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	Thursday, April 1, 2010

	Time
	5501
	5502
	5503
	5504

	11:50-13:20
	Lunch and Tea Ceremony (Please visit our Japanese Tea Room)

	13:30-14:00
	The Changing Face of Management in East Asia

Iris Varner
	How to Negotiate with the Paranoid at Headquarters: A Case Study of Intel Japan
Yasuo Nakatani
	“Global communication challenges for a Japanese multinational firm in the process of becoming a Globally Integrated Enterprise” – Case study of a leading Japanese Electronics Manufacturer

Munetsugu Takeda
	Women in Business: challenges and achievements of Omani female leaders
Maja Hrehorowicz


	14:10-14:40
	Turn-taking Behaviour and Topic Management Strategies of Chinese and Japanese Business Professionals: A Comparative Analysis of Inter-cultural Group Communication
Bertha Du-Babcock

Hiromasa Tanaka
	Case studies of intra-company negotiations
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	Academy Communication in Universities’ Websites: A comparison of the use of Academy Communication in the websites of foreign and Japanese universities
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	Thursday, April 1, 2010

	Time
	5501
	5502
	5503
	5504

	14:50-15:20
	Publishing In Business Communication Journals
Melinda Knight
	A Study on Global Negotiation

Yuki Imaizumi
	WHEN IN ROME, DO AS THE ROMANS DO?
Cultural adaptation in intercultural communication
Hao Zhang
	What is “business” in Business Communication?: The Scope of Business from the Viewpoint of Language

Naoki Kameda

	15:30-15:50
at 7204 (Bldg. No.7)
	Welcome address:
Hiromitsu Hayashida, Professor, Chuo University

Executive Director, Association for International Business Communication
Betty S. Johnson, Professor , Stephen F. Austin State University
Executive Director, Association for Business Communication

	16:00-16:50

at 7204 (Bldg. No.7)
	Keynote Address:  East Brain, West Brain: Culture and Cognition
Linda Beamer, Visiting Professor, Chuo University

Past President, Association for Business Communication

	17:00-19:00

4F Hilltop Dining Hall
	Reception at Chuo University


	Friday, April 2, 2010

	9:20-10:00
	Registration at 5508 (Building No.5)

	Time
	5501
	5502
	5503

	10:00-10:30
	Teamwork in Students’ Business Projects

Carene Klintworth
	Collaborative interaction and interpersonal communication competence in SME internationalization. SME and intermediary representatives’ perceptions of the management of collaborative relationships
Pipsa Purhonen
	Reconsidering the Metaphor Identification Procedure for 
‘Mental Distance’ Hypothesis in Business Speeches

Toshihiro Shimizu

	10:40-11:10
	The earliest occurrence of business terms in merchants’ historical texts
Ichiro Iida
	The Future of Visual Knowledge Communication in Project Environments: Theoretical considerations
Miikka Lehtonen
Constance Kampf
	Rapport management in BELF Encounters: A Theoretical Approach

Yeonkwon Jung


	11:20-11:50
	An Integrated Program of Classroom-based Learning and Internships
Bertha Du-Babcock
	Communication of Full-time Expatriate Workers at Japanese Workplace – Focused on Asian graduates from Japanese Tertiary/University 
Institutions –
Kashii Fukaya
	Impact of IT industry consolidation on business communication: focus on corporate application users
Yuji Nozue


	12:00
|
15:00
	Depart for Lunch at Ukai Toriyama
http://www.ukai.co.jp/toriyama/
http://www.ukai.co.jp/toriyama/index.html#english


Thursday, April 1, 2010
	10:00

at

5501
	Publishing in the Global Advances in Business Communication (GABC) Journal 
Richard D. Babcock, University of San Francisco
Bertha Du-Babcock, City University of Hong Kong  
	The GABC Journal is a new peer-reviewed journal jointly published by the University of Antwerp and Eastern Michigan University.  Professor David A. Victor is the chief editor.  As members of the editorial review board, our purpose in this presentation is to provide information about the Journal and encourage the submission of manuscripts.  

