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INTRODUCTION

The 1983 Eastern Michigan University Conference on Foreign
Languages for Business, held on the EMU campus inl Ypsilanti, attracted
approximately 300 people from all 50 states of the USA and several
foreign countries. There were over 70 presentations by speakers coming
from 35 states and several foreign countries. This gathering was, to
my knowledge, the first tirne that so many fox“eign language educators
and other interested individuals had met to exchange ideas and experiences
related to language and cultural studies applied to‘business. It was:our
primary effort, as members of the Department of Foreign Languages and
Bilingual Studies at EMU, to reach out to the profession,'. sharing our
ex'pertise and facilitating the dissemination of information nationwide on
this new directi\on ir; fc;reign language and internafional education. We
are proud to be a part of what we believe is both a significant educational
rgvitalization and a deveiopment crucially importanf to our nation's fgtu;e.

The papers in this volume are varied and unequal.in length and
quality. They do sbare, however, one vital thing in common: they
represent th.e attempt of professionals to come to grips with the problems
of creating a new academic specialization and of integrating these
innovations into the time-honored traditional curriculum in foreign
. languages at our insti'tutions of higher eéiuvcation, which have focﬂsed :
almost exclusively in the past on l:anguages and literatures. Much

thinking remains to be done, bu! one thing seems fairly clear now:

the struggle between the new and the old will be resolved very differently



at different institutions, depending on the mission of each school. Some
colleges anci universities will not develop any courses in this new area
of specialization, while at others the traditional literature and advanced
linguistics courseé will be sacrificed entirely in favor of language studies
applied to business and the professions. Between these two extremes
will lie a full panorama of different proportions in the integration of the
new.and the traditional. In this diversity among our educational
institutions there lies great strength. It is my opinion that there is a
ngea}t need for both types of language studies. I see a great need for
institutions specializing in the traditional areas of academic scholarship
as well as for those fdcusing on the new applications for lahguage and
cultural expertise.

Personally I do not acknowledge a'ny necessary incompatibility
between traditional literary inves'tigat.ion, for example, and the study
of the 1anguag'e:of business and commercial practices' in foreign
cultures. Both of these concentrations seem to be comple‘mentary aspeéts
of a larger whole, the interest in the diverse cultures and peoples which
make up fhls increasingly émall world. Both g;pecializations can serve to
increase ;interculturaL understanding, sensitivity and cooperation. Both
can help us live more peacefully witl our world neighbors, in our
increasingly complex and interaependent global economy.

I am very grateful to the .National Institute of Educatibn (U.S.
Department of Education) for maintaining- the Educational Resources

Information Center. My special thanks to Dr. John Clark, Director of

ii



Foreign Languages at the Center of Applied Linguistics, and to John
Brosseau, Acquisitions Coordinator for the ERIC Clearinghouse on
Languages ‘and Linguistics, for helping make it possible for the papers
from this conference to be available to a broader audience.

To all Wk;o read these words, may you find something of interest
and value in these pages.

Geoffrey M., Voght
January 12, 1584
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Program Design, Lesson Planning and Strategies
for Foreign Language Business Courses: An Overview

Ronald Cere

Ever since President Carter's Commission reported on the woeful status of
foreign language study in the U.S., efforts have been made to publicize this
situation and steps taken to deal with it.l Sepcifically, articles and books
have becn written about the need for bilingual and multilingual personnel, re-
ports and studies undertaken to show the importance of languages in American |
life, and surveys conducted to confirm all of the above. Also, conferences,
like fhe present one, have been held to discuss relevant issues and exchange
ideas, and special programs created to begin to meet the learners' neéds. To
be sure, most of this activity has been aimed at foreign language study for
special purposes, but, particularly, it has been directed at one sector: busi-
ness. As the Commfssion’indicated, the latter is the sector for which foreign
language capability is mdst urgent and most desirable. It is also the sector
in which educators have begun to take great interest and for which they have
expended much time and energy ip trying to develop those programs which will
serve it‘best. While their successes have been respectable, they have not ad--
equately treated several areas of concérn crucial to the success of both tHe
program and its clientele. These are thé‘type of course, apbroach, learning
systems and strategies to be used in foreign language business programs.

This paper proposes to treat these concerns. |t will undertake 1) to out-
line a program design for foreign language business courses based on existing
modelsi 2) to providerand discuss sample syllabi énd lesson plans currently in
use; 3)to examine various learning systems already or in the process of being

developed; and L)to describe some possible strategies .that can be implemented




in the classroom. Throughout the presentatRon emphasis will be placed on de-
fining objectives, content areas, instructional formats and learning and teach-
ing techniques and on defining the role of the instructor and student. More-
over, a special effort will be made to include those items of interest and of
use to all teachers of foreign language business courses. With this in mind,
let us proceed with the business of language for business.

Before any designing, lesson-planning or strategy-making can be done for
foreién language business courses, the type of program to be instituted must
be ascertained. The person or persons charged with the course of study must
determine, among other things, the objectives, structure and content areas,
and they must decide the instructional format and methods required. They must
also select or develop the necessary material and plan the appropriate activ-
ities. Above al), they must identify their clientele (students, professionals),

p

the latter's needs f(oral, writing skills, etc.), and.professional areas (ac-
counting, import-export, secretarial, marketing, eﬁc.) and they must sonfront
the problems of entry and course requirements as weil as instructional level.
One of the most efficacious ways of obtaining this information is via a needs
assessment, or, if you will, a marketing survey. Such a survey, i f construc~
ted properly, will yield the data necessary to begin organizing the most suit-
able program. Without going into detail as to how this instrument is designed
and imple%ented, let us take a look at the findings of two fairly recent sur-
veys.

Thé %irst survey we will mention was conducted at Hamilton College in New
York.in 1981.2 Its objgctive was to ascertain which foreign language skills
of French were important and valuable to the business world. Approximately

250 letters of inquiry were mailed to firms doing business overseas and sev-

eral to French companies with branches in the U.S. The findings were reveal-




ing. All who responded agreed that overall skill in comprehending and commu-
nicating were far more important than the mastery of technical vocabulary or
commercial procedurés,and many argued that an understunding of the psychology
of the French-speaking person was as important as'a knowledge of the language.
Most went on to suggest that the course make extensive use of periodicals,
films, and personal contacts with French-speaking people to bridge the cultur-
al gap and improve aural-oral skills and that role-playing and other real=life
business activities be undertaken to simulate the commercial cnvironment.3 On
the basis of these findings, the instructor,who made the inquiries, designed a
course of '"Career Skills in French'" to respond to these demands. ¢
The most comprehensive study of the foreign language requirements of the
vbusiness, and the second survey to be discussed here, was that undertaken in
1978 as a doctoral dissertation at the University of Texas at Austin by Mari-
anne E. Innmn.u In her thesis, Inman examined corporate language training pro-
grams as well as thelrole of translation ana interpreting in the bus[ness en-
vironment. During her investigations, which included a survey of 267 American
firms, she discoverea many interesting facts_re]evant to program designing for
language businéss courses. Among other things, she learned that corporations
were looking for personnel who Had a business or technical background and who
were conversaﬁt in one or more languages. Corporations, she reported, were
seeking professionals who couid 1)translate promotional and technical litera-
ture, including users' manuals, brochures, instructional materials into and
from English; 2)write business letters and related documents, especially con-
tracts; and 3)communicate or serve as interpreter for a wide variety of busi-
ness and social meetings, involving technical and commercial use of the lan-
guage.5 She also noted-that most fi;ms underscored the need for understanding

cultural differences, especially as they related to values, customs, and busi-
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ness practices, and especially quuﬁsch the cconomic, political, geographical
and social realities of the host countries. Like the takers of other surveys,
however, Inman indicated the corporations' interest in combining foreign l;n-
guage study with courses in the business and technical ficlds.

Similar inquiries concerning the foreign language nceds of the business
world have been made by other institutions and individuals.8 Generally, they
confirm what the aforementioned studies have indicated, that is, that with re-
gard to program design, such courses should consist of scveral WQll-intcgraLed
components which reflect the linguistic, cultural, professional and personal
needs of its clientele. More specifically, they should 1)emphasize all lan-
guage skills, but, particularly, speaking and listening, to develop the stu-
dent's abitity to function in a variety of business and social situations;
2)dedicate a segment to the translation, from English into the foreign lan-
guage and vice versa, of professional and technical writing; (documents, man-
vals, brochures, etc.), with some exercises in oral interpreting to help pres-
ent and future personnel acquire skills sorely needed by multinational corpo-
rations; 3)devote another segment to the composition of letters and related
documents frequently used in business to d%ve the learner both reading and
writing practice in each; L)dramatize or simulate orally, preferably wjth
native Speakérs, business and social situations commonly encountered abroad.
or in international contexts at home, so that professionals can interface more
effectively WEth/foreign nationals; 5)incorporate pertinent readings from
specialized texts or journals (new5papefs, magazines, etc.) that will treat
the past and bresent geographic, economic,-political, social and legal reali-
ties of the foreign countries so that students will gain a broader knowledge
of both business and life in these lands; and 6)integrate a ;omponent of small

e culture stressing attitudes, values, customs, life styles and business
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practices to make personnel aware of and scn;itivc to the cultural, businesgs,
and psychological idiosyncrngics of the foreign nations and thejr peoples .
While these are the components which the surveys cite as essential to the
structuring of any foreign lanquage business programs, they are dot the only
ones nccessary for the successful preparafion and realization of such courses.
Based on both the published comments of instructors in the field and the re-
secarch and experience of the present author, the following elements should
also be added: 1)a section on business and technical terminology, so students
can famiiiarizevthcmselves with the most common words; 2)a segment for the
discussion of the various fields comprising the commercial world--especially
in management, marketing, sales, finance, accounting, secretarial, etc.--,9
to let learners use previous acquired terminology as they gain an insight into
the concépts, characteristics, and workings of each area; 3)a review oflthose g
grammatical items frequently employed in business and related contexts to im-
Prove the students' overall linguistic knowledge;]O and 4)an internship pr&-
gram abr;ad or at home with a firm involved in international trade so that bo-
tential professionals can utilize this experience in 4 real-life commercial
environment. These components, together with those mentioned above and the
appropriate instructional materials, will provide the most comprehensive and
effective course of study for students planning a foreign language-related
business career and will meet most of their needs. Even these additional com-
ponents, however, do not comprise all the elements necessary for designing - .
such programs. Entry requirements, course level and objectives, instructional
mode and format, and evaluation procedures must also be taken into accouné‘
Without going into a long theoretical discussion‘of what they are or how they’

can be ascertained, let us examine several existing courses which have con-

sidered these factors and about which several articles have been written.
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One oﬁ the first foreign language business courses to provide a formal

- - program desngn and to be written about was the Commerc al French.course insti-

tuted at Eastern Mlchlgan dnlver5|ty in 1976 Deve]oped by Professor Brlgitte

- Muller as a result of an earlier successful independent study of Secretarial,

«

French and parthlpatlon in an intensive seminar of commencial French;‘the

. 8 .
e coJFEe based its obJectlves, content format, and instructional mode on the re=-
qunrements for‘the 6|p16me de” Frangais Commercia], a dioloma awarded upon pas-
- ;ind'the ?ar}s tnamber oflComﬁerce examinationS for non-nat[ve speakers of
"French. ﬁj;eﬁly; it proposed:l)to provide the student with a knowledge of

.

Zommercial terminology in French; 2)to enable him or her to communicate in the

- .

latter, both orally and in writing for various business situations‘and under-

'taking§, including corrcspondence; and 3)to familiarize the learner with the
- general and economic geognaphy of France; and 4)to acquaint the future profes-’

. - . . ‘ . . . - . .
sional with the procedures, workings, and realities of the French business

4 «world. - Content-wise it consisted of vocabulary study, letter-writing, read-

ings and reports on the economic geography of France, as well as translations,

dictations and gramoar review, and compared the economies and business proce-
‘dures used in Fﬁanée and the United States. Format-wise, it was a three-credit
. . } . .
. semester courseland was divided into two parts. The first part focused on com-
mercial'Qgcabulary;~procedures and'oorresoondence, while the second part deatt

‘with~dictations, oral and written translations and reports on business-related j

'5ubject§. Economic geography was also covered in the second half of each.class

\ . ) '

session forsthe entire term and extensive_use was made of audio-visuals and of

’ maga24ne5 sugh as L'Espan5|on Le Monde and'L'Express.‘ Prerequisites for the

u

course were advanced classes of .French syntax, conversation, civilization, and"
- \ - L .12 "
diction,as well as a course of Business Education in English. The results

of this introdu€tory course, particularlysvis-d-vis the Chamber Exams, were

ERIC U - 13
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very positive: of the seven candidates who took the latter, six passed and

two received la Mention bjen (cum'laede):
Shortly after fhe French Busineéé prbgram was institdteo at EMU) several
others begarn: to emerge, including one in German at Boston's Northeastern Unj-
’ - %
versity. The-Business German course, as it was titled, also had a formal pro-
- gram\ge sign, but d;ffered markedly from its EMU French counterpart. Unlike
. 3 ‘

the latter, and based on the findings of its own ian?ries, the German course
vwas 5et up as a two-semester elementary course and foeoged on reading compe- c
ltence and cultural awareness. Morebgbecifically, it aimed at providing stu-.
dent trainees with a bas:c knowledge and understanding of technical writings

in German and sought to familiarize them wjth the busnness economic, and po-
lltlcal realities of the German states.. It also attempted to upgrade general
writing skills--in énglish--and to improve readlqg comprehensnon 13 It real-.
ized these goals in various ways but, specifically, it:i)realigned target shill
priorities to concentrate not only on "actijve" inferential‘reading of general
German business texts but also on phonetlcally accurate sight reading and lis~
tening .comprehension; 2)emphasized German commercial, economic, and polltrcal
“vocabulary, explojting recognition of international and Germanic cognate words;
3)used context-based and djSCUssion of textslin English; drawing on thelcase-
me thod proeedure of busineii study, and stressed grammar as a comprehens:on aid;
4Yincluded weekly readings in English, supplemehted by the regular distribu-
tion of current media reports, concentraging.on eommercial, economic and po- N
liticél.conditions in the German states, and 5)deyeloped profess:onal-grade
writing skills’ through detalled summaries in Englrsh of the above-mentioned
'readlngs.]h Moreover it utilized the reading-based program developed by Ms.

Lore Armaleo- -Popper of the Goethe Institute iﬁ Rome as wellAas selections

culled from such serial pdblicatiohs as Deutschland-Nachrichten (German Infor-

FIAN
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mation Center, New‘York) Amerika—Handel, nkyrsbrief aus USA" (German-American
Chamber of Commerce) W|rtschaftsd|enst (verlag, Weltarchiv, Hamburg) and Ger-
man government reports of various kinds, plus occasional newspaper articles.
“Like the EMU French course, this course was very successful although its in-
structor suggested that manv of the components of the |dea1 foreign language
business course descrlbed above should be incorporated in more advanced-level
classes 1 |

Of all the forelgn ‘language business programs conceived to date,on€ of
the most comprehenslve is that of Claus Reschke of the University of Houston.
Formulated in 1976, the program sought_to provide a course of business German ,
and culture for students majoring in Hotel management OF business management.16
Design-wisexlt was a three-tier program which adopted a modular appreach to
student learning and focused on German for travellers. Durnng the first stage,
essentially a semester course,’ students: were to learn the rudlments of German
as well as basic survival language and were to practice oral communlcatlon.
They were to undertake these activities via various taped oral pattern drxlls
and -reading and listening comprehensnon exercises, WhICh were all interrelated,
and were to acquire proficiency in:spoken and written German through ‘integrated
situational role-nlays. The principal goal was communieative compe tence for
everyday OoCCUrrences. In the second segment, also a semester COuUrse, the-
learners were to continue basnc language training but focus on cul ture and the
linguistic‘aspects of the student's professnonal area. They were tO study, in
separate modules the socio-economic, political, and geographical realities of
the ‘German= speaknng countries through readings, lectures, and Qral and written
reports, and were to master the voeabulary and business practices relevant to
his or her field. ,The oblectives here were the ability to understand cultural
differencesland td communicate effectively with German nationals. The final

.

