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Abstract. Although various aspects of intercultural communication have been addressed in the 
works of various authors, there is still a lack of works that describe intercultural communication 
from the new viewpoint – in terms of effective intercultural business interaction, theoretical analysis 
of models of the classification of cultures, and combination of theoretical and practical insights in 
overcoming the obstacles of intercultural interaction. There is also a lack of works that highlight 
creativity as an integral part of cross-cultural business communication. In the belief of the author 
of the article, without a close synthesis of these aspects, it is impossible to understand in detail the 
meaning of effective intercultural business interaction. Purpose of the article – to analyse theoretical 
and practical aspects of effective cross-cultural business communication based on creativity. In the 
article, through the use of the models of the classification of cultures of various researchers from 
around the world (Richard R. Gesteland, Edward T. Hall, Richard D. Lewis, Geert Hofstede, Gert 
Jan Hofstede, Michael Minkov, Shalom H. Schwartz), the aspects of multiculturalism in the context 
of intercultural business interaction are highlighted. The work analyses creativity as an integral part 
of effective cross-cultural business communication. The publication also describes the barriers in the 
intercultural interaction and ways to overcome it. Research methods used in the work: systematic, 
comparative, logical analysis and synthesis of scientific literature.

Keywords: barriers to intercultural interaction, creativity, culture, intercultural communication, 
multiculturalism.

Introduction

Intercultural business interaction takes place in the medium of different cultures with their 
inherent features. Effective management of international constructive communication and 
negotiation management requires relying on adequate theoretical solutions and effective or-
ganisation of practical communication work. Therefore, it is necessary to analyse various 
aspects of internationalisation in intercultural communication.
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Although various aspects of cross-cultural communication have been addressed in the 
work of various authors (Jančaitytė et al., 2009; Pruskus, 2004, 2010, 2013; Petkevičiūtė & 
Budaitė, 2005; Lustig & Koester, 2006; Scollon et al., 2012), to date there is a lack of works 
that describe intercultural communication from the new viewpoint – in terms of effective 
intercultural business interaction, theoretical analysis of models of the classification of cul-
tures, and combination of theoretical and practical insights in overcoming the barriers of 
intercultural interaction. There is also a lack of works that highlight creativity as an integral 
part of cross-cultural business communication. In the belief of the author of the article, with-
out a close synthesis of these aspects, it is impossible to understand in detail the meaning of 
effective intercultural business interaction.

Problem. Underestimation of the importance of theoretical and practical harmony ele-
ments of intercultural interaction as well as the creativity aspect in constructive commu-
nication, without which it is impossible to develop an effective strategy for intercultural 
constructive communication.

Object of research – intercultural communication in the context of business interaction.
Purpose of the work – to analyse theoretical and practical aspects of effective cross-cultural 

business communication based on creativity.
Tasks of the work: 1) to analyse the aspects of multiculturalism in the context of inter-

cultural business interaction through the models of the classification of cultures by various 
world scientists; 2) to analyse creativity as an integral part of effective cross-cultural business 
communication; 3) to describe obstacles to intercultural interaction and ways to overcome 
them. According to the author’s belief, only with a proper understanding of the aspects listed 
in these tasks, it is possible to ensure the effective intercultural communication in the context 
of business interaction.

Methods of research – systematic, comparative, logical analysis and synthesis of scientific 
literature.

1. Multiculturalism in the context of intercultural business interaction: 
theoretical aspects

Communication of representatives of different cultures in the global world poses additional 
difficulties in evaluating the negotiating, business interaction skills of communicating su-
bjects and in modelling strategic decisions. All of this implies the need to look for modeling 
approaches geared towards intercultural compatibility and a more efficient knowledge of the 
context of intercultural business interaction (Peleckis, 2016, p. 32).

Different authors have presented different classifications that indicate how the peculiari-
ties of business interaction and negotiation of one culture depend on one or another cultural 
medium.