The GABC Journal publishes original research on interdisciplinary business practices which shape and are shaped by the changing nature and level of global business communication.  The Journal publishes articles that contribute to the knowledge, theory and practice of the global aspects of business communication in one or more of the following areas:

· International and cross-cultural business communication and negotiations

· Global aspects of integrated marketing communications (IMC)

· Communication aspects of international law and global business ethics

· Languages and business communication

· E-Semantics  

In this session we will provide a brief overview of the Journal and respond to questions raised about publishing in the Journal. 

	10:00

at

5502
	Influence of Feelings on Negotiation

Shun-itsu Nakasako, Chuo University
	Since negotiation is conducted by human beings, it is impossible to completely exclude feelings when we negotiate. The importance of controlling one’s feelings, how not to make the other side emotional will be discussed.




	10:00

at 5503
	Developing interpersonal skills in international Japanese companies: The Tanaka and Handford Approach

Michael Handford, The University of Tokyo
Hiromasa Tanaka, Meisei University
	The presenters regularly train staff in several Japanese multinationals. The approach developed through working with these multinationals involves the following steps: meetings with department heads, to clarify the main rationale for the training (for instance, development relationships with potential distributors, or enable engineers to make successful sales presentations). From this, an initial training session and needs analysis session is conducted with the actual participants, and a training course is developed. 

The courses train staff in meeting strategies, intercultural awareness, presentation delivery skills, email writing and so on. Feedback on the effectiveness of the training has been very positive, with international sales in one engineering company increasing 300% over the course of the three year training, and independent feedback on the improvement of the communication and relationship-building skills of many trainees. This presentation will outline the approach and briefly demonstrate the types of activities used in the regular sessions.

	10:00

at

5504
	A Study of Crisis Communication in Japan

Takehisa Kobayashi, Wako University
	This presentation will explain crisis communication of Japanese companies, how they affect the respective stakeholders, and how the crisis communication function can be managed effectively. Communication strategies for crisis management are needed to explain the precrisis and postcrisis plans to all affected stakeholders. But many Japanese companies often fail. In particular, the communication between the media is a difficult part for them. There are many stories that a company suffered a great loss by false report or rumors that spread through the media.

This presentation compares both failure case and success case and discusses the effective strategies of the Japanese company at crisis.


	10:40 at

5501
	Improving Japanese Learners’ Presentation Skills
Kinuyo Shimizu, Rikkyo University
	The purpose of this presentation is to introduce activities and materials concerned with improving learners’ presentation skills in graduate-level courses. Many Japanese educational institutes do not have public speaking classes. Therefore, business people learn presentation skills through on-the-job training in their companies. However, often there is not enough time while working to think about how people communicate or perceive information.

The message the presenter is trying to give the audience is in the context, and the context is influenced by culture. People create their realities in their own ways. They perceive information presented to them differently. One can not control the audience’s reality. Human nature and cultural influences should be discussed and understood in the learning process of presentation skills. The activities and materials introduced here contain elements that are helpful in improving one’s presentation skills.

	10:40 at

5502
	Japanese-Chinese Business Negotiation

Peina Chen, Chuo University
	Many comparative researches about business negotiation mostly focused on investigating the differences between China and the western countries, or between Japan and America. However, the Japanese-Chinese business negotiation received very little attention. This study illustrates how the Japanese-Chinese business negotiation works, especially through the use of the culture dimension approach. The interviews were taken in three Japanese enterprises-Panasonic, Apollo, and Guangdong Rengo Packaging- this February in Guangdong Province, China for the purpose of collecting qualitative data for my master dissertation. The interviews intend to investigate three different features between Japanese people and Chinese people in the categories of national characteristics, business rules and the styles and strategies of business negotiation. This study is proposed to make some suggestions for both of the Japanese and the Chinese who are involved in business negotiations.


