce IMP-EXP Co. Ltd) 

108. Competition (aged 24, female, Manager, High Hope 
International Group Jiangsu Native Produce IMP-EXP Co. Ltd.) 

109. Economic growth has brought many different cultural 
influences and spiritual needs. (aged 34, male, Manager, High Hope 
International Group Jiangsu Native Produce IMP-EXP Co. Ltd.) 

110. The gap between the poor and the rich is becoming bigger,    
the polarized division is becoming very accentuated. (aged 26, 
female, High Hope International Group Jiangsu Native Produce IMP-
EXP Co. Ltd.) 
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111.  Economic growth and income is inverse ratio. (aged 26, male, 
High Hope International Group Jiangsu Native Produce IMP-EXP Co. 
Ltd.) 

112. Developed economy and strong nation can ensure the 
improvement of people´s living standards. (Marketing, Nei Mongolia 
Forestry Industrial IMP-EXP Co. Ltd.) 

113. Constant learning at all times, focusing on team spirit at all 
times. (aged 25, female, Manager, Nei Mongolia Forestry Industrial 
IMP-EXP Co. Ltd.) 

114. To be aware of one´s limitations and keep on working harder.  
(aged 36, female, Manager, Nei Mongolia Forestry Industrial IMP-
EXP Co. Ltd.) 

115. Knowledge is power. Technology has a great impact on 
achievements. (aged 31, female, Nei Mongolia Forestry Industrial 
IMP-EXP Co. Ltd.) 

116. Constant improvement of people´s living standards. (aged 36, 
female, Technician, Nei Mongolia Forestry Industrial IMP-EXP Co. 
Ltd.) 

117. Bring more benefits to the common people. (aged 35, male, 
Nei Mongolia Moerdaoga Forestry Bureau) 

118. People have acquired many unknown aspects in their lives. 
(aged 40, female, Manager, Nei Mongolia Moerdaoga Taizhen Wood 
Products Co. Ltd.) 

119. Improvement of people´s living standards, progress in the 
view of life and values. (aged 46, male, Manager, Nei Mongolia 
Moerdaoga Taizhen Wood Products Co. Ltd.) 

120. Strength of national power, increase of income. (aged 45, 
male, Nei Mongolia Moerdaoga Taizhen Wood Products Co. Ltd.) 

121. Growth of general national power helps with a healthy national 
and rapid development, with the improvement of an international 
position. (aged 44, male, Manager, Nei Mongolia Moerdaoga Taizhen 
Wood Products Co. Ltd.) 

122. China will become a strong country. (aged 42, male, Marketing, 
Nei Mongolia Moerdaoga Taizhen Wood Products Co. Ltd.) 

123. Environmental problems have become serious. Agriculture and 
farmers have been changed a lot.  Social competition has become 
very strong. (aged 35, female, Technician, Nestle Shuangcheng  Co., 
Ltd., origin: Switzerland) 

124. National strength results in people´s prosperity, social stability 
and improvement of an international position. This has played an 
important role at the international stage. (aged 30, female, Nestle 
Shuangcheng  Co., Ltd., origin: Switzerland) 
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125. National prosperity and strength has improved its international 
position, but Chinese employees´ salary is still very low. (aged 39, 
male, Technician, Nestle Shuangcheng  Co., Ltd., origin: Switzerland) 

126. Work hard to improve one´s knowledge, expertise and skills.  
(aged 36, female, Technician, Nestle Shuangcheng  Co., Ltd., origin: 
Switzerland) 

127. Irregular. (aged 45, male, Public Relations, Nestle 
Shuangcheng  Co., Ltd., origin: Switzerland) 

128. Rapid economic growth might not be a good thing. It is 
abnormal and should be regularly developed. (male, Technician, 
Nestle Shuangcheng  Co., Ltd., origin: Switzerland) 

129. Economic growth needs skilled talents. (aged 40, male, 
Manager, Nestle Shuangcheng  Co., Ltd., origin: Switzerland) 

130. Development is a definite truth.  (aged 27, female, Technician, 
Nestle Shuangcheng  Co., Ltd., origin: Switzerland) 

131. The open door policy is good. (aged 39, male, Nestle 
Shuangcheng  Co., Ltd., origin: Switzerland) 

132. Openness, cooperation and the win-win principle. (aged 31, 
male, Technician, Nestle Shuangcheng  Co., Ltd., origin: Switzerland) 