Cohen (1991, pp. 7–32) distinguishes between two paradigms of negotiation and business 
interaction: American and Oriental. In addition, negotiations, as well as various meetings 
and assemblies, form the basis for intercultural business interaction; therefore, we will place 
a greater emphasis on negotiations in this article. We will discuss these paradigms in more 
detail.
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The American culture of business interaction and negotiation is based on a verbal, 
explicit, low-context communication style. Low contextuality cultures are characterised by: 
1) straight and expressive language; 2) limited attention to the use of non-verbal forms of 
interaction in communication; 3) clear and precise evaluation of all topics and issues cove-
red; 4) treating tacitness as a lack of competence or lack or shortage of information; 5) open 
expression of dissatisfaction (Hall, 1983; Pruskus, 2012, p. 83). This paradigm is based on 
the principles of “I can do” and “give and take”. In business interaction and negotiation, the 
representatives of the American paradigm, seeing the benefits of giving and taking, can do 
many processes that have not been fully included on the agenda of a business meeting, as 
well as agree on things other than what was initially intended. During negotiations, solutions 
are constantly sought here with the negotiating partner because it is believed that both sides 
must be motivated to solve problems just as much as they are interested in profit making 
(Pipirienė & Maciukevičienė, 2011, p. 299). Time for the representatives of this paradigm 
always has real value, it is particularly true to the representatives of the United States (US) 
(Pruskus, 2004, pp. 187–188).

The Oriental paradigm of negotiation and business interaction is based on different ne-
gotiating characteristics. It is dominated by the internal, high-context communication style 
(Pipirienė & Maciukevičienė, 2011, p. 299). High contextual cultures are characterised by: 
1) unmanifested, concealed language, multiple pauses with multiple meanings; 2) focus on 
non-verbal communication and ability to “speak with the eyes”; 3) accurate, detailed con-
veyance of information, although basic words are sufficient for communication; 4) avoidance 
of open display of dissatisfaction under various conditions and results of interaction (Hall, 
1983; Pruskus, 2012, p. 83). The oriental paradigm is characterised by the fact that business 
interaction, negotiation is taking place and decisions are made much more on the basis of 
the collective opinion rather than personal attitudes. Establishing and consolidating personal 
relationships during business interaction and negotiations is considered a very important 
aspect of communication. In this intercultural communication paradigm, great importance 
is attached to history, the course of the meeting, the atmosphere, the patience and the toler-
ance. Agreement can only be reached after good relations have been established and there is 
no rush to reach the end of the negotiations (Pipirienė & Maciukevičienė, 2011, p. 299). This 
paradigm is represented by countries such as Japan, China, etc. (Pruskus, 2004. pp. 206–217).

Casse and Deol (1985) have distinguished between a broader classification of negotiation 
and business interaction cultures – three paradigms – Japanese, North American, and Latin 
American. The Japanese and North American paradigms are largely the equivalent of the Co-
hen’s (1991) oriental and American paradigms. The Latin American negotiating and business 
interaction paradigm is characterised by the fact that the behaviour of the representatives of 
this paradigm is based on emotions that are clearly displayed and are of great significance. 
Power and its display are highly valued in this paradigm. The whole team is involved in the 
decision-making process, but the final decision is made not by a specific person, as in the 
American paradigm, but by the person with the greatest power. Also in the Latin American 
paradigm much attention is placed on the atmosphere, relationship and exceptionally dignity 
(Pipirienė & Maciukevičienė, 2011, pp. 299–300).
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Gesteland (1997) distinguished the classification of intercultural interaction and negotia-
tion types by the treatment of the main aspects of negotiation (subjectivity, formality, time 
and emotionality). It allows for a flexible look at the features of intercultural interaction and 
negotiating in terms of country and region, without only being attached to geographic distri-
bution. The author analyses cultures in accordance with the following dimensions: 1) focus 
on business matters and interpersonal relationships; 2) formality and informality; 3)  time 
and agenda orientation; 4) expressiveness and reservation.

We will discuss the above classification in more detail, as the latter, in the opinion of the 
author of this article, best illustrates the peculiarities of multiculturalism in intercultural 
business interaction.