Y
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segmenf was an internship of eight to twelve weeks in one of>the Ge rman-speak -
ing nations during which the student would workfor a3 firm in his or her pro-
fessional area while.living with a German family. The aim here was the strength-
ening of the student's language skills and cultural knowledge via real-life
and professional experiences. To ensure the success of the program, special
nnstructlonal materials and Jearner-centered activities were to be developed
for each model and a series of sophisticated evaluatlon procedures used to
Check«student and pro§ram performahce V7 Although this program never left the
drawing boards, others with similar goals and designs such "as that at EMU have,
and have done sO successfully.

-

Two other foreign language coqrees which deserve mention are those in
French at Northern 111inois and Wayne State Unive"-ities.18 Developedwgmfew
years apart, both have contributed much to program .ad curriculum deejgn and
have much in common. With regard to entry. requirements, for examp1e,uboth

required two years of preVlOUS language study, and the program at Northern

111inois went further and demanded L5 credlts of French and 15 of Business as

. . . . 1
part of their "Translation and Business'' certification. 9 They also concurred

in the selection of content areas, incorporating selections on French commer=
cial terminology, correspondence,~and procedures, and both stressed the need
for an awareness of cultural differences as well as for a general knowledge of
business, particularly as it related to the international sector.“Tbey di-
verged on focus and approach, the Northern 11linois. program emphesizing the
acquisi;ﬁon(of aural-oral skills and the use of the ro]e-playing technique,
ané the Wayne State course concentratlng on the conveying of business—related:
information and the employment of the‘lecture-leuer wrutlng\\EChnnque 20 They
both aareed, however, on the need for good instructional materials, including

the appropriate audio-visual materials, and on the adoption of such texts as

16
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Mauger's Le frangais commercial. 21 Like. the aforementioned courses, these two
were very successful. |

1t would seem, from what has been said thus;far, that most of the language
business courses have been .deve loped in Janguages other than English and only
at the university level. Not so.' Similar programs have been undertaken in
English as a Second tanguage'and in the junior high and high schools. Indeed,
two of the most interesting courses of study were those conducted through ESL
programs based in the U.S. and in France.22 Directed at non—nativeiEnglish-
speak ing executives, both programs sought to develop oral proficiency using
learner-centered activities and the gimulation of actual business practices
and situations. The U.S. program promoted communicative competence by empioy-
|ng the case method utilized in husiness classes. The executives were asked
to solve managerial problems similar to their own and to meet periodicaliy
with the instructor who, to fit into the corporate scheme of things, served as
“consuitant”’as well as mentor. similarly, the French program encouraged oral
competence by proposing that their students act out the various phases invoived
in negotiating a business transaction in English. The language-training pro-
cess involved in preparing the students for thic direct experiential me thod
was somewhat different and more complex than that of the U.S. project but both
requnred that the student have 2 fairly good knowledge of and fluency in the
language. As far as the junior high and high school programs were concerned,
al though more geared to career awareness than to formal language business train-
ing, they did cover certain aspects and terminology common to the commercial”
world, and, along with FLES programs, were considered important stepping-stones
in acquiring the more sophisticated studies.

Despite the fact that curriculum design is, perhaps the most important

stage in developing foreign language business COUrsesS, syl labus preparation and
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lesson plann{ng are of equal moment. To know exactly what to teach and in Qhat
sequence is a major concern to all iﬁstructors; On- the basis of this careful
assessment and arranging of the topics and materials to be eonsidered, the
teacher can go ahead, with confidence, 3nd begin his or her work. Although,
it has been indicated to some degree in several of the course descriptions just
mentf§ned what these items and content areas may be, it is still difficult td

pinpoint which ones are to be included in a syliabus or lesson plan given the

°

‘scope and purposes of the curriculum and course. |t may be that the intended
program will be a course of correspondence whose goal is to familiarize stu-
B
v

dents with the types of commercial letters or documents most frequently used

in the business, or-it could be several courses that will éover'the gamut of
business topics and fields. This is a determination the instructor will have

to make based on the findings of a needs assessment as well as on his or her
knowledge of business, rememberiﬁg that the more specialized courses,éuch as
Spanish or Japanese for Managers, require more advanced preparation in the field.
However, to expedite the process of ascertaining what ‘should be included in a
foreign language business syllabus and how they should be developed in a les-
son plan, let us examine some of the existing ‘ones.

Perhaps, one of the most comprehensive syllabi aesigned for foreign lan-
guage business courses, at least as far as content is concerned, and which is
incorporated in Appendix A of this article, is that prepared by Claus Reschke
of the University of Houston. Crgatéa for the model CommerciaIAGerman course
mentierd earlier, this syllabus is based on the first semester's work and,

*like the course's modular format,consists of three barts, The first part is a
week-by-week listing of the grammar items to be mastered by the students and

" covers those structures most commonly used and necessary to function in .sur-

vival or everyday situations: formation of nouns and adjectives, conjugation

O
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of regular and some irregular verbs in the simple present, past, and future
tenses and in the subjunctive, uses of imperatives and negation, etc., The

second section, titled '""Resource Module,'" also g}ves a weekly breakdown of

topics but focuses on sgrvivéf lahguage learniné'fbr use in foreign or second
language contexts. Each class session centers on e;eryaéy s}tuationé encoun-
tered abroad or in a bilingual setting Séate-side (e.gi, travelling, goiqg

shopping, ordering a meal, etc.), and is coordinated:w{gh the itemg.cqve}ed in
the grammar segment. The la;t part or 'Situationallﬁsdule“ again'uses.the

week=~by-week programmiﬁg motif‘but now coﬁpletes the learningqcycle by includ-
ing those situations whiﬁh wi‘'ll be role-played. These dramatizations are also
coordinated with the othén twol”syllabi“ énd give the students the opportunity

s

to use their acduired skills and knowledge actively and practicqlly;"The re-
sult: a’well-coordinated and all-burpose syllabus. |

Another syllabus worth mentioning; at least from a planning point of view,
was that designed by Colette Verger Michael, included here as Aﬁpendix B. °
Adopting a more assignment-orientea format, this program guide, used in the
French Business Course at Northern Illfnois State, indicates the Ioéic to be

treated each week as well as the activities to be undertaken at home and in

class. The latter primarily concentrates on reading and writing exercises,

although, according to the article, the aural-oral ékﬁlls,are stressed, and are

based on ‘three texts: Mauger and Charon's Le Frangais commercial, Manual, Brue-

ziére and Charon's.Le Frangais commercial. Textes d'étude, and Clas and Horgue-

lin's Le Frangais, landue des affaires, all compiemented by Kettridge's French-

English Dictionary of Commercial and Financial Terms. The overall objectives of
< .

this syllabus are: 1)the acquisition of communicative skills, 2)a knowledge of
commercial terminology in French, and 3)a familiarity with business concepts

!
25

and procedures.

Althoﬁgh no formal ‘syllabus for a Business Spanish program has yet been
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published, | would like to propose, as Appendix C, one | have developed over
the past few.years at various,sfate universities. Like the previous mcdels,
itis a topicél one, 6réanized according to a weekly schedule, and is designed
for a third-year level program. Unlike the other two, it is based on a two-
semester-sequenced coursevof study and has severaf*extra featuras. In addi-
tion to listing the specific content areas to be covered, it specifies the
probable formats to be used--lectures, reading;, discussion, siinulations, oral
repcrts, etc.--, and provides for a culture componeni tyeating first Spain and,
then, Spanish America. |t also includes exams with their dates and incorpo-
rates a series of oral presentations as well és other zctivities to be under-
taken during'both semesters. More ihportantly, under the section ''Description
and Requirements,'" it defines the objectives, content areas, activities--in-
cluding grammar review--, requirements and evaidatory procedures to be rea-
lized and stresses the learner-centered orientaticn of the course. Finally,

»

the syllabus indicates the texts and other instructional materials to be used

~during both semesters and states the course entry requirements. All in all,

a fairly comprehensive ééd-cohesive course of study.
\

As far as lesson plané for foreign language business classes are con-
cerned, several types have been designed, tried and written about, but none
is as detailed as one developed for the aforémentioned Spanish Busingss Course.
Included here as Appendix D, and titled '"Marketing and Market'Management,“ it
covers one day's work and incorporates many of the elements of the model for-
eign language business program described earlier. It begins with a statement
of general objectives and is followed by a list of more specific ones. The

former summarizes what the student is expected to accomplish while the latter

defines more precisely the goals to be achieved for each activity undertaken.

As will be noted, each aim is student-directed. and focuses on the latter's

20
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ability; 1)to improve aural skills via a dictation; 2)learn the terms com-
monly used in marketing; 3) to paftiqipate in a discussion 6h marketing concepts;
L) to carry on a conversation concerning buying and selling; 5)to understand and

write a commercial letter_requestiﬁg_mérketing information; 6)to read for com-

nghgggion~and~ge €ra knowledge an article about a marketing problem of Spain; r

7) to completé‘a short grammar reviewjexercise and translate several sentences
into Spanish on marketing‘to impréve.writing skilis and knowledge of the lan-
guage for business contexﬁs; éﬁq S)to-discuss éna compare the foéd habits of
Bolivians and Ameriéans (UéA). These objectives are followed-by a ]}St of ma-
terials and ihc]udeS; in addition to the required texts, hand-outs and trans=-
parencies. The plan concludes with a brief list of the actual learner activi-
ties to be undertaken--a variety of aural-oral, wrftteh; and feading exercises
which fulfill and corréspond,to the stated objectives--and"spéciﬁtes thé se-
quence and tihe period in which they are to be céfried out. In short, a com-
prehensivé, well-integrated énd'compagt plan of actién, it seeks to address
students' needs and improVe the.latter;S‘Tahgﬁage and cultural capabilities.
While program design and sylbabi and lesson blanning are two important
stages in developing foreign language business courses, deciﬁing the instruc=~
tional and learning systems and strategies to be adopted aré equal ly crucia]
considerations.26 Regarding the -type of learning or ingffuctional-methods ta
be used, much will  depend on the objectiQes of the course or lesson pfan as
well as on the focus andlapproach the inétructor takes. For exémple, if the
lesson and teacher aim for a knowledge of the correspondénce, procedures and
practices used in the business Worid,'concentrating on the development ofthe
writing and cognitive skills, as is the case in the Comhercial Frenchltgurse
designed by Jacqueline Morton of Wayne Stat; University, then the instructor

will concentrate on letter—Writing techniques, readings, lecture and discussion
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to realize these goalé. If, on the other hand, the purpose of the lesson, mod-
ule, etc. is to try to achieve oral proficiency, ag'it seems to be in the ESL
models, then the emphasis will be, though not exclusively, on such methods as
audio-lingualism, role-playing and gituational and other oral~-oriented systems.
— o The same will be true if thé aims of the courge were readihé combetence, trans-
iation»and interpreting proficiency or mefely those directed tqlacquiring a
knowledge of cultural differences and business practices. The techniques uti- .
lized will be those most appropriate for the mastery of the particular skill

/

or subject matter to be learned. More important than the methodology used in
foreign lanéuage business élasses, though at its véry heart and soul, are the
strategies to be employed. } |

Teachingvstrategies are perhaps the key element in‘any instructional pro-
gram. They constitgte the means for initiating fhe actual teaching-learning
process and are at the center ofball the activities undertaken and realized
therein. They are also deciding factors in what kpowledge or skflls are tdibe
acquired and determine: to a large extent, the success or, failure of the entire
process and its component parts. While‘many'strategiés have been developed
and published for general language instruction, only a few have been '"marketed"
and written about for language business classes. The ones most mentioned, and
which will be discussed heré, are those employed in teach}ng letter-writing
and ofa] commun}cation for business purposes and situations. -

With respeét to commercial correspondence, one of the most interesting
strategies js that devéloped by James W. Brown of Ball State University.27
Applied to all aspects of letter-writing, it consists of several parts and is
structured on the learning-packet concept used fn indivfdualized instruction. .

It begins with a statement of clearly defined objectives: ''Upon completion of

thf% packet, students should be able to: 1)identify some of the major differ=-

.

oo
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ences in mailing customs between U.S. and Hispanic countries; 2)read and write

mailing and refurn addresses; 3)read and write informal letters at the students'
level of Spanish proficiency; and 4)read and write some types of business let-
ters at th¢ students' level of profiéiency.“zg Next, a list of the most com-
monly used verbs is provided and the students instructed to master their-past
and present forms after reviewing them with their instructor. Once this phase
of the teaching-learning prbcess is successfully cdmp]eted, the students are
given a set of instructions explaining how they are to undertake the activities
of each of the four lessons which follow. These instructions a;d activities
focus on a reading assignment concerning the subgect covered in each unit as
well as on a series of self-correcting written exercises. The four lessons in-

«

cluded are 1)Mailing customs in the U.S. and Spanish-speaking countries, 2)Ad-
dresses and Envelopes, 3)Informal letters, and 4)Business letters. The strat-
egies used in this last lesson may be particularly useful to neophyte teachers.
The author starts with the characteristics and style of commercial correspon-
dence and desc;ibes them. He indicates that, while English business letters
are short and to the point the Spanish counterparts a;e more formal and flowery
énd contain many special words and phrases, such as those used in greetings.

In .the next sektion, he gives a listsof opening and closing phrases that are
used for a vafiety of situations and provides a model business letter. He fol-
lows these explanations with a series‘of written exercises--letter completion,
partial and full translations, etc.--, all with answers, and concludes with a
letter-writing assignment to be corrected by the‘[nstrgctor. A learning packet
which has taken into consideration all the phases of bésic letter writing, it
can be us;z to teach general business correspondence in any language fqr all

different types of commercial correspondence.

Given the emphasis of many firms with international interests on oral

- 23
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communication, the strategies for the acquisition of this skill are probably
the most crucial for language business teachers Recognizing this, though
from a different instructional context, the French-based ESL program mentioned
earlier, developed a somewhat novel technicue for achieving oral competence

for its present and future international ma-agers. First, realizing the need

. ) . . .
to simulate a real business setting, the instructors transformed tne classroom

into a conference room. vThis created the aimosphe:e for motivating and pre-
paring the students for what was to take place. Next, using a functional
catglogue of 300 kernel sentences transcribed from tapes and notes made ét -
actual business meetings, they prepared‘instructional materials including a

tape program. For the most part, these materials were a series of oral and
written exercises as well as a variety of special activities and were part of

a rather complex learning system. The system itself, which was the mainspring
of the entire program, was based on a mixture of several methods and approaches
--audiolingual, notional functidnal, structural, situational, etc.--, and con-
sisted of three stages.-29 During the first stage, the students, who were al-
ready fluent in and knowledgeable of English, making this an adYanced-level
program, learned the lexicon and variation; of the 300 kernel;phraées via oral
drilts that went from the most to the least mechanical and from the.structurél-
ly simple to the more complex. These exercises were followed byldialogues,
again based on the aforemeqtioned phrases, and werebpracticed using tapes.

Like the previous step, this one stressed aural-sral skills but also focused

on the affective, notional, and sociolinguistic aspects of language léarning.
Once the dialogues were masteredlﬁgnd to proceed to more unstructured conversa-
tion, guided oral exercises were undertaken. These were Of the situational type
and they went from the easy to the more difficult. In the final stage, students

0

had to undertake spontaneous conversation in the conference room which approxi-

. 24
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mated those encounterad in real-life. These strategies, as the article in
which they are described attests, helped students achieve orai Competence, but
more importantly, it offered them an authentic setting in which to learn. They
could be used, no doubt, for similar pureoses in other languages.