133. If one cannot consider self-improvement, he might be left 
behind by these times. One should know about the modern economic 
situation. (aged 41, female, Technician, Nestle Shuangcheng  Co., 
Ltd., origin: Switzerland) 

134. China has built up good relations with its neighbor countries 
and has benefitted and helped with each other. (aged 35, female, 
Marketing, Nanjing Tuocheng Trading Company) 

135. Although China is continuously developing. Other factors have 
still to be improved. (aged 23, female, Marketing, Nanjing Tuocheng 
Trading Company) 

136. China has constantly grown along with continuous 
improvement of national human qualities. (aged 30, female, 
Marketing, Nanjing Tuocheng Trading Company) 

137. (People) potentially and effectively integrate into China´s rapid 
economic growth. (aged 28, male, Nanjing Xuyuan Textile Company) 

138. The importance of English learning can help to effectively 
communicate with foreigners. (aged 22, female, Marketing, Nanjing 
Xuyuan Textile Company) 

139. Globalization and integration to the world have made English a 
bridge between nations. (aged 24, male, Marketing, Nanjing Xuyuan 
Textile Company) 

140. English is an indispensible language in our daily lives. (aged 23, 
male, Marketing, Nanjing Xuyuan Textile Company) 
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141. Human being orientation and social harmony can make a rapid 
economy growth. (aged 26, female, Technician, Zhongxing 
Telecommunication Co., Ltd.) 

142. Money cannot be used for everything, but no money is not 
possible. (aged 33, female, Technician, Zhongxing 
Telecommunication Co., Ltd.) 

143. English is important. (aged 29, male, Technician, Zhongxing 
Telecommunication Co., Ltd.) 

144. Economic development must not be based on environmental 
destruction. (aged 30, male, Technician, Zhongxing 
Telecommunication Co., Ltd.) 

145. Good! (aged 31, male, Technician, Zhongxing 
Telecommunication Co., Ltd.) 

146. Require a system to ensure long-term development. (aged 26, 
male, Technician, Zhongxing Telecommunication Co., Ltd.) 

147. I don´t have any feelings about it. (aged 28, male, Technician, 
Zhongxing Telecommunication Co., Ltd.) 

148. At present, China´s integration into the world economy, needs 
to go abroad to the outside world. The importance of foreign 
languages should be innate. (aged 28, female, Technician, 
Zhongxing Telecommunication Co., Ltd.) 

149. Behind economic growth with sacrificing the environment and 
land, there exists a concealed crisis. Inflation, shortage of social and 
medical security and government control directly result in an 
increasing life pressure. (Currently), Chinese people are getting rich, 
but they are unhappy. (aged 26, male, Technician, Zhongxing 
Telecommunication Co., Ltd.) 

150.  English as a language for international communication has 
become more important. (aged 31, female, Technician, Zhongxing 
Telecommunication Co., Ltd.) 

151. Nothing (aged 28, female, Technician, Zhongxing 
Telecommunication Co., Ltd.) 

152. Rapid growth might not be healthy. (aged 28, male, Technician, 
Zhongxing Telecommunication Co., Ltd.) 

153. If reform had been earlier, China might be better today. (aged 
29, female, Technician, Zhongxing Telecommunication Co., Ltd.) 

154. Every country should firstly develop their economy. (aged 31, 
male, Technician, Zhongxing Telecommunication Co., Ltd.) 

155. No answer. (aged 32, male, Technician, Lucent Technologies 
(China) Co., Ltd. origin: France) 
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156. China has been playing an important role in the world. (aged 
33, female, Technician, Alcoa (China) Investment Company Ltd. 
origin: USA) 

157. I am not sure whether China is now a country with a high 
economy growth rate. (aged 33, male, Beijing Univ. of Posts 
&Telecommunication) 

158. More developed countries will become stronger (benefitting 
from China´s rapid economic growth) (aged 25, female, Marketing, 
Synovate (China) Market Intelligence,  origin: UK) 

159. Unlimitled business opportunities (aged 28, male, Marketing, 
Dupont (China) Group Co. ,Ltd. origin: USA) 

160. A lot of opportunities require us to self-improve and to adapt 
to social development. (aged 39, male, Manager, QVC（China）

