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epeKTUBHOCTI KpOC-KyJIbTYPHOI KOMYHiKallii Ha the effectiveness of intercultural communication on
PO3BUTOK iHAYCTpil TypuaMy. Ykpaiucokuil #ypHaa the development of the tourism industry. Ukrainian
npuKk/aAadHoi eKOHOMIKU Mma MmexHIKU. Journal of Applied Economics and Technology.
2024.Tom 9. Ne 4. C. 36 - 40. 2024. Volume 9. Ne 4, pp. 36 - 40.

Communication is a crucial element of cross-cultural management because culture is transmitted and reproduced through
communication in one form of interaction or another. In general, any act of communication is determined in one way or another
by the cultural differences of its participants. Cross-cultural communication occurs when an individual belonging to one culture
sends a message to an individual belonging to another culture. Mistakes in cross-cultural communication occur when a
representative of another culture needs to receive the message in the meaning that the sender attached. The survey aims to study
the problem of increasing the effectiveness of cross-cultural communication as a critical factor in the development of the tourism
industry and to develop practical recommendations for improving the effectiveness of cross-cultural communication. Perception,
stereotypes, and ethnocentrism are leading causes of cross-cultural communication violations. Perception relies on established
stereotypes and interprets events based on familiar experiences gained in another environment and another social, everyday
context. Stereotypes are relatively narrow views of a specific situation's average statistical behavior style. Ethnocentrism is
related to the stereotypical perception of other cultures. The tourism industry has constant cross-cultural interaction, especially
in international tourism with long-term trips. Therefore, to determine the need for preliminary training of the tourists for cross-
cultural communication, which would be effective and pleasant for all its participants, we suggest pre-determining the possibility
(presence) of a significant cultural distance using one of the classifications of cultures (proposed by E. Hall or R. Lewis according
to the combination of cultures). Suppose there is a significant cultural difference between cultures, and the period of stay of an
international tourist in the conditions of another culture exceeds a month. In that case, it is necessary to conduct a preliminary
briefing on the peculiarities of the national culture and communications with its representatives and provide a written reminder.
Keywords: cross-cultural communication, communication, communication effectiveness, cross-cultural management,
perception, stereotypes, ethnocentrism, verbal communication, international tourism, development of tourism industry, tourism
industry.

KomyHikayis € Kawo4o8uM eneMeHmoM KpPOCKYJAbMypHO20 MeHeOHCMEeHMYy, OCKIIbKU Kyabmypad nepedaemscs i
gidmeoproembcs yepe3 cniaKy8aHHs 8 mill yu iHwiti hopmi 83aemodii. 3azanom 6ydb-aKulli akm chifKy8aHHs mak 4u iHakue
BU3HAYAEMBCS KYAbMYPHUMU 8I0OMIHHOCMAMU 1020 y4acHUKI8. KpocKy/ibmypHa KOMYHIKayisi BUHUKAE, KOU NPedcmasHUK
00HIEl Kyabmypu nocusae nogidomsaeHHss npedcmasHuky iHwoi kKysabmypu. Ilomuaku 6 KpoCKyAbmypHill KOMyHIikayii
BUHUKAIOMb, KO/U NPedCMABHUK IHWOI Ky1bmypu He 0mpuMye nogidoMAeHHsl 8 MOMY 3HAYEHHI, siKke 8KAadde 8i0NpaBHUK.
Memorw yiei cmammi € docaidxiceHHss npobaemu nidguweHHs1 ehekmueHocmi KpoCcKyAbmypHoi KOMyHIkayii ik Kpumu4Ho20
YUHHUKAQ po3sumky iHdycmpii mypusmy ma po3pobka npakmu4Hux pekomeHdayili wjodo nideuujeHHs1 edpekmugHocmi
KpockyabmypHoi komyHikayii. CnpuliHamms, cmepeomunu ma emHOYeHMpu3M € OCHOBHUMU NPUYUHAMU NOPYWEHb
KpOCKYyAbmypHOi KoMyHikayii. CnpuliHsimms cnupaembsbcsi HA ycmaseHi cmepeomunu ma iHmepnpemye nodii Ha 0cHo8i
3Hatiomo20 doceidy, ompumMaHozo 8 iHuwoMy cepedosuwyi ma iHWOMy COYiarbHOMY, NOBCSIKOeHHOMY KoHmekcmi. Cmepeomunu
- Ye 8IOHOCHO 8Y3bki N02/110u HA cepedHbOCMAamMuUCMuUYHUll cmu/ib N08ediHKU 8 KOHKpemHill cumyayii. A emHoyeHmpusm
nog’si3aHull 3i cmepeomunHum chpuliHimmsaMm [HWuUx Kyabmyp. IHdycmpis mypusmy noe’sid3aHa 3 nocmiliHumu
KPOCKYAbMYPHUMU 83AEMOO0IAMU (0C06AUB0 8 MINCHAPOOHOMY mypusmi) doszompusasumu nodopoxcamu. Tomy 04
BU3HA4eHHs HeobxidHocmi nonepedHboi nidcomosku mypucma do KpocKy 1bmypHoi KoMyHikayii, ska 6yaa 6 edpekmugHor ma
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NPUEMHOI 015 8CIX ii Y4acHuUKi8, 3anponoHOB8aHO NONepedHbO BU3HAYUMU MOXCAUBICMb (HasieHicmb) 3HA4HOI KyAbmypHoi
ducmanyii 3a donomozoio odHiei 3 kaacugpikayiii kyasmypu (E. Xoana abo P. /lvioica) 8idnogioHo do kombiHayii kyaemyp. Axkujo
iCHy€ 3HA4Ha Ky/a1bmypHa ducmauyis Mixc Kyabmypamu i mepmiH nepe6y8aHHs MidHApodHO20 mypucma 8 ymoeax iHuoi
Ky/1bmypu nepeguujye Micsyb, mo HeobxidHo nposecmu nonepedHiti iHcmpykmasxic npo 0ocobaugocmi HayioHaAbHOI Ky1mypu
ma chinKyeaHHs 3 i npedcmasHukamu, a makojc Hadamu nucbMose Ha2ady8aHHsI.