	10:40 at

5503
	Overseas Investment for the success-mainly in the South-East Asian countries
Hideo Oshima, Kokushikan University
	Many Japanese corporations have been largely influenced by the financial crisis in 2008, the world recession, and the change of investment conditions in China.
They, however, have showed active business concerns to the South-East Asian countries and regions. To overcome the world recession, the large anticipation has been made to the big market in China and India, etc.
From the survey of IDEC Yokohama, they have consulted to the half of the corporations in the city of Yokohama, the contents of which are China, Thailand, Vietnam, and India in order.
We would like to say our opinion of the problems in case of overseas investment, risks, and the safety measures, etc. under the title of  “Overseas Investment for the success-mainly in the South-East Asian countries,” taking into consideration of the survey of Japan Bank of International Corporation, and other data.      

	10:40 at

5504
	The Buyer-Seller Communication in Greenhouse Gas Emission Trading

Takashi Masuyama, Mitsubishi UFJ Trust and Banking Corporation
	This presentation aims to clarify the characteristics of typical emission reduction products under Clean Development Mechanism (CDM) of Kyoto Protocol. First, I try to explain the concept of CDM as clearly as possible. As seller, China dominates 84% of the world CDM market in 2008. This background information indicates that EU countries and Japan will be main potential buyers of emission reduction products under CDM. Second, from the perspective of international business communication, the notion of emission or emission reduction seems to be vague and implicitly stipulated in Kyoto Protocol statements. From both international legal and accounting standpoints, the notion of emission or emission reduction has not clearly been defined. Therefore there might be some miscommunication opportunities between potential buyers and sellers, I am afraid. Finally, I briefly explain how we can understand this type of conceptual products easily, and state my own opinions as well. 


	11:20 at

5501
	Prosody and Presentation Skills: Ways to Teach or Circumvent Them”

David Kolf, Seido Language Institute
	Effective communication involves linguistic parameters that are not easy for many Japanese, such as stress and intonation.  Typically, Japanese presenters sound flat, which strains comprehension and causes tedium.  
Typically, language teachers focus on phonemes, when incorrect stress can be equally problematic (accent the first syllable of “committee” and you have “comedy”).  Stress and intonation can group phases and make the sentence structure clearer.  They help emphasize key words, shifts in focus, and generally make for a more lively tone.
Videos can raise awareness of the problem.  The presenter will introduce videoclips available on YouTube, which contrast good and bad examples of presenters’ speech.   Classroom techniques will also be demonstrated.
Since effective prosody is difficult, though, it is also important to teach ways to compensate.  Word units, emphasis, shifts and emotion can be expressed by techniques like repetition, pausing, stretching, rhetorical questions and periodic sentences, examples of which will be given.

	11:20 at

5502
	Are the Japanese that unique in international negotiations?”

Kazue Akutsu, Kanagawa University
	Having trained thousands of Japanese Business Executives to work with non-Japanese Business Executives, I came to the conclusion that it would be more cost effective to train non-Japanese Business Executive how to work with, communicate and understand Japanese Business Executives.

This presentation will discuss some of the techniques that I have used to train non-Japanese Business Executives. I will use actual examples from experiences that I had as a trainer at Arthur Andersen Japan (I worked there as an in-house trainer for three years) and also my experiences from training over 35 Japanese Company Chair Persons and Presidents.


	11:20 at

5503
	Bending the Kaizen Code: Improved methods for effective communication.

Daniel Alexander Barber-Trenbath, Doshisha University
	This paper examines the impact of embedded Japanese cultural and corporate tendencies on effective English communication. Prior research has been primarily devoted to the influence of government reform on the improvement of English teaching in Japan. In contrast, this paper examines Japan's oldest and largest manufacturer of scale and packaging machines; in order to evaluate the success of government and company reforms, in their application of effective English communication practices. The philosophy and application of continuous improvement have been successfully adopted within Japanese manufacturing and electronic industries; however the paper describes their influence within the English language development process. By surveying prominent academic studies on this topic, linkages to similar firms will be illustrated, providing further support to the findings. 


