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INTRODUCTION

On March 18-20, 1982, the Conference on Spanish for Billingual
Careers in Business took place at H,éyt Conference Center on the
~campus of Eastern Michigan University, This first-of-its-kind con-
ference attracted well over 100 college and university teachers from
35 states, interestedE in the development of commercial-Spanish
courses and programs, as well as students, administrators, authors
and publisher's representatives. The purpose of this unique gathering
was té promote an exchange of ideas which would facilitate the
development of university-level programs to yhelp meet the nced for
bilingual professionals in our commercial establishrent.

Such programs have the potential of attracting large aumbers
of new students ‘to the study of foreign languages and international
affairs. For example, three years after the development of the
Language and International Trade Programs in French. German
and Spanisa at Eastern Michigan University, the D.epartrnentv of
Foreign Languages and Bilingual Studies boastéd more then‘ 300
'majors in this new field. These EMU programs, which have con-
tributed to a remarkable increase in foreigin-language coursc enroll-
ment averaging 40% each year since 1979, now serve as models for

other schools where similar revitalizations are under way.

Increasingly, fore{gn-language «ducators are planning and
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implementing courses and programs in business Spanish at colleges
and universities across the nation. In order to facilitate the develop-
ment of these new programs, which represent a major new direction
in foreign language education in the United States, the preseat volume
o conference papers has been prepared. ’

This collection of essays represents the only comprehensive
source of information on the present stale of this new field in this
country. The range of topics is wide. Those seeking justification
for the creation of such courses and programs will find articles on
rationale,‘ containing arguments which may be advanced to help
convince reluctant colleagues and ad:fninistrators of the vital importance,
the academic value and the financialé soundness of these endeavors.

) !
Present and future prospects for employment of graduates is fully

explored, with regard to employme%t in domestic firms in areas

with concentrations of Hispanics such as Miami, and to careers

with companies doing international trade and with multinational corpo-
rations. Practicing professionals responsibrlvc for successtul programs
explain their ideas a‘nd experiences on funding possibilities for the
development of such programs. Many papers.give details of program
conﬁponents.and requirements, together with courAse descriptions, Other
presenters discuss existing te:::.*;boo!_cs, materials and leaching techniques
with which they have personal experience. Presentations on proficiency

testing and cooperative education programs, both domestic and ferveign,

¥
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round out the wvolume.

Great are the difficulties facing present Spanish teachers, whose
background normally incl‘udesk no training 'in busipess Spanish, as they
create and implement courses in commercial Spanish and Hispanic
business practices. The exchange of ideas is essential in the teacher's
process of learning what things must be taught and develc?ping methc;ds
for doing so. In a spirit of cooperation, we met and shared our
perceptions during the conference. In the same spirit of encourage-
ment, the present volume is presented, My best wishes for success

to all who approach this collection of papers seeking help in your

efforts to establish programs in this new and exciting field.

Go'M‘vo June, 1982
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FOREIGN LANGUAGES AND THE BUSINESS WORLD: A CLOSE PARTNERSHIP

Most of our liveral arts institutions present similar arrroaches to
“ne teachiﬁg of language and literature, The first two years are spent
in perfecting.the “our traditional skills of licz*ening, sypeaking, reading
and writing. Upper division courses, designed for language majors, Tocus
on literature, civilization and culture, While respecting this general
scieme of the college's operation; a series of carefully selected courses
in Business and Foreign Languages can be added to the language program.

It is nct difficult to see tihe comrlementary nature of the :uc
disciplines, i.e, a sound training in a foreign language should vrrove an
asset in business and reciprocally, a business tackground should enzble
a student to put the foreign language to good, practical use.

Why spould we internationalize our schools? We are in an era of
career exploring. Stuéents are increésingly anxious to enter fields with
Job promise, Furthermore, in doing this we promote a better understanding
anong present and future leaders of different nations. International
hostilities will also be reduced, OQur students will be aware of ~he socio-
economic, political, and organizational climates in different countriecs.

For many years the student majoring in Spanish has entered ilhe jcb
market as a %teacher in putlic schools, but more and more students realize

that they have to compete rfor jcbs in other £ields, and, therercre, they

. | - 1 L
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combine foreign. languages with other disciplines, especially business,

In his book The'Tongue-Tied American Confronting The Foreign

Language Crisisl, Congressman Paul Simon presents an example of the

consequences of the negligence in the study of foreign languages, He
states that a college in Illinois in 1969 had 900 students and one French
teacher. A decade later, there were 10,000 students and still only one
French teacher,

Unfortunately many institutions of higher education still scnsider
that the prestige of a department lies not in the success of language

B 1y

edagogy of tne inst »uctor, tus in his/ner contritutions to literar;
(2% ’

: 1

scholarsiiip., Thererfore, many lancuage teacher zoncentrate their efforts
H] -

mainly with literature. In recen< years the interest of students has
shifted from the traditional language learning toward an interest in
how to communicate with people of other countries. They want to have a

working knowledge of a foreign language and to be able o use it in their

fiei.s of specialization. .

N

We may say that there is a gap between what our studenfs have clearly
expressed that they need, and the educational services that the language
departmgnt nas traditionally provided. While the programs Of many collieges
are already making substantive contributions to satisfy these needs, mucH
more is required for our American students. Many ot therm do not realinze
what acquiring -a foreign language actually entails, and tﬁe many orrortunities
that are open to them by achieving proficiency in a foreign langume. Wwe

should inculcate in our students a sense of global perspectives and intera

national values, but this can only be done bty bvotter teachor preramration,




reviev and revision of curricular offerings, textbooks, and syllabi.

Many students on our campuses have misconceptions about matters
such as the Aegree to which the United States depends on foreign oil
and the reasons for the iack of progress toward world peace,

.

To merely add international references to programs that have
largely éxist§d as domestig concerns, is not going to solve the problem,
nor give a sense of international feeliné to our present programs., One
of our gqals shguld be to lead our students to an awareness and avrreciation
of the multiculturel world in which we live, After all, international.
studies is synomymous win multicultural studies, and, therefgre, one
muét go from literature and the arts %o the customs of daily life3 rrom
the spiritualism of religious thought to the secularism of the marketglace,
etc,

It is essential thet those colleges and universities that want to
promote global dimension within their-insgitutions should incorporate
an internationsl conéept into almost ever} major course of study. This
is especially true in programs with an international orientation, such as
Political Sciences, History, Anthropology, Social Work, and ﬁcqnomics.

Just by perusing through college catalogues, one can estatlish which courses
are taught on campus with that emphasis.

For this we need, of course, the cooperaticn and commitment of our
campﬁs administrators. College faculty need to be given broader orrortupi-
ties to review their professional prepara%ion, in order to be up-;tc—datei
in the international issues. Accordiﬁg to an American Council of Education
study, and also.according to the Presidential Commission on Foreign
Languages and International Studies, of all the certified teachiersin the

United States, unly 5% have received education or training in international

-
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subjectﬁ. Cerﬁainiy no language department can afford to have members
who afe themselves not fluent in the language that they teach. ﬂnfortu—
nately, many high  school teachers are unfamiliar with international
affairs,

As a result; a vast majority of our high schoél students graduate
without an adequatevvigw of the world, and most of the time they did not
even have a co;rse in world geography after twelve years of studies. I,
of ééurse, favor strengthening.foreign ianguage studies at the eiementary
level, and increasing the requirements in foreign languages at the secondary
school level, Those are the best years for a rerson to master a languag?.

If in our institutions we do not include in our”offerings ccurses
"directly related to international problems, studénts will go to their
professional l;ves without the least idea of the modern international
world that they are about to faée. Somevwhere their education will havg to
provide them with the necessary knowledge to be‘successful in a twenty-
century society. |

One can make two strong arguments for the estadblishment of zn inter-
national studieé program. Tﬂé first is, of'éourse, that such a curriculum
widens the intellectual horizon of all students, and, secondly, that this
combination of language and business courses is more attractive to meny -
students than a straightforward foreign language program. .

Educational imperatives, as well as political and economic demands,

call for a return to language study and international learning as an

essential part of a college curriculum,

It is a fact that American manufacturers explore new markets abroad,.

7

and that, at the same time, foreign investors =re sxpanding their eccnecmic

ventures in our country. Thece new markets rejuire specially trained

.




personnel, capable of dealing in several languages and cultures simulta-
neously. :

The increasing importance ofﬁforeign trade and the developing of
multinational firms present excellent opportunities to the graduate trained
in both business and foreign language. A new and growing job market,
demonstrated by the number of classified advertisements placed in leading
rhewspapers, awaits thosé qualified, and offers the ex%erience of travel
abroad and excellent remuneration. Therefore, we must prepare our students

9
to function in this multilingual economic world, and not, simply in a
domestically-oriented economy.

The policy of our government today tends to increase our exports in
order to stabilize the balance of payments, and to halt the devaluation
of the dollar, Therefore, many companieé are opening many offices Abrcad
in an attempt to capture new markets or expand thé existing market. Many
times these companies have to employ a person in the foreign country
because they do not have in their employ Americans who speak the language
in their employ.

It must be'said that while there are séme 10,000 English speaking
Japanlese businessmen in the U.S., there are less than 900 Americans in
Japan who speak Japane;e. Therefore, many American buéinessmen who rarely
speak a foreign language, must coméete in overseas markets with entrepreneurs
who speak severgl languages.

In 1977 the Presidential Commission oh'Foréign Language and Inter-
national Studies was sponsored by Congressman Paul Simon (Dem. Ill.}, ého;
discoverea after he was late for an appointment with fhe late Presidcnt  |

of Egypt, Anwar el~Sadat, that not one of the four embassy staffers




escorting him could speak Arabic to their Egyptian drivers., The events . |
in Iran have taught us the cost of self-imposed ignorance. Apparently
only 6 out of the 60 U.S. Foreign éérvice officers spoke Farsi, not
including the Amtassador, while Iranién students wrote their meséages
in English,
The Commission feports Americans' scandalous incompetence in foreign .
ianguages, éna also explains‘our dangerously'inadequate understanding of
world affairs. ‘It stated that our schools graduate a large majority of
students whose knowledge and vision stop at the American shoreline, whose
approach to international affairs is provineial, and whose heads have veen
filled with an Astonishing amount of misinformation,
The Presidential Commission on Foreign Language and Intzrnational
Studies has found that 100,000 jobs were rrobably lost to foreign ﬁatiohals
because Americans could not speak foreign languages.
The United States no longer holds a monopoly in the world of industry,
commerce and diplomacy. The need for a knowledge of foreign lahguages cﬁn
be divided into two areas: one abroad and the other domestic.

More and more American firms are expanding their markets abroad and .

-
b

this requires an increasing need for bilingual personnel in those firms
. . - ° v
engaged in business with foreign countries. Many. of our 500 largest corpora-

tions earn more than half their profits overseas. Foreign companies now

invest more than 30 billion directly.in business here and want to hire
Americans fluent in foreign languages. Furthérmore, the United States is

the fourth largesﬁ Spanish-speaking country in the world., We are clocz to

[
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becoming bilingual. In addition, many foreign enterprises are

opening factories and offices in the U,S., seeking the aévantage of the
devaluated dollars, thus creating an excellent opportunity for those
who could coﬁmand a major foreign language. S

"People seeking employment in an international firm and/or a firm

that does business abroad will have an excellent career opportunity

" in this country if they are bilingual, as we can see in the many

newspaper ads. A three year survey of the New York Times want ads

indicates employment opportunities in foreign language/business in
mary fields. Big bqsineSs has‘becbme iqternational in scope and needs
overseas.represent&tives as well as bilingual trersonnel in the Unite&
States. It can no longer be safely assumed that all business dealings
will be in English. Personnel ére required at all levels - executive,
mgnagerial, téchnical, and secretarial - and for many of these_positions
languagefékill is a requirement; for others, it is a userful plus. .

The t&pe of company that needs management staff with foreign language
skills and business training varies from the oil and aerospace industriesv
to manufacturers of metal supplies, jewelry, textiles, pharmac2uticals,
etc. Positions are open in m;nagement,.advertising,Jmarketing, and many
other facets of business, Hotel managers qrehneeded for the expanding
foreign market.

Banks need foreign language skills among their employees; this
includes officers, auditors, corre;pondents, analysts, administrative

assistants, and many other positions. Scme banks hire Spanish speaking

personnel for branches in Spanish speaking heighborhoods.




Most of the foreign corporations are not looking for language
majors alone, but rathe}_for graduates who, in addition to their
professional qualifications, also have sufficient foreign language
skills to coﬁmunicate with their non-American staff gt the home office.

The government of the U,S. is the largest employer for people with
foreign language skills besides‘business and industry, and it pays better
salaries to.those with competence in foreign language.

Some need bilingual emplgyees for international business only.
Administr;;ive assistants and bilingual secretaries’'are in great demand,
especially in export and imrort firms. ‘These offer higher salaries than
the average for English language employees,‘and are often the first step
to interesting, higher level jobs. ’

Languages that are in great demand in businecs include French, Spanish
and German. French is needed not only for dealing with France, put with
the many French speaking cduntries throughout the world. French ic the
language of % million Canadians, and the Province.bf Quetec will dezal ' .
only in the French language. Haiti needs bilingual business peagle»for
their one million inhabitants. Many African countries which were once
colonies of France ;r Belgium use French as the common language of business
and.commerce, such as Zaire (the former Belgian Congo).

French is the second language of educated Arabs, and easier for
Americans to léarn thah Arébic if they wish to communicate with Arabs or .
learn something of their culture. It is a more pertinent vehicle for

Black Studies than Swahili, since it is spoken by many more Africans.

We may say that in the future there will be more people speaking French

L ERIC R B




outside Europe than there are in the 01d World. We used to see it
// as the sole expression of sophisticated Eurorean cultures, but that
/“ is not longer true. -
Ranault, a F;ench company, has bought American Motors. There are
large French‘banking companies in San Franciséo and New Orleans. Spanish
is used throughout Spain and Latin America. It is Also the second
language of the Philippines. Many mainland companies have established
factories in Puerto Rico and need bilingual managerial perscnnel, There
are many bilingual opportunities in the United States itself, especially

in the New York, New Jersey area. (Comvanies such as Mercedes Benz and
9

American Hoechst provide in-house German classes, paying tuition for

employees who wish-to-take tourses, —Cne can only &ssume that other
companies either hire’ngtivé Germans or find the rare American who ic -
bilingual. West Germany is a very prosperous European nation, and is
expanding throughout the Qofld; including the United States. According
to the German-American Chaﬁber of Commerce in New York, there are now in
the United States more thanrl,QSO German-owned companies employing
approximatel? 200,000 persons,

There is no doubt that Japah is one of the world's leading economic
‘powers nowdays, and this is due in part to the fact that in Japanese
schéols English is required as a second language. They learn about our
history, culture and even about what ﬁe.like or dislike. We can not say
the same thing about our knowledge of the‘Japanese history, culture and,
of course, verf few businessmen have a knowledge of Japanese., JIn other
words, they know us but we hardly know them. Ain the worl& of internationel

business, even when other things are equal, the lack of thoce assets vlace:

the American businessmen at a disadvantage.
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Severa; embarrassing incidents :z-zuld be mentioned ;esulting
from the lack of knowledge of'a forei;n lapguage. When Deng Xiaoping,
senior Vice~premier of the People's F:zublic of China, came to the
United States in January 1979, Presicéznt Carter had to rely on one of
Deng's own interpreters because the Siate Department did not have a
single fully competent Chinese translztior of its own.

At the time Ambassador Adolph Du-3 was kidnapped and slain in
Afghanistan, the embassy employees wi.-. arrived at the scene gould not
speak the'Aféhan dialect. As another a=xample, we can mention that in

Somalia nobody in the U.S. embassy i. required fto kncw the lozal language.

The study of foreign language ic indfspensablg"In'fiternatlonal

business because maﬁj times the tranz.aition comes out with a different
meaning; for example, in Puerto Rico, Jeneral Motors "Eody by Fisher"
came out "Corpse by Fisher", and Chevsolet's "Nova" had to change its
name to "Caribe", because in Spanish "no va" means it doean't go.

The ‘knowledge of foreign languagr: and success in business are

clearly interrelated. We must rememt.r, for instance, that Spain enters

the European Economic Community, and “hat commercial and cultural relaticns

have increesed between Latin America nnd the United States., We should
put.emphasis on technical terminology in our courses in order to give our
students a more realistic preparation,

o

Our major commitment at Monmouth College continues to be with our
traditional language program, but recrignizing the demand and necessity
of our students we have developed courses in business French, business

German, and business Spanish as part of our B.A. in Foreign Langque/

Business, along with courses in the culture and civilizaticn o theze




jcountries. The School of Business Administration recommends
appropriate courses in its domain; We not only should go back to
the basics iﬂ foreign language, but prepare our students for the
future necessities of the world.

Our program fallélvithin the boundaries of institutional goals
while placing minimal drain on present resources., Monmouth College's
stated goal is to provide a variety of programs for £ts students
incluéing not only the tradition#l academic disciplines conventionally

associated with & liberal arts coliege, but also an array of profecssional

and career-oriented rrograms. Consequently the College offers a variety

" ~—*of—Ba;%ness—eea?ses;eandrgmer_the-lasz:&uLyears_Lhe_anineashnagartmgni,,uA#k__kﬂ_f
| has exrerienced considerable growth.
Our students have expressed an interest in a Bu;iness/Foreign
Language program. Several have attempted a "do-it-yourself™ versiom
of it by having a double major ip Business and Foreign Larnguage (ap
- option availaﬁle only ts those few éuperior students who can handle
such & heavy load of courses), or by minoring in either Business or
Foreign Languages, while majoring in the other, A mﬁjor-minor
Eombination, however, is balanced in favor of one field, and gives too
little background to the other. This is what made us organize our program
with 2k credits in Foreign Languages, beginning at the intermediate level,

and 30 credits in Business. At the completion cf the program, comvetence

is achieved in the culture, literature, history, and language or a foreign
country, as well as in the field of international business.

I have attempted to outline two separate tut interrelated acpects

of foreign language studies, The first, of courscs, is that lungusy ey are




-12- B

en inextricable part of the humanities, and, therefore, are part of the
..Study of man., But language is also a practical tool and vehicle for
entering into the field of business at the international level.
We are no longer citizens of one industrial coun%ry; we belong also

to a fast growing consortium of nations.

Dr., Alicis E. Portuondo

Monmouth College
West Long Branch, New Jersey 0776L
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lPaul Simon, The Tongue-Tied American: Confronting The Foreign

Language Crisis, @ontinuum Publishing Corp. (New York, 1980), p. 18.
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A BILINGUAL BUSINESS MAJOR?
by
Kathleen Barger-Merino

s The need for 1anguage‘ in international trade is evident if we have

| learned anything from the example set by the Japanese. They have been able
to saturate our economy with cars, steel, cameras and calculators, not only -
becéuse they produce quality products, but because they can write contracts,

publish technical manuals and advertise to the general public in English,
L““*“_‘"ﬁuﬁrﬁkqxnnnnr—~4kﬂﬁhfﬁrﬁaﬁk4Hm@mi}tive prLhinngmuLJmmhaneulf_xgumpanngg‘we-

lay those concepts to your customer in the 1anguage he understands best.
.However, American businesses are slowly recoénizing that the Japanese

and Germans are also saturating the markets of ﬁatin America becéuse they also
communiéate effectively in Spanish. "Effectively" is ihe key word here; to be
able to function»in all aspects of the commercial realm correctly. In September
of 1981, I atttended a conference on International Business Careers sponsored
by'the Cincinnati Council on World Affairs for a consortium of eleven private
liberal arts colleges in Ohio, Kentucky and Indiana. This was sponsored by
Winters Bank, a Chase Corporation, and included pazticipanés from other interna-
tional corporations. »These gentlemen emphasized that we are being shut out of

; the Latin market because U.S. businesses insist on writing contracts?fn English.
Even though the Japanese or German produ;ts‘may net be as‘competiti@;:ig price,
they are still being awarded the contracts. This is only logical if one puts
oneself in the position of the foreign client. AWOuld you sign a contract in
which you could understand only the numbers, but not the legal ramifications?

Even from the home side we face major problems. How do we establish a

credit line for the customer if we can only understand the numbers on his

+ R




financial statement, but not the crutial items %uch as debits and credits? How
do we collect an overdue bill if the recipient éannot understand our concern in
bringing the matter to a mutually satisfactory conclusion? They are only two
of many problems we must contend with in' the international field. However, we
nust also consider the domestic market tﬂat is coming into ité own rapidly.
Based on 1980 Census figures and trends in Hispanic population growth, mak-
ing them the fastest growing minority (1.5% per year versus .6% for the.blacks "%
adding up fo one million per year in ;978)1, a large potential market is being
ignored, or at least no* tapred to its full potential. Current figures indicate
the U.S. is the fourth largest Spanish-speaking nation in the world. Our Hispanic
porulation in 1980 was over 14,500,000, 6fk% of our total population. This was
a 61% increase over 1970 Census figures and projections for 1990 estimate a
_—mMM*“*ﬁﬁgiﬁ;;ity of 25,000,000.% Time also estimated as many as 75500,000 "undocumented":
a.liens3 also Eoﬁtribute to this minority, although they would have not registered
with tﬁe Census Bureau despite the government's efggrts to encoﬁrage régistration
without risk of deportétion. If we were to total these figures, we would have a
minority approaching 9.6%, a very significant portion not to be considered a viable

market by business,

The buying power of the Hispanic population has been estimated between £30

and $50 billion., 1In light of current economic conditions, it would seem logical
that business pursue every avenue to make a profit. The problem is how to do this ;
efficiently and effectively., Although many would challenge that most Hisranics §

are bilingual or even monolingual English speakers, therefore eliminating the need

*

1

"It's Your Turn in the Sﬁn," Time, October 16, 1978, p. 48,
2Mark Watanabe, "Hispanic Marketing," Advertising Agc, April 6, 1981, Sec. 2, p. 1,
3"It's Your Turn," op. cit., p. 48.
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for Spanish, recent research by Yankelovich, Skelly & White, Inc. on the Hispanic

market gives us some insight into ﬁhy current mar%eting techniques in English are

not effective. Some of the more interesting results were:

1. "Six out of ten Hispanic adults were born outside the U.S.“u

2. “ﬁanety per cent speak only Spanish and 43% speak only enough English
to function minimally in Anglo society.5 Althoﬁéh bilingual education
has been legislated, current federal and state budget cuts will greatly
diminish opportunities for Hispanics to achieve equal academic success,
In 1981, only 4.33% of full-time college students were Hispanic.6
Attrition rates in high schools are larger for fhis segment of the popu-
lation and reach as high as 85% in urban ghettos.7 If this trend con-
tinues, Hispanics will continue to dominate the low-skill job market
"and their English skills will be limited., However, they will also con-
tinue to be consumers who will logically buy products advertised in their
media and in their language. , V

3. Average family incomes range from $11,400 for the ﬁuerto Ricans io
$21,300 for the Cubans. However, almost 30% of Hispanic househalds earn

$20,000 or more annually.8 And according to Time, nearly two-thirds own
9 | "

A}

their own homes.
4, Six out of ten felt Spanish media was important, including bilingual

individuals,

. uYankelov1ch Skelly & White, Inc. §panish USA, A Study of the Hispanic lMarket in
the United .States, June, 1981, p. 4.

5Loc cit.

Alfredo de los Santos, et al.,, "Chicano Students in Higher Education: Access,
Attrition and Achievement," La Red, No. 41, April, 1981, p. 2.

7“It's Your Turn," p. 52.
8Yankelovich, et al.,, op. cit., p. 5.
9“It 's Your Turn,“p. 52.
1oYankelov:Lch, et al., op. cit, p- 5.
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5. Seven out of ten watch, listen to, or read Sranish média weekly and half

reported the use of Spanish media 50% or more of the time, 11
) ’ - |
6. Marketing characteristics included the following in the top three positionsy

quality, name- brand purchases, and brand.loyalty.12

It is interesting
to note that price did not appear as important‘as it would seem to be for
the ﬁon-Hispanic consumexr.,

7.' A-qumparison of luxury proéqct.purchases; i.e., color TV, stereo equip-

ment, video games, etc., showed Hispanic buyiné trends to be the same as

13

or within seven points of the non-Hispanic population. Video.-games were
the lowest. however purchases of stereo equipment were higher than that
of the nor-Hispanic population.

U.S. News & World Report in August of 1981 featured a cover story on the His-

panic population. In that fhey reported the following consumer statistics within
the Los Angeles aréa alone; Hispanics purchase 3(3 times as much baby food, 5 times
as much juice, 3 times as much canned spaghetti, 1.8 times as much soft drinks, -

" 1,5 times as much shampoo and 1.5 times as much beer as their non-Hispanic coun£er—
parts.14 Suprosedly Buéweiser and Miller are fighting over this share of the mar-
ket; but what about Gerber, Minute Maid, Franco Americ;n; Suave an& que? This
should be a nétﬁral for Coke since its chairman is Hispan%c himself.

The iﬁplications for business and the media are evident. To reach this mar-

ket more effectively and profitably,-if must be dore within the media, including

the language and culture, of the Hispanics. The media has made great strides in

ST S SUR R

this direction. SIN, Natiopal Spanish Television Network, has over one hundred

affiliates natiomwide. Trade magazines such as Advertising Age and Sales & Merket-

ing Management are devoting articles and even whole issues to this market., ”.}

L - ey ]
- ' 11Yankelovich,-_ej:, al., op. cit., p. 5. o
‘ 12 ’

Ibid., p. 12. ) . ' ' S

m—— i
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"Hispanics Make Tieir Move," U.S, News & ¥orld Revort, August ob, 1071, p. 63,
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U.S. News & World Report as well as Time have devoted cover stories to the His-

paniés. . Newspapers such as La Raza of Chicago, La Opinion of Los Angeles and

Diario Las Americas of Miami are only‘threecfa.plethora of Spanish newspapers

soliciting advertisers to reach their Spanish consumers.

HispanicAadvertising agencies, such as Hispania of New York, and special His-
panic departments within established agehcies are growing in number rapidly to‘
reach not only this group domestlcally, but to prepare copy linguistically and
culturally correct fq; 1nternat10nal firms. While attending the Third Natlonal
Symposium of HispaniéqusiAess and Economy in the U.S. held in Chicago in November ‘
of 1981, representatiégﬁgfrom agencies nationwide stated there is a severe Shortqge
of personnel in their field who not ohly know advertisiﬁg, but know Spanish and
understand the culture thoroughly so that ads and commercials have the same imp?ct
on the Hispanic consumer as they do on the non-Hispanic.

The 80's are projected to the "decade of the Hispam‘.cs."15

not only in popula-
tion growth, but also in their impact on politics, education and business. The
Hispanic economy is a very real entity. Hispanic-owned firms number over 200,000

increasing 53% from 1972 to 1977. Black firhs increased only 12% over the same

period.16 They are rapidly moving out of the "mom and poy“ class operatidn into

'corporations, the largest being Goya foods begun in 1936 with estimated sales of

17

$105 million in 1979. Other areas of endeavour include construction, chain re-~

taining, petroleum auto sales, furniture manufacturing and banking. In Miami alone,

Hispanics control 14 of the 67 local commercial banks. The Hispanics'have also

established their own £rade'magazines, such as Hispanic Business and Muestro Busi-

ness Review, Our graduates will have a real place in this expanding econonmy if

we prepare them for it now.

a—— -

15"Hispa.nics Make Their MOV&"‘p. 160. : S
Ibldo, po 620 . ¢
17"1‘he Top 100 Latino Businesifs ," Nuestro, January/February 1980, p. 23.
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Kt the Dayton coﬁference, the Senicr Vice President of Winters Bank t91d me
one of the maj;r problems he faées is recruiting competent bilingual clerical ‘
enployees to do simple ﬁasks such as reading invoices, processing letters of
creéit and correspondence. In fact, he stated that théhname of the game in
the area is "steal the secretary." Bilingual secretaries and clerical personnel
are being stolen away on a continual basis with higher salaries and more benéfits.
Although managerial positions are fewer, they also face a shortage in this area.
When the firms presemt were asked for recommeriations on’what they sc;ughi in .
prospective employees, they listed the following:
1., A liberal arts education.
2.: A strong background-in language and culture,
3. A sopnd basis of economics, and accounting for accountants, of course.
They felt with these qualifications they could make a banker, a sales’ manager, an
accountant, a consumer rgp,or/;hatever they needed out of the candidate; but the
language and cultural uﬁderstanding components were extremely important.

" One language professor in attendance stated that there is no real need.to
teach commercial Spanish or contemporary culture. Further, that if a student is
proficient in grammsr and literature, he can "pick up" the comhercial Jargon and
survive socially with the cultura;\baéﬁéiound he has gained from literature., I
take s£rong exception to this based.on my own experiené; in Spain. I had studied
Spanish .language and literature for six yearé and taught high school Spanish for :
four years before leaving. Fortunatgly, I had a Spénish culture course in my | .
undergraduate work which was much more valuable thaﬁ.Masterpieces of the Colden Age.

However, in the late sixties commercial language courses were unheard of and I did

not have the vocabulary necessary to understand even the want ads. Another chal-

lenge was filling out an application and even knowing the correct word for appli-

cation, It took some time to understand the sexual and age descrimination I faced,

L e s

not to mention prejudice against my "Ameriean" English. No matter what one's skills

-~ Jy
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work experience .was less than profitable for the firm and personally, somewhat
ﬁnsatisfactory. Many expressed to me that had they known éhey would someday
need foreign language, it would have Egen mch egsier to stﬁdy it in college.
Although researchers differ on optimum age for second language acquisition, most
people become psychologically resistant to second language learning as they grow
older. However, this could also be due, in part, to the amount of time tﬁey have
been removed from the academic experience per se.

At the academy I also taught ESL to Spanish businessmen. I thought it inter-
esting and admiral that a culture significantly less industrialized and affluent
than our own saw the need for its businéssmen to be bilingual. Most multinational
corporations in Madrid; 53 of which were based in the U.S., had in-house teachers
of English, German, Frenéh, or whatever language was the one used by the home office}
and many of them taught two or more.

Being bilingual in thg foreign job market was a definite aéset. Bilingual
secretaries could exp;ct-to earn 30% to 100% ﬁore than their monolingual coworkeré.
In 1977.”1 earned approximately 3600 net per month plus I had the use of a com~-
pany car including all expenses, even gas and oil. With $600 in that economy at
that time, I was able to spend a great deal of money on travel as my rent for a
two-bedroom furnished apartment was $95 a month., Translators, in particular simul-
taneous translators, were also 1n great demand and could almost name their own
pr1ce. In 1975, the going rate was up to $10 per hour. German anq technical
fields commanded even higher fees.

Ian by no means, however, suggesting that traditional curriculum does not have

its place in the field of commercial Spanish. In fact, it must be the basis to
build on. But it will not gi?e the prospective business person everytﬁing.he or
she needs. . Everyone Should have one or two'literature survey courses as well as
courses in political science and contemporary culture, Afier all, one can only

discuss the P & L for so long. Du:ing and after dinner, the conversation will

eventually center around current events, be they political or cultural in natur-.
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might be,it's very difficult to impress a future employér with them if you

cannot even express them correctly in his language. The common commercial terms

are not normally included in one's coursework in the traditional curriculum and
often do not appear in the standard student dictionaries used by undergraduates.
Correspondence was ancther stumbling block once I did secure a job. Learn-

ing how to’'say "Sincerely yours," correctly took practice and memorization of

approximately thirteen words resulting in an extremely flowery closure we would

never use in good business English. When it came to writing govermment officials,
the jargon became even more complex and flowery. If I had translated anything,
be it a‘letter or a past due notice,from good business Engiish directly to Spanish,
I would have not only offended the recipient, but also have confirmed his supposi-
tions that Americans aré tactless and cu1£ura11y deprivedlindividuals. Brevity
is not of the essence in business Spanish.

"El Cantar de Mio Cid" gave me no clue to proper office attire or behavior,
nor did it teach me how to ask for a box of "grapas" from the supply room.'\I
know my coworkers were amused by my gestures and lengthy descriptions. Even though
I made myself understood, how much time could I have saved if I had known the
word for "stapleé!" Of course these are very simplified examples, but the point
is if I had kngwp commercial‘Spanisb beforehand, I would have saved myself at
least two months of aggfavation and some embarrasement,

» During my employment in a Madrid lanuage academy I taught intensive Spanish
to American bu51nessmen. most of them ac&ountants for Arthur Young & Co. These
men were not unlike most American businessmen who avoid the humanities like the

plague in their college careers. However, most of them felt very frustrated when

.subjected to-an intensive programssuch as ours or Berlitz 'sywhere they were ex-

pected to master the language in eight weeks. Of course, the firn paid for their
training, but they lost eight weeks of productivity jusi learning Snough Spanish

to survive. We couldn't begin to tap the surface of accounting terminology nor

culture. Most of these men spent two years abroad and I would suppose their foreign

14 e
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In fact, the Spanish-speaking businessmanm will not—discuss work over dimmer. This

is considered rude. Also, they want to feel out the visitor to see how well

rounded He is and find out just how knowledgeable he is about the people he wants
to do business with. |
Also{before Wwe launch into a course on commercial correspondence, we should

first have a cdﬁrse in composition to build on. bne does not learn algebra before

addition, we don't :learn business English before the alphabet, andgﬁe should not

approach commercial Spanish in reverse either.

Many administrators would question the advisability of offering a bilingual

‘business major. However, in these times of decreasing enrollments and higher attri-

tion rates, ¢olleges and universities are competing for fewer and fewer prosrects.

We must recognize for financial reasons we can no longer force our students to take
only the traditional curriculum we took. With severe cutbacks, both in federal

and state funding affecting scholarship monies, as well as a general econcmic de-
¢line, fewer students aie attending college and their characteristics apﬁ motivations
are mucﬁ different frqm the college student of a decade ago. Most‘institutions are
content with maintaining their current enrollment and if they are lucky enough to

get an increase, it's usually limited to 5% or less. Therefore, we must offer pro-
grams that the students want, within limits of course. ¥e cannot expecﬁ'them to
embrace with open arms what we think they should take. Today's college student sees
a degree as a stepping stone t§ greater financlal success,18 not as a frill or an
opportunity to become a "contributing membér of societyﬁ as stated in many of our
éatalogs. The student can afford to be pfékv. Everyone wants him if he neets thé
basic admission requirements, dnd some will tuxe hin probetionally even if he doesn:t.
He, however, will choose the/school that offers him what he wants. This is supported

by the success stories of énce traditional institutions now offering weekend college

programs and night céﬁfses for the student employed full time, enabling the school

1B"Graduates of the 80's are Focused on Money, Status," U.S. Mews & ¥orld Report,
December 12, 1981/January 4, 1982, p. 87.
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.. pp. 72-73,

to kdep its head above the financial water. Sinceé Findlay started its weekend

college in 1979, enrollment has increased steadily and now 122 of 986 full time
students pursue their education this way. Over 25% of them have declafed a business
major and most are employed in local businesses, over half coming from firms with

international operations. The traditional student is being edged out by the non-

4£raditional student, many of these coming from business or preparing for it. Both

and characteristics of today's college students. The traditional 18-24 age group
is opting for less intellectually demanding fields and running for the money in

business, One third of college students are now 25 or older, of which only 40% do
, g

their studies on campus. The others receive off-campus or in-house trairnirg.
At Findlay all prospective majors are accumulated on a computér rrintout for
follow up. Year-to-date figures for the 1981-82 school year through January generated

168 inguiries for the Spanish department, 24 of which declared Spanish/Bﬁsiness as

their field of interest. Although this figure represents only 14% of the total,

including teaching and social science dual majors, this is a significant number in
relation to our prospective freshman class of approximately 330. Our bilingual busi-
ness major has been in existence officially since 1979, however our first commercial

Spanish course is being offered this spring and the major has been revised in light

of the input we received from business. We anticipate this major will draw more

students in the near future as the word spreads that such a program ié available,
Before we generate too maﬁy Spanish teachers, we must consider their marketability.
Again, funding cutbacks and decreased enrollments in public and private schools have
meant fewer and fewer teaching Jjobs. In the cglendar year 1981 our placement office
recelved 550 teacbing job postings, three of which were for Spanish and two of those

required a second language or field. Even if one does opt for the traditional lenguage f

literature major, at least one course in commercial Stanish could te teneficial. |

1 . L .
9 Dennis A, Yilliams, et al., "Grownups on Campus", MNeysioek, Iscomier 21, 101,
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© Qur Title VII recruiter visits schools throughout northwest Ohio. So far in the

1981-82 school year he has visited 40 high schools in the area and most of the
" Spanish teachers mentioned that théy are frequently called upon by local business
to do translations, however they have never had a course in commercial Spanish

and sometimes feel quite incompetent.

The Arizona Daily Star printed an article in August of 1981 on business and

'itg effect on bilingual education. Dean Oyama of Pima Community College stated,

"bilingual education will contime to grow, despite govermment cuttacks, because
its 1ink to'economic survival' is being recognized.“20
Business is recognizing the need and has given us guidelines for curriculum

development., The jobs are there for our graduates. The ¥all Street Jourral lists

several wWith language requirements each week, most of them Spanish., Now it is up
to us as educators to provide our students with marketable skills, not only for
their own economic success, but for our mutual economic success as a nation, both

_ domestically and internatiomally.

L
E 20Jon Ainsworth, "Business called top force for bilingual education,"” The Arizona
| Daily Star, August 28, 1981, n.p.
‘3 ‘ Q . Y } 3d
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The need for language competency by United Stztes business exgcutives
involved in international business has been ﬁartially masked by the competi-

tive advantagze of U. S. firms in the world market place. The language

ccmpetency of our trading partners in reading, writin;, and speaxing Fnzlish

effectively also reduces the impact of the lack of languagze skills of 17.S.
managers. There are indications that the longz-standing trading advantazes
are declining for the U.S. business firms and the need to speak the lanzuage
of the customer is increasing. This paﬁer explores some of thoée situations

and discusses scme partizl remedies of a lonz run nature.

Is Opportunity Scarce?
Students majoring in any discipline mey be candidates for an overseas

assigdmeut in the flexible years of their cereers. Rusiness studsats with

a concentration in international studies or an introduction to the area of

. . . . A
international business and who have lanjuaje skills have an even better

opportunity to be tapped for an international assi:imment. Recent changes in

the United States tax laws rezarding taxation of overseas earned income will

once azain make it a reasonable investment to have more than a mere presence

in an international oversess business center. Cdrrently, educational institu- /;//////f

tions have designed progrzms for living-and studying: abroad as a part of

their de:ree programs in business and the related disciplines. In a receznt
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article, Kaminarides and Mullins presented a proiram of study for a gradusate - -- - -

dezree in business administration that requires the ability to spezk & least
2
one foreizn language. The 3raduate School of International Pusiness has long

been known for its ocutstandinz lanJuaze preparation of mature candidates for
—

T

an international business assiznment. The preponderance of evidence reflect-

ing the need for foreizn lanzuage ability by the practicing business person

in international operations seems not to get the attention of counselors and
anbitious business students until too late in their prozrams to build the

levels of skills needed.

The Helped Nations Become Our Sompetitors

As will be noted in more detail later, the developiﬁg countries have
téken the labor intensive technologies of tne induétrial world and set
about producin; those»products that the mature industrizl countries demand
and havefthe/mbney to pay for. This effective demand within the 1eés developed
‘countries has 7zenerated the base for borrowin; funds frem estabiished world
Eanking sources to buy the hizher technolozy products of a military and commer-
cial nature. We have become aware of the numerous and oftentimes discriminaﬁory
ncntariff berriers to trade establiéhed by countries seeking protecticn of
their home industries, control of foreizn exchanze requirements, or the
enrichment of the few in power. In a nutshell, if the U.3. business fimm is
to remaiﬁ c0mpetiti;e with othér foreiin firms, communications at the several

critical levels is 2o0inz to have to be as ood as or better than the competi-

tion. This includes tne quality of the lanjuaze skills pcssesséd by those ’

on the cutting edge of competitive situations.
In the past, many successful U. S. companies have treated their overseas

opportuni ties as an additicnal territory to beccme interested in should thinis

\,\/////;}L)




uglqy_49qpﬂgtuhome,‘TLﬁtin Amggice\has‘£een a prime example. Latin America

keen;y feels the U.S. neglect; the European trading partners have seen Latin
America as a valuable opportunity and years ago developed manufacturing
facilities in selected cities as compared with the extractive industries approach
by the U.S. based industrial company. Aggressive firms from Europe and the

U.S.A. have secured their foothold in the Latin American countries--the

F*m———1ﬂmmnrﬂmm4awk&ammgqﬁﬁmtwgkhmgmykummnmm4mmmmmLgnéy@. c i
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These certainly have the stronger advantage over the stranger in town who has
trouble finding his way about the city when seeking business contacts and not
being able to communicate in the language of the country. Those who recognize
the difficulty early on have limited opportunity to correct it. (WSJ 16 Feb. 82)
Communications is so much a part of a business executive's total job that

the lack of language competency in the country of businass becomes a barrier of

"no small consequence whether the relationship is a short contact or whether it

- is a2 long term development and on-site attention to particulars. A number of
international firms are so convinced that communication and cultural under-
standing are the keys to continued success and groﬁth that preference is given
to the placement of qualified native speaking nationals in management positioms.
Bilingual language skills }n say Spanish and English provide an ideal combinétion
in the Spanish‘speaking nations. In my own area of the country, a vice-presiéent
of Latin American Operations for an international company headquartered in
Germany is a citizen of Mexico, speaks English effectively, and has reading

& competency in German. He commented that he does not have to wait for the

translations of communications from the German headquarters office. Assuming
that the translations are accurate, the tone and flavor of the communications

are surely affected in some respects. He has the first level of exposure from

E the original communication. When he presides over the management conferecnces
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1n;3n311:h.;for his Latin American general managers, he can better choose his
Anglish words, understands the managerls’backgrouﬁds and concerns, and can
fraternize with thex;l in their own Language. He is rated very effective by his
superiors. |

Florida has become increasingly important as the state for the "international
headquarters" offices of U.S. firms doing business in Latin America. A recent
report indicafed that over 100 U.S. business firms had selected Miami or -nearhy
cities as locations for'their U.S. headquarters 6ffices for South America.
The reasons‘for thié are due in part to some of the matters mentioned above
"and to the fact that visitng officers from Latin America want to deal with |
the home office. In short, a headquarters office with an executive whofhas
broad powers of decision makiné to deal and commit is what they expect. The
Florida location meegs thecneeds of the Latin American quite wg;l-—easy access

by international travel, world famous attractions, shopping centers for spouse

- +and family, recreation opportunities, and an increasing Latin American popu-

lation. Contrast this wi;h Chicago or Ohio location--in the winter months, or
a distant Californmia headquarters location. The border and near border states
with Mexico have similar. advantages in the development of trade with their |
foreign neighbor. Thé Eariy work on the dévelopment of international business
interests at the University of Denver at feﬁpe, Arizona concentrates almost
exclusively on the pﬁienkial Mexican trade developments. International head-
quarters offiges will be obse;ved in those areéé, also. And theycwill,be Staffed
with bilingual staff and executive officers at discrete levels.

With the foregoing introductory remarks, thié paper seeks to bick up where

the numerous surveys about the need for competency in foreign language, by the = -
practicing international businessman end. I wish to speak of the opportunities

and -‘the developing opportunities and what educators should be knowledgeable
. N e
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about as it pertains to the future of America's competive advantage. - Particu-
larly, am I interested in viewing the preparation of America's graduates'in
business for careers of service ln~both domestics and international areas with
aporopriate attention‘to language skills as tools of the profession;

An 1nterest£ng article on preparing future executives for the inter-
national job market appeared in INTERNATIONAL BUSINESS( (January-February, 1979
p. 19-21)by Dr. W liam Voris, President of the American Graduate School ¢
International-Managﬁ ent . He named the types of qualities one would seek in
a person groomed for iuternational assignment and among those qualities was

the need to “obtain conversational levels in appropriate second and third

languages. p.18. The other two major knowledge areas he indicated were for

a depth of knowledge of fields of expertise needed by business represeutatives'

overseas; and, a knowledge of’the politics, culture, religion, and economics
of the region. Competency in the language of the country would contribute to
knowledge of the culture of the country. ¢

Iwo additional articles, one by a presihent of an international firm,
and the other by two professors at the University of Colorado~are instructive.
The first by President Lester Korn, pointed out that chances for overseas
assigmment were nou greater either very early in tue manager's career, or in
very senior positions where respect for position and wisdom of age were very

important. Coupling these kinds of facts with the Professors' article in

Business Horizons suggests that in those organizations involved in foreign

trade, the career paths to top levels of management do require foreign

management experience. (Business Horizons 22: 21-7. Opportunities for Women
in International Business, Nancy L. Thal and PhillipiR. Cateora, Professors
of marketing and international business at the University of Colorado.) The

authors suggested that "international management experience may become a

©

prime requisite for elevation to top management positions which bear respon-




sibility fof both domestic and internationalractivittes."{?. 23;) The more
preéise thrust of the article was to raise questions about the equal opportunity
concern for women MBAS who need international managerial experience to move

into the positions identified in the foregoing statement, but who never get the
“oppbrtunity to take assignments overseas because of management's concern

about their.effectiveness, safety, acceétability, and ééability i~ such an T

assignment.
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Level of Job Entrance

Intetnatioeal employment is seldom an entry level job. Although we note
‘above that international assignments most likely come very early in a career
or very late and in a senior position overseas, few new college degree holders
canfexpect to oﬁtain oyerseas employment without a préven track record. 1
questioned executives and recruiters who had international divisions and SVe::
seas operations in larger corporations about how the§ went about identifying
people for theg;weverseas assigﬁments. The responses in essence were that
they first looked for quality workers in the domestic environment--workers who
had demonstrated good work habits and stability in the home environmen;. Then
they looked for that additional spark of intefest—-some evidence that the

potential candidate for overseas assigmment would have a continuing interest

in the international operations. Language study and competency were valuable

~indicators.

e

How did they re gard two candidates with equal potential but one‘is trained

in business? _One has some college foreign 1anguage training; another has a

. 9"

polltlcal science background with a language competency in reading and writing
and has learned the essentials of the presert assignment right on the Job.

The response to this two pronged question was cautious. They seemed to say,

"We look to the whole individual first. The candidate trained in business may
not be as well suited for the international business assignment as the political
science major, particulasly if the political science major has language
competency in the country of interest." ,
| - The executive indicated they valued employe°s who would be good communi- .
cators—-both %ith the home office and with the postvof assignment. This point|

was borne out further by a study completed by Dimitris Chorafas, for the

American Managemenn Association. Although I did not press hard for detalls,

it was evident that the home office expects information, reports, and inter-

\ - N o
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pretations from the overseas manager to a greater extent than from domestic
managers. The manager with language Enmpetency in the country of assignment
has a ﬁhcn\better opportunity to read andiunderstand the national events
abput"him tnat‘shape the course of operatinns. Thus, in the job market the
candidate With;ianguage\training and politicai science backgrounds in addition
to their occupatinnal speciality would appear to have a considerable com-
petitive edge over those whn_have Bnt one of thesg/qualifications. But seldom
would they expect imme&iate overseas assignment without proven work experience.

Let's explore:this a bit further...like reading between the lines. The
tactor that kept emerging was interest in international actinities. The
business graduate who began to demonstrate good skills and understanding in
the financial and accounting documents area and nhoae knowledge of inter-
national accounting rulesfann’U S. regulations regarding international operations
was not wasting his/her demonstrated traits on those managers who have to.

select peOple for home ‘office, international assignments as well as off-shore

assigmments. S

~,

u

The political science major-with specific language skills working in a
documents department and reading the letters, contracts, and other communica-
tions as a part of say other job assignments, can create a reputation for

knowledgeable performance as well as attain "visibility". Visibility in a work

situation can be a facilitator orx merit when it comes time for selection of

people for special task assignments. If the employee's work in the langnage

area is of acceptable quality and the personality of the person fits well

with the organization and their other capabilities are acceptable, then the

3

potential for being giﬁen greater international responsibilities are excellent.
Continued languagé training and development of international knowladge may be
. v )

an option through tuition reimburse:.sat programs for company approved

educational courses.
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A person in such an assignmént méy have the opbortgnity to meet visitors
to the firm from foreign posts. Research indicates that the more successful
international flrms have a steady flow of host country managers visiting the
home offices for the very valuable face to face communications and policy
discussions.®’ A candidate who recognizes the oppbrtgnity to create févorable
impressions by rendering managemeﬁt services to both the visitors and the home
office because of his/her knowledge of tﬁ; language, customs, and politics is
building a base for future international opportunities as their skills and
knowiedges add to the homé office effectiveness.

We may be interested in a phenomenon that is occurring in internatiohal
opgrationé. That phenomenon is the reverse of what has’usually happened in
U.8. fiims operating'oversegs units in_thé recent past. In the immediate post-
World War 1II era, the United States had the greatest opportunity to gear up to
meet the world demands for consumer goods and heavy industry rtquirements for
machinery and equipment as EEplaCement for the destruction in Eutope and Japan
atd Korea and other emerging industrial centers. The pent-up demand for
consumér goods at home was tht first priority. However, there ‘were other
forces at work that highlighted tremendous international opportunities. The
Marshall Plan for the reconstruction of European countries and the United
States Government economic aid progtams;to the developing nations fired up the
industrial engine; in the United States. Opportunities for U.S. firms to ‘
establish production facilitiss in the friendly nations of the world at the
time created demands for'U.S. managers to staff these facilities. Inter-
national programs in colleges fiourished, and language training was in
considerable demand. Such activities by business and government, working
under favorable host country laws was a golden age of opportunity. The export

of huge quantities of grain by the United States to the developino nations

" ravaged by war and neglect by the colonlal powers stimulated the manufacturer

v 14(j
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at home of farm'equipment and its related‘spin-off of the increased purchasing
power of the farm population for goods and services. Many firms acted as if
the expanding econnmic.conditions would continue fore;er.
Ali the good works of the U.S. in providing capital (mopey and equipment)
to Build efficient steel plants, factories and to train qﬁéiified manaéefs
is one of the great success stories of the century. Our national generousity
and our eagerness to spread the industrial revolution to the new emerging
nations, to help the old established pations, and to train their managers and
workers to be effective producers will be one of history{i records of great
achievements. | | .
The nationg recovered well. They adopted U.S. technology and management
techniques and learned how the Americans marketed their products. Now the
tables begaﬁ to turn and the industriél process of the developing worid was
released to assist the demanding wﬁrld. Ihis is known as competition. The
growth demands in'the U.S; for steel, for shipping, for mimerals, and
‘especially 0il and consumer goods were not lost on the foreign companies. With
their more modern U.S. equipment, their access to cheaper labor, and ocean
transportation; the'impoverished.industrial nations became effective competitors. N
As“their-skills and kﬁowledge increased, so did their accumulation of financial
strength--they accumulated millions and millions of dollars in reserves for
which they needed a stable country for investment that was safé. OPEC countries
are a recent example of "such" developing countries. Idle cash is the worst
thing that any company can have in its inventory. .The U.S. was that place. ™ ]
P \

That was where the action was and where there was great promise of success.

So, the obvious pattern of things Began to happen. Foreign companies i
with excess funds looked to the United States as a place for investment. As

the nation with the most stable government in thie world and with-relatively

simple ownership regulations imposed on the.foreﬁgn ownership, money flowed.
i - .

‘from foreign companies with limited investment ieturns or potential to the U.S. |

.l‘i B ‘ '»
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from foreign companies with limited investment returns of potential to the U.S.
where higher returns were the rule. The corporateostock available for purchase
~ was uudervalue& by the market mechanics in comparison to the real value of the

plants, equipment, and real estate. This situation represented an unequaled

opportunity to invest foreign aimed funds in U.S. plants. Controlling

S
T

interests were purchased in compaﬁEEEfo‘éffeetive offers to purchase the
entire company were so very attractive that wise owners just couldn't turn

~——

down. AdditiBEEII??‘saecessful foreign companies established factories and J
distribution centers for their products in the U.S. The foregoing account is
a very encapsulated accouﬁtxdééigned to lead up to the point that we have a
reverse situation that suggests that the need for language trained U.S.

executives has increased. The following section describes some typical

situations. —

Changing Situations

It would be interesting--maybe alarming, to identify the number of U.S.
firms that are owned in part or wholly by fo;eign firms. For example, the
world'g larges;ﬁPetroleum company, British Petroleum, ﬁormerly ownad 49% of
the exploration rights in Alaska before oil was discovered in the qualities
now known to exist. Im subsequent years before the pipeline was finishéd B.P,
needed cash for its other operations and so sold a good portion of iLs 1ight
%o drill to Standard 0il of Ohio--a subsidiary of B.P. SOHIO has "struck it rich”
and is now faced with ;ﬁé‘massive task of juét how to iﬁvest its funds from

il

extremely profitable operations in Alaska.

The U.S. G ernment recently tabulated the ownership by forelan firms of
'U.S. companies engaged in or related to national defense work. Some 300

companies with foreign ownership of five percent or more of the company's

assets were identified. A firm with 51 percent ownership has positive cuntrol

over the activities of the firm. Howaver, subsidiary firms may be from 5% to

.
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51% controlled by a foreign firm. If any subsidiary of a domestic firm that is
pa:tially owned by a foreign company engages in govermment defense work of

1

any nature, the Federal U.S. Government then must intervene to assure that

_classified information does not become available to foreign owners. (It is

interesting to observe that foreign firms are frequently owned by their national
govefnment!) The point of referring to these 300 firms is to suggest that
this is the tip of the iceberg, so to.speak. Although U.S. firms have some

$245 billion iuvested'in‘direct investments in foreign countries and the

1980 (WSJ, Feb. 18, -1982) Sec 2, p.25
foreign countries have some$65. 4billionainvested in U.S. firms, the difference

is gradually changing to increase the latter figurau The projections suggest

that increasing foreign investment in the U.S. will be the pattern for the

In a Wall Street Journal editorial, Grace Hechinger (1/10 24-3, 1980)

deplored the fact that Ameriea/has never developed its citizens' capacity to
speak foreign languages or gained a sophisticated understanding of other
countries. '"Scandalous incompetence in foreign language...' she reported.

Some of us who have to read student papers would likely add, "English, too."

Foreign Banking Interest in U.S. Cities.

Foreign banking interests are particularly noticeable in the major
national trade centers. President Korn (p. &43) reports that "Major U.S.
cities are cluttered with foreign bank branches and the want-ad sections of

metropolitan newspapers boast a fair share of offerings by foreign multi-

nationals seeking American "mationals' to staff their U.S. operatioms.

Executive Scarch Ads.

A review of the executive search ads in the Wall Streast Journal on any
day usually will reveal one or two announcements of firms secking a person

with, say an M.B.A. (iasters of Business Administration) and containing

- 4J




statements like the following: "Language skills beyond English and some
experience in foreign tra&e are ﬁecessary."y Othérs will suggeét that a foreign
educated bermanent resident of the ULS. with appropriate langu#ge skills and
MBA type educational gualifications may find their offer to be an excellent
opportunity for the qualified person to obtain the exciting type of position

.

he/she is ready for.

Opportunities Thrown Away.

The 1980 Business Bulletin reported that, "Some banks turn away customers

from abroad. Lakeshore Bank and Allied Oklahoma Bank of Oklahqga City began

refusing accounts of non-citizens. Officials say they coulﬁn't cope with the

______"//IES—S*mcre k‘*—Z—GOOJfSEéign students.' This is only dﬁe illustration of
the lost opportunity experienced by hundreds of businéss firms which cannot
cope with the foreign inquiry they can't read, or 4ust don't want to be
‘bothered with. Some businesspersons, it is repd/;ed have simply tossed such

unreadables in the waste basket--never knowj g what the opportunity for

profitability may have been. Even to copfider translations was just too much

bother.

The Wall Street Journal in a

rst page article, wrote this about Tork,

Inc., Mount Vernon, N.Y. maker photoelectric comntrols, "Tork, with

annual sales of 3il milliof, built a small plant in Mexico 10 ye rs ajo.
"But we re:lly don't have’ the resources to ofe.ate it as we should.”

I . ¥p, white says. 'We c 't hire enou:h people to speak Sgenish, do the
proper research or evXluate risks. I love workinz in hexico, but in
retrospect, we probgbly snouldn't have aone it."

. (WsJd F 16 82, vol. LXII NO. 86 p. 1) < ' : .’

i,
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A Growing Opportunity . - BN l1¥Y-4 -

The casual reader of international events reported in the national . [11,3
- magazines and newspapers will be aware of the frequent reference to the
"balance of payments" and particularly will be alert to references about the
"ecurrent account balances. " Most citizens are generally knowledgeab/l:gg the

inflow of foreign produced merchandise, automoBiles, textiles, and almest

any other product that is in mass demand that requires manufacturing skills.

They are quite aware that the share that the United States manufacturers ’

<




////ﬁ&ve of the domestic market has to béﬁméésurably less aﬁd/;urﬁise fhat the
.i// 'iﬁsgrnatioﬁal market likewise is in decline for such products. They also

. ///Aﬁ;égrétand that these facts of the marketplace tranmslate into fewer jobs for
g Américan workers.

| On the otherhand, almost unnoticed, there is a rapidly growingA"export"
of "services"--sometimes referred to as the invisible exports. A recent Wall

. )
Street Journal article reported on the nature and extent of such exports. The

article reported that the dollar value of servides exports contributes $12
billion to the trade surplus, and is equal to 40% of the trade in goods only.

It is interesting to note the types of service "ékpofts" identified bécausé/
they involve communication among people at the action levels rather than the
strategy levels as is most common with the "yisible" exports. The services
exported included: tourists visiting the United States, ship-ﬁhﬁdliug’fees
at the port of entry for a Japanese ship carrying Japanese manufactured
autos, licenses issued to foreign firms to use U.S.'patents and technology;

_ investment incoﬁe derived from American ownership of assets abroad; insurance‘
contracts; instru;tion by U.S. plant/rébresentatives and specialists to foreign
firms or govermments, accounting’firms services, medical treatment and
clinical technology, and mdnagement services charged fo; operating firTf/gwned

by govermments; consulting; legal services, ... all are "exports' and represent -

sources of income for residents in the United Statéé.

The Wall Street Journal report suggested'that the rate of growth of the

service exports had increased rapidly since 1970 and had reached a level of
some $45 billion by 1981, a level that may not be exceeded because of certain
counteractions the host governments will take to reduce their own inbalances

of trade. The. implication for educators at this point in our conference seems

fairly clear--that these types of exports involve people talking to peoplc,

writing to people, and reading communications and publications in order to
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/ffggmplish thevcompany or individual of profitability objecriues. When one
— considers.that 40 percent of the earned income of one of the major Big Eight accounting
firms is derived from international operations, the implication for language training

seems clear. The communicator who can speak and read the lénguage of the

////’ client/customer and uses it as an additional tool for sarisfying the needs of
the custoﬂér undoubtedly will have a competitive advantage in the marketplace.
;.////// The signal geems clear to the business seeking an advantage--the U.S.
representative, expert, consultant, or manager who has learned the language
of the country of assignment has a head start. For uarious reasons, a goodly
‘nuuber of employees in the service occupations enumerated‘above may be host
country nationals; however, the practice of most national headquarters is to
reserve the key positions for.their proven and loyal executives. Knowledge

of the language and culture plus the proven experience of the representative

s azwf;;ing ijbination.

Situa;ion Turnaround

fIn the days when industrial American was the industrial marvel of the
world the common practice was to establish the U.S. plant in the international
— " location, staff it with executives from the United States, and hire local
nationaIé/;ur the operational tusks.' Few were trusted with the confidential
7 information of profits and losses and plans for the future. It is intcresting 2
to obggrue/that ugnry Ea;ﬂiearly on established a Ford Plant in South Africa
to manufacturefModel Ts. The foreign firms then provided training in the way

- the home offices in the U.S. wanted thanS done and the industrial touhnolooy

to .use. Consequently, foreign nationals being groomed for any major foreign

based managerial position were assigned to the U.S. offices and plante to
learn the technology and master the procedures and philosophy under which the

-

‘U.S. firm chose to operaﬁe. Then, they returned to their home country and :

eventually hoped to 2ssume the increased responsibility and its commensurate perst ]




Now, we have a reversal of this phenomenon. In the case of Miles Laboratories,
Inc., now fully owned by Bayer Corporation of Germany we can observe some
examples. The chief executive officer is from the home office in Leverkusen,
buﬁ.stationed in Elkhart, headquarters for Miles. The major staff and general
managers has remained staffed primarily by U.S. nationals. However, there
are training programs ranging from a short two or three weeks, to a year or
so for major officers to learn how the home office wishes.to do things in the
future, to learn to work witﬁ the c&unferpart officers in Germany, and to
absorb the philosophy of management of the new ownefs., Written and spoken
German is)very’much a éohmodity is demand by. such visitors to the home coLntry
office.

Japanese factories thgt establish operating factories invthg U.S. will
have a Japanese manager in charge, if not visibly so. The Japanese presence
is keenly felt with its emphasis on quality and teamwork vs. the individualism
oé the U.S. worker,; with its management philsophy of consensus vs. the
American's ordered decision. And agajn, American personnel are being con~-
signed to operations in Japan for varying periods of time to learn the.
working provisions expected of the American operati;; by the Japanese home
office. It appears we shall see increased plant constructions by Japanese

;
/

firms. Perhaps we shall see an ingcreased demand in some areas for Japanese

. language trajiming.
. /1

P
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Service Programs Useful to Business Students

As mentioned earlier, graduate schools of business administration pre-
paring persons to serve in international posts require their students to
achieve conversational skills in one or two languages. Doctoral programs for

the doctor of philosophy degree traditionally have required language compctency

in one or two languages as a criterion for remaining in the program.

B T
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One international business program in Illinois coordinates a part of its
curriculum with the foreign language department of the college. Service
courses in Spanish, or Ger.an, or whatever are provided on Safurdays or
evenings that enable the student to obtain some conversational skills in the
language of interest, pick up:éome fundamentals of reading the essential in-
formation for getting around, and undoubtedly stimulating interest in a. more

r .

comprehensive ;tudy of thé language. This limited inﬁroduction to the léhgdhge
wmay be that extra qualification that permits consideration for an international\\\
assignment. Many companies pay for the courses the employees take in pre-
paration for a foreign assigmment. Undoubtedly there are others,of a similar
nature available in many communities. The Continuing Education noncredit
courses in mdny areas serve the needs of individuals for at least minimal
language training.

The design of an international studies certificate-tﬂat includes the
opportunity to study foreign language and foreién culture could be an adjunct
to 2 business degree program. By careful scheduling the étudent may use the
courses to provide credit in the degree program as well as with the inter-
national certificate requirements. At Indiana University we have recently
redesigned a somewhat cumbersome certificate program to fit the needs of
students in business as‘ﬁell as in the arts and sciences programs. Language "
requirements'are limited enough to gain the attention of the serious student.
We have yet to implemeﬁt the program, but.it is available with the next o;

»

academic year.

Some Suggestions to Reflect Upon. ) . ;
One of the authors of the series of essays in the recent Change magazine
commented that "one of the depressing aspecﬁ$ of the treatment of foreign

" language needs at the secondary and post-secondary levels was the shecer

quantity of such statements and the lac% of progrsss produted. Apart frqm the




foregoing sections in which I have attémpted to suggest that the need for
language skills exceeds the supply and that the oppotrtunities are increasing

rather than declining, I offer some suggestions below that if acted upon could
f

begin to benefit(business and the institutions providing professional language
inséructions. But before we go directly to thatj one author raises two
questions:

‘"But two questions arise. First, are present programs equal to
their stated purposes? Second, are they properly articulated

with students' skills and career goals? It may be, for example,
that relatively few major in languages because the programs

are inadequate rather than because students lack perspective.

The programs may be poorly suited to attract and hold students'
interest. It may well be that Spanish majors ought to be

interested in Cervantes or Calderon. But it is debatable

whether an uncompromising faculty attitude on such matters

truly serves the needs of the institution. Cervantes does not .
necessarily train students for thz export-import business,
and on the export-import business their sights may be set.
This is not to suggest that undergraduate education should
be subservient to the students' career interests; but a
sublime disregard for such goals may be a main reason more
students do not major in languages. p. 64

<

Could it be that foreign language instructors would'bridge the éap by
associating with business faculty and the business community? Perhaps a bit
of "marketing" of themselves needs to be dome by the language instructors. The
impression broadly held b§ business professors tends to be that language
instructors want to make language scholars of their people--rather than basic
users of tgeir producté. Some recali their early attempts aﬁ language learning
and the extra 'baggage' that seemed to accompany the learning tasks and the
materials'that were not at all relevant to the businéss needs of the student.
The foregoing quote from Change may be suggesting the same feeling of
ifrelevancy as expre;sed.aboye.