Some of the work done and publisHed in the areas of program development,
syllab} and lesson planning, systems of learning and teaching stretegies for
foreign.lanafage business classes have been revealed and discussed in this

article. From the information cdl]ected and explicated it would seem that in

order to construct such a Program some very conerete and well-defined steps—of
organization and development should be undertaken. This procedure should jin-
clude, in chronological order:1)a well-designed survey which will identify the
specific clientelé, the latter's professional and language needs, including
questions regarding specific learning objectives, content areas, modes of teach-
ing desired, and types of ectivities; 2)the Structuring and preparation of a

!
Program and syllabus or syllabi which wil] reflect the flndlngs of the needs

assessment, especnally those related to course requirements, level, obJectlves
topics and approaches; 3)the organlzatlon and development of materials, lesson'
plane, learn:ng systems and teaching strategles which will help realjze the
needs of the Students; and.é)the evaluation of all phases and aspects of the
program, particularly instructor's and learner's performance, to aseess areas
of st;engths and weaknesses and to imerove overall program effectiveness. Of
course, this entire procedure implies the und%;taking of-mueh research and ex-
perimentation in the non-traditional areas of lenguage learning, particularly
as it relates to content areas and instructional approaches, and even suggests
that some retooling may be in order, not a bad thing in itself. At the same

time, it seems to lndlcate the need for seeklng and developing new bonds of

cooperation between educators at all levels--elementary through college~-and

N .
«
1
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in all related fields-—business, arts, sciences, etc.--as well as new ties

be tween education, business, government and other sectors so that the tasks .
at hand can be accomplished more effectively and successfully. IQ short, it
means much time, imagination,'flexibility“and hard work. However, the chal-
lenges, opportunitées and ;atisfaction (hopéfully financially as well as per-
sonally and professionally) which wfll accrue and present themselves will
more than offset the investment in such efforts. It is only-hoﬁed that, at
this point in time, this article has been able to shed:somé ligh; on aéd gf?e

direction to the most important areas of foreign language'learning as well as

to provide present and future teachers with some suggestions and ideas as to

how they can go about organizaing their own programs.
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munication en langues secondes.'' Paper delivered at the Colloque de la Com-
. ‘mission Interuniversitaire Seusse, Neuchatel, March 15-17, 1976. (ERIC ED
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3‘Severa] articles have been written on For%ign language study for
special purposes at the pre-college levels, but on% of the most interesting

compi lations is that edited by Louise R. WEtherell,\The Business Component:

Practical Approaches for High School and Unfversigx,' (Papers delivered at

the Central Staégs‘Conference oé the Teaching of Foreign Languages, dhahg,
Nebraska, April"9-li?\l98]), pp. 1-18. (ERIC ED 212 130). This report

con;ists of th;ee articles and explains the need for the inclusion of a bus i -
ness component in the foreign ]anguagé curriculum and discussesiinstructional
materials, teaching methods, and course desién for the difFerént levels of in-
struction from elementary schoolfthrough college. The introductory papé;'f
"Business Component and FLS“ by Louise Witherel T emphas:zes three points: 1) the
’lntegqatlon of the bus:ness component-with_the cultural. component, 2)where~

o

to flnd the approprlate materials, and 3)how much of these materlalk should be

4

taught at each level. The second paper, ''The Business Component: Emphasis on
- French" by Brian J. Tarro, argues that the training of career oriénted} lin-
guistically and culturally competent foreign language_and business majors
- ;héu]d be Sﬁven the highest priority in our schools, citing inadeduate for-
eign language preparation as one of the major reasons for the_steady decline

4
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in America's percentage of total international trade. The third paper, 'The
Business Component: Emphasis on Spanish by Raquel Kersten!' focuses on the de-
scription of instructional materials, teaching methods, and classroom activi=

ties for different levels of language teaching.
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With regard fo the Reschke syllébus we'Dﬁvé combined its three parts.
into syllabus for purposes of showing the cohesiveness of the program, the
author's primary intent. |

25 Verger .. 18.

¢

26 Although little has been said about instructional materials for foreign
language business classes, they are as important as program design, lesson

plaﬁning and learning techniques. Unfortunately, given the lack of published

or manufactured materials for these courses and the rather recent inception of
[

‘, the latter, only peripheral references, like those made in some of the articles

mentioned, havg\géen made about such-items as texts, audio-vishalé, etc. To be
sure, bibliograph?és like the one compiled by Geoffrey M. Voght of Eastern
Michigan University are Being pr%nted and materials of various types are being
produced, all of which portend well the future of the reBource'aspect of lar-
guagé business programs. However, until the latter have been developed, at

least to.the degree that they are meeting ‘the instructional needs of both

v

learner and teacher,. the proper instructional and learning materials will not
be designed. . ~
27 James W. Brown, Opciones Spanish Correspondence. Level |. Learnin
) , 1. Learning

Actiyity Packet. Washington, D.C.: U.S.'Department of Health, Education and

Welfare. National Institute of Education, 1977.

Brown, p. b.
29 Rivas, p. 21. One of the most recent books on the subject of foreign

language methods approaches and techniques is that of Hector Hammerly, Syn-
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thesis in Second Language Teaching: An Introduction Eg;Langui%tics. Blaine,

- Washington: Second Language Publications, 1982. Chapters 11-20 are partic- -

ularly ‘informative in thi&h{egard.
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Appendix B

Le frangais comercial. Syllabus
prepared by Colette Verger Mich?el
Northern |1linois University

Required Texts: Mauger, Gaston, et Jacqueline Charon. Le Frangais comercial.

Week |

Week 2

Week 3

Week 4

Week 5

Week 6

Manuel I. Paris: Larousse, 1975.

Brueziére, Maurice, et Jacqueline Charon. Le Frangais comer-
cial. Paris: Hachette, 1967.

Clas, André, and Paul A. Horguelin. Le Frangais, langue des
affaires. Montréal: McGraw-Hill, 1979.
Kettridge, J.0. French-English Dictionary of Commercial and
Financial Terms, Phrases and Practices. London and Henley:
Routledge & Kegan Paul Ltd., 1976. .

Sy llabus

Generalities: geography, history.

Reading assignment: Textes: '‘Les origines du commerce'', 'Le
" développement du commerce"’
Manuel: pp. 7-25.

Tourism: Setting up a trip throughout France for an American
businessman.
Reading: Textes: ‘''Les débuts d'un homme d'affaires''.
’ Manuel: p. 31; pp. 52-59.
Writing assignment: hotel reservation.

Personnel management; detailed layout of French business letter.
Reading: Textes: ''La planification et l'organlgramme
Manuel: pp. 61-83. -
Exercises: Manuel: pp. 65, 77.
Writing: Curriculum vitae*(in French) .

Commerce: retail, wholesale, domestic, foreign.

Reading: Textes: 'La fonction du gros'; 'La fonction du détail"
Manuel: pp. 84-102. »

Exercises: Manuel: pp. 87, 93, 102.

" Writing: Letter of recommendation.

Market and Marketing; warehouses and shops.
Reading: Textes: ''Une affalre bien dlrlgee '"L'apparition des
grands magasins"
¢ Manuel: pp. 103 21.
Exercises: Manuel: p. 106; pp. 111, 121,
Writing: Letter relating to information on merchandise, price lists.

Publicity and postal services. The metric system.
Reading: Textes: ''Les mesures anglaises et le systeme métrique"
Mles relations pub]lques
Manuel: pp. 122- -4,
Exercises: Manuel: pp. 127, 132.
Writing: Letter to the post office, ''paquet resté en souffrance''.

£
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Appendix B (cont.)

Week 7 Transportation: road transport; railway traffic.
Reading: Textes: ''Le chemin de fer, semeur de civilisation".
Manuel: -pp. 145-65,
Exercises: Manuel: pp. 149, 154, 160-61, 165.
Writing: Complaint: receipt of damaged merchandjsa.

Week 8 Transportation: sea trade, via ship-canal, air service.
Reading: Textes: ''Les transports aériens et maritimes',
Manuel: pp. 166-86.
Exercises: pp. 170, 175, 181, 185.
Writing: Job application.

Week 9 Sales: - techniques and principles.
Reading: Textes: 'La vente des Dauphines''.
. Manuel: pp. 187-208.
Exercises: Manuel: pp. 191, 197, 202, 207.
, Writing: Letter about incorrect check.
Letter asking for references about an employee.

Week 10  Contracts and invoices.
Readings: Textes: !'La monnaie, instrument économique''.
'"Le systéme financier de Law'.
Manuel: pp. 209-26,
Exercises: Manuel: pp. 212, 217, 223, 228.
Writing: Payment by draft; extension of credit.

Week 11 Introductlon to the French economy. The Common Market. Imports;
‘exports.
Readings: Textes: ''Le crédit documentaijre'.
'""Le Marché commun''.
Manuel: pp. 229-41.
Exercises: Manuel: pp. 236, 24].
Writing: Outline and summarize article "Le Marché commur;'',

Week 12 Banks; bank forms_ and checks, terms of payment. ,
Reading: Textes: 'Le service des traites dans une banque''.
Manuel: pp. 242-5], ’
Exercises: Manuel: pp. 246, 251, .
Writing: Letter to customer adV|5|ng them of an increase'in service
charges.

Week 13 Stock exchange.
Reading: Textes: ''Le mécanisme de la! jBourse'',
' "'Le marché des capttaux“
Manuel: pp. 252-64,
Exercises: Manuel: pp. 257, 263.

Writing: Stock .exchange report; answer to job application.
, 5 . .
|
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Appendix B (cont.)

Week 14  Companies.
Readings: Textes: ''L'origine des trusts''; 'Les cartels'',
Manuel: pp. 265-82.
Exercises: Manuel: pp. 268, 272, 282,
Writing: Outline and summarize article "L'origine des trusts''.

Week 15 Taxes and insurances.

i :
This syllabus is cited in Varger, pp. 24-25.




Appendix C

(a) Sample syllabus - Business Spanish Course: lst semester

Business Spanish 3 credits
Prerequisite: 2 years of Spanish or ' Level: third year
permission of instructor
Required texts: Jarvis, Ana, et.al. Business and Finance Workbook.

Boston: D.C. Heath & Co., 1981.

Ramirez, Alejandro V. Derecho Mercantil y Documentacidn.
México, D.F.: Editora Nacional, 1978.

Santos, Nelly. Espadol comercial. New York: Harper and
Row, 1981.

Tamamos, Ramén. Introduccién a la economia espafiola.
Madrid: Alianza Editorial, 1967.

Program

Week -

Ist Introduction, panoramic ‘view of basic business terms and documents.
Economics of Spain: Geography and Demography.

2nd Business Administration and Management: terms, readings,

3rd . business .form letters and contracts. Economics of Spain:
agriculture and cattle~raising. Exam 1.

Lth Banking Operations: terms, readings, letters of credit. and

5th information, bills of exchange. Economics of Spain: fish
industry. Exam .

6th Real Estate: terms, readings, related correspondence.

7th _Economics of Spain: industrial sector. Exam III.

8th Oral reports, interviews, role-playing in business situations,
interpreting. Economics of Spain: exports and tourism.

9th Accounting and Bookkeeping: terms,ﬂreadings,.letters requiring

10th payment, business ledgers. Economics of .Spain: foreign capital
investment. Exam IV.

11th Credit and Finance:, terms, readings, letter soliciting credit

12th - and protesting non-payment of bills. Economics of Spain:
National income and its distribution. Exam V. '

13th _Business Law: terms, readings, letters granting power of attorney,

1h4th legal documents. Economics of Spain: the financial and fiscal

systems. Exam VI,
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15th Oral Presentations |1I: interviews, role-playing in business .
situations, interpreting. Economics of Spain: the labor force
and economic outlook.

16th Final exam and oral practicum: lessons 1-6.

(b) Sample syllabus Business. Spanish Qourse - 2nd semester

Business Spanish: second semester 3 credits

Prerequisite: Business Spanish: first semester level: 3rd year

Required Texts: Jarvis, Ana, et.al. Business and Finance Workbook.

Boston: D.C. Heath & Co., 1987,

Miller, J. Dale, et.al. USA-Hispanic South America: Culture

Capsules. Rowley, Massachusetts: Newbury House Publishers,

- 1979.

Santos, Nelly. Espafiol comercial. New York: Harper & Row,

1981,

Week

2nd
- 3rd

Lth
5th

6th
7th
8th

9th
10th

Program , |

Introduction, review of Spanish 307, particularly correspondence
Culture: Venezue]a

Macro and Micro Economics: terms, readlngs, sales and international
payment letters, suppliers memos and vouchers Culture: Colombia.
Exam 1|, , f ~

StatIStICS, Data Processnng, Computers terms, readings, program-
ming, short reports; questionnaires and surveys Culture: Ecuador.
Exam 11, . ~ .

Secretarial and Office Management: terms, readings, memoranda tele- .

grams, cablegrams, receipts. Culture: Peru. - Exam 111,
Oral Presentations I: interviews, role-playing in busnness situa-
tions, interpreting. Culture: Chile.

Marketing Management and lnternatlonal Marketing: terms, readings,

marketing reports, letters of consignment, _Culture: Bolivia.
Exam V. ‘
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11th Advertising and Sales: terms, readnngs, advertisements, letters
12th - requesting catalogues and prices, purchase orders, invoices.
Culture: Argentina. Exam V.

13th Transportation and lnsurance: terms, readings, shipping invoices,
14th .claim and adjustment letters, insurance and transportation forms.
. Cul ture: * Uruguay. Exam VI. ’

15¢th. Oral Presentations fl; interviews, role-playing in business-
) situations, interpretingé Culture: Paraguay.

16th Final exam and oral practicum.

. DESCRIPTION AND REQUIREMENTS® FOR
BUS INESS SPANISH COURSE: FIRST AND SECOND SEMESTER-

These courses are Sequence courses’ and are designed for students preparnng
themselves for or interested in a career in-international business and economics
particularly as they relate: ro the Spannsh speaking world.

Terms common to the multiple fields of business, commerce and economics
will be presented and studied-as, will some of the related concepts. Readnng§
concerning the different businefs areas (marketing, finance, accounting, ad-
vertising, business admlnlstratlony macro- and micro-economics, etc.) will be
. undertaken. for dlscu55|on and ‘thex composition of the various types of commer-
cial correspondence and documentation learned. In addition to these readlngs
and written’exercises, the student will also engage in real-life situations
pecullar to the- business world via oral situatichal role-playing. He/she will
also familiarize himself/herself not only with the distinctive professional
conventions of Spanish ‘and Latin American business meetings and procedures
but will also become knowledgeable of the attitudes, customs, manners, and*
life-styles of his Spanish-speaking counterpart. Moreover,. translation exer-
cises dealnng with commercial torrespondence, documgntation and other printed
matter will be undertaken periodically as will lnterpretnng practncums,deallng )
with specific business situations, and studies of the socio-political, economic
and geographical realities of Spain and Spanish America. Finally, grammar will
be review as needed. Films, skldes, a tape program and other audio-visual aids
in addi‘tion to the required texts and.other printed matter WI]] provide the
|nstruct-onal maEE;Lals for this_ cogrse.

¢ .

The objectives for both courses are four-fold: 1)to help the student de-
velop communicative competence in Spanish in Jall the skllfs--llstenlng, speaking,
reading and writing--for business and businegs-realted situations and-undertak-
ings; 2) to provide him or her with a knowledge of the terminology, practices,
procedures, and documents used id the commercial world; 3) to familiarize the
learner with the socio-economic, poiltlcal and geographlc realities of the
Spanish-speaking world as well as with its customs, traditions, attitudes and
values; and 4)to give the student 'some undorstanding of-basic business concépts.

. Oral and written examinations will be administered after each unit and
quizzes given as needeq. Severa] oral and written reports on specific busnness

B
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andvbusiness-related topics will also be required as will partjcipation.in all '
other classroom activities. Other projects will be assigned and graded .during
both semesters and overall student achievement will be judged on the student's
performance with respect to each of these undertakings.

,4:
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Model Lesson Plan - Business Spanish
(based on syllabus in Appendix C)

Theme - : : Marketing .and Market Management,_emphas:s--Spaln
' and Spanlsh America.

General -Objectives s In today's lesson the students will learn the terms,
) concepts and documentation commonly used .¥n market-
¢ , ing and, together with knowledge acquired from a
~ study of cultural differences as well as of current
economic reality, particularly of Spaln ‘will under-
take those communicative activities to which they
will be exposed in an Hispanic Business Setting.