Business orientation and interpersonal orientation. In introducing this dimension, Geste-
land, in turn, distinguishes between the following types of cultures: 1) cultures focused on 
business affairs (Nordic and Germanic Europe, United Kingdom (UK), North America, 
Australia, New Zealand, South Africa); 2) cultures moderately focused on business affairs 
(Southern Europe, Eastern Europe, Mediterranean region, Hong Kong, Singapore); 3) cul-
tures focused on mutual relations (Arab States, most of Africa, Latin America, most of Asia) 
(Gesteland, 1997, p. 18).

In the global markets, the overwhelming majority are business cultures focused on mu-
tual relations. People in these cultures prefer to work with family members, friends, and 
well-known individuals or their groups, and find it uncomfortable to work with foreigners 
(Gesteland, 1997, p.  17). Such features are, for example, typical of Japan, which is often 
referred to as the “spider society” (Lewis, 2002, pp. 378–379). In order to establish a busi-
ness contact with persons from the business culture focused on interpersonal relations, for 
example, Japanese, you need to be introduced by a third party – an intermediary (Gesteland, 
1997, p. 21). This could be a businessman or a firm well-known to both parties. The services 
of this intermediary may be remunerated in terms of money or relevant services (Pruskus, 
2004, p. 210).

Business orientation, on the contrary, is limited to a small part of the world where entre-
preneurs build contacts rather easily with unknown partners without any prior preparation, 
interaction or relations (Gesteland, 1997, pp. 17, 19). The best example of a business-oriented 
culture is the US. It is easiest to deal with the US representatives in many respects because 
their business interaction philosophy is based on pragmatism and is simple (Lewis, 2002, 
p. 166).

Cultures oriented to business relations and mutual relationship also differ in the way 
they interact. Negotiators on the business-oriented side tend to prefer straightforward, open, 
simple language, while negotiators on the relationship side tend to prefer using the indirect, 
subtle, and sophisticated style. The latter prefer harmonious and smooth interrelations. They 
strive to preserve harmony by carefully controlling their language and actions so as not to 
offend others or place them in an uncomfortable situation (Gesteland, 1997, pp. 35–36). For 
example, the Japanese avoid the use of the word “no” in their negotiations as they believe this 
can lead to disharmony in the negotiations (Lewis, 2002, pp. 381, 383).

Formality and informality. There are formal and informal business cultures. Gesteland 
argues that formal cultures tend to be divided into hierarchies that reflect the position and 
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authority of their members. Meanwhile, informal cultures more appreciated egalitarian so-
cieties with less differences in status and power (Gesteland, 1997, p. 45). A more detailed 
breakdown of the above cultures is also possible: 1) highly informal cultures (Australia, US); 
2) completely informal cultures (Canada, New Zealand, Denmark, Norway); 3) formal cul-
tures (majority of Europe, Mediterranean region, Arab countries, Latin America, most of 
Asia (Gesteland, 1997, p. 47).

Contrary perceived values can lead to conflicts and distrust at the negotiating table. For 
example, when negotiating with German businessmen, it is strongly recommended that they 
be called by surnames and make sure not to forget their titles. It is not advisable to make 
jokes during business meetings with Germans. German formalism is not limited to the ne-
gotiations: even in the workplaces, where they have been working together for many years, 
their address their colleagues by surnames (Lewis, 2002, pp. 197, 199, 201). Americans are 
quite a different; although they always feel at ease, they do not like the formal atmosphere 
when interacting with partners (Pruskus, 2003, p. 296).

Time and agenda orientation. Different cultures have different perceptions of time and 
agendas. The latter aspect hinders effective constructive communication. In societies that 
treat the time strictly, punctuality is a must, agendas are untouchable, and business meetings 
are rarely interrupted. Gesteland describes these cultures as monochronic in his model of 
business interaction between different cultures. Their opposition are polychronic societies 
that pay less attention to punctuality and less respect the terms. Polychronic cultures appreci-
ate looser agendas or business meetings, which may include several “meetings within meet-
ings”. Gesteland subdivides these different cultures further: 1) highly monochromic cultures 
(Nordic and Germanic Europe, North America, Japan); 2) average monochromic cultures 
(Australia, New Zealand, Eastern Europe, Southern Europe, Hong Kong, Singapore, Taiwan, 
China, South Korea); 3) polychronic culture (Arab States, Africa, Latin America, South and 
Southeast Asia) (Gesteland, 1997, p. 57).