The modern;language laboratories surely go a long way to provide the

¢

Tonkin, Humphred, and Edwards, Jane, "The World in the Curriculum," Change
Magazine Press, P.0. Box 2023, New Rochelle, N.Y. 10802, 1981, p. 64,
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ﬁany extra opportunities students need to develop minimal levels of competency
neededoip business. The modern video recorders, short wave radios and pre-
recorded p;ograms all are devices to expedite learning and increase effectiveness
of the learning process. The self-help that some have sought through tape

recordings and hand-held word translators display some effective interest in

learning. A recent‘article in the Wall Street Journal, however, notes that

distribution of such language translators were hit by lagging sales in 1980.

.There appears to be no effective substitute for the live teacher in learning

a language. The problem is to capture the student and maintain interest until
skills are acquired. Apparently when the need is a&equately demonstrated,
candidates will seek the challenge. The task is for business to identify

this need clearly, and for teachers to deliver the product‘that enables the

student to meet the need.

e
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A Case Study: .

Bilingualism -~ The Link to International Trade in Miami

/

;

) Metropolitan Miami, or more specifically Dade County, uniquely exemplifies
the utility of Spanish for business careers. Miami is currently a tﬁriving
bilinguél community, with the resultant mixed blessings of cultural enrichment,

' business opportunity, racial tension~énd political maneuvering.

The uniqueness of Miami's'situation is 1) the size and‘impact'of the Latin
population relative to the total population 2)Athe aggressiveness and success
of this Latin contingent 3) the proximity of Miami to the Caribbean and Latin
American markets. These three situations result in a scene that is very *
different from NeQ‘Xoék City or the Southwegt, let alone the Midwest.

The patterns of population in Dade County over the past fhirty years
dramatically illu;trate the growth of the Latin population (diagram #1),

This chart does not include approximately ?0,000 Mariel refugees absorbed by

Miami, bringing the number of Latins to approximately 41% of the total popula-
tion. The Latins inhabit primarily Little Havana and Hjaleah as well as
spotted settlements throughout the county (diagram-#Z).

The comﬁlex ethnic mix in Dade County is suggested by the demographic
map of the Black population (17%) concentrated primarily in Liberty City and in
Opa-Locka (diagram #3). The Haitian immigration is a sub-culture of this Bl;ck
population. The Blacks do not exercise a strong role in international trade

and tourism. However, various other ethnic' presences (French, German, Arab,

etc.) are active on the commercial scene. Due to brevity, this case study will

- perforce overlook these items.

- SJ !




'DADE COUNTY POPULATION
. 1950-1980
(APRIL 1, EACH YEAR)

TOTAL LATIN
YEAR
1950 495, 034
1960 935,047 ‘
1970 1,267,7%2 299,217
1975 LKZ.80 488,500
190  L750,90 . 68,097

PERCENT

2368 3
2.8
38,92

-

SOURCE: U.S. BUREAU OF THE CENSUS
STRATEGY -RESEARCH CORPORATION
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Diagram #4

- Monday, September 14. 1981
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International business and tourism:
its impact on employment
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Diagram‘#S

TABLE I
- TOTAL PERCENT
T0TAL EST'D INTERNATIONAL INT'L
YEAR EMPLOYED T0
DIRECT/ | IMPACT FACTOR TOTAL
INDIRECT 2.1% |
1980 732,200 , 93,756 196,887 26.7
1975 616,104 38,913 93,391 15.2
F 2 == —
CHANGE
NUMBER + 116,096 54,843 103,496
g + 18.8 - d 140.9 110.8
" Source: Bureau of Business Research, School of Business and

Organizational Sciences, Florida International University
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Diagram #6 f

_" DADE_COUNTY_SIC DIVISION RANKINGS —
1980 1975
STANCARD : TOTAL T TOTAL ‘

SEHNW ofbe  hemen| ool | o
MWE _NUYBER £ NupER % MIBER % 1 numer R
SERVICE 175,98 40| 17,853 191) 1280 232 99 53
RETAIL 7,00 7.4 613 66] 1070 180) 4,00 102
MAMNUFACTURING 101,500 13.9 9,905 - 9.7 91,300 14871 8,025 205
PUBLIC ADMINISTRATION 95,000 13.0 { 950 10.1 70,90 11.5 930 2,5
TRANSPORTATION 69,700 9.5 1857 198 54,90 89} 974 4.9
WHOLESALE 57,30 7.8 | 4,119 4.4 4,30 67} 1,098 2.8
FINANCE 53,10 7.3 | 10,58 10.9 W0 741 1,90 4.9
CONSTRUCTION R0 57| 17,261 18.4 2,00 68 L3122 3.3
AGRICULTURE 980 L4| 99 10§ 1684 27! 218 56
MINING 622 - 20 - - - - -
TOTA_DARS_COWTY 732,70 1M0.0_{ 9B.7%_ I 516.]04 39,246

SCURCE: BUREAU OF BUSINESS RESEARCH, SCHOOL OF BUSINESS AHD ORGANIZATIONAL SCIENCES,
FLCRIDA INTERNATIONAL UNIVERSITY
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The very substantial Latin population not surprisingly stimulates a wide
scope of educational activities. :However 2 survey of area cong§E§~indicate
that the number of Spanish majors is relatively low. A maj;r university such
as F.I.U. has only thirty-five. A smaller private institution such as Barry
;rsity has only eleven. However,the enrolment in Spanish classes is much
higher than that indicated by the number:of majors. At F.I.U., approximately.
480 students are enrolled in Spanish courses in the current semester. At
Barry, the numbef is 120. At Miami-Dade Community College approximateiy 900
students are enrolled in Spanish language classes.

In bilingual education, Miami-Dade Community College has approximately
2,600 students; Biscayne College has 1,470 out of 2,460. At Miami-Dade over
8,000 students are enrolled in ESL (English as a Second Language) courses;
Barry University has 130; F.I.U. has 251.

The secondary and elementary levels enrol a total of 223,000 students.
Out of this number 85,000 are Hispanic; 69,000 are Black, 69,000 are Non-
Hispanic White.

Within these perspectives of population and education, let us proceed to
examine the impact of international ;rade in Dade County. Employment patterns
in the County over the past iive years dramatically illustrate the increcased
role of iﬁternational business and tourism, which in Dade County‘reflects pri-
marily the impact of the Latin community (diagram #4). Less graphically
elegant but no doubt clearer is the chart showing comparative employment ~——__
statistics of the fiQe-yearAperiod (diagram #5). The total employment increased
by almost 19%; in the international sector eméloyment increased by an astounding
1417. |

This increase in employment can be illustrated more specifically according

to major categories (diagram #6). While the total number employed in each

category is relatively stable, the increases in the international sectors of

- 6/




Diagram #7
%
AGRICULTURE, FORESTRY AND FISHING
TOTAL EST'D PERCENT
TOTAL INTERNATIONAL INTERNATIONAL.
1980 9,900 949 9.6
1975 16,804 2,818 16.8
| CHANGE
t; - .
; NUMBER - 6,904 -1,869
y - 4.1 - - 66.3
' %T
SOURCE: BUREAU OF BUSINESS RESEARCH, SCHOOL OF BUSINESS
AND ORGANIZATIONAL SCIENCES, FLORIDA INTERNATIONAL ;
UNIVERSITY .
0";
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Division A.

Agriculture, forestry and fishing

Major Group 01. Agricujtura1 production - crops
“Major Group 02. Agricu]tura1vproductioﬁ - ]iveséock
Major Group 07. Agricultural ;ervicgs

b Majqr,Group 08. Forestry

Majﬁr Group 09. Fishing, hunting, and trapping




Diagram #9 o
A

TRANSPORTATION, COMMUNICATION, ELECTRIC, |
GAS AND SANITARY SERVICE
I —
N . TOTAL PE}.CENT
DIRECT + 70
EMPLOYED | InpirecT TOTAL
1980 69,700 18,567 E 26.6
“ ?
1975 | 54,900 9,774 E 17.8
CHANGE s
| NUMBER | *+ 14,800 + 8,793 °
1 -
1+ 2100 + 50.0
%

Source: Bureau of Business Research, School of Business and Organizational
Sciences, Florida International University.

With 18,567 emplioyed in the internationé1 sector, this Division is number

one in 1980. More than 26% of Transportation, Communication, eté.'ﬁely on the

international economy. Total employed increased 27% since 1975

(Y
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Division E.
Transportation, communication electric, gas and sanitary
services

Major Group 40. Railroad transportation

Major Group 41. Local and suburban transit and interurban
highway passenger transportation

Major Group 42. Motor freight transportation and warehousing
Major Group 43. U.S. Postal: Service

Major Group 44. Water transportation

Major Group 45. Transportation by air

Major Group 46. Pipe lines, except natural gas

Major Group 47. Transportation services

Major Group 48. Communication

¢ Major Group-49. Electric, gas, and sanitary services

This Division .covers three main areas:  transportation, communications

- _and utilities. The largest Major Group is 45, Transportation by Air. It employs

30,200 on its payroll with 9,686 devoted to the international sector. The 1975
study indicated 7,515 related to intgrnationa] employment which gives an increase

of‘28.9%. Cammuniéations or Major Group 48 is next with 12,400 fota] employed

and 3,252 international.




DiagramTll

Finance, Insurance and Real Estate

R

TOTAL
PERCENT
|anERaTION]  PERCEN
DIRECT + 10
EMPLOYED INDIRECT TOTAL
1980 53,100 ! 10,258 19.3
1975 45,400 l 1,940 4.3
CHANGE l
l NUMBER | + 7,700 g + 8,318
. +i 17.0 I + 428.8
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Division H.

Finance, Insurance, ;nd Real Estate

Major Group 60. Banking
Major Group 61. Credit agencies other than banks

' Hajor Group 62. Security and commodity brokers,

dealers, exchanges and services
Major Groqg/63. Insurance
ﬁﬁjdr Groap 64. Insurance ageﬁts, brokers; and services
Ma}or Group 65. Real estate

Major Group 66. Combinations of real estate, insurance
loans, law offices /

Major Group 67. Holding and other investment offices
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Diagram #13 O

_ AS a whole, this division added 33,178 peaple to the payroll since
1975 and thus remained number one in total employed for both 1975 and 1980 in
the Dade County's employed ranking.

Service

m— . ——
' {ToTAL
/// TOTAL !INTERNATION' - PERCENT
e DIRECT & I#E g
. - N + t 7]
EMPLOYED  fnpIRecT §  TOTAL
1980 175,978 17,853 100
1975 142,800 9,921 . 6.9
CHANGE
NUMBER | + 33,178 + 7,932
- + .3 + 80.0
. 23 ‘




Division I.

Services

Major Group

Major Group
Major Group

Major Group

Ma jor Group
Major Group

Major Group

Major Group
Major Group
Major Group
Major Group
Major Group

Major Group

70.

72.
73.
75.

76.
78.
79.

80.
81.
82.
83.

84

Diagram #14 .

Hotels, rooming houses, camps and
other lodging places

Personal services
Business services

Automotive repair, services, and
garages

Miscellaneous repair services
Motion pictures

Amusement and recreation services,
except motion pictures -

Health services
Legal services
Educational services
Social services

Museums, art galleries, botanical
and zoological gardens

N7

oy

86. Membership organizations
Major Group 88. Private households

Major Group 89. Miscellaneous services

/¢
-3
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Retail Trade

'ﬂ
_fToTAaL
| INTERNATION PE;’:?E[‘_T
! DIRECT + 0
EMPLOYED ! INDIRECT TOTAL
127,200 6,134 4.8
110,700 4,000 3.6
CHANGE | | ' : ;
|
- | NUMBER + 16,400 + 2,134
x + o148 !+ 53.3"

1’

Source: Bureau of Business Research, School of Bus1ness and 0rgan1zat1ona1
Sciences, Florida Internat1ona1 Un1ver51tv




Diagram #16

Division G.

Retail trade

b

Major Group 52. Building materials, hardware, garden
supply and mobile home dealers.

Major Group 53. General merchandise stores
Major Group 54. Food stores

Major Group 55. Automotive dealers and gasoline service
stations

Major Group 56. Apparel and accessory stores

Major Group 57. Furniture, home furnishings, and
equipment stores

. n
Major Group 58. Eating and Driking places

Major Group 59. Miscellaneous retail

n
Major Group 58 - Eating and driking places has the largest number employed
38,400 with 746 in the international sector. General merchandise stores or
Major Group 83 reflect more international sensitivfty with 1,987 in the inter-

national area.




© Diagram #17 )
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WHOLESALE TRADE

Q

TOTAL

| PERCENT
| InTERNATION]  PERCEN
DIRECT + T0
EMPLOYED | 1ypRecT | TOTAL
57,300 4,119 7.2

1975 41,300 1,098 2.7

CHANGE

NUMBER [+ 16,00 3,021 ¢

et
{

+ 38.7 275.1

wholesale Trade
Although total employed increased a respectable 38.7%, the Wholesale

Trade made 2 whopping 275% increase in the international sector.




employment are in many cases exponential. It will be useful to examine
specific categories of employment represented on this chart, beginning witﬁ,
the somewhat negative performance of employment in agriculture, forestry ;nd
fishing (diagram #7). The decline of opportunity is‘evident in all areas,
showing losses of 41% in total employmént and 667 in the’internatiqnal sector.
The employment opportunities affected by this category are shown in diagram
#8. As in the case of agriculture, thé minimal activities in the area of
mining are irrelevant to this study.. However, all other categories of employ-
mént show a very cubstantial impact in the international sector.

The category of transportation provi@es the greatest opportunity iﬁ
international business and tourism (diagram #9). The total increase of employ-
ment opportunity over the five-year period was 27%; in the internationai sector *
it was at 90%. The business careers available inhthis category arc shown on
diagram #lO.

The impact of the Latin community in finance, insurancenand real estate
has been exponential, with the increase at 429%! (diagram #11). The business
opportunities in this category are listed on diagram #12,

The area of service provides the largest number of employment opportunities
in Dade County (diagram #13). The increase over five years has been at 237;
however, in the international sector the increase jumped by 80%. The‘busiﬁess
careers available under this category are shown on diagram #14.

Similar increases in employment opportunities are shown under the categorv,
retail trade (diagram #15). The 53% increase in the international sector should
not blur the relatively minor role Qf this categorv in the international and/or
Latin sector. The opportunities represented by this category are listed on
diagram #16.

Increases in wholesale trade show dramatic gains in the intcraational

sector, 275% (diagram #17). The numbers employed in international trade (4,119)




Diagram #18

PUBLIC ADMINISTRATION

SRR,

' [TOTAL e
TOTAL INTERNATION| PERCENT

P

INT'L
DIRECT + 70
EMPLOYED INDIRECT TOTAL
95,000 9,500 10.0
70,900 990 1.4

CHANGE

e

NUMBER + 24,000 + 8,510

l " + 34.0 + 860.0
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Diagram #19
CONSTRUCTION
TOTAL EST'D PERCENT
TOTAL INTERNATIONAL INTERNAT IONAL

YEAR EMPLOYED IRECTHIMDIRECT TO_TOTAL,
1980 {p,100 17,261 41.0
1975 2,000 1,312 3.1
CHANGE
NUMBER + 100 +15,949
X + 24 +1,215,6

SOURCE: BUREAU OF BUSINESS RESEARCH, SCHOOL OF BUSINESS
AND ORGANIZATIONAL SCIENCES, FLORIDA INTERNATIONAL

UNIVERSITY

81
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|

| YEAR  INTERNATIONAL DOMESTIC TOTAL ,_

< 1970 3669 5,7%,00 6,144,669
1975 601,727 5,751,000 6,352,727

078 L3204 800,000 9,347,304
99 . LeRixe 10,0000 1801
10 230,18 L1000 13,500,168

SOURCE: DADE COUNTY DEPT, OF TOURISH
, STRATEGY RESEARCIH CORPORATION




. Diagram #21l =

A
| N\
N \ .
| gormemow | | o | o
ELROPEAN COUNTRIES 164,506 | 26,868 400,000 %
CARIEBEAN COUNTRIES WL | 550,58 | 69,57 ;
LATIN AMERICAN COUNMTRIES 643,433 830,265 1,079,345 f
OTHER COUNTRIES 1%7.691 174,950 212,250 §
: AL .- | L39| LamlR | 2,390,168 g

SOURCE: DADE COUNTY DEPT, OF TOLRISM
: . STRATEGY RESEARCH CORPORATION
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are still disproportionately low to the total work force in this category
(57,300).

Public adminiétratign shows an exponential (860%) impact in the category
; of public administratton (diagram #18). .

The category of construction also illustrates dramatic exponential impaét
(1,215%) in the international sector (diagram #19). »

While not all the action in the internationalbsector relates to Spanish,
the overwhelming percentage is clearly due to thé resident Latin population and
to the extensive tourist trade. Over a period of t%p years, domestic tourism
has doubled; during the same period internationél tourism has increaéed six~-fold
(diagram #20). The bulk of international tourism has‘been Latin (diagram #21).
The rates of growth in thié cdategory reveal patterns that show Dade County not
only moving toward bilingualism (Spanish) but'toward becoming a cosmopolitan
international trade center.

The immediate objectiQes of this case study were to illustrate the scope
in Dade County of bilingual education and of related business careers. The
message has begn both. graphic and dramatic.

By way of conclusioﬁ several comments on the biligual community may be of .
interest. 209,500 or 34% of the households in Dace County are Latin, énd of
these approximatei§ 80% are Cuban. 57% of the Latin heads of houschold have a
college education, 57% of the Latin population are citizens of the United States. §

The average Laﬁin in Dade County is about 35 years ©ld; a full two-thirds

<

of the Latin population is:at a working age (19+64). Over 3 third of heads of

Latin households have white collar jqbs; and: the average Latin household has

1.8 members working full-time outside the home. The resulting average house-

hold income is at $22,350, yielding‘a total Latin income of 4.7 billion dollars.

Latin visitors spend an additional L,S.billfon dollars. . .




The Latin phenomenom is very clearly a story of economic sdccess, but it
is also clearly culturally based. 75% of the Latin population continues to

speak Spanish most frequently in the home. Although Latins pa#ronize stores

" offering goods at fair prices, they also reflect shopping patterns that are

condi;ioned by the éense of feeling culturally welcome. The attachment to
the cultural base is strengthened by the availability of a rich Latin culture
in Dade county and of numerous Latin cultures in proximity. The sharing of
cultural as well as economic pursuits among Latiﬁs markedly slows the process
of assimilation of the Anglo culture by the Latin community.

The Anglo portion of Dade County. is also growing, with many of the newer
residents sho&ing increased bicultural sensitivity and orientatioﬁ.‘ These new
residents are gravitating toward opportunities in international trade.

Also significant on the biculturallscene are 1) the bilingual ordinance,
in the best all-American tradition of ethnic and cultural backlash; 2) the
qndefground drug trade promoted by aﬁ emerging Latin Mafia (Latins are seven
times more likely than Anglos, and nearly three times more likely thankAmerican
blacks to be murdered in Miami); 3) the economic vulnerability that emerges from
dependence on trade with politically unstable countr?gs. The urgency of time
compels us to gloss over these and other issues anq to move toward closure with

the simple affirmation that the Latin phenomenom in Dade County will continue

to increase in size, impact, and opportunity.
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Implications for Bilingual Business Education

Introdudtion

Literature during the past decade devotes considerable space to the subject
of bilingualism in business education. The last ten years produced liteature on
such topics as:

bilingual education for ‘office occupatione

teaching the Spanish-American

multiculturalism in business education

business education south of the border

vocationasl training for the bilingual job market
Mexican~Americans hail opening of occupational center
the challenge of bilingual business education
foreign language career preparation

languages can pay off

bosses with an accent

world-wide competition-—can the U.S. Business meet the challenge?

More recently, articles have been written on foreign language andubusiness
administratioﬁ,’Mexican—American Management Programs, and the rapidly .expanding
of intermational business education programs.

Research at the ﬁaster's and doctoral level om the Subject of bilingual

business education reflect a growing concern for language factors, job

performance shortage of bilingual personnel, bilingual business curricula, and

new approaches for bilingual business education.

Publishing companies have begun to ekpand their educational materials for a

bilingual student community, and regional conventions reflect a new—found com~

mitment to a historically neglected segment of business education.




Early advocates of bilingualism in business education include Maxine Emery,
Nelda. Garcia, Vernon Linnaus, with more recent writers Louis Chacon, Robert

stau, and Aida Santiago-Perez.

The Spanish-Speaking Dilemma

The iatest Ceﬁsus Bureau figures tepofc about 13 million persons of Spanish
origip in the United States, combrising nearly 71 of the nation's population.
Persons of Mexican origin make up more than half of this group with 8.5 million
pe;sons; Puerto Ricans are next with more than 1.5 million; and some 2 million
other persons of Latin American origin.l )

Spanish’origin populaﬁions are characterized by being younger than other
Americans, nﬁt g0 well educated, and far less likely to be in white-collar occu-
pations. Although public schools have made some attempts to assist language
minorities, the following statistics réveal the urgent need for increaéed

efforts:2

In Boston, 6.2 percent of the Puerto Rican adults are illiterate in both
English and Spanish;

In New York City schools with Puerto Rican minorities, 85 percent are below
grade level in reading and a third are 2 years below grade level;
Spanish surnamed students in California leave the 12th grade 312 years
behind and in Illinois, 5 years behind.




Texas describes 40 percent of its Spanish-speaking citizens as functional
illiterates;

The. average Chicano (Mexican) child in the Southwest drops out of school by
the 7th year.

The median age of Hispanics was 22.1 in 1978, almost 8 years younger than
the median age for non—hispanics. Among persohs of 25 years old or more, 41
percent of those of Hispanic origin had completed 4 years of college. This per-

cent stands in contrast to 67 percent completing high school and 16 percent

completing college among non~hispanics. %Younger groups of Hispanics are, on

the average, better educated than their elders', but this attainment is also true_

of the whole population of the United States. At each age, relatively fewer per-
sons of spanish origin have completed high school than those not of Spanish
origin.3

. Fortunately, it is not difficult to comprehend the disadvantages a
relatively younger and less well-educatedipopulation has in competing in the
marketplace both for jobs and a share in the nation's business structure. A

growing concern for educators should also be the continuing bilingual labor

force projected for the 1990's.

Projectionﬁ for the Biliggg;l Labor Force

There will be a significant rise in the number of bilingual employees, and

language training for supervisors and managers alike will become wore important
i

as the rising service occupations are increasingly required to use foreign

wofkers. There will be so few unskilled American citizens in the work force




that our nation will face a shortage of some five million unskilled workers by
1990, according to Professor Clark Reynolds of Stanford in a recent report.4
Thus, the “"undocumented aliens” who seem to be a national worry will be
recognized as a welcome addition to the work force.

Mexican workers as part of the American work force could rise to as high as
15 to 30 million from the present three million by the year 2000, Reynolds
states. In many Southwestern sunbelt states, in Florida and in other states a;
well, the required absorption of’Spanish-speaking workers will increase the
ﬁrobléhs of bilingualism in qhe work plade, which will place a training burden
on employers and the school systems surrounding the plants and offices. Cubans;
Puerto Ricans and Mexicans are among the most rapidly growing segments of the
population. The average age of Spanish-surname people is below 20, and their
education and integration into the worg force will comprise a major problem for‘

trainers as well as industry generally.

»

Mexic; itself doesn't hold much promise of restraining the immigratiom, for
its population is growing faster than its ability to create jobs for its people,
oil—based prosperity motwithstanding. Not only will Sanish-speaking workers
abound, but lowered immigration regulations may be expected for such groups as

the Vietnamese, Cubans, Prench-Canadians, and other refugees. These immigrants
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will take up slack in the availability of unskilled worders.

The barber in Mexico gets 50 cents for a haircut, compared with $5.00 in
the U.S. 1t can be expected that, like Cubans, many Mexicans with higher than
minimil credentials will make the trek northward to seek the new affluence that
comes with the demand for unskilled workers and semi-skilled workers. Many of
then wilL work in the new "In-Bond” plants in Mexico near the border
(Maquilidoras) creating up to one million jobs by 1985. The employment of our

‘ Mexican naighbors South of the border will have an impact in our socioeconomic

environment.

Toward a Bilingual America

In 1980 in many parts of the country, a gubstantial impact on the wBrk
force has occurred in the form of Spanish—-speaking people as a significant part
of the work force, especialiy at the lower levels; and in service jobs. This
growing trend promises to become a near torrent by the end of the decade and
will have coﬁsi&étaﬁle effect‘upon the superyisory skills and behovior required.
Mexicgn migrants to the United States now account for some 10 percent of the
annual growth in the work force, and this flux of workers is but the first
stage. Professor Reynolds suggests that America faces a shortage of five
million workers by the turn of the century; and the demand for migrants to fill

the gap may run as high as 15 million workers by the year 2000, he suggests, 1if

JESISUUREEE




our economy grows at an annual rate of three percent.>
Fretting by some American citizens and the Immigration and Naturalization
Service to the coatrary, the pressures for more Spanish-speaking workers from
Mexico, C;ba, and possibly other Latin American nations can be expected to grow
as more college education and rising expectations of Americans continue to make
menial work unattractive. Purthermore, for many, menial work isn't economically |
justifiable when welfare and similar progfams provide food stamps, housing,
wmedical benefits and other transfer pay;ents. In essence.a person could .
generate as much income for not working as would be available from working at
one of the least desirable jobs in the labor market. . *
} - Reynolds concludes that Mexico ﬁmét sugtain a natlonal rate of growth of
seven percent to provide jobs for all of its people.® The results will probably
be a northward migration, pushed by unemployment below the border, and drawn by
the need for such labor above it: The high wages in the U.S; compared with
Meixcan wages make 1t attractive to the best people in the underdeveloped neigh-
bors to migrate. :
These conditions suggest that the population will
include a substantial number of people whose only language is
Spanish or something other than English. This language

barrier creates problems for employers. It calls for a wider

effort in school systems under present federal laws
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will take up slack in the availability of unskilled workers.
. The barber in Mexico gets 50 centé for a haircut, ;
compared with $5.00 ‘in the U.S. It can be expected that,
like Cubans, many Mesicans with higher than minimal
credentials will make the trek northward to seek the new
affluence that comes with-the demand for unskilled workers
and‘semi-skilled workers. Many.of them will work in the
new "In-Bond" plants in Mexieco near the border (Maduilidoras)
creating up to one million jobs by 1985. The employment of

our Mexican neighbors South of the border will have an

impact in our socioeconomic environment.

Toward a Bilinsual America

In 1980 in many parts of the country, a substantial
impact on the work force has occurred in the form of
Spanish-speaking people as a significant part of the work
force, especially at the lower levels, and in service Jjobs. o
This g}owing~trend promises to become a near torrent by
the end of the decade aﬁd will have considerable effect
upon the supervisory skills and behavior required. Mexican
migrants to the United States now account for some 10 per-
cent of the annual growth in the work force,»und this flux
of workers is but the first stage. Protessor Reynolds
suggests that America’ faces a‘shortage of five million
workers by the turn of the century; and the demand for
migrants.to fill the gap may run as high as ‘15 miliion

workers by the year 2000, he suggests, if our economy
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grows at an annual rate of three percent.5

Fretting by some American citizens and the Immigration
and Néturalization Service to the contrary, the pressures
for more Spanish-speaking workers from Mexico, Cuba, and
possibly other Latin American nations can be expected tb
grow as more college education and rising expectations of
Ameficans continue to make menial work unattractive.
Furthermore, for many, menial work isn't economically
justifiable when welfare and similar programs provide food
stamps, housing, medical benefits and oOther transfer
payments. In essence 2 person could generate as much in-

come for not working as would be availapble from working at

" one of the least desirable jobs in the labor market.

Keynolds cﬁncludes that Mexicd must sustain a national
rate of growth of seven percent toO provide jobs for all of
its people.6 The results will probably be a northward
ﬁigration, pushed by unemployment below the border, and

drawn by the need for suck labor above it. The high wages

in the U.S. compared with Mexican wages make it attractive

.to the best people in the underdeveloped neighbors to

migrate.

These conditions suggest that the population will
include a substantial number of people whose only language
is Spanish or something Other than English. This language
barrier creates proplems for employers. It calls for a

wider effort in schocl! systems under prescent f{oderal laws

-
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to prévide bilingual education for children. The
language barrier will add to taxes, and create demands for
different kinds of school systems., It will also require
th: . any fir%s in the southern tier and beyond will have
to study the impact of bilingualism upon the work place.
Supervisors who can deai w;th Spanish-speaking
employees, not only in languageé skills bqt in cultural
expectations, will be needed. Labor relations will be
different from the traditional collective bargaining in
places like Detroit and Philadelphia in the 1950s and
'60s and will call for some new skills iq union relations, .
at both line and staff levels.
There will be a grecater demand for bilingual people
in staff and upper management positions as well. Such
ordinary matters as signé, publications, and inétructions
will tend to be more bilingual, which calls for people who
can both read and write in two Or more languages in wany
firms.
The verstaility of utilizing more than one language
will become even more important as our nation tries to
find new cheap labor by moving pluants to overseas locations,
or set up more 'in-bond” assembly plants close to the-U.S.-
Mexican border on the Mexican side, which could employ as /|
many as onc million vexicans by 1985. Language courses
will have to be established to meet the need fof COmmunic—
ating in more than one language.  These  languag2 aoulrses e

could be farmed out to collueges, universities, and private
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language schools, but mnjér corporations may find more
language labs being established in-house by corporage
trainers. Based on the need for bilingual/bicultural
truining, business education, through its various disciplines
related to office skills and supervisory management, can

assist in filling the void of rgqhired skills.

Implications for Business Educatién

éilingual busihess§£ducdtion represenfs a bold new
attempt to remedy defects in our wa; of educating students
who enter school with a limited knowledge of English.
Stated éffifmatively, bilinguql business edqcation aims .
to equalize the conditions of all studernts. All students
speak at least one language and are equipped with a usual
complement of concepts and effects when they center échool.
'By taking full advantage of this '"readiness'" to expand
etheir learning, the biiinguul business student may then
develop those skills to function in the international
arena with‘ﬁ marketable skill. President Reagan's visits
with President Portillo Lopez on January 1980, and in
Aprilgfocused on the exchange oi U.S. and Mexican relations
to establish a mini-common market (200-miles) along the
U.S. and Mexico border. A mini-comumon marked will undoubt-
edly lead to mora enterprising opportunitiesﬁgnd an
attractive market for the biléinwual (Spanish/English-
speaking) person.

sMore specifically, it hilingual business education




programs are to be of quality to match their promise, it
* seems reasonable to expect the following benefits:

1. Through the study of a foreign language ;
(Spanish) a student of business can combine
these talents in preparation for a bilingual
career., -

b 2. Through the study of history and culture, the

‘ student will acquire an awareness and under-
standing beneficial in the international
business setting. : 3

3. Through telonging to the cultural mainstfeam,
the student will feel comfortable in associating
with representatives of other cultural streams.

4, To develop appreciation of the need of Americuan
specialists in business fields who are bilingual 3
speakers. ’

5. To improve our image at home and abroad by
cooperating with other nations by developing
international business education programs.

In summary, it is apvarent with the increasing move- .
ment of both undocumented and documented workers entering

the United States, who predominately speak a language

other than English, cmployvers will bé confronted with

numerous language barrier problems. If the emphasis 9n
behalf of business organizations is to continue maximicing
profits through human resource development work methods,

and sophisticated technolouy, then it is imperative that e

business educators assist in the education ol the nron- o
English speaking st ident.  This assiustance could be oL

[ - .

accomplished throusi a sound program of study in business

-

education in the secondary and post-secondary scheol.

.
’
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INTRODUCTION

The primary purpose’of this paper is to.cdnsider the notion df éul-
ture and how it might affect the business/management process in a t
Hispanic setting.  This work is expected to raise some issues, generate
interest and appeal to people in business and management who are planning
to work or enggge in business endeavors in Latih America or with Hispan-
ic groups in the United States.

This papéf is divided into four parts: the Ffirst attempts to offer
a f;tionalcffor considering the impact that cultural aspects cXxert on
the busing;s/manaéement process; the second part éonsiders the role that
culture plays and attempts to show how it contributes to the development
of human:beings; the third section presents five key cultural traits
’of thefLatin American community and attempts to demonstrate how these
affecf the business/management process; the fourth section summarizes

the central points and an effort is made to gencrate interest in under-

standing cultural traits so that some needs of worker and business

firms are met in a manner that is acceptable to both.
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THE‘IMPACT OF CULTURE ON THE BUSINESS WORLD

- This paper is based on a premise which has been expressed very

succinctly by the authors of Reference Manual on Doing Business in Latin

America: .

"Users of this manual are probably predisposed to
accept as fact the great significance of Latin
America to the business and economic well-being

(as well as to the political and security interests)
of the United States...Direct U.S. private invest-
ment in Latin America totaled $23.8 billion in 1978.
Total U.S. exports to the rcgion in 1978 were over
20.2 billion. U.S. imports for that same yedr werec
also approximately $18.6 billion, for an overall
total for Latin America trade in 1978 of nearly
$38.8 billion. According to U.S. Department of
Commerce estimates, a substantial majority of ‘the
over 40,000 U.S. business firms that export are
involved in:some aspects U.S. - Latin American
Trade" ; . ’

i . . .
The statement above indicates quite clearly the new thrusts and

< 7
L}

markets in which the multinational corporations arc engaging. The
implications of this jsituation are that if corporations desire to be
competitive and expand, new and innovative approaches in business/man-
agement should be seriously considered.
7 _ A study by Heidrick and Struggles, Inc., a U.S. based cxecutive
/ ' search organization, reveals that:

""the most promising markets for the 1980's in order

of number of mentions, are West Germany, Japan, Mexico,

France and United Xingdom, the Middle Last, Spain,
Canada and Brazil." 2

| Q . : o |
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0f the sixicpuntries listed, three of them fall into the Latin
category. If corporations desire to take advantage of these markets a
sound knowledge of:;he Latin American community has to be gained and
utilized in a judicious manner.

In andther érticle in the same publication, a study conducted by
management consultants Urwick, Orr and Partners, Ltd. in the United
Kingdom, revealed that in the industrial relgtions area, the five most

" important activities in which companies éxpended effort and money were
the following in descendiﬁg‘order of priority:
Communicafing with employees
Company contraction
Company reorganization
Bonus scheme "changes
Pay structure changes

As can be seen, an important concern for businessmen and managers
is in the area of communication with personnel. It is advisable for
businessmen and managers who work with a Latin clientele or whose
employees are Spanish-speaking, to make a conscious and sincere effort
to understand, accept and respect éultural differences.

This paper attempfs to provide a framework fo£ further study and
analysi§ in the area of cultural dimensions in business/management. The
topic of cultural aspects that affect business and management is a

complex one that requires systematic analysis, study and understanding.

The role of culture in the Spanish-spesking community is indeed im-

portant in that it "instinctively considers individual human relation-

2
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ships, based on emotion rather than on reason, to be more important than

the rule of law, more important than almost any other aspect of”wlife"4

CONCEPT OF CULTURE

One of the definitions that Webster's Collegiate Dictionary offers
for culture is "a behavior typical of a group or class."5 Brooks, on
the other hand, says that it includes "patterns for living, the individ-
ual's role in the unending kaleidoscope of life situations of every
kind and the rules and models attitude and conduct in thcm."6 According
to Moran, culture "refers to the cumulative.deposit of knowledge, be-
i
liefs, values, religion, cistoms, and mores acquired by a group of ,
people and passed on from éeneration to generation."7 /
i - :
Perhaps there are as ﬁany views of culture as there are minds.
Even though it is difficult to arrive at a conclusive definition for
culture, one should not stop efforts to un&erstand the role that it
plays in our lives. Our point of erarture i§ to emphasize the mu}fg-
faceted nature of "culture" and attehpt to underline its role and/its

influence in shaping a point of view, mentality and personality in its

peo

~

Why is it important for us in business/management positions to
consider culture and its impact? Culture is the heart of thg business
management process in all organizations. Culture affects the organi-
zation in terms of new thrusts, structure, work activities and ambience.

Culture also contributes to job performance, as well as to the lack of
3 .
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motivation due to interpersonal and group conflicts in the organi:za-
tion. In public institutions, culture plays a part in contributing to
economic, political and social issues. It seems logical to take a
closer look at the impact that culture has on business venturcs as well
as in managing the organization and in the realization oﬁ'its goals,
In terms of public relations, we, as businessmen and managers,

"should kiow that:

Culture is often misunderstood and generally has

not been considered important by policy makers,

officials and workers.

Culture and its role in job performunce contri-

butes positive rewards to all members of the

organization and the organization itself.

Every person in the firm is a '"'cultural being"
who is influenced and molded by his background.

For the purpose of‘this article, culture can be viewed as a pro-
cess that is dynamic and elusive. It includes values, mores and a
point of view which leads to a wide range of personalities. It is not
'onlf)the superficial heritage and mechanical exercises which are
exhibited in '"fiestas," dances, holidays and food; it is a spiritual
and vital process that shapes the members of the group. Because it is
such an important element of life, it makes good sensc for pecople in
business/management positions, to understand the dynamics of culture
while conducting business transactions and in the executing of respon-
sibility within the organization. :

The five cultural traits that have been selected for analysis in
t 4




this paper are those that belong to a category often called 'covert,"
nimplicit" or 'non-material"™ culture. Such culture is not easy to
identify or recogﬁize as it is found at the unconscious level, and may
be taken for granted, many times, by members of the targetigroup. In a
business/management environment, there may be occasions where there are
different points of view. One will view his own culture from an
insider's point of reference and will 1005 at the other culture as an
outsider. These two perspectives are both valid but neither view
represents the total picture of the situation. Rather it is the com-
bination of views that might give the respective viewers (insiders and

outsiders) a better understanding of cuch other.

2

Our task, then, is to present an insider's view of five cultural
traits of many Hispanic people. The cultural traits are individualism,
dignity, machismo, destiny and interpersonal relationships. It is
hoped that by presenting views of this naturc, the outsider will be
helped to understand culture as scen from the point of view of one who

participates in it.
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CULTURAL TRAITS OF HISPANICS

<

Sidney W. Mintz in his "Puerto Rico: An Essay in the Definition
of National Culturé"8 discusses some cultural aspects that help describe
the Puerto Rican culture. The cultural traits that we have selected
from his essay and whiech we will attempt to expand within a business/
management context are; individualism, dignity, machismo, destiny and

interpersonal relationships.

Individualism

2

It is accepted and practiced by every person. Individualism
permits every person td be him/herself without fearing that his/her
behavior or individualism is being considered offensive or negative.

It allows for‘every person to manifest his/her unique characteristics- or
attributes. For the Spanish-speaking community every pgrson is an

2

*individual who possesses distinct inner qualities whigﬁ should be allow-
s
ed to surface provided that no harm is done to peoglé, living beings or
property. The process of becoming anvindividualjéhould not begéonfuscd
' *

with individualism or an individualist who doeéﬁ't want to contorm to a
group or prescribed behavior. In a business/mianagement situatién, the
process of beéoming an individual should not be interpreted as a lack

of cooperation, insubordination or indifference. An example of this

behavior is when a worker attempts to "make his mark" or munifest his/

her innermost qualities that he/she fecls makes him/her different from
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others. At times, ;he worker takes great pride in doing a ‘good job and
proceeds to do so; such efforf should not be thwarted, but encouraged.
There is a fine line between individualism and egotistical bechavior,

but for a person in a business or supervisory position common sense and
an understénding of the many variants of individualism should be consid-

ered.

Dignity

Thi's rgfer; to the inner value of worth that every person possesses.
Every person has an element of merit that should be acknowledgcd, re-
spected and accepted. In a cultural context, 5“Spanish-spoaking person
feels that at least an opportunity must be given him/her in order to
demonstrate his/her_ true worth. Such worth is manifested by the pride
shown in his/her work and in every ounce of effort expended. Dignity
also recognizes that a person wh9 is unable to exhibit worldly success
is due respect and acceptance and is a being who possesscs integrity
and 'vorth. Another variant of dignity is one that is used frequently
to hide a feeling of inadequacy or incompetence. Thig use of dignity
serves as a crutch for the individual to hide his shortcomings. To
differentiate between pretentiousness and true dignity is a problem for
a person not familiar with this cultural trait. Aﬁ cxample-of this
behavior is when a worker will not carry out an orgcr or task because
he/she feels that such action is demeaning and fe%is that his/her worth
as a person is not being valued% A worker that ufcs dignity to hide

|
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his/her incompetence is one that will offer excuses and claim that the
task or order is not compatible with his/her abilities.
| The knowledge of how dignity is utilized by the worker in different

situations will be advantageous to management because it will allow the

supervisory staff to evaluate a situation and take appropriate measures.

YMachismo )

In the Spanish-speaking community this term basically refers to
attitudes and values that deal with the concept of being a man of
honor and dignity. The idea of male prowess or chauvinism has been
ascribed to machismo by many who hold distorted views or have no idea

of what machismo suggests to the Spanish-speakers mind. Sexual prowess

plays an insignificant role in the concept of machismo. Machismo deals

with the concept that man develops his manhood through his values--
dignity, loyalty, individualism, honesty, decency,.honor, dependability,
sense of responsibility, caring, etc. Machismo pérmits a man to present
himself to society in a way that reflects his perceptions of himself;

he wants to be viewed by his peers and society as a man who possesses
the values that have been outlined above. In a business transaction,
any behavior that suggest displeasure with or questions the worker's
values might cause the relationship to beccome strained. A person who

is in a management position needs to fully understand the "macho' con-

cept and be quite adept in the language to deal with nuances.

107
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Destiny

In the Spanish community this ¢oncept refers to the inevitable
coursev of events to which a person is destined. This chain of events
to which a peréon is subjected is beyond the person's ability to control -
or re-direct and should be accepted without question, To many in the
Spanish-speaking community, destiny is a part of life which is imposed
by a superior being. Everyone has a mission in life which has been
pre-ordained.

In terms of reaching goals and success in life, responsibility,
dependability, loyalty, decency, honesty, and hard work arec not the
only factors that determine the realization of goals: it is luck and
the Supreme Beiné's decision in the scheme of life that help man in
achieving his goals and aspirations.v

With regard to job performance, the concept of destiny also in-
fluences the worker. Monetary incentives and job promotion don't
necessarily guarantee beftcr performance. Motivation and improving job
performance have to be handled fhrdugh alternative avenues. One way to
improve job performance is to provide the worker with a sense of secur-
ity, a sense of belonging to the organization and by a sincere acknow-
ledgement by the management that the workers contribution is valued and
important for the growth of the organi:ation, There are many ways to

motivate a worker and by understanding his/her 'cultural baggage,'" the
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astute manager can utilize such knowledge .to enhance motivation.

Interpersonal Relationships

This term refers to the relationship that is estabiishgd between
businessman and client, or between manager and worker. For the Spanish-
speaking businessman and worker, this cultural aspect is most important
because human interaction is the heart of life; man must interact with
other fellow beihgs in order to give meaning to his dreams, aspirations,

and life. The interaction that is established helps people to develop

talents and to become a person full of vitality.

The interpersonal relationships established in a business venture,
of course, help the partner define his/her role and express his/her
individuality. A manager that is supportive of fostering positive
interpersonal relationships in the organization éffords the worker the
opportunity to be viewed not only as a worker, but as a ioy&l contribu-
tor who invests his talents in the organization. Working in an organ-
ization that promofres good interpersonal relationships allows thc worker.

to take pride in his/her work and feel as an integral part of the

By

organization.

10
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CONCLUSION
Businessmen and personnel in management have usually not been too
concerned with culturél differences while performing their responsibil-
ities in the business world., Today, as businessmen are confronted with
:numerbus problems in ‘the economy--inflatipn, high interest rates, aﬁd
so forth--and with the world becoming smaller, they have. had to reassess
their approaches and priorities in terms of identifying innovative
thrusts that will maie their organ{:ations more competitive in the
international market. For some organizations a closer lock at their
business approach and maﬁagemcnt practices has yielded positive re-
sults; a closer look at becoﬁing more personable, efficient and produc-
kive has required the corporations to focus their attention on inteper-
osonal relationships.  Corporations £oday are taking into consideration
the welfare of the worker not only from the salary and benefit point of
view, but also from a human point of view. The quc;tion then is, how
can a corporation generate new thrusts in the world of business and
provide a more personal relationship with its employees?
It has been the view oﬁ the author that business and muﬁ%gemcnt
" have to create a more personal ‘and humanisfic relationship with their

-~

- ) 2
employees and business ventures. The business/management team should

have a sound undgpstanding of the cultural traits of the members of the e

business community and work force to ensure an cnvironment with which

1r
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the employees and business partners are comfortable. The five cultural
concepts--individualism, dignity, machismo, destiny and interpersonal
relationships--which have been discussed are essential in that they
coalesce into a unit that is used'by the members of the group as a
center for self-actualizing. These five cultural aspects deal with
basic issues of life that every person faces. These cultural traits
have a direét bearing on a persop's performance as a competent worker
and on his perception of himself as a worthy individual. It-is our

responsibility as businessmen/managers to bring to a conscious level

N
] 3' . our understanding,_empathy and concern and provide a pleasant and
3
- positive relationship. A close relationship offers the employee and

. businessman opportunity for self-actualization while achieving the

objectives and goals of the organization.
/ '/
o /
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A STUDY OF ZMPLOYMINT NEEDS, OPFORTUNITIES, AND ZHPLOYER
EXPECTATICNS IN INTERNATICNAL TRADE

I, BACKGROUND TC THE STUDY
Eastern Michigan University's Department of Foreign lLanguages and

Bilingual Studies, in cooperation with the College of Business, planned and
developed an academic program focussing on the preparation of graduates for
careers in bilingual positions in business, (Ristau and Muller, 1980,) The
acadiemic program consists of majors at the undersraduite and gratuate levdls,
Students in both ﬁrograms complete course work in business administration
and in one or more languazes of their chocize, The progran, kiown L?ficially
as "Languaée and International Trade," was fornally aporoved by tho ie:reuts

of the "niversity in 1973,

A, The lancuaze and Iniernational Tra’e Frogram -

The Language and International Trade prosran presuppoces An availatility
of positions in business and assumes tasic r=zquirements for enploys nt in
those positions, With the assistance of an advisory commitiaz craposed of
Eméiness representatives from several- southeastern MNichican firms involved
with international trade, the planners and developer:s of this proypr:z oesed
their decislons regariing courses and course configuraticns in ;axri on
information provided by the employing community, Both formal ard informal
conversations with representatives of varicus bucinesses indicated a jresent
and emerging need for employees wiith foreign Jaajuaze and buasinecs cdain- ’
istration expertise, Some new courses were dazveloped for this prosrun,
and course content was modified jin sone arewas of studly,

The initial response bs studentc to 4h: new of Toring woi encouragin:,

A considerable number of students enrslled in both the undergreduste wand

]
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graduate programs, Faculty ;f the Depértment of Foreign Languages and
Silingual Studies responded with noticeable enthusiasm to the new progran,
which includes a cooperative educatioh experience developed in conjunction
with firms located in Germany and France, The cpoperative education program
adds an important dimension of legitimacy to the program and the observed
need, A continual upgrading and expansion of the language and International
Trade PrograM'iss%n evidence,

Advising studénts\regarding the specifics of career opportunities in -
this area of international trade, and in particular addressing the nature of
entry-level positions and the nature of potential employer expectations, was
an areé identified as one needing investigation and analysis. A survey of
employers conducted in the summer of 1979 by Dr, Ray Schaub previded scnme
useful information of a general nature concerning employment nceds, It was
determined subsequently, however, that it would te deslirable to conduct a
formal study which would seek specific information regarding the cuxrent
and projected need for bilingual enmployees among private-sector enployers
in Michigan and some major cities in nearby states, The.nature of that
employﬁent, and employer expectatibns concerning academic preraration, would
ﬁe addressgd. It was further deternined that the study would be concerned

only with the oreparation phase at tie undergraduate level,

B, Formulation of the Study

A cooperative venture between the Department of Adnministrative Scxvices
and Business Education and the Department of Foreign Languages and 3ilirgual
Studies a few years previous”to this stﬁdy had involved the principal inves-

tigator in some planning activities with faculty from the Depariment of
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Foreign languages and Bilingual Studies, (Rigtau ané\g er, 1976,) That
venture, one that prepared an undergraduate student forulisuccessful venture
into the btusiness world as a bilingual secretary, led to s&@eequent efforts
_-__&‘_~%_k‘;;‘a;;éiop courses and’ afEEEQEQWSE‘a broégg;wbasis. The primcipal investi-
gator also served on an advisory commltteé é;rlng the early foxmative years
of the Language,and,Iﬂférnational Trade program,

| In the wihter: 1980 semester, the prinéipal investigator was employed
for one;qﬁarter time by the Department of Foreign Lanzuages and Bilingual
Striles, The employment provided for additional interaction with various
faculty hembers and gave students a ready access to someone from the College
of . Business for advising purposes. The modification of an intrciuctory
business course for students in the Internatioral Trade prsogram, ardl a
proposal to conduct a study of employment needs, opportunities and employer
'expectatiéﬁs, were incorporated into the plan of work of ﬁhat sciester, A
'graduate assistant in the Department of Foreign Languaze and Bilingual 2
Studies was made available to assist with this study,

The following questions, in cooperation with faculty of Depariment of
Foreign lLanzuages a§d,Bilingual Studies, were developed by the investigator
- as ones to be included in such a study:

1, Do firms currently involved in international trade have a current
and/or projécted'need for bilingual employees who have academic
preparation in business adminictration?

2, If bilingual businesé administration enployrent opportuniti&§ exist,
are they positions structured at the entry level and what is the

current and projected need for such employees?

3. when applying for a bilingual position, 3is there cn advanizge in

having expertise in more than one foreizn language?
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In what functional areas of business are dilingual employees most
generally utilized?
‘What are the language proficiency levels desired in bilingual

employees?

To ﬁhat extent is preparation in business administration important

as part of the language and International Trade program?

Does the employing community recognize as important the attainment

of official language certification in French or German?

(Note: Eastern Michigan University's Department of Foreign

Languages and Bilingual Studies currently administers the

official certification examination in business French, the "Diplome

Superieur de FrancaiSvdes—Affaires“~aﬂd*&s—mak;hg~efferts—to"&dmin-f-‘m~«—

ister a business language examination in Cerman, The German

Section of the Department at present adninisters-a general pro-

- ficliency examination in @erman which measures four language

skills through the third collcge year,)

How do employers view the four options available to students who

choose to pursue an academic program involving preparation for a

bilingual career? Is there a preference for one option over the

others?

To what extent do employers deem as important the modification of

language and/or tusiness administration courses to provide a focus

on dimensions of international trade?

To what extent do employers view the related cooperative education

experience in foreign countries and/or the United States to be

important?
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What general advice do employers have for students who desire to

~ prepere themselves for bilingual positions in business and industry?

- C. Hypotheses

The following research hypotheses grew out of the analysis of questions

to be answered through data provided by this study:

The business community has a present and projected need for bilingual
employees who also are prepared schSIaatically in business adminis-
tration, |

Opportunities for students prepared for bilingual positions in
business exist ai entry levels of employnment.,

Students who Havg“g§gg§j3§g_§qwmgggﬁtygpque foreign language have
an advantage when 2pplying for pos%tions over those who have exper-
tise in only one foreign lanzuage,

Employment opportunities fdr bilingual job applicants are found in
a variety of functional areas,

Employers of bilingqal Jjob applicants desire lanzuage proficiency
that includes translating from foreign-language docunents and
conversing with foreign-speaking clients and constituents,

The enploying’éommunity is gonerally awaxe of the official cortifi-
cation examinations avéilable in French and German and considers.
them when employing persons for bilingual positions in their
qompanies.

Employers view the related coop?;ative educztion expericance with

' firms in foreign countries and ﬁn the United States to te an impor-

tant consideration when emplay#hg somecne for & bilingual pesition,

i
Advice provided by employers f?r studonts who prepare for bilingual

-
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careers includes some special concerns for foreign language and
business administration preparation,

In addition, the following null hypotheses were formulateds

1, AThe roquiienents of employ;rs in out-of-state firms do ﬁot differ

in a significant way from those of Michigan employers,

2. Emplnyers_do_not_vieu—as;sggggior any one of the four optioﬁs avail-
able to students who wish to prepare for bilingual careers in business,

3. Employers do.not deem-as important the modification of foreign lan- |
guage or business administration courses to accommodatg the prepara-

tion of students for bilingual careers in business,

€

D. Delinitations

Based on limited time and resources, it was declded that this study would

‘concentrate primarily on Michigan-based firms, The study was directed toward

Michigan-based firms since they constitute the primary source of employment

opportunities for Eastern Michigan University graduates,. However, a limited

number of firms in staies with close proximity to Michigan--Chio, Indiana,
Illinois, and Wisconsin--were included to provide some representation of
out-of-state employérs.

No governmental offices were included in this study, A study of

\governmental agencies and bilingual employment opportunities in government

was perceived as an additional study which night be undertaken at a later
dgte. Information available from civil service employment agencies also is a
source of information in this area of concern,

The stﬁdy also did not address the opﬁortunities for an expansidn and
<{urther development of the cooperative cducation program which already is
underwayiwith considerable success, A study to determine employer interest -
and pdtential in this important area of the Language and International Trade

. | . :
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Program was perceived as one which should be conducted as a separate study

at another time,

E, Linitations

The mail-out survey.questionnaire was selected as the most feasible
method of gathering the information desired, The lack of resources for this
project precluded using teams of interviewers or conducting a telephone sur-
véy. The process of designing the survey questionnaire and selecting the
sample to be includgd in the:study was given special attention to help off=-
set the limitations of the mail-out survey, The limitations of questionnaire
surveys, however, must te considered in using the resulis of this study,

Only a small sample of cut-of-state firms wes included in this study

due to a limitation of resources,
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II, CURRENT LITZRATURE

A search of current literature revealed relatively little being written of
'@ substantive nature dealing with the principal concern of this investigation.
No reseafcﬁ studies or surveys concerning the épecific nature and aspects of
employment of bilingual persons in U.S. firms were reported in the literature,

' The‘ERIC (Educational Resources Information Center system) was searched
using the following descriptors: bilingual employment, corﬁorations (foreign,
international); commerce, employment, export, foreign, impcrt, investrent,
international, multinatibns, trade,‘trading companies, language, and firnms,

Related entries in RIE (Resources In Zducation) and the CIJE (Currant Index to

Journals of Education) also were reviewed, The Reader's Guide and the kzll

Street Journal Index were among other gﬁides and iAdexes used in the litcratgre,
search,
Literature which supports the general trend toward increasing inter-
‘ national trade and articles which relate to general considexations in the
empioymént of'bilingual or multilingual psrsons were rgviewed and are

discussed in this chapter,

A, Internmational Trade and Multinatlonal Cenmpanies

The development of increased international tyrzde over the past sevéral
years as well as projections of continuzlly incréasing aspects of overseas
production and markgtiné seens well documented, Boone and Kurtz (1979, |
pp. 489-490) state that approximately 25,000 U,S, firms are engaged. in some?

type of international business activity, However, the Directory of American

Firms Operating in Foreign Countries (Angel, 1978) includes only 4,500 fi#ms'

in applying d;finitiQe criteria concerning businassHOperations in foreign

countries, Some U,S, firms, such as the Colgate-?almolivefCompany, show

’ N o \ _8- ] .
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overseas sales as accounting for 55+% of their total sales in 1977, Other
tirus, such as Johnson and Johnson, Sperrvaand,'and Dow Chemical had
overseas‘sales represent 404% of their total sales,

Dugan (1980) presents a well-documeﬁted case for the increasing poten-

tial for international trade'as various countries seek to increase their GNP's

- which he views as a measure of commercial activity. Using data provided by

the International Monetary Fund, the International Trade Commission of the

U.S, Department of Commerce, and U,S, embassy foreign-tased staffs, he cites

v“market profiles” and "statistics on key economic indicators" to support the

thesis that we have reason to improve ocur position in werld trade, He fur-
ther observes that such potentizl for increased activity richtfully causes .
students of foreign language to reflect on the employment potential enhanced

by a knowledge of a foreign language.

B. Need For Bilincual Emplovees

The need for bilingual employees in U,S, ftrms‘is not as well-defined as
is the expansion of world trade and multinational corporation activitics, The
conconitant need for bilingual employees as an aspect of increased internatioanal
tmade appears to be a logical one; yet, specifics of that neced are not evident,

Root (1978, pr. 498-500)#notes that nultinational companies transfer i
entrepreneq;ial skills to foreign marke%s. He further observes that different'
pérceptions of ecoﬁomié opportunity is needed from that of domestic nancgers,
There is a new kind of understanding of g&onomic and personal risks reguired
of the manager of foreign operatjons, |

In & discussion of the "human-skills theory of trade," Ro B .

pp. 98-100) makes note of the abundance of professional and techniczi skills

present in the United States and concludes that this-gives a compnzimative

Q-
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advantage to the United States in the international market, He does not
discuss, howeyer. the language or cultural dimensions éf dealings in foreigh.,
environments although the problem of language and skill training is clted as
a causal factor affecting labor flows throughout the?1970's. |

The future need for bilingual employees appears to be supported by

fbreign-trade expansion plans of domestic firms,  The development of new —and—

troader international trade goals have been announced recently by firms such
as General Motors Corporation, JThe investment of the automobile companies
in plants in foreign countries is illustrated by a March 2, 198C report in

the Detroit Free Press which shows a total in new-plant investment of over

>~¥—"”‘”_*$33070657b00 in Mexico by three U,S, auto makérs.

The trend for foreizn automobile'companiés to tuild plants in the U.§.
’aléé 15 common knowledge, Bilingual employees are frequently empioyed by
‘foreign companies with U,S., btases of operation., Mr., Elliott M, Estes, (1970)
president of General Motors, challenﬂeé the U, S. business community to meet
world-wide competition and notes.that "the Anerican marketplace of today
reflects global comnetition.“

!h& need for our public schools to provide instruction 3in the area of
international trade is represented in part by a 1978 publicaiion of the
Caterpillar Tractor Company which ;ontains a preface by Dr, Michael lacDowell,
who at the time sexrved as Dxecutive Dif\gior of the Illinois Council on
Economic Education and who presently serves as the President of the Joint

_Council on Economic =Zducation, This publication, the result of conbined

efforts of a troad-btased curriculum committee composed of educators, points
: - N

out the need for high schocl studénts to understand the imbac% of the multi-

Anaiienal corporation on our daily lives, World trade is cited as having ‘

groun significantly in the past decade, The publication notes that developing
~10~- '
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countries in 1975 1mported only 26,8% of the world's exports, The potential
of the developing nations to enhance the demand for international tradé is an
important factor affecting the future, A widely-used high school general
business text (Daughtrey, et al,, 1981, chapter 17) devotes at least one

chapter to considerations of internmational trade,

---Root {1978, p, 403) notes that over two-thirds of the world's people live
in poverty, fndustrialization. he further observes, has become the "supreme
national goal of these developing countries.” In 197%, only 14 of 145 coun-
tries with a population of one million or more had a Gross National Product
(GNP) of $5,000+4 per capita (the United States ranks fifth,) Forty cf those
nations have GNP's of less than $250 per capita,

Anderson (19?9), in discuusing career possibilities in international
trade, makes the point that the assumption that "Ehglish is the language of
commerce” simply is not true,

Savell (1978), reports on a éurvey of positions advertised in the WALL
STREéf JOURNAL which reveals a demand for 360 positions requiring persons who
can speak one or more foreign languazes, He further notes that the éerand
caiis for persons with business, scientific and technical training clong with
a foreign language facility,

Federal agencies with employment language skill requirenents were re-
ported ﬁy Wellenmever (1961). A “resurvey” updated a 1959 study related to
the National Defenre Education Act program and documented a rapid move toward
language traininv withiu the federgl agencies, Increased employnent opyar-
tunities and requirements are anticipated according to the report of the
“resurvey, " |

' Berryman (1979) reports on a U,S, government-funded study which did a
quantitative analysis of'supply and derand for foreign langusge speci&lists
11~
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and thq;r utiligation in the public and private sector, The findings of
that study were generally negative concerning foreign—lénguage'related Jjobs
in business,

Inman (1978), however, does note that corporate language training pro- .
grams are increasing., An emphasis on "occupationally oriented special purpose
language training,” helping to meet translation and interpretation needs witﬂin

the corporation, suggests a need that must be met in the business comnunity,

C, Problems Relatinz To Bilinzual Imployment . .

o

Terpstra (1978, pp. 3-15) refers to 3,000+ languages in the world, He |
further commentécon the essential nature of gzood communication tetween mén-le
agement and workers which is made "most difficult” by.foreignlgnvironment |
work forces which may well be mult;lingual. He cites an example of the Ford
plant in Cologne where almost one-half of the work force (and a%most all of
the assenbly line) is non-Cerman, He also notes that language differences
often cause "static" in communications with workerg. | ’

English, French, and Spanish arc each national languages in at least
twenty countries ‘according to Terpstra, (1978, p. 4). He also reports that
about a dozen countries share Ar?bic as a national languaze but notes that .
colloquial forms of Arabic diffei widely among those couatrics,

Creen (1980) reports on a problem which faced thc Coors Evewing Conpany
when tﬁey developed advertisin§ in Spanis;Aand sutsequantly found local idioms
reducing the effectiveness of otherw%se successful'promotional efforts, The
need for an understanding of the man; dimensions of 2 language is iliustrated
by this exﬁ;rience.

Wiedenaar (1979, pp. 462-465) explains the complexities of.p;oblems

faced by businesses which must deal with the internationzl monetary system

P
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and varying gold and non-gold standards, Fiscal policies of various countries
compound a monetary system's problems, and he cites various attempts to ,
develdp international monetary systems, The problem faced by business man- %
agers who must deal with trade offs and social goals of foreign countries
also is noted, .