Specific Objectives : The students will improve aural skill through a
o brief dictation in marketing. :
The students will Jearn and use basic marketing
terminology.
The students wxl1 acqu¢re an understandlng of key
- marketing concepts, especially those related to
- distribution and market segmentation.
) The students will develop oral ability to talk about
buying and selling.
The students will be able to compose a letter re-
questing ‘information about new markets.
The students will become familiar with a marketlng
problem of contemporary Spain.
¢ : : The students will improve their knowledge and use
of Spanish by way of written grammar and transla-
tion exercises.
The students will become acqualnted wi th the dietary
habits of Bolivians and see how they compare wnth
those of the U.S.

Materials :  textbooks (JarVIs, Santos, Mlller, etc.), hahd-outs,
transparencies.

Planned Activities

Dictation 3 : The class will take a short dictation concerning

(5 min.) g marketing read three times--once for comprehension,
once for writing, and once for reviewing--and will
correct their errors by comparing their version
with that of hand-out.

Vocabulary Study : The students will learn the marketing terms listed
(5 min.) in Santo's ''Mercadotecnia y Mercadeo internacional,"
Espafiol comercial, p. 167. _Difficult terms will be
' . glossed and explained via handout. Sentences with

words follow. _ .




Discussion
(10 min.)

*.
Oral Communication

(7-8 min.)

Correspondence

(7-8 min.)

%

Reading Comprehension
5 min.)

Grammar and Translation:
(IO min.)

Culfure

(5 min.)

Tarea:
Study
Read
Prepare
Write

«‘_:‘;‘j)
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The students wi]] read passages from Santo's "Las .
fases de'distribucién,” Pp. 168-171, assigned for
homewo rk pPrevious night, and via questionnaij re

Prepared on djtto will discuss selection.
The student Will act out dialogues in Jarvis's
"La Sefiora Lopez habla de negocios,' Business and

Using-transparencies and hand-ouyts as well as model
27 provided in Santos, p. 329, the students will be
taught, by explanation and example, the uses, con-
tent, and formats for a letter soliciting market ing
information o write an exemplary one for homewo rk,

The students will begin reading the article titled
"Patinazo's de} aceite' taken from Cambio 16 (1 fe-
brero 1982), PP. 41-42, on the declining oTive ex-.
Port market. Vocabulary words and questionnaj res
will be Provided on hand-out. 1

The students Will write out exercises A and B8, p. 19
in Jarvis, Business Handbook on POSsession, posses-
sive adjectTves and irregular verbs in the Present,
and will‘translate 5 of 10 sentences concerning the
fundamentals of marketing to improve writing skills
and knowledge of language and subject matter,

The students wi 1l read and diseuss the culture
capsule '"Food,'' in USA-Hispanic South America
Culture Capsules, pp. 62-63,

vocabulary in Santos, p. 167.

{Qué es un ‘mercado?" Santos, pp. 172-177.
"Situational exércises! jn Jarvis, pp. 21-22..
answers to questions on sheet''ué es un mercado 7"
distributed in class an based on'hdmework reading
(Santos, Pp. 172—177).‘ .

remaining exercises in Jarvis, lesson 2, pp. 19-
23 and on translation sheet.

a letter solfciting'information about marketing
abroad,
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The Importance of the Comﬁercial Document

In Teachfng Foreign Language for Business

.

<

Teaching foreign language for business can inspire both excitement and

"dread. As part of the trend toward emphasizing practical applications of

language study, it bfings to us new stﬁdents, students who are perhaps more °

- t

pragmatic than we téachefs'were in our formative stages. As part of the
"effort té incorpofaté ‘an international perspective into our educa?ionai
. system, Commefcial language teabbing expands our horizéns to othe} disci-
plines.and éo the interrelatedness of the globe. It brings together 1anguagé
teachers where we are often separated by our speéific languages. But at the
same time, this endeavor calls for us;to embrace an area which may be a
foreign language to us. Trained in the humanities, we. may not only be
ignorant of busipess practi?e, but we may also hérbor suspicions of the
business world. By the éémé‘tokén, the business commuﬂity may view us as
completely impractical and unrealistic. So*businéss'and the 1énguage teaching
profession must get acquainted, both in terms of.ﬁnowlgdge and Qorld view.
We may each legtﬁ from the other, énd we are grateful tahconferences such as

!
this one for bringing us. together.

These comments pertain specifically to courses offered for students
P y

with a.minimum of two years of college level foreign language study, since

\
1

the third year appears to be the most common level for commercial foreign

language offerings at American colleges.l A third-year course is simply a
s )

beginning. It might be part of a more extensive program in preparation for

\
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work in business. But at’ many of our institutiens, it will, at least for a

s (-

time, be the only course of its kind.

N

Before we .reflect .on the course itself, let us look at the students. It

a
5]
‘

is probable that such courses will attract students whose linguistic and
academic backgrounds are far from homogeneous. Third-year students will need
considerable practice in both oral and written expression. With the current

trend of stressing oral proficiency in first and second-year courses, there

«

may be a qeed for extra emphasis in writing and grammar in a business language
course. Some of the students wili'ﬁrobably,have had more than two years of
foreign 1anguagelstudy, however. A few may be_non—ngtive speakefs of Fnglish
and may ar may not be native speakers pf the language being studied. Majori'
subjects of most of thHe group will probably range froﬁ_foreign language,
although perhaps not the particular 1anéuage of the course, to business
‘adminiétfétion and:internationgl studies. But even students who have t;ken’
courses in econbmics»and maﬁagement will farely have had much practical
experience with the,Business wqud.

What, then, may we reaéonably hope to accomplish with such a divefse group
of students in a single commercial 1anguage.course? Many approaches are |

possible, as indicated by a number of excellent articles appearing over the
A3

past several years in The French Review, Die Uﬁterrichtspraxis, The Modern

Langpage Journal and other language-related periodibals.2 jﬁwo&ld-like to

suggest four specific objectives and then some ways of meeting those objectives.
At the end of the course, the students should be able to 1) recognize, com-

prehend and use actively in speech and writing business termindlogy and style

ERIC _— 47
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in both English and the foreign language; 2) situate any one event in a

commercial transaction in relation to the preceding and successive stages of’
such a transaction, both from the point of view of the buyer and the seller;
3) draft a commercial letter in the foreign language with attention to

language, style and format, in response to another document or to a set of
: o

instructions; 4) locate and use réference tools which'may be needed to

understand, translate, draw upy complete or otherwise follow up on various -

o

types of commercial documents.

Lgarning commercial language constituéz; a kind of apprentiﬁeship
which involves siﬁultanedus exposure to the language of transactions-and to
the substance of those exchanges. One way to approach this learning process
is by plunging the students into a business context throught the medium of
commercial documenits. Modern business practice centers afound_docuﬁents.
Dgpending upaﬁ the scope of ;he exchange of goods or services, documents/
may range from a simple sale; slip or an exchange of letters or telexesxto
bid iﬁvit;tions, bids, bid evaluations forms, feasibility studies, contractéj
procédures manuals, progress reports, minutes of meetings, purchase orders,
bills of lading, invoiceé, customs documernts, au;horiéatioﬁs and pérmits,
technica} épecificatioqs and drawings, forecaéts, schedules, operating
manuals—-the list is endless. ‘In‘a 1§rge corparation, evéry operation
connected with a project mﬁst be recorded, even important telephone calls
dealing with policy,lcosts or schedules.l Copies of Lhe records are dis-
tributed to appropria;e personnel and put into the project master f%]e,
eventually to be transferred to the company archives. Commercial documents

have several functions. They indicate the obligations of each party to any

-
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transaction or contract, enable enployees comnnected with the job to carry out

their particular assignments satisfactorily, permit new employees to become
familiar with the company and the specific product, project or operation

and play a key role in determining the outcome of litigation which may arise

i
. / <
{

Taking the document as the basis for study in an initial course has two
: ! . :

in relation to a contracp;
advantages, both for tﬂe studept{and the ;teacher. If allows the student Fo .
learn términaisgy ih'reference to a concrete situation which facilitates
retention. The document also;permits re—création of the circumstances of a
transaction in a way which may be required of someone actually on the job.
Selection of related doc%ments associated with a spécific transappion or
project allows for reinforcement of terminolog& through repeated exposure
and makes it possible‘for students to observe patt;rn and sequence in
buéiness practice; |

Let us examine more closely!how this may be accomplished. A series of

‘topics to be studied in a course on commercial language might be: the struc-

tufe of the corporation, the office setting and correspondence, commercigl
transactions and contracts, placing an order, confirming an ord;r,’packaéing
and shipping, delivery.and billing, payment, insurance, customs, guarantees
and claims. Obvioqsly, these topics oyerlap, but for each, different types
of documents Qould be selected as the basis for presentaﬁion of vocabularyl

Ry

and concepts and for discussion. For example, for the structure of the

- .

corporation, we might choose an organization chart, letters of job applica-:
tion for specific positions, and resumés. For the officé'setting, a purchase

order for office equipment and a letter relating to the order would be

- | .49
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appropriafe. _A supplementary article sqch‘astone which appeared in the
periodical La Recherche, concerning the automated office of ﬁoday and the
future would be valuable here.3 Since the array of documents is endless, the
difficulty will be to limit the choicélto representative types which reflect
the roles of both the buyer and the éeller or contractor aﬁd client in a
transaction. Some documents should be originals in the foreign language,
others originals in English.

A sequence of practical activities usiﬁg these documents works toward
the gééigwof“tﬁéﬁggt;;e:;ébﬁﬁafihg-bfigiﬁél'aoéhméQfS”bf”tHé"Sahe"tybé'iﬁ”"
both English and the foreign langauge, %omparing an'original and its
translation, comparing several translations of the same document, trapslating
from English into the foreign language, and ultimately, drafting letters,
in the foreign languagé in response to a document. Any of these activities
migﬁt be done at various points in the cohrse, but in the early stages it

would be most helpful to emphasizé comparison of originalé and translations,

4

g . '
and actual translation into English. Considerable practice in translating

into English is what would make more feééible translation into the foreign

language and drawing up original letters.in the latter stages of the course.

o~

How are the‘éourse objectives met by-these activities? The first objec-
tive of léarning‘busiﬁess terminology is a difficult omne’ since mény of‘the
terms will be unfamiliar even in English. Max Dany and Francis Grand-Clément,
in théir article on coﬁmercial correspondence as pertaining to import-export,
suggest that in order for the words to have a clegr meaning in.the minds of

the students; the instruction in commercial techniques should be carried out

in their native language, presumably in some other course.% 1In fact, the

o {
S
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students may not have taken another course and the commercial foreign
language instructor will have to teach the concept as well as the term in

both languages.

"It is extremely difficult to “learn business language from a list of’

ko

"terms and definitions.. Explanations will not always be easy even when the

pertinent"documenié are availablé. >But, shipping terms, for example, will
have much more substance when presented in the context of a letterlconfirming
an orde} fof valves for a pipeline in Algeria, the terms being FOB Marseille-
with inland freight paid by the buyer and export packaging prov{ded.by the
buyef's packer. In explaining?these terms as they relate to the valves, we
can discuss the other shipping options not chosen and familiarize the students
with reference materials such'as Incoterms of the International Chamber of
'Commérce. Using a letter will prdVide reyiéw of terms already encountered on
the purchase order which may have been taught in another unit, thus providing

desirable reinforcement of material. .

' Ll

Comparison of comparable letters in English and the foreign language: as

well as of translations of documents facilitates learning terminology in

both languages simultaneously. Even more useful is.the act of translating,

initially from the foreign language into English. Translation involves

s, -

active use of the terms. -It requires the student to comprehend the source ‘and’

.

In regard to mastery of terminology, immediate understanding and the
ability to go back and forth from one language to another is an appropriate
goal for a limited list of terms. Beyond that, however, it is important

that the students be conversant with a much broader range of specialized-

’
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ianguage, recognizing certéin terms as shipping terms or‘contractual terms,
for example,-bqt not négessarily knowing'inStaﬁtly the exact meaning.
Business language varies from field to f&éld, and within a given field, from
'éoapany to company. Wi£h proper background, one can master the specific
terms needed in a relaf&ﬁely short time when .the need arises. What is
important in the t?pe of course being considered is to teach the s£udents
how to find out what they do not have at Eheir command.

The second.coﬁrse objective whicﬁ involves understanding the stages of
a commercial transaction ié attained gradqally as students work throﬁgh the
course, studying sequences of documents wh&?h become increasingly more in-
volved. 1Initially, the student may work with a purchase order and an invoice,
theﬁ a pugchése order, ietter of confirmation and invoice. Eventually,
shipping and customs documents may be inéluded, then a request for q;otation,
bid s@mmafy to bé sent to the client, and bid award sent to the vendor. Tﬁe
student will move from the éiﬁple buyér/seller;relationship\of a retailer
ordering merchandise to sell go tbe public to an understanding of the con—'
tractor/client relationship inlfhe contéxt of a larger project, and within
that, the relationship- of the main contractor io suppliers or sub—cﬁntractors.
_Docdments may be used aSs ih; basis for oral'discussion jn class &here students
ére challenged to reconstruct the sequence'of;evénts in a transactior based

» - L ’ : - .
on information in selected documents, and to make decisions regarding trans-

actions, as though they were the parties invblved.

The third objective'of‘the course is to draft a letter in the foreign
1anguagg with atfention to language, stylé and format. We havg discussed
how f;angiationAleads to famiiiar{zation with business terminology in both

languages. _Perﬁéps more important, the rendering of sentences.from a foreign

O
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tongue into idiomatic English requires careful analysis and comparisoﬁ of
syntactical and rhetorical patterns in the two languages, and the sfudy of
levels of languaéé gnd nuances. Even though business French, for éxamp]e, is
more direct than most written French, it is still ﬁuch more indirect and
forﬁally structured, and the vocabulary.more techniéally precise than the
corresponding style in American English. Translation practice_leads &o-
internalization of stylistic patterns and characteristiés of a particular
language and usage. Thus, translation into English is the besi training.for
the ultimate objective of'drafting business correspondence in the foreign
language. This was borne out in my own experience of teaching commércial
French last spring at the University'of:St. Thomas in Houston. At the end
pf the semester, after gonsiderable translation practice, the students were
able to write quite accéptable business letters in French in response to
another letter, or to a set of instructions.

Emphasizing translation also leads to achieving the fourth goal of the
course which‘consiéts of knowing appropfiate refe;encé ﬁéteria}s for dealiné
with commercial documents in a variety of ways. 1In order to do good transla-
tions, students will need to consult specialized dictionaries, sthdy manuals
of commercial usage and model lefters, perhaps locate manufactqrers' catalogs
and directories and occasionally refer to technical publications. The instruc-

’

tor will have the occasion to familiarize!the class with these resources as

specific needs arise in the context of translation assignments.. A visit to a
company library might also be arranged in this connection. Knowing how to

3

locate information is esﬁecially~important sincé“the students who ultimately =

.

.

work in the business world could be emplgyed in any of a multitude of settingsJ‘

ES:},. 1‘
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The value of translation as a language-learning process was made real to
me through my own experience as an in-house technical translator in the
engineering and construction industry. While this type of work requires a

much higher level of language development than that with which we are dealing

in a third-year coﬁrse, there are still parallels to be made. I first worked @

in a sizeable translation service developed within a corporation to translate: .

a large volume of documents from and-into French, in connection with the con-
struction of a natural gas liquefaction ‘plant in Algeria. Trained technical

translators were not then available iff Houston in the required numbers. The

]

department had to train its own staff, and did so quite effectively. Many of

0 . . R
these translators later went on to do similar work ‘in other corporations in

Houston and elsewhere. The department wasAheaded‘by an excellent professional

~

translator who had been trained at the School for Translation and Interpreta-
tion at the University of Geneva, and who had both industrial and United Nations
translation experience. Only a few of the rest of the staff were already

professional translators upon hiring. The others who were successful all came

N

with high verbal ability and the requisite fluency in French and Englisﬁ, but

3

with various backgrounds. Most were native speakers of French since the

greatest volume of translation was into French. Two of us had academic back-

grounds. Some had had virtually no experience in translation as such.
The process was one of 1earn1ng by doing. Individuals were given documents

to translate. “All translations were reviewed and corrected by at least one

other’ person, usually the department supervisor. Corrected translations were.