Different perceptions of time and agenda leads to conflicts. Rarely does anyone from 
the northern Europe or North America accept the polychronic use of time (Pruskus, 2004, 
pp. 120–121).

Expressiveness and reservation. There are expressive and reserved cultures. Gesteland gives 
the following sub-classification of such cultures: 1) highly expressive cultures: Mediterranean 
region, Southern Europe, Latin America; 2) medium expressive cultures: US and Canada, 
Australia and New Zealand, Eastern Europe South Asia; 3) reserved cultures: East and South-
East Asia, Nordic and Germanic Europe (Gesteland, 1997, p. 68). Representatives of reserved 
culture do not like to talk much, they prefer listening. Listening is a necessary attribute of 
their interaction with others. Representatives of this culture are introverts, distrustful of ex-
cessive words and therefore skilled in interacting without words. This is assisted by the subtle 
expression of the body, which is fundamentally different from the exuberant handwaving of 
the Romance peoples and Africans (Pruskus, 2004, p. 110).

At the turn of the century Hall divided cultures into: 1) high and low context; 2) mono-
chronic and polychronic (Hall, 1983; Nardon & Steers, 2009, p. 5). The characteristics of 
low- and high-context cultures have been discussed when analysing the paradigms of nego-
tiating and business communication: American and Oriental. The characteristics of mono-
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chronic and polychronic cultures have been discussed in the analysis of the classification of 
Gesteland’s (1997) intercultural communication and negotiation types, in which this author 
incorporated some elements from the Hall’s model of cultural classification. According to 
Hall, different cultures have different perceptions of space. There are cultures characterised by 
the need for a defined personal space between themselves and others (US, Japan). Contrary 
to these cultures are Latin American and Arabic countries with inherent community sense. 
Representatives of these cultures feel comfortable in a common space with others (Nardon 
& Steers, 2009, p. 5).

Lewis (2002) divides the peoples’ cultures into three groups in accordance with their 
focus to the outside world: 1) focus on achieving the target (representatives are highly organ-
ised planners (single plan)); 2) focus is on people (representatives are talkative, looking for 
interconnection (multi-plan)); 3) focuses on respect for people (representatives are reserved, 
introverted) (Lewis, 2002, pp. 42–56). The classification of mono-planar and multi-planar 
cultures here corresponds essentially to the aforementioned Hall’s classification of mono-
chronic and polychronic cultures.

Geert Hofstede (Hofstede et al., 2010, pp. 53–298) proposed a paradigm where he distin-
guished six cultural dimensions (problems that each culture faces and solves in its own way), 
by which individual cultures can be described and compared: 1) power distance; 2) avoid-
ance of uncertainty; 3) individualism – collectivism; 4) masculinity – femininity; 5) long-
term  – short-term orientation; 6) satisfaction and constraint. These dimensions must be 
taken into account in pursuit for effective intercultural business and economic interaction, 
and for productive negotiation. It is obvious that only the better understanding of mentality 
of different cultures will enable us to apply our communication strategy with other cultures 
more effectively.

Power distance. This distance is associated with the desirability or unwantedness of in-
equality in society as well as the levels of dependence and interdependence. This dimension 
shows the extent to which employees recognise that those above them in their management 
hierarchy have power. In cultures with a higher power dimension, managers and subordi-
nates regard each other as unequal. They do not feel uneasy as a result but rather accept as an 
inevitability that must be accepted. Here, power is centralised and subordinates are expected 
to follow instructions. In the cultures with lower power distance, managers and subordinates 
are treated more equitably and there are no strict boundaries between them (Peleckis, 2016, 
p. 37). As a contrast – cultures based on different power distance, we can identify China, 
Malaysia, Indonesia, Philippines, India, Arab countries, Mexico, Venezuela, Ecuador (very 
strong power distance) and Switzerland, Finland, Norway, Sweden, Ireland, New Zealand, 
Denmark, Austria, Israel (very weak power distance) (Hofstede et al., 2010, pp. 57–59).