~ The different cultural views of time pressure and a sense of urgency--
which are seen by many as major determinants in economic performance and
progress--is presented by Terpstra (1978, pp., 70-79) 2s one of the major
challenges facing internationa;‘trade partlcipanis, Martin (1980, p. 37)
notes that despitek“best intentions" guest worker prograns have p:ovided
“short term economic benefits while creating future. problems in language,
schools, housing, integration, and human rights,"

Mooré (1979), in discussing career ogﬁortunities and requirements,

reports that the accéunting profession 1n§Europe is not as well organized as
it is in the United States, She further ;otes that accounting rules vafy from
cduntry to country and are not necessaril% acceptaple to the U,S, governnent,
Her report supports the position that empioyees in international trads pro-
grans should not only be bilingual but‘shc;;gxld complete a varied, beyond-the-

traditional, academic rrograns,

D. Advice For Bilinmual Job Seekers
Anderson (1979) discusses careexr pcssibilft}es with the Comnexrce Depart- |

ment, especially in ;he role of trade specialist;aﬁShe notes the importance \
of developing a sensitivity to the "other person'scéglture." In terns of
specific preparation, Anderson sees a knowledge of 1A%éraational firanece,
accounting, and guman behavior as inportant, She also.notes that persons

seeking employhent in international trade positions should bte rotile Woth

. to get in and to advance .in those positions,
| ‘ : o =13~
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Dabars (1976) sees opportunities for Russian-speaking students but also
notes that some companies prefer a Master of Business Administiation degree
while others settle for traditional language programs, ‘

Moore (1979) reports on the need for financial analysts with multilingual
skills to help facilitate foreign trade, An understanding of the Euro-ddllar>
market and a background in accounting and finance are seen by her as important
aspscts of career preparation,

Dickson (1979) urges students to have a specific careef—oriented plan
for their college education and to follow it through, She indicates that to
expect businesses to do the necessary training is no longer a reaiistic
expectatio?. There is a nced to know the technical vocabulary of foreisn
languages, she notes and adds that good jobs and good skills go together., A
foreign language fluency, along with a skill such as shorthand, is reported
fo be an especially valuable assei in the job market; but studeuts must be
prepared for the opportunities which will come alorng,

Some general advice for bilingual job scekers is prgsented by a variety
of authors, Calvert (1969) offers suggestions regarding how to go about
getting a job, about life abroad, and about prospects in foreign erployment
areas, He suggests summer and year-round exchange programs as being an
important pafﬁ of one's preparation, He lists internationai organléations
which cﬁn be helpfhl inrseek;ng experiences abroad, Illman (1980) sees lang-
vage treining as a most important qualification for a manager in a foreign
country and gives steps that mey be followed in getting ready to work alwoad, .
McCreary (1964) gives advice on working abroad based on interviews with
American managers of foréign-based operations, and Sherif (1975) gives scne

general 1n£ormation on career opportunities for students of foreign lanzuages,
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Elling (1976) discusses career options for students of German, She sees
opportunities in the areas of comnunication, service, entertainment, science
and technology; non-traditional jobs also appear to be available for those
applicants with a Gefman language skill,
§ 'X
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I1I, THE STUDY DESIGN

The besic thrust of this study was the conducting of a survey of em-
ployers who were reported to be engaged in foreign trade, The development of

a questionnaire and the‘dxawing of a desired sample were major activities in

the design of the study,

A, Devsloping The Questionnaire
The development of the questionnaire to be used in the survey was a

ﬁoint effort of selected faculty from the Department of Foreign Languages and
Bilingual Studies and the principal investigator, in recognition of the
inportance of questionnaire design, a cohéiderahlg\imount of time wus spent

\\
in identifying areas of inquiry and in constructing a questionnaire that

would help to solicit the desired responses. Principles of questionneir“
design and development (Hillestad, pp. 40-60: Emory, D. 215£f) were considered
throughout the developmental pYocess,

Discussions with appmopriate faculty revezled specific areas of desired
inquiry related to the foreign language component of the acadenic program.
A list of fourtcen specific questions were submitted for consideration, The
investigator's familiarity with personnel practices and with the business
college added severalvdimensions of concern related to business practices
and business administration courses, Sample quesiions were then constructed
to get at the areas of concern jdentified, and a preliminary draiv of a
questionnaire was prepared,

The preliminary copy of the questionnaire consisted of 22 items on five
typewritten pages, After a review of this copy by faculty ard the principal

investigator, several items were deleted and some addition:zl itens were

~16-
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identified, A repeat of this process brought the questionnaire development
to a point where a rough-draft copy could be prepared, This draft consisted
of 16 major areas of inquiry, It was decided that the,questionnaire would

be limited to one standard-sized sheet of paper with printing on both sides,

Discussions were then held with personnel from the university's computer

_center to identify desired ways of analyzing variables in the study, The

questionnaire was coded in such a way as to facilitate subsequent tabulation,
A near-final draft of the duestionnaire was preparad for use in a pilot survey,
The instrument was tested by students enrolled in an on-campus graduate re-
search course and by ten seIectea business firms in thé university's service
area,

Respondents to the questionnaire in the pilot survey identified soue
vocabulary which was not communicative to them, One respondent from the ¢
busiress community challenged a question as getting at information which was
confidenti#l in that particular company, Cne question falled to provide
ﬁsable answers and was revised,

Prelininary consideration given to the tabulation data and to the nature
of responses received in the pilot survey caused the questionnaire to te
further modified in a couple of areas, Iglparticular, in tabulating one
pilot survey iten it becaie apparent that the discriminatory respénse aesired
was not provided and a mod#fication’of the response categories was necessary,

////5 final draft of the questionnaire was then prepared, After a final
féview'of it by faculty of the Department of Forelgn Langusges and Bilingﬁgl
Studies and by the principal investigator, the questionnaire was typed and 

repeoduced by multilith process on yellow paper, (See Exhibit A,)




\ B, Analysis of the Questionnairas
‘ uestionnaire in its final degign included several questions which
|

provide demographic information aboutbjhe responding business firms, The

;analyses of information received,
|

Since the survey deals with employmenthpatterns and projections of future

demographic data permitted various su

employment needs (information which is loften considered to be confidential
within a business firm), no specific id%ntification of any business firm was

called for, ' \

The five general demographic inquiries related to countries in which
'business is conducted, type of business, kind of foreign trade activity,
annual sales, and number of employess,

| The second major section of the questionnaire dealt with general enploy~
nent information. The need for employees with foreign language competencies,
current and projected openings, hiring preferences in terms of language
preparation, functional areas in which bilingual employees are utilized, and
levels of employment were areas of investigation included in thisrsoction.
“ Respondents also were asked to indicate levels of proficiency dosired
- in three languages, German, French, and Spgnish. which are included in the
i International Trade program, Seven proficiency levels in each of the three
Y‘languages were identified for response.

Reépondents also were asked to;indicate the extent, if any, to which offi-
clal certification examinations in ﬁrench and German wore considered in the
hiring process, There was an assumption by faculty +that many tusinesses do
not acknowledge these examinations and that many personnel people are un- |
familiar with them, 1In addressing that point to detormine the extent of

familiarity with the examinations, personnel people wexe alerted to the

existence and potential use of the exaninations,
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The fiﬁal part of the questionnaire dealt withprogram structure and

3Eadv1ce and asked the respondents to rate several kinds of advice for students,

%ﬁ Likert-type scale was developed to facilitate responses to these itenms,

£;§pondents also were asked to rate the importance of combinations of foreign

laé%uage and business administration courses for students who want to prepare

for k}lingual careers in business, A Likert-type response scale ag;in was

used hsre.

questionnaire concluded with two open-ended questions which perait

respondents to state their opinions regarding a2dvice appropriate for students
who wish to seek bilingual positions in business,

C. The Scmole
Thé sanple selected for. this survey came from two princirpil sourcess
THE DIRECTORY OF FIRMS DCING BUSINESS IN FOREIGN COUNTRIZS, 1978 edition, and
a partial list of Michigan firms doing internaiional business provided in 1973
by the-Michigan Depariment of Comnerce, |
Those firms listed in the DIRECTORY which had Micklgan addresses were
recorded on 3 X 5 index caxrds, In addition, sore firms located in major
cities in Ohio, Indiana and Higconsin were included, Notations were nade on
N the index cards to indicate ﬁ&g countries in which these businecses reportedly

do business, In total, 390 business firms were identified for possible
inclusion in this study,

From the 390 business firms identified, 195 (50%) were selected on a
stratified random tasis to receive the questionnaire mailing, The ;imited
funding of the study could not handle nore than 200 mailings, Index cards
were sorted by 1n-étate #ﬁd ﬁﬁt-ofmstate firms, In-state firms were then

sorted by countries in which they conduct business, Cards in each group wers ;
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shuffled and plaéed face down, The principal investigator and the graduate

assistant then alternated in selecting cards until the desired number was

attained, Of the firmscselected, 71 wexe out-of;state firms, The 124

Michigan based firmé included 71 wh;ch did business in a multiplicity of A w
forelgn countries, 12 which deal with France only, 35 with Germany only, and J
6 with Mexico only, It was determined that the sample would ﬁrovide-the desired
cross-section of the employing community, The nature of the businesses it-

self, e.g., banking, finance, or manufacturing, was not cénsidered in the

sample selection.'

D. The Mailines

On April 1, 1980, 195 questiénnaires vere sent via first-c1a§s nail to -
the selected business firms, The mailing was addressed to the perscanel
6fficers of the firms, A cover letter, signed by the head of the Department
of Foreign lLanguages and Bilingual Siudiea and by the principalﬁinveétigator
(see Exhibit B),'emphasized the importance of the study for'the university
and its student population, In 2ddition to the cover letter and the ques=—— |
tionnaire, a miﬁgogrﬁphed description of the Foreign Language and Inteﬁnational
Trade program was included (see Exhibit C), ;
A follow-up lettei, along with another copy of the‘queséionnaire (see
_ Exhibit;n) was drafted and sent to non-responding firms on April 23, approxi-
mately two weeks after the stated response date in the original cover ie@fef. h
Although businessifirms are not identified in the questionnaire, moét

responding firms used their company's mailing envelopes and the returq

addresses were used to develop a list of respcnding and non-responding firms

for follow-up purposes only, The follow-up letter‘made;gmgggcial appeal

T

for a response either in the form of the questionnaire itself or ESEEﬁwuuuih
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staéement-of response by the firms.' Twelve additional responses were received

as a result of the follow-up mailing,

P E, The Response

The mailing of 195 questionnaires resulted in a 41,5% response rate, a
total of 81 returned questionnaires, However, among those 81 there were 21
envelppes returned by the post office as "undeliverable," Of the 21 returned
«_____envelopes, three had out-of-state addresses and 18 were:Michigan addresses,
. ; *
" Completed questionnaires were received from 56 (28,77%) of the business
firms. and letfers wére~receiyed from four additional firms in response to
- the mailing, Of the foui written letters of response, one provided informa-
tion rglative to the employment'O£ bilingual employees and the othors stated
that the business no ignger was involved in internationzl tiade.

Of the 60 resgpnding firms, 16 were out-of-state firms and 44 were
Michigan firns, Eleven of the sixteen out-of-state respondents were Ohio-
based_fiim;. The four firms which wrote explanatory letters were all
Michigan-based companies, ; o

The 60 responding firms represented 34.5% of the firms included in the
study after adjuéting for“gon-deliverable nailings, The 16 out-of-state
firms represented 23,5% of the firms to whom m2ilings were sent, and the 40

' Hichigan iespondents represented 41,5% of the adjusted total of Hichigan
| firms included 1n‘the mailing,
Tﬁe folléwing table summarized the response received f;om the :2ilings

in this study:
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Table 1
RESPONSES TO SURVEY QUESTIONNAIRE MAILINGS
Location Number Numbexy Net Responses |
of Firms of Mailings [Undeliverable Mailing lumber Percent :
222 Y
Michigan 124 18- 106 4 41,5 .
Out<of- ‘
e R
) Total 195 21 ' 174 60 34, 5%
. -22-




IV, THE PINDINGS

Data tabulation was performed in part with the assistandé of a DPL com=
puter program, Responses recorded onlthe questibnnaires Were—transferred to
* mark-sense form for input into the computer, Data requiring statistical
analyses uer; entered into the STATPACK progranm,

‘1 In addition, typewritten 1ljsts of responses to open-ended questions were
prepared, A visﬁal review of the quéstionnaires also provided some observa-
tions which are included in this chapter.

- A, The Resvondents

Responding firms indicated that they do business in five specifif foreign
countr{es and nore than four foreign geographic areaé. The countries in which
the.greatest proportion of ébﬁpanies did business are Canada and Germany, At

least one-half of the iesfonding companies alsofdid business in Mexico, the

United Kingdom, France, the Orient, and South America, (See Table If.)

Table II

e

COQN%RIES AND GEOGRAPHIC AREAS IN WHICH RESPONDING FIRMS CCNDUCT BUSINESS

Percent of Resnondents

¢

-

Country or v ) Hichigan Otner Stales All
Geozraphic Area _(n=40) (n=16) _ (u=58)
Canada - = — 77.5% "81.3% 78.6%
Germany T~ 7.5 75,0 76.8
" Mexico , 70,0 75.0 71.4
United Kingdom - 67.5 68,8 67,9 e

" France : 67.5 56,3 €4,3 «
South America " 60,0 75,0 64,3
Spain | - b7.5 - 50,0 43,2
Central Anmerica 45,0 43,8 Ly,6
Frepch-speaking Africa 17.5 31,3 21,4
31,3 23,2

Other 20,0




“Other" countries or geographical areas and the frequency with which
they were listed in response to the intrﬁductory questionnaire item were
Australia (4); Middle East (3); Demmark, India, and Asia (2); and Italy,
Arabia, Fhilippines, Eastern Europe, and Singapore (1), One respondent
indicated doing business in "most countries," ’

Over half (58,9%) of fheffirms reported being engaged in n@facturing
(other than auto), Relatively few were involved 1nkaut;, fiﬁazie, banking or
retailing/wholesaling, One firm reported being engaged in-transportation,
The most common (50%) type of foreign trade activity of responding firms was
that of exparting, and 19,6% reported Eéing involved as both exporter and
importer, None 1ndicated’be£ng engaged in fré;dhi-forwafding.

A few “other" areas of busxness activity were indicated with engineering
and manufacturing listed twice., Firms alao reported belng involved in con-

_ struction management, contracting, commercial lending, and 0il exploration,
Most (76.8%) of the responding companies reported annual sales of under
- $500 million, In terms of number of employees, 55.4% of the resyonding'
companies employed 1, 000 or more persons and 21,47 employed under 100

(See Table 111, )
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Description

TYPE OF BUSINESS
Manufacturing (not auto)
“Auto
Finance/Banking
Retail/vholesale
Other
Total

TYIE OF FOREZIGN TRADE ACTIVITY
Primarily Exporter
. Exporter-Importer
Primarily Inporter
Finance/Monetary Exchange
Other
Total

ANNUAL SALES
Under $500 million
$501~999 million
$1 billion and over
-Total ,

NUMBER OF EMPLOYEES
Under 100
101 - 500
501 - 999 , :
1000 & over , S
Total

PROFILE OF RESPONDING EMPLOYERS

Table III

e
e
Percent of Be&pordents

Michiegan Otfier States All
- {0=55)
55,0% 68.7% " 58,9%
17,5 6.3 14,3
705 . - Sou
2.5 - 1.8
17,5 25,0 19,6
100,07 100,92 100,07
47,54 56.2% 50,03
17.5 25,0 19.6
1205 - 809
705 603 701
15,0 12, 14,4
100.0 0,07 Iow
82.5% 62, 5% 76.8%
10,0 6.3 8.9
& 31,2 14,3
100, 0% 100, 0% 100,05
/\\
5% 31,3% ~21,4%
12,5 . 12,5 12,5
15,0 o 10,7
’ 5.0 55,2 25.4
I%o. 03 1000, 105.0.




B, Ianguage Reguireﬁents
Thirty-seven (66,1%) of the responding companies reported the employment '

of persons who must read, write, or spgak a’ foreign language, The most common
reguirﬁment was Spanish with 86,5% of the firms which have a language require-
ment indicating émployées with a need for that language, Over half of the
thirty-seven cqmpaniés reported 2 need for German and French-speaking employees,
(Sgg,TtﬁIé/EQ;B (

/ h
Table IV/' .

FIRMS WITH A FOREIGN LfnyA/E REQUIREMENT

Percent of Firns

Michiran Othazr Stales ALl

Languagze 4 (n=24) (n=13) (n=37)
Spanish " 79, 2% 100,07 86, 5%
Gernan : 54,2 02.3 67.6
- French , ‘ 37.5 76.9 51,4

Other 20.8 30.8 29,7

<

Of the firﬁs which responded to question 6, the besis for Table Iv, the
majoritj indicated a requireﬁent for three or more foreign languuges,

- Thirtg-one percent ofvthosb firms with bilinguzl employee needs indicated
four or moxre languages being used by employees in their firms,

“Other languages" and the frequency of their listing on the questionnaires
1néludethe following: Dutch and Chinese (3), Portugese and Italian (2), and
Flemish, Arabic, Greek, Russian, Korean, Thai, Polish, Japanese, and Indisn (1),

In terms of a first language preference, almost half, or 43.27%, incicated
favoring English with the same percent having no stated prefersnce when hiring
bilingual employees, Few companies, 13,5%, rreferred a forcign lunpuase as a
first language, Michigan firms showed less of a preference for the first

lénguage being foreign than did out-of-state firms, (See Table V,)
-26- -

L 143

-

/3




Table V
FIRST LANGUAGE PREFERENCES OF FIRMS HIRING BILINGUAL ENPLCYEES
Percent Among Firms With Bilingual Employees

: Michigan Other States All
First Lansusge Proference = (m=13) =37)
English | 54, 2% 23.0% 43.,2%
Foreign 8.3 23,0 3.5
None : i 37- 5 530 8 30 2

C. Bilingual Positions

The area of employment in which the firms with bilingual employees most
often employed bilingual persons is marketing (51,47), -Mo other emvloyment
area was dominant although administrative services, plant operations, accounting,
finance, and shipping-transportation were indicated bty 107 or more of the
responding companies, Almost‘one-fourth of the out-of-state firms indicated

accounting positions with foreign language requirements, (See Table v1,)

Table VI
POSITIONS IN WHICH FIRMS UTILIZZ 3ILINGUAL EPLOYEES : /
/
. Percent Amongz Firms #ith Bilin~ual Employees i
Michiran thor States AL

Position - (n=24). (n=13) (7=37) n=37)
Marketing 58, 3% 33Q5% 51.4%
Adninistrative Services 12,5 15.3 13, 5
Plant Op2rations 8.3 7.7 13,5 .
Finance 8.3 15,3 10,8
Accounting 4,2 23.1 10,8
Shipping and Transportation 8.3 7.7 -
Data Processing 0.0 7.7 2.3
Personnel 0,0 7.7 2.
Research and Development 4,2 0.0 2.
Law and Regulations 0.0 0.0 040
Other 33.3 53.8 4045




When identifying "other" areas of employment fur bilingual employees.;
respondents most often indicated “International Department“ and “Engineeriug“
with each mcntioned four tines ”Commnrcial lending” was indicated twice,i
and the following each were 1nd1cated jonces advertlsing, managenent, S,
expart division, and customer service in mtema.tional division, /?A i

The entry level position most commonly available to bilingual coiiege
graduates was that of management tzainee. Secretarial/blerical posit#ons
and positions as staff specialists were cited by 21.6% and 18,9% of tpe

respondents respectively, (See Table VII,)

ENTRY-LEVEL POSITIONS FOR WHICH BILINGUAL COLLZGE GRADUATES ARE HIRED

—— Table VII

Percent Among Firms wWith Bilinzual Ennloyees

‘ Michigan Other States All
Entry-Level Position | (n=13) (n=37)
Management Trainee ‘ 50,0% 30.7% 43,29
Secretarial/Clerical 25,0 15,4 21,6
Staff Specialist 16,7 23,1 18,9
Supervisory Management 8.3 0.0 5.4

Other 25,0 30.8 27.1

~——

"Sales Trainee-International” was listed by thres responding firms as the

area in which new bilingual employees would be placed, In addition, commercial

loan officer trainee, financial analyst, and engineering each were mentiéned'
once,

Most firms reported that their employees do have experiences in a fofaign
environmcnt, but that experience is not generally a frequent one, Seventy-six
percent of the responding firms indicated ~that.the foreiyn “experience is

“occasional” or “"seldom."” All of the Michigan firms roported some foreign

environment experience for bilingual employees, (See Table VIiIi,)

-28-
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\  Table VIII
FREQUENCY OF| FOREIGN ENVIRONMENT EXPERIENCE OF BILINGUAL EMPLOYEES

Percent Among Firms With Bilingual Employees

Michican Other States All
Frequency of Experience “(n=2L) ~{(n=13)
Often \ | | 29, 2% 23,14 27.1%
Occasional \ 41,7 15.4 32,4
Seldom - 45,8 38,5 43,2
’ 0.0 7.7 . 2.7

Never .
\_

Y,

. \ﬁk Levels of Proficiency Desired
With reference %P seven stated levels of proficiency listed as desirgble
in foreign languages, (see Table IX) at least one-third of the firms which
have language requirements indicated a need for those levels in each of the
th;ee major languages, "“Translating letters and documents" was the most common
need in Spanish (59,4%) and in French (43,2%), witﬁ “read technical documents"
the most common need in German (48,63%).
~ Although vaiiations occurred in the percentages of firms which reported

requiring various proficiency levels, all of the seven stated levels of pro-

ficiency were required by at least one-third of the firms,




N
o

_Table IX
LEVELS OF FROFICIENCY DESIRED IN FOREIGN ﬁkNGUAGES

Percent Among Firms With Language Requirement

' Stated Level Of Michi Cther States ALl
Language Proficiency* :ﬁ (n=13) {n=37)
French RTD 29,2% 46,2% 35.1%

STL 20,8 46,2 29.7
T1D 41,7 46,2 . 43,2
IFL - 33.3 38.5 35.1
HTTC - 33.3 38.5 35.1
CWFR 25,0 53.8 35.1
YI4FC 29,2 46,2 35.1
German RTD 45,.8% 53.8% 48,67%
: STL 33.3 b6,2 37.8
TLD 41,7 38.5 40,5
IFL 37.5 38.5 37.8 B
HTIC 33.3 3.5 35.1
CWFR 29,2 38.5 32,4
Spanish RTD 4s5,8% 53.8% 48,67
STL 45.8 53.8 48,6
TLD 58.3 61,5 59.4
IFL 45,9 53.8 48,6
HTTC 50.0 53.8 51.4
CYFR 45,8 61,5 51.4
' VIWFC 37.5 61.5 43,2
Other RTD 16,6% 7.7% 13,55
STL 12,5 7.7 10,8
TLD 16,6 7.7 13,5
I*L 12,5 7.7 10.8
HTTC 8.3 7.7 8.1
WFR 8.3 7.7 8.1
IWFC 12,5 7.7 10.8
\
. * RTD = read technical documents
“ STL = speak technical language \\
TLD = translate letters ard docunents

o .

IFL = interpret foreisgn language

HTTC = handle telephone-telex communications
CWAFR = converse with foreign representatives
VIWFC = vertal interaction with foreign citizens

: . u
| :
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There were no "other" levels of proficiency recorded by respondents,
One respondent indicated that the level bf proficiency desired depended on

the position and the country rather than the language per se,

E, Certification Examinations

A majority of the employers with foreign language requirements (66.?% in
Prench and 69,7% in German) reported foreign language certification examina-
tions as b!lng "not 1mportant " About one-fifth {E?/ﬁ?i}g)gfgggg/aad’l9 5%
in Germzn) indicated that the examinations are not used at all, None of the
responding companies indicated that the examination was an important considera-
tion when hiring biliggual enployees,

The percent of employers using the French exarinatiﬁn was similar to

those using the German examination (80,6% and 80, 5% respectlvely)""811ghtly

over one-tenth-(13,9% and 11,1% respectively), considered the examinations Eg///

o

- be important when hiring new employees, (See Table X,)

\\\\\\\\\\\\;\\\* - - Table X -
; . //_——_—_—/

EMPLOYER PERCEZPTICNS CF THE IMPCRTANCE OF CFFICIAL FOREIGH
LANGUAGE CZRTIFICATION EXAMINATLONS WHEN HIRING NEW EMPLOYZES

Percent Arong Firms With Foreign

Language  lansusge Reouirenent
Proficiency Perceived , Michigan - Qther States 211
Examination Importance (n=24%) ~(n=13) (n=37)
French Very Inmortant//o.o% 0,0% 0,0%
,Important " 20,8 0.0 13,9
Not Important 54,2 91,7 66,7
Exam Not Used 25,0 8 23, 19,4
- Total 100,05 106,03 100,05
German Very Imporiant 0,0% 0,0% 0.,0%
Important 16,7 0.0 11,1
Not Important . 62,5 83.3 69.4
Exam Not Used 20,8 16,7 19,5
Total 100.05 (o.o‘% 100,07
p———— o
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F. Current and Projected Openings

A projected need for employees with foreign language proficiency was
reported by 72,2% of all those firms with foreign language requirements; 75%
of the Michigan firms and 66,7% of out-of-state firms indicated such a need,
Relatively few firms, 29,2% in Hichigggﬁénd 33.37% in other states, indicated a

current need for employees with foreign language proficiency, (See Table XI,)

Table X1

CURRENT AND PROJ™ZT=D OPENINGS FCR FC3ITICHS WITH
FOREIGN LANGUAGE PRCFICIENCY REQUIREMENT

Percent Aronz Firrms With Foreicn Lanzuage Requirerent
Hichiran Cther States All

- Openings (n=24) (u=13) (n=37)

Current 29,27 33.3% 30,6%

Projected 75.0 66,7 72,2

G. Advice for Students and Faculiy -

All respondents, those who currently have bilingual employees as well as
those who do not, were asked to respond to thdse questionnaire items asking

for opinions regarding academic options, A total of 45 firms, 80.4% of the

‘total number of respondents, recorded tabulatable answers to questions 64

through 72 and provided advice on majors, ninors, and prozram elemcnts related

to academic preparation for bilingual careers, Of the firms which responded

to these questions, 32 are Michigan firms and 13 are from other states,

A‘“business'administtﬁtion major with a foreign languzge ninor" (question
67) was the brogram most favored by respcndents, The mean response for this
item was 4,1, (Note: A ncan response of 5,0 would indicate that every re-

spondent indicated the advice as "excellent;" a mean responce of 1,0 would
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indicate everyone designating it as “poor advice,) A weighted value of 185 -
was computed for this item; 185 is 82,2% of the maximum value possible,‘
(Note: A weighted value of 225 woﬁid indicate a "perfect score” of all "5's"
for the advice and a weighted valge of 45 would be the lowest possible value
with all respondents indicating a "1,")

Table XII presents a statistical description of the responses to
questions 64 throug@ 67‘ The advice tp which the employers responded is
listed in the order of the preference of all responding firms rather than in
the order in uhich>the stateﬂ advice appeared on the questi&nnaire itself,
The questionnaire iten numbér is shown in parentheses after each statenent of
advice, The ratings give; by Michigan and out-of-state firms were consistent

in designating the advice on academic options as being favorable or un-

favorable, (See Table XII,)

Table XII
RATINGS OF ADVICE FOR STUDENTS PREPARING FOR BILINGUAL CAR=IRS
Statistical Description of Responsas*

Advice In Order ¥ichizan (n=32) Othor S4aies (n=13) t1) {resd,
Of Rated Importance - 4ean SD UV Fean &N " Mean S0 WY

Business Administration
Major With Foreign ' '
Language Minor (Q.67) 4,13 0,71 132 4,08 0,86 53 4,11, 0,75 185

Language and International . .
‘Trade Program (Qﬂﬁh) 4,09 1,03 130 . 3,77 1l.24 49 3,98 1,16 179

Foreign Language Major
With Business Admin-
istration Minor (Q.66) 3,13 1,16 100 3,46 0,97 45 3,22 1,11 145

Foreign lLanguage Major :
(Q.65) 2,07 0,8 67 1,85 0,90 24 2,02 0,92 91

#SD = Standard Deviation and WY = weighted values, Means of 3,0+ and weighted
values of 135+ in the “All" column are favorable response levels,
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Descriptive statistics and the Mann-Whitney U Test of significance were
used in analyzing responses to questionnaire items 64 through 67 which dealt
N

with employer advice in comparing the Language and International Trade program

~with other majors, and questionnaire items 68 through 72 which dealt with aca-

demic proérams; The Stat-Pack program was utilized to produce the statistical
data, o |
A mean response of 5,0 to one of the queséionnaire items 64 through 71
indicates that every respondent marked the advice as "excellent," a mean"
responge of 1,0 would indicate evéryone rated the advice as "poor," A mean

response of at least 3,0 was considered to be necessary for an option to have

°

received a "vote of confidence" ty the employers,

Weighted values are the sums of the responses indicated on the question-
naires, (See Exhibit A,) A weighted value of 225 would indicate a “perfect
score"” of all "5'5" by the 45 respondents, A weighted value of 45 would be

the lowest possible value if all respondénts gave it a score of "1,% A

“weighted value of 135 was needed for a "vote of confidence” by the employers,
e

The option, "a business administration major with a foreign language
minor" (question 67), was the progxam most favored by respondents, The
mean response for this -item was 4,11 and it has a weighted value of 185, The
weighted value was 82,2% of the total score possible,

Thé “Language and International Trade program" was aléo given a yvery
high.rating by respondents, The mean of 3,98 and we§ghted value of 179 were
similar to the rating of the combination of a business ad inistrat101 major
with a foreign language, | ‘

The “foreign languagé major with a business administration minor" received

lower ratings hy respondents, but bcth the mean (2.22) and the weighted value

-3&-
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(145) scores were slightly above the minimal levels needed for a “vkte of
confidence” by the emﬁloyers. The “foreigﬁ language major," howeveﬁ, with a

(nean of 2,02 and a weighted value of 91, fell below the level considered to ‘ |

‘be a vote of employer confidence in this analysis, \

~ o
The Mann-whitney U Test, in comparing question 67 with 64, yie1d§d a

Z-score value of 0,404 which indicated no statisticalhdifferencc at the 95%

confidence level, In comparing question 67 with questions 66 and 65, Z-score

values of 7,303 and 3,833 indicated that there is a“statistical difference

at the 95% confidence level, A comparison of question 64 responses with those

of questions 65 and 66 also yielded values based .on the Mann-Whitncy U Test

(6.335 and 3,212, respectively) which indicated a statistical difference at

the 957% confidence level, :(Note: Due to the large sample‘involved in this

analysis, "Z" scores which are converted U values were usad in conjunction

with normal "Z" tables,)

In responding to elements of a program which help prepare students for

bilingual careers, the respondents showed preferences for internship (coop)

programs with means of 4,4 and 3,98 respectively, (See Table XIII,) However,

all of the options listed in this section-of the guestionnaire have ncans and

]

weighted values high enough to be considered "voies of confidence” by the

employers,
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Table XIII
L RATINGS OF IMPORTANCE OF PROGRAM ELEMZNTS WHEN
PREPARING STUDZNTS FOR BILINGUAL CAREERS
Program Elements Statistical Description of Responses* -
In Order of Rated Michigan (n=32) Cther States (n=13) 211 (n=i45)
- Importance Mean _SD* WV Mean Sh 4V Mean _3SD WY

Internship (coop) : N
.experience in foreign- 4,47 0,67 143 4,31 1,03 55 4,40 0,81 193
based firm (Q,72) .

Internship (coop)
experience in US~based L,06 0,84 130 3.77 0,93 49 3,98 0,87 179
international fira (Q,71)

Business courses with

%ntgrnational enphasis 3.93 1,05 126 3,85 0,90 50 3,61 1,00 176
‘ Q,o 9) . :

lLanguage courses with

business-oriented 3.72 0,96 119 3.76 1,24 49 3.73 1,03 168

content (2,68)

Language courses which
emphasize business terms 3.63 0,83 116 3,69 1,11 48 3.64 0,91 164
and concepts (Q.70) :

*¥SD = Standard Deviation and WV = weighted values, Means of 3,0+ and welzhted
values of 135+ in the “All" column are favoratle response levels,

The Mann-Whitney U Test analysis yielded Z-sco;e values of 3,002, 2,235,
2,364 a2nd 1,687, respectively, in conparing responses to question 72 with
questions 68, 69, 70, 5nd 71, All Z-score values except the last one were
greater. than the 1,96 value at t?e 95% confidence level neceded to establish
no statistical difference, Only questions 72 and 71 have no statistically
significant difference between them at the 959 confidence level, |

In comparing responses by Michigan firms and those frcm other states,
values yielded by the Mann-w¥hitney U Test showed no statistical diffcrencés
among any of the responses to questionnaire items 64 through 67 or 68 thrcugh

72 at the 95% confidence level, A visual exanination of the duta presented in
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Tables XII and XIII also indicated a very ciosg'similarity between those
responses,

Six firms did not respond fully to questions 64 through 67 and their
responses could not be tabulated with the others, Some “"non-respondents" to
this seriés of questions, however, did mark a‘response score fcr one or more
of the four items listed, Their marked response for each iteﬁ summarized as
follows: "Complete the Language and International Trade program,” 5, 4, 4, 4;

“Complete a regular foreign language major with a liberal arts minor," (nbne):

"Complete a regular foreign language major with a business administration

ninor," 5, 4, 4; "Complete a business administration major with a foreign
language minor," 5, 5, 4, 3,

rour firms did not respond fully to questions 68 throuzh 72 and were
considered as "non-respondents" to these questions, The marked fesponses of
these four firms to individual questionnaire items, howevér, weré as followss

"language courses with business-oriented content," 5; "business courses with

international emphasis," 5; "language courses which emphasize business terms

and concepts,” 4; "internships (coop) experience in U3-based internetional

firms," none; "internship (coop) experience in foreign-tased firms," 5, 5,

H. éome General Advice for Students

ngstion 73 invited respondents to state "generaigadvice" for students
who are preparing fdr bilingual positions or for graduates who are seeking
bilingual positions, Table XIV presents comments which were provided by
nineteen respondents, The most frequently stated advice related to the
impo?tance of business competency alo;g w%th the foreign language skills and

the importance of obtaining both business and foreign-cnvironment esperiences,




Tabls XIv

GENERAL\ADVICE OFFZRED TO STUDENTS WHO WISH TC PREPARE FOR
OR ARE SEEKING EMPLOYMENT IN BILINGUAL POSITIONS

N=19

Open-End Questiqn Resnonses

Be aware of the business culture of the country.

It is equally 1mportan@ to be bi-cultural to appreciate the application of
language to concepts, philosophies and policies,

Develop basic business skills and language skills,
~ Spend two or three years in the country whose language is to be used,
Have a skill to offer other than language--marketing, technical, etec,

Learn not only the exact translation in a particular language, bLut also
the so-called "vernacular," the slang or everyday type of usages that
exist in a particular country, €

Obtain as nmuch experience as possible in the foreign country in which you
are 1nterested. .

The primary qualification is business training; pick-up the language as a
secondary goal,

‘Seek activity in an internship program with a foreign based firm (2-3 months),

Table XV presents additional comments made by respondents to the final
open-end question on the survey questionnaire, Ko particular patturn of

responses was observed, although comments regarding the necessity to travel

and the need to be able to adjust to life in a foreizn environnent were

referred to by moxre than one resrondent,




Table XV
OTHER COMMENTS PROVIDED BY SURVEY RESPONDENTS
N =19

Open-End Juestion Responses

Be prepared to travel extensively; also be vrepared for any and all types of
‘ adjustpents which may be necessary due to the different cultural changes.,

In view of the growth of multi-national firms; sound training and exgperience
in international business is paramount, T

Raising a family can be difficult in these ‘reas,
Travel, travel and travel,

Curriculum should include courses on social systems of various couniries or
continents,

Overseas offices operate with high degree of autonomy and hire only their
own nationals,

Having lived and worked abroad there is nothing better the foreigner can do
than speak the language and. become one of the nationals (e.g.=-obuerving
their customs, cultures, etc,)

Educational institutions should collaborate with international businesses
to beccme more aware of needs and trends in business,

The value of understanding business in a foreign country cannot be cver-
estimated, ‘ -

‘I, Letters from Employers

Severai employers who did not respond to the survey questionnaire
per se Qrote letters stating reasons why they did not respond, Typical.
explanations were that the compény no longer engaged in international trade
or that employment for such positions were handled ina central corporafe
. headquarters,
One of the major employers in southeastern Eichiéan area wrote a letter

which contains information consideied worthy of sharinz as rart of this

~39- | | .




report, The essence of the letter follows,

“Thank you for considering (our) company as a resource in your survey
on the needs and opportunities for candidates with bilingual tackgrounds,

“As you may ie aware, our overseas companies are independent subsidi-
ar{es, incorporated under the laws of the various countries father than
branch operations of the parent (company), The laws and regulations of these
countries usually iequire that positions be staffed with local nationals, We
do not recruit or hire U, S, citizens for wd%k overseas,

| "Ne dohhaVe employees who are sent overseas on temporary advisory or
tralning assignments, but only after they have had several years of company
enployment that would qualify them as expérts in their particular field of
\fcpmpény) operations, These employees were originally hired tecause of the
béckground and potential within a major field such asv;ccounting, engineering,
sales, etc,, not o?/fgg/hast§/3§/;heir gducational ba;kground-in languages or
diﬁiéfhifibn&l business,

"Your topic appears to have merii, but given the decentralized nature of
(our company's) international operations, our participetion in your survey
may be mislegding." )

This letter summarized a point of view of a rajor coryporation with an

extensive foreign operation and contained information pertinent to the

study,
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V. CONCLUSICNS AND RECC:MINDATIONS [ (
. ‘ t ! \

The following conclusions and recommendaflons, based . on the findlnge of\ \
this study, are presented for consideration by students and faculty who are \ |
interested in programs which relate to car¢ers ?equirlng foxeign lapguage \.y
competencies, (Due to the small number of out-of-state resbondenté, no \

statlstical comparisons have been made of Michigan-based firms wit% those
located in other states,) o ’ E o

!
‘

A. Conclusions . E
. N . : ’ t(ﬁ\ “ )
1. The firms represented in this study comrrised a desirable (SUREE

7

section of the Michigan employ?ﬁg comaunity that is involved iﬁﬁinternational

trade and represent a variety of emzloyment situatiorns,

2. Many firms reported operating in an interrational mode with several : 7/(
foreign countries and having stated requirements which encompass more than
one foreign language, :

\
3. Abount one-third of the firms that are reportedly involved with I

»

international trade did not report a need for bilingual cmployees.

4, The need for employees who have speaking, reading, and/or writing
competencies in Spanish, French, and German was evident armong those firms

with stated needs for bilingual erployees,

5. Firms which hire bilinguzl employees did not state 2 clear preference

in tefms of the firét languaze desired for their employezs, Very few, how=

ever, indicated a preference for a foreign language os a first languace, T
6, Bilingual employees were nost often enployéd in positions in

marketing, Other positions with a smoll, but relatively hich poreant of
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bilingual employees, included administrative services, plant operations,
accounting, finance, and shiﬁping-tranSportation.v

7. The entry-level position in which the greatest number of college -
graduates were employsd is that of management trainee. Secretarial/clerical
positions and staff specialist positions were the next most common entry-
level positions,

8, Bilingual employees were likely to héve a foreign environment
experience although that experience is not aféfequent one, .

9. Levels of proficilency desired by employers of bilingual employees.
span a range of competencies, Being able to-handle the technical acpects ofv
the language was one of the most important ccipetencies to bz developed, v

10. Most of the employers of bilingual persons did not report the
certification examinations to te important, Approximately one-fifth reported
‘not using the examinations at all,

11, Most businesses projected a future need for employees with bilingual
skills even though relatively few firnms had current orenings for bilingual
employees,

12, BEmployers rated high both the Bachelor of Business adninistration
degreetcombined with a'foreign language mincr and the Language and Inte?national
Trade program as ways of preparing for bilingual careers, Neither the foreign
language ma jor with either a business adninistration nor the libteral artis
minor were reported favorably, Out-of-state employers in this survey
indicated 2 higher level of interest in that latier comtination than did
Michigan employers, - | |

13. Vémployers did discriminate in their choices among thz five oniions
for program elerments; the interaship, esrscizlly in a foreign-taced firm,

was rated statistically significant,
-2
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14, Employers reaffirmed their tendency to favor a solid business
adminiétration prepagation wheﬁ éhey gave general advice to students,
Employer comments also reaffirmed the desirability of obtaining personal
foreign environment experiences, |

15, Employers recognized the importance of technical languagze ékills
ag well as an understanding of the culture and customs of the people of the °

country being dealt with,

13

B, Accerptance and Rejection of Hypotheses

Based on the analysis of data and the conclusions presented here, the
following research hypotheses stated in Chapter I (see pages 5-6) are
accepted;

. 1, The busineég/;;mmunity has a present and projected need for bilingual
empi;;;es who also are ﬁfePared scholastically in business administration,

2.f Opportunities for students prepared for bilingual positions in
'busines% exist at entry lgyels of employment,

44 Employment opportunities for bilingual jog applicants are found in
a vari;ty of functional areas,

5. Employers of bilingual job applicants desire language pr;ficiency
that includes translating fi&m foreign-language documents and convercing
with foreign-speaking Elienfé and constituents,

7. Employers view the related cooperative education experience with
firms inyforeign countries and in the United States to be an important
consideration when employing someone for a ‘bilingual position,

8. Advice provided by employers for students who prepare for bilingual -

careers includes some special concexrns for foreign language and busiress

adninistration preparation,

43




The following research hypotheses stated in Chapter I (see page 5) are
rejecteds | .

3. Students who h%ve expertise in more than,éne foreign language have
an advantage when applying fof positions over those who have expertise in
only one foreign language,

6. The employing community is éenerally awvare of the official ceftifi—

/ cation examinations available in French and Ce;man and considers them when
| enploying persons for bilingual positions in their companies.

The first null hypothesis that "the requirementscﬁ‘out-of-gtate firns
do not differ in é significant‘way from those of !Michigan employers" was
accepted at the 95% confidence level, The second null hypothesis, "employers
do not view as superior any one of the four options available to students
who wish to prepare for bilingual careers in busiﬁess," was rejected a2t the
95% confidence level. The third null hypothesis, "employers do not deem
as important the modification of foreign language or administration courses

_

to accommodate the preparation of students for bilingual careers in business,

also was rejected, (See discussion in previous chapter, pp. 35-37.)

C. Recommendatibns

It appears evident to this investigator that the languaze and Intevr-
nationai Trade prbgram, and especially the internships which have bteen
developed with foreign-based firms, are relevant and desirable as éart of
the éttempt of Eastern Michigan University to>prepare students for bilingual
careers in business, Efforts to further develop and refine those two progzans

‘based on data provided in this study should te carried out cooveratively ty

faculty of the Department of Foreigcn Language and Bilingual Studies aund of

e
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the College of Business, The further deveiopment of the program components
dealing with Spanish appears to te especially desirable.

The following specific recommendations are presented at this time for
consideration by appropriate individuals,

1, The~r;su1ts of this study should be disseminated to appropriate
faculty, administrators, advisors; and placement officlals for review and
discussion, Departments ;n the College of Business, especially Accounting
and Finance, Administrative Services and Business Zducation, and larketing,
shoﬁld take the findings of this study under consideration and examine their
majors and course offerings as part of anbattempt to enhance the overall
prograas in international trade, .

2. Those data which relate to advice concerning preparation for bilingual

careers should be shared with students through pramphlets, seminars, eic,, as

part of an ongoing effort to provide the guidance and direction students

desire,

3. ‘The incorporation into the foreign language program of those courses,
units of instruction, or instructional activities which develop a technical
language competenéy should be given priority ccnsideration, ‘

4, Inétruction in foreign language courses, and in appropriatc tusiness
administratién courses, should bte examined to deternmine thé extent to which
the sevén levels of desired competencies are developed,

5., The potential use and importance of the proficiency examinations
in French and Cerman, as perceived by the forcign language faculily, should
be discussed with the business community.

6., Continued efforts to develop an understanding of, and appreciation

for, the culture, values, and mores of the people whose language is being

-45-
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studied should be continued as part of instruction which supports the
Language and Internatiopal Trade program,

7. A further investigation should be made into the specific employer
requiréments and expectations regarding the employment of bilingual
employees, An aﬁalysis of positions which éombine functional area duties,
such as accounting and secretafial, with language requirements should be

'made to provide a sharper focus on unique aspects of those positions,

8. Students should be provided with job-seeking help which emcompasses
factors brought out in this study, Since both the findings of this study
and the litgraiure review point to a lack of preciseness in employexr reguire-
ments and expectations, students should be prepared to "state their case”
broadly yet convincingly to potential employers.

9. This study, with certain refinements, including a large out-of-state
sample and more specific inquiries into the technical language skills desired
iy businesses should be replicated and extended to include a troad-base of
firms throughout the Unitéd States and should focus on some languasges in
addition to French, German, and Spanish, Aitempts should te made to get at
more specific criteria used by employers in screeninz prospective bilinguzal )
employees and to securé a larger number of employers in various subpcpula~
tions or specific industries, i

10, Employment opportgnities in the pubtlic sector shgg}ﬂ\?e analyzed
or studied along with this report, A subsequent siudy of this naturc chould
encompass governmental agencies and their expectations and requirenents,

11, The results of this study should te shared with other colleges and

universities engaged in either the planning or implementation of a‘program

similar to that developed on this canpus,

R IT
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ponald A. Randolph ’ : University of Miami

Breaching the One-Course-of-

Language-for-Business Barrier

Historiéally, foreign language departmenté in the United States
hgve tended to limit their offerings of commercial correspondence to
one single course per language-involved. Several factors, some of them -
psychological, have doubtlessly inhibited expansion in this area. The
obvious, ehormous potential for growth may cause initial apprehension;
fear that it might bring about seriqﬁs problems in starffing and an
ever-increasing néed to readjust. That readjustment wpuld be to a
pedagogical orientation somewhat different from the litsrary one on
which iangﬁage departments ordinarily base their reputations. Indeed,
not too long ago, when one Pennsylvania institution decided to make
a business-language degree availéble,‘it was announced as a B. S. and
not as & B. A., thus underscoring the drawing of a very clear distinction
between traditional tracks and the newer, more service-oriented option.
The Department of French at Pennsylvania State was awarding the
Bachelor of‘Arts degree for both Literature snd Langupge and Culture.

It determined that its French BuéineSs Optibn, however, with a curri-

culum that, according to the catalogue, combined exposure to menagerial

processes and foreign languags competency, would lead instead to the

degree of Bachelor of Science.
Those who resolve to bireak thrcugh thz one-course-of-languages-for-

business barrisr in their departments must not fail to take into account

from the very outset the possible misgivings of their collcagues. The




~

latter may sense with omiqous foreboding portehts of a piecemeal, indis-
criminate and open-ended introduction of new career courses into the
program---as well as preconceiving with uneasiness a consequent diversion
of departmental energies away from what they typically perceive as its
primary mission, the guidance and preparation of traditional foreign
language majors. Inherent to these matters are image conseciousness and
- a defensive sense of territoriality. For instance, the Department of
Foreign Languages of the University of Miami, wvhere I am a meriber of

the faculty, redesignated itself as the "Department of Foreizn Languages
‘and Literatures". This recent, substantive addition to its formal title
served to bublicize more insistently its own claims to the arcas of
prestige that literatures bestow. My earlier pcint, then, cleurly

bears repeating: those who would initiate.new courses of language for
business may expect to encounter as a conséquence a number of reserva-
tions in their departments concerning questions of identification, staff
priorities and academic turf.

Colleagues troubled by these matters can best be reassured ty careful
prior planning and by a policy of constant consultation thereafter.
Indeed, it might ve pointed out, professional contact to that degree
conforms commendably ﬁith the original meaning of the term "colleague,"
for it was com, "together," and legere, "to choose,’ that cortined to
produce the etymon collega. Furthsrmore, to allay these fears, specific,
medium-ranze soals, such as a languare far business minor, will certainly

“

be much less threatening to those with doubts and more rezdily understood .

v

to ths curriculum. The suggestion that such a minor would be ex=czllent

in combination with o2n existing lancusge degrece chould nlego elicit

from departmental faculty a more positive reaction. Since consultaution
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should be at the maximum and since teachers of foreign language correspon=-
dence are specialists in a unique Qnd rapidly developing field, they |
strongly warrant, if for those reasons alonq, permanent representation on
pertinent departmental course innovation coémittees. Those working groups
are charged with the task of keeping abreast of the latest in educational
trends and it is within them that the most effective efforﬁs can be made
to promote ‘any departmental expansion in the area of foreign ihnguages
for business. -
Precisely by laboring through such a ccrrniittee, the Foreign Language
Derartment cf the University of Miami, five years ago, in 1977, initiated
its own preliminary planning.for the developrient of a future Spasnish for .

Business program. At that time, as is still the state of affairs in many
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a major international emporium, or i) eed, that it had become zlready the
great merchant capital of the Caribboapﬂ“fully recognized that the rectifi-
cation of this deficiency was a grave obligation.ﬁo ?he comrmnity. The
value of a sequencoe of instruction combining 1ané&ééé skills with

businesq training was perfectly clear tc¢ them. Yet, lacking prior

experience in these complex matters, the committee riembers wers uncertain

about program possibilities and about what level to propose--¢lementary,

intermediate or advenced--for any potentisl initial offering. ?grtuitcuc

events would have some role in the reszoluticn of these questions.
The cormittee, which had proceecdcd pesthaste with the task of infor-

mation-gathering, received in the month of July of 1977 a respouse to cne

of its inquiries. Signed by the Dircctor of lurletifig Servicee of an

international trading company, J. D. Marshall International, Inc.,
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of Skokle, Illinois, the reply stressed the 1mportance of intensifying
business tralnlng supported by strong foreign language capabjlities.
‘ Attached to the letter was a copy of an article which had appeared in

the Chicago Tribune on February 20, 1975. The author of the artlcle, Jon

Van., had quoted the following words of Mr. Joel D. Honigberg, at that time
the President not only of Marshall Iiiternational, but also of the Overseas
Sales and Marketing Association. "There are," Mf.-Honigberg was reported
"to have said, "onlj about 1,000 college students who graduate each year
" with majors in international trade--a field we call geotrzde.." (...)
"There are jobs for at least 200,000 geotrade experts." Although folloued
by thelstatement that many high‘school and college counselors did net
realize how sreat the need for skilled 1inguists in internaticnal trade
had become, the 1atpef figure encouraged, of course, the riembers of the
committee. Finally, given its charge, the curiosity of the group was
aroused by additional comments of the marketing services difector, by
his observations to the effect that Aurora College, Aurors, Tllinois,
had developed a course of study combining the French language with
Marketing, thus creating a field of interest in "Geotrade".

In its catalo jue of 1977- -1078, Aurora College listed the courses of
this interdivisional concentration under the heading "Geotrade: French'.
A_Ulth a proclalmed maJor focus on the departrents of French, lccnomics
and BuSIHGSS, the goal of the ccncentration was to provide a strong
base for students with an interest in a carcer in internaticnal busin -
or geotrading. Requirements in BusLness included such items as Flerents
of scecounting, Principles in Macroeconoiiics, Principlse 1in VlﬂrocvrnomLc
Marketing Management and a selected topic in internsaticnal trade. Ameng
the French requivemehts listed erc Conversation and Cemposition, I and

II, French Literature I, a selected topic in French Culture and Civilization

Q
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and a French seminér.’This concentration in gebtrade, since it simply
combined and married disciplines of education at the undergraduate level,
did not have the affect of breaklng barriers, of requiring of the French
curriculum units of study beyond anything already preexistent and in place.
New interdlscipllnary lenguage and business patterns of this nature--which,
as the course innowations committee soon discovered, are fairly common in
both large and smali institutions and are often quite demanding academically
--do represent a kind of minimal innovation and have the advantage of
mutually strengthenihg the courses they involve without necessitating a
probability of additional teaching lines or of inevitable increascs in
expenditures.

However, Miami was not to follow this kind of interdisciplinary route,
a decision, as I have said, to some degrec dictated by fortuit&. Asg the
éommittee carried out its information-gathering mission, it happened to
learn from a librarian of the projected placing on sale of two promising
texts in Spanish. The new publicatiohs, which dealt, respectively, uith
modern comﬂer01a1 correspondencerand nroblems of orthography, were rent
for -obtalned inspectea and founﬁ vorthy. Both of these workbocke for
the cla3°roon, WIth their smple number of exorcises employing an abundant
mercantile vocabulary, seemed to the committece suitable for the jnnior
levol of.instéuction. Perhaps, more thin professors of languazes or of
any other discipline would care to concede, it is the known.availability
of an appropriate textbook that finally decrees and fixes the future
existence of a course.

A second happenstance reinforced the first, settling conclusively
for the ccrmittee the nature of its recemmandation. A young Chilean

scholar, vho had just completed his doctoratc at Miami, was teaching
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by that time at Bethany College in West- Virginia. He chanced to mention in
a letter to his former mentors the existence there of Spanish 302, listed
in the bulletin of Bethany College as "International Spanish Correspondence”.
According to the course_descriptioh, Spanish 302 was designed to prepare |
students for possible employment in international government and cormercial
professions through the_qeveiopment of skills in business and diplomatic
letter writing, familiarization with technical Spanish terms, instruction
in methods of modern translation and compreﬁensiVe preparation for bilingual
'positions. The committee reasoned that if a third-year course of Idterné-
tional Business Correspondencé could prosper in a small collese of inland
ttest Virginia, then the prospects should be excellent for a similar course
taucht at an institutiqn locaﬁed near»a largs ccmmercial centar such as
populous, maritime Miami. Thus it was that Spanish 332 would bs fully
outlined and proposed to the faculty of the Foreign Language Deparinent
of the University of Miami, voted upon and accepted forthwitﬁ. e were,
as it were, in business--and the rule of collective consultation had been
conscientiously observed. '

Our debt to Bethany was not limited, however, to the idea of establishing
a third-year course. The title adopted for 332, "rusiness and Diplonatic
Spanish," partially asppropriated the wording "business and diplomatic
letter writiﬁg," contained, as indicated, in the course descriptibn for
Spanish 302. Business and Diplomatic Spanish is now a vell-éefined three-
unit course offered regularly each spring semaster at Miami to 1L or 15
students. Although the "diplomatic" portion of 332 is of short duration,
the students do have the opportunity to study and peruse a collection I
have made bf copies of unclassifiadlggigigg, that is, of authontic

official lettoers that once circulated between Hispanic mialsurics,




ohbassies and consulates. Most class periods, howéver, are dedicated to
oral exercises based on the workbooks and to group activities. One such
activity is the division of the class into fictitious enterprises, into
separate companies, chosen and named by the students themselves. These
companiesvmaintain, each with the others, supposed client/supplierj
relationships and correspond by mail, mostly to complain of services
poorly rendered. Proper, discreet replies, in judicidﬁé business style,
then become the groups! consequent concern. Yhile our departrment at Miami
did not invent this teaching tool of ?quﬁnies in the classroom, perhaps
it can lay claim to certain refinemen%s of the concept. All pgﬁticipants
freely select different executive posf@ions within the imaginary corrora-
tions aﬁd must taks an active part in Qhe desizn and production of lettorhead’
paper for tﬁeip companies! stationery.FEach person nust also turn in a
‘portfolio of a variety of original compény loettors and, in addition,

students may be célled upon to write and éive reports concerning the
functions and organization of nearby inteﬁnational centers. Letters are

quite often read aloud and criticized by ﬂhe class and by the professor
for‘their style and content. ‘

I am convinced that if a department is%unprepared or unabls to offer

more than one course of language for busiquss, that the optimum place on

its vertical academic scale for a single %ffering of this nature would

be that of third=year, undergraduate work;{Catalogues reveal the wide-

spread popularity in this country of 300 1§yol lansuae for business

courses, with a normal prerequisite orf Inte}mediate IT or Advgenend

Conversation and Composition. If thay, 1ike\our 332 at Miami, ave

populated by bright bilinguals, by hishly-motivatcd students, both
foreign and American, then truly, they must be a joy tu tcuch.

Langsuaze for business correspondence has to compets both for
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thg attention and favor of faculty -and students and for a place in the
curriculum in contes% with a number of other frequent options for profession-
als, such as Language for Travel, Language for Criminal Justice, Language .
for Child Development, for Social workers, Teachers and Firemen, and for
Médical and Legal Personnel. For instance,during the spring semester of
1982, the School of Nursing at tﬁe University of Miami decided to make

one elementary course in Spanish for Medical Personnel a requiremant for
its students. Two evening classes of 26 students each were matriculated

and a third requested. The request by the Nursing School for an edditional
section could not be satisfied because of a Shortag; of teaching staff.
This problem, limited staff, is a major one and can cancel out or causo

nc

3]

delay in the expansion of a depurtment's offerings of commercial
professional courses. Obviously, guaranteed enrollment in two sections?
of Spanish for Nedical Personnel was very attractive to the chalrman at
ﬁiami and served to reorient his planning. Succecss, then, in one zarea

of languages for careers, can, for reasons of limited staff, postpcne

or inhibit crowth in some of the others.

Indeed, language for business correspondeace can be overwhelned by
rivals for recognition. ths occurs in the case of Careecr Spanisn 117,
118, taught at Mesa College, Grand Junction, Yolorado. The catalicgue
descﬁiption'o} 117, 118 speaks of vocabulary and phrases o8t frequently
encountered in the fields of air transportation, agriculture, aut$éotive
services, business, child care, educatioh, enzineoring, re01ogy,. hovcl,
motel, restaurant and resort managerent, law enforcsment, pre-dentistry,
nursing, pre-medicine, ranching, retail sales, social work,‘tvavol,
recreation, and hospitality manageneut. To be sure, according to . D.

9]

ct

n

Pilkenton {hispania, 59 (1976), 123}, the options incerperatud
one of these classes would be selective and tauzht as "learning activity

/
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packages,”" individualized, semi-self-instructional, and self-paced.

The assistance of the course innovations committee and the appboval
of the chairperson are indispensable aids to success for any curric&lum
proposal aimed at bringing tothe department courses of languages for
business at the elementary, intermediate and, indeed, all levels. However,
the most enthusiastic help in calling for th%s expansion may well be
extra-departmental. An effective alliance can be struck with friends in the
School of Rusiness, especially in such units as International lMarketing,
Management and Finance. Aside from providing the larger percentage of
the enrollment for the projected courses, meant to be, pverhups, part of
a joint major, the Business‘School can cooperate in publiciéing them
both int%ra- and extrarmurally. It is imperative to rcquest from the
aepartments of thne Business School concerned suggested classhours for
the potential classes. That way students who wish to enroll in them cah
avoid any scheduling conflicts with classes that satisfy the bazic core
requirements .of their own school. )

It would seem fitting that languaga'sections or departments alszo
cocrdinate ‘their plaqning in order to adjust their respective lun:uags

. .
;for busingss programs into a harmonious whole. This is thé casc, for

j instance, at Alabama at Huntsville, where Freuch for Business and

{

Professions, German for Businesgs and Proressions, Russiuan for Pusiness
and Professions, and Spanish for Business and Professions uare all thrce-

unit courses with essentially ideuticul course descriptions. Cn *he other

- hand, at Rethany College, Spanish 392, International Spunish Correspoaisnce,

-and German 302; German Rusiness Corrsspondence, hazave been oli'ered as four-
unit and two-unit coursos, respectively, producing an odd asymmetry of
credit values. This discrepancy is very minor, however, in comparison

. » » ! ~ -
with the totally uncocrdinated hodgepodges announced in many;oi the
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school bulletinsg of today. '
As planning for expansion proceeds, a series of thorhy questions will

arise. Which languages in the department can profitably participate in
these programs with an& probability of success? Should these courses,
designed for business students, also count for the language majors, or ;
be restricted,in their case, to the status of electives? Can elementary

or intermediate language for business courses be applied towards the
language rejuirement of the college of liberal arts, in substitution for
regular lower division French, German, Spanish, Portugusse, etc.? Are
these courses to be offered each semester, on alternate semesters,
ocasionally, or-only on demand? What are their prerequisites to bs and

can they themselves serve as prerequisites? A perusal of school catalodues
‘reveals rot only that there is general lack of consensus on such issues,
but;that even internal, intramural disagreements are quite prevalent.

Fg? example, according to the 1681-1982 bulletin of Indianz Univarsity,
yzdiana, Pennsylvania, German 25}, Business German, is a one semester
f;ourse which can be taken instead of German 252 by students interested

in Business or as part of th General Education reqﬁirement equivalent
to German IYV. On the other hénd, FPrench 253, Comiercial French, can be
substituted for 251 (French III). Finally, without making reference to
concessions,'the course description for Commeréial Spanish 254 simply

.and categorically states that thé course is not a substitute for 252
(Snani#h iv). Tﬁese puzzling inconsistencies in description, which involve
interrglationships between courses, bring to mind oune final question:

Are tge prerequisites for the more advanced langsuuge for business

courses to be restricted to offerings in conversation and grammar, or

rmay lower division intrcduction to literature courses count as w21l?

Upon initiating its long=-range planning for a minor in Businees
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Spanish, the Foreign Language Department of the University of HMiami
had to wrestle with a similar.set of prbblems. The opportunity arose
for the tentative development of such a degree when the University's
School of Business Administration received a major NDEA Title VI Grant
supporting a proposal for an Undergraduate International Business and
Foreign Language program. The cooperative effort between the Foreign
Languages and Literatures Department and the School of Business
"Administration dated back to the spring of 1979, when Spanish 332 was
successfully introduced into the curriculum. As outlined in the grant
proposal, two professors from Foreign Languages would develop a five-
coursé'sequence, including 332, that would eventually allow students to
earn a business minor in Spanish. As of this moment, Spanish 131, Rlemen-
tary Spanish for Business I, and 132, Elementéry Spanish for Business II;
are in place, having been offered for the first time in the fall ana
spring semesters; respectively, during the academic year 1981-1¢8Z. The
College of Arts and Sciences permits these two courses.to substitute for
Pegﬁlar language courses at the elementary level and they are designed
to develop basic linguistic skills plus the gz radual bu{ldup of practical
business vocabulary. A basic Spanish grammar and a Buciness and Fiaanco
*‘orkbook are the textbooks being uscd in 131-132. A student rmay enroll
in 132 if he has had 131 or two 7ears of high school Spanish or the
equivalent. Our proposed intermediate courses have alsv been accepted
by the department snd, if approved by the Colleze, will be offcred in
Ssequence during future fall and spring semssters. lhe twe projected
gopherore courses in Spanish for Pusiness will emphasize preaterp rosding
and conversaticnal skills.

Finally, it will be recalled, the foreci.n lung;un:e course tnnovations

committee at Miami had received, very early during its procedures for

Q
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i{nformation-gathering, communications ad;ocating bilingualism from an |
international trading company in Illinois. I would like to mention one

| other defender of language for world trade who comes from that same
Mi&western state. A business writer, Mimi Vhitefield, in The Miami
Herald of February 14, 1982, reported a visit to Miami by Rapresen¥ativa
Paul Simon of Illinois, chairman of the House Select Subcommitpee on
®ducation and a member of the President': Commission on Foreign Language
and International Studies. The fact that Mr. Simon's sentiments parallsl

those of ¥r. Honigberg regarding the importance cf linguists for inter-

national trade can be*seqn in the title of his publication The toniue-tied

re.
an. &

Arerican: Confrontin. the foreiszn:languase crisis. Lccording to

wvhitefield, Conzressman Simon has submitted a bill to pay collerces and
universities that have foreign’language entrance or graduaticn reduirement.
$30 per fulltime student per year. Although he was nardly optimistic &bout
the chances for such a measure, we;can always hope for the eventual
adoption of this or a similar 1awfand that it, too, will neip us in the

"task of breaking through more language for business barriers.
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GOVERﬁMEyTAL AND CORPORATE ?UHDING
OF
FOREIGN LANGUAGES FOR EBUSINESS PURPOSES
~ by
Dr.. Raymond Schaub
Director.‘ T
LANCUAGE and International Trade Programs
Eastérn Michigan University,

Ypsilanti, Michigan
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Paper: "Governmental and Corporate Funding of Foreign Languages for
Business Purposes!'

by: -Ray Schaub

.

EMU Conference on Spanish for Bilingual Careers in Business. March
18, 1982.
To put my remarks into as pr'actical a context as possible, I would like

to begin with an explanation of how and why we have developed funding

for our business languan‘ge programs here at EMU.

The "why" was simple: From the beginning we aéreed that we wanted

to develop a large program in business languages. And to do this we

knew we had to have significant amounts of ‘faculty released time to plan

the curriculum, recruit students, coordinate advising and manage the

program in gcneral--and this meant funding in addition to the department's

o
regular budget allocations.

"~ The "how' was a lot harder. And in a sense the story of how we have

obtained outside support for our EMU program goes best under the rabric:

"Nothiné succeeds like failure."
l.  John Hubbard and I made the first attempt to bring in outside

funding for a éeries of business language courses way back
‘in 1973. We submitted a proposal to Title VI--and were
promptly turned down. This was ‘rery disappointing to both
of us, especially because this wus the first grant proposal
eithex.' of us :had ever written.

R The: next atternpt, again for Title VI money, was made{three
yea;-s later in 1976 by John Hubbard and Jéwa'n Bidwell, who

had just become department head. They had expanded upon
v |
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our first 'fitle VI proposal, introd\.;cing the larger format of

a complete iriterdisciplinaryrdegree program combining language
and business studies--but were again Lurned’down,‘ mainly because
we had not succeeded in establishing a credible lqjvel of cooperation
with our colleagues in the College of Business. I have to point
out here that this wasu not entirely our fault. When we approached
one of our previous Deans of the College of Business with our
idea of setting’ up an international trade curriculum containing a
strong foreigé language component, his answer was:  'I don't
really see the sense in this. English'is the language of
international trade.'' We knew we had our work cut out~for us.
We made it on the third try with Title VI in 1977, Credit for

the success has to be given to Jean Bidwell and John Hubbara

who managed to set \.;p a close working arAran;gement with

several business departments. Ihe first Title VI dollars caie

in the Summer, 1978--more than fivé years after the first

0

proposal had been submitted--and lasted for two years, amounting

1

to about $85,000. This allowed us to set up our B.,A. and M.A,

degree pr}ograr“ns in Language and International Trade.

In addition to receiving funding for our business ianguage
curriculum, we have also managed to bring in extra support
for one of its components, the International Cooperative
Education Exchange Program. Through‘vthis program we‘ex—

change advanced students with business schoouls in Germany,

»
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France and Spain, for the purpose of giving them a full-time

business internship lasting at least four months and also pro-

viding them academic instruction at the foreign business school.

I set up the exchange program with the first German business school durin.g
my .fsabbatical year ih\Germariy’ -from 1977 to 1978.‘ When I. returned in the
Fall, 1978, the f)irst sbecial funding for the excnange came from EMU--

- in the form of released time sqeezed 0\21& of our depai‘tmental budget, and
then from outside of the department in the form of a spring-summer develop-
rrxvuent"gr'éni and a special projects award. My deéartment head and I were
able to maintain a fairly high level of department and university support
for the exchange because of its ov;:rall impact on our business language
degree programs: it is the curriculum's single most attractive component,
and is the ma{n reason why the B.A. and M.A. in Language and Inter-

national Trade have attracted roughly 300 new majors in the last three

\
|
years. | : | J
But because EMU has not yet committed hard money to maintaining the

exchange program {(due espeéially to the present higher education budget

crisis in Michigan), it ha; beenv necessary for us to look for outside help.

This help has come to us from two sources: the Government of West

Germany and the U.S, Department of Education. Here again, our successes

came only after a series of failures,.some of which were blind alleys, l

while others helped us make the step in the right direction.