This paper explores the relationship between rapport building and call structures, focussing in particular on the initial stage of telephone conversations between customer service representatives (CSRs) and customers. It is at this important stage of the telephone interaction that the first impression is formed. Applying Spencer-Oatey’s Rapport Management Framework (2000, 2008), and analysing authentic calls from two Asia Pacific call centres, results suggest that the opening section of the calls consists of a three component pattern. An examination of the rapport strategies involved in each of these components identified an abundance of effective rapport-building strategies. However, deployments sometime are hindered by inflexible operation procedures. 

	


	13:30 at

5501
	The Changing Face of Management in East Asia

Iris Varner, Illinois State University
	The popular press in the United States typically talks about The Japanese or The Chinese Manager. Particularly, in the case of Japan the focus tends to be on mid-level managers in large corporations. From there the press and even professors extrapolate to all Japanese managers or all Japanese business people. As specialists in intercultural business communication/management, we know that the reality is much more differentiated. A manager who has studied abroad and works for a western Multinational Company will have a different profile from a manager who has never left the country and works for a domestic company. This presentation will examine various types of managers and also discuss the changes that have taken place in Japanese and Chinese management over the last 20 years.

	13:30 at

5502
	How to Negotiate with the Paranoid at Headquarters: A Case Study of Intel Japan
Yasuo Nakatani, Tokyo University of Science
	This paper addresses intercultural business communication between a corporate headquarters in America and its subsidiary in Japan. An explorative case-study methodology was adopted to analyze negotiation processes with the demanding parent company such as Intel Corporation. Until 1980’s, the product reliability of Intel was much lower than Japanese customers’ expectation. In some cases only 60% of the finished units coming off the line were working properly, compared with the 95% that should have been a minimum standard. Intel Japan had to persuade the headquarters to introduce the total quality control movement such as the defect-free process. However, Intel represented by the determined CEO, Andy Grove, called self-advertised paranoia was famous for controlling international business with a fully centralized decision making process and ignoring any feedback or proposals from subsidiaries. By focusing on the low- and high-context communication styles, this study provides insights into the implementation of the company’s negotiation strategies.


	13:30 at

5503
	Global communication challenges for a Japanese multinational firm in the process of becoming a Globally Integrated Enterprise” - Case study of a leading Japanese Electronics Manufacturer -
Munetsugu Takeda, Panasonic Corporation
	· Business situation in the consumer electronics industry has changed drastically within the past decade due to such factors as;
· Overwhelming marketing investment by Korean electronics manufacturers and emergence of Chinese companies becoming rivalries.
· Maturing and contraction of Japanese consumer electronics market.
· Emergence of new growth markets in such countries as China, India and Brazil.
· In order to secure a steady growth of the company, it is now becoming essential to change its global management style from a traditional multinational based model to a globally integrated business model.  
· However, there is a serious challenge the company is facing today to reach this goal in the area of ‘global communication’ both internally and externally. 
· This presentation will discuss these communication challenges and explain how the company is trying to overcome the challenge in such means as establishment of global ITC network, standardization of global common language and consistent education of the corporate philosophy, vision as well as short and long-term goals.


	13:30 at

5504
	Women in Business: challenges and achievements of Omani female leaders
Maja Hrehorowicz, Sultan Qaboos University
	Despite the fact more and more women hold leading positions in their corporations or institutions, female leaders still seem to be underrepresented in the public sphere of life all over the world. Empowering women, especially in conservative and male dominated  parts of the globe, requires a number of changes within a given society, including a change in perception of the role of a woman by women themselves. The aim of this study is to shed light on the experiences, challenges and communication practices of successful female leaders in a traditionally patriarchal society of Oman. A series of interviews has been conducted with Omani businesswomen in order to indentify the challenges they face, the ways they deal with those challenges, as well as their personal characteristics and motivating factors which enable them to achieve success in leadership positions. Without any doubt, one may state that Omani female leaders are determined, ambitious and work very hard in order to maintain balance between their professional careers and family lives.