Uncertainty avoidance dimension. The uncertainty avoidance dimension expresses ambi-
guity, lack of tolerance, and the need for formal rules. It shows the extent to which people 
in a society feel the threat of uncertain situations and try to avoid them. In the countries of 
the avoidance of high uncertainty, characterised with low uncertainty avoidance, different 
rules and procedures are emphasised less because they rather rely on common sense and 
generalization (Peleckis, 2016, p. 37). Societies with uncertainty try to cope with the help 
of technology, law and religion. In organisations these spheres response to the technology, 
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rules and rituals (Pruskus, 2004, p. 76). High uncertainty avoidance indexes exist in countries 
such as Greece, Portugal, Belgium, Spain, France, Japan, Guatemala, Uruguay, Salvador, Peru, 
Argentina, Panama, Chile, Costa Rica, low uncertainty avoidance index is characterised by 
such countries as the US, UK, Ireland, Sweden, Denmark, Jamaica, India, Malaysia, Philip-
pines, Hong Kong, Singapore (Hofstede et al., 2010, pp. 192–194).

The dimension of individualism – collectivism. The dimension of individualism – collec-
tivism indicates the extent to which individual interests are given the priority in respect of 
interests (Peleckis, 2016, p. 37). Strong individualism is difficult for developed countries such 
as US, Canada, UK, Italy, Belgium, Denmark, Sweden, France, the Netherlands, Australia, 
New Zealand. Weak individualism and strong collectivism are found in countries such as 
China, Taiwan, Indonesia, Singapore, Thailand, South Korea, Pakistan, West Africa, Colom-
bia, Venezuela, Salvador, Panama, Ecuador, Guatemala, Costa Rica, Peru (Hofstede et al., 
2010, pp. 95–97).

The dimension of masculinity – femininity. In terms of this dimension, masculinity and 
femininity are understood here not in biological terms, but in the social sense. The IBM study 
found that almost everywhere, women see the social goals such as good relationships, respect 
to others and the physical environment, as more important, while men prefer the so-called 
ego goals such as career and money (Pruskus, 2004, p. 67). Thus, this dimension describes 
what members of the public place more emphasis on: perseverance and work goals (such as 
salaries and promotions) or care and personal goals (such as a friendly atmosphere, good 
relationships with management and other employees). For this reason, more feminine societ-
ies adapt better to gender differences than masculine societies (Peleckis, 2016, p. 37). Very 
weak masculinity or, in other words, very strong femininity is observed in countries such as 
Sweden, Norway, the Netherlands, Denmark, Finland, Portugal, Chile, Costa Rica, Thailand, 
very strong masculinity, or, in other words, very weak femininity, is prevalent in countries 
such as Japan, Austria, Italy, Switzerland, Ireland, UK, Germany, Venezuela, Mexico, Jamaica 
(Hofstede et al., 2010, pp. 141–143).

Long-term – short-term orientation dimension. This dimension is based on the teaching 
of the Chinese philosopher Confucius (Pruskus, 2004, p. 100). The dimension describes how 
quickly the members of the public expect the results. Long-term orientation provides for the 
promotion of traits focused towards rewards in the future, namely the endurance and cost 
effectiveness. Short-term orientation provides for the promotion of traits related with the 
past and present, namely, respect for traditions and fulfilment of social obligations (Peleckis, 
2016, p. 37). Long-term orientation is typical for countries like China, Taiwan, Hong Kong, 
Japan, South Korea, short term – US, Canada, UK, Philippines, Pakistan, Nigeria, Zimbabwe 
(Hofstede et al., 2010, p. 240).

The dimension of satisfaction or restraint. Communities with a high level of satisfaction 
can be relatively free to enjoy life and have fun with it, while restrained societies suppress 
the personal fulfilment of personal needs and are governed by strict social norms (Peleckis, 
2016, p. 37). The pole of satisfaction is represented by the North and South America, West-
ern Europe, some African countries, restraint – Eastern Europe, Asia, ad Muslim countries 
(Gudonienė, 2013, p. 186).
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Schwartz identified seven dimensions in analysing differences in value between coun-
tries: 1) conservatism (or dependence); 2) hierarchy; 3) excellence; 4) emotional autonomy; 
5)  intellectual autonomy; 6) dedication to egalitarianism (equivalence); 7) harmony (2006, 
pp. 140–142). Schwartz’s theory of cultural differences, which is based on research carried 
out in 54 countries, is also used in the research of values in the European Union countries. 
The results of this study by country show a significant correlation with the results obtained 
by Geert Hofstede (Gudonienė, 2013, p. 187).