We obtained the German support from Bonn through the German' embassy

182




-4~ o o i %}74

in Washington--and specifically on the recommendation of the embassy's
Permanent Committee on German as a Foreign Language. These funds

/
were used to expand the exchange program, and especially to develop our
Exchange Consortium’ with other U.S. universities whose students we send
to foreign internships 'as our own. As grants go, it was relatively small:
$5,500 for one year to cover travel, workshop and conference expenses.

But at a time when our departmental travel budget had plummeted to

pratically nothing, the German support was a Godsend.

There was also a very in}portant' carry-over effect from the German grant:
it helped our chances in} getting funding from the U.S. Depar.tment of
Education. In this particu'lar‘case, the fact that another government had
rfecognized the sign'ificance of our program and had supported it was not
lost on the outside readers and funding agency in Washington. But I think
this carry-over effect probably holds true for grant-seeking in general: i
one success rc‘:r?ntributesa--maybe a little, mavbe a lot--to the next.

Our current Department of Education grant has come from the Fund for

the Improveﬁent of Post-S'eco;ldary Education, better known by its acronym:
FIPSE. We have a three-year grant for a total amount of $135, 000, cover-
ing faculty relecased time to direct the International Exchange Program and

Consortium, secretarial assistance, consultant, travel and program

meintenance expenses.

I would encourage any of you here who are planning to search for outside

“

funding to submit proposals to FIPSE, for four mein reasons:

k
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a) first, the basically innovative, practice-oriented and open natg;e
of the program; ) o

b) Second, one area strongvly highlighted by the Fund is "Global
Education''; |

c) third, the first step in applying is easy; you submit only a five-

. page, double-spaced preliminary proposal for the first round of

pr0pos;1 evaluations;
'd‘) fourth, a new dire‘ctor- has come to FIPSE this year, Dr. Sven

Groennings, who has’ been very closely involved in legislation
for international educaltion.' ‘In 1980, for exam.ple,.he was the
principal Senate staff author of Title VI, International Education
Pr‘ograms, of the Higher Education Act--whi-ch he essentially co-
authored with Congressman Paul Simon. Under Groennings FIPSE
is at the present time increasing the emphasis on internationally
oriented progfams. One example of‘ this is that he has chosen

our FIPSE project’at EMU to personally supervise for thec next

three years.

e

We hope th/z;t/ by the"fi:’x:r’u»’a;‘our FIPSE grant is over EMU will finance alla,t"geﬁo
share of the administrative costs for our business language’curricu]a and the
e;cchange program by regular FTE allocations. But even with this university
support we anticipate a continuing need for externallhelp. We think that we
will get most of this support from the corporate sector, and especially from

those firms with which we have placed interns or graduates of our program.

We expect, for example, to receive the first such assistance from the Ford
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Motor Company at the end of this summer.

For this reason I would encourage all of you who are planning a business
language program to include in your plans an internship component, as a
requirement or as an option. In addition to greatly enhancing our students'
education by broadening it to include the actual application area, this
approach will inevitably lead to the development of a closer partnership
between the educational and professional communities--and hopefully to
financial assistance for our universities from those firms whose future

professionals we are now training.
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A MARKETING STRATEGY FOR SPANISH FOR BUSILZSZ
by
Dr. Christine Uber Grosse
Instructor
The University of Michigan
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A Marketing Strategy for Business Spanish

by Christine Uber Grosse

In Marketing hianagements A Planning Avoroach, David

G. Hughes defines a marketing strategy as a plan of action

 that links a product to its market. The exciting part of

the definition is that a product can be almost anythln
ranging from toothpaste to a program in business Spanish.
The tools of marketing have many applicaticns, although
many people never associate marketing with anything besides
supermarkets and Sears Roebuck. Yet a marketing strategy
is extremely useful ip directing the growth and development
of all products. To create a marketing strategy, a planner
must think about the future and set specific goals for
product development. The purpose of this paper is, to
\

suggest a way to develop a marketing strategy for business -

Spanish by means of situational analysis and the worksheet

approach.

»

No single marketing strategy will apply to all universi-
ties because the situation at esach one is unique and requires
its own strategy. Some of the suggestions presented here

will be applicable to a variety of situations. Through the

.worksheet approach, an individual can design a marketing

sfrategy tailored to meet the needs of a particular school.
Three basic problems face the planners of marketing

strategies for business Spanish: demand, acceptance, and
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support. The number of classes offered and eﬁrollmenysare

of course contingeht on demand. Inclusion of businqgs Spanish
in the curriculum depends upon acceptance by one Qf/several

of the following units: the languagedepaftment}/;chool of
business, college of arts and sciences, and thé uni#ersity.
Resistance to the program by any members of the units can
geriously impede growth and development while acceptance can
lead to additional courses of business Spgnish. joint pro-
grams of language and business studies.génd the establish-
ment of language requirements. The t@f;d problem is finan-
cial support, which is partially relgéed to demand. Pre-
sumably if e;ough students are willing to take a class, the
course supports itself. However, outside support for business
Spanish is helpful to program sustenance and expansion.

A closer look at each of the problems'follows in order
to provide additional background information which, is useful
in the situation analysis. Supporting data comes from a
recent survey of Spanish for business at 508 universities
conducted by the author. -The survey, which had a response
rate of 50%, was performred by means of a questionnaire which
was mailed to the chairperson of the language department
of universities with schools of business. The results of
the survey cleari& indicate room for growth in demand. Of
the 115 respondents which have business Spanish, 56% offer

one course a Year, 15% give one course every two yeurs, and

3% offer a course every three years. Other figures show-

!
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that the average class size ranges between 0 and 20 students.
More specifically, 55% of the respondents report an average |
class size of 11 to 20 students, while 23% have an average
enrollment of 0 to 10 students. Conceivably,demahd for
business Spanish could be much higher than it currently is,
Acceptance, the(second prob%em. is more difficult to
measure statistically than deman&. To some extent, the
existence of & language requirement in a business degree
program reflécts the degree of acceptance of business Spahish
by the schob} of business facdlty{ when a business school
has a langu&%e requirement, it acknowledges the value of
foreign language study to its students and to its curriculum,

Similarly a language department recognizes the importance

'of business Spanish when it permits the course to be counted

toward a major or minor deéree program. In the same way,
& university with a language requirement shows its acceptance
of business Spanish by letting the course satisfy part or all
of tht~requirement. If the satisfaction of a language re-
quirement by Spanish for business is a measure of acceptance
of the course, then data. from the pfeviouslyﬂmentioned survey
provides informat%on on the degree of acceptance. At 537 of
the institutions with Spanish for Business. the course satis-.
fies a language réquirement of the department or university.
It is likely that this degree of acceptance can be raised.,
Data concerning the numbef of business échools which

have language requirements show that 29;; of business schools
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at universities with business Spanish have a language re-
‘quirement.while 15% of the business schools at universities
without business’Spanish have one. These relatively low
figures indicate a potential for growth in the rate of
acceptance of foreign langﬁages in general and business
Spanish in particular at schools oif busiress in the United
States.

Financial support is the third area crucial to the
development of a program in Spanish fof business. According
to the results of the survey, 85% of universities offering
Spanish for business do not receive outside. support for the
course(s). Of the other universities, 13% are funded by
federal grants, 3% by foundations, 2% by private business.
Apparentiy.outside sources of funding have barely been tapped.

A careful analysis of these thfee problems yields a
number of taetics that could be employed to find solutions.
However, before thinking of appropriate tactics, the planner
" has to develop a marketing strategy with specific goals to
aim for. An example of a specific goal is raising the
number of Spanish for business courses offered each year
from one to three.by academic year 1982-83. Another example
of a specific goai is a 50% increase in class enrollment by
winter, 1983. Once specific goals are designated, the planner
is ready to design the tactics that will achieve the objectives.
4 A variety of marketing techniques can help to increasé
demand for business Spanish. First the planner has to gather

information about the market for the course. It is important
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to know who the students are who take the course(s), why
‘they are taking bﬁsiness Spanish, énd what they want out of
the course. Information from the survey reveals that |
language majors take the most business Spanish, followed e
by business majors, and then members of the business commu-
nity. A group of other majors is the smallest group of the
"four. This knowledge is useful in segmenting the mar&gt,
separating it into distinct groups with special interests.
Once the market is segmented, promotional techniques can
ﬁe directed toward the éndividual groups; and tbefeby are
more effective. For example, advertising copy directed
at language majors could read: “Prepare for a career in
the exciting world of business! Learn Spanish for business
;nd help yourself qualify for a good job!" For business
majors the cbpy could say: " Take a break from accounting!
Learn how the Latinsflive! Impress your future employer
with your ability to communicate in Spanish." Copy aimed
at the business community could say: "Study Spanish for
business and talk the language of your clients! Impress
your boss and yYour customers!{ Learn about the customs and
culture of Latin America. The cost is low and the profits
are high!" |

| Several promotional méthodS'qan boost awareness and
interest in business Spanish on campus and in the community.

Based on informatidn'gathered in the survey, it seems most

language departments rely on university course announcements
‘ f .
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(96%) and word of mouth (74%) to advertise busiﬁess Spanish
courses., Only 33% use posters, 40% send notices to business
school advisers, and a mere 5% write letters to the business
community. 95 place announcements in the newspaper. MNore
extensive use of promotional tools could heighten interest
and awareness of the course(s). | |

Posters, for example, could be put up in Key areas
such as the school of business, language department and
cafeteria two weeks berore ‘pré-registration and registra-
tion period evefy semester.

Letters describing the availability, usefulness; and
interesting content of the course could be sent to the
general managers of local COrporafions, banks with inter-
national divisiﬁns. and international law firms. In the
same fashion, announcements about the course should go to
business school advisers two Qeeks before registration so
they can recommend the course to interested students.

For publicity, a memoer of the Spanish department can
writé an article or two for the school néwspaper about
some aspect of Latin culture. Several weeks before ‘
registration, the department could set up a'display hooth-
in the student union featgringiposters and intcresting
materialsffrom Latin countries. At the same time, the
person at the Booth can distribute announcements about

business Spanish.

Personal selling is an important promotional technique

that increases awareness of a product. - The instructor of

buriness Spanish cznecure thie tochnique by talking to o




opinion leaders about the course. Departmental sécretaries S
and academic advisers are opinion leaders who frequently
influence students about what dourses they take. These
opinion leaders §hould'be gontacted personally by the
instructor informally one to two weeks before the regis-
tration period.

The consistent applicat: m of these techniques over.*
time should help boost awareness of business Spanish and
help realize the goals‘sét‘in the marketing strafegy.

To promote accepbyance of business Spanish in the
language department, the school of buSiness. and the univer-
sity, several techniques are useful. First the course
planner has to set speclflc goals such as perm1881on to
offer a new course by summer, 1982 or the establishment of
a language requirement in a degree program at the business

by the acddemit year 1982-83.
school,” Once the goals are defined, appropriate tactics
can be planned.

The course planner should develop a careful rationale
for the business Spanish program to be formally presented
to colleagues, chairpersons, and deans. The rationale -
could mention the value of studying business Spanish, the
recent growth in the‘field of languages for business, the
importance of trade with Latin countries, the large Hispanie
population in the United States, the benefits of knowing
about another culture, the édvantage of practical jéb skills

in finding employment, the need to internationalize the

2
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curriculum of the business school}i%ie renewal of interest
in foreign language study that business Spanish can’awaken.
In addition to a well-planned rationale, personal
selling can help win support .for business Spanish. Informal
conversations with colleagues in the language department
and business school permit an‘exchange of ideas and an
airing of opinions. Ideally misconceptions will vanish
with open lines of communication, and rapport with colieagues
can be established. i
Related partially but not cdmpletely to demand, the
third problem of financial support deserves special atten-
tion, 'Sipce business Spanish is a new field unlike tradi-
tional subjects in most Spanish departments, it has the po-
tential to attract funds from sources outéide the university.
Business Spanish is an exciting field that can offer job-
oriented training to liberal arts and business students

alike. It also may be able to serve members of the local

business community who need to know Spanish in their work.

Unlike traditional courses, business Spanish  has -a special
allure lecause it is perceived as a practical subject. Indeed,
one marketing professor remarked that he was not sure if
business Spanish was all that different from a traditional
course in Spanish. However, the important thing is that
people believe it is different and hasfmore utilitarian

content than the traditional course. This promise of

business Spanish to meet the needs of its students sets
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it apart. For this reason, federal grant sources, foundations,
and private businesses may be‘especially interested in con-
tributing funds for the development of the field. People
who are interested in exploring the possibiiities of outside
support for buéiness Spanish héve several options available.
One,they should approach the business school or chamber of
commerce for a list of private companies which de business
with Latin America. Also it would be helpful to know which
companies are special friends of the university. Then the
general manager of each company on the lisf should be
contacted by felephone or letter to see whether there is
any interest in funding Spanish for busiﬁess.

Information about the availability of federal funds
and foundation grants is usually gathered by the office
of sponsored research of a university. The office will
also know what faculty members are writing grant proposals
who may be willing to include allocations for course
development or instruction of business Spanish in the grant
proposal budget; Grants concerning Latin America, Spain, |
the internationalization of the curriculum, or other related
areas 2re likely sources of funds for business Spanish. The
inclusion of business Spanish in the proposal may stréngthen
th‘ case for the grant.

When MBA students study marketing, typically they
learﬁ how to plan a marketing strategy by the worksheetA

approach. Marketing managers who nust develop the marketing

A
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strategy for a product often use the worksheet approach.
Therefore teachers who are planning a marketing strategy
for business Spanish can benefit from using the worksheet
approach as well. The worksheets are useful in devising
a complete and uniquely appropriate marketing strategy
for a particular university’s bdsiness Spanish program.
The sample worksheets here are filled in with infor-
mation about an imag'nary university callSunshine State
University. SSU's example will demonstrate how the work-
sheeta can be used to collect and organize information
to facilitate the creation.of the marketing strategy.
Thé environmental analysis worksheet and the strategy worksheet

|
are borrowed from the textbook hiarketing Manazement:A Planning

Approach by David Gé Hughes (Reading, MA.: Addison-iiesley
Publishing Co., 192b. pp. 32-37).

' With the situgtional anaiysis and the worksheets,

the development of a marketing strategy to meet the needs
of an individual school should present no problems. It is
appropriate that marketing techniques are used to help the
growth‘and development of a sister discipline--Gpanish

for business. Happy marketing!
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Environmental Aﬁalysis Worksheet
Environmental Current / Assumptions/ Conclusions
Elements . Facts / Research
Goals of education.féommunity all SSU projects
Sunshine State service, pﬁomotion of must work toward
University (SSU) international under- these goals

Organizational
Design

Situation

. Analysiss
Generic

. Demand for
Foreign Langs.

Time patterns

Consumer profiles

Demand for
Business Spanish

Business Spn.
Position in
Dept.

Awareness

Repeat rate

Distribution
Rate

.standing

i

f
part of itate univ.
system under BOR.

aver. # of students
390 in Dept. of FL
eath semester betw.
fall 1979 and fall
1381 ;

apparéntly no

- seasonal pattern

for enrollmt.

1 lang. majs.

2 bus. majs.

3 bus, community
4 other majs.

one course anually,
aver. # students-10

fall 1981, #9 in dept.
in terms of annual
enrollment

assumed low

not applicable now;
only one course offfered.
offered.

evéning class, 7-8:30pm
Mon.~-Wed. fall semester

|
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courses need min.
of 12 students to
justify expendi-
ture for course

raise demand for
FL in general by
dev. rationale .
for FL requiremt.
Establish FL req.
by fall 1983

use promotion to

heighten interest
and awareness in

FL courses

aim for 3 courses
per yr.; 20 stu-
dents per course

take #5 position
after 1st ind 2nd
yr. classes, and
hold it

promotion, pers.
sellingz and adv.
needed to increas:
awareness 10053

Dev. repeat rate
of 50, for 2nd
class, 30%# for
3rd

offer evening
class for work-
ing students;
day class for
full-time studse.
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Environmental { Current Assumptions/ Conclusions
Elements | [ Facts Research )
Competition agsumed not to be }

’ an important factor.
no other univ. in |
area offers course. ‘
; Berlitz and Inlingua
[ are nonacademic and |
/ cost much more.
Industry teach practical emphasize value
Success gkills. Help of course to
Factors students prepare finding a career.
: for a career. Give communica.
/Useful cultural skills to studs.
;information also. '
Industry i staff is available increase enrollmt.
Capacity to teach courses e
§ when demand is
sufficient
University 12 minimum enrollmt. increase enrollmt,
Policy Fewer permitted in ‘ |
h grad. or upper level
courses sometimes
Environment city has multinatl's promotion is

which trade with lat.
Am., also int’'l banks
. and a strong taurist
industry

necessary to
inform' these
groups of course.




Grosse 13

Opportunities: Clearly there is a need for business Spanish to
give'job skills to language and business majors. Ilany members
cf the local businéss community could benefit from the skills
they would learn iﬁ the course. There is support in the depart-
ment éf foreign lénguages for the addition of courses when and
if demand justifies the new courses. Sunshine State University
does not have a\ianguage requirement, nor does its business
school so there:is opportunity for growth in this area if the
administration can be convinced qf the value of the study of
foreign languages. International business students should

be competent in a second language,and possibly they will be
interested inﬂtaking business Spanish. Ilore promotion and
personal selling will raise the level of interest and awareness

of the course.

Problems: Some members of the business school faculty are opposed
to their students taking courses outside the business school, They
say that foreign languages are best learned in the country where
they are spé@%n, and that their students can always pick up the
language latér. Personal selling may convinée these professors
otherwise. ﬁAlso. a strong rationale for business Spanish may
help changg;their minds. Another problem is low demand for

the course. However, promotion and personal selling undoubtedly

will increase demand.

F | i 195
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Strategy Worksheet
Estimated zffect on

Decision Areas Recommended Strategy. Enrollment Plan

~

Demand Strategy

Foreign languages dev. rationale and use Enrollmt. in FL
’ : personal selling to will increase 100%
urge administrators to by fall 1983
establish lang. reg. in
SSU and business school

Business Spanish segment mkt. and show Increase enrollnt.
bus. Sp. as interesting to 20 students per
and:useful tool for bus. course, 3 courses
majs., helpful for find- per yr. by fall.'83
jobs for lang., majs.,
and good for business for
local bus. community

Stratecic Gdals

Financial increase enrollmt. to Build bus. ‘Sp. progrum,
generate more income dev. minor in Sp. for
for dept. and univ.; business by 1983-84

ask to be included in
budget for Lat. Am. and
Caribbean Center--a fed.
funded project.

Marketing increase interest and We can achieve thesc .
enrollment in course; goals with a good
-win support in lang. mkt. strategy.

dept., b. school, and
univ. for new courses.

Marketing Mix

Strategy,
i

Product Business Sp. satisfies Promote idea of
need for practical skills usefulness and
course. It's interesting fun of learning.
to learn about diff.
culture and way of deing
business. '

Package classes meet twice a wk. Variety of hours
in evening for a semester. appeals to diff.
in future, day class as mkt.. segments.

well will be offered.
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Decision Areas

Recommended Strategy

Grosse 15

Estimated Effect on
Enrollment Plan

Price

Channels

Bl

Promotion

Advertising
Copy

Advertising
Media Target
Audience.

Media and
Weight

Continuity

Research

$98.00 for residents
$ 304,00 for out-of--
state students per
credit hour

Sunshine State Univ.
campus

Posters in b. school,
lang. dept, cafeteria
at reg.. . ]
Persoﬁal selling to
sec'ts. and acad. adv.
1-2 wks. before reg.

Letters to bus. comm.

Learn how to do business
with Latin America! Help
Yourself find a good job!
(for Lang. majs.)

Take business Sp. and
learn about another
culture! Increase
your value to your
future employer! (for
Bus. majs.)

Talk the lang. of your
clients! Learn how to
succeed in business in
Latin America! (For
business employces)

Lang. and bus. kajs.

at SSU. HMultinatl.
corps., int'l divisions
of banks, -int 1 law
firms, maj. hotels
managemt.

article in school paper

about Latin life, 1-3 wks.

before reg.

posters every semester,
personal selling every
semester, letters to

bus. comm. every semester

ask students in class how

reasonable price,
3 college credits

10 min. from downtown

boost awareness 50%

get attention of-
potential students

increase awareness
50%

heighten awareness
2 5%

build awareness
and demand
N

easily done in class.

they found out about course, information useful in

making future mkt.
strateygy for consumer
and his needs.

their majors or jobs, what
they want out of course.
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A Survey of Spanisn for Business at U.S. Universities

by Christine Uber Grosse

The purpose of this survey is to collect, analyse, and
present information about the position of Spanish for busi-
ness in the contemporary modern language curriculum. The
data was collecfed by means of a questionnaire sent to‘the
heads of 508.language departments across the U.S. The type
of information gathered by the questionnaire refers to the
number, size, and scheduling of business Spanish. courses,
the students, course materials, methods of promotion, fund-
ing, language requirements, other language for business
courses, and plans for program growth or cutbdack.

The survey population of 508 universities is derived
from a list of members of the American Assembly of Collegiape
Schools of Business (AACSB). It is assumed that universities
with business schools are more likely to have Spanish for
business than those without schools of business. Therefore,
the population consists of every university on the AACSB
membership list which has Spanish in its language department.

The response rate to the questionnaire was 50%. The
results from the analysis of theudata drawn from the 255
responses will be presented in this paper. ﬁ

The data show that 45 of the sample universities have
one or more courses in commercial Spanish. That figure

will increase in the coming year because many universities

204
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which currently do not have Spanish for business are planning
to add it to the cutrriculum. Of the 140 schools in this
category, 44% are planning to develop a course,and an addi-
tional 10% are considering the possibility of developing a
course. According to the data, there will also be an in-

crease in the number of courses offered at schools which-

‘already have commercial Spanish. A total of 36% plan to

add courses to their programs, while another 12¢% may develop
new courses. \

With regard .to maintaining the status quo, 16 of the
universities without business Spaﬁish are not planning to
add a course. OFf the schools which already have Spanish
fof business, 17% will not add any more courses at the present
time. As for program cutbacks, courses have been discontinued
by 8% of the departments that do not have business Spanish,and
by 3% of the departments fhat still have it.

Several respondents give reasons for their plans to
add or eliminate business Spanish. The major justification
féi developing newvcourses is the demand for them by students,
business faculty, and the local community. Others mention..
that students with language from business Spanish classes
are finding good jobs, an excellent reason for adding courses.
The expansion of international business programs and joint

language and international trade programs has encouraged

other departments to add courses. Additional reaséns for

203
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offering more business Spanish courses are the strengthening
of ties with the business community, following a national
trend toward practical courses, and increasing the marketa-
bility of upper leveli language programs.b

‘Other reasons are given for not developing new courses
or for discontinuing previously offered ones. Insufficient

demand is the principal reason in both instances. Another

Justlflcatlon is lack of faculty to teach the courses due to
understafflng or the lack of 1nterested or qualified instuctors.

Budgetary restrictions also limit the expansion of business

'bpanisn‘at—sv———universrvres*4*

The content of bu91ness Spanish courses is fairly con-
sistent across the country according to course descriptions
included on the returned questionnaires. A typical course-
will include a study of business correspondence and style,
commercial terminology, business customs and practices,
éontracts, invoices, letters of credit, and office proce-~
dures. Occasionally courses will include sections on specific
areas within business such as banking, finance, import/
export, advertising, or international egonomics. Other
courses focus exclusively on business correspondence or
translation skills;

"Although the course content of commercial Spanish is
relatively standard, course titles vary widely. In a list
of 838 names ofvcourses, there are eighteen distinct titles.

The most common names are business Spanish and commercial

ERIC - 2us o
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Spanish, with Spanish for business running a distant third. -
Apparently the titles have different connotations for some
- people. A professor of international business enrolled in
a buSinéss Spanish course said he associates commercial |
Spanish with clerical or secretarial office procedures,

and business Spanish with executive or managerial functions.
In contrast, a professor of Spanish commented on a ques- ﬁ
tionnaire that the title dommercigl Spanish implies a more

advanced and sophisticéted level of studies than Spanish

for business, which sounds too elementary to him. 3ince

course content does not vary with course title,the 1 i EE—
of éourse title seems to be a matter of personal taste.
The other fifteen titles of courses occur five or fewer
times each in the survey sample.

Mostvcourses ofwbuSiness Spanish have a prerequisite of
two years of college level Spanish. Although course level
is not always clearly indicated on the responses, approxi-
mately 50 of the 88 courses are at the third year level.
Only two courses are aescribed as intended for the elemen-
tary student. Ten courses are listed for advanced students.
These courses are conducfed in Spanish and frequently are
designed for bilingual.students. " Classes with a mixture of
intermediate and advanced students can present a problem
for instructors. ihen only one course is offered per year,
it is difficult fo‘limit the course to students of one level,

The typical Spanish for business class is held on a

_U7




weeknight in fall or\spring. once a year. 80% of the classes
are scheduled on weeknights, 17% on weekdays. and 3% on
weekends. The predominantly evening schedule reflects
cons1deration for the hours of working students who would
be unable to attend classes on weekdays.

Seasonally. 39% of commercial Spanish courses are held
in the spring. 36% in the fall, 15% in the winter. and
8% in the summer. For 2% of the institutions, ‘the time

" of year that classes are held varies.

5 194

Wwith regard to frequency of courses, 56% of the respon-
dents offer one course a year, 18% have two courses, 6%}
give three courses, and 2#% present four courses annually.
In addition, 15% of the schools have one course every other
year and 3% offer a class once every three years.

There is considerable variation in the lengtn of time
that- departments have been offering Spanish for business.
31% have had business SpaniSh for four years or more, 27%
for one year or less, 22% have had courses for three years

"and 20% have offered commercial Spanish for two years.

~ The most typical size for a business Spanish course

is between 11 and 20 students. This is true for 55% of

the respondents. For 23% the typical class size is from 0 %o 10
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students. 12% have 21 to 30 students, 4% have 31 to 40 stu-
dents,‘aﬁE\J% have over 40 students per class.

The stu&énﬁs in commercial Spanish classes are pri-
marily language\majors.and business majors. ' The language
ma jors outnumber the business majors, and each of these
two groups is significantly larger than the group of students
from the business community or the group of other majors.
The category of other mqjors congists of language and in-
ternational trade double majors, language minors, interna-

 tional studies majors, architecture, engineering or journa-

lism students. This‘infdrmation is compiied frém fﬁe fénking
of the four groups in order of size by the respondents.

The means and standard deviations of each group were calcula-~
ted and compared. Since the means of the language and
bus}ness majors were so similar, it was necessary to test
 the difference between the two sample means to see if one
group was significantly different in size from the other.
Assuming a normal distribution, the means of the language

and business majors prove to be different at a confidence

level of 95%, indicating that more language majors than
bu;iness ma jors take business Spanish.

The meahs of the business community znd other majors
groups were also tested for difference in size. ]The means
of these two groups are not significanfiy different. There=~
fore they are equivalent in size. (See table I)

When designing.a course in business Spanish,-it is

useful to know who typically takes the course.. There are

Aeo

I
i i
{

H
i

;
i
|
-




\\
N °

vario&s\ﬁays to ihterpret the data concerning who actually
takes the ébqrses. First, it may be more language majors
enroll in bus;ngss Spanish because they feel it will be
more benefipialyéb\them. It gives them attractive job
skills that may hel;\tgem‘find émployment. The business
student may feel s/he ig\ggguiring enough job skills in

the normal course of business studies. Also the business

student may not have time for electives outside the school
of business. |
Potentially members of the local business community

could be as important a group of students as languaze and

business majors. However, for some reason this group is

2 ; '..substantially smaller than the other two.  Perhaps
promotionél methods are not reaching the business
community, so few are aware that business Spanish is offered
at the university. Course'planners should consider the
possibility of including this important group:of students

in the désign for the course.

Table I

T —.

Ranking of Student Majors in Business Spanish Classes

o hean ; Standard Deviation
Language Majors 1.36 / . 6025 ”
Business Ma jors 1.55 .6506
Business Community 2.73 _ 1.1235
Other Majors*7 2.84 ; 1.2143

*Language and international trade, international s%udies,
architecture, engineering, journalism, language minors.
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Respondents llst 26 materials that they use to teach

Spanish for business. The mos%t pOpular materlals are

‘xeroxed copies of business forms and letters from Latin

countries,which are handed out by 34% of the the respondents.
Next in popularity are two texts--Paul Rivers' Cuaderno de

espafiol prictico comercial (Harcourt Brace Jovanovich, 1980)

snd'Jérvis. Lebredo, and Planells' Buginess and Finance

Workbook (D.C. Heath Co., 1981). These books are used by
fZ?%‘and 26% of the sample respectively. Nelly Santos’

' Espefiol comercial (Harper and Row, 1981) and Gonzalez del

?aiie*s_esrressesdeagga—comercialtzfondo.xﬁgcrmgfLSauihmﬁsie

Publishing Co., 1975) are each chosen by 17% of the reSpondents.

Jarvis, Lebredo and ilena's Basic Svanigh Grammar is used by -
9% of the schools. Zighteen other books are each mentioned
by 3% or less: of the institutions. Audio-visual materials
are used by 7% and newspapers and magazines by 6% of the
respondents. '
Business Spanish satisfies a departmental or university
language requirement at 53 of the responding institutions. .
It may be an elective for Spanish majors or minors, and ;
elective for the BA, the foreign language requirement in

the College of Arts ang Sciences, or as an elective for

international business, international economics, and inter=-

national relations majors.

There is a language requireﬁént in business degree
programs at 29% of the universitiss which offer commercial ‘
Spanish At universities without commercial Spanish, 157 of
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the business schools have a language requirement. Of the
total of 51 business schools with a language requirement,

63% have commercial Spanish. 41% of the business schools
which have no language requirement have commercial Spanish.
Table 1II
No
Business Business
Spanish Spanish Totals
Language Requirement 32 19 51
No Language Requirement 78 111 189
* | Totals f110 130 | 240
% %= 7.4608 X’ 6.635

,Cl'ltl' el

To determine whether the existénee of a language re-
quirement affects the likelihoodfof a school offering
Spanish for business, the chi séuare test of independence
of principles of classificationwas performed. Because
the value of %’is greater thanfthe critical value for X
at a 99% confldence 1evel with 1 degree of freedom, the
two dimensions are not Lndependent. That means thzt schools
which have language requlremgnts in business degree programs
.are significantly more likel& to offer business Spanish
than those which have no laqéuage requirement.

Language departments tépically rely Qn course announce-
ment bulletlns, word of modth. and occasionally posters

around campus to promote bus;ness Spanish. Course announce-

ment bulletlns are used by 96% of the universities, word of
i

lo1a;
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jhouth,by 744, and posters are employed by 33i. Announcements
fto business school advisers are sent by 4072 of the schools

f whileAs% send letters to the business community. 9% of the

resﬁondents use newspapers to promote the courses; 17% use
continuing education/off campus credit course announcements.
To:heighten awarenese of the course among students, faculty
and members of the businessacommunity, it is important to
use as many promotional methods as possible.

Funding for business Spanish coﬁrses comes primarily
from the language department. 53% of the schools receive

no funds from outside the department. The university funds

~ 32%, federal grants support 13%, foundations contribute to

" 3%, and business sources finance courses at 2% of the insti-

tutions. Clearly there is a potential for more financial
support for business Spanish from private business, government,
and founda%ions}which should be investigzated.
4Many of the same universities which have commercial
Spanish offer other language courses for business. There is
French for business at 66% of the schools surveyed, German
for business at 41%, Italian for business at 3%, other
ianguages for business including Russian at 3%, and Portugueée
for business at 2% of the schools, These figures lead to
the assumption that business Spanish is the most widespread
language for business course offered in the United States.
Some universities which do not yet offer business Sp;nish

have other language for business courses. Business Frenen

is found at 18% of these universities, while there is business
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German at 11/%. One school each offers Japanese, Chinese and

Russian for business.

Several universities have exceptional programs in
business Spanish. To name a few, Sam Houston State Univer-
sity .and Howard University offer commercial Spanish as a
fourth semester option for second year Spanish students who
prefer to specialize rﬁther‘than take the traditional fourth
semester Spanish course.

Temple University has a program which is unique in its
scope. The Spanish department offers three business Spanish
courses that may be taken in any sequence. There is a pre-
requisite of fotr semesters of college level Spanish or the 4
equivalent. No previous background in business is nececsary. \

The department also offers a certificate program in multi-

64 hours in Spanish language, business Spanish, translation
skills, business administration, econgmics. political science
and Latin American studies.

Other universities have interdisciplinary majors in
foreigh\language and business administration, languzge and
international trade, and international business and languages.
These double majors often require coursework in business
Spanish. Among the universities which have such majors are
Tennessee State University, Eaétern Michiéan University and
California State University at fullerton. The University of

|
|
|
|
|
|
|
|
|
|
J
\
|
'lingual business and government studies which consists of
Miami, among others, is planning to offer a minor in business
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Spanish ik its current course offerings are successful.

In s ; ry, the results of the survey indicate that
Spanisnh for business is'gaining acceptance at an increasing
number of uniyersities in the United States. Nany of the
universities Q&ich¢are considering adding commercial Spanish

to the curriculum will probably do so over the next three

to five years iff demand for the course continues. In addition
to an increase i* the number of universities offering
commercial~Spani%h. further development of existing business
Spanish prograns can be expected.

éeyeral problems may face those interested in establishing
new coufées and‘expanding existing programs.‘ hiany respondents
commented on these problems in the gquestionnaire. The most
serious problem seems to be apathy among business school
faculty., Some language professors report 2 general lack of
support on the part of business school cq}leagues. Let
cooperation between the language departmé;t and business
school is éssential for the success of a business Spanish
program for several reasons. First, business students
can benefit from the language skills they gain from the
courses. Second, business Spanish can help internationalize
the curriculum of the business school. Third, faculty Irom
the business school may need to learn Spanish to function
more effectively in their research and consulting capacities.

In addition, it is reasonable to look toward the businecs

school for financial support for the course, or recommendations

« R15
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about private companies who might be interested in funding
the courses. Another reason to have open lines.df commu-
nication between the business school and the language
department is the possiblility of developing a joint major
in langﬁages and international business. ‘
Unfortunately relations are ﬂot always good between
the two academic units for a number of reasons. Attitudes
and stereotypes seem to cause most of the misunderstandings.
Prufessors from the business school may not'believe a—
language course is as‘useful to students as another course
in accounting or finance. Or else they feel languages are

useful, but-students should learn them on their own time

rather than while at business school. Then there is the
stereotype of business students and professors that some
language professors héve. They view the business schocl as
a source of profit maximizers, people completaly engrossed
in the pursuit of money. Other language professors see
the study of foreign languages’as an art.useful primarily
for studying literature and literary criticism. This attitude
creates opposition to the inclusion of business Spanish in
the curriculum on the grounds that it is inappropriate in fhe
liberal arts curriculum. In spite of misconceptions that
may be held on both sides, it is necessary for language and
business faculty to communicate and recognize the inherent
importance of each others’' programs in order that they nay
derive equal benefit from working together.

In conclusion, manygrespondents showed great interest

o in what colleagues across the nation are doing in the field
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of business Spanish. Thanks to the responsesof 255 individuals,
many facts about the current status of Spanish for business

are now available. It is hoped that the information presented
in this report will be useful in promoting the further

growth of Spanish for busineés at universities throughout

the United States.
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A SURVEY OF SPANISH FOR BUSINESS AT U.S. UNIVERSITIZS

Your responses to this questiomnaire are strictly confidential

and will contribute to a natiomwide survey of Spanish fér Business
in the foreisn languape curricultm. Thank you for your cooreration.
1. Does your department offer courses in Spanish for Business?
Yes '

No (If no, plea;e go to questions 13-16,)

2. Please list titles, levels and a brief description of content for
your courses in Spanish for Business.

0 to 10 2t ___overdl
11 to 20 31 to40 .
G ar s f s sty S i o7 et
the largest group, and 4 for the smellest group.)
—_ fusiness majors '
____ Language majors
Studenss £ron e Lusinsss corrumity not in ds~ree programs
Other
7. Wien do you usually schedule Spanish for Business?
__ eeknights  ___ Weekdays  ___Weekends
3. tYow long have you had Spanish for Business at your university?

|

1 year or less 3 years

e wOAT®

4 Wn1rT or rore

. That :.ext(s) ani'or audio-vicual mterial o ymu use in your
spanien fuor Jusiness Course(s)? . :

-

19, Do the Spanich for Rusiness course(s) satisfy a langua
requirement? K4 e

Yes No

Fe
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11, dow 40 you advertis® ~panish for Businass at YOi¥ school?
Regular university course announcement

education/off‘campus course

S
announcement

Continuing

ements to pusiness school advisers

© wnm——

Letters to the business community E .

ama—

Posters on campus

Newspaper advertisements

Word of mouth
ived funding for )

mm———
—————
—

panish for Business from:,

Have you rece
ity' '

12.
Federal grants The business commun
Foundations other private Sources
University sources )
13. What other language courses for business do iou offer?
french German Portuguese
Japanese Italian Other
14a, 1Is your department planning to? _ \
develop additional courses in Spanish for Business?
discdntinue courses currently effered? '
. “h ? . :.: - ’L
b )4 . . . s .
1532 Do any deéree programs in the business school at your *
university have 2 language requirement?. .
Yes . Ho Not applicable
v, 1f yes, pleise describé the requiremeitt.
16. wWould you 1ike to receive 3 copy of the surveYy results?
o Yes No .
v. If yes, please give your name and address:

ted questionnaire to:

Please mail

your comple

pr. Christine U. Grosse : .
Dept. of Foreigd Languages £ Dilingual studies
Eastern Michigan University -
Ypsilanti, Ml 48197

1982 to be jincluded

anuary 31st,

Responsés mus

¢ arrive belfore J

i
¥

in the survey.

-
3

- 219 -




Appendix A

Data Collected from Sample--No#ember, 1981 to January, 1982

The information comes from the questionnaires and is

A0

organized in the order of the questions on the questionnaire.

1. Universities which have business 3Spanish 115

Universities which do not have business Spanish 140
. ! N

Sample Total = 255
Population Total - 508

2:.. Course Titles Number of Courses
1. Business Spanish . - | 26
- 2. Commercial Spanish . 24
3. Spanish for Business 15
L. Spanish Business Communication 5

5. Spanish for Business and Commerce 4 .

6. Business and Diplomatic Spanish 2
7. Business and Legal Spanish 2
8. Commercial Spanish for Intermational Trade 2
9. Professional Spanish 2
10. Spanish for International Business 2
11. Spanish in the Business World 2
12. Oral and Written Spanish for Busineés Studies i
13. Spanish fof Business and Community Needs 1
14, Spanish for Bﬁs%ness and the Professid;;!‘“” 1
15. Spanish for Business Transactions 1
16. Spanish for Commerce and the iiedia 1
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17. Spanish for Public Servants 1

18. Spanish for Special Purposes. _1
o Total 93
Zlementary . 2

Intermediate 50

Advanced 10

Unspecified 31

Translation Courses Number of Courses

1. Business/Legal Translation 1

2. Business 3panish | 1

3. Professional Translation 1

4, Spanish/English Translation 1

; 5. Techniques-of Spanish/English Translation _1
5

Total

Business Correspondence Courses Number of Courses

1. Business Spanish: Correspondence 1
2. Commercial, Social and Official Corres. 1
3. Spanish Business Correspondence

4. Spanish Commercial Practice and Letter ~#ri. _1

Total 7




-

3. Lime of Year | Number of Courses

Fall | ' 53
Winter | | ‘ 22
Spring ‘ 57 [
Summer | 11
Variable —=3
| Total 146 ‘
No response -8
L, Preguency of Courses ‘Number of Courses
1 per year . 57
2 per year' - .18
/3 _per year ] 6
4 per year | _ 2
1 every other year | 15
1 every third year | -3
’ Total '191
No response 14
5. Average Enrollment | | Jumber of Resvondents
0 to 10 | S
11 to 20 | . 63
21 to 30 | N 12 :
31 to 40° ) b
over 40 ' _3
' ‘Total 106
No response . 9

2'22‘ |




6. Type of Students Ranked According to Size of Group

2

(1: largest ; .4= smallest) ,

=3

Group R ' Number of responses

Business majors 48

o 37

2

£ W O -

5

1 | |
91  total :
64

21

Language majorsv

F W N
n

lo

91 total

-

Business community 11

18

F W N

L5  total ‘ g

Other majors 10

18
Lz

no response 8 | 50 total

£ W oNn e




7. Scheduled Time Number of Courses
Weeknights | | | 96
 Weekdays : 21
Weekends | -3
Total 119
_ No response - 4 ;
8. Years Offering-Business Spanish Respondents
1 year or less , 31
2 years | 22
3 years i 25 ‘
&4 years or more’ 35 |
Total 113
ilo response 2
9. Materials Frequency of Use
1. Xeroxed copies - | 32 |
: 2. Rivers, Paul. Cuaderno _de esvafiol ordctico 24 !
\ - comercial. N.Y. Harcourt Brace Jovanovich, 1980, '
3. Jarvis, Lebredo, Planells. Business and Finance 23
SN ‘ Workbook. Lexington, a.: D.C. ieath Co., 1901.
L. Gonzalez del Vaile. Corresvondencia comercial, 16
fondo y forma. Southwestern Publishing Co., 1975. ,
5. Santos, Nelly. Esgpafiol comercial. N;Y.x Harper 16

and Row, 1981.

6. Jarvis, Lebredo, iiena. 3asic Spanish Grammar. 8
- Lexington, Xa.: D.C. Heath Co., 1980.

7. Audio-visual materials 7
8. Newspapers and magazines '

9. Bray, J. and M. Gomez-Sanchez. 3panish in the 3
Qffice. Longman.

-
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- 10. Thomas. Exvort Marketing Svanish, -3
11. Frias-Sucre, Giraud. Diccionario comercial -2

inglés-esggﬁol.

12. Garc{a Martin, Correspondencia comercial. N.Y i 2
Harper and Row, 1973. ;

13. Jackson, Mary H. Manual de corresvondencia . 2
espanola. , ‘

1%. Rodriguez de Roque, Pérez de Abreu. Principios 2

de comercio.

15. Santana, Jorge. Spanish for the Professions. 2
Jestminster, Md.:; Random House, 1981. ,
16. Bull, Lakadrid, Briscoe. Communicating in 1
‘ Spanish.
17. Carriedo Vasseur. Administracién de empresas. 1
18. Carrillo-Zalce. Préicticas comerciales y 1
documentacién. ’

19. Diag, Eva S. Marcia. Referencia para la oficina 1

20. Fernmandez de la Vega, Hernindez-ilujares. 1
Ortografia en accidn. Southwestern.

21. Harvard and Arize. 3ilingual Guide to Business 1

\\ ) ‘ and Professional Correspondence. rergamon.
\\\ - 22.: Johnson, T. El _socio industrﬁal. St. Louis 1
University. .
23. Meza. Business letter HandbooX. _ 1
24, Ramirez, Alejandro. Derecho mercantil. 1
iMexico, 1978.
25. Roman, Carmen Peraz. Introduction to Businass 1
Translation. University of Puerto Rico Press,
1980. '
26. Renty, Ivan de. El inundo de los negocios. 1
No response 21 |
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I
10. Business Spanish satisfies a departmental or university

language requirement.

Yes 58

No 51h
No response 6
11. Methods of Promotion » Frequency of Use
Regular university course announcement : | 106

Continuing education/ off campus course announcemt. 19

Announcements to business school advisers |, 51
Letters to the business community A 6
Posters on campus 37
Newspaper advertisements ‘ ; 10
Word of mouth 82
No response b
12. Sougcéggof Funding Freguency
Federal grants 8
Foundations . 2
University sourcesxx "20
Business community \\ 1
. Other private source% O’
None 33
|  Total b

No response 53 !

/é
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13. Other language for 'business courses

At universities with business At universities without
Svanish -~ ‘ business inanish

Japanese 0 1

German 47 | 15

Italian 3 0

Portuguese | 2 | O'

Other 3 2 o

None 7 L8

No response 29 62

14. Course Development Plans

At universities with business At universities without
Spanish business Svanish
Plans Frequency ‘ Freguency
~Plans to develop new course 51 , 62
Possible plans for new murse 14 14
No plans for new course . 20 ( 23
Plans to discontinue course 3 ; 11
No plans to discontinue 12 1
course
Total x;o 111
W0 response 7 L1

15. There is a language requirement in business degree programs,

At universities with business At universities without
] Svanish business Svanish

Yes 32 19

No - 78 111

o response ° 5 o 10
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: Appendix II

UNIVERSITIES‘THAT OFFER SPANISH FOR BUSINZESS

Alfred University

American University

Appalacian State University

Ball State University

Baruch College

Bowling Green Staye University

Bradley University

California State University, Chico
California State University, Dominguez Hilis
California State University, Fullerton
California State University, Hayward
California State University, Long Beach
California State University, Los Angeles
California State University, Sacramenta
Central Connecticut State College
Central State University, Edmond,0K
Central State University, wilberforce,OH
College of St. Thomas

De Pauw University

Dowling dollegé

Drury College

East Carolina University

Eastern College, St. Davids,?A

Bastern Michigan University
Elmhurst College -

ERIC N Emporia State University. 228




'Florida Atlantic Uéiéersity
- Florida Interhational University
Florida State University

Gannon University

Georgetown University

Howard University

Indiana University

Kansas State Universitys<- ..

Kean College of New Jersey
Laké~Forest College

Lasalle College

Lehigh University

LeMoxne-Owén College

Mankato Sfate University

Mars Hill College

Memphis State Uhiversity

viercy College

Montclair State College

Morris Brown College

New Mexico State University

New York State University College, Geneseo
Northwestern University |

Northern Illinois Univérsity

Northern Kentucky University
Oakland University

Ohio Northernm University

Pace Univeréity

Plymouth State College
Portland State University
Rice Universitx

Y \x




Rollins College

Saint Joseph’'s University
Samford University

Sam Houston State University
San Diego State University
Seton Hall University

230

Shippensburg State College
Simpson College -

Southern Illinois University

Southern Illinois University, Edwardsville

Southern ilethodist University
Stephen F. Agétin State University
St. Edwards University‘

St. Louis Universzty

State University of New York, Albany
State University of.New York, Buffalo
Syracuse University

Temple: University

Tennessée Technological University
Tennessee State University

Texas Southern University

Texas A&I Un;versity

Towson State University

University of Arkansas

University of Central Arkansas
University of Cincinnati

University of éonnecticut. Storrs

University of Georgiz

. 230
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University of Idaho ‘
University of Illinois, Chicago Circle
University of Iowa
Universtiy of Kansas
University of Louisville
University of Miami - ;

- Universtty4btiﬁissﬁﬁriT“CEIﬁmbia -
University of Hontana
University of Nebraska, Lincoln
University of Nebraska, Omaha
University of Northern Iowa
University of Pittsburgh
University of Puget Sound
University of Rhode Island
University of South Carolina
University of Southwestern Louisiana
University of Tennessee, Chattanoga
University of Texas, El Paso
University of Utah
University of Virginia
University of Wisconsin
University of wWisconsin, Eau Claire
University of Wisconsin, Milwaukee
Valparaiso University
Virginia Commonwezlth University
Wake Porest University

Washiqgton University, St. Louis




Wesgt Georgia College
Western Illinois University
Western Kentucky University

Youngstown State University

232
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UNIVERSITIES THAT DO NOT OFFER SPANISH FOR BUSINZSS

Abilene Christian University

Alabama State University

Albany State College

Ashland College

AugustavCollege‘

Azusa Pacific College

‘Baylor University

Boston University

Brighan Young University

California Polytechnic State University
CanisiuskCollege

Capital University

Central Michigan University
Central wWashington University
College of Charleston

Céllege of William and iary
Colorado State Uhiversity
Concord College

Cornell University

Corpus Qhristi State University
Cfeighton University.
Dartmouth Colleg‘e. ‘
Duke University
‘Duquesne University

Eastern Illindié University

233
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Eastern Illinois University

Eastern llontana Coilege

{
:
4
,
!
!
.
:
]
L
‘[.
\f

Eastern Neéw Mexico University

East Texas State University

Emory University ‘

Fairfield University

Fairleigh Dickinson University

Pordham University

Fért Lewis College

Gallaudet Collage
' George Washington University

Georgié Institute of Technology
' Grambling State University
vGrand Valley State Collegés
;ngdinﬂsimmons University. ' : ) “ .
H;rvard‘UniQersity

Henderson State University
. Idaho State University
" .Illinois Institute of Technelogy
.I;%a State Universi?y

- Jacksénville State University
Juniata College
Kent‘Stéte University
Lamar University

Louisiana State University

-

Loyola University of Chicago
Marist College '
Marshall University

¢ o234
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McNeese State University
Menlo College
Mercer University
- Miami University - NI
Michigan Techological University |
Millikin Univeréity
Millsaps College
Moorhead State University
Moorhead State University
Mbrehouse College
Murray State Uﬁiversity
Norfh Adams State College
Northeast Loﬁisiana Univepsity
Northeast Missouri State ﬁhiversity
North Carolina A&T State Univeréity
North Dakata State University
Northern Michigan University
Norht Texas State University
Northwesterﬁ Universify
OhioJState University
Ohio University )
Oklahoma Baptist University
0l1d Dominion University
Oral Roberts University
Oregon State‘Univergity | ]
Pan American Univeyéity'
Pémbroke State Upiversity

Pennsylvania State University

. . :
s ) e

/
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Providence Cbllege
Rhode Island College
San Prancisco State University

Seattle University

Southeastern Louisiana University
Southeastern Oklahoma State University
Southern University |
Stetson Universify
St. Bonaventure University
St. Cloud State University
'St. Paul's College
Stockton State College
‘Suffolk University
Texas Christian University
Trenton State College
Trinity University
Tuskgee Institute
University of_kkron .
Uni#ersity of Eridgeport
University of California, Berkeley .
Universit& of Dubugque | |
‘ University of Hartford
. Upiversity of Kentuck&
ﬁhivepsity of Mainé. Orono
University of Michigan, Dearborn
University of Minnesota, Duluth
' aniversity_of Missippi
University of Nevada, las Vegas
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Universi%y\

University

University
University
University
University
University
University
University
University
University
University
University
University
University
University
University

Utah State

of New Haven

of North Carolina, Chapel Hill
of North Carolina, Greensboro.
of Nogth Dakota

of Okléhoma.‘Norman

of the Pacific

of Santa Clara

of South Dakota

of South Florida

6fvSouthern Colorado

of Tennessee, Knoxville

of Tennessee, Martin

of Texas, Tyler

of Tulsé |

of Vermont

of Washington

of Wisconsin, Superior

University

Villano#a University

Virginia Polytechnic Institute

Wayne State University

Weber State College

Western Carolina University

Western Michigan University

Western New llexico Ugiversity

Western ¥ashington Univexrsity

.West Liberty State College

wichita State University
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Widener Cbllege
Winthrop College .
Wri;ght State University
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"One Model for.the Commercial-Spanish Curriculum" ‘;’ AS50
by . ‘
Geoffrey M. Voght

L]

In addition to the traditional’majors and minors in languagfés, literatures

i

' _ - '
and cultures, Eastern Michigan University's Department of Foreign Languages

i

and Bilingual Studies has created new pf-o'grams in Bilingual-yjﬁicultural
’ /

. e " !
Teacher Education, English as a Second Language, and Langf.zage and

International Trade. These programs are responsible for dramatic increases .

in Department enrollment, beginning in the mid-1970's, which have averaged
40% each year for the past three years. The highly successful programs

in commercial French, Germzn and Spanish, with a combined current

graduate amd undergraduate enrollment of over 300 majors, have been a
significant part of this remarkable departmental revitalization.
- . !

It is not accidental that our commercial foreign-laq&uage offerings
have attracted such large numbers of students at this tiﬁ’ne. Thanks to

the work of the President's Commission on Foreign Languages and

International Studies, to the publication of Paul Simon's The Tongue-

Tied Amefican ( ) and other recent events,

national a.?ttention has finally begun to focus on the ne_!gative effects that

our monofingualism and cultural isolation have had bn our influence in
world affairs, on our economic security and on world peace. The purpose
of this article is to outline in some detail our busixﬁﬁess-Spanish degree
_requirements and course components, in the belieé that this information

/

will be of interest to foreign language teachers seeking new and innovative
: !

programs of national significance which have the potential to attract large

nu.mgbers of new students to our discipline.
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The B.A. and M.A. programs in Language and IntérnationalTrade
at Eastern Michigan University have three basic components, in each sof
the three languages: a business and international studies area, a
language area, and a cooperative education work experience.

BUSINESS AREA: On the undergraduate level, each student must

complete courses in microeconomics and macroecongmfcs, intérnational
c

business and marketing, geography, history and political science. In

addition to these basic i'equirements in the business and internatiohal

studies area, all atudents must complete approximately 24 semester

hours of specialized courses in an operational area of business admin-

istration of their choice. The total for the business area come.s to over

40 semester hours for most students,

THE LANGL}AGE AREA: Each undergraduate student must complete
a minimum of 18 hours of foreignlanguage courses, including at least |
6 semester hours of third-year commercial Spanish. Most incéming stu-
dents end up taking closer to 30 Eours of foreign language training, for
two reasons: First, their low entrance proficiency in Spanish requires
that the); complete several prerequisites prior to qualifying for the
third-year specialized c!ourses. Second, most students who complete
the third-year required courses prior to their final year continue with
the senior-level business-Spanish courses or other language courses in

*

order to maintain and improve their skills. T

CO-OP WORK EXPERIENCE: Finally, all students must complete,

prior to graduation, a cooperative education work experience lasting a

.
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minimum of four months. Appropriate jobs.must be administrative \in
nature, rather then clerical or production oriented. The students must
work full-time and recéive a salary.

The graddate students must fulfill requirements similar to those
just explained for B.A. st\;den.ts, but on a more advanced level. They
must complete a Business Core, consisting of two graduate courses
in marketing or management, ti’xree in economics, and one elective.
The minimum for completing this business-area requirement is\:\\six
courses for a total of 18 semester hours of credit. e

In addition, all graduate students must complete 10-12 hours \6f

hY

language studies. Students with little or no forcign-language proficiency
prior to admission to the graduate program may take specia'.l sections
of r;:gular beginning language courses to develop the required minimum
level of linguistic competence. Since the 10-12 hour minimum does not
really represent an adequate level of knowledgé for establishing and
maintaining commercial contacts, this program requirement is currently
under review, with ihe intention of requiring six hours of specialized com-
mercial Spanish at an advanced level, prior to graduation. Students with
a low entrance proficiency would, under this new system, take one or more
years of prerequisite courses before completing the advanced requirements.
The disadvantage of this kind of change is that it would limit the pool of
prospective students, eliminatiné those whose undergraduate background

included little or no foreign-language training. However, the preparation

of our Master's Degree recipients would be improved enormously, and
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the degree would gain in credibility and prestige. -
Finally, the Gra.duatev program requires a coopérative education
work experience identical to that séecified for the undergraduate degree.
In‘addition to the undergraduate and graduate programs in Language
and International Trade, Ea;tern Michigan\Uni\;éraity also offers a separate
undergraduate majo; and minor in Business Spanish. The Business
Spanish Major and Miner %differ fro;'n those described above for Language

and International Trade iri,that they require no business area courses at all.
§
Instead, the Business Spahish Major and Minor include expanded require-
ments for business languége, culture and literature. For the major, two
full yeérs (12 semester hé}grs) of specialized business-Spanish courses are
required. In addition, oné year (6 semester hours) of Spanish or Spanish-
-

American literature is required, as well as an equal amount of academic
background in t‘he cultures of Spain and Spanish America. A_il these
required courses are on the tnéx\{d-year level or above and are given
entirely in Spanish. The Businessﬂ-Spanish Minor requires one course
in literatute. one course in cﬁltufl’é\, and two courses in commercial
Spanish, ali on the third-ye#r level or above.

There ére thr;e aspects of our business-Spanish-Language and

International Trade program which deserve special attention and explanation, )

Two of them, the Madrid Chamber of Commerce Examinations and Lhe

Cooperative Education Job Placement Consortium, ,are described in

detail in separate articles in this volume. The third, the naturc and

contents of our:business-Spanish courses themselves, will be the focus

i

4
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of attention in the rest of the present article.

I would like to begin bf sketching briefiy the history c;f the develop-
ment of our business-Spanish courses, the departmént component of
the degrees we offer in Language and International Tra&e. Four years

ago, our plan as originally conceived, called for a five-course sequence:

i

SPN 161 & 162 ‘ 8 hours
SPN261 & 262 6 hours
SPN 361 4 hours

18 hours total
Thg special bﬁsiness fSpanish courses on the first and second year'levels
s coqtained, of necessity, much grammar and every-day life vocabulary,
duplicating the normal courses taken by students not in the new program.

. But these special courses also foc;used on business vocabulary and business
reading@s as-a major component, in theory. The SPN 36l, third'-yeq.;' course
was conceived of as a '""culminating' experience, summarizing and review-
ing the business-Spanish elements introduced in) the earlier courses, |

We have abandoned this original plan for theoretical and practical
reasons:

1) It proved too expensiv:e to maintain separate tracks, separate
sections of Spaniéh on the first two levels. The students had to concentrate
on grammar and every-day life situations anyway, leaving little time for
meaningful development of business-language skills ;nd knowledge.

2). It also soon became obvious that the language proficiency and
commmercial Spanish knowlcdge of sfudehts who completed the ”cqlminating"

course were below the minimum that they desired and that we would have

. " 244
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liked to expect from graduates having our B.A. in Language and Inter-
national Trade. It became imperative to offer more advanced training,
an additional third year coursé, plus others on the fourth-year and
graduate levels. 'fhese courses also served the needs of those students

coming to us with second or third year proficiency from high school.

F;or these reasons, we have phased-out the separate, business-
Spanish courses on the first-year and second-year levels. They are no
longer offered. Now we begin our specialized business-Spanish courses at
the third-year level. We‘ offer a six-course sequence, two three-hour courses
each on the Junior, Seniqr, and graduate Levels:

SPN 361 Spanish for International Trade I §

SPN 362 Spanish for International Trade II

SPN 446 Business Spanish

SPN 447 Business Spanish

SPN 646 Spaniéh for Business Practices

SPN 647 Spanish for Business Practices
Students at Eastern Michigan University whose Spanish proficiency is below
the third-year of college lével are expected to take regular Spanish courses
to meet prerequisite entrance requirements for these cbmmercial-Spanish
courses. These courses must be taken in order, each one being the
p;erequisite for the next. All have basically the sarnec three major com-
ponents: comimercial correspondence and documents, Spanish articles

on business-related topics, and a textbook covering vocabulary on a wide

variety of operational areas of business administration.
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In each course students must both translate business letters from
Spanish to English énd also compose letters in Spanisiq for a variety of
commercial purposes. In additioh, students examine and discuss ma.ny
other commerciai documents, such as busines.s contracts, stocks, checks,
bank drafts, rental contracts and:real estate sales agreements; accountin;
bgoks, promisory notes, powers of attorney, telegrams, invoices, receipts,
bill of lading and other import-export documents, insurance policies, etc,

One of the greatest obstacles to the development of our commercial-
Spanish program has béen thé lack of adequate textbooks specifically
designed to teach business Spanish and Hispanic business practices to
students at U.S. colleges and universities, with appropriate exercises
to facilitate the assimilation of this large and alien area of vocabulary.

As time progresses, many of us will develop and publish our own materials
and books to relieve the situation. Some have already appeared. In the
mean time, I have compiled a bibliography listing publications useful in

the field of commercial Spanish. As I scoured publishers' and distributors'
catalogues, my eméhasis was on identifying books r;adily availabg:le in the
United States, so that this bibliography can serve the immediate and practical
needs of new programs in commercial Spanish at'colleges and universities
across the nation: To facilitate the ordering of items by libraries, teachers,
students and professionals, I include an appendix giving names, addresses
and phone numbers for most domestic and foreign publis hers and distributors

represented among the 1000 titles in the collection. It is my hope that

this Bibliography of Books in Spanish for Business and the Professions, to
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be publishe\d by the American Council on the Teaching of Foreign Languages,

will proyide a convenient starting pc;int for the implemeptation of our national
mandate to provide -educational training in this new area of higher education.
It constitutes what may be considered a basic set of library holdings in
Spanish for internatiional business, forming the minimum resources
necessary at any school with. a serious commeréial-Spanj.sh curriculum.

It provides teachers with a list of readily-available books to use in their

©

own continuing education and for bfssibl-e adoption for us in courses. It
serves the student and bilingualu rofessional who neeid a personal library
in their- area of concentration, b vpr0viding list of books on specialized
aspects of the business world.

In qrder to preseat the most elementary aspects of business letter
writing in the first semester of commercial Spanish at EMU (SPN 36l),

.

we use Mary H. Jacksm;l’s Manual de é:orresLondencia espaffola (Skokie,

Illinois: National Testbook Company, 1978). For the second semester

course (SPN 362), we use the more extensive Bilingual Guide to Business

and Professional Correspondence (Oxford: pergamon Press, 1970) by

Joseph Harvard and I. F. Ariza. This first area of each course, commer-
cial coorespondence and documents, is the area which has received the
most attention from publishers, and there aré many books availat;le which
deal with this top{c. fn addition, commercial correspondence is oft.gn~

a part of other books, such as the two used as textbooks at EMU discussed

» ) %

below, which provide important a&ditional examples of commercial

documents other than letters.
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For the first-semester course (SPN 36Ji.), the Spanish adaptatio

¢

of General Business (DeBrun, et. al.) by Carmen I. Rodr{guez &e

|
!

Roque and Margarita Pfez de Abreu provides initial exposure to

(

vocabulary from a representative sample of operational areas: economics,

consumer interests, banking, insurance, business communications, business
organization and management, labor and governmental relations with
business, as well as job hunting. This introduction is followed in

the second semester by one of very few textbooks aimed specifically

at English-speakers who want to learn commercial-Spanish vocabulary

and Hispanic business practices: ” Nelly Santos, Espaffol comercial
(New York: Harper & Row, 198l). This pioneering book, though
marred by frequent printing errors and carless proof reading, is

. f: 0

useful in providing numerous re¢adings in twelve chapters, each dealing

<

with a separate business area: . administration and management, banking,
real estate, accounting, credit and finance, business law, economics,
statistics, data processing and computers, secretarial énd office manage-
ment, marketing, sales, and transﬂportation and insurance. For éach o
chapter, Professor Santos prdvide‘s a second section with sample documents
and related correspondence, making the book a rich source for
familiarlizing students with a wide variety of such materials. Exercises
help students assimilate the business vocabulary.

The most successful component of each of our courses is the

reading of numerous articles published in foreign periodicals, such as

. / ' . . . .
Excglsmr, Unom&suno and Hispanoamericano from Mexico, El Nacional

<

\\ - . 248 ﬁ
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and ‘Resumen from Venezuela, and the ABC Madrid from Spain, covering

a vf;ide variety of business-related topics. For this assignment, each
student is r;quired to write a éumma_ry, in Spanish, of the information
giyen in the ;rticle or the attitudes expressed in it, as if he or she were
asked by a company to keep track of bi;siness developments in foreign
countries. The summary report is presented to the class as an oral
report, and a typed copy 1s subrﬁitted to the teacher. The student, in
collaboration with therteacher, ‘must make up logical questions, also

in Spanish, which cover the main points of the article., 1In addi\tion.

>

the students must choose important commercial-Spanish terms from

the article and provide accurate. definitions in Spanish for them. These
materifals--the article, the questions and the vocabulary--must be copied
and distributed to all class members one weék prior to the date of the
oral report. The questions.are answered in class after the report is given
and the article is discussed.

In the past three years, this last component has been one of the
most successful in providing exposure for the students to the commercial-
Spanish lexicon in a native unadulterated context. Being entirely in
Spanish with no reference to English, it encourages students to build
associations among commercial and non-commercial Spanish words
and expressions. It encourages students to use a Spanisl'll-to-Spanish

dictionary--as opposed to an English-to-Spanish one--and provides

practice in manipulating the new lexical items. Bccause of the great

success of this procedure,’'l am now compiling a Business-Spanish Reader
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for use in my classes. It is an anthology of articles, accompanied by
a number of exercises. L
Thig reader will contain about 25 articles, in order of difficulty
or length. The text of each article, with important or difficult terms
glossed in the margins, is accom?ani‘ed by a aumber of gkercieSes'
providing a guide to the comprehension of its contents as well as
fur'ther practice with its businéss—Spanish vocabﬁlary. Since deVeloping
extensive familiarity and fluency with the commercial-Spanish lexicon
is the main purpose, mos't of these exercises make no references to
English. They require\ instead the frequent use of a Spanish-to-Spanish
dictionary and focus attention on the interrelationships émong the terms
and exp.réssions of each article's commercial subject matter.
Undoubtediy, the existing courses and the program requirements
described here will ;:ontinue to evolve, changing to keep pace with
our growing awareness of the needs of the business community. This
description is offered ‘to provide one example of how a commercial-
Spanish curriculum might take shape, with my best wishes for success

to all those who are struggling to develop courses and programs in

this new and important field.
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THE EXPERIENCE OF A SMALL, LIBERAL ARTS COLLEGE
by
Dr. Alexandra Tcachuk
Associate Proééssor of Spanish
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TEACHING PROFESSIONAL SPANISH

The Experience of a Small Liberal Arts College

The last few years havéjai;;essed a proliferation of college-and uni-
versiéy foreign- language courses whose aim is to help brepare students for
a business career. It is a qgjor development in the teaching of foreign
languages qu one that should have come about much sooner.