	14:10 at

5501
	Turn-taking Behaviour and Topic Management Strategies of Chinese and Japanese Business Professionals: A Comparative Analysis of Inter-cultural Group Communication
Bertha Du-Babcock, City University of Hong Kong
Hiromasa Tanaka, Meisei University
	This paper presents the preliminary results of a study where we are examining the topic management strategy and turn-taking behavior of bilingual Chinese and Japanese business professionals.  The research aims at confirming prior research findings as well as extending the research to the comparison of Chinese and Japanese business professionals. This study is examining the communication behaviors (i.e., turn-taking behavior and topic management strategy) of business professionals from two different high-context cultures. 

This study is based on two data sets derived from qualitative and quantitative data collection.  The objective of the qualitative data, derived from text-based analysis, is to illustrate and examine how individuals speaking high-context languages (Japanese and Chinese) manage topics differently than when they speak in a low-context language (English).   In addition, the quantitative aspect of the data (e.g., turn-taking behavior, amount of speaking time distribution, number of words spoken) will allow the turn-taking theoretical framework established previously to be operationalized and generalized.

	14:10 at

5502
	Case studies of intra-company negotiations

Akimori Ikeda, Intel K.K.
	In the multi-national companies, it sometimes happens that intra-company negotiation is harder than customer negotiation.  There are many failure cases that negotiation within the company will fail if there is luck of understanding in terms of cultural and custom gaps.  This research will show case studies of communication gaps between corporate head-quarters and geographies and show both successful cases and failure cases, and analyze the gaps why they succeed and fail.


	14:10 at

5503
	Academy Communication in Universities’ Websites: A comparison of the use of Academy Communication in the websites of foreign and Japanese universities
Yukio Hisashima, Osaka Prefecture University & Sojitz Pla-Net Corporation
	“Academy Communication” which is a new term created by the author is defined as “communication between a university, college or institute of technology, and its stakeholders”. 

The author places Academy Communication as a subclass of Business Communication.

Universities are now utilizing websites in order to inform stakeholders of their educational, research and other activities, including admissions, campus life and employment opportunities. Websites are becoming and will become an important medium for Academy Communication.

The author has researched the websites of leading Japanese and foreign universities. This study examines the recipients (so-called “receivers”) and content of such communication.

The objectives of this paper are to identify the types of languages used, receivers and messages sent by universities to their stakeholders, and to analyze differences in expressions among American, European, Asian and Japanese universities, including the reasons for such differences from the perspective of Academy Communication.

	14:10 at

5504
	Internships in Business Context
Rita Vyas-Nagarkar, 

City University of Hong Kong
Kwai-fun Connie Ng, 

City University of Hong Kong
	This is an empirical study with an aim to explore (a) the expectation of the industry insiders in relation to what they expect of the student interns when they are employed for the summer jobs or involved in the company activities for their final year project work (b) how the student interns perform in relation to those expectations that are defined in the thirteen performance areas as well as whether they can position themselves for the job based on their formal education.  The assessment of students’ performance by the company supervisors on the one hand as well as students’ interviews on the other, over a period of three years reveals a gap in their expectations in many areas and calls for attention in the ways that the students are prepared to work in a business context especially in terms of being able to position themselves and create an identity as well as in areas of performance categories such as creativity, team-work, computer skills and taking initiative.  Collection of data for the survey included company supervisor’s assessment questionnaire, interviews with the company supervisor and students.  


	14:50 at

5501
	Publishing In Business Communication Journals
Melinda Knight, Montclair State University
	This session will feature the editor of an  ABC-sponsored journal, Business Communication Quarterly.  Audience members will have the opportunity to meet the editor and discuss how to navigate the manuscript review process, including strategies for successfully transforming research into articles suitable for publication and ways to avoid common problems.