The classification of world cultures classification in the works is addressed by other sci-
entists, such as Steenkamp (2001), Tsang (2011), Heales, Cockcroft, and Raduescu (2004), 
Javidan (2004), Trompenaars and Hampden-Turner (2012), however, their work will not be 
analysed in more detail in this paper because, in the opinion of the author, the classifications 
of scholars discussed in this publication are sufficiently representative of cultural differences.

In accordance with the author, after analysing the classification models of the cultures of 
different scholars around the world, Gesteland’s classification of cultures is probably the best 
in reflecting the cultural differences of the countries of the world and allows to relate it easily 
to the representation of these differences in the process of intercultural business interaction. 
It goes without saying that the classifications of cultures of other discussed scientists are no 
less significant and could be relied on in preparing developing effective international busi-
ness interaction strategies.

2. Creativity as an integral part of effective cross-cultural business 
communication

Effective cross-cultural communication in the context of business communication must have 
elements of creativity. It is not sufficing for the participants of international business commu-
nication to be aware and understand the models of classification of different cultures of the 
world, and to rely solely on this knowledge to develop effective international business com-
munication strategies. The “approach” itself to people of different cultures should be original, 
creative. Rakauskaitė (2014, p. 337) distinguishes five conditions needed to unfold a creative 
approach: 1) the main prerequisite is the ability to surprise; 2) the ability to concentrate, to 
perceive oneself as the true one, able to create the centre of the world and at the same time 
to transcend one’s personal boundaries, to blend in with others, to feel unity with the world; 
3) personal, “I” experience; 4 ) the ability to accept conflict and stress rather than avoid them. 
The tension stemming from polarity is a prerequisite for human existence, necessary for the 
development of spiritual strength and creative imagination; 5) courage and faith allowing to 
trust one’s experience and any new experience to emerge.

Creativity is a complex concept and has many definitions – the most common terms are 
used relate to a person, a product or a process. By interpreting creativity as a consequence of 
social and cultural processes, it is an approach that an individual can be creative only in a cer-
tain social context: “[...] we cannot explore creativity by isolating individuals and their work 
from the social and historical environment in which they operate” (Csikszentmihalyi, 1988, 
p. 325). We will not find creativity in the brain of an individual or embodied in artefacts – it 
arises from the interaction between an individual’s thinking and a socio-cultural context.
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In the report 21st Century Skills, Education and Competitiveness, the role of creativity in 
organisations, including business organisations, was highlighted as the most important and 
creativity-related skills formulated – solving complex, interdisciplinary, open issues; creative 
and entrepreneurial thinking; innovative use of knowledge, information and opportunities 
(Partnership for 21st Century Skills, 2008). In order to survive, to be able to communicate 
effectively with each other internationally, organisations must offer solutions to the changing 
societal needs. The increasing pace of change increases the expectations of the creative skills 
of the workforce and employee careers are increasingly open and no longer confined to the 
improvement of one product or service.

Another important trend that supports the interesting creativity of organisations, in par-
ticular in the private sector, is the desire to be innovative – in order to remain competitive, 
organisations must not only adapt to change but manage those changes, applying innovative 
business practices, processes, including the process of efficient cross-cultural communication, 
products and services (Černevičiūtė & Strazdas, 2014, p. 116).

It is important to understand the impact of the external environment – the macroenviron-
ment – on creativity. The macro environment is the external environment outside the organ-
isation – it can be the market, government policy, scientific and technological development, 
the broader political and social system, which can determine the work of the organisation.