Katouoei caoea: kKpockyabmypHa KoMyHIKayis, KomyHikayisi, epekmusHicms KomMyHikayii, KpockyabmypHull meHedxicmeHm,
cnpullHsammsi, cmepeomunu, emHOYyeHmMpu3M, 8ep6aabHa KOMYHIKQYisl, MIXCHAPOOHUU mypu3m, po3gumok iHdycmpii mypusmy,
iHdycmpis mypusmy.

Statement of the problem

As a branch of the world economy, the tourism industry is actively developing in the conditions of
globalization despite wars, aggravation of conflicts, and pandemics. International tourism has already become one
of the critical areas of cross-cultural activity, creating a significant basis for further international business
development. Countries worldwide have opened and continue to open their borders to travelers to allow them to
participate in recreational, health, or educational tours. During such tours, cross-cultural communication arises as
a process of interaction and exchange of information between people from different cultures, including verbal and
non-verbal communication.

Cross-cultural communication mainly occurs when people from different cultures meet, interact, and
cooperate. One of the critical problems of cross-cultural communication is mutual understanding between people
from different cultures. Various cultures have norms and values that may differ from those of other cultures,
affecting behavior during communication. Cross-cultural communication includes many factors that can affect
communication between people from different cultures, one of the critical factors being respect and tolerance for
representatives of other cultures. Intercultural communication can be challenging, especially between
representatives of culturally distant cultures.

The analysis of recent research and publications. The study of cross-cultural communication began in
1954 when the term was first proposed by scientists E. Hall and G. Trager [11]. E. Hall [7] was the first to propose
making the problem of cross-cultural communication a subject of scientific research and an independent academic
discipline. In addition, the research results of R. Lewis [10] on the peculiarities of cross-cultural communication of
representatives of different cultures are the basis for developing cross-cultural communication as a discipline.

Hofstede G., Hofstede G. ], Minkov M. [9], Trompenaars F. and Hampden-Turner Ch. [12] paid
considerable attention to the peculiarities of cross-cultural communications in their cross-cultural research.
Among Ukrainian scientists, it is possible to note the research on cross-cultural communication by T. Blyznyuk,
N. Todorova, 1. Kovalynska, M. Tarnavskyi, and others. The study of the peculiarities of cross-cultural communi-
cation in the tourism industry is devoted to the works of V. Voronkova, O. Lyakhovich, Y Lyubivygo, D. Musienko,
S. Solyanyk, and others. However, some aspects of increasing the effectiveness of cross-cultural communication as
one of the factors in the development of the tourism industry require more detailed investigation.

The purpose of the research

The article aims to study the problem of increasing the effectiveness of cross-cultural communication as
a critical factor in the development of the tourism industry and to develop practical recommendations for
improving the effectiveness of cross-cultural communication.

Presentation of the main research material

Cross-cultural communication occurs when an individual belonging to one culture sends a message to an
individual belonging to another culture. Increasing the effectiveness of such communication consists precisely in
avoiding (or reducing) errors during such interaction. Mistakes in cross-cultural communication occur when a
representative of another culture needs to receive the message in the meaning that the sender attached. The
significant the difference in the sender's and receiver's cultures, the greater the chance of error and, accordingly,
the reduced effectiveness in this cross-cultural communication.