2]

returned to the original translator for study and comparison. Frequently,
x T -

translators conferred with one another, ,and with engineers and company

ERIC - 54 .
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employees with other areas of technical expertise. - The department built up

an extensive library of.specialized dictionaries and reference materials. We

.
~

compiled individual and project glossaries. We had available the company

library. Logs and files_were kept of all translations so that they could be

Teferred :to for related translations. From that process of translation, con-
v

v

sultation, reference, correction and comparison, a number of us developed the

skill to be able to call ourselves professioﬁal translators. Two years of

»

translating all manner of commercial and technical documents and correspondence

from French into English made it possible for me to begin to translate effec-

tively into French. Ultimately, I was hired by another company where I became,

kY

for a time, the sole translator for.a project.- Most of the translation there

was into French. Docdments of crucial legal importance were checked by the

Paris office of the company. I was hired on the basis of a test which con-=

2

sisted of translating a technical report into French. Only my\Ibng experience

translating from French into Eﬁgiish in a related field enabled me to qualify

for the second position.

.

The importance of translation practice as a learning device is also

supportéd by thé'SGuidelines for College and UniVérsity Programs in, Translator

W ~

Training" published by the American Pranslators Association. These guidelines

v

recommend’ that, in the first of a series, of translation workshops, prior to

doing actual translating, the students spend a considerable amount of time "
i . o - : .
. Ay "
comparing two of more translations of the same text. This should be followed *

by actual translation of short texts. Moreover, there is an interesting

commént in the guidelines which highlights the value of translating\as a tool

for foreign langauge learning in general, not just for the formation of

o
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translators. It is suggested that translation workshops be cffered to students
in fields other than languages who have had a minimum of two years of college-

level foreign language study.'.What these non-language majors learn in this

way should "enhance their value as scientists, business administrators,
engineers, etc., or provideﬁthem with an excellent research tool in a.foreign
language."” )

I have chosen not to list translation as a course objective, but rather

-

to stress its value as a tool in a course at the third-year level. Students

will, of course, gain a certain degree of facilif& at translatiﬁg through

B

practice and discussicn. And if they are hired for their foreign language

capaBilities, it is likely that they.will be called upon to do translations.6

But, much $bre extensive knowledge of the language is necessary before they
should begin to th@nK/of ghemselvgé as translators. It is part of the
responsibility of the instructor to educate students as tolthe complexity of °
translation énd the type of pfeparation and experience necessary. Students
who are hired for their language abilities-will‘themselves have to educate
those around them.as éo the nature of language~related work, precisly because
misconceptioqs of what is invélved inbtranslation abound in the general public.
The problem of education as to the types of~qualifications necessary

’

for language work was encountered in a survey of Michigan businesses conducted
2 E N .

at Eastern. Michigan University. Many firms hiring bilingual personnel indi-

cated that to them is was "not important' that candidates for language jobs

possess certificates of competence. "John Hubbard and Robert Ristau conclude

in the report of the results of the survey that. companies need to be made

aware of the éxistence of certificates and of what they represent.’
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Businesses frequently learnjthrough costly mistakes what is requiired in a
translator. Our studeﬁts may at times be asked by a company to do work they
are not capable of. The students must be prepared to decline and show why, és
well és to help find a competent person. 4

In this paper I have emphasized the importance of teaching foreign lan-
guage for business through the vehicle of correspondence and documents of the
type which are actually encguntered in the business world. Uponvbeing hired,
a new employee is frequently given documénts to study‘aé an introduction to
the job. While spécific language and practice will vari from firm to firm,
individyals who know how to proceed, how to find out what they need to know
and how to fit their ﬁgr;icular job into the overall business will be able
to make a contributiéﬁ to the work. Business language evolves rapidly.
Manuals published five to ten years ago may present formulas which are now
archaic. Practice in studying ané translating current documents, however,
will develop proficiency in readinghand writing the foreign language, £w0
skills which are crucial in the business world where the written word plays
; key role. Even one course in foreign language for business can give
students tools which may later be very useful in many types of jobs in

s

international business.
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BUSINESHR CORRESPONDENCE IN A FORBIGN LANGUAGL

MADE EAJSY AND FUN TO TEACH
\ N ' . r
\\ e [y L]

\\ Some of you are here to leurn how to teach a business corres-

\ . .
pondence course; some how to teach it in a foreign lanpguage; some
A\

to learn a new method for a so-called boring subject which they
teach(reluctnntly; some to find out how it could possibly be fun.

In the U.5., a foreign language teacher traditionully has a

-

college degree in literature and/or/eventually in teacher's cducation.

This particular background does noit seem to blend well with business

’

since the latter requires specific knowledge and training. Having
both a literary and business education, friends in the literary
world and practice in a francophone country in both private and

international companies - in more than one language - and having

enjoyed teaching « French Businesévélass for eight years, I felt the
ﬁeed to share'my practical experience with y;u. I never had any forme
‘training in teaching.

You have - believe it or not - one advantage over the traditional
business correspondence teacher: that is that you h%ve acquired a
foreign language with all the vocabulary and the grammar that it
implies. The vocabﬁlgry can be enhanced EgAencompass the oﬁtside
world, i.e. the business wérld, and the graﬁmaticql skills Ean be
applied to the.learning of a communication technique that is reflected
in a bugdiness letter. Why then limit one's knowledge‘of a foreign.
language to a spbcific field? Languages are communicafion.

’

Communication is at all levels. You spent some five, ten years
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\

N

\ AN
to develop skills in ohc or more foreign Jangﬁuges. Why not 0
kY e .
further?
Now. In order to set up a successful foreign language business

correspondence course, *two facts should be taken into consideration:
1) the traditional ways of eXpression.uéed in each particular country;
2) the unique re}ationship that exists between seller and buyer.

For instance:

1) a) the salutation:

ENGLISH Dear Sirs:

GERMAN Sehr Geehrte Herren!
DUTCH Geachte Heren,
FRENCH -. Messieurs,

SPANISH Sefiores:

b the date: ‘ b

ENGLISH N May 17, 1983

GERMAN den 17. Mai 1983 -
DUTCH . 17 mei 1983
SPANISH 17 de Mayo 1983

c) the body of the letter:

ENGLISH ' We acknowledge receipt of your inguiry...
GERMAN Wir-danken Ihnen fiir Thre Anfrage...
DUTCH - We danken U voor Uw aanvraag

FRENCH Néus avons bien regu votre demande. ..

SPANISH : Hemos recibido su demanda...

61

v




Guback-3

d) the complimentary close:

ENGLISH Sincerely yours,
GERMAN Hochachtungsvoll
DUTCH' Hoogachtend,

FRENCH .Nous vous prions d'agréer, Messicurs, nos bien
‘\ sincéres salutations.
SPANISH Atentamente)
e) Any document sent together with the letter is mentioned at the

bottom of the page:

ENGLISH enclosure (encl.)

GERMAN Anlage (Anl.)

DUTCH bijlage (bijl.)

FRENCH pifce jointe (b.j.) of annexe
STANISH | adjunto or anexo

I'n all business correspondence, the first person plural is
mostly used since the letter involves the respoqsibility of the
company rather than that of the person who writes it.

The first paragraph alwéys sums’up é previous situation and is
usuaily preceded by references on the left hand side of the page.

Any particular’  subject is dealt with in a separaté paragranh.

In denoting thousands and millions in American correspondence,
the decimal repiaces the comma.

Keeping these simple rules in mind at allhtimes will take the

o

drudgery out of teaching this particular subject.



/ Gubrack-h
q

Since there ure:muny ways to start or end a letter, have
students come ué with a different formula and compete for ﬁhé most
elaborate. 1It's fun! -While teaching, point to a student to reQuust
a specific éxpression. If her or she doésn't come up with a
satisfactory answer, you will see that other ftudents will want to
rive youThe ansver.

In French, for instance, you could‘replace the traditional
closing with a number of expressions such as:

- "Veuiliez agréer, Messieurs, nos salutations distinguées."

- "Agréez; Messieurs, nos salutations trés distingubes."

- "Veuillez croire, Mecssieurs, 'a l;expression de nos sentiments les
meilleurs."

- "Croyez, Messieurs, & l'expression de nos meilleg>s sentihents."

-~ "Nous vous prions de croire, Messieurs, & l'expression de nos
sertiments les meilleurs."

Just for fun, you could give a very simple sentence which the
students will be asked to elaborate. For exzmple:

"Comme suite a..."

- "En réponse a..."

- "Nous répondons_4&...

- "Nous avons le plaisir de répondre a..."

- "Pour faire suite i... N

3

A letter reflecting satisfactory conditions could be changed into

a letter of complaint. And this leads us to:
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2) the relation between scller and buyer.
One principle to bear in mind is: to write with the addressce
in mind, and this is the most difficult notion'to convey Lo studentls.

A student in L.A.S. usually has no idea of the business world and,
moreover, does not s;nse the motivation or interests of cither party.
Therefore a case study should be set up rather than a study of a
variety of letters as it is done in textbooks that have becen available
up to'now. I don't know why business correspondence books give
examples of lettérs whose purpose it is to sell nuts and bolts, monkey
wrenches, radiators; Brussels lace,-knivus for slicing ham, conl stove
wallets, and such parapharnelia! It is most confusing for gdstudent !
has never seen a typical business file retracing the various steps
from the initial enquiry up to the actual shipping of goods. A good
way to set up a file is to ask the students to each play a role in a
typical business situation. A different letter would then be written
by each student and each constitute part of the file. For example:

- A requests an offer from B for a specific product.

- B sends an offer. P

-~ A rgquests additional information.

- B sends this information to A.

- A hesitates: he has received several offers from competitors.
- B persuades A to buy.

- A sends his OrAer to B.

)

- B delivers the order, but the truck delivering the goods is involved

in an accident and half of the merchandise is unacceptable.
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-~ A complaints to B.
- B contacts his insurance company, etcL
Even 1f your class has uas many as 25 students, cach one of them can
play a role ‘in the case study. Photocopies can be made that would
enable each student to have a complete file, .
To me, this is the best way to teach business correspondence.

It's a good subject since it links studies with the rcal world.

Nowuadays, it's important.

Denise Guback
University of Illinois
at Urbana-Champaign

/
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The Stockmarket in Foreipn Language Classes [or Business

" John Rassias of CBS' '"Sixty Minutes" fame, Professor of
lomance Languagés at Dartmouth College, and originator of the
dJartmouth Model of foreign language instructions, believes~that
Lntensive;oral intéraction and enthgsi?sm"ure at the heart of all
;ucgessful foreign language instructio{n.l

Enthusiasm and spirited conversation can be generated in a
‘oreign language class for business on any level by having students
>articipate in the stockmarket through individually chosen dummy
sortfolios. Once students ''own' stocks, they--on a regular basis--
vatch their gains and losses, they keep track of market news,
>usiness news in general, and business-related news. Approximately
—en minutes per class session are reserved during which students
ceport on their holdings, on market activities, and on news of the
>usiness wo-ld. Depending on students' background and accessibility
co information, individual portfolios can contain American stocks,
Eoreign‘stocks, or both. The important thing.to observe is that
all reports and discussions be conducted in the target language.

Through stock purchases, investors provide needed capital for
industry. The stockmarket provides~é_means for investors to trade
-heir shares very much the same way items are bought and sold :at
an auction. The stockmarket is in a qualified way an indicator
>f a country's business and industry activites. However complex

and sometimes-contradictory or capricious in its behavior, the

. 2
narket does react to national and global rews. A market watcher,

87
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~herefore, cannot help but become informed about thé busincss
vorld around him.

But the stockmarket is also a place for active traders, spec-
i1lators, and peoplé who like to gamble. The market thus can deve}ep
1 dynamics all its own. .Thﬁs while one might place one's money ’
rased on.strong fundamentals, it becomes equa}ly important toO out-
suess the behavior (moves) of the other participants. ‘It is“no
vonder then that it has been observed that marke; behavior is a con-
;equénce of greéd.and fear.3 The market is indeed a place that makes
>motions run high.

If the market is able to exact such strong emotionai involve-
nent upon its particiﬁants aﬁd at Fhe same time teach theﬁ to be
informed about the world of business, playing the market should bé
an exciting learning mechanism. ' - \

Iﬁdeed, it seems to work out that way. Once students have gotten
started with their game, the instructional part for the teacher is
nostly completed. Stock watching and news gathering become a habit,
ind the resulting discussidn§ should prove extremely gratifying.

[he students' activities become self-generating. There is never a
Lack of'topics for discussion, aﬁd, if the discussions aré.indeed
1eld in the target language, students enhance their spéaking skiils;
vhich should be one objective in every foreign'language‘class for
nusipessl Also, playing the stockmarket game as an ancillary acti-
sity in class, assures that students keeé informed about the staté
>f business through the news:

Before students are sent off to design their portfolios, tﬁey

nust be familiarized with the customary information a newspaper

i

N

, -2-
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l_supplies on stocks. The instructor can hand out copies bf a news-
paper page\with stock listings; select one company as an exanple,
and,expl;in all data that is given for that stock. Students not
- familiar wifh the stockmarket will probably listen carefully, con-
hé%dgging that they will need the information when they make their
‘scdékiselections. And students who are familiar with the -market
need not get bored since the instructor will pfesent the informa-
tion both'in.EngliSh and in the foreign language. In order to save
time it miéht_bé useful to hand out a list with key terms and';
phrases of'market language.4 o : | .

Generally a ne@spaper will list for a paréicular’stocﬁ‘the high
and low prices for the preceding 52 weeks, dividends paid or de-’
‘clared, the Yield, the price/earnings ratio, sales yolume for the
day, the high and low prices for the-day, the closiﬁgiprice of the
stock, and its change vis-a-vis the cldéing price of the previous
day. To non—busihess stpdents-(who aléd éhow up in our classes) ,
all these terms could. possibly bé somewhat perplexiﬁg. Sﬁch stu-
dents might have shied away f}om/gpening the-business pages of
newspaper in the past and--after listening to daté and explanations
of the above terms——they might still be hesitant to do so. But
this feeling should fast disappear once the market game is on the
way. ;

The instructor's work during the semester will largely consist
of mediating the discussions and answering questions. Sfudents will»
want to know more and more about the marketu'fookerage houses
often supply instructive pamphlets that present info:mation in an =
ensy to understand _fashion.5 It is up to the_fﬁstructor to sec¢ thaf7

-3-
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he/she is*mai ly an 1nformant on language and not on the business
of the market Ideally, the instructor should functlon as an inter-
ested partner in dlscussicns. The'test way to achieve this is for
the teacher to participate in the gamelnith his/her own portfolio.

The initialvassignment is for each student to- choose a’ port-
folio of stocks and report| on it in,class—-in'the foreign language.
Depending on the\background, this might well be the first time that
some students will have-t work extensively w}th'numbershand arith-
metic in a foreign‘langua e. .Such students might eedﬂconsiderable
help and encouragcnent at this stage (Working oral®- and intensive-
ly w1th nﬁmbers is unfortunately an area in basic forelgn language
instruction that has -been too much neglected.) )

'If past experience is an indicator, most students will show
up with a surpr1s1ngly diversified list of stocks in thelr pcrt-
folio. The hlghllght of thlS f1rst day of reportlng should be. to
hear the reasons why C:. .. in SLOCKS Wer:e selected for purchase.
‘Such reasons for- buylng partlcular stocks are often subjective and
"~ highly personal. It would be wise for the teachcx to gracefully
acknowledge any of these reasons. The teacher should not give
f1nanc1al ce. For ome thlng, that is not the purpose of the
game. .Nor is it nur purpose.toﬂmake market experts out of stulinua,
but to get them emotionally involved in a market gaﬁe. It is ‘@~
portant that they feel good about their-stocks. F@ellng good .

]

even exc1ted mak for much better d1scuss1ons - .