Shanghai Representative Office (origin: USA) 
161. A lot of opportunities require us to self-improve and to adapt 

to social development. (aged 36, male, Marketing, REXROTH CHINA 
(origin: Germany) (origin: USA) 

162. If one wants to make a fortune, do it as early as possible. 
(aged 36, female, Manager, EBAY CHINA. origin: USA) 

163. Investments from other developed countries have led to bad 
environmental living. (aged 31, male, Technician, EBAY CHINA CDC. 
origin: USA) 

164. Internationalization is a precondition of China´s overall 
progress, not only including social economy, but also political culture. 
English has become an important communicative tool. (aged 30, 
female, Technician, EBAY CHINA Development and Research Center. 
origin: USA) 

165. Catch the trend (aged 38, male, Manager, EBAY CHINA, Ltd. 
origin: USA) 

166. Peaceful rise. (aged 36, male, Technician, Petro China 
Company Limited) 

167. Development requires an effective, democratic, open and a 
clear managerial system. (aged 32, male, Technician, Petro China 
Company Limited) 

168. Development has brought a lot of opportunities to us. (aged 40, 
female, Technician, Petro China Company Limited) 

169. Economic growth needs good environment, while people 
should refresh their knowledge not to be left behind. (aged 41, male, 
Technician, Petro China Company Limited) 

170. Intercultural skills are fundamental. (aged 27, male, 
Technician, Lenovo Computer Group) 
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171. The most important thing for China is still openness and 
learning. (aged 27, male, Technician) 

172. No right way, no gain. (aged 35, male, Technician, Dalian  
C&G Trade Co., Ltd.) 

173. China should adapt to international development. This requires 
high quality and skilled talents. Survival of the fittest is not only an 
important rule for people to depend on and to obey, but also an 
essencial rule in the economic field. (aged 26, male, Technician, 
Dalian  C&G Trade Co., Ltd.) 

174. Since China opened and reformed, nearly thirty years, this 
nation has started to enter a rapid economic period, one cannot 
deny that people´s living standards has quickly improved. But our 
leaders should carefully consider how to steadily increase rapid 
economic growth and GDP. (aged 28, male, Technician, Dalian C&G 
Trade Co., Ltd.) 

175. Open mind and keep on learning and learning. (aged 36, male, 
Technician, LAFE Group. origin: USA) 

176. New Market, Low labor Cost (aged 30, male, Technician, 
Huawei Technologies) 

177. Set a goal, and work on achieving it. (aged 35, female, 
Technician, A C T Link, origin: UK) 

178. Cheap labor, cheap raw material, favorable government policy, 
less requirement on the environment  protection (aged 38, male, 
Technician, Singapore Airline) 

179. Cheap labor price, cheap raw material, hard working people, 
favorable government policy (aged 37, female, Technician) 

180. Openness and reform is good. Sustainable increase is very 
important. (aged 28, female, Technician, Dalian C&G Trade Co., Ltd.) 

181. China has sped up in all fields of internationalization. (aged 30, 
male, Technician, Abacus International Inc. origin: USA) 

182. There are two effects of English on China´s economic 
development. (aged 25, female, Technician, Beijing Shanliansi 
Science and Technology Trading Co., Ltd.) 

183. With economic growth, the use of English will be constantly 
increasing. (aged 26, male, Technician, Beijing Shanliansi Science 
and Technology Trading Co., Ltd.) 

184. China needs to open up to the world, and the world needs to 
go to China. (aged 34, female, Technician, Finances)  

185. Pragmatism and stability. (aged 39,male, Technician, Ningbo 
Feiying Hardware Co., Ltd.) 

186. Intercultural skills are the base. (aged 27, male, Technician, 
Lenovo Computer Group) 
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187. Vicissitude and excellent nationality (aged 31, male, 
Technician, Lenovo Computer Group) 

188. With China´s high economic growth and integration into the 
world economy, language and internationalization will become 
essential. (aged 29, male, Technician, Lenovo Computer Group) 

189. Knowledge is power! (aged 21, male, Technician,) 
190. Social progress comes from the innovation of thinking and 

manufacturing. (male, Lenovo Computer Group) 
191. Business English has been used much more in all fields to put 

China into the world´s economy. (aged 21-30, female, Engineer, 
Yanfeng Visteon Automotive Trim Systems Co., Ltd. origin: USA) 