The study [9] found a significant influence of national culture on the behavior and relations of
multinational company employees. According to the results, national culture explains 50% of the differences in
the relations and behavior of representatives of different national cultures.

The translation of meanings into words and behavior (i.e.,, into symbols) and back into meaning is
determined by the individual's cultural background and environment. It is different for representatives of other
cultures. The more significant the difference in the cultural origin (cultural distance) of the sender and receiver,
the more significant the difference in the meanings they attach to certain words and manners of behavior [2].

Even between people from the same culture, verbal communication can go wrong. The possibility of
communication problems increases significantly when communication occurs between people representing
different cultural groups because the message's source encodes it using his cultural filter, and the receiver decodes
the same message using his filter. Because of the use of various cultural filters in many cases, as noted by
scientists [13], there needs to be a better understanding of the content of the message.

Interpretation occurs when a person assigns meaning to observations and their relationships; it is the
process of extracting content from sensations. Interpretation organizes our experience so that it guides our
behavior. Based on our experience, we make assumptions about our feelings, so we do not have to re-discover
meaning when faced with similar situations.

ISSN 2415-8453. Ukrainian Journal of Applied Economics and Technology. 2024. Volume 9. Ne 4.
37




Cross-cultural communication and interaction constantly cause misinterpretation, which is caused by
perception, interpretation, and evaluation errors. When the message's sender is from one culture, and the receiver
is from another, the chances of an accurate message being conveyed are slim.

The leading causes of cross-cultural communication violations are primarily related to perception,
stereotypes, and ethnocentrism.

In a cross-cultural environment, perception relies on established stereotypes and interprets events based
on familiar experiences gained in another environment and another social, everyday context. At the same time, the
objectivity of the conclusions obtained based on our interpretation is sharply reduced. As noted in the work [4], a
person with a narrow perspective does not recognize the existence of other people's approaches to life and work
that differ from his own, nor the fact that these differences can have severe consequences since people in all
cultures are limited to some extent.

At the same time, it is worth remembering the significant influence of stereotypes inherent in each
national culture. Stereotyping is a form of categorization that organizes our experience and determines our
behavior within ethnic and national groups [3].

As noted in the survey [12], there is as much originality as there are people in any national culture.
Cultures within which norms of behavior vary greatly tend to characterize others based on extremes. This is
because a person notices the differences in other people first and only then the similarities. Stereotypes are formed
by characterizing different people's behavior based on extremes since people mainly remember differences
(surprise), not similarities.

Stereotypes never describe individual behavior; instead, they describe a behavioral norm for members of
a particular group [2]. The stereotype is a relatively narrow view of a specific situation's average statistical
behavior style. In the context of cross-cultural management, it is a perception of a foreign culture with an
exaggeration of its (usually negative) features since people often equate an unknown phenomenon with something
wrong. Since the basis of stereotypes is a simplification, the stereotypical conclusion often compensates for the
lack of knowledge, which is a significant problem during cross-cultural interaction and communication.

Another reason for violations of cross-cultural communications is ethnocentrism, which is associated with
the feeling of superiority that representatives of one culture feel about others. Ethnocentrism is directly related to
the stereotypical perception of other cultures. As noted in the work [4], ethnocentrism can lead to complacency
and complacency: considering one's own culture to be the best and correct, a person may not try to try to see what
lies beyond it because he believes it unimportant to understand other cultures. Because there is a feeling that the
closer another culture is to one's own, the more correct it seems, and vice versa, when there are significant
differences between cultures, the danger of the other culture is felt. Quite often, such a feeling of aggression arises
based on psychological depression, a subconscious sense of inferiority, that is, symptoms characterizing culture
shock.

In cross-cultural situations, it is necessary to constantly assume the presence of differences in cross-
cultural interaction (significant cultural distance) until the similarity of cultures is proven. The tourism industry
has constant cross-cultural interaction, especially in international tourism [1; 5]. Tourists who plan long-term trips
and plan to interact directly with representatives of the local population need special attention.

Therefore, to determine the need for preliminary training of the tourist for cross-cultural communication,
which would be effective and pleasant for all its participants, we suggest pre-determining the possibility
(presence) of a significant cultural distance using one of the classifications of cultures proposed by E. Hall or
R. Lewis.

These classifications are grouped precisely by analyzing the communications features in different
countries.

Thus, according to E. Hall's classification [8], two types of cultures are distinguished, which differ in the
ratio of information saturation of the message and context: high and low context.