With the portfolios in place, the regularly scheduleﬁ discus-

sions about stocks, stock-related news and business‘news in general
- :
4 ¢ '
should take ani = 2dictable but interesting course. Care should
. . G .

e
o~
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be taken that students not dwell too long on talking about stocks
per se. There is a friendly competition devglopiﬁg among students.

Some like to boast about their winnings’, some delight in other

people's losses (a phenomenon known in German as Schadenfreude,

the pleasure one receives from someone else's misfortune). It is

up to the teacher to achieve a ﬁéppy balance between what students
like to do--talk stocks, énd what the class is supposed to achieve--
diséussing (in the target language) important developments in the
world of business. - - ”

Students will soon become expert market watchers. Once they
are somewhat familiar with the market at'hdme, foreign'market re-
ports can be introduced to the cléss. Copies of newspaper excerpts
can be distfibuted for reading. Such assignments enhance the stu-
dénts' langﬁége proficiency basgd on authentic native texts in the ad
target lanéuage. Next, recordings of foreign mgrkét reports can be

played in class for listening comprehension and subsequent discus-

sions. For German, such recordings can easily be made from the

e '
Deutsche Welle, broadcasting nightly from Cologne over shortwave

radio“7AStudents quickly learn the names of imporﬁant foreign com-

/

paniesl They pfactice théif lisfening comprehehsion of numbers
through stock quotations and reporté on goldfixings and exéhange
rates. Other business news and commentaries are more difficult to
understand. They‘need.spéciél preparation and, perhaps, seveféL
'replays. | |
Next to the usual stock quotations and the repetitive news
about a day's or week's market activities, some reoccuring topics

re

for discussion include: change in the prime and discount rate,

o - . . —5_
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inflation, OPEC, gold prices and exchange rates. Any of these
topics can be treated either briefly and as isolated items, or they
‘can be pursued at 1ength\in terms of their relationship with each .-
other and in terms of otﬁer economic consequences.

Then there are news toplcs of a more sporadic nature. One of
the blg stories during fall 1982, was the Bendix takeover battle
with Martin Marietta, which eventually also included United Tech-
nologies and Allied Corporation. Students were intrigued by the
personalities involved, but the significant question raised was
”Wny do companies take over other companies?" ‘From a business
standpoint the simple answer should be that a company, by taking
over another company, stands to gain and make (in the'end) higher

, N .

profits for its shareholders. It makes business sense that a

company should want to aéqdire Marathon Oil with large proven oil .

/
/ : %

résérves and with stock prices that are undervalued. DuPont must

/ .
/have considered it cheaper to '"buy' an oil company at a reasonable

/prlce £ather than engage ln the high-risk and expen31ve bustness . .
:of drilling for oil. In the case oJf: Bendix the reasons for its

/;takeover attempts were less clear.- The media seemed convinced
that, at the bottom of it all, was the strong egonof Bendix ptes—
ident, William Agee.8 It is exciting to own stocks of companies
involved in takeover battles. The volatility of such stocks makes
emotions run high among stock watchers. . At -an occasion like this
students observe how fortunes can be made in the stockmarket But
it is also at occasions like this that student pystanders repeated-

'1y wish that they owried such a stock, that they shquid have or

could have bought a stock that is doing extremely well.
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Notice that when studeﬂts are involved in the spoékmarket
there can be plenty of occasions for the student ta speak in the
subjunctive mood. Every stockholder knows of dozens of things he
wished'he had done differgntly: bdught, held'oﬁ: sold, exeSZised
more patience or caution, been iess timid and more aggressive, etc.

Anéther topic for discussion during fall 1982, was the impend-
ing bank;uptcy of Grundig of Germany and its pareﬂt company
AIlegemeine-Elektriqitgtsgesellschaft (AEG) . The debate here cen-
tered around government bail-oﬂ%s. Years back, BMW was helped back
on its feet by the govefﬁment in Germany. BMW subsequently recover-
ed and, in.recent years, has become the strongest compctitor of
Daimler Benz, in prestige cars for Germans. The discussion of bail-
outs, of coﬁrse led to the Chrysler Corporation: At this point,
the discussion switched course. Chrysler is unique among Amerigan
corporations in that it has (in the person of Douglas Fraser) %
represeﬁtative of,labor;sitfing on iés board of directors. Iﬁ’tﬁe

, : /

eyes of American business, Chrysler might have taken a darin%/step,
but to Lee Iacocca it was pérhaps something he knew cogld wqfk'
successfully for both management and labor. deeterminatibﬁ has
been the rule in German indusztry for years. Lee Iacoccaﬂléarned
closely about the practice when, as an executive at Ford, he spent
some time with Ford in Germany. )

Examples like these show that, while a day's converéation
might'start out focused and narrow-based, there is no t?iling‘where
it might lead. There is a start from a familiar and éoﬁmon.base,

j

but before long, real conversational interaction takes place. A

flow of conversation might develop from one topic to another, or

S 73
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an argﬁment might ensue leading to fhe exploration of a subject
with an enthusiasm no careful planning is likely to achieve. Such
events are not unlike cocktail parties where peopie of common
interests talk "business.' Gems like these do not happen every
day, but when they do, the teacher better forget about time 1imits.
There is an important learning process going on at this point that
probably cannot bg matchediby what the syllabus for the day dictates.
While we cannot plan specifically for successful and exciting
conversation sessions, we can bring about the necessary conditions
for it§ we can set the stage for it. Students need to shed their
inhibitions} they need to be opened up individually and emotionally,
and broughtltoggther as a group. The stockmarket helps create a
Rcomqunity of interests among students! The game can also have a
i%democratizing effect within a group if, for instance, a brilliant
student does not do too-welljwith his investments while a weaker. .
or shy student makes good in the market.
By iﬁvolvinglstudenf% in the stockmarket thfough simulated
stockholdings we, in effect, give them an incentive to keep informed
" about the world of business and economics. With a personal stake
-in the market, "keeping informed'" needs no prodding. When students
discuss the market when vou enter the classroom, when they teach
their parents about their enterprise, or when they bring surpris-
ing news items to class, all indications are that they enjoy what’
they are doing. Working one's way through an annual report could
be a task. But give a student 'a financial report of a cdmpany
whose stock he/she owns, and the stﬁdent will study it with focus

and the attitude of a true investor. As a stockholder, the student

~8-
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will, as a mét;er of course, read the financial bages, not
will-nilly but, again focused, looking for specific things and
reading the content in a sequence and order of an expert investor.
Business majors are nbt'the 6nly studénts wanting to study a
foreign language for buéiness. Such non—busineés students some-
times show an aversion toward the business section of a newspaper.
The'stockmarket game can go a long way in demystifying the content
of such pages. While a student starés out looking for véry speci-
fic information in the financial pages, his/her interest soon
widens. Students start asking about commodities, bonds and other
secﬁrities, etc. It is less important that such students still
don't understand many of the things they run across in the paper.
What is important is that their attitude toward readings in the
world of economics, business, and'finance has changed--and that

is a major accomplishment.

/

Getting students involved in “the stockmarket as a %ay to learn
a foreign language of businéss is by no means the only or magié'waiv
to enliven a class. Each teacher has his/her own technique, style,
and devices to get students to learn effectively and with interest.
Thevstockmarket game is simply one technique that fgkes advantage
of basic teaching and 1earning principles. By involving students
in a common game we create a common interest. We count on their
desire to win, we create emotional 1nvolvement and friendly com-
petition. As far as language tralnlng is concerned the stockmarket”
is an ideal topic for students to gain oral proficiency in a
forelgn language for business. Market néws in a narrow sense is

very repetltlve W1thouf being 1dent1ca1 At the same time market
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news in a wider sense is a barometer (however strange) of business
news in general. Effective training in'speaking needs fepetition
of the familiar, it needs to practice the familiar with variation,
and gradually it needs to practice the familiar on a mofe sophis-
ticated level. But oral practice also needs to expand into new
areas, cope with new topics. With an individual portfolio as point
of departure, the market game provides topics that are virtuallyi
wifhout 1iﬁits._ But unliké the often artificial arrangements of
topics found in te#tbooks, new topics in/ the market gamé grow, in

a natural way, out of discussions.

But what about the teacher who is little famlllar with the
stockmarket? The best and\fastest way to get to know the market
(éﬁd with it, the world of\ﬁusiness) is to own a couple of stocks.
There is no better way to légrn about a subject than to actively
participate in it, to have a\stake in it. It does not take much
money to own stocks. Recentl§ quoted statistics show that '"'young"
stockholders own shares worth\an average of $2,000, while older
investors tarry an average portfollo worth $9,000 to $10,000. 9
With the help of a broker stocks can be purchased that involve very
little risk..

Another way to learn about the market is to resort to the sug-
gested dﬁmmy portfolio and watch the transactions. " Quickly you
might find yourself studying the market pagés of the newspaper the

way Sergeant Yamana of TV's Barney Miller studies his racing forms.

i

Soon you will be an ardent reader of the financial pages, of busi-

ness magazines, and you will become  a faithful watcher of TV's

\,

Nightly Business Report and of Wall Street Week. Reading SQ
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annual report of a company whoée stock you-oﬁn will take on a new
-meaning. All in all, you will become informed about the business
Qorld in a way no textbook caﬁ provide.

Finélly, to make the market-oriented discussibns a suécess in
the classroom, the teacher too must be actively involved with his/
her own portfolio. The teacher must display the same excitement
and enthusiasm that we exﬁect from the studeﬁts. Next to being an
informant, a médiator in discussion groups, the teacher must,

above all, be a participating partner.

-11-~
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Notes

1 John A. Rassias, '"'All the Class Is a Stage,'" The Ram's
Horn, 1 (1982), 95-105,

[

2 Newscasts and written market reports typically include
"explanations'" of the stockmarket's reaction to nationally and
internationally significant news developments. As a caution
against the view that "stocks go up and down because of the
stdate of the economy,'" see David Dreman, "Candide in Wall
Street," Forbes, 14 Feb. 1983) pp. 190-91.

3 To the emotions of greed\and fear as motivators for buy-

ing and selling stocks can be added the ''urge to get even.'" Cf.

Wall Street WeeK, PBS, 24 Dec.. 198

-,

4 The New York Stock Exchange, Iric. has published a pam-
phlet, The Language of Investing Glossafy which is available,
free of “charge, from brokerage hcouses. The instructor who wishes
to acquire a basic insight into the stockmarket might find the
following book useful: Louis Engel, How to Buy Stocks, 6th ed.
(New York: ' Bantam, 1977). .

5‘E.g., Merrill Lynch Pierce Fenner & Smith, Inc., How to
Read a Financial Report, 4th ed. (New York , 1979). -

A

]

The instructor should supply students with record-keeper
forms. Such forms can be obtained, free of charge, from broker-
age houses, or can be self-designed.

For program information w;ité to: Deutsche Welle,
Postfach 10 04 44, Kéln 1, Federal Republic of Germany.

8 John Holusha, "Bendix Chief Playing forUHigh Stakes,"
New York Times, 10 Sept. 1982, pp. 29 and 33. For summary ac-
counts of the takeover- -merger scenario started by William AgLL,.

. see Charles Alexander, ''Mexger Theater of the Absurd," Time, &4
‘Oct. 1982, pp. 50-51; and Ann Hughey and Frank Allen, "Allied
‘Takes 'Quantum Leap' in Bid to Become High Technology Firm,

The Wall Street Journal, 27 Sept. 1982, p. 3, cols. 1-2.

? Reportéd on The Nightly Business Report, PBS, week of

N

‘21 Feb. 1983.
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Training of Language Educators for Business Language Courses

b\( mdkudc > U-JO‘Tht‘l"
.or

\ Business’Language Courses and the Wisdom of Insecurity )

We shouid honestly recognize that we have added tvour curricula business
language courses because it had becbme more and more difficulg to £111 our
literature courses. There is nothing_magic about the various formulae we
have developed. The need to survive made us very creative, but also uneasy:
guilty of having compromised with our principles, aware of having opened a
breach in our ivory tower. The result has been a complex approach to our
training in unknown territofiés. Reluctant to seriously consider the
nitty-gritty of our new enterprise, we have too often abused ourselves or
been abﬁéed tﬁinking that we’werebdealing with high matters such as economics
or politics. We have hidden our basic task behind a brilliant, often nation-~
alistic terminology which has done nothing for our preparation of clas;
instruction. We @;ght as well honestly recognize, once and for all, that we
@ffer our business language courSe; as a service to our studenté, who have pb
ufight'harder and harder for a place in the real world. We must, therefore,
accept the responsibility of spending some tiﬁe acquiring a basic knowledge
of business concepts and commercial tramsactions.

I remember the,expegience of one of my former students who had graduated
prior to our offering of the course on Business French, who was so pieased
to have been hired By a French bank ;nd who was confronted the very first day
of employment with an incredible problem: her boss asked her to get him a
"chemisge" . She understood "shirt" and was appalled by his request He was

asking, of course, for\a folder.



I do not think there is'anything wrong In trying to place gur'courses
in a general political and social context: however, too many so-called
"training sessions' of faculty desiring to teach a business course have been'
spent on such matters--matters too often presented with a definite biaseé
point of view: that of corporations~-to the detriment of whatkis really
needed.

What we must know; before golng to our classrooms are the basic function-
ing structures of the business world. I personally had to learn those kefs
the hard way and had to fill my lacuna on a day-to—dax basis. This 1s why

. 5 . i
1 proposed last year to the French Cultural Services axseminar”that would

bring together professors and representatives of the French business world;-
not to hear about the grandeur of international commerce, not to spénﬁ tine
praising the beauty of our endeavor, but to learn how business is, in fact,
conducted in-France; to learn whar 1t takes‘to successfully cpﬁplete business
transactions snch as 6pening or closing a company, buying etocks, importing
and exporting merchandise, etc. I do believe that 1in a matter of a few days

Bl

1t is possible to acquire a basic knowledge of the signified which makes us

R ——— - SR _—

so much more at ease when we present the signifier _to our students. In theserﬁm
training sessions, we can never be concrete enough: we have te assume that
professors of languages and literatures know nothing about the way business
transactions are conducted because it 1s the reality of the.situation. Having
ledrned this eyen more SO throngh the experience I had last year Qirh my first
training seminar, I am asking our speakers this year to be even more specific
and to describe step-by-step thelcomierciai operations they accompiish everyday:

What can be more fascinating than to learn how the check we write today will

actually end up in our creditor's account ingsome remote French village?




)

Some aspects of business transactjions which I believe not to he obvious to

most of us are the following:

I. General notions of company structures: >
1. Legal definition of the word enterprise
2. Internal organization of concerns according to size (in French: organigramme D)

'3. Description of the various departments: administrative, commercial,
accounting, advertising, etc.

II. Various types of companies according to financing:
1. . A one-man/woman company (proprietorship)
2. Partnership (general, limited)
3. Incorporation
4, A holding company
I111. Creation and liquidation of a company -
1. Admihistrative and legal procedures to follow o
2.. Bankruptcy: voluntary/compulsory liquidation--responsibilities, consequences, etc.

Iv. Creation of a business
1. Capital assets and intangible assets .
2. Leases: how to take on a lease, how to cancel; right to éapcel
3. Contracts '

V. Role of banks in business transactions
1. Different types of banking accounts
2. Different types of credits (in French, difficult notions of "escompte
’ "lettre de change", "credit-bail", etc.) <

.

Vf. . Stock Exchange terminology and regulations
1. Different types of stocks, bonds (in French, "actioans", "obligations", etc.)
2. Different types of markets, market prices '
3. Difference between stated and market value of stocks and bond5a
VII. System of taxes
VIII. Commercial bookkeeping
IX. National budgeting

X. Basic computer terminology

This 1s to name but a few aspects of the business world which should be
known to us, instructors of business language courses. The re;ult‘ié by no

means demeaning. Such informaqion has a,direct effect on our own lives. by
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opening our minds and making. us feel less manipulated by”the machines that
our socleties have built up over the centuries around our“acquired need to
make and spend money. We should not be aéhamed of dealing with such matters

if, in the process of learning the concepts hidden behind a technical termin-

ology, we can understand better the world Surrohn%}ég us. Is this not the

t: sk of humanists?