192. Business English has been used much more in all fields to put 
China into the world´s economy. (aged 21-30, female, Engineer,  
Yanfeng Visteon Automotive Trim Systems Co., Ltd. origin: USA) 

193. Business English has been used much more in all fields to put 
China into the world´s economy. (aged 21-30, female, Engineer, 
Yanfeng Visteon Automotive Trim Systems Co., Ltd. origin: USA) 

194. There is more recognition for intercultural skills in all these 
areas. (aged 21-30, male, Engineer, Shanghai General Motors. origin: 
USA) 

195. More and more recognition for intercultural skills in all kinds of 
fields. (aged 21-30, male, Engineer, Shanghai General Motors. origin: 
USA) 

196. Business English is more and more used in all fields to put 
China into the world. More and more recognition for intercultural 
skills in all kinds of fields. (male, Engineer, Yanfeng Visteon 
Automotive Trim Systems Co., Ltd. origin: USA) 

197. Business English is more and more used in all fields to put 
China into the world. (aged 21-30, male, Engineer) 

198. Business English is more and more used in all fields to put 
China into the world. (aged 31-40, male, Engineer, Nanjing Fire 
Group) 

199. Business English was more and more used in all fields to put 
China into the world. (aged 21-30, male, Engineer, Yanfeng Visteon 
Automotive Trim Systems Co., Ltd. origin: USA) 

200. Business English is more and more used in all fields to put 
China into the world. (aged 21-30, male, Engineer, Yanfeng Visteon 
Automotive Trim Systems Co., Ltd. origin: USA) 

201. There is mostly Chinese performance but almost no relation 
with using much business English. (aged 21-30, male, Engineer, 
Jiangsu Top power) 
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202. More and more recognition for intercultural skills in all kinds of 
fields. (aged 21-30, female, Engineer, SAIC Motor) 

203. Business English is more and more used in all fields to put 
China into the world. (aged 21-30, male, Engineer) 

204. Business English is more and more used in all fields to put 
China into the world. (aged 21-30, male, Other, YangFeng Visteon 
Automotive Electronics Co. Ltd. origin: USA) 

205. Business English is more and more used in all fields to put 
China into the world. (aged 31-40, male, Engineer, YangFeng 
Visteon Automotive Electronics Co. Ltd. origin: USA) 

206. More and more recognition for intercultural skills in all kinds of 
fields. (aged 31-40, male, Engineer, SAIC Motor) 

207. Business English is more and more used in all fields to put 
China into the world. (aged 21-30, male, Engineer, YangFeng 
Visteon Automotive Electronics Co. Ltd. origin: USA) 

208. Others. (aged 21-30, female, Engineer, YangFeng Visteon 
Automotive Electronics Co. Ltd. origin: USA) 

209. Business English is more and more used in all fields to put 
China into the world, and more and more recognition for intercultural 
skills in all kinds of fields. (aged 21-30, female, Engineer) 

210. Business English is more and more used in all fields to put 
China into the world, and more and more recognition for intercultural 
skills in all kinds of fields. (aged 31-40, male, Engineer, YangFeng 
Visteon Automotive Electronics Co. Ltd. origin: USA) 

211. Business English is more and more used in all fields to put 
China into the world, and more and more recognition for intercultural 
skills in all kinds of fields. (aged 21-30, male, Engineer, Lianchuang 
Electronic) 

212. Business English is more and more used in all fields to put 
China into the world, and more and more recognition for intercultural 
skills in all kinds of fields. (aged 21-30, male, Manager, Method 
Electronic Co. origin: USA) 

213. Business English is more and more used in all fields to put 
China into the world, and more and more recognition for intercultural 
skills in all kinds of fields. (aged 31-40, male, Engineer, YangFeng 
Visteon Automotive Electronics Co. Ltd. origin: USA) 

214. Business English is more and more used in all fields to put 
China into the world, and more and more recognition for intercultural 
skills in all kinds of fields. (aged 21-30, male, Engineer, YangFeng 
Visteon Automotive Electronics Co. Ltd. origin: USA) 

215. Business English is more and more used in all fields to put 
China into the world, and more and more recognition for intercultural 
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skills in all kinds of fields. (aged 31-40, Manager, YangFeng Visteon 
Automotive Electronics Co. Ltd. origin: USA) 