Rosary College is a typ'cal example of the small liberal arts college
where enrollment in the "regular Spanish courses” began to drop con-

siderably a fewlyears ago. In an éttempt to counteract this trend it was

T

decided to revise the curricdlum, by first adding a Foreign Language Major

\kwhich combined two or more languages. It was hoped that this would give

A

 students a wider scope and greater pb%sibilities of success in finding a

job. | h
o Th;;weak position of the lingd;ge departments was duplicated, to'a

much greater extent, in the school at large. ., A major reshéping of the
curriculum took place with the introduction of a business major at the -
undergradutate level, an international business major also at the under-
graduate level, and laét but cer;ainly not least, a Master's degree in

Business Administration. These revisions have done much to revitalize not

only Rosary College in general but most especially the language depart-

wents. In addition, Rosary has recgntly applied for, and obtained, a-

federal gramt Eorxihe design and implementation of a major in international

studies which will go into effect next year. Needless to say, this new
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major contributes to emphasize the need to Fpply languages to the pro--
fessions.

Rosary College has four lénguage departments: French, German, Italian,

and Spanish. The Spanish Department was the first to incorporate a course
. ﬁ

entitled Professional Spanish, which was so successful that now it is also

offered in the summer as an evening course. The other three language

departments will introduce their own versions of Professional Spanish 1in

the near future.
In setting up the Spanish course a decision had to be made as to the
level it would be assigned. Because languages are classified at Rosary as

electives it was agreed not to assign a 300 or 400 classification. Few

. students make it to the junior and senior—-year courses in”languagés. The

<

Spanish Department settled for the 200 level, wﬁich means that students may
take the course after completing the advanced intermediate courses on
speaking and writing. 'They are not usually fluent enough to tackle husi;
ness and legal terminology with ease, but at least more of them are in a

position to take Professional Spanish (Spanish 251).

Our advertising for tﬁis next summer is directed to three kin&s of
students:

a. The undergraduate who may be majoring in International Business.
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b. The adult student--native speaker or otﬁerwise—-who is noﬁ
employed and needs to further his knowle@ge of Spanish mainly in business
or the legal field.

. Ce In view of the current "boom”™ in the teaching of Spanish for the
professions, we will advertise to the Spanish Departments of célleges and
high-schools in our area who might wish to develop their own course. The
need to prepare teachers 1s as great as the need to instruct students.
Knowledge of the language does not necessarily‘qualify you -as a teacher in
the business field.

One problem that confronts teachers is the lack of suitable material.
Much of the writing done in the business, legal, and medical areag is
reduced to a servile imitation of English. A free-flowing, crisp|/Spanish
-style is conspicuous for its ahsence,iand the texts used as models for
’business éorrespondence show almost total disregard for style or jeven plain
grammar rules. ;

In addition(to the standard activities such as cotresponde@te, comple~
tion of various forms-—applications for employment, credit<applications,
employment applications~-, preparation of reports, memorizatioﬂ of dia-
logues, Spanish 251 includes interpreting and simultaneous ﬁranslation.

The language departments have not yet availed themselves of the
Internship Program which was established b} the College a few years ago.

Hopefully, an increase in the number of students taking Spanish 251-—and

perhaps subsequent business courses—-will result in pa;ticipacion by the

Spanish Department in this new and very exciting program.




RS

hzre are some of tﬁe points that prospective teachers of Professional

.

Spanish might take into account: '

1. In a small college such as Rosary a business course méy be just one

more offering within the Spanish Department. It offers a special bonus in that

students may ilmprove their grammatical and conversational skills while acquiring

thq rudiments of a whole new field.

2. With small enrollments Professional Spanish should be considered as an
intermediate offering. _Some institutions of limited size, however, ‘may enjoy N
more substantial enrollment figures an& thus be able to assign a junior or
f o senior level to their course.

3. If the number and quality of the students increase in the near future,
Rosary will perhaps 1ntr6duce additional courses. Even now there are stu-
dents who would lik? to minor in Business Spanish.

4. Extreme care should be exercised in the choice of qaterial now
available in the market.

5. At the intermediate level, student interest should be kept alive by

introducing alternate activities in the same class period.




6. 1f necessary, the courses should be advertised throughout the sc?ool
and to the caﬁmunity atklarge. Rosary College advertises.only its summer
session to legal groups, banks, hospitals, businesses, and other insti.utions.
This particular year the Spanish departments of colleges and high-schools in the
area will be added to the list.

7. It should be pointed out that employers will often underwrite the
expenses of their employees' tuition, provided they earn at least a B grade.

8. Above all, instructors should be honest with their students. A course
or two in Professional Spanish will not lead to the presidency of a large cor-
poretion or even to the immediate results expected by so many naive youngsters:
a high-paying job immediately after graduation. Spanish for the professioms is
still in its experimental stage, and for now it is only ﬁhe cocnerstone of a

reality that may or may not be awaiting the students after leaving school.

Alejandra Tcachuk

Rosary College
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A SUCCE3SFUL TRANSITION
by
Dr. EarlhThompson
Associate Professor of Spanish and Italian
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Earl Thompson

Associate Professor of
o ' Foreign Languages

Elmhurst Collegé

190 Prospect Street

Elmhurst, Illinois 60126

Business Spénish and the Liberal Arts Collegej

A Successful Transition

Small liberal arts colleges face the same challenges con-
fronting large universities, but because of more limited -
resources in staff, funding, and st&dent enrollment, our approach
may be quite different from that of a larger school. Elmhurst
College has dealt with this c%allenge by developing a successful
busineés Spanish course. We believe our experience is typical
of many small colleges‘and may prove useful to them.

Elmhurst is located in the western suburbs of Chicago. It
isva fo;r—yea; undergraduate institution with an enrollment of
2,400 étudents and a one ‘hundred~year liberal arts tradition.
The Department of Foreign Languages is small: £0ur full-time
faculéy members teaching French, German, and Spanish to approxi-
mately 260 students each year, 25 of them majors in foreign
languages. .

Over the past decade the nature of our department has
changed. After the foreign language requirement was dropped in

1976, few students majored in foreign languages, and still
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fewer pursued careers in teaching or continued their education

in graduate school. At the same time a growing number of them

chose double majors which combined foreign languages with busi-
ness, psychology, or political science.

The Spanish major at Elmhurst College Eonsists of a minimum
of seven courses at the junior-senior level. Traditionally,
'Students‘select two courses in advanced composition and conver-
sation, a two-coursé survey of Spanish civilization aﬁd\liFerature,
a two-course survey of Spanish American civilization aﬁd litera-
ture, and a January interim class. This we consider to be a
minimum for all majors. Unfortunately, our enrollments justify
just two upper level courses egch term, so any alfernative class
offering means deleting one o% these traditional courses. While
our majors found the language, civilizétion, and literature
classgs challenging and enriching, they lamented the lack of a
course more directly related to their jobs .following graduation.
Thu#, after considerable debate within the department, it was
determined that we should add a one~semester business Spanish
course to the curriculum.

The Spanish for Business co;rse was to be at the advanced

level with one year of composition and conversatiqg\if a pre-

requisite. Thus we could assume that students with language

skills already highly developed could congcentrate on those areas
specifically related to business Spanish. we also desired a
course suited to the expertise of our faculty, i.e., one dealing

with the language of business and with general business

ERIC - | - 239 S
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practices. We were well aware of the expertise of our colleagues

in the Center for Business and Economics, and did not wish to

compete with them.

What evolved from our discussions was an advanced conversa-

tion and composition course which focused entirely on business.

It met two 90-minute periods each week for fourteen weexs.
Considerable emphésis was placed on vocabulary building rein-
forced by daily quizzes and role playing, with secondary emphasis
on the function and composition of businegs documents.
Textbook selection posed a problem. As we are all well
aware, this is a new area of interest and our knowledge of
Spanish for Bﬁsiness texts was limited to those readily avail-

able for examination. We selected two texts: Spanish in the

Office/espafiol para oficinas, J. Bray and M. Gémez-Sinchez

(Longman: London, 1980), and Business and Finance Workbook,
Jarvis, Lebredo, and Planells ZB. D. Heath: Lexington, 1981).
The former, which we used as a composition ta2xt, contains a

well-written introductory essay on Spanish business practices,

a glossary of formal salutations and closings, model business
documents, and a variety of writing exercises. The Jarvis,
Lebredo, and Plapells workbook is designed for use at the
elementary or ihterme&iate level. As such, the grammar exer-
cises were unsuitable for our pufp&ses. However, in our opinion,

the vocabulary lists were excellent and the role-playing exer-

cises could easily. be adapted for use at any level.

26¢)




A third goal of tlre class was to provide participants with
a realistic view of how they might use their language skills
gollowing éraduation. Prior to the course, ﬁost students
thought only in terms 9f work in large translating f?fms, inter-
national airlines, or international business. Few students were
awa;e of opportunities in local Chicago firms. Two projects |

were initiated to help them gain a broader perspective. During

>

the term, guest lectures were presented by a number of business-

¢ , o
persons who use Spanish in their work, including a panel discussion

by four of our recent alumni fepresenting not only international
business, but also Illinois state government, and a local public
relations position. Students were encouraged to engage in frank

discussions with the speakers about prospects in their field;:\ .

-

as well as the pros and cons of‘such a position.

The final semester project was to seek out bpsinessesuwhich
have an internafionai focus or which employ Spanish-speaking
persons, to interview a ;epresentative of those busineéées, and
to present the findings to the glass. Our studénts were quite
diligent in seeking out eligiblé co;panies. Among those inter-
viewed were Allied Van Lines, IBM, McDonald's, Paperﬁate,
Automatic Electric divisionlof“GTE, and Swift and Co., as well

’

as smaller enterprises .such as Jolly's Restaurant, Amlings
Flowerland, the DuPage Memorial Hospital, and Trbpical Optical.
The interviews were quite illuminating. Contrary to our

expectations that large international corporations would bu the -

best source for employment, we found that of the six, only two
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to expand into foreign markets. They are small enough to be ’

and they emerged with a feeling of confidenceiin dealing with

w

>

of them, .Papermate and Allied Van Lines, had a multilingual
focus. The other éorporations conduct executive-level business
only ih English; Papermate, on the other hand, provides in-house

Spanish classes for its executives and Allied Van Lines has

>
o

bilingual personnel because it must communicate with foreign f
carriers.

Prospects wifh smaller businesses in the Chicago area are
growing.as local firms adaptttb the increasing Hispanic popula=
tion. However, we found very mixed reactions from business-
perspds at this ievel: those persons who welcomed bilingual
persounel, those who recognized a need for them, and still
5thers who resented anyone unable to speak English and who were
unwiliing to accommodate them. Nonetheless, we were pleasantly
surprised at the wide rJnge of job opportunities among sﬁall
businesses in the Chicago area.

[

For those desiring a position with opportuhities for foreign

travel in an international corporation, we found the best

prospects lie in medium-sized, growing corporations which wish .

flexible and can develop a marketing strategy along myltilingual

)

lines.

The results of the course Qere quite gratifying. Students
acquired the vocabulary needed to conduct business iniSpanish,
they were adept at writing a wide range of business documents,

<

businesspersons. Most important, they completed the course with
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a realistic view of how they might best use their language skiils
following graduation.

Based‘on these results, our department has decided to make
Spanish for Business a permanent offering at Elmhurst College,
énd we have developed similar courses in French and German. We
feel that business Spanish has become a valuable addition to our

curriculum and are firmly convinced that other small college

curricula can profit from a one-semester course such as ours.
, ,

&
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THE HUMANITIES APPROACH TO INTERJATIONAL BUSINESS

High Point College is a small, private college of 1L50 students
in centrgl Horth Ca;olina. This year we have inaugurated a new program which
combines the liberal arts tradition with specific technical training in
business and foreign language to prepare students for a caréer in inter-
national commerce. Our nev venture is still in its infancy but shows greet
who will take advanced lanouabe courses. Qur progran could be aderted to.
similer institutions as iis inierdisciplinary ngture represents what we in
emall colleges do best. At High‘Point College we have a slogan--"A quality
education with a personal touch." We feel that our new progran exemplifies
+=ic ideal. Therefore, toduy T would like to shure with you our planning~
process so that it nigrt serve as an aiid and ¢ puide for uhose of vou whe

i

wish tc create curricula of yowr own in this field. X

P

Car mozivatic

o]

fo“ repinning the proerarm ¢ ernmed frgm the yrorlen

facing muny forcign'langpa5¢ derartments in the mid»seventies--‘ecrc'"ing
enrollmernt iﬁ u*pé; divizion ccurses. Althoust we had « lenpuage reguircrens

of six serester hours for ell students, few contirnued study beyoné the
requiremant reriod. The French major had teen deleted from the curriculum in
197L end the Spanish msjor was gttracting fewer and fewer students. Kecognizing

-

tiie need to examine our toial offeringes, the Modern Fereipn Lancuere Lepartnent

ﬁapplied for a Consultant Grant frcm the National Endowment for the Humenities.

Uron being awarded the grent in Scp erler 1940, the Departrent beron s overall

=

study and revicion of the curriculum which vas completed in Decerlber, 1081.

55

potential in recruiting students to the college and in increasing the numbers




ERIC

Aruitoxt provided by Eic:

With the help of our consultant Dr. Claire Gaudiani, we examined
our courses for advanced students and noted thz* our curriculum was designed
primarily for studentc in teacher education or for those continuing language

&

study in grcduste school (although we did have courses in Business Spanish,

French, ard German). lowever, the number entering teacher preparation was

declining, On the other hand, one-third of our students at High Pcint College
wvere mzjoring in business. In addition, the majority of the advanced language
students were business rajors. However, there was no ccnnecting link between

the two areas and thus the logical first step in our curricular revision was

. to esteblish ar interdiseiplinary propram in foreipn language and tusiness.

We imﬁediately approached the Head of the School of Zusiness and from
the beginniné haé his fuli support and cooperetion. His motivaﬁion was
different from curs. His problem stemmed from the increasing number of foreign
students. in his department, many of whem were fror: Spanish-speaking countr%es.
¥e¢ felt that his major had not been adequately cerving the needs of these———
gpecial‘stuicnts. After enlisting his surpert, we turnsd owr atfention te
the administration. The consultant urgenized a one-day session for the

zderic Deun, two members of “he tuciness fsculity, ani -  one renrcszniaiive

W

frcer foreigr languages. By involvirg the Dean in our planning process Iro

2]

the vory bosinning, ve made him feel very muek a part of cur work eand “his
may have been the single mcst importrat factor leading to our succezz. 27
the end of our meeting that day, we had worked out the essential elcments

of the curriculum. Basically, ve kept the core of business courses (30 szmester

hcurs) required of all busiuncs majors. Ve added & foreign lenguzfe core of

" four courses bevond the intermediate level: Conversaticn, Advanced Cramrar ,

and ZJormr:ziticn, Civilization, and s course in Dusiness Sranish cor Trench.
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But we were not yet satisfied. This program perhapé nore thaﬁ any other needed
strong surporting courses froé other disciplines. It was necessary to make

our stulents citizens of the world with an international outlook. Therefore,
we added an addition core of fifteen hours: three hours in literature and
twelve hours chosern from international econcmics, culturai anthropology,
political science, history, and g2ography. Firally, we believed these cstudents
shoulé participate in a cu;minuting seminar in their senior year. In the
liveral arts *radition, the& would bring together the knovwiedge from the
various disciplines and form their own relaticnships ané connections. By'

May 1631, the curriculum hed been aprroved by the general feoculty. With the
exception ¢f the seminar nc new courses were ad dded and no new insiructors had
to te hirec. This fell our enrollment more thar doublced in all of our

advanced courses end this increase séemmed in part from thé new progran.

Unce the curriculun had beer established, we turned our ettentiorn to

D
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th2 cermunity. Cur coliege has 2 cpecial sdvantage sinc
g } o .

w

middle o7 2 thrivirns industrial erea 'itb internations1l interests. Hich
is *the cernter of the country's furniture manufactiuring and each fall end
srrine hesis the major furniture market attracting buyers and cellers Irem
throughout the world. In addition, the entire Triad area of High Foint,
Creerchors, and Vinston-Cclem ic 2 larce center cf textile manufarturing o
a}l xirnds--puch of which is shirped abroad. Moreover, everyone knows <hat
in North Carolina tobacco is king and the exporting of the product is becorming
more imrortant as the aomastlc ra”ket decreases. R.J. Peynoléds World
iieadquarters is located only twenty miles from the camuus and the college

already hes a working relationship with the compeny thirough its Continuing

Adult Eiucation Trogrem. The rescurees were unlimited but how could we tap thez.
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"with those vho could assist us.

We wented to involve the community in two specific ways:l) To have
those who showed an interest in our program become merbers of an advisery
council znéd 2)To have companies utilize our studentc as interns in their

exportinge and importing dep-rtments. Our need was te indentify and nake contacy

We began by holding o luncheon witl selected memters of cur FPoard cf

Visitors who were prominent in the industrial and firnancial comrunity. Their

.

ascistance was inveluable in providing us with the names and addresses of reople
who mi-ht te willirng to help. We attended a meeting of the Triad World Trade :

Club and let their members know cktout our rrogram. VWe went to a confcrence

2n exporting furniture and talked to as many people = we could. Once wa ha!
comriled e list of names we devised a survey to bte sent to them. OF

tiirty orgenizations responding, sixteen ars willing to serve on an advisory

L XJ .

rteen are ready to accept internc. With these results we are novw

e

board and th

forming our csuncil end are prepzring to send cut cur first interns pext

year, We =till Reve te "sprend ile word"” tut we have taken the initial ster.

4.

Insiter community rascurce which should nc’ be overlock.d is the

Inter:a<icaal Trade Adrinistration of the U.S. Depariment of Coimerce. an
£eine ovists in elmost all fifty states and the trade consultants ors nos
willine te assist in any way they car. The consultant for our area furnishe

faag,
W <

A s

IR}

3f aharge a great dezl of inferraticn anli bibliogrzrhy. Moreorer, heo
introiuced us to many people active in world itrade. Finally, he is helping us
to initis‘e a new course in international rarkeiing, Tinance, end documentaticn

for next {all.

1

Our prgraw has had a suzcacsful bezinning. We have established ¢ gocsa

G

2

currisuium including the necessary tusiness ané foreirn lanpuage courses tut

ravre net neglected o general tomarnities preyparation, tnus 1inkings rany areng

| - 268
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Of tiher Collere toovianr Do ool Talkys €UIUNT LoSura @ocommon gozl. We have
also involved tie commaunity adiing another facet to thé relationship of
"town ani gowrn" so imﬁs;iant teo the survival of private colleges in the
Eighties. We now a2 turning our attention to recruiting rew students to )
the program throusgh ccntacts with foreign lanpuage teachers in the high .

schools and articles in local, regicral, and rational publications.

Vie are investigating the addition 6f an optional European. study-abroad
component to the curriculum znd look toward the futwre establishinent
¢f internships in fcreign countries.

Cur internaticnal business program can readily be adapted to cther
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lements are not uninque. There are however certein practical
suorestions that we at High Foint College wvould offer to those of ycu
conzilering estiblishing sinmiler curricula: . - . "
1. PBreak out of the confines of the foreign languare department. This iype

{ program czn only succeed if it has the support of the entire college. Involve
everyore, including the adrministrution, in the planning Trom the s*art, I€ 211
eilderced, evervone will eel 1art of the progrzam. Als., Zet
everycne have some o the credit. The roveipn lan~uare Cepartront can only

tercfit £rov a coorurative oinirit.

’
2. Use your community resources. Find out how your prorram can re.ste 4o you:

.
town or city. Atk lovsl businsssmen to help. Take 2 survey. "ulk 4o the
Charber of Comr2rce, Rotery, Xiwanis. More end mere tucinesses are tecoming
international.in scope and mary would be ready and willing to aseist.
5. Do rot feel tiat you kave tc spend money or hire new faeulty to susceed. L -
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the world of international business,

International business curricula represent the union tetween professional
carcer rreparation and the liberal arts. We, the members of the fereign

o . . . . . . - . "
languagse fecilty, can exercise a significant role in "humanizing the curriculum,
. -

[ =

t

Q.
8]
[N

if we n a spirit of sharing and cooperation. As a result, the study of
lenguages once again can play a significant role in the general college. The

oprertunity exists and we must grasp it at once for our benefit, the benefit

cf our students, tle college, the community, the nation, and the world.

Frances 8. Yoch

’ Chairmen, Departrent of

Modern Foreign Leanguages

Eich Peint Cellege
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I. The Rationale of the Program

Historical relationships of the components. The new synergy advocated in this paper

is commensurate with the inception of culture. 1f the term culture is accepted in its

correct anthrovological sense, we are immediately confronted with four cultural

a) the birth of an articulated language

b) the production and employment of objects used for transforming the relation-.
ship btetween man and nature )

¢) kinship relations as the primary nucleus of institutionalized social
relations

d) the cconomic exchange of goods and services.
The whole of culture, thus, is communication: human societies exist only when com-
runication hac been established. When communication, languupe, and business courses
gre chosen as the main componcnﬁs of an educational program, we are returning to the
primardial elements of the society of men. '

Contemrorary exrerts, like Wilbur Schramm, state that the fundamentzal social
prrocess is ccrmmunicaticn. Communication ccmes from the La;in communis, conzron. When
we comrunicate we seex to estéblish "eommoness" with someone. "No man is an island" -
said Donne ione zpo: Communication makes the human society possitle. Sbciety is a
surm of relationships in which information of some kind is shared. Vhen we study com-
munication we study people relating to eacq other and tc their groups, organizations
and societies, influencing each other, being influenced, informing and being informed, .
teaching and veing taugﬁt, entertaining and being entertaincd. To understand human
cormmunicution we must wunderstand how peorle relate toc one another.

Because communicaticn is the fundamental social process, beceuse above all,
man is an informat ion-processing creature, a major change in the state of information,
a major involveéent of communication, alwzys acccrpanies any rajor social change.

ree

in

[N

s major social change is here with us today. Instantaneous telecormunications,
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rapid transportation, the increasing complexity of irdustrial production, and the
multiplicagion‘of goods and services combine to push, irresistibly, in the direction
of making all business international in character. |

Business, on the other hand, relates to reality, to activity, to operating
institutions, to human effort’directed toward achieving some human satisfaction. The
unifying purpose in the international business field is to enhance the likelihood of
mutually profitable transactions across national boundaries. To engage' in international
business activities entails.to engage in acts of intercultural communication in order
to achieve a commonality~of benefits. The web of transnational relationships of men,
services, institutions, and goods are part of today's yorldwide systems of communica-
tion. Today virtually all decisions are viewed internationally in order to maintain
optimum policies. :

Pedagogic implications. Therefore, it has become the view of the leading schools of

business that all students should be well versed in the international dimensions of
business. 1In effect, the American Assembly of Collegiate Schools of Business (AACSB)
changed in 107k its accreditation standards so as to require that the curricula re-
flect the worldwide as weil as the domestic aspects of business.

Vhen cne speaks of educating or training peorle for international business cne
refers to all those individuals whose Jdb can better be performed if they are familiar
with the economics, politics, and culture of various foreign countries, and if they
have an understanding of the international aspect of polities, economics, finance,
and transportation. One e8lso refers to a wide variety of people who work in various
capacities in different typés of firms, yef never travel abroad. Their business
is affected by competition from imports, or utilizes imported parts or services;
they correspond with foreign firms; they meet and deal with visiting foreign business-
ﬁersons or governrent officials; their work entails ar understanding of the fcreign

salec or foreign operations of their companyy they must make decisions which affect,
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indirectly, the foreign sales or operations of their company; they must fully under-

stand the environmentbin which their firm's foreign operations are located in order to

communicate-—in our case the Ségnish American one—with the company's overseas personnel.
At the same time, it would be grossly uneconomic for each School of Busiﬁess to

develop the whole armory of skills and expertise which the teaching of language and

culture calls for. The School of Humanities, in general, and fhe Foreign Language,

in particﬁlar, can normally undertake this task. oThe language departments can develop

a series of courses to service the needs of the international business student. 1In

fact, ﬁhis is a modern kind of synerﬁy'in staff activities. For universities should

scan the environment in which the sthdénts will live and make a living. If business

is communicatiocn, and the principal cignalling systems employed by human beings for z

the transmission of information ar; languages, it becomes all but inescapable go |

conclude that the teachers 6f foreign lgnguages and cultures can teach business courses

|

]

!

|

: |

in the target language, in this case business Spanish courses. : 1
This synergicstic approach demands our consideration of language as & process . i

|

fundamentally sociolesical in its nature. Language, ac seen within the frame of com-
.
munication, is basically language-activity, always used in a significant situation.
Tus, action has primacy over any other consideration: how pedple react vo decoded
symbols s now the area of overriding concern since we want to assess the effects of
language on people. The important thing is to arrive at a communicative pedagogy of
language, that is, to teach it according to its social use or function. Its signifi-

cance, with this purview, lies in its use. If langusges, too, belong to & larger

wrole. human cormunication, learning to use languages efTectively and to know the
b

cultural context of the linguistic communication is imperative for the businessperson .{
;
1
!

in this international era. |
. j
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A successful linguistic communication depends, not only upon the receiver's

N

reception of the signal and his appreciation of the fact that it is intended for
him rather.than for another, but also upon his recognition: of the sender's communi-
cation intention and upon his making en appropriate pehavioral or cognitive response

) to ?t. In point of fact, any ve;bal behavior is ggal—oriented: a’‘ms determine the
means used. Language, therefore, must be investigated in all the varieties of its
functions.

Outline of linruistic functions. Whereas the brief enquires performed above gave

us the relationships of the fields of communication, language, and business in the

o .

context of the past and present societal needs, the next logical step is to analyze

the main functions of language in order to justify a program that will teach in

Spanish~-or in any other language for that matter—notions of business and communi-

. e s o . . & . . . .
cation which respond to linguistic pédagogy per se. This concise survey will give

us the constitutive factors in any speech event , in any act of verbal communication,
commensurate with our objective.

we | . , | J
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Roman Jakobson, one of the most lucid minds in the field of linguistics,

offered a classical analysis which we prefer to bring ad verbatim because of its
»

clarity. It comtinues the work of Kerl Blhler and shows a great similarity with

o

the communication models.

"The ADDRESSER sehds a MESSAGE to the ADDRESSEE.“TO be operative the
. message requires a CONTEXT referred to ("referent" in another somevhat
ambiguous nomenclature), seizable by the addressee, and eithzr verbal or
capable of being verbalized; a CODE fully, or at least partially commcn
to the addresser and addressee (or in other words, to the encoder and
decoder of the message; and, finally, a CONTACT, a physical channel and
psychological connection between the addresser and the addressee, enablirg
both of them to enter and stay in communication. All these factors inalien-
ably involved in verbal communication may be schematized as follows:

CONTEXT

| ADDRESSER MESSAGE ADDRESSEE
CONTACT
CODE

Fach of these six factors determines a different function of language.
Mthough we distinguish six basic aspects of language, we could, however,
X hardly find verbal messages that would fulfill only one function. The
diversity lies not in a monopoly of scme one of the several functions but
in a different hierarchical order of functions. The verbal structure of
a message depends primarily on the predominant function. But even though
a set toward the referent, an orlentatlon toward the CONTEXT—briefly the
so-called REFERENTIAL, "denotatlve "cognitive' function—is the leading
task of numerous messages, the accessory participation of the other
functions in such messages must be taxen into dCCOUﬂt by the cbservant
linguist. The so-called EMOTIVE or "expressive " function, focused on the . -
ADDRESSER, aims a direct expression of tlie speaker's attitude toward what
he is speaking about. It tends ta produce an impression of a certain
erotion whether true or fciﬁned...q If we analyze language frcm the stand-
point of the information it carries, we cannot restrict the notion of
information to the cognitive aspect of language. Orientation tcward the
ADDRESSEE, the CONATIVE function, finds its grammatical exj pressions in
vocatlves, questions, and commands. In addition, we observe three further .
constitutive factors of verbal communication and three corresponding
functions of language, There are messages primarily serving to establish,
to prolong, or to discontinue communication, to check whether the channel
! works ("Hello, do you hear me?), to attract the attention of the inter-
lgcutor or to confirnm his continued attention ("Are you listening?" and
on the other end of the wire, "Um—hum!"". This set for CONTACT, or in
Malinowski's terms PHATIC function, may be displayed by a profuse ex- .
change of ritualized formulas, by entire dialogues with the mere purport
of prolonging cdmmunication. A distinction has teen made in mcdern logic




between two levels of language, "object language", speaking of objects,
and "metalanguage', speaking of language. But metalanguage is not only
a necessary scientific tool utilized by logicians and linguists; it plays
also an important rcle in our everyday language: we practice metalanguage
without reelizing the metalingual character of our operations. Whenever
the addresser and/or the addressee need to check up whether they use the
same code, speech is focused on the CODE: it performs a METALINGUAL:
(i.e., glossing) function. "I don't follow you—what do you mean?".

We have brought up all the six factors involved in verbal communication
except the message itself. The set toward the MESSAGE as such, focus on
the message for its own sake, is the POETIC function of language...

Now that our cursory description of the six basic functions of verbal
‘communication is more or less complete, we may complement our scheme of
the fundamental factors by a corresponding scheme of the functions:

REFERENTIAL ,
EMOTIVE POETIC CONATIVE
PHATIC
METALINGUAL"

Since linguistics is the global science of verbal structure, nqnlitera:y
structures may be regarded as an integral part of linguistics. Insistence on
keeping nonliterary structures apart from language teaching in advanced courses is
warranted cnly when the aim is the training of literary cfitics. Linguistic com-

) ’

petence, on the other hand, as the goal of second language learning, has been re—

stated as communicative competence. Communication, thus, lies at the interface
between language learning and the use of language for social purposes. That is,
certzin semantic structures occur in concurrence with specific communicative
functions.

In effect, prominent in the second language teaching profeséion today is the
claim that the goal of linguistic competence in language learning is inadequate.
The restatement of the goal, partially in light of the preceding study of the
commmunicative functions of ianguage, as the acquisition of communicative competence

-~

is defined today as follows: "... the ability to function in a truly communicative

sgtting——that is, in a dynamic exchange in which linguistic competence must adapt ,
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itself to the total informational input, both linguistic and paralinguistic, of one
or more interlocutors."h The'inclusion, thus, of a third component,>communication,
in this paper on a Business Spanish Program is, in our opinion, imperative.

The first two levels of language teaching, devoted to the acquisition
of the basic linguistic ékills, similarly, must take into account the fact that
verbal structures aré dete¥mined by the communicative functions just reviewed.
The ability to discriminate and %ronounce thez sounds of a language, and to produce
grammatical sentences in an abstract situatio; does nop correspond to the need to
initiate speaking and to interact freely in a business situation.

It is no accident that, at the same time that instructional programs and
learning activities are being developed to facilitate the goal of communicative
competence, such courses &s "SﬁAnish for Medical Personnel"”, "Commercial Spanish",

»

and the like, are proliferating, and all under the aegis of Spanish for special

™

EurgoSe;. Thus, our first two traditionzl levels of language skills teaching should

include business situations in which the need=d linguistic structures tend to occur.
Summing up: the examination of the comnstitutive factors in any cpeech event,

in any act of verbal communication, illuminated the existence of the main functions

of language. The learning of language has been redefined as the acquisition of .

commumicative competence. We have, thus, defined now the problem of language learn-

ing ac one of conmunication in a given social situation. The problem was broken

down into six dimensions or functions of language. The emphasis now is on learning
linguistic structures in which the referential and the conative functions are pre-
dominant. Logically, the following step to take will te in the direction of finding
& method that can provide us with the nece;sary flexibility to accomnmodate the multi-
faceted business needs of communication in Spanish.

THE MCREYOLOSICAL ANALYSIS. The descriptive label "morphological method" »}as coined

by Fritz Zwicky, the famous astrophysicist and jet engine pioneer. This method for

[E T(jcreut1v1ty aims to single out the most irportant dimensions of a specific protlem

o o ‘ , . ;
v hd
.




reveals many potential technical possibilities that have been neglected or that are
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and then examine all the relationships among them. Morphology means structure and the
technique seeks to explore all the possible alter¥atives that a multidimensional matrix
may yield. By systematically exploring a field of possibilities, morphologica} analysis
strange at first glance. This stimulates the imagination and causes the creative work
that we had hoped for. Computarization of the written description of each Soluﬁion

in & form easily grasped by the mind has noticeably increased this stimulation.

Although the term morphological analysis was coined by Zwicky the method is in fact

very old. One can trace it back to the Majorcan logician and mystﬁc mcnkgRa;dnHEull
(122%-1315). Lull héd an idea which he called the "Great Art". By combining a v;;f\\\ o
srall nurter of principles one would have the possibility of solving all the problems
of philosophy and metaphysics. His principles weré materialized by boxes on circles

rotating around the others. Centuries later, Leibnitz, a strong partisan of the art

of Lull, spoke of it with praise in his Dissertatio de Arte Corbinatoria. The method

generalized: A. Kircher, the inventor of the magic lantern, also used 2 morvholngicel
‘:l;

o

table for chemistry. From the outset, thus, the morphological method erphasizeé fundament$
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structuralkdifferences and/or similarities rather than fﬁnctional or perforﬁance
features. In some areas, however, like iﬁ structural linguisiics, the emphasis
has béen on the functional aspect, as was seen in the previous section.

The word "morphology" is used in a number of sciénces, where it describes the
study of the form or structure of the entity of interest (i.e., plants and animals
in biology, rocks in geology). The essence of the method is to break a problem down
into parts which can to some extent be treated independently, with several solutions

or approaches to each part. An overall solution is obtained by taking cne of the

pessible solutions for each part. The total number of overall solutions is equal to

the number of combinations possible, taking one solution to each fart. For instance,
if a problem can be broken down into three parts, such that there are two solutions
to the first, three solutions to the second, and four solutions to the third part, .
then the total number of overall solutions is: 2 X 3 X & = 24, The next step is to
determine which of these solutions are actually feasible (interactions between poten-

tial solutions to, individual parts, may rule out certain overall solutions). Once

the feasible solutions have been identified, tge best overall solution can be chosen.
As a corollary of this, the systematic examination of ali possible combinatiohs §f
solutions to individual parts of the problem may bring about the "inventioﬁ" of new
solutions to the whole problem.

To make this more concrete we will look at the following case in marketing:

"A firm operating in the immensely competitive packaging field is
looking for new product ideas. The aim is to identify something new or
cheaper thus escaping from the rigours of competition. One dimension of
the préblem could be the shape of the new pack. Another dimension of the
problem could be thé contents of the pack. The third dimension could be
the materials (or combination thereof) frem which the pack could be made.
The relationship between these three dimensions can be represented in an
accompanying figure. Assuming that these three dimensions fully define
the problem, there would then be: 7 X 7 X9 = Lll cells. Each cell
represents an idea. What is important is that this method helps to
generate an enormous nurber of ideas. The next step is to let the imagi-

. -
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‘naticn loose on each cell and seek to identify how far it deserves further

study and how far it may fulfill the firm's criteria of acceptance within

the company's objectives. Our illustration showed three dimensions. The -
method is of course- capable of having more than three dimensions, although,

at that point, they could not be represented in a pictorial form. Where

four or more dimensions are defined, one has to list all the permutations

and these can amount to many .thousands"l (See the accompanying figure).

The method is, ‘likewise, highly regarded in technological forecasting:

“"0Of all the techniques available for forecasting new products or new
processes, motrphology is probably the most systematic. It consists
essentially of a two dimensional checklist known as a morphological matrix.
The first vertical ordinate of the matrix is a column of boxes lettered
A, B, C, etc. (fig. 6.4). These correspond to the essential stages or
parameters of the technology under consideration. Each horizontal ordinate
contains boxes numbered 1, 2, 3, etc., these showing alternative methods . -
of achieving these essential stages. Figures 6.4 (Textile wet-processing
systems), 6.5 (Laminated products systems) and 6.6 (Clocks) are examples of
morphological matrices, the first being for a process and the others for
products. = The value of such two dimensional checklists lies in the facility
they provide for examining all.the possible c.rbinations of the alternatives
for each stage of the technology. Apart from describing the original pro-
cess, which would be represented by the combination Al-B2-C3, etc., may:

1) suggest alternative and possible improved means of achieving the original
technology; 2) describe closely allied technologies, or 3) suggest new or
hitherto unrecognized technologies."2 (See.the accompanying figure).

liow, it may be uéeful to think of the set of all possible combinations as a
multidimensicnal "morphological map". The configurations which have already been
concretely realizedﬁand are either in use in some form, or have been discarded, mark
out an area of "occupﬁed territory". Research and develorment is primarily devoted
to the systematic and detailed investigation of the known territory on the "map",
with the objective of improving upon the performance characteristics of existing

devices. On the other hand, a small but significant fraction of the total research

effort goes into exploration of the adjacent "terra incognita". It is the latter
process which is the subject of our paper. In effect, explorations usually tend
to proceed from the known part of the morphologi;al map only into nearby territory.
In other words, it~is-normal and natural to vary the parameters of the initial con-
figuration one at a time, keeping the others constant; in this way a seguence of

more or less favorable but similar arrangements is achieved.

. 282

-




~

oY

p. 257

Melaro (see Hotes),

Source:

257

Creatvuy and Innovaion m hternational Markcung

Tetrahedron
Hexahedron
Paralielepiped
Rhomboid
Cushion-shaped

e




(seé Notes}, pp. //1'9, 124-25.

- . ! (;'!’0 1 N L
| i |8LLACHING ANTL
< TEXTIL A [ DYELSTUFF ACHING FINISH o
e ’ ADDITIVE 0‘ AGLENT l' 5 i STAT |
i oBa | | P
FIBRE 8 | rROTEIN Icsuuwss’ nvion | FOLYM
SUBSTRATE o |
PROCESS ~ C AOUE[OUS AQUEOUS | ‘ORGAKIC ‘él‘fs
p,,quf, c\ ! :SOLU’HON SOLVENT IVACUUM
“ADDITIVE- ol I
HIBRE ) ‘\}J"S’A"T" DIFFUSION "?Eocr:”” lnucnvs
L MECHANISM l [
eic ’ ! ' ,
i Figure 6.4 Morphoivyicai mairix jor textile we Processing svsiems
124 Forecasting Technology for Planning Dccisions 7
IN\\_PROPERTY. ATy ¢ ' IFILLER
\ALTERN.; CLarITY | STIFF‘N.SS ; ADH?SI\'E CONTENT -
KEY NATES| i 2] 3] ¢!l s 1 7 e
LAYERS ™ T'Yes | No & Yes | No :© Yes No | Yes | No
MIDDLE B! | ! : : i ! ]
BOTTOM (| | | : | [ i | :
Figure 6.5 Morphological mairix Jor lanunated products sysiem
= etc
[~ALTERNATES 1 2 3 4 5 6 7 8 9
IXEY - " 4
FARAMETERS ! _
PRESS- |TEMPER. : GALVAN POWER
ENERGY MANUAL| viBRA- g’l‘g;}“' URE |RATURE l“CYDRAUl ok k'g‘; SUPPLY
' : . [FLUCTUA SYSTEM .
souRce |[AIWINDING| TION WINDING ;%JNCTUA TION ENERGY | CELL
PRESS- ELECT- NO
BIMETALL RIC b
URE i
ENERGY WEIGHT | SPRING |7 _| STORE
NTAIN-JACCUMU S
store  |Blstore | sTORe |5, o LATORS g
G ELECT- |PNEUMAT{HYDRAUL:
MOTOR | C! MoToR MQTOR |MOTOR |MOTOR
ce Tg“g’&“ ESELT INCHING | TUNING g&csg. E“LéCT- g
BALAN PEN . 1 PENDUL- | FORK "
REGULATOH D \,‘JHEEL Uhﬁ EOVERN' UM CONTACT FR%’CY IMPUL -
ARMATURE| OR { SES 3
MAGNET-
PINION CHAIN WORM | ’
GEARING |E | JovE DRIVE | DRIVE |Fqive
HANDS | PLATES | ROLLERS | SLIDE | ryRNING
INDICATOR| 1 oAt AND. | AND AND LEAVES
DEVICE PLATE MARKS | WINDOW | MARKS

Figure 6.6 Morphological matrix for clocks ( Boesch)

-~

284

4




277
A Businezs &
Fernander = ome 15
In the case of the teaching of Spanish, most cqurses‘revolved around the grtistic

function. This function was the predominant one or played a great role in the wofks
which constitute the core of the Spanish3curriculum teyond the two hundred level.
Thus & small contiguous region on the morphological map of possible courses was
eaploited. Tet all of these had in common an overriding purpose: the rreparation
of Spanish teachers. By the same token, & vast humber of alternative approaches

to teaching Spanish courses were largely ignored because they were not contiguous
to the exylored térritory on the map. It is no accident that exploration normally
prroceeds like an expanding inkblot from one morrhelogical neighborhood to the

next, rather than striking out "cross country', as it were. Each time a new
onfiguration becomes realizeble in ectuality, as a result of exploratory research

and dewvelopment, a technological break-through may be said to have been achieved;
Thus a brezk-through is tantamount to developing new terriﬁbry. New developments
will obviously tgnd +0 occur near older ones, essentially by accretion from the
border: of the statoeci=the-art clusters into adjizcent undevelored recions. Eut,

as for teiav, wo have exhausted the adjacent territory to the occupied recion. It

&

necessary to strike cross-country in the regions of Business and Cormmunication

[
(&)

urposes other than artistic. Tris is because the oriéntation in
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the teaching of Spanish today &nd the interests of the students revolve around a
communicative competence in business life. We can now design a prograr that is
empirically feasible.

II. SPANIQH RUSINZESS COURSES SUGGEETED
BY THE CURRLNT WESTERN ILLINOIS UNIVLRSITY CATALOG 1980-82

The framework we will use, that is, +he clearly defined objective, is to design

courses to attain communicative competence for internetional business. The Catalog

is our checklist. By prermuting elements of the main three components or parameters,

eourses from the Departments of Cormunication, Foreign Languares, and from the College
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of Business we will be better able to see alternatives and options. The courses of

Communicaticn constitute the parameter of the present knowledge on Speech Communi ce-
tion; the courses of Foreign Languages constitute the parameter of languege, here

of the present knowledge on Spanish language and Hispanic cultures, and the Business

courses constitute the parameter of the subject taught. Also, two gfijifees of the

Pepartment of Political Science and one coursé originated in the Department of

English and Journalism are included. In the case of the former, the reason for

this inclusion is determined by the suggestions of the President's Commission on

Foreirn Lancuage and International Relations. Elements of tWwo courses dealing with

International Relations can be used for our purposes. In the case of the latter,

there is a course of analogous aim, Business Writing, which determines its inclusion

in our plan. These three courses are included in the parameter of the subject of the

course.

COLLEGE OF ARTS AND SCIENCES

Cermunication Courses:

100 Introducticn to Speech and Hearlrg Sciences
130 Jatroduction 4o Human Conmunication

140 Interperscnal Communication

141 lon-Verbal Communication

215 General Sementics

241 Introducticn to Public Speaking

247 Argumentation and Debate

256 Introducticn to Fersuasion .

-

32 Introduction to Communication Theory
312 Faetorical Criticism ¢

313 Cescriptive Methodology in Internersonal Communication
341 Problem Solving in Groups

343 Organizational Cozmunication

35k Principles of Khetoric

L09 Communication and Conflict hanagement

456 Fersuasive Campaigns o

Toreisn Lanruaces Courses:

KC L99 Seclected Topics in Spanish Language 286

243 Proressional Spanish

323 Spanish Conversation and Composition I
32L Spanish Cenversaticn and Composition II
401 Modern Spanish Syntax

k02 Advanced Written Spanish

L05 Spanish Civilization and Culture

W06 Latin American Civilization
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Pnglish and Journalism Course:

382 Business Writing

Political Science Courses:

228 Fundamentals of International Relatlons
305 International Relations Theories and Approaches

COLLEGE OF BUSINESS

Business Education Courses:

125 Introduction to Business
320 Business Communications
377 Seoretarial Procedures

Economics Courses:

100 Introdustion to Economies
231 Principles of Economics
L70 1International Trade '

Management Courses:

349 Principles of lManagement

350 Organizational Behavior

481 Mamagement and Society

Lkl Comparative Labor Relation Systems

Marketing and Finance Courses:

312 Business Finance

317 International Business

318 Seminar in International Business Problems
327 Principles of Marketing

331 Advertising and Promotional Concepts

333 Consumer Market Behavior

335 Professional Selling

L17 1International MNarketing

L31 Advertising Theory and Planning

L4l Advertising and Promotion Campaigns

Quantitative and Information Sciences Course:
301 Introduction to Computers

Communicative skills required, elementary business concepts introduced, and

274

foreign practices examined in the international courses have been the criteria for

selection of the courses taught in the College-of Business.

RS

enother course of interest, it is convenient to leave an empty slot in this para-

As there may exist

meter of the subject taught for our permutations. We can now present the possible

permutations of course elements in the left column, and the suggested new course
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in the right column. The permutations suggested are not a straight Jackét although

ve have attempted to keep a sequence of courses for an orderly process of learning.
PARAMETERS NEW COURSES ) .

A. CAS

100 Introduction to Speech and Hearing Sciences

B. FL

203 Prbfessional Spanish V .

C. BUSTHESS

125 Introduction to Business 280 SPANISH

37T Secretarial Procedures SECRETARIAL .
101 Introduction to Computers PROCEDURES

o *% ¥

A. CAS *
130 Introduction to Human- Communication

1k0 Inte¥personal Communication

141 lion-Vertal Communication

B. FL

323 Spanish Conversation and Ccmposition I

C. BUSINESS

312 Buciness Finance 380 BUSINESS
1C0 Introduction to Economics ‘ SPANISH
231 Princivies of Lconcmics . COITVERSATION AND
- COMPCSITION 1
. RRR
A. CAS , ' .

215 General Semantics
241 Introduction to Public Speaking
24T Argurmentation and Debate

B. FL

3

32k Spanish Conversation and Composition II |

wle . 288 S
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T C. BUSIIESS
349 Principles of lManagement 381 BUSINESS
327 Principles of Marketing i SPANISH
cer % : ) CONVERSATION AND
COMPOSITION II
Py
. A. CAS .
256 Introduction to Persuasion ) )
310 Introduction to Communication Theory : e*
B. FL
Lo1 Modern Spanish Syntax
(;. BUSINESS
350 Orgahizational Behavior _ 480 BUSINESS SPANISH
331 Advertising and Promotional Concepts SPEECH AND GRAMMAR
o %%
A. CAS
312 FRhetorical Criticism
354 Principles of Fhetoric
B. FL
L02 Advanced Written Spanish
C. 1) BUSINESS
320 Business Communications - 481 BUSINESS SPALISH
WRITING ALD GRAMMAR
2) EUGLISH
382 Business Writing
F Py

A. CAS

313 Descriptive Methodology in Interpersonal Communication
341 Problem Solving in Groups

B. FL

405 Spanish Civilization and Cultuxe
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C. 1) BUSINESS

317 International Business
L81 Management and Society

2) POLITICAL SCIEICE 410 HISPANIC-AMERICAN

: : BUSIIESS RELATIONS I
228 Fundamentals of International Relations

o

* %%
A. CAS

343 Organizational Communication
409 Cor.unication and Conflict Management

B. FL
406 Latin American Civilization

C. 1) BUSINESS

417 International ¥arketing

Ll  Comparative Labor Relations Systems
470 International Trade

2) FOLITICAL SCIENCE L1l HISPANIC-ANERICAN

BUSINESS RELATIONS II
305 International Relations Theories and Arproaches

* 3% *
A. CAS
hSé Persuasive Campaigns
B. FL
499 Selected Topics in Spanish Language

C. BUSINESS ;

. 318 Seminar in International Business Problems ~ 489 SELECTED TOPICS IN
333 Consumer Market Behavior ' BUSINESS SPANISH
335 Professional Selling :

431 Advertising Theory and Planning :

L4l Advertising and Promotion Campaigns ~

*% ¥
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I1I. Conclusions and Criteria Satisfied
A. The main purpose of this paper has been accomplished: by combining courses in the

currert University Underyraduate Catalog eight new courses have been listed. These

¢ .
>

courses constitute a Business Spenish Pgogram which demands no additional expenditure
for its irmplementation now.

k. The Progran may become the nucleus for the teaching preparation of boih Spanishv
and Bi;ingual/Eicultural students. In this direction, the Program could become a
means of retraining fér teachers of Spanish at both the state and national levels.

C. Spanish American students, likewise, may take some courses in Spanish as they
graduzlly switch to Euglich in our American univercities and colleges.

D. Hispanice in this country could be taught in Spanish the business skills needed

to cperate successfully in both American and Spanish American environments. The

-~

i

commonality of procedures and concepts will enhance the possibilities of intercultural
communication. This Program could become.the backbone of an adult or a continuing
eduration truck in cities with large conceltration of Hispanices.

rr £ s
N

. The flexitility of the choice of business and communication topics is p:aramount.

trs

‘Any school could choose the notions needed by their particular clientele. Since there

%

are eight slots availab in the rarameter of the sutject taught, it is possible to

bt
o

[

include courses listed in the various catalogs which do not appear in the present

Prograrm. The possibility to continue the exransiorn of the prosram ¢ to reduce the
nunber of courses, whether to satisfy the requirements of a major or & minor in
Bisiness Spunish is open. This flexibility is an outcome of the use of the morpho-
logical appreach. |

¥. In meny instances it will be nore convenient for American students to heve taken

in advance the business courses in English. The task of learning will be reduced to

learrn the linguistic structures which carry the same procedures and concepts. .

- 29
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G. As most of the Spanish American business schools pattern their curricula on American
schools there are more opportunities open for the exchange and transfer of students
between this country and Spanish America. The language and the business institutes

may constitute one ;ingle unit in Spanish American countries to satisfy the needs of
the internaticnal business students.

H. There is & wealth of instructional mat;rials written in Spanish decaling with
Business and communication matters. As many of the materials were originated>

in the United States, the task of continuing their development is facilitated.

I. The synerzy of communication, language, and business is commensurate with

the needs of the students in this era of interdependence across national boundaries.

ERIC | 292
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NOTES

LSimon Majaro, International Marketine—A Strategic Approach to World Markets,
A Hulsted Press Book, (lew York: John Wiley and Sons, 1977), pp. 256-25T7.
N ‘ ‘
\
\
|

"2 L, . . . . .
Harry Jones arnd Brian C. Twiss, Forecasting Technolorr for Planning lPecisions,
A Petpocelli Book, (Mew York: The MacMillan Press Ltd., 1978), p. 119.

_ 3Roman Jakobson, "Linguistics and Poetics", The Structuralists: From Marx to
Levi Strauss, Eds. Richard T. and Fernande M. De George, Anchor Books, (Garden City,
N.Y.. Doubleday and Company, Inc., 1972), pp. 89-95. |

L . . . . . :

Frances M. Aid, "Semantics in Spanish Language Curricula", Semantics: Theory
Egﬂ,ﬁpglication, Ed. Clea Rameh, Georgetown University Round Table on Languages and
Linguistics 1976, (Washington, D.C.: Georgetown University Press, 1976), p. 209.

The quotation comes from Sandra Savignon, Communicative competence: An experi-
ment in foreign-language teaching, (Philadelphia: Center for Curriculum Development,

197.),
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Techniques for the Commercial-Spanish Class

Business experts project that around the turn of the century about two

hundred giant firms--two-thirds of them American in origin--will control more

/

-

than half of the productive output of private enterprise in the free-world ‘
economies. These multanational corporations, owned by citizens of many nations,/r/ |
will sell in every major international market.‘ The global orientation of busidf i
ness will bring vast numbers of persons into international business through sales,

. |
services, accounting, production and marketing. As a corollary to the shift froml
domestic to international enterprises, stress will need to be piaced in under-
standing the language and mores of our international business partners.

Latin America, in particular, will continue to be of primary importance to
United States businessmen, offering diverse opportunities for further commer-
cial expansion. !n a recent year, two-way trade with that area exceceded Sl-
billion dollars. Mexico, our third-ranking trade partner, bought fifteen
million dollars and sold twelve and a half million worth of goods in the United
States.2 A

Today 's business-oriented students should know how to deal in a global
business environment. Sensitivity to foreign cultures and ability to interact with

people cannot be left to trial and error, but rather must be nurtured through prep-

supranational setting. In keeping with that objective | developed a Commercial

Spanish course which | plan to describe Lelow.

Background

Instruction, limited to Spanish, takes place at two different levels and
periods of the day to accommodate the fluent and non-fluent spéakers of the

\
|
|
aration and experiences that enrich the students' readiness to function in a
language. As prerequisite students have previously completed four semesters of
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Spanish on campus or the equivalent. While the nature of the course stresses con-
veying of information, as opposed to developing aural-oral skills, emphasis con-

tinues to be placed on maintaining and improvjn§ the speaking skills of the Jess-

advanced group.

Textbook
- 3

Textbook selection included one from the 4-6 semester level for the non-

fluent »nd one from the .5 and beyond for the fluent speakers. The table below,

based on texts at hand, served in slecting the books.

Insert Table on Textbooks

| estimated the level of the books on the vocabulary, structures and content. The
introductory pages along with the topics and their manner of presentation deter-

mined the focus.

Course Content

As an icebreaker and warm-up at the beginning of the first few minutes, five
students per day present a brief talk on one of their classmate;. The information,
gathered beforehand in an interview situation, covers questions of this nature:
What year ére you in school? What are you majoring in? Where do yuu work?
Describe something about your job. What are your hobbies? What do you plan to
do after gradhation?3 To pique interest | tell students to jot down or recall
the hjghlights, since at the conclusion of each talk | plan to question them on
what they heard.

Our first major unit entails employment correspondence. Initially we study
the want ads in national and international newspapers. To glean the most prom-

ising occupations in the near future we look at The Occupational Outlook randbook

_and list the top ones such as retail/sales workers, secretaries/stenographers,
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Book

prrespondencia
pmrercial ¢ Fondo y. Forma

p. 315

uéiness and Finance
orkbook =
0. 246

vaderno de Espanol
rdctico Comercial
p. 231

usiness Letter Handbook
p. 195

lorrespondencia Comercial

p. 223

f'spanol Comercial
bp. 410

Q

Published

1981

1981

1980

1973

1969

1981

Table 1 Book Selection

Language of -
Correspondence Level

Span. mainly/ L4-6
Eng.

Span. mainly/ L4-6
Eng.

Spanish 5 and
beyond
Span./Eng. L and
beyond
Spanish 5 and
beyond
Spanish 5 and
beyond

Focus

Secretarial,
Human Relations

Conversational,
U.S. Hispanic Situa-
tions

Secretarial, Basic
Marketing and Finan-
cing Points

Secretarial, Social
to Business Letters

Secretarial, Social
to Business Letters

Basic Business

Topics: Management
Financing, Marketing;
Journal Articles;
Business Correspondence

Exercises

Questions, Letter
Writing

Situational Dialogs,

Questions, Completions,

Letter Writing

Questions, Letter
Writing:

None

Questions, Letter
Writing

Questions, Letter
Writing, Vocabulary
Matching Exerclses
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system/computer analysts, accountants, health/care specialists and human resources
personﬁel. Many of the occupations listed reflect the transformation taking place
in the United States-ffrom an economy driven by manufacturing, mining and farming
to one in which services play a vital role, We note that services are a growing
force in world trade, accounting for 20 percent of all world trade. For example,
last year the United‘States exported services, ranging from advertising to in-
surance to health care, that exceéded $60 billion.h Consequently we project how
knowing Spanish would be a sizeable assest in procuring the listed positions,
recalling that next to Chinese and English, Spanish is the l;nguage most spoken
in the world and that in many areas of our country it forms part and parcel of the
community. |

Students are then asked to consider their own carcer plans and the realities
of the job market in order to write their own want ad and answver it with the
appropriate letter. To pinpoint their assets, students could conduct a self-
analysis of their skills beforehand. The teacher distributes handouts with about

100 infinitives ranging from a to z. On the first reading students place j check

mark beside the verb expressing something they can do, on the second reaﬁ ng they

add another check for those expressing what they. can do well and on the {hnrd
/ !\

would use that verb (Sklll) with people and things; for example

skill verb: write 5
possible skill phrases: writing letters, reports, greeting cards...

The most relevant skills then form part of the cover letter.

We also screen traditional and current-commercial texts for sample letters.

The newer tooks with emphasi revity may not provide sufficient model
ey J

sentences to present the applicant in the most favorable manner, when compared

with the models in the older, more wordy books.

JuU)
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Afterwards we study resumes for organization and content. We note guidelines

for writing the resumes such as placing your name on the top center of the page in

order to catch the employer's attention immediately. Other recommendations include
writing your objective (if requested), experiénce; education and awards, respec-
_tively.6 Moreover, the resumes are kept to one page, avoiding the passive voice
and the personal pronoun 1. It would be advisable‘at‘this time to invite a

personnel director affiliated with an international company, to talk to the students

on the current_Job market and on the procedures and etiquette to follow when

ey

W e

applying for a p051t|on.N\THVariahly! the personnel director underlines the im- .

portance of carefully composed resumes and cover letters, lamenting that many
college graduates have little experience in these procedures. Further contacts

with local industries may prove advantageous. | recently visited a plant that

)

Y . .
had just landed a large contract with Mexico. | was received most graciously by
% .

several of the executives and was encouraged by their strong interest in interview-

~- . _ing our Business/Spanish majors.

AnotHéF‘activity?\garried out throughout the semester, entails maintaining
and ihproving the oral--skills of the non-fluent speakers. Usually these students

practice one lengthy dialog per week on such topics as selling/buying, bénking,

importing/exporting and computers. The dialogs in Business and Finance Workbook,
together with its situational exercises that review important expressions, appeal
to the étudents at this period.in their training.

The bulk of the course. for Qoth groups centers on translating and writing
business correspondence. Students translate letters of varying difficulty from
language to language, though we emphas}ze recasting Spanish letters into standard;
unstilted English. This follows the apparent trend of businesses and service
oEganizations to write in their native language, placing the responsibility of

‘translation on the recipient. The advantages are that this practice reduces serious

- du




. misunderstandings and awkward phrasing.7 However, one wonders how mueh goodwill
and business might be generated | f appropriate letters were written in the
client's own language.

As a prelude to our extended work on busiﬁess_correspondence we review the
layout and punctuation of letters. We then practice transl;ting common phrase-
ology found in the introduction, body and conclusion of the letters. The first

i
Ll

VL31§ topics -below comprise the mainstay of the letter-writing activities:

1. circulars, sales promotion

19

) 2. requests for information, catalogs

3. placement and shipment of orders

4, credit, payment . ;
a. prices and terms
b. letters of credit
c. drafts ‘ -
d. goods on consignment

5. documentation
a. invoices

b. bills of lading

c. consular forms

6. claims andAadestments

“7. cables, telexes

8. travel, trip announcements

Translztion exerciSes~focu; on individu.! words, idioms and punctuation.

After studying a section on accents and punctuation, students were to add the

proper punctuation to the following edited circular and then translate the under-
. e

lined portions.g” Finally they wrote their own circular.




i de mayo de 19__ - AG¢

Estimado cliénte

2

Ya tenemos a3 la venta las nuevas maquinas de escribir

electronicas de la IBM

3~ 4
Muchas veces su mecanografo tiene que volver a escribir
) ’ 2 - 6 . eip e 7
una carta para afadir suprimir o modificar un parrafo pero
_ 8. —_—

ahora con una nueva maquina de escribir electronica IBM

usted puede mpdificar sus cartas sin multiplicar el trabajo

de su mecénografo
y 10

9 - .
Usted debe visjtar nuestro salon de exhibicion y ventas
12 13 1h
Hay que ver como funcionan estas maquinas para comprender todas sus
15
ventajas Lo esperamos
16
Atentamente i
. 17
» Alvarez Perez y Cia

18
Equipos de Oficina

1. 10.

2. | .

3. - 12.
b, | 3.
5. . 14,
6. - 15.
7. : 16.
8. - . T2
9. 1. B 18.




Frequent questions raised regarding the correct use and omission of written accents ,

include: the subjunctive forms of/dar1“§§4déle, des, den; the past participle of

-eer, -aer and -uir verbs, le{do, cafdo, destruido;9 words with primary (1) and

secondary (2) stress, redne, reunio, facilmente; and the adverbs aln (still, yet),
~ 71 1 2 1

aun (even) and the conjunction aun cuando (although).

o Another point of contention involves citing the titles of books, ﬁagazines and

pamphlets. The Real Academia Espanola includes these in italics; hdwever, corre-
{ - .

spondents waver between capitalizing and underlining all the letters.

Correspondencia Comercial: Fondo y Forma recommends boith practices,-yet prefers to

underline as does Cuadernp de espanol préctico comercial.l
T~ .

~

Interspersed with the letter writing is an ongoing review of troublesome

structures. With the less-advanced students the subjunctive receives special

attention and practice, and comparison between normative and commercial use of

this mode are made; for example in business letters we note the omission of the

o

conjunction que $ : Les ruego § mg_concedan, Esperamos g_ig.sirvan dar and the

often cited Sfrvase + infinitive to indicate 'Please be so kind as to'. We also
observe the tendency to substitute the subjunctive with an infinitive when the

" main verb is one of causation (e.g. suplicar, mandar, permitir and prohibir) as

in Les suplicamos informarnos (We request you inform us).

Elsewhere we screen correspondence for questionable use of the present pro~

gressive, modeled from English, as in Le estamos jncluyendo una coleccion

(We are including a collection for you.). Verbs depicting completed or perfective

events, e.g., incluir, enviar and devolver, have been criticized in Spanish grammar

when employed with durative (progressive) meaning.“ These verbs should be-phrésed
in the non-progressive (e.g., Lg_inéluimos...).
In addition we scrutinize two other problem areas for students, One entails

the meanings and functions of the pronoun se, and the other deals with the proper
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use of prepositions; for example: *1legar en casa/llegar a casa; *consistir de/

consistir en, and the contrasts between por and para., Other grammatical points
zZ

considered include current use of ser/estar as in Soy graduado de in place of

gs.gradué‘gg and in the preference of Soy casado instead of Estdy casado

Moreover, we take note that verbs normally accompanied by a redundapt indirect

object pronoun in standard Spanish (e.g. dar, ofrecer, enformar and others)

often appear without this pronoun in the more eleptical businesg letter:

(Les) Damos é_ Uds. las gracias.

Overall, in letter writing we stress that good writing does not require
extensive sentence variety. The majority of the sentences would probably follow
the sequence subject + verb + object with a smaller number opening with an

- adverbial phrase which provides the reader with a transition between thoughts.

2L

Moreover, we try t6—ﬁéVéT6p‘the*zggfattftuder-¥echn+ca4+yjﬂth+sFmudn§ more
you's than I's in the letter, but more importantly it means seeing things from
the reader's point of view.{ The objective should be to create goodwill and
“future business.‘2

A prominent unit in the courée consists of preparing promotional literature
and advertising in the targef language, which next to.translating is the skill
~most in Qemand.]3 At first students examine advertisements in newspapers and
magazineétfrom several Spanish-spegking countries. We study the situations and
peoble depicted and conjecture about the é%otive response the advertisement.tries
to evdke, be it one dealing with family, status, romance, health, appetite and so
forth. | |

For students wishing.to explore emotive techniques further, we recommend

A.H. Maslow's "A Theory of Human Motivation,' Maslow contended that man's neecds

can be arranged in a hierarchy of relative importance. As soon as the lower needs

are filled (food, shelter, comfort and sex) other higher needs emerge (safety,

’
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social interaction, esteem and self octualization) to dominate the individual.
The hierarchy may serve to interpret the promotional pitch of the advertisement.I
Furthermore, students examine the language of the advertisement from |

different perspectives, namely for formal/informal verb use and for different

terms applied to objects across the Hispanic world; for example ‘dishwasher!

297

, L] Ld . . Ld .o . .
el lavaplatos electrico in Latin America |s_gl_lavavajlllas in Spain. We look for

gaffes such as the one Parker Pen committed in a less-than-accurate translation,

promising the South American buyer that the new ink in the pen would prevent

unwanted pregnancies.15 We also note the number of adjectives and their placement

along with samples of rhyming and alliteration as in La crema dental colgate, el

mal aliento combate or ...Calisay, un sabor para vivirlo, where labial and liquid

consonants predominate.