	14:50 at

5502
	A Study on Global Negotiation

Yuki Imaizumi, Chuo University
	As the world is globalized, you may face a lot of people from different countries from yours, or you may go for a trip to abroad. Because of the globalization, the number of global negotiation is increasing rapidly. For many people and organizations, there are more chances of global negotiations than ever. It is rather becoming a need to survive in competitive markets. I feel the need of global negotiations either even though I am still a student. I think it will be more needed in the future. Therefore, I researched about cross-cultural negotiations which I think is necessary for global negotiations.

	14:50 at

5503
	WHEN IN ROME, DO AS THE ROMANS DO?
Cultural adaptation in intercultural communication
Hao Zhang, Dalian Maritime University
	Some literature describes the rules, norms and values of foreign cultures and advises international business people to adapt these to approach success. The advice of cultural adaptation in international business communication is based on two premises: (1) business people behave similarly with their domestic colleagues as with their foreign counterparts; (2) foreigners who behave as “natives” will be accepted as “natives”.

This paper argues that both the premises are wrong by offering theoretical explanations as well as empirical evidences. The paper further suggests that (1) there is a non-linear relationship between similarity and attraction in intercultural communication; (2) optimal level of cultural adaptation can increase interpersonal attraction and then benefit communication outcomes, however, substantial adaptation may backfire. The traditional advice: “when in Rome do as the Romans do” should be applied with caution in intercultural communication practice.


	14:50 at

5504
	What is “business” in Business Communication?: The Scope of Business from the Viewpoint of Language

Naoki Kameda, Doshisha University
	At which point would the phenomenon of “business” in communication start? What does the term “business” cover, and what does it mean? We may be able to find answers to these questions within the concepts of language and interactions. 

A language could not exist and function at all should there be no other human beings in this world. And, if it were so, there could be no interaction of people in our daily lives. This is also true in a business world. No language means no business. And, no business requires no interaction.

The goal of interaction is the merger of self and other, as Berlo said. He further said, “We can define interaction as the ideal of communication, the goal of human communication.” So, too, business communication.

Based on the above notion, this presentation will include the following three major themes: (1) Definitions of Business Communication, (2) Language and Human Interactions, and (3) Legal Definitions of “Business.”


	16:00 at

7204
(Bldg. No.7)
	Keynote Address:  
East Brain, West Brain: Culture and Cognition

Linda Beamer, Visiting Professor, Chuo University

Past President, Association for Business Communication
	We are familiar with the idea that culture affects how people think.  Studies of East Asians and Americans reveal differences in the way people assign meaning: Eastern thought is holistic and focuses on links; Western thought is particular and focuses on individual items.  Reasoning also differs.  Reasoning is a process that moves toward a goal.  Western thought favors an orderly and logical sequence of facts to achieve an outcome. Eastern thought prefers to consider the people who are involved, as well as the facts, and to predict how they may be affected, and in turn affect others. The outcomes also may differ.  Differences in reasoning lead to differences in persuasion and compliance-gaining, in decision-making, and in other communication behaviors such as making use of the new social media.  Now a new area of neurological research has found that culture not only affects thinking; culture even affects the brain’s development.  

     What are the implications for our communication teaching and research of these findings?


Friday, April 2, 2010
	10:00

at

5501
	Teamwork in Students’ Business Projects

Carene Klintworth, City University of Hong Kong
	A strategic communications course for 2nd year business students uses teamwork to organize students’ production of an intended learning outcome,   two business reports. A teamwork approach unfolds through the group stages of the Tuckman (1965) model in students’ classroom activities in partial fulfillment of the course syllabus with effects relating to interpersonal skills and strategic thinking development.  Using an internationally-known character profiling model, students identified and analyzed their own character profiles then were regrouped into six-person teams comprising unlike character  profiles. Each group then discussed group work problems and solutions. Each team worked for 7 weeks to produce a proposal and an industry analysis report for a company in the organic skincare industry.  Teams proceeded from the first stage of forming through to the penultimate stage of performing. Self-knowledge through character profiling and team work exposes students to a simulated project in which employees rarely get to choose team members or make individual decisions.