216. More and more recognition for intercultural skills in all kinds of 
fields. (aged 31-40, male, Engineer, SAIC Motor) 

217. (aged 21-30, male, Engineer, Delphi Automotive Co. origin: UK) 
218. China will become an economic giant. (male, Technician, 

Qingdao Haire Co., Ltd.) 
219. Innovation and openness. (aged 30, male, Technician, ZTE 

Zhongxing Telecommunication) 
220. I don´t think it is successful, it´s over draft more. (overstated) 

(aged 31, male, Technician, ZTE Soft) 
221. Work hard (aged 30, male, Technician, Technician, ZTE Soft) 
222. Diligence and openness (aged 32, female, ZTE Soft) 
223. This question is so generalized. (aged 29, male, Technician, 

Huawei Technologies) 
224. Emergence (aged 41, male, Technician, Huawei Technologies) 
225. Development is true. (aged 41, male, Technician, Huawei 

Technologies) 
226. Chinese people are intelligent and work harder. (aged 42, male, 

Tourist Guide, China International Travel Service) 
227. If people don´t learn sth, they might be left behind. (aged 22, 

female, Tourist Guide, Zunhua Sanyang Tourist Agency) 
228. Constant studies, constant progress. (aged 23, female) 
229. A group of high quality people direct economic growth, so that 

people´s lives are becoming better and better. (aged 34, female, 
Technician, Zunhua International Hotel) 

230. Rich materials, smooth circulation and constant technology 
innovation. (aged 45, female, Public Relations, Zunhua International 
Hotel) 

231. Social stability and harmony is an important factor for 
economic growth. (aged 35, female, Public Relations, Zunhua 
International Hotel) 

232. Plenty of daily necessaries and people are living a better life, 
housing, transporting, etc. (necessities) with good housing and 
transportation. (aged 45, female, Manager, Zunhua International 
Hotel) 

233. If living in a rapid economic growth like China, one should 
have their expertise. (aged 38, female, Manager, Industrial and 
Commercial Bank of China Zunhua Branch) 

234. One of the factors is the WTO entry to be integraded into the 
world. Another is the improvement of Chinese people´s quality. 



The Role of English in International Business: the Case of China  
 

 323

(aged 38, male, Technician, Industrial and Commercial Bank of 
China Zunhua Branch) 

235. Constant studies. (aged 38, female, Technician, Industrial and 
Commercial Bank of China Zunhua Branch) 

236. All of Chinese people should learn English. (aged 45, male, 
Manager, Changchun Teacher´s College) 

237. Much learning (aged 29, male, Changchun Teacher´s College) 
238. Society is in a constant progress. Learning English well is an 

obligation for every Chinese citizen. Because English has been 
involved every field of Chinese society. (aged 31, male, Changchun 
Teacher´s College) 

239. Learning English is an urgent need for current China. (aged 28, 
male, Manager, Changchun Adult Institute of Polytechnic University) 

240. All of Chinese people should learn English. (aged 28, male, 
Manager, Xiuzheng Pharmaceutical) 

 
 

Category Examples of Respondents´ 
Opinions 

 

 

 

 

 

 

The role and status of English 

Better English learning helps to 
improve awareness of society and 
global integration.  

(We) need to learn better English, 
so we can do better business with 
foreigners. 

English is very important.  

The importance of English learning 
can help to effectively communicate 
with foreigners. 

English is an indispensible language 
in our daily lives. 

English as a language for 
international communication has 
become more important. 

There are two effects of English on 
China´s economic development. 
(positive and negative) 

With economic growth, the use of 
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English will be constantly increasing. 

Business English has been used 
much more in all fields to put China 
into the world´s economy. 

Learning English is an urgent need 
for contemporary China. 

All of Chinese people should learn 
English. 

  

 

 

 

 

 

 

Language and Communicative 
skills 

Language and communicative skills 
are both important. 

English and other languages are all 
important. 

Chinese language is very important.  

It is valuable to use the English 
skills well. 

At present, China´s integration into 
the world economy needs to go 
abroad to the outside world. The 
importance of foreign languages 
should be innate.   

Intercultural skills are fundamental. 

With China´s high economic growth 
and integration into the world 
economy, language and 
internationalization will become 
essential. 

There is more recognition for 
intercultural skills in all these areas. 