Before students begin composing their advertisement, | read a3 few excerpts

to them from International Business Blunders. The authors state that in inter-

national business, marketing blunders far surpass those of management. The most
common cause for error centers on the lack of sufficient product adaptation to
suit local characteristicsi Thus, Campbell soup found its overséas sales stymied
at first because it failed to advertise to the average consumer how to prepa;é
condensed soup. People accustomed to the compgtitor‘s larger can could not
justify the cost for‘Campbell‘s smaller can.17

As students prepare their advertisement they are to keep these questions in
mind: |Is the item intended primarily for a segment of the population? Would the
item sell better in a particular time of year? Would it need adaptation for
local taste and mores? Does the average physique of the population need to be
considered? Would theﬂsize of the item easily fit in the home or business? How
much domestic and foreign competition would the item encounter? Would it face
stiff tariffs? How would it be packaged and distributed? What price would be

charged overseas? Partial answers to these questions can be gleaned from U.S.

I}
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Department of Commerce publications, e.g., World Trade Outlook fo- 64 Countries

and Market Profiles for Latin America. Once completed, students present their

advertisement to class for critique and recommendations.
Throughout the semester we include cultural readings fhgt reflect human
behaviors and values of Latin America. We found the succinct chapter '"Aspectos

’ , i . "’C . 'R X &4 . ) »
Economicos de Hispanoamérica' in Civilizacion y Cultura to be very informative.

The authors trace the basic economic history of Latin America from the c§ldnial
period to the present-day era with the continuous problems of absentee landowners,
land reforms and domeétic/foreign investments. We expand the reading to a written
“assignment for the less advanced stﬁdents, whereby they complete a précis from
dehydrated or slasﬁed sentences prévided; for example:

1. Al principio/ los espanoles/ desarrollar. . .

2. También/ (e)los) estimular/ el cultivo de. . .
3. Llas tres teorias econdmicas/ ser. . .

Another pertinent cultural reading, though intended for beginning students, is

E] Golpe Militar'" in Panorama de las Américas. The article provides the spring-
~ board for discussing the ovérwhelming power, that with few exceptions, the
“military wields in Fatin,America.

As a timely reference on cultural cqntrasts; the instructor may want to
interject Edward T. Hall's notion of high and low context cultures. Low. context
cultures,‘for cxgmple the U.S.A. and Northern Europe, emphasize quicknesg in
negotiating, competitive bidding and written proof, Conversely, high context
.cultures; e.g. Latin America, Japan and the Middle East, stress lengthy -
negotiations allowing the parties to get to know each other. Competitivg,bidding
is not as common and an individual's word is his bond.19
Articles frcm business sections of magazines such as Visién‘provide numerous

cultural insights. Initially, | distribute copies of the article with a list of

passive and active vocabularies. The latter is. to be learned for speaking and
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writing purpoées, e.g., translation exercises; the former %Sr reading recognition
as in a matching or multiple-choice test. On the same sheet wigh the vocabularies
| insert a serie§ of short-answer questions over the major poinggzof the text.
Subsequently i assign future articles to groups or individuals toéprepare in the
- same fashion. These items then éorm part of future quizées éﬁd exéminations. A
sampls of active vocabulary follows:
i. Indice de Precios al Consumidor = Consumer Price Index
2. Indice de Precios al Maysr = Wholesale Price Index
3. el poder adquisitivo = purchasing power E |

4. el consorcio = consortium

5. la filial = affiliate

6: la balanza de pagos = balance of payments

7. los ingresos de divisas = foreign income
) 8. Producto Nacional Br ational Product
9. respaldar = to back.
10. la encuesta = the su;vey

For vocabulary suited more for conversation | assign sections such as ""the bank,"

the budget' and ''the stockbroker" from Sedwick's Conversation in Spanish or

s

Spanish for Careers. Both texts, also available in French and German, easily
. s

lend themselves for o:al practice at the intermediate level by means of
appropriate drawings that complement the lessons,

- The advanced ;tudents besides reading and preparing more sophisticéted
‘periodica] articles, also study.the textbook selected for their level, It covers
a variety of topics from management prfnciples to marketing and accounting with
subsequent sections on different letter-writing themes, Journal Srticlcs on the.
previously mentioned areas, written ??qprofessionals from both sides of the

L . |
Atlantic, accompany the chapters. Theé:fopics serve for discussion, providing the
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 international perspective rather than from an exclusively domestic view.

projectlons. As a model they have access to a term paper on a Latin Amerlcan

country, written.in English, for an economics class. | recomnend they consult

Fed

business majors the opportunity to amplify and explain further the book's content.

As a reference | found the text Management and Performance to be a fitting and

comprehensive source of information. The authors treat the content from an

In lieu of the two cultural readings previously mentioned, the native
speakers early in the semester engage in the preparation of.their research
paper in Spanish. At the outset they choose the country they propose to investi-
gate and submit an outllne covering the topics they plan to investigate, together
with at least three note cards summarizing three sources they have consulted
already. The oqt]ines generally include these headings: recent history, govern-

ment, economic affalrs, transportation and communication, currency and future

sources such as The Europa Year Book, The Area Handbook (for the country),

%

The Stateman's Year Book, Business Week, The Wall Street Journal and other

periodicals. In addition | have them speak or write to friends, relatives and
chambers of commerce from overseas.

Three weeks prior'to the end of the semester students submit a completed
rough draft to me to look over for language and content, " They then have a @eek
to polish and type the paper. On the days of the report, the speakér dis~
tributes ten questions which classmates should answer as the speaker progressés
ﬁhrough the‘report; These questions, edited later, become part of the final
examination.

In retrospect, a successful commercial Spanish course demands an inter-

lacing of different content areas: language, culture, business, technical writing

to name a few. The interdisciplinary approach, enhanced with suggestions and
participation from colléagues, provides the students with more relevant

+

information. Moreover, as we, instructors, seek out our local businecss=
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agricultural communities, trade counclls and chambers of commerce--the better
prepared we will be to revise our curriculum to meet the growing demands for
graduates proficient in international trade. American business, versed in
foreign languages and international marketing, can readily increase its total
sales and profits thrbugh exports.. The watchword, however, in today's world
market is that the most useful language may not necessarily be English, but

17

‘rather the language of our clients.

Oscar Ozete

Indiana State University Evansville
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Instructional Resources and Materials
for Business Spanish Courses

Ronald Cere

Since the late 1950's there has been a growing global awareness of the
1mportance of the study of fore1gn languages and cultural d1fferences for a
variety of purposes as well as the need for b111ngua1 and even multilingual
personnel trainad in highly specialized and technical fields. Many naotions
have come to realize that linguistic and nonlinguistic communication are the
keys to forging positive political and amicable relations between peoples of

. O
different cultures and that bilingual-bicultural technicians of all types

| are crucial for bringing about desired economic and social changes and de-.

velopment. Indeed, in 1975, in Helsinki, 35 countries of various political
persuasions, in their plea for international cooperation to prevent nuclear
armageddon, cited the study of,f;reign languages and cultures as one of the
principal ways of achieving this end and emphasized the need to make this
cultural-linguistic requisite known among nations. The consensus was that
if the peoples of the world, particularly officials, technicians and busi-
ness people, were conversant in other languages and knowledgeable of the re-
lated cultures, they would be less inclined to resort to force and more
disposed to cooperate in an atmosphere of peace. They would also have a
_better understanding of the problems which have persistently beset the
world and would be in a more favorable position to find the appropriate so-
lutions to,them.1 One of the very first countries to bring an awareness of
the importance of foreign language and international studies to its citi-
;zenry was the United States. |

Shortly after the Helsinki meeting, the U.S. government, secking to

\ . 314

2, -

3Cy




Cere, 2 3oL

underscore the need for language and cultural studies, announced that it

would survey its own situation vis-a-vis the;e two areas and:make its find-

ings public. In 1978, to be sure, under Pregideht Carter, a panel of prom- . .
inent educators, legislators, and businessmen were appointed and were charged

with_undertdking the task. After a year of intensive research and inquiry,

the President's Commission on Foreign Languages and- International Studies, as

the panel came to be known, submitted its repori to the President and subse-
quently issued its findings. The news was both shockiné and soberiﬁg. Ac-
cordingzto the Commission not ohiy was there a definite lack of government,
military, and highly specialized technical personnel in the United States
who were fluent in a language other than Eng]ish,\but foreign language and
international studies were on the wane at all educational institutions and
levels. Key adminisirative posts closely related to international affairs
were being held by staff who could Hbt speak a foreign language, qnd criti-
cal military and government assignments abroad were given to those who weré

generally unfamiliar with the customs and traditions as well as the language

~of the host country. Educationally, only one public high school student out

of twenty, as the panel goes on to say, was studying French, German or Rus-
sian, and only eight percent of American colleges and universities required

2 This latter situation

a foreign language with thirty-four percent in 1966.
is most cértainly different than that of Europe or Japan where almost aﬁy
student who aspires to a college education and a professianal career must
speak or study a second 1anguage'.3

This lack of bilingual Americans,_partjcu]ar]y’of those involved in or
entering the business world, on the other hand, takés on greater importance

and significance when it is considered in 1light of certain U.S. economic

statistics and indicators. In 1977, for example, some 3800 U.S. firms had
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branches,abﬁoad. resulting in an annual overseas production estimated at

5500 billion and a long-term private investment approaching $150 billion,
whi]e‘both import and eXport trade between the United States and its for-
eign partners was valued at near1;35270 bi'l'lion.4 The first figure repre-
'senfed about one third of all U.S. domestic production during the same year,
while the second and third together constituted about one quarter of all
trade and transact1ons conducted natwona]]y What is more, as subsequent
statistics have indicated,. the aforementioned external U S. overseas figures
are increasing at a faster ratefthan the internal or domestic figures. 1In
general, these numbers and the ensuing increases represent a very active in-
volvement by the United States in the international sector as well as a grow-
ing financial potent1a1 of American business abroad all of which may portend
well for the U.S. economy and for those enterprises involved in international
trade. In human terms, they signify not only the presence of U.S. personnel
already 1nvo]ved in this area but also the influx of many more men and womzn
who are trained or exper1enced in the various fields which comprise this com-
mercial sector. More importantly, however, they reflect the need for add1-
tional people, business as well as teéhﬁica] and governmental, who are fluent
in other languages and have an understanding and appreciation of the related
cultures and who can interface successfully with either foreign nationals or
governmedts. Personnel with these special capabilities, in most cases, will
perform their duties more effectively than those who do not possess them and
will promote, at the same time, good interpersonal and international rela-
tions. Tq’be sure, the lack of such professionals has been andcpontinues to
be, one of the main reasons for the deterioration in U.S, internal and exter-
nal relations with foreign or non-English speaking nanona]s. It has also

——— Ty

been and still is an area of concern sti11 unaddressed by educators, those
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ultimately charged with seeing that its so]ution,'proViding personnel with
the requisite language and cultural expertise, be implemented. The greatest
stumbling blocks to the latter solution: the need for highly-trained and
specialized teaching personnel, as well as the selection of the appropriate
and complementing program and materials needed to ensure ovéra]] instruc-
tional effectiveness.
This article, presented originally at the Eastern Michigan University
Conference on Spanish for Bilingual Careers in Business, March 1982, will
concern itself with the latter ;}eas, that 1's3 the appropriate program and
materials needed in Business Spanish coufses; Specifically, it will under-
’ take to do-the following: 1) describe the type”of program that needs to be
set up, 2) outline a bbssib]e Curricu]um design for such courses, 3) identi-
fy and discuss the kinds of materials that can be used in these classes, |
4) cite and describe some of . the items currently available, and egplain,
brhef]y,.for what purposes and in what ways they are to be taught, 5) pro-
vide bibliographies of’written énd'audio-vi§ua1 resources, indicating from
which pub]ishers and distributors\they may be obtéined; and 6) it will refer
to materials used by the author in Business Spanish courses taught at var-
jous institutidns. From the reading of this article present and prospective
teachers will, hopefully, be able to organize and develop their own programs
as .well és select those materials which will be useful in instructing their
students.
" Before any mention of instructional resources for Business Spanish
courses can be made, the type of program to be established must be ascer-
tained. The teacher'or teachers charged with setting up the course of in-

struction must determine, among other things, the goals, content, and struc-

\
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ture of the program;_and they must decide what instructional formatgand
evaluatory systems are. to be used. They must also identify the clientele
to be served and their genera] and specific needs, and they myst come to
grxps with the problem of instructional ]eve] and entry requ1rements To
merely say that these courses must be Business courses in Span1sh without
any thought for the aforement1oned considerations 1s not only insufficient

but also misleading. Such a statement could mean that any course of study

would be acceptable, so long as it dea]t with business and was conducted in

Spanish, and that the instructor would not have to concern himself or her-

- self with the design of the program provided he or she knew something about

the subject. This is most certainly not the case. To organize and develop
the appropriate program of Business Spanish, requires a great deal of,fore;
thought and painstaking effort and is no small undertaking. Essentially it
consists of identifying the students and needs to be satisfied; defining
the program objectiyes and subject areas and matter to be covered and se-
Tecting the format and approaches to be-used, as well as determining the
level, entry}requirements and evaluatory procedures of the courses to be
instituted. This information, in turn, denends on the nersonal, academic
and professional data conmpiled from carefully prepared student question-
naires and profiles in addition to the facts uncovered from equally meti- ° ‘
cu]ous]y -conducted research into the essence and demands of 1nternat1ona]
buS1ness in a Spanish-speaking framework. Without go1ng 1nto deta1] as to
how this process is realized, the particulars of wh1ch could provide the
basis for other articles, suffice it to say that the ‘data obtained from sur-
veys and research undertakem, as yet unpub11shedw at two major state uni-

versities reveal severa] interesting facts about;the type of Business Span-

- ish program thdat generally needs to be set up. 5

First, with regard to content the f1nd1ngs 1nd1cate that the courses




proposed'under this rubric should consist of several well-integrated compo-
nents and should reflect the linguistic, cultural, practical needs and con- -
cerns of Spanish-Speaking business world. Mbre §pecifica1]y, fhéy shbu]d

1) include a section on the terminology of international commerce so that

students can familiarize themselves with the most common terms and utilize

them for communicative purposes when needed, 2) dedicate a segment to the
discussion of the various areas and aspects of commerce-management, finance,

production, personnel, marketing, adyeriising4_sales4_§L£L:ethat will per-

=T AN

- mit the students to apply and practice the words learned as we]] as gain an

insight into the concepts, features and workinqs»of each area, 3) incorpo- J
rate pertinent readings from specia]ized texts or journals that will treat
not only these sﬁbjects but also tﬂe past and present geographic, economic,
political, social and legal realities of Spain and Spanish America so that
students will gain a broader knowledge of both business and life in these
countries, 4) devote several units to the types of documents and letters
frequently u;ed in business transactions and communications to give the
learner both reading and writing practice in each, 5) provide a series of
oral and written translation activities from English into Spanish and vice
versa, to help students acquire a ski]1 sorely needed in the international
sector, 6) simulations of sociaf and business situations found in Spanish-
speaking;countries so that present and future professionals can interface
more effectively with foreign nationals, 7)4furnish a reviewlof those grammar
items which often appear in conversation or writing and are misused by the
learner, 8) intégréte a program of most small "c" culture (attitudes, values,
customs, life-styles, etc.) and business prqptices to §ensitize and make
students aware of cultural differences, and 9) they shoqu develop a compo-
nent on travel and living in Spanish-spéaking countries for those tempo-

rarily on assignment abroad.

313




Cere, 7

Secondly, it was noted that all language abilities should be empha- -

sized, but, as the findings of both the ‘surveys and research suggest, in

varying degrees. Greatest priority should be given to speaking and listen-
ing, as both students and profe551onals concur that these are the most wide-
ly used and urgent]y needed sk1lls, while read1ng and writing shou]d be as-
signed a secondary role. Grammar and syntax, on the other hand, should only

be stressed to the degree that they improve the other skills, and pronuncia-

tion and vocabulary acquisition exercises should be confined to the sounds
and terms either mispronounced, misused or unfamiliar to the students.
Moreover, some time, according to these findings, should be dedicated to
oral and written‘translation as th%s skill is commonly utilized in many
business or social situations, particularly 'in the public relations, market-
ing, sales, and legal areas. |

Thirdly, it was ascertained, based on the aforementioned ranking of
1anguage skills as well as the needs of both students and business people,
that the approach most appropr1ate for Business Spanish courses would be
the audio-lingual approach. This.methpd would address the primary objec-
t%ve of the program and its c]kente]e, commdnicative proficiency for busi-
ness and social contexts, and woufd furnish the type of instruction neces-
sary to achieve this goal. It would provide such structured exercises as
dictation, aural comprehension, oral drills, role-playing and guided discus-
sion or interviewing, to improve learner listening and speaking skills, and
it would employ more spontaneous activities including general discussions
of commercial topics or problems and impromptu conversations with either
native informants or business people who have lived or worked in Spavn or
Spanish America. It would also incorporate, or course, many of the termsQ 

and concepts found in the Spanish-speaking business world as_well as stress
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the linguistic and culfural idiosyncracies of the 1a£ter's peoples. What

“is more, the audTG:T‘nguaT‘approachgwou}d also serve as the core 1nstruc-
tlonal method with which other learning systems (lecturing, read1ng compre-
hension exercises, report and letter writing, translation, etc.) could be
integrated. | |

| Lastly, given the diffiéulty and complexity of the subject matter, as

well as the minimal stress placed on grammar, it was determined that Busi-

ness Spanish courses should be offered during the third year of sequenced
language instruction. At this level, the student would have a basic know-
ledge of Span1sh and business gained from required courses and would be

able to funct1on reasonably well in such classes. They would also have the
wherewithal to benef1t more from their 1earn1ng exper1ence This informa- .
tion together with the facts prev1ously mentioned, in short, clearly indi-
teﬂt, approach,: .and level of the courses .to be de-

k

“signed. More impdrtantly, bowever, they set parameters for determining

cate the objectives,
Qhat materia)s are to be selected and used.

Basj€ally, the 1nstrqct1ona1 resources needed for Business Spanish
coﬁrs should reflect thé language and cultural obJect1ves of the program
as well as its business qontent They should focus of promoting aural-oral
ompetency and, to a 1es$er extent, reading, writing, and translation skills,
and they should emphas1zF the cultural and business 1d1osyncrac1es of the

Spanish-speaking werld. gSpec1f1ca11y, in the aural-oral area, they should

provide such act1v1t1es $§ dictations, aural comprehensions, dialogue reci-

tation and complet1on exerc1ses, oral drills to. 1mprove both” pronunciation
and correctness of~1anguage:\interv1eW1ng, s1tuat10na1 role-playing and
problem-solving, and formal an@ informal discussions and oral presentations.

N 3 i
With regard to reading, writiﬁ? and translation skills, the materials chosen

1 . . ),‘
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should include exercises qr@activities in reading comprehension, précis,
.. report and letter writing, grammar, as needed, and oral and wri;ten transla-
g?ans. As for the cultural and business aspects of the program, the items
\\pic5§§3§h0u1d meet learner and professional needs as well as treat related
areas of%concern, Culturally, they should emphasize the values, attitudes,
beliefs, cuetoms and life-styles of the peoples of Spain and Spanish Ameri-

ca, indicating similarities and differences between the latter and the U. S.,

e H

“and they should concentrate on subjects, such as geography, economics, pol-?
itics, history and law. Business-wise, they should incorporate the relevant
terminology, concepts, and documentation as well as the practices peculiar
to the Spanish-speaking countries;.and they ‘should address a variety of
areas from production and management to finance, accounting, marketing and
sales. They should al;o deal with the increasingly important field of com-
puters. Such materials would not only help bring about communicative pro-
ficiency and cultural sensitivity among business people but would eventually
lead to imprdved interpersonal and commercial relations.

In view of these criteria, the types of materials that might be used
in Bus{ness Spanish courses could run the gamut. They could range from the
written and spoken word to the visual and human elements. They could:be
general }anguage texts which contain grammar and other exercises to improve

\ language proficiency or specialized dictionaries or books which provide

Xlists or explanations of business terms or concepts. They could be articles
\from technical journals concerning the efficacy of applying certain U.S.
ﬁanagerial techniques to a Spanish corporation or they could be samples of
b{lls of laden, advert1sements or commercial letters of credit used to prac-

. t1&e written documentat1on and correspondence. They could also be films or

“511Fes show1ng the modern economic development of Mexico, Peru or Ch11e or

¥
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tapes of converﬁat1ons commonly carried on 1n bank1ng or retail s1tuat1ons

lived or wonked in a Spanish-speaking country or they could consist of
personally-made materials (dittos, transparencies, etc.) on a wide variety
of topics. Indeed, they could be almost any type of instructional resource

so long as they satisfied the aforementioned criteria. To assist the in-

structor in identifying and selecting materials whibh_ane_mostnappropria;e--—“—f~4————

'speaking world, and some are bilingual, that is, they are in both Spanish

for Business Spanish courses, hqwever, it would be helgfuI to know what are
some of the 1items currenp1y avéﬁlable, where they can be obtained, and how
they can be used.

With regard to published materials there are currently many on the mar-
két for Business Spanish courses. Some of them are in Spanish, some in

English but related to an aspect of culture or business in the Spanish-

and English. The most popular of these items is the commercial dictionary.
It abounds by the tens of tﬂousénds and it has several formats and uses.
. . H

It can either be a compilation of the most commonly used words in business

situations such as Guillermo Varela Colmeiro's Diccionario comercial y eco-

némi co ﬁoderno, ingl18s y espafiol (Madrid: Ediciones Interciencia, 1964) or

it can be a compendium of specialized terms for fields such as marketing,

account1ng,¢and f1nance 1ike José Codera Martin's Diccionario de derecho

mercantil (New York French and Span1sh Book Co., 1979). It can also be a
glossary of definitions of specific terminology similar to Andres S. Suarez's

Diccionario econémico de la empresa (Madrid{ Ediciones Pirdmide, 1979) or a

list of expressions or phrases common to business contexts, such as Ivan de

Renty's E1 mundo de los negocios. Léxico inglés-espaiiol, espaﬁol;inglés (Ma-

drid: Sociedad General Espaﬁola de Lib}cria, 197 ). For the most part, they
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serve as lexical reference guides but also can be used to prepare vocabulary
lists for a variety of areas, such as banking, advertising, etc. As far as

bibliographies on the subject are concerned, one of the most recent is Ema-

nuel Mohlo's The Dictionary Catalogue (New York: Spanish and French Book
Corporation, 1977). Apart, from other titles, it giveé the names of Spanish

and bilinghal commercial dictionaries as well as indicates the areas they

cover. “
A]so'listed in this catalogue are manuals or books of business corre-
spondence in Spanish. Numbering in the hundreds they var& fn scope and
approach. Some are brief compilations of the principle commercial letters
or documents but. do not provide any instructional suggestions or directions
as to the writing of such correspondence. Others like P. Mandorine's Re- .

dacte mejor comercialmente and Luis and Antolin Gonzdlez-del-Valle's Corres-

pondencia fondo y forma are more extensive works on the subject and contain

many useful hints as to how such letters and documents are preparéd and
what are some of the brob]ems*found in composing them. Still others,

including J. Harvard's Bilingual Guide to Business and Professional Corre-

spondence. Spanish-English/English-Spanish, are bilingual compilations and,

in many instances, include letters of a social nature. Generally, as can
be expécted, all are used to familiarize students with the types, forms and
contents of business correspondence as well as to serve as the basis for
teaching them composition. In addition to those listed in Molho's cata-
logue several of the more commonly used texts including those just mentioned
are cited in the general bibliography (Appendix A) which follows this arti-
cle.

With respect to general textbooks covering the language and commercial

aspects of Business Spanish courses, only several are currently in print.
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ike those treatiﬁg correspondence they offer different content and have

ifferent approaches. The Business and Finance Workbook by Jarvis, Lebredo,

;and Planells, which forms part of a larger set of 1anguage texts, for exam-

ple, presents, as the authors state, "the specific SpanisﬁlvocabUYary and
1

situations, needed by people who work in the business field or are planning

“to pursue a business career."6 Essentially audio-lingual in approach (a

tage program accompanies the text), it contains dia1ogueé, Vocabh]ary and a

variety of exercises (dialogue ;omp]etion, question aﬁa answer, grammar)

which can be done orally or in writing, and contains guided and more spon-

taneous role-playing exercises of the situations typically found in'the
Spanish-speaking business world. It also provides practice in CETTEEEigl,,,,,,f»\
correspondence and translation and-includes several crossword puzzles, a o
Spanish glossary of business terms and-a Spanish-Eng]ish/Eng]ish—Spanish

vocabulary. The Espafiol Comercial text by Nelly Santos, on the other hand,

puts greater emphasis on read1ng and Wr1t1ng skills and treats the more
sa]ient areas of international commerce. The main focus here is to furnish
the prospective and student with the requisite knowledge of various busi-
ness fields as well as to incorporate the technical vocabulary, dialogues,
and models of letters used in commercial contexts. It is divided into two
parts. The first half, éomprising twelve lessons, presents vocabulary,
dialogues and readings re?afed to the principle fields of business (manage-
ment, banking and finance, accounting, marketing, eté.) while the second
half, with an equal number of chapters, provides samples of the letters and
commercial documents ut111zed“for each of the fields ment1oned 1n the first
part. Like the Jarvis text 1t 1nc1udes written and oral exerc1ses but Tacks

certain lexical explanations br transIat1ons despite two Spanish-English/

English-Spanish glossarwes.7 Anot er manual Cuaderno de espaiiol prdctico

; i
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comercial by Paul Rivers, which was one of the first of the current texts to
be pub]ished,'is more infnrmational than instructional in orientation and is
designedn"to furnish those students who are familiar with the basic grammati-
cal principles of Spanish with the fundamentals of practical commercial Span-
~ish _correspondence and, in addition, with special information on such fields
as advertising, foreign tréde, transportation, and/ngney, banking, and fi-
nance."8 In addition to chapters dedicated td/e;plaining various business
terms and concepts, it\has\a_somewhaf’dated/gat usefu] bib]iography as well
as#sections on weights and measures, general grammar, pronunciation and vo-
cabulary. Like the Jarvis and Santo's books/it~i$wrecommended for the in-
‘termedizte level. Other texts, including those of a more technical or gram-
matica}‘naiyre, too. numePOUS/fG’iiet or discuss here, are also in print and

' avai]able from publishers, particularly the Southwestern Publishing Company,

which has several annotated catalogues, and several are cited in the afore-

-

mentioned bibliography at the end of this article.
In the way of cu]tural texts there are seemingly very few that are par-
ticularly well-suited to BUSiness Spanish courses. This is due-to the fact

that a maJority of such beoks do not meet the cultural needs of the com-
/”/

\
mercial world nor the concéFn§\o¥~4ts/peF§6nne1,and they do not address the

appropriate business-re]ate subject matter. They usually do not provide
information pertaining to the beliefs, values, attitudes, customs, and life-
styles of Spanish Speakihg pe ples an integral part of effective communi-

cation, n,n,de»%hey'treat bu31ness practices or customs, such as bargaining

\

and palanca (*influence'), an understanding of which is so important to suc-
cessful commercial relations. The books that do exist and deal with these
subjects are mostly general readers or they are resource books which sup-

ply activities which can be readily used in the classrcom. One such book

326 .
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is Encuentros culturales (Cross-cultural mini-dramas) by Barbara Snyder.

Published by the National Textbook Company, its purpose is to give students
an understanding and appreciation of cuitura] differences as well as to
help them deal with conflicts arising from the latter. It consists of
fifty-three units. Iﬁ each one a mini-drama is presented in which an Amer-
jcan and a Spanish speaker, who are conversing, have a m1sunderstand1ng re-
garding a certain custom, attitude or set of beliefs or va1ues. To discover -
the reason for this difference of views a question is posed to which four
replies are offered. The‘reader or spectator is asked to select the one
he or she be11eves to be correct An. ‘answer ;ection with the proper replies
and explanations follows aga1nst wh1ch replies can be checked. Primarily
for high school students the book is an excellent adjunct to general culture
readers. Similar texts are listed in the "General Bibiiography." |

As for the readers tﬁemselves, there are basically two varieties. _The
first comprises those which deal with Spain and/or Spanish America from a

strictly small “c" cultural point of view. By far the best text from this

group is Living in Latin America: A Case Study in Cross-Cultural Communica-
tion by Raymond‘L. Gorden. Yritten by a social scientist, the book, as its
“title implies, is a stﬁdy in cross-cultural communication between North
Americans and Latin Americans, in this: case, Colombians. In particular, it
“has tried to demonstrate the importance of the situationally determined
silent assumptions in the process of cross-cultural communication, discover
some of the specific non-linguistic barriers to communication between North
Americans and Colombians, and, sen51t1ze the reader to some ef the symptoms
and results of communication blockages typical among people in daily cross-
cultural contact."9 It has also provided an excellent view of life in

Colombia in a typical midd]e class family as well as some of the social
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mores. In general, it is ohe of the best texts of its kind and useful to
the U.S. national or businessman who would like to have an understanding of
family life in Spanish Amekica. Other readers, including those on Spain,
appear in the General Bibliography.

Q The second type of book is more allied to business. Indeed, in most

cases, it comes under the rubric of cultural texts for business. One of the

most USEfaT‘—igfgiihTéy‘ﬂf_DaviETECdﬁﬁarétiveManagement.0rganizationa1

and Cultural Perspectives. Apart from sections devoted to other cultures,

the book offers several readings on some of the foremost obstacles encoun-
tered by U.S. businessmen on assignment in Latin America and includes three
case studies which underscore the botentia] areas of conflict caused by op-
posing views ph such subjects as bribery, paternalism and bureaucracy. It
also deals with differences in managerial styles. Another book of equal

merit is Reginald C. Reindorp's Spanish American Customs, Culture and Per-

sonality. Unlike the previous text, this one not only deals with business
in Spanish America from a broader perspective but also incorporates other
cultural elements of the small "é" variety. It treats, in addition to busi-
ness methods, such subjects as specialization and technology, and it con-
tains several uhits on religion, legal systems, social structure, values,
attitudes and customs. It also dedicates an entire section to history and
politics and-gives cop‘ous éxamp]es of possible areas of cultural conflict
which might develop between U.S. personnel and Spanish speakers. Like sim=-
jlar texts, including the Reindorp book, it can be used not only to teach
small "c" culture but also to study andAdramatize cultural differences with
the view t0'iqproving interpersonal and commercial re]atiohs.

Besides these resources, there are other types of printed matter that

can be utilized in Business Spanish courses. Many of them are magazines,
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newspapers, catalogues and pamphlets, but an equal num@er are materials
prepared by the instruétor. With regard to the former, the most helpful

in preparing lesSons and acfivities are journals. They can be used to fa-
miliarize students with the current‘situations and events, economic, social,

political and cultural, in Spain and Spanish America,and they can serve to

inform their readers about some of the snecific problems and issues con-

fronting these countries, providing considerable suggestions as toetheir
solution. Some are newspapers, others are magazines, ‘and some are in En-
glish but quite a feware in Spanish. Among the'newspapers in Spanish the
most widely read are La Nacién (Argentina), E1 Tiempo (Colombia), ABC (Spain),

E1 Nacional (Venezuela), while in Eng]ish the most informative are the Mall

Street Journal, London Times, New York Times and Hashington Post. With re-

gard to magazines in Spanish the most newsworthy are Cambio 16 and Actuali-

dad Econémica, both from Spain, and Hispano from México. In Eng]ish-the

most popular are Consumer Reports, Business Week and Business America.

Moreover, there are two bibliographies which are printed annually and which
treat various aspects and cdncerns of business in both Spain and Spanish
America in addition to those of other countries. They are Predicasts F & S,

:
ALy

Index to Europe Annual“and Predicasts F & S International Annual. The for-

mer lists articT§§.on Spain while the latter treats business in Latin Amer-
ica.lo Each annual provides a brief description of the industry product and
technological developments in those countries as well as information on the
political and social factors affecting buéiﬁess°in these areas. They are-
invaluable tools for lbcating current events materials on business and re-
lated fields, which, when found, can be used in many ways and for a variety
of purposes (as reading materials, for oral presentations, to prepare ad-

vertisements, etc.), and are easily obtaina61e. Apart from these materigls,
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the others mentioned—catalogues, pamph]ets,.etc.-also can be easily ac-

quired from any major multinational business firm (Exxon, General Motors,
IBM, etc.} or Spanish-speaking agency consulate or embassy and provide not
only the terminology commonly used in different businesses but also an un-
dersténding of the workings and interests of each field described.

Written materials prepared by the instructor, Sn the other hand, do not
have to be searched for in the archives nor pdrcﬁased in statfonery storesl
They can be produced either wigh some typing, writinglor dup]ication equip-
ment but require a fairly good know]edgg of the'topic.or project to be dfg—
cussed or developed, as well as a great deal of dedicat{on and personal

energy. Form and content-wise they may take the form of dittos or stenciis

of written conversations, and exercises on sone aspect of business or gram-

mar, xeroxes of magazine articles on the Spanish economy, or transparency
maps of South America, They are used in the same ways as professjona]]y'
manufactured materials but have‘the advantage of being made at relatively- -
Tittle cost and with relatively continuous use.

Audio-visual aids constitute another ihportant instructional resource.

By and large, they may consist of such items as te]evision; radio, tapes,

.records, films, filmstrips, videotapes, slides, maps, charts, advertise-

ments, and‘they may be bought or made. They also have, as has been indi-

cated, a variety of uses and can serve multi-purposes. As can be expected,
however, the appropriate types of materials, at least those of the manufac-
fured variety, do not abound. Thoﬁe that are available consist of 1) films

such as Organizacién interna, Preliminares de la venta and Mexico: An Econ-

omy in Trangition, which show the commercial aspects and realities of the

Spanish-speaking world 2) videotapes and slides with titles like Hisganic

" Culture Series, La vida familiar espafiola, and Peru: Culture and Tradition,
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which deal with the customs, life-styles, values, beliefs and attitudes of

‘Spain and Spanish America, 3) filmstrips and tapes, including Passport to

Spain, Asi son los mexicanos, and Berlitz's Spanish for Travellers, which

gives the U.S. national an overview of 1ife and travel in these countries

as well as oral practice in some of the more commonly used expressions for
these contexts, 4) television or radio programs either from or on Spain and
Spanish America, such as those recently aired on Cuba ahd Nicaragua, which

can provide many useful discussions, oral or written reports concerning

business, politics, government, etc., in these countries, and 5) maps, charts,

graphs or other realia, which can be used to demohstrate certain geogréphi-
cal, economic and cultural aspects and réa]ities of the Spanish-Speaking
world. These and other resources as well as the‘names and addresses of the
vendors and distributors from whom édditiona] information may be obtained
are listed in Appendix B: Bib]idgraphy of Audio-Visual Materials of this

paper..

Lastly, although not yet a common feature of many Business Spanish pro--

grams, is the concept of internships~abroad. Originally introduced by busi-

ness colleges for students of graduate-level MBA programs, they were designed

to provide the latter with practical work study and living experience in
the foreign country as well‘éé'with the,opporthity to improve language
proficiency and to apply know]edgé already acqﬁired in tﬁe rg]evant fields.
They still do this but now they also furnish the student with the necessary"
foreign residency, study.and working credentials which may later be heT?fLI
in thaining employment. More intéresting]y,dhowever, these work-stu?& in-
ternships have bégun to appear at the undergraduate level. While, aé pres-

ent, only several such programs exist, including the well-known consortium

of internships sponsored by Eastern Michigan University in Spain and Latin
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’America;ll many are being planned and others still needed to accomodate the ’

growing number of‘students'interested in underteking such a practical course
of study at the college and pre-college leve{s} Their nost positive feature
and selling point besides the.practical ones just mentioned: they may well
$erve as the vehicle needed to bridge the cultural-linguistic gap whicn ex-

ists between the U.S. and its present and potential trading partners as well

‘as the instrument to improve and promoté international relations at all levels

-

That interest in 5us1ness Spanish courses is 1ncreas1ng was recent]y re-
vealed by the f1nd1ngs of a~report presented at the Eastern Michigan Un1ver-
sity Conference on Spanish for Bilingual Careers in Business. 12 According
to the report more than one hundred schools currently have one or more courses
in commercial Spanish, while more than sixty others are planning to develop
similar programs in the notetoo-distant future. MoreoVer,'some forty courses
offered;et universities,whioh‘elready have at least one commercial Spanish
course,dwill be added while another ten or fifteen are in the process of pro-.
posing new courses. The current student enrollment for each present and pro-
jected class i§ fjjteen for a total of some 3,500 students. To be sure, this
figure d0esﬁnot’take into consideration schools who offer such courses, but -
did not respond to the survey nor those where others are being organized. It
does indicate, however, the widespread and growing interest in Business Span-
ish courses as well as underscores, indirectly, the need for the appropriate
program of study and the requisite instructional materials. It is only hoped
that the new interest manifested by this article as-well as its contents have
provided the present and prospective teacher of such classes with both the in-A

centive and resources to develop their own program.

»
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For further information on the Helsinki accords of 1975, see Eugeny

Chossvdovsky, The Helsinki final act viewed in the U. N perspective. New

York: U.N. Institute for Training and Research, 1980.

2 President's Commission on Foreign Language and International Studies.

Strength Through Wisdom: A Critique of U.S. Capability (Washington, D.C.,
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1979), pp. 3ff.

3 Takeo Iguchi. "Language Skills and Intercul tural Commun1cat1ons in
u.s. Japan Trade Re]at1ons,“ in Fore1gn Languages for the Profess1ons, Proc.
of the Conference at Northeastern University, May 14, 1981, CIHED Conference

Series, No. 3 (Boston: Center for International Higher Education Documenta-

tion, 1981), p. 29.
4 Luc11fh\J Honig and Richard I. Brod, Fore1g__Languages and Carecers,

2nd ed. (New York: The Modern Language Association, 1979), p. 8.

5 The findings referred to here were.theuresults of surveys and research

|
|
resersh
conducted at the University of Illinois, Urbana-Champaign and the University
" of Nebraska-Lincoln in 1979 and 1981. At the University of I1linois the -
- survey undertaken involved 200 students'of Spanish of varying'backgnounds
and majors who were given a questionnai}e; nhich eontained, among other
jtems, several queries regard1ng Spanish for professional study, whi]e,the
research concerned the reading of books, art1c1es and pamnh]ets on various
college Business Spanish Programs and the 11ngu1st1c cultural and practical ‘
;; aspects-of international commerce and industry. Those done at-the Universi-
ty of Nebraska were e;sentially a repetition of those completed at Illinois

except more investigation was carried on in the arcas of ‘instructional re- ,
Ve .

sources and program deyelopment, and several business people were queried in
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addition to about twenty students. The findings from both universities were

quite similar and support the general notions and assumptions concerning thev'

Both. the surveys and findings will hopefully be published in the not-too-

distant ﬁbture.

6 ./ ) .
Ana C. Jarvis, et.al., The Business and Finance workbook‘(Lexington,

Massachysetts: D.C. Heath & Co., 1981), p. iii.
\ .
7
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\

|
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format, content, and instructional methodology described here for such courses.
" The Santos text and a]]hother items referred to henceforth are cited ﬁi

»

in the bibliographies indicated and included at the end of this article, un-
- less otherwise stated.

8 Paul Rivers, Cuaderno de espafiol prictico (New York: Harper & Row;

© 1974), p. v.

Raymond L. Gorden, Living in Latin America. A Case Study in Cross-

Cultural Communication (Skokie, I11inois: The Hational Textbook Co., 1978),

p. xii.
10

Botﬁ Predicasts F & S Index to Europe and Predicasts F & S Interna-
gigggl can be obtained from Prédicasts, Inc.; 11001 Cedar Avenue, Cleveland,

"~ Ohio 44106.

llvFor information regarding thg Eastern Mibhigan University consortium
of internships in Spain and Latin Am;rica contact: Department of Foreign

_ Languages and Bilingual Studies, Eastern Michigan University, Ypsf]anti,
Michigan 48197, | |

12 Christine Uber Grosse, "A Survey of Spanish for Business at U.S.

Universities,” East Michigan University Conference on Spanish for Bilingué]

Careers in Business, Ypsilanti, Michigan, March 18. 1982._
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Appendix A
General Bibliography

In this section, the entries have been made under two»headingéz Busi-
neés and Commerce, and Spanish and Spanish Americaﬁ Culture. Under the
former, texts and other books treating business, ;orresﬁondence and ;rave]
in general and those of Spain and Hispanic America in particular aré listed.
Under the latter works on Spanish and Hispanic culture from mostly a small
" perspective,.that is, emphasizing life-styles, attitudes, mores, be-

liefs, etc. are cited.

€

Business, Commerce and Travel

Barreto de Colén, Herodina. Manual de espafiol comercial. Lecturas y ejer-

cicios. San Juan: Editorial Universitaria, 1976.

Berlitz, Maximilian Delphinus. E1 espafiol comercial. 4th ed. London: -
Berlitz, n.d. k

Brousse, Georges and Georges Rateau. Textos y documentos comerciales. San

—

Francisco: European Book Co., n.d.

Carrillo-Zalce, Ignacio. Ejercicios de prdcticas comerciales. San Francis

“co: European Book.Co., n.d.

Cassagrande, Humberto. Manual practico de correspondencia privada y comer-

cial. Barcelona: De Vecchi, n.d.

Chacon, Louis, et.al. "Bilinqual Business Grammar. Gramdtica comercial bi-

lingue. Cincinnati: South-Western Publishing Co., 1981.

Diez de la Cortina, R. Practical Spanish for Travel and Business. Hew

York: R.D. Cortina Co., 1977.




Durdn, Manuel, et.al. Spoken Spanish for Students and Travellers, 3rd ed.

]
Lexington, Mass.: D.C./ Heath & Co., 1978. ,

Ferndndez Sosa, Luis. Comudjcacién. Cincinnati: South-Western Publishing

Co., 1979.

Garcia Ma#tfn, José Carlos. Correspondencia comercial. New York: Harper
and Row, 1973. ' : oy

Gomez Vidal, Oscar and Harry W. Koch. Communicating with the Spanish-Speak-

ing: For People in Government, Business, and the Professions. San
Francisco: Ken Books, 1976. |

Gonzdlez, Antonio J. and Domingo Felipe Maza Zavala. Tratado moderno de

‘economia general. 2nd ed. Cincinnati: South-Western Publishing Co.,
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1976

Gonzéféz-del—Valle, Luis and Adtolin Gonzdlez-del-Valle. Correspondencia

comercial: fondo y forma. 2nd ed. Cincinnati, Ohio: South-testern

Publishing Co., 1981.

Harvard, J. and I.F. Arize, Bilingual Guide to Business and Professional

Correspondence. Spanish-English/English-Spanish. New York: Pergamon,

1976.

Huerta Peredo, José Maria de Jesiis. Correspondencia mercantil. México,

D.F.: Editorial Herrero, 1974.

Jarvis, Ana C. et.al. Business and Finance Yorkbook. Lexington, Massachu-

setts: D.C. Heath and Co., 1981.

McCarthy, D. Spanish for Business and the Professions. Englewood Cliffs, -

New Jersey: Prentice Hall, 1978.

Mendoza de Félix, Maria Amanda. Correspondencia comercial actualizada.

México, D.F.: Editora Nacional, 1980.

Ramirez Valenzuela, Alejandro. Derecho mercantil y documentacién. México,
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D.F.: Editora Naciona],pr978
a

Rivers, Paul. Cuaderno de espafiol pract1co comercial. New\York: Harcourt,

Brace, and Jovanov1ch 19 \ “
'Samscn, Harlan E. and Eduardo Ldopez Ballori.. Pub]ici%ad. Cihcinnati:

South-west rn Publishing s 1982.

" Santos, Nelly. | Espafiol comerc1a1 - New York: xHarﬁer and Row, 1981.

Soltero Peralta, Rafae]. ~Derecho mercantil. 5th ed. ,Cincinnat{} South-

Y

Western Publishing Co., 1973.

§panish for Jravellers. Rev. ed. 1974; rpt. Lausanne, Switzerland: Edi-

tions Bprlitz, 1977, .

Vo Spanish and Spanisﬁ American Culture

T Tt

Aceves, Joseph and William A. Doug]ass The Changing Face of Rural .Snain.

Cambr1dge, Massachusetts: Schenkpan Publishing Co., 1976.

Alisky, Martin. Latin America Media. iAmes, Iowa: lowa State University,

1981. C [ a

[
4 )

Altamira y Crevéa, Rafae}). Los e]eme&¢é§,gg.lg civilizacién y del cardcter

espaiiol. -Bﬁenos Ajres: Editorial ﬁosada, 1956.

Brameld, Theodore. The Remaking of a Culture. New York:: Harper and Row,

Brothers, 1959.

i -

Condon, John C. and Fathi S, ' Yousef. Ag,introduction to Intercultural Com-

munication. Indi napq11s Bobbs- Meﬁrill Co., 1979.

Considine, John Joseph.\ New Horizons in Lat1n America. yew York: Dodd,

R
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Mead, 1958.

Davis,eStanley M. "Lati. Amer{ca“ in Comparative Managément: Organization

and Cultural Perspectives. Englewood.Cliffs, NewﬁJersey: Prentice-

Hall, Inc., 1971, pp. 125-237.
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Dfaz-Plaja, Fernando. La sociedad espafiola. Barcelona: Plaza y Janés, 1975.

Gorden, Raymond L. Living ig_Latin America. A Case Study in Cross-Cultural

Communication. Skokie, I11inois: The National Textbook Co., 1978.

Hall, Edward T. The Silent Language. New York: Doubleday and Co., 1959.

Kany, Charles Emil. Fiestas y costumbres espafiolas. New York: D.C. Heath

and Co., 1929.

Ladu, Tora Tuve. Teaching for Cross-Cultural Understanding. Raleigh,
North Carolina: State Department of Public Instruction, 1968. '
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Lipset, Seymour Martin and Aldo Solari. Elites in Latin America. New York:

Oxford University Press, 1967.
Michener, James Albert. Iberia. New York: Random House, 19G8.

Miller, J. Dale, et.al. USA-Hispanic South America Culture Capsules.

Rowley, Massachusetts: Newbury House Publishers, 1979.

USA-Mexica Culture Capsules. Rowley, Massachusetts:

Newbury House Publishers, Inc., 1979.
Powell, Philip Wayné. Tree of Hate. New York: Basic Books, 1971.

Pritchett, Victor Sawdon. The Spanish Temper. New York: Knopf, 1954.
Radler, Don H. E1 Gringo: The Yankee Image in Latin America. Philadelphia:

Chilton Co., 1962.
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Appendix B

Bibliography of Audio Visual Materials

In this section, the entries have been made under the same rubrics as
those of the previous'section,rthat is, Bysinéss and Commerce, and Spanish
and Spanish American Culture. This time, however,'the former deals with
business concepts and practices peculiar to the international sector in
general and, whenever possible, to the Hispanic world, in particular, while
. the latter mainly treats the various areas of small "c" culture and other
related subjects, such as geography, economics, etc. Moreover, to facili-
tate the use and reading of this bibliography as well as the acquisition of
the materials cited, the following infbrmation, when known, has begn pro-
vided: the tit]evof the item, the type of item (film, videotape, filmstrip,
slides, tapes, etc.), tge date of publication, the color feature applicabTe
(biack and white or color), the lengfh of the item, particularly of fi]ms;
and the name, abbreviated, of the vendor. A list‘df the venaors and éheir
addresse§ appear at the end of the bibliography. Finally, unless otherwise

indicated, all materials are in the language of their titles.

Business and Commerce

Communicating Management's Point of View (Spanish language version). Video-
tape, 1977, color, 29 mins., BNA.
Control de la calidad. ‘Film, black and white, 10 mins., MGH.

Desarrollo de los productos. 'Film, black and white, 10 mins., MGH.

El hombre y su trabajo. Film, black and white, 27 mins., MGH.
£l problema de Gomez. Film, black and white, 15 mins., GNPI.
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Entrevista 4e personal. Film, black and white, 11 mins., MGH.

. Estilos de la direccién de personal. Film, black and white, 26 mins., RPT.

L=
La fabricacién de un producto.™Film, black and white, 14 mins., FAC.

La historia de la banca. Filmstrip in color with record. National Bank of

—— ——————————— S—  Smta—

Mexico.

Management by Participation (Spanish language version). Videotape, 1977,
color, 30 mins., BNA.

Mercadeo y distribucién. Filmstrip with tape and text, EAV.

Mexican Market (Spanish language version). Videotape, color, 10 mins., AIMS.

~ Organizacién interna. Film, black and white, 10 mins., MGH.

Preliminares de la venta. Film, black and white, 11 mins., MGH.

¢Qué es la productividad? Film, black and white, 12 mins., CNPI;

Spanish for Airlines and Travel Agents. Five tapes in Spanish with text,

Wible.

Spanish for Banking and Savings and Loans Institutions. Five tapes in

Spaniiy with text, Wible.

'Spanish for Hote]s'énd Motels. Four tapes in Spanish with text, Wible.

Spanish for Retail Selling. Nine tapes in Spanish with text, Wible.

Spanish and Spanish American Culture

Asi son los espafioles. Six filmstrips and tapes in Spanish, EMC.

Asi son los mexicanos: 1. Six filmstrips and tapes in Spanish, EMC.

Asi son los mexicanos: 2. Seven filmstrips and tapes in Spanish, EMC.

Central America: Finding New Ways. Film, 1974, 17 mins., Britannica Films.

Cuba: The People, Parts I and II. Videotépe, 1974, color, 85 mins., Down-

town Community TV.

El trabajo en Espafia. Thirty slides or filmstrip with tape in Spanish, Wible.
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General View of Venezuela. Thirty slides or fi]msfrip with tape in Spanish,

Wible. -

Geography of South America: Five northern countries. Videotape, 19W, co-

lor,.11 mins., Coronet Instructional Media.

Geography gj_Sbuth America: The Continent. Videotape, 1977, color, 14 mins.,

Coronet Instructional Media. y
! r

Hispanic Culture Series. Videotape, ‘1981, color, 60 mins., video Ehow]edgeurf .

Hispanoamérica I: gl_éur del ecuador. Six filmstrips and tapes in Spanish,

EMC.

Industrial and Commercial life in Chile., Thirty slides or filmstrip with v

tape in Spanish, Wible.

La Espafia comercial. Thirty slides or filmstrip with tape in Spanish, Wible.

La vida familiar espafiola. Thirty slides or fimlstrip with tape in Spanish,

Wible. . .

Living in Mexico. Seven filmstrips and tépes in Spanish with text, Wible.

Mexico: An Economy in Transition. Film, 1972, color, 13 mins., Doubleday

Mul timedia.

Passport to Mexico. Film fi]mstrips and tapes in Span{sh, EMC.

Passport to Spain. Film filmstrips and tapes in Spanish, EMC.

Peru: Customs and Tradition. Thirty slides or filmstrip with tape in Spa-

nish, Wible.

Sources gj.wealthaiﬂ Ecuador. Thirty slides or filmstrip with tape in Spa-
nish, Wible.

Venezuela: 0il Builds a Nation. Videotape, 1972, color, 17 mins., Britan-

nica Films.

Viaje por'gl norte de Espaiia. (Spanish language version)., Videotape, 1966,

color, 15 mins., Britannica Films.
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Viaje por el sur de Espafia (Spanish language version). Videotape, 1966,

color, 17 mins., Britannica Films.
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Aims Instructional Media
626 Justin Avenue

Vendors and Addresses

(Glenda]e, California 91201

BNA Communications
9417 Decoverly Hall Rd.

Rockville, Maryland 20850

Britannica Films
425 N. Michigan Avenue
Chicago, I1linois 60611

CNPI

Servicios de Publicaciones

del Ministerio de Industri

1as

Calle Claudio Coello N° 44

Madiid, Espana

Coronet Instructional Med
65 East.South Water Stree
Chicago, I11inois- 60601

Doubleday Multimedia
501 Franklin Avenue

ia
t

Garden City, New York 11530.

Downtown Community IV
87 Lafayette Street
New York, New York 10013

Educational Audio Visual,
Pleasantville, New York

Inc.
10570

344

EMC Publishing W
180 East Sixth Street
St. Paul, Minnesota 55101

\
Film Associates Co. !

11559 Santa Monica Blvd.
Los Angeles, California 90025

Films Inc.

Film and Tape Division
733 Green Bay Rd.
Wilmette, I1linois 60091

McGraw-Hill Films
1221 Avenue of the Americas
New York, New York 10020

AN

Roundtable Productions

321 S. Beverly Dr. ‘
Beverly Hills, California 90212

Sterling Educational Films
241 East 34th Street

“New York, New ‘York 10016

sa

JVideo Knowledge

P.0. Box 2937
315 Walt Whitman Rd. ‘ ;
Huntington Station, New York 11746

Wible Language Institute, Inc.
24 South 8th Street

P.0. Box 870

Allentown, Pennsylvania 18105
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Only in recent years have national commerce and the finances of interna-

—_—

tional markets come to find American speakers of foreign lang;ages to be an eco-
nomically provident resource. Local adminiétrations, aware of shifting or grow-
ing ethnic populétion densities, are confronted with a need to provide governance
and services by means of the effi¢a¢ious tool of native language communication.
The acknowlédgement of these exterior and interior pressures has occasioned the
recent ""Report to the President from the Commission on Foreign Languages and
International Studies" (November 1979) which spoke to the needs, resources and
relevant purposes of the media, foundations, the Federal Government, community
colleges and universities.. In all cases, the Commission reports an apparent
failure of articulation and application -~ a disjoiﬁt'and incoherent process of
needs filled by theory, instruction and implementation of knowledge.

In keeping with the pragmatic need for alliance between business and for-
eign language study, many universities are developing cooperative programs within
these disciplines. Whiié many specialized colleges (sqhools of law, nursing,.
education or secretarial skills) offer language courses designed to further their
given professional intentions, it is the burdon of an integrated university to
develope the generalist's course to serve all professional apd/oﬁ,cummunity needs.
Usually this proslem is laid upon the doorstep of the Foreign Language department,
and the 1iteréry scholar or linguist is asked to provide materials frum a world
he has studiously avoided as '"un-humanistic.' Peter Demetz, the current presi-

dent of the Modern Language Associatioﬁ, laments our insularity: ''Most American
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humanists live, whether Ebey)kﬁow it or not, in a melodramatic if not Manichean
world in which businé;;‘is pitted against academe, and people of action peep
across invisible barriers at the cdntemplative.professors, and vice versa."1
The role of the university has changéd in that the professor&f function is no
longer primarily that of replacing himsélf as resident sage of an ivy-walled
tower. In the last decade, the student has demanded a more immediately utili-
?tarian knowledge, often causing a department to redesign its curricula and the
faculty member to ‘“'re-tool'" in order to serve the immediacies of functional
relevancy.

It is the purpose of this presentation to propose a content and a method
for the generalist's course on Spanish for the professions and community needs--
£he synthesis of research and thought, of fortuitous results (both good and bad)
and further thought. Whereas fhe specialty-interest courses (Spanish for'ﬁ@rs-
ing, law, etc.) ;re often offered with no expectation of previous, formal Spanish
Vlaﬁguage éxperience and are meant to teach grammar as well as situational voca-
b_ulary,2 I feel it more provident to require the prerequisite of ;t least one
complete grammar text (for the non-native) for admission into a~spééializad
course of interdisciplinary nature. In apparent agreement, many texés are intro-
duced or supplemented by a brief 'review grammar."3

The course I have been able to offer -- earlier in southe;n California, now
in northern Idaho -- has been designed for the senior level of university student
to attract graduate students from the College of Business and junior or génior
Spanish majors considering a pre-MBA option. The course is comprised of self-
contained modules, divided into general and special interest areas. All students

attend the general sessions, which I have titled: GCeneral-l '"Cultural Checklist

N - 347
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for Travelers, Businessmen and othe iplomats," General-2 "Introductgry Commu-

nic¢ations,' and General-3 'T vel::/*Students then elect two modules from the

following areas ~- one as a :mafsr" study and another as a "minor:" Special-l
"Commerce/Finance," Special-2 '"Data Gathering,' Special-3 '"Law and the Courts,"
and Special-4 "Translation."

General-1 "Cultural Checkligt"

"In using other culFureé as mirrors in which we may see own own culture, we
are affected by the astigma'of our own eyesight and the defects of the mirror,
with the result that we are‘apt to see nothing but the virtues of our own. . . .
The cultural values of an indus;rial society are not the cultural-values of other
éocieties."4 It may be assumed that the serious student of languages will possess
or nurture a positive cultural biag toward the lands and peoples of his target

- $ .
language, but simple ignorance beyond those of grammatical structures -- ignorance

~of social values and popular Weltanschauung -- miay easily create a separation of

understandings greater than that of any linguistic barrier. The differences of
race and culture that traditionally have divided mankind into naturally suspicious
groups have become not less but more susceptible of explosion during this past

genefétion in which modern communication has brought together but has failed to

Lnite the peoples of the world.5

A large portion of the cod}se I offer i;,predicated upon the failure of for-
ﬁal language structurcs to fully communicate. The U.S. puts into the field ex-
perts who are chosen for their knowiédge of technique -~ their "know-how' --
rather than their ability to cbﬁmunicate. George H. Gardner teils us that the
United States' failures in other countries are "not due to perversness or con-

flicting policies . . « but rather to an unawareness of the dynamics of encounter"
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~or crass-cultural communication.6 o
This module is-not spent in the study of a given commercial text, but pro-
cedes, through investigation,t6 the creation of a personalized text. With the
" Socratic Method, the students are led to structure a cultural ogtline (a cheék-
list) which can guide an interested party in the accumulation of cultural data
on any country. The students, depending on quantity and interesé areas, choose
(singiy or by team) a country of Spanish speech to research. The final study
form;t consists of '"capsules"” which attempt to focus considerations into topical
divisions.7
I. Circumstance
~— A. The Land . « .
1) geography
2) flora/fauna
3) climate/natural resdarces
4) original peoples
B. . . . and History
1) discovery
2) conqueét
3) revolution
C. Technology
1) food/clothing
2) transportation
II. The Self .

A. Biology

1) color/stature/hair/etc.

2) mestizaje/race identity
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B; "High'" Values
1) God and the supernatural
2) honor and personal integrity
3) heroes and authority

C. Esthetics
1) parties and festivals
2) sports (bullfights)
3) music and dance

III. The$Se1f and Others
A. Family

B. hacienda and patrén

IV. The Self and Society
A. Courtship and Marriage
B. Family and Inheritance -
.C. Church and Religion
D. Politics
1) government
2) legal systems
3) military
E. Status
1) education and literacy
2) bilingualism and dialects
V. Foreign Relations "
A. Debt
B. Export/Import

C. Tourism and Nationali* s
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Reference materials of the university of community library form the initial
sources for the se investigations.8 Other specific titles are placed on library
reserve for the student's use. In-class discussions are conducted on each cap-
sule and we .find that the outline structure; as exemplified above; cannot be .con-
sidered rigid and/or appropriate for each country. The ultimate task for comple-
tion of this module is for each student (or tegm) to compile cultural data on a
specific country according to an agreed-upon outline structure. These projects
are duplicated and given to all other students of the class.

It may seém, at first, that undue time is spent on material which is not
properly professional in scope nor community-oriented, but it is my feeling that
individual, corporation and hational concerns would be better served if the tra-
velers, businessmen and other diplomats were to tread foreign lands or treat for-
reign nationals with realistic expectations and the wisdom of thoughtful foresight.

I would like to support this stance with a quote from Jawaharlal Nehru:

If we seek to understand a péople, we have to try to put ourselves
as far as we can, in that particular historical and cultural back-

/

ground. « « . It is not easy for a person of one country to enter -
into the background of another country. So théfe is great irriéétion,
be@ause one fact that seems obvious to us is not immediately accepted
by the other party. One has to realize that, whatever the future may
hold, countries and peoples differ in their approach to life and in
their ways of living and thinking. If we wish to convince them, we

have to use their language as far as we can, not language in the

narrow sense of the word, but the language of the mind.
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~ General-2 "Introductory Communications"

Tﬂis second module consists of four distinct areas:
1) Oral introductions
2) Initial written correspondence
Aa) at a formal level
b) . at an informal level
3)’ Telephone communication
4) Para-language communication.

‘ -
The first -- "oral introductions' -- presents the etiquette and praseology

required of personal introductions. Following 'blackboard theory' and a series

of mock introductions between a colleague and myself to_simulate various social

and business plausibilities, the students ggg;t’é’number of situational roles

e -

//””/Eﬁggg themselves. These include self-introduction, and those of introducer of

others and one introduced to others: Some roles require a fictional identity to
alter social status and organizational heirarchy.
The second area -- "initial written correspondence' -- igs undertaken with

the aid of a commercial text.lo

After discussion and text aseignménts, the
"task' devised for completion of this unit is the actual posting of letters in
Spanish to various agencies and countries, generally requesting information or

to purchase some asmall piece of murchandise. These agencies include fore{gn con=-
sulates, publishing houses, banks and professional organizations. On the infor-
mal level, sﬁudents write to personal acquaintances of my own -- a sort of ""pen
pal' arrangement. A total of five letters are required for completion of this

task: three formal (to:- separate agencies) and two informal (exchanged with the

same party). ' p
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The third area -- '"telephone communication" -- is conducted in essentially

the same manner. After basic information on contacting foreign operators and

\

stock phrases of inquiry and response, the students use the inter-office phones -
of our department for mock, bu;iness transactions. Final task completion re-
quires the students to actually telephone unsuspecting individuals or agencies
to conduct a minor piece of business in Spanish. (This is admittedly easier
done ia a border area or city with a Hispanic population density large enough
to preserve Spanish as a vehicle for commercial enterprise.) |

The fourth area -- 'para-language communication' -- introduces a system of
communication seldom presented in formal language te#ts, which, therefore, con-
stitutes material of~which most students are completely unaware. Since Edward
Sapir wrote in 1927: "We respond to gestures with an ektreme élertness and . . .
in accordance with an elaborate and secret code that is written nowhere, known Ey
none and understood by all,"11 several linguists and anthropologists (most‘
nofAbly Ray Birdwistlelz) have attempted to decode and order these systems of
intra-cultural communication. The consideration of kinesics is more appropriate
in Spanish than it is in many other lapguages in that the majority of gestures
natively employed in Spanish do contribute to, support or provide meaning. While

in many languages gestures add emphasis or attitude to the oral statement, gesture

in Spanish is de rigeur accompanyment to speech and, ofteptimes, supplants it
completely. As early as 1931, a list of fifty-five gestures was catalogued for
Spanish in connection with foreign language teaching methodology, but at that
time they were not preséﬁted as culturally significant -- rather, as an interest-

ing '"change of pace' for the language instructor.13 However, following the

tradition of Sapir and Birdwistle, in a later study, rightly insisting on the
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interdependence of the iinguistic and kinesic systems, Jerald Green was able to
ncollect' a total of 119 occasions for gesture and provides his readers with 98
illustrations.14

For the purposeé of this course, I am presently arranging for the prepara=-
tion of a video-tape module on Spanish gestures with: 1) explanation and pre-
sentation, 2) drill, and 3) testing.

General-3 “Travel' "

Whatever the needs or purpose of travel -- vacation, business or diplomacy ~--,
appreciation is based on the appropriateness of expectations to the realities en-
countered. The nature of these three genefﬁl modules is that of adapting the
student expgctations to the Hispanic realities:. first, with a knowledge of the
land and its éeople,.then the methods of initiating a meaningful communication
within that enviromnment, and now, the actual exigencies of the visit itself.

This module considers travel preparations, the trip, the arrival and ''settling
in' procedures. It is a self-contained unit and requires only minimal instruct-
oral invélvement. For the material, I have prepared a combination of two commer-
cially available programs. From the Berlitz Basic Spani sh program,15 I use six
of the twenty available study chapters: 1) '"On the Plane," 2) "The Arrival,"

3) "At the Hotel," 10) "Getting Around Town," 18) "At the Bank," and 19) "Emer-
gencies.t Each of these chapters consists of writteh, situational texts from a

program bdoklet, with accompanying cassette tapes. From another program, Pass-

port to Mexico,16 which includes a text manual, film strips and cassette sound

track, I choose three of the five available units. After finishing chapters 1,
2 and 3 of the Berlitz program, the students use the supportive, reinforcing

material of the Passport Unit-l: "Preparation and Flight," which takes the
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s
imaginary traveler from the reservation desk ;E—his home town to the registra-
tion desk of a Mexican hotel. Following the Berlitz chapters 10 and 18, comes
Paéggort Unit-2: '"At the Bank‘and Communication" for currancy exchange, travel-
ers checks, stamps and mailing, and telegrams, and Unit-3" "Transportation" for
car rental and maintenance, and intra- and inter-city trav;I -- taxi, bus and
train. The module comes to an end with the Berlitz chapter on '"Emergencies."
I. Berlitz |
1) "On the Plane"
2) "The Arrival"
3) "At the Hotel"
I1I. Passport:
1) '"Preparation and Flight"
III. Berlitz
10) "Getting Around Town'
18) "At the Bank"
IV. Passport
2) "At the Bank and Communication"
3) "Transportation'

-

V. Berlitz

19) "Emergencies." —
Task completion fér this module is completely dependent on university loca-
tion. In Idaho, the ﬁasks must perforce be artificial, and the student completes
assignments provided by the Passport units, designed to test each area of experi-

ence. In southern California, opportunities for travel in Mexico were &5 access~

ible that students actually bought bus tickets between Mexican border towns,
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actually exchanged currancy and posted mail in Mexico and tré@eled by taxi and
municipal buslines.