	10:00

at

5502
	Collaborative interaction and interpersonal communication competence in SME internationalization. SME and intermediary representatives’ perceptions of the management of collaborative relationships

Pipsa Purhonen, University of Jyväskylä
	Internationalization of small and medium sized enterprises (SMEs) requires collaborative interaction between SME representatives and the representatives of intermediary organizations such as business consultancies, financing companies or innovation centers. This paper examines the perceptions of collaborative interaction, interpersonal relationships and interpersonal communication competence in the context of the internationalization of Finnish SMEs into China. The qualitative research data (N= 93) includes SME and intermediary representatives’ written descriptions of the maintenance of collaborative relationships. The results suggest that SME and intermediary representatives perceive the maintenance of their collaborative relationships as, in particular, implementing multiple communication functions (e.g. supporting, problem solving), achieving outcomes (e.g. mutual benefits, new projects), acknowledging collaborative values (e.g. trustworthiness, equality) and requiring interpersonal communication competence (e.g. networking skills, willingness to communicate). These interpersonal relationships also seem to evoke different kinds of expectations of, for instance, how personal or professional, or how long-term or short-term oriented they should be.


	10:00

at 5503
	Reconsidering the Metaphor Identification Procedure for 
‘Mental Distance’ Hypothesis in Business Speeches

Toshihiro Shimizu, Osaka University of Economics
	This presentation will reconsider the basic steps of the metaphor identification procedure (MIP), focusing especially on the ‘Mental Distance’ analysis in business executive speeches. First, the outline of the Mental Distance concept will be introduced, followed by the demonstration of the actual metaphor identification process, based on the Conceptual Metaphor Theory. As establishing an objective MIP is not always an easy task, a simpler experimental MIP, which can be applied in the Mental Distance analysis, will be proposed in the presentation. Using the simper MIP allows us to replicate each required process in the study with greater pace. At the same time, this presentation will reexamine the necessity, as well as possibility, of developing an objective universal MIP to be applied in business speech communication studies.


	10:40 at

5501
	The earliest occurrence of business terms in merchants’ historical texts

Ichiro Iida, Seinan Jogakuin University
	This study shows the first occurrence of business terms in the texts on trade and commerce in 17th century England, so called antedatings to the Oxford English Dictionary.  Such words are communication, business, consumption, and so on.


	10:40 at

5502
	The Future of Visual Knowledge Communication in Project Environments: Theoretical considerations
Miikka Lehtonen, Aalto University School of Economics
Constance Kampf, Aarhus School of Business
	The purpose of this paper is to participate in laying a theoretical framework for visual knowledge communication in project environments. The kairos of our paper draws on two notions. First, engineers have been using visual communication tools – such as Gantt chart, work breakdown structure (WBS) and network diagram – for decades but until recently visual communication in project environments in general has received little or no attention. Second, despite the wide-spread influence of BELF in international settings (Louhiala-Salminen et al. 2005; Kankaanranta & Louhiala-Salminen 2007), individuals are facing an increasing number of communicational challenges that cannot be solved by relying on written and oral communication. Thus, based on these two notions, we argue that visualizations can solve work-related problems given that a solid theoretical groundwork is provided.

Eppler and his associates (Eppler & Burkhard 2007; Eppler & Ge 2007; Eppler & Platts 2009) have investigated the use of visual communication in workplaces and project environments. Despite their extensive work on an emerging field, they have not taken semiotics into account, thus equating transmitted knowledge with that of received. Therefore this paper contributes to the emerging field of visual knowledge communication by presenting a theoretical discussion on the intersection between semiotics and visual knowledge communication.

Previously Lehtonen and Kampf (2009; Lehtonen 2009) have extended Nonaka’s (2008; Nonaka & Takeuchi 1995) theory of the knowledge-creating firm with a semiotic dimension, thus answering to the critique presented by Jorna (1998) and Gourlay (2003). In this paper, we work towards establishing a foundation for visual knowledge communication theory in project environments.