Good leadership 

In order to effectively control 
sustainable development.  

The level of national management is 
improving. 

China´s national power is constantly 
strong. 

Nationality, flexibility and foreign 
policy can create a good condition 



The Role of English in International Business: the Case of China  
 

 325

for economic development. 

The open door policy is good.  

China has built up good relations 
with its neighbor countries and has 
benefitted and helped with each 
other. 

China has constantly grown along 
with continuous improvement of 
national human qualities.  

A group of high quality people direct 
economic growth, so that people´s 
lives are becoming better and 
better. 

 

 

 

Demands of rapid economic 
development 

 

 

With high rate of economic 
development, it will require more 
comprehensive abilities, in order to 
grasp opportunities and to face 
challenges.  

Go along with the times to see if we 
can catch up with the development. 

We need to go along with the times 
to keep with the same pace of China 
´s progress.  

Living in this age, we must go with 
the times, otherwise we will be 
diminished by the competition.  

Economic development requires 
skillful talents.  

A lot of opportunities require us to 
self-improve and to adapt to social 
development.  

Economic growth needs good 
environment, while people should 
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refresh their knowledge not to be 
left behind. 

The gap between the rich and 
the poor 

The gap between the rich and the 
poor is becoming larger, because 
fortune will be controlled by small 
number of people.  

Economy rapidly grows, but the 
(social class) gap is becoming 
serious, having great differences.   

Opportunity 

Grasp every chance to effectively 
cooperate. 

China´s growth must result in 
globalization and integration into the 
world. Everyone should grasp 
opportunities and encourage each 
other under this environment.  

 

 

 

Environmental problems 

 

How can we deal with environmental 
pollution from high growth? China´s 
comparative chance lies in when it 
can be transmitted. 

Don´t be too optimist, because 
environmental destruction is also 
very big.  

 

 

 

 

 

 

Social and cultural values 

Harmony is valued.  

Don´t be impulsive, learn things 
step by step, not focus on money 
only, but trust and better learning.  

(We have witnessed) the openness 
of China, its markets and its way of 
thinking.  

To be aware of one´s limitations 
and keep on working harder.   

Work hard to improve one´s 
knowledge, expertise and skills. 

Openness, cooperation and the win-
win principle. 

Human being orientation and social 
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harmony can make a rapid economy 
growth.   

Money cannot be used for 
everything, but people cannot go 
without money. 

Waste of natural resources 

Behind highly development, it will 
be paid by a big price, such as the 
overuse of natural resources and 
pollution. 

 

Low technology 

 There is big cost coming along with 
this very rapid economic 
development, resulting in low 
quality technology.  

  

Benefits from economic 
growth 

The improvement of social and 
cultural living standards comes 
along with integration into the 
world's economy. 

Rapid economy means higher 
possessions for the majority of 
people as well as benefitting from it.  

Improvement of people´s living 
standards, progress in the view of 
life and values. 

Results of competition 

Under the situation of rapid 
development, everyone has realized 
the sense of competition improving, 
so personal business and recognition 
of competences have rapidly grown.   

   

 

Trade and commerce 

Free trading system has played an 
essential role.  

One of the factors is the WTO entry 
to be integrated into the world, 
another is the improvement of 
Chinese people´s living standards. 

 

 

Strength of economy  

The economic power of one country 
decides its position in international 
community.  
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If economy develops, nations can be 
stronger. So that people´s living 
standards can be improved. 

 

 

 

 

 

Confidence in China and its 
people 

China will be much stronger.  

Growth of comprehensive national 
power helps with a healthy national 
and rapid development, with the 
improvement of an international 
position.  

National strength results in people´s 
prosperity, social stability and 
improvement of an international 
position. This has played an 
important role at the international 
stage.   

China has been playing an important 
role in the world. 

 

Low Income 

Economic growth and the increase 
of income is the opposite. 

Cheap labor, cheap raw material, 
“favorite” government policy, less 
requirement on the environment  
protection 

China's contribution  

More developed countries will 
become stronger (benefitting from 
China´s rapid economic growth)  

 

Innovation 
Social progress comes from the 
innovation of thinking and 
manufacturing. 

Social demand for complete 
system 

(We) require a system to ensure 
long-term development. 

 

Table A. 3.3 Respondents´ Opinions on China's Economy 
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