It is at this point that the-course becomes '"individualized" and subdivided
into interest areas, that is, the special topics. As mentioned earlier, the ‘
student chooses a major and a minor area from among four pre-arranged topics. ‘
Assuming now a summary acquaintanceship with a foreign culture, the protocols of
communication and a "smooth" travel procedure, one confronts in the first module

the requiremehts of international commercial negotiations.

Special-1 "Commerce/Finance"

In recognition of the fact that the U.S. is the fourth largest Spanish-
speaking country in the world and that one out of six Americans owes his/her eé-.
ployment to foreign trade and that foreign companies invest over $30 billion in
American business (including the tourism of more than:ZO,QO0,000 foreign visitors o)
a year), many publishing houses have seen tﬂe exp;diency of commissioning
Commerc£él-$panish textbooks.17 To quote a UNESCO official: 'You can buy any- '
thing, anywhere in the world in your own language, but you can't sell."”

. Through travel and correspondence, I ﬁﬁve collected a great deal of material
for use in this section (as well as in the following two areas) for student use,
This collection consists of blank forms from governments, banks and stock brok-
erages, major corporations and smaller business enterprises, along with copies
of the. corresponderce exchanged in ob* .ining them -~ this aiong with other infor-
mational paperwork which has fortuitously~60me into my possession., With occa-
siona1°references to one or more of the source texts of note 17, above, the stu- f;

dents are set to choose and complate such forms as are germaine to their proposed

or actual professional interests and to paraphrase the correspondence to
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facilitate those same ends.

~ In southern California, I was able to take the students into ¥§§icanbusi-

nesses for direct involvement; they stood beside bank tellers and provided minor
stistence, visited a stock brokerage and the shipping/delivery areas of ; ’
brewery and a textile manufacturer and spent some time working with Mexican and
American immigration officials. In Idaho, our tasks seek such community inter-
action as is available from Spanish-speaking business owners and managers. Of

particular importance are the enterprises concerned with imports of fsreign-made

goods and the export of agricultural products from this region.

Special-2 "Data Gathering" 1is designed to meed the expected needs of the

social worker and health-care professionals. Here again there are texts written-
explicitely for these purposes.lsi However, I use blank forms obtained from Wel-
fare agencies and hospitals from both English‘;nd Spanish sources.' The students
use dictionaries -- general and specialized -- to formulate questions for elli-

citing such information required by these personal questionnaires. Role-playing
and cued-situation activities ﬁrovoke the students use of situational vocabulary

in simulated interviews.

Special-3 "Law and <he Tourcs"

Given the innordinately rapid incresse of Spanish-speaking peopls in the

U.S. in recent years, both from immigration and iaterior growth rate, the comnu-

nicational services of Special-2, above, and this madulz are becoming continually

]

more needed and practicede A truly bilingual professinnal will have no difficulty

in job placement in increasiagly z-2atar za2og-aphic aveas. It is unfortinate that

.

the immigration status and economic competiveness often force many of the new

arrivals into situations where legal services are required. The benefits cf

©
B

w o
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specialized education along these lines serves the public in a dual fashion; the

profecsiongl is "reliaved" of a poseible foreign-bias through understanding, and
functions better in the assigned roie through increased communicative capabilities.
Texts have been commercially prepared for legal purposes.19 To materials from
these résources, I add information of my own experience as court interpretor for
the Superior Court of Los Angeles County in Califqrnia. The students are pro-
vided with "A Guide for the Use of Spanish-English Interpreters, Consisting of
Words, Phrases and Se;tences Frequehtly Used in Court,' prepared by the Inter-

preters Division of that court. In this module, the students interested in

" either police work or the legal system must be made aware of the expected de-

vistions from textbook Spanish that are very likely to be encountered in such
personal contacts.

Special-4 "Translation'

This last module is prepared for the technical purposes of precise trans-
lation, rather than the more humanistic interpretation of the previous three
special modules. While the skills of translation have their methodology,20 I
find only two requisites for exposure to the actual work: a sound capability
in the grammar of the language and a knowledge'of tecﬁnical word derivation. Once
assured of the first, I provide the studeni.s with a working list of Creek and
Latin word-stems and affixes. The students do not find this linguistic -orient-
ation intimidating because English technical vocabulary is made essentially of
the same ieces'" and are generally cognates to tpeir épanish counterparts. In
this module, it is the student who provides textual material from‘aq area of

interest. The class (as individuals) have worked with'advertisecment, instruc-
A

tional manuals, newspaper articles, correspondence and various scientific

358
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disciplines. (I recall one student who chose to work with military manuals

For each of the above special modules, no amount of grammar nor even per-
sonal experience will be enough to functioq cépably in any circumstance. Every
professional needs apprppriate dictionaries at hand. The students are provided
with a list of &icFionaries available for their possible needs. This is espec-
ially important to the translator who may be working with terminology whicﬁ is
unfamiliar even in the native language. The following is an abbréviated

bibliography of such works:

Alexander Hamilton Institute Editorial Staff. 2001 Business Terms

and What They Mean. New York: Doubleday Co., Inc., 1962.

Algar, Antonio Lopez de Zuazo. Diccionario del periodismo. New York:
Pergamon, 1979.

Cerezo, Martfnez A. Diccionario de Banca. Madrid: Ediciones Piramide.

Collazo, Javier L. English-Spanish Spanish-English Encyclopedic Dic-

tiona;x¥$f Technical Terms in Three Volumes. New York: McGraw-Hill, 1980.

Frfas-sucre Giraud, Alejandro. Diccionario comercial Espafiol-ingl€s,

ingl&s-espafiol. Barcelona: Editorial Juventud, S. A., 1977.

Garmendfa, Ignacio J. Diccionario de bolsa. Madrid: Ediciones

Piramide, 1979.

I

. . . . - - .
Ibeas, Franco. Diccionario tecnoldgico inglés-espariol. Madrid:

Editorial Alhambra, 1980.

Renty, Ivan de. El mundo de los negocios, léxico inglés-espafiol.

Spanish version by Angel Garcfa Arranz. Madrid: Sociedad General Espanola

~ de Librerfa, S. A., 1977.

gy
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Robb, Louis A. Dictionary of Legal Terms: Spanish-English and

English-Spanish. New York: John Wiley & Sons, Inc.;.1955.

I believe tﬁat it~is readily discernible that the‘}enor of this course is
the assumption of formal education as a result of previous coursework or ex-
perience. I have developed '"Foreign Languages for the Professions and Community
Needs'" in search of goal-oriented knowledge of a speéific focus. This has been
done in response to wﬁat I feel are the community's pragmatic‘¥é§uirements for
a foreign language service. We recall the student riots of the 1960';; their
cry was for '"relevance." Even then it was an ivory-tower sentiment joining
faculty and student in isolation from the world and its immediate demands.
"Relevance":will take on a broader expreésion in the 1980's when this "shrinking
world" will call on its universities as it does a library for theoretical know-
ledge and oh the graduates for practical performance. The course I have outlined
attemptsxto provide an intermediary 'staging ground' between language acQuisitién
and thaf practical performance. ~At proposes to provide that interaction between
professor, student and community needed for task completion and confidence on the

parts of both the promising student and the expectant community.

«
-
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Notes

1 Peter Demetz, "An Inarticulate Society,' Yale Alumni Magazine'and Journal,

November 1981, p. l4.

L

An excellent text designed for several/sf these purposes is Ana C. Jarvis,

et at., Has4£VSQAEIEU;ﬁramma¥;LLeXihgton, Mass.: D. C. Heath & Co., 1980,

accompanied by the following workbooks for specific careers: Medical Personnel

Ay

Workbook, Business and Finance Workbook, Spanish for CommunicatioﬁVWOrkbook, ahd .

Law Enforcement -Workbook. Another specific grammar text is Maria Antonia Di

Lorenzo-Kearon and Thomas P. Kearon's Medical Spanish (New York: Harcourt Brace

Jovanovich, Inc., 1981).

Examples are: ,touis Chacdn, Jr., et al. Bilingual Business Grammar/

Gramitica comercial bilingide (Cincinnati: South-western, 1981); Paul Rivers,

Cusderno de espaffol prdctico comercial (New York: Harcourt Brace Jovanovich,

Inc., 1980); and Jorge A. Santana, Spanish for the Professions (New York: Random

House, 1981).
Harold A. Innis; "Industrialism and Cultural Values,'" in his The Bias of

Communication (Toronto: University Press, 1951), p. 132.
5

L. S. Harms, Intercultural Communication (New York: Harper and Row,

1973), p. vii.

¢

George H. Gardner, "Cross-Cultural Communication,' Journal of Social

Psychology, 58 (1962), 241.
For the idea and general format of the 'capsules,” I am indebted to N.

Darrell Taylor and John L. Sorensen, '"Culture Capsules,' Modern Language Journal,

45 (1961), 350-4 and to materials from J. Dale Miller and Russell H. Bishop,

*
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New World Culture Series: USA- Mekico (Salt Lake City: University Press,‘1974).
8

Although "dated" the Introduction to the Latin American Nations by the

- Secretariat of the Organization of American States (Washington, D.C., 1962), with

the various encyclopediae, can provide a quick background in geography, ethnology

and history.

-

° Jawaharlal Nehru, Visit to America (New York: John Day Co., 1950),

pp. 52-9.
10 There are many good texts which would serve this purpose. Given the

amount of time my course has to offer these matters, I have chosen the 'con-

densed and manageable' Mary H. Jackson, Manual de-correspondencia espaiiola

(Skokie, IL: National Textbook Co., 1976).

11 David G. Mandelbaum, ed., Selected Writings of Edward Sapir on Language,

Culture, and Personality (?erkeley: University of California Press, 1949), p. 556.
" N

See especiaily Ray L. Birdwistle, Kinesics and Context -- Essays on Body

Motion Communication (Philadelphia: University of Pennsylvania Press, 1970).
13 Walter Vincent Kaulfers, 'Curiosities of Colloquial Gestures,'" Hispania,
14 (1931), 249-64.

4 ' o
Jerald R. Green, A Gesture Inventory for the Teaching of Spanish (NSQ

. York: Chilton, 1968).
15

Berlitz Basic Spanish, (New York: Berlitz Publications, Inc., 1968).

16 Robert Brett, Passport to Mexico (St. Paul, MN: EMC Corporation, 1976).

Also available from this company is a program entitled Passport to Spain. L
7 A sampling includes: 1) Ana C. Jarvis, Luis Lebredo and Antonio Plannels,

Business and Finance Workbook (D. C. Heath & Co., 1981) which accompanies the first-

year language text Basic Spanish Grammar; 2) Louis Chacdn, Jr., Maria Luisa Paredes,
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Herlinda Aviles and Barbara L. Davenport, Bilingual Business Grammar (South-

western Pub. Co., 1981), & grammar course with a business perspective, that is,

situational dialogues; 3) Jorge A. Santana, Spanish for the Professions (Ramdom
House, 1981), a.basic workbook which presumes some prior knowledge of Spanish;

4) Joseph Harvard and I. F. Ariza, Bilingual Guide to Business and Professional

Correspondence (Pergamon, 1970), a resource text for phraseology (both English

and Sparish) for any written occasion; 5) Louis Gonziles del Valle and Antolin

Gonziles del Valle, Correspondencia Comercial: Fondo y Forma (South-western,

1975), a complete course/workbook in written communications; 6) Paul Rivers,

Cuaderno de espafiol préctico comercial (Harcourt Brace Jovanovich, 1980), a

comprehensive workbook of inter-company communications; and 7) M. G. Thomas,

Export Marketing Spanish (London: Longman, 1978), an excellent commercial guide

-

from the point of initial contact of representatives, through 'trouble shooting"
to conclusion of negotiations, with accompanying cassettes and critical biblio-

graphy of materialse.

18 Jarvis, Medical Personnel Workbook; and Mar{a Antonia Dilorenzo-Kearen

and Thomas P. Kearon, Medical Spanish (Harcourt Brace Jovanovich, 1981).

19 Jarvis, Law Enforcement Workbook; and Marilyn R. Frankenthaler, Skills

for Bilingual Legal Personnel/Técnicas para el personal bilingﬁe en el area

legal (South-western, 1981).
20

Vgsquez-Ayora, Introduccidn a la tréﬂuctologfa (Washington, D.C.: George-

town University Press).
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TERMINOLOSIA CCMENCIAL

Dr. Poberto 5r:vo
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Texes -'ech Uriversity
Lubbhock, Texcs

Esta lista de terminos comerc1ale" rno rretende ser exhaustiv-, fresents so0la-
rente lor t-rr1nos ~uz se cnrsideran mEs usuales y utllea en el mu-.do ie loc nesmo-
cios. Cada te"n*no vienre aco"narado de su trnﬂncr1o" al inrlec y su defi ricion en
espanol. Aleunos term1q0a avarecsn ccon dos o r‘s definiciones y, a veces, -rarsce
su referencia a otro termino. Algunns de los tervinos ticnen olres le..-ICriog,
gue ro se aplicar a lo corercisl. in rerersl, se hen elimirndo terminos o%vios o
cornados, Fe€., ckeque. costo, etc. Lcs termincs que ararecdén subravados dentro de

las definicinnes estan Heflnldog en su lugar cor'espori1en*e en 1a listn.
. A

. ’ . -
1. A euenta. On account. Exrresion usada al acreniiar pioos parciales.

aciizs
3 .. ¢’
5. & la vists. At simht. ars ser rasado er el momenio 1e su yrecentscion.

b AL I

3, ihonar. 1To credit. Acreiitar. Fac r parte de una cuenin. artraootr socuer

. Arcmo. Clredit. faso varcinl de wnn o douda. o .

.. - N . { 4 . " .
5., acciores. 1. ouares of carital. ¥alcres o titulns ‘e credito. O Storvs. feo

ci~nsc de renta vari-ble llamadas dividenizc, en nue se Aivide el cariscl de
determinaias scciedades (anorimas, linitadas, etc.)

i, seninnistua. Stockholder; cnareholder. kil voseeder de accionas,

Ve .oreditar una cuenta. 7o aredit arn accnurt,  fLhonar unc Cunnio.

¥y erpednr., Jreditor. lPersena nue na irestc o ai-ero ocbran efector

I~.-arte tntal S unlore., e et o crerie atoos, aradilo
una corsont o zorielra tifre ot rovor. o A LIS

To celme-ledze receivrt, Henscecer boler s mlmey,

11, toaadh, Jvde-tedness., Cantid:l oo deuia ~ve e dobe rooenr,

12. +47tar. To enclosc. Erviar juntumeste con 1o,
4 . R .
17, fAnnnn. utems. CPicina puhlise londe se peo=v tons mercrrocs e /22
tar o € expirtan v ge cobron 123 dereri s crrrearor i Log,
4 /’
v nfrro. . ArTraistly valuatior. necoronimisnio o lazgior d0 Tersireyen
. y B B
2o e ioreches,.
YE . Lmavtp, Aeent. Rerresertarte; centinrcorter neeria, ternrva mue electun ra~ae
T i - ¢ eamm—— * s
. 4

22 ?w olrie.

SIS Tor Sul
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&le

?‘./ﬁrren”atﬁrio. Tenant. Ineuilino o rerssna e Loma or arrendacio: to

i

- <

“~ e
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/
/

-

Apente de bolsa. Stock broker. Furcionario que interviene y cer:ifizs en los
. . . ’ > . L
nero-1cs de valeres cotizaolec. Sironimo: C(orre-or.
—_——a

¢

Albacea. Fxeentor. Fersona encargads de velar ror el exacto cumplimiento de
12 velurtad-del testador, adrinistrur rrovizionalrente la herencia y rerre-
sentarla.

Almoneda., Vease Nemate.

Al7za. Incresse. Aumento en el rrecio de sl:ro.

. u‘ 2 . LAl 3 ’ ) .
arortizacion. Amcrtization. Extirncion total o parcirl del pago de un: deuda.

1 * ]
Anexnr. Vease »iimtar.

Anticiro. Advznced pavyment. Adelanto. DZar o e-trapcr algo arntes lel tienpo
crryenido, . . ‘

ircderadn. Iroxv: attorney. X1 nue tiene pnieres de otro p rn rerresentrrio

.

. 4
v rrocedier en st rontre. Vengn tevhion loder,

- . . . s
ar-c~al. Zuties. Tarifs o parco d2 deraetas e adunna, ferrocarvil, ole. Veare
EAL MRS - LA 514
tambien Tarifa.

VROREE ol
'3

-

/ . ’ .
argerdar. To leuce; to rert. untrapar unn eogs pev o intiempo medicovie oL mern

© Jle un vrecis, iloms o aliuil r o rerta.(2).

/

(W)
’.J
(o )
4
m

perterec2 al arrendador.
. o~y . .’ . . Ly
Asiento. Frtry. Anotacicn en libros de c-ntubilid-d.
$ - . . [4 . . .
Articuvles, Joods. Mercarcita intrreambintles,

. ’ . . . . . . ’ ‘. - -
fuditoria. Auditins. Cort-:ilidad e inscec~in oficial de la rorntalilidsd,
reneralmn-te en rateria f{isc- L.

. . . . oy ? .- . “
Autamatizacion. autoratiou. Vease slaborsc.on Je dstes,

aval. ownicrserent. 1. Firma qu? re escrrre en uno letra u otro 3ornrierty e
m—tme—— R . .. . . [4 .

=rediro vore < crantizer su vata. 2. ZCollaiersl. (ootided vootro crlicurd

* I

e ccrital ~ue se ofrece comd ressusrde en 1 traronceion,  Vore tembien
ferdor.

.

LE3]

. ® . .- .’ R . .
Avalto. Acpraisal. <alnacion del :ireein o wvslor emxwota de umt £0S31 0 0 oun
A ALESI : *

servicioy. VYeaue tambi -~ Toivvw,

.’ 3 . .
% §i~, Dairense, Disuinucion cn ol trecio 0oL T0.

e e

. ‘. - . ’ .
Phlare~ eseral.  sroefit ~nd loco ctrtement, Cnturen Sneet.  A5trdn de terdie

. . ”,
Sas v cLraei: 8 de ura ettt ot 0N,
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B:ncarrota. Vease ~uiebra,
—“-“—-_

4dienes inruebles. eal Estate., Bienes aue no pueden eanhinr su sitnncidn en
el espicio o ro se rueden transportar (casas, terrenos, edificios, etc.)

. . 4 [ .
Yieres Ralces., Vease Bienes Irmueltles, - -

RBienes v Jarvicios. Goods ard fervices, Corjunto de cosar v de activi‘ades

A

carvuces de ser utilizados o de 'roducir un valor. :

Holsa. Stock Exchanre., 1. lugar Adonde se realizan oreracior~s entre ¢arredig-
res, agentes y comercisntes., -2. £l estaio de dichas operacirnas,

3]

. . ® 4 ™~
Rnnificacion. Veese Jecchernto. -

.

[ 4 - . . . .
Rons. Rord. Tituis de valor ardirari-meonte o rl27mo v a interes poco elevado.
— . A . . (4 . o’ .
Vesue tambien Jbligacion; Titule ce Jreditoe,

Pruto., Veare Ganancias *runtas; leso Uruto,

waia Castier's desk. Lasar o dependesris vira recibir v cuaridnr 43inero o vae

1
L]
lores y pors nacer "nac.

Sarit.l. Capital. 1. Valor permansnte de lo ate de -arers rariodisz rrodree ine

T tercses, renta o fruk~e, 2,fuctor de lu profucmion formndo por Y ristena
acumalzda nue se destira, e: urion del trobajo v de los smentes rstursles, a
nusva proiuccion.

Cario. Charre; debit. cocto, recis, o - cto.

.
.

Turth de Credita,  Latter of credit., Frov-se screrito de peeo,

Z-or*era, Notee ard .rconts receiv:blso, ss-ets in < e fory ~f recuritier,
Valores o efertrs Yo ecarss lecal ~un farrgr —=rte RAo)l 27r0ivo de 30 grvars

ciutte, sarct 0 seoiedsd,.
]

A4TanTe, TAXpAYUT. cOrosrs e rege nm o itreatie o toss L.

. q < S ST RS - . - N .
okn, Zlastn, Frase A Smoootn rapn sdne smepiegeded veorrinets sy osarvicing

on

Chadal e hiratecrricine Portesee anvln,  Unloren sme e) brnea sioobestrin et

L]
.
staricgide : e itir ol uir- cime 3 ocaul 2 deroarse tattl e 1as wvre sviwao=s e
Sl 7 !
o4 [

P

q% banco sobre bierc3 o 1umusebics,

A%
4.

Tortifieada o dernsits,  Coertilic te af et ity Donueesta oo i ceel ora

.

. oy . . ’ .
qu~ detarminnds rersond tiens e cierts o-rtilaa de dicest en o aezc 1ic ronue

~an 'Ft"”a"l’ urn),-p ﬂ( ,.tn

s e st e

ciierta,  Customer; lutrorn, Pecsera ave qtilizs low cervicies el aie elerer una

T“?f;u'oc W crur-cion.

<




. » . - . [ 3 -
5%, Corision. Commission. 1. Sncarco., 2. Cp~racion ejecutada wor cuernta de otra
xoTasion : ) ; > . va a
"pers-mn, 3. t&rte aue e cobra ror lu elecucion de un encargo, casi “lemire
un rercenta’e.

sh, Cemrraobunte. Vease Recibo,

s, Corcecimiento de emhargue. Bill of ladirg. Documento gue iderntifica el envio de
mercarciis.

. . ; . [ I3
&, Co»si-nacion. consirnment. Env o de mercznecias 2 un agente, correrpaongal o
comerciante p-ra que sesn verdidas o disiribuidzs por cuents del gue i=zs envia,

57. Consicn~tario. Consicnee. Vease Des*in turio,

Cont 210, Cash. cuenta al corvndo es urnu sijeracio~ gue se cconourma en el morento
de rerlizarse, wvorcue los corira~tusnt £ han satisfech.o sus resre-tives otll-

-

gac:r~ues, a Saber, eptreg r 1a €ocx ¥ recioir el dirern, o vicewar:n,

\n
o
[ ]

. . ’ 0 c . s
3, Correior. Vease iArents:irsrte de Dnlsa,

. ~ . . ’ . - . L4 . . . >
FQe Tnrte dn ERRED Sash otnt v oente Operscidr Fionl rerildisa {(A- ris, Lomenal, 2te. )
aLe mue.tra el ectnado f.iroreicro e o instrtucion. o

£1, Cotiz-cinn. tuotaticn. Valiuascion o vrer:o o ur productn o cervicic,

€2. Cretita, Credit. Coinicn de solvercia.

A3, Caentn, corrie-~te, “heckin~ acocurt. Caenta banec:rin corirae 1z c.al el peonee T
pueue sacur ¢ saadir divero er cualiuiecr rouento gin tredenrtar u librata de

heneo.

4, Cnenta de shorras. Savites accournt,  Jue: ta Lincaria aue nroduce ineroeses,

.

. Cuent . de <-ractia a rer-mniig, Fserow. Contidad pv-ita al enid-ls e oume fore

TS
N

. . 4 -
cora persora ¥ i€ sirse 6aco rrotaecicn en caro le sue no oo curnlan ¢i-r-
tas conlicior s, come v eontpuia, €00,

b

LA, teba., Debit. Tr.- A» np- cuents en run se jncluver las cnantidadinis ~ue e car-
W— - . . - .’ . . - . .
gen al iniividue o« repreinnicr o ouien seoabre lsocue. 2. “to.imar i,
s . . .’ . . . - .’ f . “ .
#e Dereciaciea. Cerrceintion, 10 20Civh v Pehn’s en @l Lecots e 3o, SRS, YU
mm— - T ————— hd .

. . . . L’
cafyor au rnzate o lano gufrile degtues de sy ovalwscier e 1o comoro,

s~ - . - .’ .
22, Dar-2bas, Cues: feese Crptidal ~u e coipa par ocnn TV OU0D TOWATOLT L,

L

. Doncoenta,  bisconnty rebate, Tehniooer ol walar fotal e oeem foetoen s devi-,
,

—————— R .
Sinecin s TmaiTicrucit o,

v o

; .
> 'y . P . . N & St . : PR . - e e .
"0, Deninlgo, Lo 7mlement. va o oareepLmeion fp ol Loetn le by Tttt g07 L
fod AR A

R
vallo6e: ~reares3as a und perstna.
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i mwmnﬁ

R
L]

GC.

Destirntario. Addressce; consignee. Fersona o ertidad a avien va dirigida la

2., Valor mer

mercarcia o correspendencin,

Netallista. RKetailer. Comerci nte ror menor o al menudeo. fntorimo: Vavyorista.
e ————— A ———————

Sinepimos: Minorista; Vendedor al renudes.

[ I3 .
Deujor. Debtor. La persona cue debe., Artonimo: /creedor,

Devolucion. Refund; Rebate. Ac.:ion de regresnr olgo.

. I3 [4 . 3
Direro en efective. Vecase Efertivo.

- . - » L4 . - . .
Divider io. Dividend., Interes variaule proveriente de les acciores.

Diviea, Foreien exchange. Moneda extr:njera referiis & 1» nuridad rmoxetaria de

ur determirado pais.

E

Yfectiva. Zash. Direro cortants (moneda, billetes, etc.)
O ————— L

. . s . . . [ 4 .
1 scods; Yerchaniise; Securities. 1. orticulo fde comorcin,
=ntile 3. Todo lo cue tizne valer ecoromico.

1

s . ~ -, - . - . ¢ 4 o .
tiercicio fizcal, rx:anczal period o time; "iannle year, leriondn o tierro

en que rire urn lay de | ﬂsapno“tos.

- .’ .
Slahoracion de Adatos. Bata Procensing, Crpmniznzion, reresaimente jor via
v " « ®
electronica, de informacion.

A
]
o+
(o]

v . ? . . o« .
E~r reo, Impourd. Retercion, i=vedimento o recuwstro de bivcres ner rar
Fndicial o de aitoridsd comp2terte,

. . 4 - 4
smprestize., Veace rrectamo,

3 ’ .
:rdosar. To erdorse., (- der un docu-erteMediginte 1. corresvon tionte sntorie

dad. 10 cual ararece perer-lzerte esariin ooree del deocuTente resrectics
rd
(cha~ue, letra, pags-ré, 2tC.)

'
. d B 3
T-trad-, Veass asientny Tnmoracc,
. ;' .~ . . -~ .. .' .
atdn la Dowdiiee v Oa- cedias, Ltatecart F rolits ood Dognose cen o - n o
— LA

veneral.

4
Lsoene~r-tin, Veaue Paru1~rw P

— - - b" .

Totipardia., roace onorarios,

“xictartiang, Veass Ir-entirio,

Esveiibrnte. rile. onjr<to e Ancurartes corr~~paT-ayaries A our o omts T Terule

el
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92.

az.

105.

106.
(4

1C7.

107,

109,
)
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- . 3 I4
Factura. Invoice.l.Cusnta.2.Docurento conteriendn ura detnllnda =resentscion de
UL : : . ) 4
servicios prestados 0 mercanclas vendidas v sus renrectivns v lores y rrecios.

-y e " .- » i
Ffiador. Guarantor; backer; bondsman. iersrnm -ue aserura gue otra cumplira lo
fr2eas 'y : )
gue pr-mete, cblizandose, en caso de oue ro lo hapa, a satisfrcer por ells.
. ., .
Vease tarbien AvalP_

Fiarza. Sond; Surety; Sgcurity; Bail., =rrenda o1e re da en seruridad del currli-
mianto de una obligncion o corpromiso.

Fiar. To Forrow on credit; To trust. Verder sin tomar el rrecio de contado, rars
22ar. 3 r
recibirlo mas tnrde.

. . . . s < . . s . .
Fideicomisario. Trustee. Ferscn- a guien se c-nfia la rropiedad o asminiztracion
de la rropiedad le otra rersona, :

3 . - 3 I4 . .
Fideicomico. Trust. Delcgacion de autnrided er ura rerzonn o entidwd vara ‘rans-
mitir, ~dmiristrar o usar un fe~acio. »

Firea, Treasury; :xcheauer, . Ereriog Teonco juslico,

———————

Flate, -reic-hte. ‘recis eztipulaio iar el trrnsrerte ‘e n articulo.

——— -

Y

‘omirs, Funde., Cinero o gechrsos lispaniblos,

-

L3

Qe se rerite PAr correo.

Fronquen. iont-~e rate. tago, er ectemrillias o cellos. del rorie 4o ur obtjeln pura

Furrza =avor. Cheer force; Act of God. ..xrresior ann-dlu prre exclicar ue tor

Circunstrn~ias oue ro Se pueden rever ¢ evitir, e exivwe del cumpliniento e
g ’ ‘

ann 9nlifsacion.

G

.

~

tnparecias, irofits; Guinsy Zarrin~s. Luaro o Tenelicio 1oy en vn nernnio,
FEAISIROIT- LN R .
Jease tamhien (28085,

irconie, Cznincias globsiecs coteanidas eon

3 L4 . . -
Fastos., Sirorimo: Utilidad~w Erutns,

4]

jararaic s bruthas. Gross earninTsy Gros
— » . ¢ [
en una neposiacion, sin descortur lo

.
-

[4]

. B , . »- .
LA eI, bl T, het onrm

res: let Incoms. fsnansc.is obtenidns dcspues de des-
contar ias deducciones. Si

nimo: Utilidades Netaeg,

-

RS

S
n

i
-
o}

eurp, pargzin. Cosa o servicio obtenido a precio muy f «snrable,

Garantia. Guaranty; Security; Collateral; warranty. Fianza oue as2gurn o pro=

tege contra un riesgo o nocesidad,
¥
Gerente. Yonager. Bl gque dirige los negecios ¥ 1leva 1o firrs de v emrreca,
_ N

aester, Vense s =ente,

T S— Al St 4o wp—

Giro. Drart: 231l ef Evchange. Traslado de fonies ros medlo de letres,
librancas, etc. ' o

370 -
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110.

111.

112.

11k,

115.

“117.

o o SR 36~

\
H AN

A\

Haber, Credit. Unz de las dos partes (la otra es Dehe) en akg se divide una

cuenta corriente. “~

K

Hipoteca. Mortgage. FPropiedad inmueble (vease Inmuebles) asue ofrece en
dipoteca. inmuenles
garant1a o0 seguridad del pago de un prestama. ‘ ‘

. * - 3 . . 3 4 1]
4onorarios. Frees, Valor o precio de los servicios profesionales. Sinonimo:
a . .' -’ . o

Estipendio. Vease tambien Sveldo.

- I
L 4
.’ . ? . . . [ 4 .
Importacion. Import. 1l. Accion de introducir en una pais articulos extranjeros.
2. Conjuntc de cosas importadas. “

-

" . ¢ B . . )
Irrorte. Amount. Cusntia de un precic, crédito, deuia o saldo,
A ———

Imouesto. Tax. Cantidad que cobra un robierno por ingresos, contrstos ‘e
compraventa, traspasos, herencias, etc. -

Indernizacion. Indemnization. JCompercsacion yor un perjuicio 0 £uun CAUBHLAGO,

4 - . . . . ’
Tnflzcién. Irnflation. Aumento en la certidad de dinero en circulacion, lo
cunl groduce un

e . . 4 - P < .
Informatica. Data Frocessing. Vease Elaboracion de Datos. .

S ————

-

In gr2sc., Income. Garancia o beneficio uue rrocede del trabajo, nenccio, o de

},

-

na propizdad. Vease tarvien: ZIZutreda; G3nunciag Jtilidad,

~

Irmupbleb. Vease Bienes Inmueblos. ‘ .

Insolvenciae. Incolvencye. Incapreidad gara pagar. Véase tawbien Luaiehra.
a1 )
4

. 4 .,
Interes. -Vease Redito. ) -

- . L4 -
nto que cemprende la relacion valoraia in les

Inventario. In rentory. l. ZCocumen
bienegs, créditos, accionws, etc., sue potee uns enticad, con arvecifl vwrnan
de las deudas. + Los bienes valorados 2a el documento antericr. Sinonimo:
Existencias. '

Inversion., Investment. Colosacion de d‘nnrﬂ o capitsal ~n un negacid ~on el
fin de obtener ganancias. .

°

Lemé. Véase Cebo. ) ’ o -

Tetra de cambio. -Bill of Exchenge; Dr=ft. (Muy frecuentrusent~ llromade 5610
Letraj. Docuamenio aue comorenéa‘=‘ siro de vnz cantidad ea efectivo nue
hace el librador a la crien del, tomador, al rlazo nue s2 expreca, indicando

1la procedencia del valor y el Jugir en gue dede u-ﬂc”"n el pazo, Veace tnm-

bien Lilranza. , -

37i

Tn4 caida en el valor de l2 moreda y o el aumanto de log preeice

3




127.
128.

129.

130.

131.
132.
133.
134,

135.

136,

137,

138,

23

Librar. To order a payment. Zixpredir letras de csmbhio, litranzas, cheques, etc.

Libranza. Order of Payment. Orden de papo aue se expide bere*nlmente ror
carta, contra uno aue tiene fondos a disrosicion del ~ue la emite. Cuando
la libranza es 2 la orden (o sea, trarsferible por endeso) anuvivale a la
letra cde cambie. La libranza ahora *iene pcca importancia.

.D . ? . o . ’ . N

Liquidacion. Licuidation; Settlement., 1. Ajuste de cuentas. 2. Venta,
generalmente gl por manor y a precios bajos, de toiﬁs las existencias de un
establecimiento comercial.

N

‘.‘ M

Materias lriras. Raw materials. Cualouier material ucsdo en su estado ratural
o ligeramente moldificado para ser usado en una manufactura.

Mavoreo. “holesale. Compra o venta al -por mayor,

Mavorista. WVholesaler. El que compra o vende al por mayore

[4 4 . . .
Mecanorrafin., Typewriting,  Tecnica de cwscribhir a atauing.
i - . . e B
Mercain de Valores. Vease Zolsa

- —
D

' .- » 4
Yerra. Shrink aze; Lea¥a.;e. l. Forcion nue se consure raturalw- nte. <. Desgacs
2 dlsmlnuulon nutural. : .

Miroristo. Vease Detallistae.

. : ~ . [4 . .
Monopolio. Morepoly. Control exzlusivo de un articnlo o serwvicio en un ~ereado,
el

"lo cnal hace posible la fijacion de precios y lu iminacion virtusl de la

livre competencia.

. -~ . .
Myestra. Camrvle. rorcion renucna de una merennciz aue Sirve rara © necer su
calidad.

-4

5 (4 . ’ - . .
Yeto., MNet.lo aue aueda desnues de reducir o rehejir lo #ccesoario.

’ s - - b . - .y
Nomipn, fFayroll. Zel-cron o lista de lss nombres de los enpleerdes nue reeiben
. . - *
sueldo en una enpresz o institucion,

’

0

£ I
ob” 1racion. Cabenture. Titulo al portader ~ue renrecenta in yrestisto, . cnn
S —— A ———— - . e .,
interes, hecho al Istado o a nra coerpenida. Verca tombier Yonn,

¢

. ’ 0
Orden, A la orden us urna expresion ~ue e¢n 103 d'cu?o"tos conGres
N gyl Tooeraen

one ge rueden .rannf>r:r For endgosc. o ea v
par pecdidn de MErcAancies. v
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P
. B _
143. Yazare. Fromisory Note. Documento en el cual unz persona (deudor) se Compro=-
- mete 8 pagar a otra (acresdor) una cantidad de dlnero(dc deuda), previa la

fijacion de un plazo determinado o deterrinable (vencimiento).

144, Partida. Entry. Vease Asiento.

145, Fastvo. Liaopilities. Importe de los cebitos vy oblirucicnes de una persona o
entidad. Antonimo: Activo. Véase tambien Adeudo.

146, Peaje. Toll. Derecho de transito.

‘ . . . 4
147, Pedido. *Order. "Requisicion de mercancias.
- o LAt . -'
148, Feso brute. Gross wieght. Z1 peso de una mercarciz con inclusion d2 su
envase.

149, Fesn neto. Net weight. El reso de una mercarcia enn exclusidr de PUPIQUIEP
otro adl*aﬂe“to 0 envase.

150, Ylar~., Flace. 1. Fchlacion en "ue ce nacen grerecinnes rercontilese 2. los

T “comerciantes de una ciudad, 2, Overaciones Fercantilas en una civrad.

- . ) ’ . . oe °
151. :lano. Date of payment., 1. Tiervo o terning y-ora rospender, o sstisfacer ura .

- . LI i ’
deuda. 2. Irnstallnent, Cada parte de ura cantidad carndera en dos o rmas
veces. En este sentido es sironimo de iAvor-.

152. Plica. Escrow. Vease Cugpta de garantia 0 re:sesuario.

153, loler. Froxy. Autoriz c1on para hacer una cona en nerbre de atra fersona o
. entidad. Vease tambien A“ooorndn.

’

’ . ) o
154, Poliza. Policy; Certificate. 1. Documerto en nue ce hacen cons<nr las condicionee
4ie cerntre tos, seruroa, fletsrerto, 2. Vorzher. Libwianes u ~den 1o tacn,

s,
155, P~r mayor. V\ease Maverec,
- ——L— b ———

'l’ ra
1856, Fnr meror. Vense Verudeo. ) ‘

v
0]
3
°y
D
+
-
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157, lortadsr, Rearar. Persona nue preacris al sobro un dezuvirr te o

ey ®
158. forte. Veuse Fra-naueo.

-

. . . o - M . .
159, iremio. Fremium. CJuntinad cue re anade en n com™io priry lieuzlor el vilor
de las cocsas intercar-iadas., , o

o o’ 3 . * - o .‘ - -‘
16Cs Frescrivcicn. Statute of limitations. Extincion de una cargu, obligzcinr. o
deuda por el iranscurso de cierto tiempo, juntoc ccn la responsabilii-d
penal.

.161. Prestacicres. Fringe FEenafits. Vertsjas accessrias a wn pucsto o salzario.
. ¢
162. Frestamista. lMoneylender. Percona que entrega dinero a rrestomo,.

163, Irestswo. Loane Contrato por ¢l cusl wiprestamists entresa 8 un protta-
sERaRL A L
tario una ¢osa pnra acv2 ge sirva de ¢ila ¥y po;te:1¢rn~nie la rectitu Tile

rle : = 373
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165,

166.

167

168+

169,

170.

171.
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Prestatario. Borrower. Persona que toma dinero a prestamo. Antonimo: Prestamista,

Presupuesto. Budget. Calculo y balance previo de los gastos de cualquier cor-
poracion, publica y privada.

Prlma. Premium; Bonuse. Usualmente es la cantidad de dinero que se paga por
T el contrato de seguros, de una vez o periodicamente.

Programacién de datos. Vease Elaboracion de Datos.

N . ‘ - .
Prorreteo. Prcration. Reparticion dé una cantidad, proporcioralmente a la can-
tidad aportada por cada persona.

I I3 I 3 L3 B 3 ’ 3
Protestos. Frotest. Diligencia o testimonio aque se hzace ante notario publico por
no ser aceptada o pagada una letra de cambio.

Q

. ] . e
Juziz. Vease Recluamacione.

.- . ® . - cu e ’ . ..
Quiehra. Bankruptcy. Accion legal de declararse insolvente, Siicaimos:tarcarrota;
.
Suspension de tarcos.,

R

Razon Sociz2l, Firm deme. Norbre de una casa ‘e comercio.

Reba‘a. Discount; Rebate; Allowance. Feduccion en el rra2~io de al-o,

Yecito. Receirt; Voucner. Comprroharte firmado en nue se dcelzes hater
recibido iiv2ro u otrs cosa.

N -~ . . *o . . . .
declomacion. Claimy Complaint. E1 acto de redir o cxirir c~n “areclo o
insistencia urs cosa.

(34 -
Heclaro. Vease Czho,
- . . ) . . . .
sedito., Interest. 2Renta, utilidad o bhereficio renovable s rinde un cnnitel.

~eerbolz2r., To reimburse. Farar lo nue se taro nrentado,

.

Jerate, Auction sale. Venta publica de hienes o arrendamientos al —ejor pistor.

rt
]
'3

.. - . 4 . .
~ereca, xemittance. :nvio de couazs, gereralm:inte dinern, a naracise o

acreditar er cuerta.
. -~ . . ¢ 4 i .
enltznte., . endcr, Arson, 0 COMrYasnilsa nue Aanvin un “onunAntns o anrta.

tento., Ireduct; Yield; Tivilends., lroicrto o utiliad ene 25 ura
OIS R st cut
rersasna o coga. Sinonimo: Utilidnd,
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183, Rerta., Rent; Income. 1l. Utilidad cue, en un periodo fijo, produce un
. ~ . - - /u . . . . -
canital. 2. Cantidad oue paga un inquilino. 2. Sinorimo de Inereso.

. - . L4 . . . - ’ L4 .
184, Requisicion. Requisition; Crder., Vease Pedido.

. [ L4 I3 - ) . .
185. Rescisicn. Cancellation. El acto de deshacer o invalidar legalmente un
contrato o ccmpromiso por causa legitima,

S
186. S.A. Ahreviatura de "Sociedad Anonime"

187. S.A.C.V. Abreviatura de "Sociedad Anonira de Contabilided Variable,"

. 14 ~
188, Salario. Vease Sueldo.
———————

18G. Saldar. To settle a dekt; To liguidate. 1. P=z;ir enteravernte ura cuenta.
[ SN . .
2. Yender toda le marcancia a bajo precio,

. L4 .
19C. Saldo. Balance; Rest. 1. Lo oue queda de ura cueni: despues de nakar hecho

uno o varios abnrnos. 2. Faso total de una cnenta. 3. Festo,

I

191, S. en C. Abreviatura de '"Sociedad en corandita.'

192. S. en C. ror A. Abrevistura de”ociedad en Comzndita por fecicones,"

193, Sesuro. Insursnce. Contrato con aue se asecuran los caudales o efectos
vy las personas aue corren algun riesgo. '

- 2 ‘ » . . .
194, S.E.U.0." Abreviatura de "Salvo error u omision",

-~ . . . . ’ .’
19%, Sindicato. Labor union. Azociacion formada para la rerrecentacion 7
defersa de intereses irdividvales 7 colectivos de todns los 257cizdos.

©

196. Slezarn. Sloman. Vease Cebo. ,

~ . '3 I o . ] . . -
107, Sobkreriro. OCverdraft. Acto de girar mas del crediton Aispenible.

168, Sociedai Andnimr de ReL. Corporation of limited lisbilirr. Snciedad en cue ‘
o] carita: noclal ecta dividido ern scciores nue se dictriturea enire los

diferentes socios, limitandose la restons~hilidad de cadis unc ~1 vwilor |
Ae las acciones aue tiere en su pnder.  [stss re rieden rorrar oor

. . [ 4 K . N e
suhscripcion publica o privada.

44

Qqa, Sociedad en Cnrandita. Gorporation of limited partrnershiz,.  Jocd
que unas rersonas rrestan fondos v otruc los rzre
particular.

\
\
200. Solicitar. 7To aprly. Gestionsr o buscer un presto. La rersoma ~ue snlicita 1
es un solicitante; el documerto es una solicitud, ' ‘ |

R = - |

0 20l. Solvencia. Solvencv. Capacidad de paro. o . -

-~ . -
202. 3ubnsti. Vease Remrte.
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207.

208.

209,

. [ 4 .
Taquierafia, ohe

12«

[

Sucurssl. Branch. GEstablecimiento cue depende de otro, localizado en
————— . . {
parte diferente de ura ciudad, estado o pais.

. . . ) . [4 . - .
‘Sueldo. Wages; Salary. Remuneracion por un cargo O Servicio.

Superavit. ' Surplus. Lxceso de los irgrésos sobre los rastos.

- ’ . L4 -
Suspension de Fsgos. Vease .uiebra.

T

malon. Stub; Counterfoil. LiErarzg u otro documento nue se corta de un
1ibro o talonario, quedando en el una parte para.acreditar su legitimidad.

Talonario. Checkbook. Libro o libreta de chegues.
K3 4 3 - - o
Tara. Tare. Feso que se rebaja por razon del envase o cubierta. il ;ego
bruto menos la tara da el peso neto. :

(4 . . . .
trand. Tecnica de escribir tan de prisa ccmo se habla, vor
s .

r
medio de ciertos signes y cbrevisturas,

. . ’ - . .
Turifa. Tariff. Tabla o c=taloro de los dercc..os, rrecioc imouestos aue
se deben parzr por alguna cosa 2 trabajo. Lla tarifa de las ziwsras y
del ferrocarril ce 1llsma comunmente Avancel.

* I3 . ’ .
Tasa. l. Tax (Vease Im;uesto). 2. Aprraisal., lrecic nuesto a cosas por

una autoridad.

Tas~r. To appraise. Toner precio 2 nna cecs2.

’ .
Teredor. Vease PPortador,

Teneduria. Rookkeepinp, Arte de llevar los litros de anrtabilidnd.
Testador. Testator. Fersona ~ue nace o dicta testanerto.

o . . . .e v < . . 4
Tiro de camhio., Foreisn iuchanre Rate. Valer reiativo e roredes {e paises
) - 4 Y . .
.diferertes. iambien se ie lluma snlaments vambio. :

crhdito. Credit Insirument. Docuwento que reyreserta deuln
:. o valor ccrercial.

Truesue. PBarter. Feranta o carbio se uma cnsa o servicieo por otra u ctro.
Su verbo es trocar.

U

<

Ceufructo. Usufruct; Use. Derecho de nsar la provieusd ajerna v arrovechirie

fe todos sus frutos sin ‘detericrarla.

. . 3 - [ .
Utilidad,” Prafit; Sain. %anencin en una o jress o trarsocelon crmarniat,




- 222. Utilidades brutas, Vease Ganarci»s brutas.

223, Utilidades netas. Vease Ganancias brutas.

v

22h, Vacante., Vacancy. Cargo o empleo que esta sin ocupar.

225. Vsle, Note. Documento por el cual se reccnoce una deuda, obligacion, etc.
Nota firmada que se da al que ha de entregar una ccsa.

226. Valores. Securities; Stocks and Bonis. Titulos representativos <e haberes.
o creditos en sociedades, de cantidades prestadss, ie fondos o servicios
y que son materia de operaciones mercantiles, vgr., obligaciones, accio=-
nes, bonos, cedulas hirotecarias, etc. '

227. Vencimiento. Maturity. Cumplimiento del plazo de una deuda, obligacion, etc.

)

B Y ‘ 4 3
223, Vendedor al mavoreo. Vesse Mavorista.

229, Vendedor al menudeo. Véése Detallista,.

220, Visto Bueno. O.%. Formula que se pcne al pie de algunos cocumantos, iz cual
yisto Sutto . -
da a entender que estan ajustados a los precertos legales o « la cestum-
bre establecida. Se abrevia: Vto. Bno. o tzmbien V™ B,

- .3
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1.
2.
3.
4,
Se
6.
7.
8.
9.
10.
11.
12.

22,

Account.

ENGLISH~-SPANISH
COMM
CRO.JD-RLF:REN'CE

Contabilidad.

Acknowledge receipt (to). Acusar recibo.

Act of God.

Addressee.
Badnil el bl

Fuerza mayor.
Detinatario.

Advanced pavment. Anticipo.

Aprraisal.

Agent. Agente o Gestor.
Amortization. Amoftizacién.
Amount. Importe.

Apply (to). Solicitar

R s
Aforo, Avaluo, o Tasa.

Appraire (to). Tasar.

Aascets.

At sight,

Activo.
A la vista.

Asucrion sale. Almondea, Remate, o Subasta.

Auditing. Auditoria,

. \ . . ®
Automation. sutomatizacion.
Rasker.. Fiador
Rail. ¥Fianza.

Bal-nce. Saldo.

Balarce Sheet tnlance General o
=stado de i’‘erdidas y Garancias.

Rankrurtcy. Bancarrota, Luiebra,

T 0 Susrension de iagos.

Lap ﬂ1n. Ganra.

Rarter. Truerue.

Rearer. Fortador o Tenedor.

Bill of exchanre.
o letra de caxkio

Giro, Letra,

2i11 of ladine. <Corocimiento de

entarauc.

“and,  Peno o Fianza,

Fiador. .

~..

tonus. Frima.

- o [ 4
“nnkkeering, Tereduria.

——— e————————

ZRCIAL TERMINOLOGY

31.
32.
33.
34,

35.

36.
37.

8.
59.
Le.
L1,

4 2%
4z,

bh,

LS5,
46,
L7,
Lg,
49,
50.

“1.

38/

Borrow on Credit.(to). Fiar.

Borrcuer.
Branch,

bBudcet,

Prestatario.
Sucurszal,

Fresunuesto.

3 - 3 ’
Cancellatior. Reccision.

Canital.
Cash.

Cagital.

Contzdo, Dinero en
efectivo, o efectivo,

Cagh Statement. Carte de caja.

Cashier's deck., Caja

- - . ’ .
certifinsle. 12liza.

of Irrosii. CJerti-
deposiio,

certiiicute
ficado de

Ch-rre. 2Aar-o.

Chackbook., Talcinrio.

Checking Accomnt. Cuinta
corriente.

Clain, Gueja o Recloineicn.

Collateral., 4aval.

Comtsisrion, Jomisnior.

Corrlairt., anja o Herlameion.

. 0 . . [
Carsirnrent, _orairaClo...
ASLOS RIS

SRR

1o

Cerroratian «f 1
Socied=d ancorire

P
Teiie \--.l'-t)

OT‘Y('""""" 0" ]{mw‘a, raptnay -

— e

IR}

See.etun ern Joonrdito. LSeem. V.)
SOSiTNEn, cornie ntaric,
Counterfoil. Talon.

Credit ‘£V€Y. .iboro, Ceiito, o
i.aner,

Credit (to). aAcreiitoy

cpalit an o econnt (to),  forcditar

un-e

cunria,

-> e
Fyagen m b g
Jnefyaminl,

Cred  {
ciredr L.

Creditor. .l ciwnedor,
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59, Custorer. Cliente. // G - K K

60. Customs. Aduana / 89. Gains, Gcnancias o utilidades.

o / 90. Goods. Articulos. /

61. Data Frocessing. flaboracion de // 91. Goods and jervices. Bienes y
Datos, Inrormatica, o Programas . " Servicios. ‘

4
cion de Datos - . )
° b 92. Gross eornines or irceme, Genan-

¢

62. Date of payment. Flazo. cias.o Utilidades trutas.

63. Dehenture. Obligacion. , .93, Gross weicht. Pero Bruto.

64, Debit. Cargo o Debe. h g4, Guarantor. Fiador.

65.. Debtor., Deudor. - : /ﬁ 95, Guarzntv. Garant{a. )
66. Decremse. Baja. . ‘ T

K 96, Inrort. I ortacion,

. * 3 . [4
»7. Degrecintion. Depreciacion.

a7, Imround., Frbarro,

|

o~ . s . ., ® /
68. Disccunte. Berificacion o Descuertos
/ ' .
. 98, Incore., In~rueso o Rent:,

£9, Diviiends. Fendimiento, /
- ~ nQ, Increage Al7a . .
70, Draft. Giro. // e ¢ heoe -
. / CQ, JIrdc%tndres: Arieilo
71. ues. Derechos. / 1ce. e e .

- B . - . 3 .
101, Irde~rizati~n., Indemrizeczion,

7>, Duties, ‘Arancel o Tarifa.

3
7 /»"”w‘
[
(@}
Y]
.
4

inflaticne Inflrecion,

)
73, Farrimms. Gonancias. / 103, Insolvency, Insolwvercic,

l

74, Effects. Efectos. 104, Insur=cce. ZSeg:ro.

75, EZmbezzlement. Desfalco. / 105. Interest. Interes o Fedito., .
76. Enclose (to). Adjuntaer Anexar. 106. Invento-w, :xistercinc o inven.
77. T-dorse {*c). Endosar. tario.

58, Tndercament. Aval. f 107. Investmant. Inversion.

. . . ~ : 108, Invoice. Iacturs
70, snisv. Asiento, fntrado, ¢ ’

In-reso, o Partids. L
109, lahor Union, Ciwdic-to,

t
20, sucrowe Cre-tn de ~arantin o

flica. 110, lenkape. Merno,
zl. xxgheouer, Fisco. 111. lLesse (te). Arrendar,
Z2. Exacutor. Albacea. 112. Letter of crudit, Lorta de credite
B S~ n ras, watipcendi o .
2, Fees. DNerechos. sstigendlo, , . .
’ : ' 14, Lijuidate s:14nr —_— ]
Honorarios 11%. ! S v . )

115. Linwidr®i~n. Li~uidncicn,

N
o
.
sy

ile, EZxpediente

25, Fereien Fxchange Rate. Tiro 115. Loon. Empréstito o .réstamo.
ie cambio. : M
£6. Freizht. Flete. 117. Manacer, Gerening .
2, Frirsce BRencfitS., irhstici nes. 11°, iodnmits,  Jercimieriol
o8, ;unda. Fondoc. X 110, Yorcvlender. iroobtcoio.
\ 120, io=opolr. MorHu~lio,

‘ | 7Y '. | ,f J

- | . . j




-3~ 37

>
£~
21, Mortrnre, Hipoteca. _ 151, Xeceipt. Comrrobante o Recibo.
o —— ) e ————— .
: ’ - . .
122, Mortecaces 3onds. Cedulas hipotece- 152. Refund.- savolucion.
rias.
, 153. Reimburse (to). Reemholsar.
N . .
127, Net. Neto , 154, Rermittance. Reresa.
v e L] ') ———————————
. . . 5 Ren it Pen
124, Net earnings or irncome, Garancias 55. Rent (the). ita.
Netas o Utilidades Netas. 156. Rert (o). nrrendor.
125. het weicht., Feso neto.. 157, “Zermisition. Neqnisicién.
126, Note. Vale., 158. Reot. Saldo.
127. Notes a2nd accounts receivable. Cartera. 159. \eti ler. Detallista o Mino
0 rista, o r’or menor.
128, 0.K. Visto Bueno. S :
Salarv Zalari o'
129. Cn acenant., A cuenta. 160. falary. Salaris o sueldo.
e .. 61, Sample, Muestra
130. Or-ler. Fedido o Rejuisicion. 161, Sampie. TeLEae
[4e] et N .
151. Ordsr a ravment (to). Librar, 162, Savincs pepaunt. Gnevia de
‘ zl.orros.

2. 0 of pavae i 2;) : - . -

132. Crder of pavment. Libranza. 153, Serarity. Fiznza; Valores.

23 , ypdms @ - i N
133, Qvardreft. Cobregiro. 164, Sender. Remitunte
ftu c 1 165, &cttle a det tol). w~a'dar uns
134, Fatron, liente, cnenta.

3 v :‘.'... ¢ . .

135. Favroll. uorina. 166, Sheer fcrce. Fuerza mayor.

24 e : . . ¢ .
124, Flace. llaza. 167. Short head,  Taguigrafiz o Esteno=-
137. Folicvy. io0lira, Sra-la-

138, tostaze Date. Franqueo o forte. S 168, shrinkeave, IMerra.
134, irewjum. tremio o Prima, 169, Sloy=n. Cebo; lema; Zeclumo.
14C. iroduct. ketlimiento. 170, oluensy.  Solvencis.
141, irafit. Utilidnad. : 171, Sistutre of Timitotions, Freve
] . . Crapcioiie .
12, Ifrorits. Gansncics.
< - . ) .. . 17z, Sxocrs. Acciones.
143, fre~isory .ote. .acvre.
Lhis, i opp-to~r. Crorroteo 1754 :E,._.sﬁ...____m Ialores,
L) DEpY Y N L) - + e L)
174, Sto:l Srnker, Arente de Lelna:
148, irateit, rotesto, . Ty voden * !
o & - e PRI sl tod s v
146, rrozy. Apnderado o Poder. %, Stack Fvrlhure~n, ¥ols:z,
N H
- : , 176, Stub., Talin,
147, .uot~%insn, Joltizacicne. -
3 177, surety, rianca,
. .
145, T materials, Mazerias Trimms, 17¢. Surylus. Suprrivit,
144, Real Irtate. Rie'es in-uetles, 3icnes
Zead ~rrart
raices, o Inmuetles. N
192, letnte. En..fic;cién, Zoscuunto, O 179, Dire. Tars.
sevolucice 120, turilf. Tarifa; ar-ancel,
Q :}.
~

_ . o ‘ e o N ]




181.
182,
183.
184,
135.
186.
187.
188,

169,

190,
1G61.

e

Tax. Impuesto; Tasa,
Taxable year, Ejercicio fiscal.

Texraver. Causante

Terant. Arrendatario.
Testator, Testador.
Toll. Feesje.
Ireasury. Fisco.

Trust (the)., Fideicomiso.

Trust (to). ¥Fiar.
Truntee. Fideicomisario,

. - . [4
Typewriting. Mecanografia.

U
192, Use.

193.

Uso.
Usufruct., Usuiructo.

v
194,

195,

Vacancy, Vacante,.

Voucher. Recibo; Comprobante,

| I
196. Wage.

197,
198, skoelesaler,

Salarioj Sueldo.
“holesale. Mayoreo; Al por mayor.

Mavorists.

199, Yield., Rendimiento.

38i
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Business Spanish: A Testing/Learning Device
ROBERT KARL FRITZ
317/285-1118 or 1226
Department of Foreign Languages
Ball State University
Muncie, IN 47305

Our Spanish Sectian has a unique, full-year, sequenced, third-year course
call«d Advanced Spani;h. Our business Spanish course used to be also numbered
on the third-year level. We found that students who had been 'checked out"
through our Advanced Spanish coﬁrses were significantly better prepared to
yndertake our business Spanish course. Now on the fourth-year level, it has a

prerequisite of three years of college Spanish or its equivalent. It is

essentially designed to provide vocabulary building plus familiarization with

syntax and othcr idiosyncrasies peculiar to business Spanish. 1In the process,

we feel that we must not lose sight of the students' need to maintain and
increase their basic Spanish skills. The device referred to in the title .
provides a means for mcasuring acquisition of these skills with a specific
emphasis placed on the acquisition of the new material.

The sequence of 1.) "testing" then 2.) "learning" alluded to in the
title indicates a belief that learning comes through testing as well as by
other means. The device in question helps to ascertain the level at which the
students do perform while raising the level of vocabulary items made useable
as well as comprehension, primarily, of bfinted texts, but also, in some
cases, of aural perceptipn and oral producticn. Additionally, this te;hnique
attempts to simultanecously maximize the freedom of expression available to the

students and the uniform application of evaluative techniques available teo the

383
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FRITZ ' Business Spanish: A Testing/Learning Device - page 2 of 16 , 3'75

"appraiser” of the students' performance. Ultimately this technique provides

some means for remediation along with expansion.

may consist of a two or three-day sequence making use of only a part of each

- class day or what turns out to be actually one day devoted exclusively to this

activity. In one variant of the technique the primary focus is on reading and

&

i
The supply of materials is virtually inexhaustible. The approach elected i
1

writing. In another, the primary focus remains similar but gignificant
emphasis is placed on vocabulary acquisition and retention through
multi-sensory stimilation (aural, oral and visual) finally transferred to
writing (which obviously is another visual stimulus) which we hope makes the
circle complete: the visual concretized b; writing providing a bank of i
referents for future discourse of all types. T@e device both constrains and
stimulates the students' prbduction of an original written text in both

]

languages. There are.no restrictions on the number of words used in this

T, | Ty

production nor need there be on other types of expansiveness.

) .
An cvaluation by means of points is given in thre- 3reas: 1.) the correct

«

>

choice of the items from one langauge to the other, 2.) grammar and 3.).
content. Each catcgory is totalled individually and then these totals are
added for the grand total. This series of tests then is easy to average and
the students may at any time average their test scores themselves and be
provided with an unequivocal expr;ssion of their standing in this area of the ‘; .
course. This, plus the pcheption of maximum objectivity both in the
composition of the test tggether with its evaluation, seems to contribute

toward a positive atmosphere in the classroom which enhances thc learning

I T Y. T

process.

Two important philosophies underlie the point of view of the teacher

regarding how the teachiﬁg of a second language is pursued. One comes fro

T
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the belief that in a situation where grades must be given, probably some form
of traditional "testing" will satisfy the most people and attitudes. The
other comes from the "humanistic" (for lack of a:better term) approaches to
the acquisition of second languages ( c-L/CLL [Couuse1ing—Learning/C$mmunity
Language lLearning], Stevick, Gatfegno and others) which among other things
seem to bé saying: Provide the students with as much opportunity as possible
to devise their own means for learning the language. The Testing/Léarn{gg
Device facilitates the attaiqment of both of these goals. "In the first place,
since virtually any form of "testing" is imperfect at best, undue importance
cénnot be placed on it. Therefore, in an attempt to ameliorate the
imperfections of the test and the tester, a policy is used which allows
students to "re-take" tests and/or quizzes within a reasonable amount of time.
For obvious reasons the same test is not to be retaken. 1In ofder lbyﬁaintain
the highest levels of objectivity, the test must be replicatible practically
without inequalities from one form to another. So as to minimize effort on
the part of the "appraiser” of thertesﬁs, an item selection process is
employed .using a systen of random cheice. The one method attempted thus far
vhich seems to have easy applicability is that of using the durable "Leader"
round-corner cards. Tﬁese cards are 2 5/16" x 3 7/8" with a glossy coating.
When written on with various sizes of felt-tip pens usiﬁg.pefmancnﬁ ink, the
caré; have an extfemely long life and lend themselves ﬁo literal use in the

process of shuffling for the purpose of random selection of items. I'm

indebted to C-L/CLL for introducing me to these types of ceards and their

"applicatior in actual card games used in the acquisition of second languages.

This method of random-choice test/quiz replication can be used in manv forms
of testing. Its usage for the purposes of this paper will be restricted to

the Testing/Learning Device. L
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In regard to providing the students with an opportunit; to devise their
own means to learn the second language,ralfhough they are constrained to
dominatéia select text and vocabulary therefrom, and to demonstrate this
dominance by means of writing, the end result is an original composition
which, with the exception of the core voéabuléry required, will show little
resemblance from student to student. Nevertheless, unlike the traditional
"free" composition (even with a required vocabulary), the uniformity of
grading derived from the employment of the Testing/Learning Device enhances
evaluction for the "appraiser" and learning for the students since they soon
learn on their own if thev.do not believe your explantion %hat thev are all
being treated equally, that there is a common goal that they are all striving
for and that there is noihcurving" of grades with which to become outraged.

Another philosophical point of view which is important to the use of the

aTesting/Learniﬁg Device is that no matter how well material may be presented

B

in class and nco matter how much time may bengpngﬂin/{his*préééﬁfﬁfion, some
students at some times will not feel réady and/cr will still not have prepared
adequately cn their own and/or will demonstrate in the final analysis, that is
on the test itself, that they have not mastered the material up to the desired
level.rlThis determination can only be made by the student. That is, there
are those who will only be satisfied with an "A" or a "B" ard so on. Thﬁs, in
the interests of teaching and learning for mastery, it is incumbent upon us as
teachers to provide the students with the opportunity to indeed master the
material. In order to help meet this need, a strong recommendation is made to

provide for a policy of allowing tests to be re~taken. Some stucdents just

‘will not be able to function in the testing_agmosphéféJwithout first "getting

their feet wet," particularly on the first test experience in a new class with

an unknown instructor. Coincidentally, allowing for "re-takes" also provides
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the wherewithul to allow the teacher the occasion to make amends for a less
than satisfactory job in the realms of ekplanation, providing practice of the

target items and/or test construction. Héving the students come to the

instructor's or student assistant's office for the "re-take" will also

.
1

facilitate the possibilities for individuali®d g instruction either before

' Considerable remediation can take place

and/or after doing the '"re-take.'
this way without taking more class time ?nd yet greatly benefitting the
individual student. |

In reference to the virtually inexhaustible supply of materiéls, any text
lends itself to conversion into a Testing/Learning bevice. Preliminary usage
of the text may be pursued by analyzing it in any way that the students and
teacher have been using and are comfortable with. Ultimately a method must be

worked out to highlight vocabulary from the text. This vocabulary

highlighting may consist of 100% new vocabulary or a mix of new and old

vocabulary. An arbitrary yet defensible method of vocabulary choice would be
to count words in ¢ short selection or lines in a longer selection with lines
of gererally uniform length and choose one word or phrase per’ so many vords or
lines. This most likely would include familiar as well as new words. Since,

one goal to be met by means of this method of test composition is the ultimate
construction of -a-written piece, the inclusion of familiar words along with

-the new ones aéyears to help keep up the students' confidence while composing.
A recommended number of words to be highlighted is in the range of 30-40 with
the actual test consisting of an arbitrary random choosing of 20-25. This is

because 1 have found that it is reasonable to expect the students to be able

to assimilate and "master" 30-40 words (cld and new) in context in the typical
amount of time usually available in which to carry out these exercises and

testing. Practice has ghown that even the most capable students on the upper
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levels are challenged to produce a "good" piece of writing in a 50-minute test
period utilizing 20-25 required words. This "good" piece of writing, of
course, is judged oﬁ the basis of level of acquisition of the students. For
example, in a beginning;level'course, each highlighted word or phrase may only
generate one sentence which reflects a "good" recall of the use of the word or
phr.. : from contexﬁ and aﬁ"good"vuse of grammar and syntax whercas on a higher
level we may reasonably expect that a 'good" true summary of the text in
’

question can be produced by the word and phrase stimuli.