	10:40 at

5503
	Rapport management in BELF Encounters: A Theoretical Approach

Yeonkwon Jung, Kansai Gaidai University
	In the last few decades, Brown and Levinson’s (1987) seminal work on politeness served as the cure-all function to politeness phenomena. Their framework, however, has been challenged by approaches that highlight social norms and the evaluative character of judgments on politeness (Watts 2003; Locher and Watts 2005). This argument proposes that politeness should be seen as reciprocal or relational work. In other words, politeness needs to be judged or evaluated depending on contexts or components. This claim becomes a strong motivation to have particular interest in Spencer-Oatey’s (2005; 2008) theory of rapport management for politeness studies (see also Jung 2009). 

This study overviews the theory of rapport management as a framework for the analysis of business language use. It will claim that subsequent discourse is of crucial importance in politeness studies, in that the hearer’s expectations about politeness need to be met for communication success. It is expected to show that many of the established beliefs about politeness (in business, in particular) need to be examined.


	11:20 at

5501
	An Integrated Program of Classroom-based Learning and Internships
Bertha Du-Babcock, City University of Hong Kong
	This presentation describes a program at City University of Hong Kong that aims to align the classroom learning with student internships.

The project is implemented in stages. In Year One students are introduced to professional communications, both within the existing curricula and through a series of workshops with invited industry speakers. In Year Two students undertake two-month working experiences with guidance from professional mentors, hosts and the faculty supervisors. In Year Three, students extend their internship experience in carrying out year-long professional communication projects.  

Formative and summative assessments based on journals-and-logs are used to track the students’ professional development. A debriefing mechanism is built in enabling students to share their learning and professional challenges, and theory application to problem-solving scenarios.   A 360 degree evaluation procedure is used to measure the project effectiveness, including the use of industry consultants, student interns, hosts, and supervisors.   The project promotes closer ties with the business community and enhances students’ professional competencies to increase future success in the competitive job market.
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5502
	Communication of Full-time Expatriate Workers at Japanese Workplace – Focused on Asian graduates from Japanese Tertiary/University 
Institutions –
Kashii Fukaya, Suzuka International University
	Expatriate workers are increasing steadily in the Japanese workplace. According to data reported by Japan’s Labor Ministry and the Immigration Bureau, the number of expatriate workers with a “working visa” status was 193,785 in 2007, which is almost double from the number in 1996. Among these workers, the majority comes from Asian countries such as China, Korea and the Philippines, followed by North America and Europe. With the increase, serious communication problems have broken out in Japanese workplaces as reported by Fukaya in 1999. The study reveals that many foreign full-time workers in Japan have communication problems due to not knowing what will be happening in their workplace or not being informed enough to share in the organizational culture and customs, which seems to be  caused by the inefficiency of local language(Japanese) for foreign workers and Lingua franca (English) for their Japanese co-workers. Moreover, quite a few Japanese companies do not require Japanese language proficiency to foreign applicants who apply to work in Japan. An official survey in 2008, addressed to expatriate full-time workers, who graduated from Japanese colleges, universities and graduate schools with fluent Japanese language ability, reveals that they do suffer from other sorts of communication problems than language inefficiency. I will discuss more about these problems at the presentation.
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	Impact of IT industry consolidation on business communication: focus on corporate application users
Yuji Nozue, Chuo University
	The global IT industry has been integrating into a relatively small number of large vendors, especially in application software businesses, in the large enterprise segment of the market. As a result, many large enterprises (LEs) buy solutions from one or more of those vendors, while small and medium-sized enterprises (SMEs) may not be able to afford such solutions, and either buy inexpensive stand-alone solutions or do things manually. In this presentation, we will look into the application software vendors and their corporate customers. First, we ascertain whether or not such consolidation has affected the ways in which large enterprises communicate with their suppliers and consumers, using specific cases as examples. Second, we will also inspect whether such changes, if any, resulted in any differentiation of the communication strategies and practices between LEs and SMEs with regard to their respective suppliers and customers, also using cases.
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