The context in which the communicative act takes place plays no less important role than the spoken
words, and knowledge of the cultural context is of great importance for understanding the subject of the
communicative act [13].

High-context cultures are characterized by the density of social ties (status and reputation extend to all
spheres of life); personal life is not separated from professional life. Such societies are characterized by the wide
use of coded language when things are not called by their names: the meaning of "yes" can vary from an absolute
"yes" to almost "no"; "no," as a rule, is not accepted to say.

For cultures with a high context, it is of particular importance how a person is dressed, what kind of car
he uses, what education he received, whether he works in power structures, etc.

Countries with a high cultural context include France, Spain, Italy, countries in the Middle East and Latin
America, Ukraine, and Japan. Great Britain, Austria, Germany, Belgium, and Switzerland occupy an intermediate
position.

In low-context cultures, the responsibility for communication success is primarily borne by the one who
transmits information. He must possess the skill of accurate and detailed description. It is customary to call things
by their names; the situation is described as precisely and in detail as possible. The recipient can handle special
knowledge about how the described process arose and developed or what relationships are essential. People are
assumed to negotiate among themselves freely, and external constraints are very general. The cultural
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prerequisite of this type of communication is a high degree of individualism, freedom, and mobility. Information
is transmitted between interlocutors in an explicit, open form. Representatives of the low-context culture do not
simply divide private and public life but also consider each sector of their life separately.

Countries with a low-context business culture include the USA, Canada, Holland, Germany, Scandinavian
countries, and the Netherlands.

The classification of R. Lewis is most appropriate if cross-cultural interaction with representatives of
Western and Eastern cultures is expected. According to the classification of R. Lewis, cultures are divided into
three groups of cultures [6]:

1) mono-active (linear-active) - task-oriented;

2) multi-active - people-oriented;

3) reactive (respect-oriented listeners).

In mono-active cultures, time is perceived linearly, and there is a desire for its efficient use. There is strict
linearity and consistency in planning and carrying out their affairs; they prefer to do one thing rather than perform
several tasks in parallel. According to the degree of openness, mono-active cultures are introverts; that is, they like
solitude, are not afraid of work, but prefer not to be responsible for the result in front of the examiner; they focus
mainly on their inner self, they are characterized by introspection, isolation, and constant reflection.
Representatives of mono-active cultures are Swedes, Swiss, Danes, Germans, English, Americans, Australians, New
Zealanders, and Scandinavians (except Finns) [6].

For multi-active cultures, time is a subjective quantity that can be disposed of according to one's plans and
intentions. It is believed that the more things are done simultaneously, the better. In planning time, first, the
relative importance of each meeting is considered. Time should be measured not only by value (in monetary
terms) but also by the interest and importance of the planned event. According to the degree of openness, multi-
active cultures are bright extroverts. They can conduct several projects simultaneously, have a positive attitude to
rumors and gossip and use them as an additional information channel, strive to establish interpersonal
relationships and realize family and informal relationships - typical representatives of multi-active cultures:
Italians, Spaniards, Latin Americans, and Arabs [6].

Reactive cultures are interaction-oriented cultures that place the highest importance on politeness and
respect. The business communication style is distinguished by diplomacy, caution, and restraint. According to the
degree of openness, representatives of reactive cultures are introverts. It is essential for them not to interrupt the
interlocutor during a conversation but to be able to listen and hear him in conflict situations to avoid scandals, as
itis essential not to lose face. Emotionally, they are not obsessive. Significant matters in the company are entrusted
to reliable, proven people. In such cultures, time is perceived as rotating in a circle with a certain cyclicity, so
business contacts are carried out by planning activities according to the cyclical development of time. Time is not
linear; it is cyclical, constantly turning in a circle and returning to the same opportunities, problems, and risks, but
a person becomes wiser at the same time. Reactive cultures are the cultures of Japan, China, and Finland [6].

Conclusions and prospects for further research

The tourism industry has constant cross-cultural interaction, especially in international tourism, in the
long term. Therefore, to determine the need for preliminary training of the tourist for cross-cultural
communication, which would be effective and pleasant for all its participants, we suggest pre-determining the
possibility (presence) of a significant cultural distance using one of the classifications of cultures proposed by E.
Hall or R. Lewis (according to the combination of cultures). The classification of R. Lewis is most appropriate if
cross-cultural interaction with representatives of Western and Eastern cultures is expected. If there is a significant
cultural distance between cultures and the period of stay of an international tourist in the conditions of another
culture exceeding a month, then for that tourist, it is necessary to conduct a preliminary briefing on the
peculiarities of the national culture and communications with its representatives and provide a written reminder.
A written reminder is sufficient if the stay is less than a month.
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