Another reason for line or word counting is that with the lengthcof the

piece, the spacing between words and phrases chosen for the test will vary and

it would seem desirable that an even spacing throughout the text be maintained

o .

so the students will study the whole text since another of the goals of this

methodology is to increase reading ability. With this process, the students

N i

are motivated to pay at l?ast cursory attention to the whole text but only
look up or otherwise mastér}words in additon to the indicated test words which
they feel are vital to th&ir prepardtibn for the test. The hope is that in
this way they will be engouraged to do inductive reading as we all preach to
them but seldom find the means for inducing in them.

It is not recommended that éhe étudents be left tb their own devices in
looﬁing up the highlighted vocabulary since we all know how treacherous
dictionary work can be even for advanced students. Therefore contextual
meaning should be provided for the students. There are several methods
available. An explanation of these ﬁethodg experimented with to date

proceeding from the least desirable to the most desirable would begin with the

method of simply referring to your copy of the text while the students rcfer

to theirs and you, by hook or crook, indicate to them each word or phrase that

you want to highlight and what their contextual mearings in the students’

-

g
-
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native language are:wiThis method seéms to be undesirably time-consuming. It
cannot ensure that éli ;he students receive identical information, especially
iwhen working from a text without numbered lines. The potential for confusiecn
and misunderstandiing isghigh, pérticularly amongst the shyer students who
have shown themselveg to(be inhibited about slowing down the process by asking
what they would consider to be "dumb" questions. The pressures are equally
great upon the teacher who sees the time slipping away with unanticipatible
questions and who visualizes having to restructuré lesson plans.

Some chosen texts may have glosses and tﬁese glosses in whole or in part
may lend themselves to the task‘at_hand. One advantage of ready-made glosses
is that obvicusly the words and/or phrases are already contextually defined.
Depending on the type of gloss provided, a useful amount of contextual
explanation may also be provided (such as business Spanish terminology or
usage which may have one meaning in one environment and a_different one in the
business-Spanish environment). On the other hand yvou may find that not enough
words or too many words are glos;ed to suit vour nceds. You may then still
need to "edit" to provide your students with the Aesired experience. In doing

so you are once again faced to some degree with manv of the same problems

" inherent in trving to work from a "naked" text as explained above. This

problem can be ameliorated considerably if the text can be reproduced on an
"overhead" transparency medium whereupon vou can cross out or add words as
needed and feel assured that all the students are simultaneously receiving the
came information and that the potential for confusion is considerably lowered
as the slower students constantlv have a visual reference on the screen to
check in case of indecision and if still unsure they usually seem more willing

to ask questions since they can quickly and easily indicate to you where the

point of contention is located.

384
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Several methods of teacher-produced glosses may be utilized; such as
(again, from lowest desirability to highest) taking a text without a
"ready-made" gloss and reproducing it or an "overhead" transparency medium as

|

mentionec above. Accordingly you can simply write directly on the
transparency medium indicating the words and phrases to be used. If you must A 1
use this method, it is strongly recommended that the contextual equivalencies !
in the native language be written on the transparency before coming to class.
Otherwise undue confusion occurs as the faster students are frustrated with
what for them is a too‘slow pace ahd the slower students are frustrated with
what for them seems to be . -oo rapid pace. With the highlights and
contextual meanings already provided, the faster students Qork ahead with
greater-feelings of satisfaction and the slower students have their time to
proceed at a speed closer to what they perceive as their own pace. If you
find upen discussion in class that another contextual meaning would "sound
better," it is a simple matter, having used the appropriate pen(s) for
highlighting and writing, to change the conteﬁtua] meaning. This seems to be
a minor consideration since on the levels that I've had the opportunity to use
tﬁe Testing/Learning Device, it has proven to be rare that discucsions on such
fine points take place. The major advantage of this method is that it saves 2
lot of teacher-time. It is relatively much easier and quicker to produce an
original gloss directly on the transparency then for example it is to utilize
the next method.'

If‘you have the téchnological capacity to produce "overhead"
transparencies, in all probability you have the tcchnologicai capacity to
produce a spirit master by the "thermal" method. The advantages here are
considerable. 1.) This approach cncourageé a more measured apnroach to the

text in question which may allow for a more complete absorption of the
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material by the students: You may simplyihand them the matgrial one day and

allow them at least a day to look it ove%. Or, it may be just handed out at

the end of the class period with the assignment to "read and understand,"-if

so desired, and no other c¢lass time nced%be spent on it that day. This often
|

has the effect of somewhat "individualizf@g" the approach as some students

will be eager to look it over in the comfbrt of their own domiciles while

P

others may be reluctant to consider it at;all until finding it absolutely
necessary in order to enhance their progr%ss in the course. 2.) Obviously
all students are receiving the same inforéation and time constraints in effect
disappear, at least temporarily. 3.) F&rther exploration of the text can
occur at almost any convenient time. 4.){ Reproduction of the
teacher-glossed text to be made available‘fov student comsumption is simple
although admittedly more time—consuming ana demanding for tpé teacher than
just simply working from a teacher-producea transparency.‘,Once the .spirit
) master is produced from the original text,%be sure tO{retain the "ink pad" and
manually highlight thé words and phrases ‘and write th%ir contextual meanings ;
)
directly on the thermally-produced spirit master. Pro%lems which may occur ]
here are that the available margins from the original are insufficient to use \\
for glossing. Also it is%importaﬁt to choose a text which has a large encugh
I
type size to clearly repréduce by this method since thermal reproduction
usually diminishes acuityj

! .
Depending on the limiFations faced by the teacher, we cannot overlook the

possiblities provided by t%e teacher "creating" a text. This text may come
H i

from "scratch" or may be a+ adaptation of some other text with the addition of

‘a gloss as the main emendation in mind. Spirit master or mimeograph j

‘ |
reproduction would probably be the two most common methods emplcyed for this

§
i
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purpose. On the other hand, the what would appear to be excessively time
consuming aspects of this approach should be obvious.

Now that a mecans for providing the students with the materials has been
determinedf its "study" must take place. There are many ways to approach this
"study." The methods used throughout the time that foreign-language texts
have been read and studied probably can éll be applied here also. Brief
mention might be made however of some possibilities for increasing aural and

well as oral skills in addition to the obxious which is accomplished primarily

thro.gh the various visual stiﬁuli/re;ponse methods. That is, before and/or
after the test is given, the "overhead" transparency can be used to show the
students some random-choice examples and have them extemporaneocusly compose a
summafy of the material as an oral group project. This can be done before the
test is given if enough "study" has been put in so that the students will feel
the confidence and have enough of the material under c/ntrol to be able to
willingly participate in this type of exercise. For those who regularly give
individual oral tests already, this saﬁe type of stimulus could be used for
the testing situation. In the latter case, expcrience would seem to_gisf?te

that this tvpe of testing migﬁf best follow the written testing outlined in

this paper.

Once the "study" has been completed, the test itself must be
constructed. The quickest Jay in terms of medium‘is once again likely to be
the overhead transparency. The 20-25 randomly-chosen words are simply written
in the native language on the transparency and projected on the screen on the
test day. Of course the usgal methods of spirit master and other tfpes of

reproduction may be used.

Then the students' task, depending on level-of~acquisition, becomes that

. of making use of the randomly-chosen words to produce, ideally, a well-written
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summary of the text which has been the focus of the exercises, etc. empioyed
in its "study." As a part of "procedure," it must be made clear to thé
students that, from the highlighted vocabulary now set forth for their use on
the test, regardless of the form in which the vocabulary may be illustrated,
qpuné may be used in the "summary" either in the singular or the plural and
where appropriate, their gender may‘be changed. Similarly, adjectives may be
changed from their illustrated form to singular, plural, masculine and/or
feminine and vérbs may be changed to any appropriate for; consistent with the
intent of producing an accurate and entertaining summary of the studied text,
i.e., conjugated as neceséary with no restrictions on person, number, tense or
function. This is to allow all poseible leeway for the student to create an
original composition withir thé controls imposed. In practice to date this
process has seemed to give a good indication of the level of control over
vocabulary, syntax and grammar.

Another important "rule" for .the production of this summary is that the

words and phrases projected (or othervise provided for the test day) must be

used in the sequential order given. This is to help assure that the

composition on the test day is an original one and that the students have come

that day "prepared" in the best sense of the word to "create" as well as to

shotr mastery of vocabulary, syntax and grammar. That is, that they do have

these basic clements under contrél and are now ready, hopefully, tc go beyond

the basics to such things as style, for example. This "rule" of using the / ;
words and phrases in the sequential order given ;ill cause the lower-level

students to create a more halting "summary" than the upper-levei students

where my experience has shown that the more adept can turn this restriction

into a challenge which we hope stretches their minde and crez-ive abilitices at

the same time that it tests their dominance of the basic language items. Tor
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the lower-level students, it would seem advisable to minimize or even not

mention the idea of creating a "summary"” since fhey conceivably have been
doing that sort of thing in their native language and may stfongly feel the
inadequacies of a summary written within the stated bounds. This feeling
could surely be heightened on this level because the length of the text will
tend to be shorter than on the upper levelé and therefore the number of words
and phrases chosen from it will be higher in percentage than from the longer
upper-level texts. The lower-level students will subsequently be left with
less flexibility, yet this has not proven to be a problem since a greater
flexibility ic unlikely to be able to be utilized by these students in any
case.

The "grading" procedure outlined earlier helps to assure that the
guality of the summary is not an overriding factor if the three categories are
"weighted" proéerly. Also the number of words and phrases highlighted on the
iowerﬂlevel may be less than the recommended 20-25 which consequently would
lower the number of words randomly chosen for the test. In beginning-Spanish
classes a total of 15-20 words and phrases highlighted with 10 words and
phrases‘ragdééiy chosen for the test (with a shorter text, of course) has
proven to provide the minimum for a sufficient challenge for all the students
in the class and a sufficient vehicle for evaluation by the "appraiser.” As
the class' abilities increase, a poséible increase in items might be
considered.

Depending on the number of items, which would affect thé amount of time
needed to be agle to complete the test,lit may not be necessary to use the
vhole class period for the test. If this is the case, it is highly

recommended that this type of test be given at the end of the pericd, not at

the beginning. Allow sufficient time for the majority to finish the test

394
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comfortably and allow those who finish before the end of the period to leave

-

(already knowing their assignment for the next day, of course). This practice

has shown to lessen tension in the test—takers and in a certain sense "reward"
those who have worked efficiently and/or whe have not used excessive amounts
of time in agonizing:over decisions of how to compose, what forms to use, and
the like. Giving the test at the beginning of the period seems to frustrate
the quicker workers (notice the purposeful avoidance of the words "better
studentc" since the quickest are not necessarily those who get the ﬁighest‘
gradez) who have to wait for their classmates to finish before the whole class
can go on tco other things. Conversely, the slower workers seem to get
embarassed and are keenly aware of their classmat;s' impatience. Tension is
further lessened bv the students' knowing that #ny quiz/test may be re-taken.
The "weighting" of the three "grading' categories should first of all
give the greatest emphasis to the acquisition of vocabulary as the most basic
step in this testing process. This point of view is held because effectively
obtaining and manipulating targct-langﬁngc vocabulary is one of the biggest
stumbling blocks in the acquistion of a second language. Nonetheless, mere
memorization of vocabulary has proven to be a relatively ineffective excrcise.
The vocabulary must be "internalized." Hopefully one approach to achieving
this goal is to use the vocabulary in a meaningful context; hence the format
of a "summary.” Naturally ar acceptable level of control over grammar and
syntax must be demonstrated in order for the "sucmary” to have meaning for
native speakers of the target language. A category to indicate appraisal of
this arez should therefore come next on the-hierarchy of "grading weighting."
G

Finally, enccuragement to "create" should be included; hence the final

category.
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For the sake .of simplicity and clarity, these categories can be

indicated right on the students' papers when grading them. Several ways of

)

-

weighting might be employed. For example, in a ten-item test, seven points . -
might be awarded for each item. A twenty-item test might have four points per
item and a twenty-five-item test might have three points per item. It is
suggested that no discretion be used in awarding a partial number of points.
This is in order to maintain an obvious greatest "weight' on simple vocabulary
acquisition. Once ;he points awarded for vocabulary items have been
deic'mined, write that.number on the student's paper. After having marked the
grammatical problems in the students' summaries, a simple one-point-per-mark
count may be made of errors. An exception to this might be on the higher
levels where "ERRORES BAS1COS" (verb/subject; noun/adjective agreement and the
like) might be counted as two points off apiece. 1In any case a simplified

"red

grading process is recommendgdlto avoid counting off for every little
mark." That ic, 2 limited nuwber of points available for grammatical errot=<
is allowed dependent on the ngmber of itoms chosen for the test and the number
of points allowed per item, i.e., 2 ten-item test as described above would
call for twenty points allowed for the grammar cgnsiderations; a twentv-item
test: ten points allowed for the grammar considerations and twenty-five items
= fifteen grammar points. Similarly a limited number of points available for
"style" grading ic allowed. Ten is recommended since the whole grading
process is based on the arbitrary assignment of letter grades by numbers,
i.e., 100-90 = "A," 89-80 = "B," 79-70 = "C," 69-60 = "D" and anything less =
"F." Logically with ten as the base for a "style" grade, 10-9 can equali a
"subjective" "A," 8 can equal a "subjective" "B," etc. This assignment of

grades cen be more objectively explained to the students on the basis that a 7

would mean a "C" and that would be the mirnimum grade that all would be

L]
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expected to earn for "conteng." Less than that grade would be awarded if any
major factual errors (or, depending on the level of acquisition, any
unacceptable "style" e?rors)bwere commited. For each such fgrpr, one "point"
would be dedgcted. To keep the general tenor ofkthe "gradﬂpg" positive,
grades of 8, é or iO for "content" would be giveh in the cas;be a
particularly attractive piece of writing (turns of phrase, unique combinations
of vocabulary, sophisticated levels of syntax, etc.).

The points awarded for these last two cgtégories should then be written
under the number already assigned for correcthhoice of vocabulary items. The
grade for grammar should be designated ‘'somehoy (perhaps just with the letter
“G") and the grade for content should Be likepwise designated ("C"?). These
three figures are added and the resultant totial equals the number grade for
this particularfiest. i

A

Other variations on grammatical emphaseL can include such things as

i
H

requiring that a certain tense or tenses be bsed in the cdmposition of the

£

summary. On an upper level this approach serves as an-egéellent’bheck on how

.
—
-
A
.

ﬁell thé students can make practical use of the various tenses they are
supposed to have under control. A different tense or set of tensce can be
réquired for each time a Testing/Learning Device 1s used. This is a good way
to force the use of the imperfect/preterite contrast ;nd/or tﬁe use of the
subjunc;ive: a true instance of "learning by doing' and with the option of
re-doing the tests, a strong incentive to "finally get it right" usually
results;° Another variation would be to limit the highlighted vocabulary to

»

consist of a limited number of items by means of sentence function, i.e., only

£

verbs; these verbs only in a certain tense or in an infinitive form. Here

both techniques could be combined, i.e:, the\h&ghlighted verbs from the text

are given on the test in the infinitive form and the summary must be done in
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the (simple) past in the third person. Obviously several "birds" can be
"killed with one stone" in this way.

The advantages to using the Testing/Learning Device and adopting tﬁe
philosophical points of view delineated earlier are that both teacher and
students benefit. There are those students who even with the opportunity of
re-taking available to them, prefer to "get it right the first time" and not
~have to find ways té schedule time for a re—take.i Conversely there are those
who find a great sense of security and relief in knowing the opportunity
exisis and thereby are more relaxed on the test day and find ;hat they do
better than they would have imagined under other circumstances. If one

- believes in teaching for mastery, this approach and philosophies seem to tend

ir, that direction. The process of evaluating students' performances is
simplified yet kept humane which should do much to reduce tensions in everyone

in the classroom which from this viewpoint can only enhance the

teaching/learning experience.
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SPANISH COMMERCE IN THE LIBERAL ARTS CURRICULUM:

THE OPTION OF THE CERTIFICATE AND DIPLOMA FROM MADRID. v

Wheh we look at the history of our institutiens of
higher learning, we realize‘how sharp the distinction eiisting
between arts and sciencee is. For the faculty members filling
oze of the categories, thosz placed in the other are part of
a completely different world, very often an unknown world. And,

hoverlng around them, we find a little group of dlSClpllneS ge-

nerally called "languages". Where to place them? Although lin-
guistics is certainly accepted as a science, it is also consi-
dered as a separate entity from the body of languages;wthere-
fore, we cannot include them in thet scientific frame. But since
literature is fully accepted as an artistic expression, we
can consider foreign languages as a tool to reach an understending
of that artistic expression. From this conception and that
division come, I think, all the difficulties that many of my
colleagues enCoﬁnter today when they try to establish the
;study of Span;sh, French or German commerce.

I am, by training, a philologist in Romance and Ger-
manic languages. And languages fascinate me. If we could erase
that.basic distinction from the mind of many of our foreign

language departments and university administrators, they would

~ be able to see that language is the means by which people conmu-~

nicate wlth each other and, in g0 doing, shape and deve1op the
\ !
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culture and civilization of each country. We need, therefore,,
to know what they say to understand how they think. What people
say and think is only sometimes literature; but it is always
the expression of the culture and civilization of their country,
with a rich content of‘traditions and beliefs that must be un--
derstood if we really want‘to achieve communication. In general,
our students perceive fhis before their elders. And among those
etders I would count not only faculty members and administrators,
but also pecple in charge of many big corporations, even multi-
national enterprises. When German or Japanese manufacturers
come to visit the States, they usually speak excellent English.
And we know that English and other foreign languages are part
of the required curriculum of European schools, including those
in Russia. It would be mental blindness to suppose tkhat either
a prestigioﬁs liter;ture or the fact that this country is a
world power is the cause of that fluency.If we follow the steps
of any one of those foreign corporations we will find that their
‘:delegates in France speak perfect French, snd so on.
- They have realized that to understand is at least as
important as to be understood. This, therefore, is to accepf
languagesd/as the expression of the human mind condensing all
human activity. Except in rare instances, we have not achieved'
this point in this countfy.:A few days ago a senior member of
ny department was telling me that the commerce courses had to
be considered as part of the language offerings, since "they

are certainly not literature", thus perpetuating the very old

¢
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and blind distinction I mentioned before.

Commerce‘is a human activity that existed from the
beginning of society,It has evolved and developed in all coun-
tries, in a parallel way with their artistic evolution. Our stu-
dents, living in a world where the systems of communicatién

are being constantly perfected and accelerated, understand the

need to become acquainted with this special part of a country's’ .

devejopment and realize that, in order to succeed today, many
of them will need much more than a sound knowledge of literary
criticism. The courses in foreign commerce givétthem this extra
perspective.

We have had courses in French and Spanish Commerce at

Douglass College for more than twenty five years. We were for-

‘tunate enough to be in a very innovative college and we were

able to introduce not only the commerce courses but also those
dealing with the culture and éivilization of those countries,
In civilization we studj the sociological and nistorical deve-
lcpment of the country as well as its art, and this has allowed
us today to fully develop our comﬁerce courses. We offer a
progran following identical lines in French and Spanish.

Our Spanish Commerce course is part of dur upper
300 level offérings. Since our language courses are all in tﬁe
one hundred andllow 200 leveis, students registering for
Commerce must have a good knowledge of Spanish, both in the
written and in the spokeh\fqrm. Since this knowledge 6f Spa-
nish is requitred, ro grammar exercises per se will be done

during the year; the language, however, is constantly exercised,
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orally in class and in writing through translations and compo-
sition of letters, summaries or business reports;

Since the majority of students have a very sketchy '
background in business, in order'toﬁgive the course a more per;
‘sonal cgnﬁbtation I ask my students to choose their own business.
Their first assignement is to bring a written summary of what
they would need.to qperate that buéinéss:}which kind of building
or how many rooms, equipment, how many people would they need o
ard what would their duties be, and so on. This assignement shows
at once which of the students have at least an idea of what a
business enterﬁrise means and which of them need to review com=-

g pletely their whole approach to the matter. The business is given
e name by the "owner", so to say, and from that day on all tran-
sactions, letters, etc. are written in that company's staticnery.

I suppose it could be said that I create a SChlZODH"e-
nic world for the student, but it works, and all of us enjoy it.
The material of every lesson begcomes a Very personal matter for
the students and the text books become much more relevant,

We study, for instance, what business letters are and how “the
language used 1n them should be: clear, concise and speclfic.
Then we learn. - . how to use this language in newsnapers
advertisments. Their next a581gnment would be to write an ad
for a paper, announclns a vacancy in one of the jobs they had
gated as required for their business. Thir ad must be exactly
the same size as it woﬁld appear in the } ‘per. Then the next

_assignement would be a letter from the candidate and their

reply. All through the year the students are presented each
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_week a given situation related to the chapters studied: an order

A
that has not been either received or shipped, a customer who

does not pay, a need for credit or for a loan, a danger of bank-
ruptcy, the possibility to import or export something and the
_need to reach an agreement with a firm abroad through telegrams
and Telex, and so on. Each student has to face the situation as
it refers to his or her own particular business and compose ﬁ
all necessary letters or telegrams.:

The course is, in this way, extremely interesting for
the students since each of them has been given the freedonm to
select the kind of business he or she feels attracted to; it is
interesting for the instructor, too, because no two letters or
documents are ever the same. It is not, however, an easy course

for any of us. The students have not only new material every

' week but also two to three written documents per week; and as

their instructor, I find myself immersed in an incredible quan-
tity of papers to correct at the end of‘éach week, all bresen—
tlng individual challenges.

E By taking this course many students have been able to
discover their own possibilities in fields not explored before.

A-liberal arts student majoring in Spanish, may have never been

able to realize before his ability to create a good slogan for
his own,attractive commercial poster, as he qoes when we study
publicity, or may become fascinated by operations with stocks
and bonds when we study the stock exchange. If nothing else,
thls program bas helped them to realize the value of 1angua0e

learning in a completely different perspective, and to discover

s
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new and exciting possibilities for their future.
v//ﬂé I said before, we have offered these courses for
more/ﬁﬁaﬁ twenty five years; we had to add or change some of

our material every now and then , of course, and we have used

‘our courses in Advanced Translation and Advanced Conversation

to complement our work in commerce even before the introduction

of the foreign‘Diploma and Certificate. This option did not
make any change in the content of our main course.

Our course in Spanish Commerce, therefore, before
and after the foreign option, covers the essential techniques
and commercial concepts in thq‘Spanish'speaking world, with
special emphasis in those poiﬁts where differences are more
evident, that is to say, for example in the use of thke bill of
exchange, the processing of checks, or the courtesy headings

for commercial and official letters and documents. A summary

of the contents of the course is as follows: commercial letters

and their different forms,ahd contents; the post.office,

. ordlnary and special mail serv1ces, commercial activities and

onmrtatal ANl E. o AL

their classification; chambers of commerce; classification

of auxiliary personel 1n'§ business enterprise; commercial and
industrial companies; ope&ations of selling and buying and ne-
cessary documents, incluéing-letters of complaint and com-
pensation demandé; credi& and its classification; advertising
and publicity; market prlce, supply and demand; default and
bankruptcy, 1nclud1ng ¢1ass1f1catlon of debtors and systems

of collectlng paymenta, banks, their origin, c1a851f1catlon
and main and secondary operations; the stock exchange; insu-
rance; transporcs;‘u gent communications and cémmerc}al and
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is now very clear in everybody's mind. However, although students

rbj the chamber of commerce in Paris. VWe approached them and we

- 1978. Since we had always tried to offer parallel programs for

Although, as I said, these courses have always been
well attended, their need was not so evident to the students
when vacancies in the teaching profession or related fields were

frequent; the relevance of having as many open doors as possible

Vprpbébly register for this course with a purely utilitarian point
of view,théy sooﬁ find themselves not only interested in the sub-
Ject but enjoying its formét.

A few years after my becoming chairman of our late
department of Romance Languages, the cultural services of the
French‘embassy told us about the possibility of offering a certi-

ficate and diploma in business French through an exam provided
instituted the examinations for that certificate and diploma in

the languages in the department, it occurred to me, during the “
period of those negotiations, that we should try to institute

the same program for our students in Spanish. I went therefore

to see the Spanish cultursl attache and explained what I wanted

to do. It was evident that he did not know of any program of this

kind. He advised me to write directly to the chamber of commerce

in Madrid. I do not know if the possibility kad occurred to them

before my letter; in‘any case the merit, if any, is not m;né;
it belongs to the French. “

In any case, I received an answer a couple of months
later. They were not only interested, they had immed;etely taﬁen
Bteps to instituté&%éggmfn Nadrid for foreign students. 4 few

weeks later they sent me thel tentative program znd asked for
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my comments.

With my initial letter I bhad sent a copy of the French
program; the one I received from Madrid did follow the French in
some ways, butvnot in others. It required, for instance, a detai-
Jed study of the economy and industry of Spain, a thopough review
;f the main bank systems in Madrid, and so on. There were, also,

a whole 1list of topics in commercial and industrial laws, appiying
only to Spanish industries and completely impossible for our
purpose. Since both the Chamber of Madrid and myself were very
ahxious to establish this exam as soon as rossible, I wrote to
them explaining my objections and, using the tact that I try to
teach to my’étﬁdéhté})i’ﬁfﬁﬁﬁgéd“my‘6§ﬁ”pr6grémj”at“1€ast“f6r"th9““*“—
time being. The first pert of this program was the list of tobvics
ouflined above, to which I added a somewhat reduced list of
points ofy\ the economy of Spain and a similar list zbout the South
American economy. I pointed out that students in this country
think first of South fmerica when a reference is made atout the
Spanish speaking world and thet, if they were to find Jobs re-
lated to this kind of program, it would probably be with Spanish |
American firms or with .Americaanirms with branches in South s
America. They accepted all my suggestions.

, me ) R
There was a2lso something else that bothered,in theds>

program, and that was the examiretion. It was at the Qame time"
too simplified and very confusing for the student. They did
allow me to propose the format I wanted to use and‘they approved
it%,although they said then, and have repeated since, that they
could not use it;for themselves in Nédrid. The reason was very

simple. They said that since this exam was offered only to

407




.

foreign students, one could not expect that people coming

from different parts of Europe and with no business backgrouua

could use such a comprehensive format. |
In this context, all my students are foreigners, and

they do not major in business “but all of them share En-

'glish as their official lahguage. 1 was, howcver, and I am

very gfateful for the consideration given to my-request and

for the free hand given to me in the prganization of our

program. -

This examination can be taken at two levels; a lower

one, if successfully passed, gives the student the Certificado

Bﬁsico de Espafiol Comercial. The higher one corresponds to

the Diploma. Both exams have a written and an oral part.

In the first booklet that the Chamber sent to me in 1979,

they specified that the gradgs‘from the oral examination

would only be considered if the student had passed successfu-

11y the written exam. This still stands for the examinations
we send to Spain, but in those‘offered in Madrid the order' has
been revérsed to allow for a more accurate selection of students
with a good background in Spanish. It is not necessary for us
to adopt this reversed order, since no student is allowed to
take either our course or the foreign exam without a good .
knowlédge of the language.

‘Phe difference between both levels is, of course, of
content. The Chamber of Commerce only requires for the Certifi-
cate the basic notions of acministrative and commercial orga=

nization and the tasic commercial terminology. I try to encourage
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all my students to try for the Diploma, mostly because they have

to do exactly the same- ki

whatever they choose, eve

nd of work for me during the Yyear

o if they decidé not to take the foreign

option, and also because we cover everything that the Diploma

demands and more in our r

egular course.

The . format of the Chamber of Commerce examination is

as follows:
Poxr the Certificate- A tw

with the examiners of a n

o parts oral exam: 1) a discussion

contemporary jssue of national impor-

tance" and 2) questions about administrative and commercial

organization of a firm an
The wrltten exam is divid
of a commercizl text; 2)

and 3) snswers to ten que

d commercial terminology.
ed into three parts: 1 1) a dictation
a comp031t*nn of a business letter

stlons ebout administration and

commercial orvanlzatlon ot a firm.

For the Diplome the Chamd

parts: 1) discussionlwith

er divides the oral exam inte two

the examiners, of a contemporary

jssue; 2) summary of a commercial text.

The written exam is divid
an article from a commerc
cation, generally a reduc
gition of a commercial or
tions.about commercial le

I am gsure that

ed into three parts: 1) summary of
jal, industrial or economics publi-
tion to 1/4 of the words; 2) compo-
official document and 3) 10 ques-
gislation and economy of Spain.

all of you have seen the confusing

element that 1 mentioned before; first of all, it must be

"difficult for foreign stu

‘temporary issue would be

demts in Spain to decide which con-

considered of national importance and

>
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For the Diploma,~ Thergxﬁbur parts in the written exam and five

il

o

. ]
adequate for an exam, and once decided, discover where to read
about it. The seecond element of confusion lays in the terms

"commercial legislation", since when we 1look through the book-

let this "lesgislation" consists of a 1ist of topics that in-
cludes: commercial companies, the bill of exchange, the check,
bankruptcy'and default, buying and selling, loans and finances,
trénsports, insurance and banks.

Our own exams for the foreign ortion are organized as follows:
For the Certifieate.- The written exam consists of four parts:
1) Development of one of the topics,of the program; 2) Dictation
of a commercial text; 3) Composition of a business letter;

and 4) answers to five specific questions.‘We have aqded,Vthere-
fore, tae part 1) and redﬁce&,the 4);

The oral exam has three parts: 1) Questions selccted from the
general program, except those related to economy; 2) transla-
tion of a commercial or economics text from English into
Spenish; and 3) translation of a commercial oreconomics te>t
from Spanish into English. We have added the two translations

and eliminated the "contemporary issue" boint.

in the oral one. For the written exam: the first part is 7
translation from English into Spanish of a commercial.or econo= |
wics text; 2) summary of a text taken from a specialized publi-
cation, reduced to 1/4 of themoriginal number of words; 3)come-
posifion of an official document and 4) 10 guestions selected

from the whole program.

For the oral exam: 1) gelected guestions from the program,

except the topics related to the economics of Spain and Spa~ : ;f
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nish America; 2) selected questioﬁs on the economy of Spain
and Spanish America; 3) translation from English into Spanish
of a commercial or economics text; 4) translation from Spanish
) 1nt9 English of a commercial or economics text and £) summary
and interpretation of a text from an ecqnomics or industrial
publication. .

We have added to the oral part the two ftranslations
~and the two sets of'quéstions and suppressed the discussion
on coﬁtemborary issues; in the written exam we have kepf the
proposed three parts and added one translation.

Ve schedulée the oral exams in a staggered way, &o
that neither.the students nor the examiners waste their time.
Ve allow 15 minutes per stugent in eyery‘bne of the items,
~and allow 15 minutes,jpreparation per item and'per‘étndent
for the oral translations and summary. By éfaggering the étuf
derts, all five examiners are attending to five different
students and delays are avoided. These preparations of
the translations a2nd summaries sre carefully proctored, and
no books, dictionaries or notes are a2llowed.

Ve give the written and oral examinations in two
consecytive days. The written exams are sealed 'as soon as they
are c&llected énd they are sent to Madrid on the following day,
togeth%r with the grades and comments on the oral exams. For
:the oral part a group of five examiners sit on individual ta-
bles, each one wlth a second chair for the student. We have
found that this is less intimidating for the student. Three
of the examlners are -from Douglass, 1nc1uding myse1f° and two

are sent to us every year from the chamber of commerce of

o a1




Madrid in New York.

7 The program sent by me to Madrid and subsequently
accepted consisted of the list of topics I mentioned before
plus the addendum on the economy of Spain and Spanish America.
For this last part, the main topics are; about Spain: Economic
habitat, agricultural production and jts diversification, in-
dustrial farming, cattle productibn, forestry, mining, main
industries, tourism and transferences. About South America:
Differences among the national economies, study of individual
problems thréugh historical development, agricultural evolution,
agrarian reforms including the problems presented by extremely
larege andAextremely small estates, and industrialization and
economic development of Spanish America. |

| The reason why we insisted in the changes effectéd
in the Madrid exam is very simple. The format proposed was
too simplified when compared with wpat we demand in our course.
ve did not want to lower our standards, nor did we want to
diminish the prestige of the exam of the Chamber of Commerce.
Both the trznslations and the summaries of specialized

articles have always been a part of our training in commerce

for students that have generally had very little experience

in the subject. Before the adoption of the foreign option, we
had often complemented the commerce course with work done in

other courses, as 1 mentioned before. Ve have now extended and

regularized this complement. In Advanced Conversation, for ins=-

tance, we often use articles or editorials from contemporary

Spanish papers andéconomic reviews. In fact, almost two thirds

l
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"~ of the subjects elected for discussion are related to economic
jssues, advances in industry or commercial situations. In Advan-
ced Translation we gelect a few literary texts, and proceed to
mix them with other fragments on energy production, managemeqt
and labor, banking adventures, sociological issues, etc.

of course, since both Conversation and Translation are
open to all students, not only to those interested in Commerce,
we cannot choose only one kind of subjects for these courses.
However, since the subjects chosen are always related to contem-
porary issues, they certainly are rélevaht for all students.

Economy and in#dustrial development are included in
rihe courses effered”on _Spanish Civiiization and Spanish America
Civilization. This is also a practlce we adopted much before
the po§sibility of the foreign exam. We have always ‘pelieved that
both the economy and the industry, or the lack of it, of a
given ceuntry play an igportant part in its cultural and socio-
logical develorment. '

Evidently, to incérporate Advanced Conversation,
Translation and the two C1villzation courses as prerequisite
for commerce would be an‘excellent jcdea. However, in our depart-
ment, as. in most:gepartments of languages, the majar 1s geared
to 1iterature;9nd therefore this requirement 1is not 1ike1y3to
take plece iﬁfthe near future.

" one of the big problemq for such a course as ours

has always been, of course, to find a text Dbook to cover all
the items mentloned. Ve found one in French, but not in

Spanish\\I have tried to read most of those published up to now,

L | ‘.413
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and have_found some of them excellent, although not adequate for
us. A constant feature in these books are the grammatical exerci~

ges and, in a course 1ike ours, we cannot review grammar. If

the student needs this review, then ne or she does not belong

in that class. On the other hand, there is also a lack of what

~we need, that is—%o~say—a_collection of real or quasi-real si-
tuations for the students to sotve. N one of these. books
reproduces official documents, either, or deals with the defi-
nite rules regerding courtesy forms of address to people in higher
levele of authorltX;E%gi must be enforced in Spanish, as in 21l
'the Romance languages.

It is alweys difficult to find 2 book that cowvers all
the aspeets of a very specific program; the best solution would
probably be to write the book suitable for that prograR. And,
in fact, that is what I thought when I began to teach this course,
some twelve years ago. There is a proverb of ours that, loosely
translated, says:"If you want to be comfortable, you should make
your own bed.W'And soéI did. |

I prepared 2 collection of typed lessons, covering all
the items demanded in our progran, plus & complet summary of

S the economy of Spain and Spanish America, a chapter with a hasic

commercial vocabulary and a list of the more used abbreviations.

We xerox these chapters every year and sell them to the students

for the price of yeroxing.I use this text together with am exce=
1lent work book, "Cuaderno de espaﬁol pré&tico comercial", by
PaulMRivers. This is just a Cuaderno, 2 workbook, but as I said
is ah excellent complement.

Qo f Before enolng this rather long presentation, 1 want to add that
I will be glad\to gend the information about the Chamber exarm to

rod  Thank vous - 414
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"The Madrid Chamber of Commerce Exams and the Business-Spanish {Ho
Curriculum' by Geoffrey M. Voght

‘ As Spanish teachers responsible for the development of courses or
programs aimed at preparing students capable of establishing and main-
taining commercial contacts on our behalf, each of us must decide what
skili‘; and knéwledge are pertinent., We must then incorporate these
lexical and cultural items into our courses, hoping that students can
assimilate information which will contribute to their becoming proficient
and effective faéilitators. of business transactions of all types.

Once these basic decisions are made, we the teachers are
responsible for developing adequate testing procedures to measure the
success of our efforts, to identify weaknesses and make modifications
in our course and program components where recessary. We must
establish standards of expectation for various levels within our programs,
and minimum §ki11 levels and._ knowledge for our graduates. The existence
of the Madrid C;lamber cf Commerce exarhinations is a significant step
in this direction. Their creation provides an initial framework, or
point of reference, for us. My purpose here is to describe these
exarnyinatiOns and tc comment on their usefulness.

The Cfmara Oficial de Comercio e Industria de Madrid, in coopera-
tion w1t/h the Escuela Oficial de Idiorﬁas de Madrid, developed these
examinations in commercial Spanish for foreigners several years ago,
at the request of Professor Micaela Misiego of Douglass College (Rutgers
University). The examinations exist on two different levels: the basic-

level examination leads to the '"'Certificado de Espa?:’ol Comercial Bfsico",

while successful candidates for the advanced-level test earn the 'Diploma
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de Espa‘r'fol Comercial'. In the Sprin’g‘ of 1981, Eastern Mi/c/higan
Univefsify became the exclusive te;ting center of these exams for
a five-state region of the Mid_west, including Michigan, Wisconsin,
Illinois, Indiana and Ohio. Students wishing to qualify for either of
the degrees awarded by the Madrid Chamber of Commerce and Industry
may register through the<De[!)artment> of Foreign Languages and
Bilingual Studies of Eastern Michigan University and present them-
selves early in May of each year on the EMU campus. Each test
consists of a written part, sent from Madrid and returned there for
grading, and an oral part created and graded by the faculty of Eastern
Michigan University. A representative of the Madrid Chamber of
Commerce and Industry will be present each year during the admin-
istration of the examinations.

The basic level examination consists of a twenty-five-minute
oral test, and a written test lasting an hour and a half. During the
oral part, the candidate must discuss for ten m'tnutes, with a %‘?ﬁel
of professors, some topic related to current Spanish economics or
industrial development. The student may choose and prepare Lhis fopic '
ahead of time. In a;ddition, the panel will spend 15 additional minutes
questioning the candidate orarlly on the administrative organizaltion of
businesses and on commercial-Spanish terminology. The written exam
consists of three parts. J'I‘he first is a twenty-minute dictation of a
commercial text. Second, the student is given thirty minutes to

compose a Spanish business letter on a specific topic. Finally, the
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student has 40 minutes to answer ten questions on topics relating to
various aspects of business administration, from a list provided by
the Chamber of Commerce in advance. The topics include, among
others, the following: busines~s organization, management, marketing,
accounting, billing, cqmmercial correspondence, and administrative
services. ' e T *l‘

: The advanced-level examination-also consists of two parts--
a thirty_-five-minute oral test and a writtex:a test lasting one hour and
forty-five minutes. During the oral part the candidate for the Diploma
must converse for 15 minutes with the panel on a commercial topic
of current interest in the Hispanic business world, which will be
selected by the professors. In addition, the candidate is given a
business reading which must be summarized briefly in oral form on
the spot. Twenty minutes are Siven for this exercise. The written
test has threg' parts. The candidate is given thirty miinutes to read
an article On‘ a business-related topic and to write a summary of its
main points which is no more than one-fourth the length of the original.
Next, the candidate must compose a commercial document or letter
on a given topfc in thirty minutes. Finally, the candidate must answer
ten questions on commercial law and the Spanish ‘economy (forty-five
minutes).

The existence of these examinations, and the Spanish Chamber of

Commerce's obviously keen interest in promoting business-Spanish

studies in the United States, presents us with several promising
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possibilities as we create courses anderograms at our schools:

1) TWO LEVELS: The present sequence of business-Spanish
courses at Eastern Michigan University dovetails very nicely with
the two levels of proficiency for which students can be tested through
the Madrid Chamber of Commerce. According to the current config-
uration of these courses, stgdents will be sufficiently proficient in
business Spanish to earn the "Certificado de EspaNol Comercial
Bisico" aftér they have taken the first year of courses, on the third-
year level (SPN 361-362). Theoretically, they will be able to complete

successfully the examinations for the '"Diploma de Espa?l’ol Comercial'

A (the advanced level) after the fourth-year courses (SPN 446-447); that

is, after two full years of specialized training in commercial Spanish.
We are attempting to gear our courses, therefore, to coordinate with
the examinations. The; first test of this theoretical coordination comes
this May 3-4, when five EMU business-Spanish students will present
themselves gof' the "Cert‘ificado” examinations.

2) FLEXIBILITY: The Madrid Chamber of Commerce officials
with‘rwhom I have talked have repe;tedly asked for my suggestions for
modification o’ both the format and the contents of these examinationé.
As we develop our expertise, as we get more feedback from our
graduates and from businesses, these examinations can evolve, con-
tinually reflecting our best understanding of real-world job requirements.
The Chamber of Commerce's flexibility will permit both our program

components and the titles from Madrid to reflect the actual situation

419




Voght--5 7 LHU

in the international business world.

3) JOB ADVANTAGE: When the existence of these two titles,
the Certificado and the Diploma, becomes more widely known among
businesses, students whose dossiers bost one or both will supposedly
have an advantage in the job market over those students who do not
have them. Part of our task, if we believe that these titles
accurately reflect significant levels of skill in business Spanish, is
to publicize their existence in the busine;ss world, not just in acaden:}ia.
If they indeed become highly-prized degrees, then schools whose
programs offer the possibility of earning them will be able to attract
students more effectively then those that do not.

4) INCEN;I‘IVE: The examinations from Madrid can serve as a
very effective incentive to students, motivating them highly to do their
very best to train themselves, with our help as partners working
toward a common goal, to defend themselves successfully on these
exams and to earn the title for ‘which they are being tested. Eventually
there will be, I am sure, a large number of colléges and universities
all over this country where these examinations may be taken on a
once-a-year basis. Schools wishing to approach the Chamber of
Commerce in order to become officially-recognized a; testing centers
will have to demonstrate that their programs are sound and that their
Foreign Language Departments are committed to this new direclion
of Spanish studies. Once this basic requirement is met, fésting centers

will be approved on a first-come, first-served basis. Those interested
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in exploring this possibilitﬁr may contact:

Sr. Angel Verdasco
Secretario General
C{mara Oficial de Comercio
E Industria de Madrid
Huertas, 13
Madrid (Telephone: 429-3193)

In the mean time, I am pleased to announce that Professor Micaela
Misiego and I will be organizing a committce to standardize these
examinations for use at officially-designated testing centers all over
this country. We will approach the American Association of Teachers
of Spanish and Portuguese with the request to establish a Standing
Committee to promote Busincss-Spanish and Business-Portuguese
studies nationally. The first task of this committee will be to coordi-
nate the examinations for the Certificado and the Diploma, making them

a reliable and trustworthy standard of measurc for Lhosec learners

attempting to train themselves in this ncew field.
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Spanish for Business: e

Beyond the Classroom Experience

"As with any other instrﬁctional endeavour of higher education, the fulcrum
of 1.earning is and nust continue to be the classroom experience. Yet, because
of the nature and particular character of a course such as Spanish for Business,
which seeks to provide a functional curpetency based on an accumulation of
erpirical knowledge, other facets of instruction and learning have to be con-
sidered. My own particular approach has been to extend the instructimonal
parameter to encampass a practical, individual and direct experience in the
form of ‘an apprenticeship or internship \:vith various industries, both domesti-
cally and abroad. This "practicum" oriented format allows the theoreticas
presentation to be complemented and enhanced by the field experience, vhile
the classroam remains the nucleus of initial learning, discussion and reassess-
ment of the practical experiences of each stucdent.

The instructional approach I have followed is thrce-pronged: First is the
initial thzoretical mode. This is the preparatory background of historical,
cultural and socio-political factors that serve as backdrop for ccahmercial
dealings in the Hispanic business world: 1i.e., protocol, etiquette, and other
forms of professional busine~ss beh.aviour. Second is the "how to" mode; this
encampasses everything from the presentation of specific vocabulary and term-
inology, to its application in business letters, setting apppinﬁz‘ents, inte;—
views, marketing approaches, et;:. . This would be the major aim of the Class-
room experience. "I‘hird, and perhaps the most important, is the placement of
students as "interns" in the international or fc .eign office of available
1oca1‘industries, followed at the end of the term (when possible) Ly placement
through AIESEC with companies all over Latin America and Spain. Local placement
will vary according to geographic and derograrhic factors, but the ATESEC place-

rent (for the summer, for example) ramains readily available.
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What I have called the "initial theoreticall mode" corresponds to the "pre-
view" stage of that basic pedagogical triad of thch "view" and "review" are the
other two camponents. Its function is to serve as a cﬁltural preanble to the
language. The criteria I have followed here is that the Spanish language of
business manifest itself within a camplex system of contextual intricacies and
subtleties (historical, social, political and economic) which not orily can
modify the literal meaning of the word or concept, but’ draétically change it.

In the past, disregard for the context in which the language appears has lead

to incredible T‘"faux pas” énd out;righi: disasters in international business deals.
'I‘ne: introduction ihto the Latin American market of the automcbile Nova —- which .
in Spanish, "no va', " means it doesn't go -- xray be the most innocent in a 1o*1g
list of ll""JUlSth and cultural blunders on the part of industry.

To be able to spesk a language == whether it is the language of business,
of polJ{tics, or of everyday social interaction -- is nbt to simply be able to
string words together in a conerent sentence. A language is more than a set
of symbols arbitrarily chosen; it is thought, feelings, needs, fears, aspir-

ations, prejudices and all the gther human compononts that shape the scul of a

" people and form a particular culture. For these reasons, the "language" of

business cannot be approachéd with a "dictionary-on-hand" mentality. Not

only must the word be translated into its technical counterpart in the foreign -
language, but the context in which the word appears must also be translated,
deciphered and unr'lerst . .

The busme;;s industry has long ago realized -- often from bitter crpe*-lence -
that foreign ccr";\e:.cn.a1 interaction requlres a basic understanding of tho foreign

culture as well. None the less, sometimes it ends up trying to sell ice to the

Eskimcs. The problem, as I see it, is one of inadequate linguistic training,
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for v;hiéh we, as teachers of Spanish, are partly to blame. Ve have on-ly recently
realized tha_t courses such as Spanish for Business ére noticeably missing in our
departmental curriculum; but we must further realize that, if we are to teach
them %well, we must approach the language primarily fram a contextual point of

If we accept the premise that the technicél language of business must be
taught within the cultural and professional context which determines its .
function and usage, we must inevitably deal with the question of teachers’
expertise. Ob;riously, we are experts in teaching the Spanish language, but
hov will we present the cult:ural{ context of business of v:hich most of us know
so little? Certainly, as our degrees in Spanish would seem to indicate, we

know scoething of the Hispanic culture, but which awong us would claim exper-

. tise of Spanish business custams, procedures, protocol, and other pertinent

cultural intricacies of the immensely dlve*'gent Hispanic world of conmerce”
The available texts for tb:; Spanish for Busmeos courses —- even the few good
ones I've seen — only marginally or topically treat the contextual factors.
This means that the teacher ;— perhaps a distingquished scholar and a corpetent
linguist, but neither a h{storian, sociologist, poliEica]j scientist, nor
businessman -~ can be put in a situétion of having to chose between a crimin-
ally negligent silence on such issues, or reach for an easily available |
generalization or stereotype. |

As paradoxiéal as it may seem, to recognize our limitations in the teaching
of such courses is to begin to. realize uour potential. The choice does not have
to be betvween dispensing antiseptic, disembodicd and dehumanized lists of tech-
nical cammercial terminology, or venturing into the dzadly quicksands of
sweeping cultural generalizations and sterotypes. Tnhe solution is to go beyond ‘

the confines of our classrooms. Available to us is a wide variety of knowledge-
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. able sourses: experienced colleagues in other departments, ambassadors, consular
deputies of all sorts, experts at the Department of State, local Hispanic
business-people and industries dealing with Spain and Latin America. All of
thex;l can provide us with an immense wealth of information not only in the fbrm
of brochures, na&sietter_s, and other commercial literature, but in the form of
personal, interviews with .our students or informai. presentations on any given

. subject. The key is to not be afraid to appear ignorant of samething, not
to fear territorial encroachrent by others —- specially when the betterment
of our students is involved.

Having thus approached the initial theoretical mede, or "preview" stage, .
of my teaching strategy, we can ncw proceed with the "hcw to" mode or the "view"
stage. Here we find qurselves nav1gat3_ng in nore familiar waters. The text
we have chosen is now cbr extreme importance, and because we have already
sought the contextual factors beyond the text, the teacher and the classroam,
we can now concentrate mr.é profitably and with greater understanding on the
presentation and exercisz of specific vocabulary. My own experience in this
case has been that, after hearing and speaking with those people that "speak"
the Spanish language of business for a iiving, my students werc more eager

to learn and practice what they studied. The written words came alive for

them, and they wished to implement them in their owm liyed-exmrience. To
this end, I Gevised an opportunity. |
Follaying the beyoﬁd-the—classroom principle, I assiqned the following
task. I randomly divided thz class into three groups, each corposing a
company (production, transportation, and retailing), and the students vere
then asked to select and be responsible for a particular functicn of th.at
campany (Cirection, middle-managemant, sales, ma.rl:oting, persenrel, etc.).

This allowed them to engage all the variocus forms and applications of vocab—
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ulary and processes discussed in the text or learned beyond the classroom. In
addition, the companies were required not only to interact internally, but.

amongst each other (personal meetings out of class, telephone calls, business

letters, etc.). Of all that they did, they were to keep records (letters,

accounting, contracts, etc.) .and give them to me as proof of their work at
the end of the temm. 1 was extremely impressed, and so were the Hispanic
businessmen who saw their files; but more importantly, the students saw
their learning as a personal and active process.

Like the initial theoretical mcde or "preview" stage, the "how to" moée
or "view" stage spanned the entire term of the course. For each chapter of the

book we had a "preview", "view," and "review" stage. Thus, for exarple, on the
chapter  on planning and administration, we had specific presentations and dis-
cussions yiith the President and the Latin American reyion marketing manager of
a prominent electronics carpany based 1;>cally. The same strafcegy was féllowed
for the chapter on real estate, bax':king; etc., and the three basic steps were
applied to each. In all cases I was dble to secure the cooperation of well
trained ewxecutives in reputablé campanies or institutioné who were able to
tell us of their perscnal trials and tribulations, and how they had to learn
often from bitter experiences. These sessions éave wvay to a livelier learning
experience -~ and teachlng Needless to say, the students felt a sense of
needed emulation vhich was in part channeled into the campanies organized and
run by them outside of class; but I had planned one step further.

We may study in a book the various motions and techniques of swimming, we
may even pretend to be swimming as we move our limbs and practice strokeé, but
ve will not. have- learned to swim until we arc permitted to enter the water.

My aspiration ('md the "real fun" of the course, according to my students) was

to go-.beyond th== "initial theoretical mode” a.nd the "how to" mode, and enter



[ the realm of the direct éxperienée. My criteria here is the same one we all
apply when we encourage or advise students to visit, study or live there
where the target ianguage is spoken. In the case of the Spanish language
of business, this meant residency (internships) with the business industry.

The task of organizing internships fof my\students, although very time
qonsundpg, was surprisingly simple. The business cammunity, unlike many a
reticent co ?gue, has iong ago realized the need to train prospective
businessmén—andé#ﬁnen beyond the language proficiency of every-day soéial -
interaction. For this reason, they were quite willing to facilitate their
bservices and their companies to us. I had total placement with seven
different industries having dealings with the Hispanic wbrld. In point

.{of fact, and rmuch £§ my surprise, I had more campanies than students with

\ wl'u.ch to £ill internships. v

N \\\>; The ihterﬂship program (non-remunerative, of course) should match as closely
\\ as possible the specialty or major of the student with the particular field

and intéf§§ts of the host ccmpany or corporation. This requires a pre-registra-

tion proceﬁs, where the students are interviewed by the teacher and secure his

approval. .to register fqr the course. Also, close cooperation ﬁith the students
adviser and the preparatioﬁ of an academic profile of each student would be |
advisable for more effective placement. Internships should begin about the
third weék of classes, although the initial screening for potential host—-com—-
panies should haVe begun before the course is eveﬂ listed. The local Charber
of Comrerce listing of industries is a good starting place,because it lists

the nature of the business and the countries with vhich the ccmpany deals.

Normzlly, the response is good, given certain flexibility in schsdule and

the proper candidates.
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The role of the students in their internsﬁips is not only to observe, but
to participate directly -- albeit, in minimum risk assignments —— in the func-
tioning of that company. My students worked with théir host-campanies a
minimm of three and a maximm of ten hours per week. At the end of each
week, a class-day was reserved for discussion and reassessment of what they
had learred through their internships, how that complemented or conflicted
with what they had ‘learned in class, and how they coulé integrate all of this
in the functioning of the ficticious companies they had organized. This third‘
and most useful prong of my approach allowed me to integrate the "review"
stage of my teaching method in a more interesting and effective manner.

As a result'of the internship program, several of my students have been
offeraed jobs fo:_: the sumer, and a couple will go to work for the companies
after theyv graduate this year. Other students, as a result of their exper-
ience, have a clearer understanding of what specific academic courses they
will need to better prepare for their chosen careers. 1In all cases, the
students felt that they had gained an invaluable sense of confidence in
themselveshand a greater understanding of the role of the Spanish language
in business. -

To further ccmplemen£~the internships during the course, I have encouraged
my students tO»participaEe in AIESEC -- acroEYm which in French stands for the
International Alliance of Students of Econémic Sciences and Ccammerce. 1 am
on the Board of Advisers of the Central Florida chapter, and having seen the
internal workings of the Alliance, I consider it a most fruitful academic
ventu:e: It is entirely run by students, and its purpose iS‘to‘ﬁlan, —

organize and provide for the exchange of international business internships

all over the world.




The students working with, for, and throuch AIESEC are, in fact, working
for themselves. Basically, they attempt to sell U. S.. based campanies and
corparations the idea of "hiring a brain.” A cawany in the United States
accepts’ to hire and train a foreign student of their choosing for a period
of time, in turn for which a similar foreign campany must do the same for
our students in the U. S. The salary they receive is commensurate with
the cost of living, and the students do real work —- that is, they practice
what they have studied. The entire process of AIESEC is, of itself, a
valuable 1earm.ng e,xperiende and affords students the chance of making many
useful professional contacts as they learn about the camanies they are
attenpting to enlist and as they speak with executives.

The program, approach, or teachinrg method I have thus far described
is undoubtedly one of many possible routes to achieve the same end.
However, not all roads lead to the saine Rome. While I can only attest
that going beyond the classroam has vorked well for me, I do firmly believe
that it is an indispensable step in up-grading the qualily of teaching a “
Spanish for Business course. Of all the monsters, ghosts and goblins that
inspire most of our pedagogical prejudices and fears, none is more dreaded
than that "bete noire" of appearing to relinquish possession of our terri-
torial damain; the classroom and our centripetal role within it. Unless
we overccme this phobia, the approach I have outlined can not WOrk.

Like wise parents who know that the apron-strings -- li.ke\gje urbilical
cord once before -- must be cut or the child will strangle himself on them,
we rust also be good teachers who know what dur students need and txy to
provide it -- even if we are not the ones directly providing. We may not be
éble to go beyond the classrocm, the textbo’r the teacher in a class of
literature or language, but what teacher would not like to invite the aid
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of the author in teaching his work, or send a student to a Spanish-speaking
country if he or she could do so?° I do not call for limiting the role of the
teacher, but to enhance it. The benefits; as I see them, are two-fold. On
the one hand, by going beyond the ciassroan experience we lift the burden

of business "expertise from the language teacher and place it with the more
campetent business-person whose experiences -- to my knowledge — haveinot
as yet found their way into text-books for such courses &s we endeavour to
teach. By doing this, the language teacher is free to concentrate all his
efforts and energies towards the learning of terminology and its application.
On the other hand, by incorporating the "field" or "on site" experience into
a broader definition of the class-course, the student gains insight not only
into things pertinent directly to the s&bject—mattor and his acddemic perfor-
mance, b;t he also gains a rare advantage in his or her preparation for real

life "outside", in a business career.

Fidel Lépez-Criado

Rollins College
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THE INTERNATIONAL'COOPERATIVE EDUCATION
EXCHANGE CONSCRTIUM COF EASTERN MICHIGAN URIVERSITY
by |
Dr. Rayriond thaub, Director
Language énd‘International Trade Prcgranms

- Eastern Michigan University

Ypsilanti, Michigan
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Paper: '"International Cooperative Education Exchange Program of Eastern i
Michigan University'
by: Ray Schaub ~

EMU Conference on Spanish for Bilingual Careers in Business. March
18, 1982.

As Geoff and I already pointed out in our presentations yesterday, one

very important ingredient in our two business language programs is pro-

fessional training, which we call cooperative education. " We require one

full-time domestic or foreign professional training assignment of at least

four months' duration for the Language and International Trade degree,

and recommend it for the degree in Business German, French, and Spanish.
4

For our students who are adequately qualified, we arrange foreign professional

training assignments in Germany, France, and Spain through our International

Cooperative Education Exchange Program.

Our International Exchange Program has been one of the main reasons for
our rapid growth in the last three years. It has also begun to generale
higher foreign language enrollments in local high schools, where students
want to develop the required advanced foreign language competencies in

order to participate in our exchange program.

We exchange students with the Professional University of Nuertingen and the
Carl D\iiyisberg Society in Gerr.nany‘. with the Parié Business School, the Rouen
Busin‘ess School in Normandy, and with the Center for Instruction and Research
in Management near Nice on the French Riviera. In 1982 we will exchange

our first students with the Uniyersidad de Complulense in Madrid. While

on assignment our students work full-time in salaried business adininistrative

ERIC . | | 434
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! professiOnal training positibns, and also receive academic instruction at the
L sponsoring business school. Thé primary stress, however, is placed on
the internship. We have obtained very positive results in the three-year
test phase of our program which has just been completed: firstly because
our students have been highly qualified and motivated to begin with, and
secondly because this kind of intensive total immersion, hands-on learning
experience is ideal for la‘nguage training and for developing cultural
sensitivity and professional e:-cpertiSe, all of which contributes much to
their success once our students start in the firm. Bf the 56 students
who have participated in the exchange over the last 3 years 50 have been

evaluated so far, and 48 of them have received good to excellent evaluations

from their employers.

Let me summarize for you briefly here the qualifications we set for student
nominees to the exchange.
l. Language Proficiency:
While we do not require our students to have near -native fluency
in their respective foreign language, they must have sufficient
syntactical and lexical command of the language and must have
received adequate instruction specifically in Lhe business language

to perform competently in their professional training positions.

In general terms, the students' language proficiency should at
least be cquivalent to the minimum professional proficiency

ratings in speaking and reading (i.e., levels 3/3) as defined by

the U.S. Foreign Service Institute, and formulated as follows:

435 - \
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Speaking: The student is able to speak the language with
sufficient structural accuracy and vocabuiary to parti;ipate
effectively in most formal and informal conversations on
practical, social and professional topics. He can discuss
particular interests and special fields of competence with
reasonable ease; his comprehension is quite complete for a
normal rate of speech; his vocabulary is broad enough that
he rarely- has to grope for a word; his accent may be obvi-#
ously foreign; his control of grammar is good; his errors

never interfere with understanding and rarely disturb the

native speaker.

Réading: The student is able to read standard newspaper
items addressed to the general reader, routine corvrespond-
ence, reports and technical material in his special field. He
can grasp the essentials of articles of these types without
using a dictionary; for accurate understanding moderately
frequent use of a dictionary is required.” He has occasional
difficulty with unusually complex structures and low-frequency
idioms.
2. Academic Preparation'in Business and Economics:

As a general rule, our students must have completed at least six

courses (18 semester hours) in one or more business operational

areas (accounting, finance, management, marketing, data pro-

cessing etc.) and al least basic instruction in macro- and

.
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microeconomics.
3. Professional Experience:
In order to qualify for an exchange assignx:nent, the student must
have had some form of significant previous work experience in an
actual business setting (in one or more firms), usually of at least
six months' duration.
4. Personal Qualifications:
The student nominee must demonstrate a level of personal re-
sponsibility and maturity afiequate to justify complete confidence
in his ability to fulfill his obligations to the foreign business
school and the foreign business firm, and to cope with living in
a foreign culture.
5. Residence Require:ment:
' The student must have successfully C;anleted at least one year
of academic study at the parent institution before being nominated -

for an exchange assignment.

Our program has several clear advantages as an exchange program: we tie

in directly to the internship programs alx;eady in place at our partner schools,
thereby significantly reducing our own program costs which are limited
primarily to piacing foreign exchange students in U.S. firms; also our
students are not confronted by the typical immigration and employment
problems faced by students who want to work abroad, because they are
officially enrolled at the sponsoring foreign school as students, 9_9_5 as

regular employees in the labor force;.and lastly, we arc able to utilize
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our foreign exchange students in our own instructional program at Eastern

Michigan.

The firms which have participated in our program Jso far include Me.rcedes-
Benz, Hewlett-Packard and Bosch-Junkers in Germany; Renault, General
Motors and the Soci€t€ Gén€rale de Surveillance in France; Ford, the
Bechtel Power Corporation and Goul&, Inc.v in the U.S. We hope to place

our first Spanish exchange student with Upjohn Pharmaceuticals in Madrid.

Other co-op positions have been arranged with banks, a public accounting firm.

wholesale and retail firms, a management consulting company, high
technology and techno].»ogy transfer firms, and an electric utility‘company.
In these firms our students have worked in the organizational areas of
accounting, finance, data processing, ‘internal and external auditing,
;‘narketing, import/export, personnel, production planning, administrative
services, business planning and sal_gs. While our students pay all travel
costs themselves as well as ; $500 exchange program fee to Eastern
Michigan, overall costs are; relatively low, because we stipulate that all
employers must provide co-op salaries at least adequate to pay normal
living expenses throughout the student's work assignment. And so‘ far we
have been.able to arrange co-op salaries somewhét higher than basic

living costs with most employers.

Because student enrollment in our advanced classes at Eastern Michigan
can sometimes vary signifiéantly from term to term, while student
participation in the exchange must nevertheless be kept relatively stable,

we have set up a consortial linking arrangement with language departments

35
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at other U,S. universities to increase the pool of qualified students for the
exchange program. German departments at MIT and Rutgers were the

first to join our program. In the next two years we plan to include other

language departments at New York University, Tufts, SUNY at Stony Brook,

the Nazareth College of Rochester, Northeastern University, Purdue,
Ca‘lifornia‘"State University at Fullerton and Long Beabch, Washing»tqn
University in St. Louis, the Universities of Florida, Rhode Island and
West Virginia and perhaps others., The first consortium student from
MIT has had particular success related to his exchange assignment in -

a German management consulting firm from June to December, 1980;

he was admitted last winter to Harvard Business School and, according

to the student, one impor:ant facter in his being admitted was his
successful participationr in our prograrﬁ, whiclf;~ signified to his interviewers

his maturity and ability to achieve in an international environment.

We are c;lrrently planning to add several new dimensions to our exchange
programs. We- want to initiate multilateral ex:changes where our students ‘
who are competent in more than one foreign language can be sent to co-op
positions‘ in more than one foreign country. Also we plan to send U.S,
foreig'n language teachers to prifessional training positions abroad in
or'derq to enhance their knowled,: of the business language and profcssional
e.nvironment of the foreign ;:ountry. Similarly,'f"we hope to exchange

business professionals who want to work and study in the foreign country

to improve their international business expertise.
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And last but not least, we need to develop through the contacts we‘ have

i
established for our exchange program a base of corporate funding \n order
to be more free of the fluctuations of government higher education budgets.

f
The three-year grant which we received this year from the Fund for the

& b
Improvement of Post-Secondary Education of the Department of Education

should allow us. to bring the exchange program to full implementation in

two or three yeérs. By ther we hope to be able to generate most of our '

own financial support through program fees and corporate grants.