Vs
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\ A o Teaching
Culture to Business Students: An Anthropological Approagh

[}
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N In the last several years we as language instructors have been urged,

forced or coerced -into the te&aching of culture as a part of the language

3

.classfoom experience. Rather than debate the question of whether we should

add *all these sidelines to language teaching and léafning I believe I can

shed some 1ight on a diff~rent approach to teachlng culrure. I believe you

will find this approach leld for teaching in Engllcu oy another languace,
in the business as well as foreign language classroom.

. As a result of a NEH -consultancy grant, Buena Vista College and I have

i
\

been privilened to work with Dr. Claire Gaudiani of the University of
Pennsylvania. She has been instrumental in the development of the ideas I
am presenting today and has material which will,be coming out shortly through

the Northeast Foreign Language Association: I do not take any credit for the

development of this material. I am only a bearer of news, so to speak, and

one who can speak for the validity of the approach as 1 -am successfully using

.

it now.

Untii receqtly most culture lessons comsisted of capsules limited to a

Fl

specific country; or, a person's 1nd1v1dual experlences with a forélgn culture
were recounted and called culture. Semana ﬁanté in Spain is an example of

the type of capsule we have been te%ching.” Granted, this is a ceiebration
unique to the hispanié culture, one of beauty, oné of special significance.

It is howeyer an isqlatea event whiéh does‘not in reality carry over to the
evervday réligious'expression of the people of Sba{n;'nor tﬁose of other
‘hispanic countries. Truely,if we are to gain an understanding of »1e signi-

ficance of religion and the role of the church in Spain, we must Jook beyond

the "special" events. Neither can we allow ourselves the luxury of recounting

O
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our personal experiences in foreign countries and saying that that is

N '

"eulture". C y Yo

If yoﬁ pi;k up any introductory textbook in fnthropology you will find
that éocieties as cultures are dealt with in terms a;e certain universal
concepté. The use of these particulap concepts-pcrmits anthropologists to
study different cultures and societies from a comparative point of view. I
believe yéu will find this approach helpful since it is extremely difficult
to point out all the differences that occ@r~£u1turally among a large number
of socicties.or regions. ‘If you're studying Spanish you have a minimum of
17 countries to consider; French offers a wide varibty of countries from
French Canada to .Senegal in Africa to Freﬁch communities in Southeast Asisa.

Russian presénts us a country as enormous and varied as our own,

The idea I present is that we discuss the culture of our area studies

ir an orderly fashion by using the following universal concepts.
a) The Concept of Time: Each language expresseg time in

such a way that their world can be better understood,

4

"on passe

if we can comprehend this coneept. In French
le temp", -in Spanish "pasamé% el tiempo", whereas in
English "tiﬁe is spent".

b) Concept of Progress: Wﬁat exactly does progress mean
to you and me in America with all our advanced cqmputer
technology? How doeé that compare then, to an Hi;panic,
Israeli, or Senegalesercon;ept of progress? What do their
societies gndergo to achieve "Progress'. We need to under-
Standlone's concept of progress in the world, progress on
the job, both individually and company—wise;

¢) The Concept of.a Higher Beiné& Here we diécuss relﬁgions'

) S - v

role in our societies, the major differences and perhaps

the similarities. What is the role of religion in these

o - - 86
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d)

e)

- 4

socleties with whom we are doing business? What role
does the church play? What standards or morality coume
into play?. How will wé conduct business relationships
with someoneAwhose religious values we either don't
understand or misinterpret?

The Concept of Power: For a busipessman this is one
concept of great ;ignificance since one may or may

not engage in business deals from a power point of
view. It is neceséapy to understand one's need for
ego compensation. Power can be seen from three

points of view as we study our various societal

gfoups: l1-governmental power, 2-military power,

3-individual power. Ali three need to be care:-
fully understood as one sets up and carries on
business in another country. Under this heading
we‘need also to d&scuss nationalism.and its impact
on business transactions.
The Concept of Beauty: 1In éeneral we are able,
‘here, to deal with the very broad category of
"The Arts", perhaps touéhing specifically on
bindividﬁals who have had é significant impact on
a Earticular society. It éllows us io look at what
a sociéty values with respect to its gfforts to pre-
serve archelological ;nd anthropological findings.
It permits the business pefson to evaluate a values

system with which he/she is going to deal. An

interesting concept is that of the lines on a car.

i

In‘France the Citroen is, to my point of view, a

particulérly ugly car with blunt lines and an awful

87 .




choice of colors. That same car was absolutely rejected
by the Japanese public bét;usé its lines are distinctly
in r#e shape of a dragon and'friéhtful to éhildren. If.
wé'are 5;ing to sell a product to a foreign country, it's
helpful to understand their values. : -
f) The Concept of Life Cycle: This very broad area permits
us to study -the values associated with birth through marriage
« ] through death. All of these ideas are of significant
importance in whatever ;Ociety we choose to study. A
business person ?ust understand how to react ﬁo'a client's’
family situatipn.. Do, in fact, the births, mafriages,
and death o uis family come before his/her business
relationships? -Will you, as a company representative
be accepted if your divorce, mixed marriage; or common-
law relationship is brought to light?
g) Directly related is the Concept Qf the Family and the
Kinshib System. What does family mean to your client?
Is "family" nuclear or extended? What are the expected
sibling relationships: What role do grandparents pléy?
Is there a "compadre" system as in Central and South

America or is it every individual for him/her self?
[ : )
We must gain a relatively firm understanding of this
very basic element of our client's societies if we are
to proceed in the so-called "niceties' that precede
i
many business transactions. Business transactions

can be jeopardized or helped depending on one's

ability or failure to understand the family.
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h) The Concept of Good and Bad. In recent years the U.S.
has been copfronted with full scale bribery cases taking
place in several countries. It has often been in total
agreement with the accepted concept of good and bad of
the country where the bribgs took place. In other -
countries. including our own, these bribes have not
been acceptable. As I have stated before - one must
under stand thg value system of a particular country if
one is to do business within tha system.

The significance of this approach, it is believed, is that it enccurages
analytical comparative thought on + part of ouf students. This is achieved
bty nr s ting the materials concerning the area being studied without necess-—
svily ccertly stating the equivglent position ?n our «.u society or in other

" ies with whicﬂ our students may be familiar. Iustead of us giviné de—
tailed lectures or Amevican soqiety, reading and writing assiguments should be
dvveloped which will encourage the stulent to recognize and analy;e the compar-
ative value systems. We ask the question, doing the job we know most effeqtively
how to doj; that is, challgnging the students to tap the available resources and
to deveiop an_analytical tt ugh 0SS,

Now you are perhaps saying how can I possibly cover '"the concept of a
higher being'" in a country such as India ‘here Musling are massacred by Hindus;
how can I teach the concept éf power in Latin America-when a country such as
Bolivia has had mo%e heads of étategﬁlhan it Hés years of independepce from
Spain? And what, is time,anywaylfor a South American Indian compared to a
modern, westernized oil magnate from\Venezuela?

My experiences show me that if I can deal in major concepts of religion,
then break it down by using specific and varied examples, I will be on Ehe
right track. It appears that the previous approacﬁ has worked in the oppoéite

direction. Terpstra's.boOk explains fcligions of- the world. What is a Hindu?

O
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A Muslin? A Buddhist? 1Is the great difference between Spaﬁish Catholicism
and American Catholicism the mystical eléﬁent? Maybe we can gain an under-
standing as to why Israelis an' Arabs find peace so difficult to attain.

But we need to kﬁow what peace means ts an Israeli — and to the different
factions of Fhe Arab world, Why can't the U.S. impose its will successfully
on Vietnam, Cuba - wherever? The answer is that our values systems are
'different and until we a) understand other peoples' value systens, b) develop
attitudes accordingly we shall be forevér doomed to the répeat our failures
in our cfforts to "medernize" underdeveloped conntries.

As our businesses go forth trying to earn mouey and sell a product/they
will surely need a firm uidorgtunding of tl.e languages with which thecy come
in contact. But, it is a sad misconception that knowledge of a language will
assure a succeszful business arrangement. I 1éave vou with the not'on that
there is 7 small schcol of thought which believes tLat if we -understood the
culture and values systems of other societies and did not speak thgir language,

dependent as it were on interpreters, we would not do prorly at all in

solidifying business transactions.
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American corporate executives engaged in transnational
business have become increasingly aware of the need for greater
knowledge of cross-cultural processes and orieantatinn to the
target culture in which they have to work. This need is partly
the result of difficulties and failures in cross-cultural trans-
actions involving losses of czntractswas well as early returns of
company personnel from overseas assignments. The bottom line then

involves dollar losses, both of sutential profits and expenses

amounting to well over one hundred thousand dollars foi: weach pre-
mature return of an overseas corporate officer. Various kinds of
orientation training programs are therefore indicatéd, and the
foreign language teacher is particularly wel! equipped to become
a trainer in sgch prdgrams.

By orientation programs we do not mean the airline type of
brochures full of information of practical facts, which of course
have their important uses. Pathev, we are concerned with cross-
cultural processes and their goals of behavioral and attitudinal
modifications for iﬁter—personal encounters in diffefént cultures.
Competence in these areas involves the cognitive, and more impor-
tantly, the affective and behavioral domainstbetween the native,
in this instance American culture, and the host culture. The

/
distinctive characteristics of such orientation programs lie in

the constant ¢~ s-referencing between two cultures rather than in
an exclusive concern w. - “+ the target culture. We are therefore
not concerned with aree S ‘ype programs or abbreviated courses
in, let us say, Chinese Fese culture.— The concept of ‘cross-




cultural processes' has its own motivations, and recognition of
this is ~videnced by the increasing number of academic institu-
tions mountiné.programs in this field. 1In Southeastern Michigan
alone, for example, symposia, seminars and workshops with cross-
culturinl themes are being offered by the University of Michigan,
The University of Detfoit, Qakland University, and Eastern Michigan
University through this conference.

Felt needs provide opportunities, and foreign language teachers
can effectively prepare themselves as trainers for orientation semi-
nars for business and industry. They are well suited for such a
task both as educators and as experts in a foreign culture. But
they must retrain themselves, since training seminars call “for
iﬁperatives quite unlike those in the academy. In th remainder
of this paper, I shall address five major areas of concerns to the
foreign-language teacher as éross—cuitural trainer. There are
others, but these loom perhaps as the most important.

First of all, it is necessary fo shift from being 'educators'
to becoming 'trainers'. Since a considerable amount‘of what foreign
language teachers do in the language classroom is training, the goal
becomes one of sorting out familia% language skills and learning
new ones. But the concept of training rather than educating is
a pfofodﬁdly impértant one. At a transnational business workshop
at the SIIC (Stanford Institute for Intercultural Communication),
_Juiy 25-30, 1982, at Stanford University, the participants, who
iﬁcluded a fair number of language teacheré, were invited'to;iist

characteristics associated with both education and training.
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Responses to the former included cognitive knowledge, modes of
reasoning, learning, analvsi: ! synthesis. For 'training' they
included behavinral and functional skills. Education” is knowledge-
oriented; training, skills-oriented. TFor a training program to: be
o fective, it must of course be based on up-to-date knowledge of
;he field as well as on research. The difference is one of focus,
though for certain academicians the transition .rom educator to‘
trainer is a substantial cne. Our teaching as educators impels

us to explain, to document, and to speculate; the businessman as
client wants to get things done -- now. He is not interested
primarily in explanatory adequacy, which we value highly in our
profession. He is schedule-oriented.

Besides the»phallenge to shift gears into a 'training' mode, 5
we must develop an unusually sharp awareness of time as a commodity
in our design of a training program. We have to specify goals as
well - pected outcomes not only of the seminar as a whole, but
of each segment, or module. If one of the seminar objectives is
increased communicative effectiveress and k »wledge of étrategies
through skillful uses of an interpreter, then the module addressing
this topic must list specific objectives and stated outcomes in
addition to general goals. These might include a) awareness of
differences between a translator and interpreter, b) different
role expectations of an interprefer on the part of two negotiating

teams ., such &g Anericans and Japanese, and ¢) certain rules of

thumb or te- . [ i-~ient use of an interpreter; that is, what to do
asd what not to 4.  Specific statements of objectives and expected
Q 94




‘Outcomes in a seminar reflect the high value of schedules that
obtain in the business aud corporate scctor. Timce is indeed
money .

A third consideration in designing an effective training
seminaf involves modes ¢ instruction. Traditional formats such
as lecture and discussion, a luxury we particularly relish in our
literature classes, must be‘minimized and suppleménted by other
modes, such as the use of case histories, critical incidents, as
well as role-playing exercises, which are already common in the
foreign language classrcom. Case studies, we may recall, have
been used in medical and law schools for hun’reds of years.

They were taken over as ''an analytical learning technique' more
than fifty years ago by the Harvard Graduate School of Business
Administration.l In intercultural processes, the case method can
serve as a basis for developing important skills through simulia-
tion. No right and wrong answers are provided. Rather the par-
ticipant and small client groups develop their own responses that
usually reveal the cuicural parameters of communicative processes.
A case study can provide an enormous amount of informatlon ~bout
successful business transactions across cultures o% those that have
ended in failure. For example, a case study of an;unéﬁccessful
U.S.-Japan joint venture could reveal that the seeds,bf failure
were contained in such apparently peripheral factors (to Americans)
as aesthetic appeal of a chemical product, the selection of a young
corporate chief executive, and company objectives that differed |
markedly from the foremost Amefican goal of making’a profit for the

corporafion.z' Case studies, if not readily available icr a parti-



cular country, can be easily adapted from book: or business
journals.
Critical incidents are similar to case studies in that no

single right answer is provided by the writer. They differ from

oue another in that the ¢riric». incident presents an interaction
between indivicduals frc “~rent culturar groups, illuminating
different cultural perc. .s. The refusal (from one point of
view) of a Japanese ncgoria! ing team immediately to respond to a

yes/no quec!ion by its ‘mevican counterpart has one meaning to
the uninitiated Amer+--us and quite another to the Japanese.
Critical inéidentg lhave various uses, among the most important-
perhaps stimulating focused discussion on differences in cul-
tural perceptions. )

. Atbrief comment . about role-play: perhaps the new aspect of

this familiar exercise is the shortness of a training seminar,

which allows only for brief simulations, such as the presentation

— ' . .
of a name card in a Japanese business setting or of prolonged "~

silence as a response to anfﬁrggnt bid by an American business
team fo its Japanese counterpart Eo agree to an American proposal.
A caution about the use of role plays; the situations in which:
they ‘are ‘used should be entirely non-threatening to participants..
) Closely related té the mattér of training techniques is up-to-
date software. An adequate, though by no meaﬁS>wide, rénge of films
and videotapes on cross-cultural behavior is available commercially,

but foreign embassies and. commercial missions such'as JETRO (Japanese

External Trade Organization) provide a wealth of materials gratis or




for a nominal sum. On the other hand, foreign training films on
how to do business with.Americans seem impossible to get hold of,
if indeed they exist. They would allow us to study cross-cultural
interactions from a foreign perspecfive,venabling us to see our-
selves as oghers see us.

In addition to films, up-to-date publications can be purchased
from sourcés such as BYU (Brigham Young University) Center for
International and Area Studies Publications Service, or 'Updates'’
on individual countries produced by the Intercultural Press,
Chicago.3 Computer searches can also yield useful information.

A fifth consideration for an effective seminar involves
sound evaluative instrumeg}s/ These may range from an open-ended
form requesting particip ‘ts to respoﬁd freely to the presentations
to detailed instruments that attempt to measure the relative effec-
tiveness of each moéule and each presenter, as well as the usefulness

 of various instructional tec%niques, thé overall impact of the
seminar, and specific actions a participant might take as a result
of the seminar.4 With a well-designed evéiuation instrument, the
program can undergo continuous sharpening, insuring constant quality
control. | |

There are other considérations in preparing a successful seminar.
Time allows for two other observations: 1) We have referred to the
foreign 1anguagé teacher as a cross-cultural trainer. In point of
faqt, a training progfam inevitably involves more than one trainer.

We should therefore speak of a cross-cultural training "team' and

41l that the term 'team' entails: total cooperation among the pre-
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senters and.advisers, if any. Theirs must be a carefully planned
and orchestrated program concerned not only with the individual
presentations themselves, but with introductions, transitions,
and guided'discussions as these will occur. And there must be
a sense of credibility as well. Each cross-cultural training
team should have a native speaker of the target language and a
represéntative from the corporate sector with extensive experience
in the target culture.

2) Perhaps most important for the foreign language teacher,
if not the most unsettling, is that in a seminar of short duration
-- one or two days -- thére is no time really to 'teach' the target
language. That is obvious. In any segment concerned with language
and conmunication, language teaching and learning has to be inci-
dental to the more immediate purpose of illuminating the underljing
values and behaviors that obtain in the target culture. The Japanese
word 'meiji', the 'business card', is a useful term to know, but
even more ﬁnportant ié its cultural significance as a reflector of
Japanese hierarchical social structure. Excﬁange of the meiji is
important not only as a courtesy or business etiquette, but it is
absolu "ely heéessary for the participants of a transaction so that
they can address each other appropriately with the correct degree °
of politeness. Language instruction, with‘the exception of simple
formulas such as greetings or expressions of politeness, should be
left for another place and another time. The Americaﬁ going abroad
withyno language training at all can perhaps purchase a cassette or

two and take it aboard his plane as he flies toward his destination.
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And if he is lucky enough to sit next to a native speaker of the

host culture, he may not even have to play the cassette.
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The Language Teacher as Cross-Cultural Trainer: Topics

American Business is coming to grips with the fact of well-
developed international competition. Coupled with the internation-
alization of American manufacturing, this means an increasing need
for business personnel who can function effectively in an alien
culture. Unfortunately, the current international status of English
and the de-emphasis on foreign language in American schools have
resulted in few professionals who include foreign language, or even
culture-area studies in their tréining.

" The obvious sqlution, mastery of a foreign language, is not
always a realistic goal for mature professionals who have cdmpleted
their schooling and have little time or inclination to invest in
retraining. This non-technical discussion addresses four of many
possible areas of cross-cultural communication which foreign language
teachers are well suited to address, when actual- language teaching
is not feasible: 1) language-linked cultural information, 2) high-
frequency verbal expressions, 3) non-verbal communication, and 4)

speaking through an interpreter.

Language-Linked Cultural Information

There are two quite simple ways in which cultural knowledge
is linked to the language. First,‘knowledge of the verbal formulas
of common social rituals presupposes awareness of the rituals such
as greetings and\leave-taking. Some typical rituals involved in |
cross-cultural business would inciude introductions, the arranging,
opening, conducting, and closing of meetings, teléphone etiquette,

eating etiquette, offers, and agreements.
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Language teachers often present commor ritval formulas early
in the teaching to allow students to become comfértable and auto-
matic with them. In the process, the learner becomes aware that
politeness can take many cultural forms and begins to form a sense
of cultural relativity while 1earning extremely useful communication
patterns. In most (but not all) cultures, the ability to handle
simple rituals is appreciated as a courtesy. If such formulas are
1earned,\however, the person should also know how to say that he or
she does not speak that language. Even in cultures where this
nominal use of the language is not welcomed, knowledge of the rituals
can prevent the outsider from interrupting them inappropriately.

There is also a certain amount of vocabulary which is essentiail
for functioning in the foreign context. The obvious examples are
the names of food disnes and monetary units. These have no true,
cuyturally equivalent translation and that in itself is an important
cross-cultural concept for the monolingual to grasp.

' The concept of non-translatability can be used to advantage in
cross-cultural training by using the foreign terms instead of decep-
tive translations for culture-specific items and customs. For
example, the custom of gift—giving in Japan is contextually different
from in the United States. By describing the custom in terms of
omiyage rather than gift, the trainer underlines the difference and
focuses the learner's attention on the non—parailel aspects of the

custom. The same is true of the Japanese meiji in contrast with the

American business card and now archaic calling card.
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High-Frequency Verbal Expressions

As one adapts to the foreign sétting, the astute observer
becomes aware of certain often repeated verbal expressions. These
and cognates in languages related to English may have meanings
quite apart from what the learner suspects.

Teachers of European languages all have a list of the so-called
"False Friends', cognates which sound like their English cousins but
mean something else. To these we might add the culture-specific

modifications of predictable translations. A cafe-teatro in Peru

is not the equivalent of a 'dinner-theatre'; it will offer drinks
and burlesque comedy, but no food or coffee and the adult humor 1is
a defining feature.

Some of the highest frequency expressions in conversation are

1 1 1 1

yes' and 'mo', and these are used quite differentl- in different

cultures. In Japanese, hai 'yes' agrees and.iie 'no' disagrees

regardless of the form of the precedihg utterance, e.g. '"You don't

want this?" "Yes, I don't'"/ '"No, I do.'" English speakers, on the

other hand, use no to agree with a negative. 1In India and many
Asian cultures, it is altogether impolite to disagree with someone.
As a result, a yes/no question or a request will invariably elicit
a 'yes' answer regardless of the facts or the speaker's intention.
American listeners frequently use variants of yes and no as
bagkchannel fillers. That is, they indicate that the listener
understands and'agrees and prompt the speaker to continue: In
Japan, hai also indicates understanding, but not necessarily agree-

ment. In Latin America, these backchannel fillers have the same
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meaning as in English but are used less frequently. Too frequent
use might be interpreted as sarcasm or impatience.

Another valuable group of high-frequency expressions are the
titles and pronouns of address and self-reference. They can provide
valuable clues to the ordering of social relationships in a foreign
culture, when they are recognized. Even languages such as Spanish
which delete pronouns also use them with some frequency. Some
languages have honorific suffixes for names or verbs, such as -ji
in Hindi or -san in Japanese. Language teachers should know whether
their language has a sufficiently simple pronoun system or set of
titles and honorifics which a learner can pick up quickly without

learning verb conjugations.

Nonverbal Communication:

President Reagan was recently televised on his South American
tour greeting the President of Colombia by kissing him on both
cheeks. This is not an American custom, so it must have been an
attempt at cross-cultural savior faire. Unfortunately, it failed.
The Colombian President recoiled visibly. This French greeting is
not shared by Latin Americans, whose greeting kiss on a single
cheek is customary only between the sexes on social occasions and
not between heads of state on formal occasions. The President
could have profited greatly from expert cross-cultural briefing on
nonverbal communication.

Gesture, -intonation, posture, and other nonverbal cues form

an integral part of communication both in conjunction with the

A
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spoken word and as independent signs. Language teachers, as cxpert
cross-cultural communicators, can call on their own awarcness of
such cues as distance between speakers, use and avoidance of eye
contact, hand gestures including seeming non-gestures such as
putting one's hands in one's pockets, on or below the table, look~-
ing at one's watch, etc.

At léast three pétential problens can be alleviated by cross-
cultural training in nonverbal communication. First, American
stereotypes of gesture must be suspended since they interfere with
true assessment of character and personality. For example, an
American might lose interest in someone who "talks with his hands",
since we stereotype this behavior as "lack of culture'". Silence
may be misinterpreted as aloofness or lack of interest, or awk-
wardness.

Tone languages like Chinese lack the intonation patterns we
use to distinguish questions, emphasis, and emotion. The American
stereotype of the "inscrutable Chinese' is due in part to this
factor. Even in intonation languages, the appropriate use of pitch
and volume can vary widely. An American may easily misinterpret
an Arabic speaker as belligérent due to loudness and the presence
of certain postvelar consonants that are absent in English. Some
intonation patterns may. be carried over into English by the bilin-
gual foreigner with disastrous resulté for the unaware. Farsi and
Russian, for example, give high pitched stress to the negative
element in a sentence. In English, this sounds like“aféging or

N

denial, rather than simple negation. / .,



Second, these misinterpretations of nonverbal cues may
conflict with the interpreter's reported message causing the
American to doubt the speaker's sincerity, the interpreter's
ability and allegiance or both. Since the kind of negotiation a
businessman may be expected to do requires strategic choices based
on perception of the situation, this sort of error may be critical.
Yet uninformed perception may be diametrically opposed to what
actually has happened. We have touched on the intricacies of yes/
no. For large parts of the Indian subcontinent, the 'ves prompt
is uh uh similar to our mo' The Turkish gesture for 'mo', an up-
ward jut of the head with a tongue click, resembles our up and
down nod for 'yes'more closely than it does our sideways headshake
for 'no'

Finally, the untrained American may, unwittingly cause emba-

rassment or distance by ignorant use of inappropriate gestures.

Speaking Through an Interpreter

Most training information on using interpreters focuses on
the need for pre-encounter preparation. This includes hiring an
interpreter in advance, supplying him or her with a technical
bilingual glossary, if available, on the relevant topic, providing
a copy of any formal written presentation, arranging nonverbal cues
for repetition and controlling speed, and even seeking advice on
the cultural appropriateness of presentation formats and protocol.

There is another aspect of speaking through an interpreter
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which is often neglected. For the unpracticed, this kind of
speaking is something akin to having a delayed echo. The disrup-
tion of the normal rhythm of conversation can be completely
disabling. Also, the inexperienced monolingual often falls prey
to the misconception that interpretation is a simple mechanical
process.

The types of cross-cultural topics we have been discussing
should help dispel the notion of mechanical translation. In terms
of speaking spontaneously, - however, the 1eérner must become aware
of when he or she is using idiomatic expressions, as thcée may be
the least translatable.

~The problem of disrupted rhythm can be eased by practice
drills of wmock interpretation. The teacher‘paraphrases in English
what the learner says at the same rate as an interpreter would
translate. In the course of paraphrasing, he or she can point out
by stopping or through "misinterpretation' the inappropriate use
of idioms or pauses. The learner needs to be made aware of appro-
priate pausing places depending on the word order of the. target
language. For example, (learner) 'There are certain details that

o

we need to talk about'. (mock interpreter)''Certain we need to

talk about details are.'" A pause between the head noun and rela-
tive clause (i.e. between details and that) in a language with
subject-object- verb word .order is useless and awkwara since in
the target language the relative clause will have to precede the

head noun. The language teacher, with a little practice, can

become fluent in mock interpretation.
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A minimum objective of cross-cultural training must be to
make the trainece awarce that differences exist and can lead to
misinterpretation or impropriety. A more positive objective is
to achieve effective interpretation of at least some of the verbal
cucs to culture and social roles and the nonverbal cues to personda-
lity, intentions, and feelings.

Language teachers should have access to audio and video tapes
which can be used in training to analyze and interpret intonation,
speaker distance, eye contact, and gesture. Tapes of American
interaction may be used as a point of departure. A good test of
observation skill is to interpret the nature and feeling of inter-
actions between Ameficans and between members of the target culture
from video tapes with the sound track shut off. Video or audiotapes
in the foreign language can be used to help in aural recognition of
verbal cues.

Language teachers are also masters of practice drill techni-
ques which make a learner familiar with new habits. New behaviors
which might be drilled inc%ude appropriate speaker distance, éye
contact, bowing or nodding, the use or avoidance of specific hand
gestures and facial expressions, and mock interpretation. Such
techniques can be practiced in English with rehearsed dialogues
or spontaneous role playing.

A final word concern%ng adaptation to foreign cultures. In
some societies, particular behéviors are governed by elaborate

social rules. In such cases, it is advisable to be familiar with

10s
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appropriate "outsider's behavior'. A culture may or may not
appreciate a visitor trying to adopt its norms. Particularly if

 the new behavior is complicated or requires a certain status that
visitors do ﬁot have, it may_bé,preferéble to acknowledge a
‘foreign custom witﬁoutJimitating it. A-visiior to Japan, for
instance, is better off'ﬁb¢d£ng briefly than trying to figure out
how long and.how low to bow to whmn: Thé foreign language teacher,
as a natiyg of that langhage cémmunity or as an experienced out-

~sider, is well ‘equipped to advise trainees on how or whether;to
modify their own verbal and nonve%bal‘behaviof.
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"Applicant should be fluent in one or more of the following

languages}.." "...must be fully bilingual." "Knowledge of Portu-
Juese preferred." "Excellent skills in both German/English are
necessary." "Working knowledge of Arabic/Hebrew required ".What

does the employer really.mean when specifying such employment re-
guirements? How do applicants interpret them? What pro;isions
is the foreign language profession making to cl. 'y this job
market shorthand?

The proficiency—based approach to foreign language assessment
evolved in the government sector and has been adapted for academic
purposes by the American CounCil on the Teaching of Foreign Languages
(ACTFL) and the Educational Testing Service (ETS). Some form of
foreign language profiCiency measurement has been 1n uselin ggvern—

ment for over twenty-five years, but the evolution of proficiency

rating scales has been a gradual one. Liskin-Gasparro (1) recounts

~that the National Mobilization and Manpower Act of 1952 led to the

first rudimentary descriptions of linguistic proficiency levels for
government employees, In 1955 the Foreign Service Institute (FSI)
embarked on a'more'specific program to better identify the foreign
language skills of its personnel, and the original descriptions
were refined. In the riext decade, the descriptions urew in sophisti-
cation and spread to other government agencies; including Central
Intelligence Agency (CIA) Language School, Defenc. Language Institute
. I , :
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(DLI), and Pcace Corps. Representatives of these agencies met

in 1968 to standardize these proficiency-based level definitions;
now known as the Intenagéncy Language Roundtable (ILR) definitions,
these rating scales serve as the norms for language proficiehcy

~!

ratings in government. . .

To date, the modality receiving. the gieatest attention has
béen oral proficiency, énd the measure developed to evaluate ofal
ability was an interview. Lowe (2) explains that "the oral inter-
view is a face-to-face test of a candidate's foreign language
speaking ability whgn talking to two trained testers" (or in the
academic context, usually one trained tester) "for a period of 10
to 40 minutes. The resulting speech sample is then rated(on a
scale of 0 (for no practical ability to function in the language)
to 5 (for ability equivalent to that of an educated native speaker)
with pluses given for performanée stronger than halfway to the next
level."

Proficiency ratings are routinely used fof job classification
and language-related assignments in government, and in some cases,
salary increments are linked to pxbficiency ratings. By defining
a job as requiring Level 2 (Advanced) oral proficiency (or reading
proficiency, or writing proficiéncy, or listening proficiency -- |
depending on the job) thé vagueness and confusion resulting from
the use of such terms as "fluent," "bilingual," and'working knowledge
is eliminated. 1In addition to being useful to the supervisor, these
proficiency rating scales are also useful to the job applicant; the
applicant understands from the outset what is éxpected and can better

estimate whether he or she has the reguired proficiency.



How might language proficiency ratings serve the non-govern-
ment, business sector? Suppose a job applicant presents a document
indicating that he or she is a Level 2 (Advanced) speaker of a tar-
get language. By referring to the rating definitions; £he employer
could confirm that a Level 2 (Advanced) speakef can satisfy limited
work requlrements and can perform the llngulstlc functions of narra-
tion and description expressing past; present, and future time with
relative accuracy. With this information, the employer would be
able to routinely judge whether the applicant in question is able
to sell microcomputers in Mexico, send a telex to Japan or properly
‘greet Saudi VIP's at the airport. The steady rise in the number of

multi-national corporations and the increase in trade between US

_~companies and foreign concerns indicate that the climate may be

&7

right for the utilization of proficiency-based credentials in
business and industry. Yet it may be unrealistic to expect such

a process to be institutionalized in business until it is first in-
stitutionalized in academia and articulated from the classroom to
the work place.

Until fairly recently, relatively few educators outside'of
government were familiar with the oral interview and the rating
scale, and little effort was made to explore its use in academic
institutions, but in 1979 ETS received funding from the Department
of Education to explore the possibility and desirability of estab-
lishing a "common.yardstlck" to describe pgiformance in one or more

7
language skills in the non- government academic environment (3).
After careful 1nvest;;;;10n of existing proficiency scales in the

United States, Europe, and Japan, it was decided that commitment

to some form of the 0-5 government scale was advisable, but it
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