The macroenvironment of creativity also includes national culture, defined as traditions, 
values, symbols, heroes and rituals that shape behaviour and support the right perception of 
the world (Adler, 2002). In some cultures, more emphasis is placed on individual creators, 
while in others, creativity is a collective action and occurs in groups. In some cultural envi-
ronments, everyone can be creative, in others, it is an exceptional talent that only exceptional 
people possess. Cultures that focus on exceptional cases of creativity tend to highlight the 
individual characteristics of such exceptional people by diminishing their environmental 
impact (Černevičiūtė & Strazdas, 2014, p. 117). It is believed that this trend is related to the 
dimensions of individualism-collectivism in culture (remember the paradigm proposed by 
Hofstede, Hofstede, and Minkov (2010), with its six cultural dimensions).

Effective cross-cultural business communication usually takes place in teams: this is espe-
cially true in the case of negotiations. Teamwork corresponds to the so-called “small-world 
network”, one of the most effective forms of social organisation for creativity and tasks. Small 
worlds have been found to host a remarkable variety of systems, including friendships, col-
laborations of all kinds, corporate alliances, production teams in business (Černevičiūtė & 
Strazdas, 2014, p. 116).

Thus, only by understanding the importance of creativity, it is possible to effectively com-
municate with foreign partners in the context of business communication, to negotiate, and 
make innovative decisions. Rakauskaitė (2014, p. 344) points out that creativity “is not an 
exclusive attribute of gifted people, but is achievable to every individual, it is an ability that 
we must continually cultivate”. Practical aspects of creativity education are widely discussed 
in the works of Rakauskaitė (2014), Grakauskaitė-Karkockienė (2002), therefore, we will not 
analyse them in detail in this article.
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3. Barriers to intercultural interaction and ways to overcome them:  
theoretical and practical insights

Effective intercultural constructive communication is impossible if we do not perceive the 
barriers to intercultural interaction and do not know the ways of removing them.

In accordance with Gudykunst and Kim (1997), the success of communicating with 
strangers depends on how much we are doing to manage anxiety and uncertainty. These 
authors distinguish the concept of the upper and lower uncertainty threshold (Gudykunst & 
Kim, 1997, p. 33). In accordance with them, effective communication requires our uncer-
tainty to be between the highest and the lowest threshold of uncertainty, in other words, we 
cannot be completely sure that we understand. When our uncertainty is below the maximum 
threshold, we rely on the information available, on the basis of which we can predict and 
explain to the behaviour of other people or their messages. If our uncertainty is below the 
minimum threshold, we find that other people’s behaviour is completely predictable, which 
makes us bored, lacking in interest and the motivation to communicate. However, the latter 
belief is not always correct and may lead to errors in the interpretation of the communication 
message (Gudonienė, 2013, pp. 66–67).

Anxiety and uncertainty in communicating with the representatives of other cultures can 
be reduced if we have a variety of intercultural communication competencies. Some authors 
(Jiaquan, 2009, p. 28) define intercultural competence as the ability to communicate with 
people from other cultural backgrounds, which encompasses three aspects: formation of cul-
tural awareness (including a comprehensive understanding of one’s own culture and attitudes 
towards other cultures); awareness of cultural knowledge; developing intercultural interac-
tion skills and the ability to use them effectively in intercultural situations. Lazauskienė and 
Rimienė (2018, p. 46) mention the following aspects of intercultural communication compe-
tences: cultural awareness, intercultural sensitivity and intercultural adroitness. Petkevičiūtė 
and Budaitė (2005, p. 136) describe intercultural competence as the ability of an individual 
(or organisation) to work effectively in a diverse environment. The authors also note that the 
following elements of intercultural competence content are commonly identified: cultural 
awareness, cultural knowledge, cultural sensitivities or cultural attitudes, cultural skills.

There are three main areas where intercultural communication competence is important: 
communications, business and military.

In the field of communication, the intercultural communication competence covers areas 
such as: personality (important are human traits that influence intercultural human com-
munication), communication skills (individuals must be competent in both verbal and non-
verbal communication), psychological support (a competent person must be able to acclima-
tise to a new environment), cultural awareness (individuals must understand social customs, 
social system of other cultures etc.) (Petkevičiūtė & Budaitė, 2005, p. 137).

Asta Radzevičienė states that an individual’s intercultural competence in the field of busi-
ness manifests itself in: 1) knowledge of business cultures as well as customs, traditions and 
negotiation strategies of other countries; 2) ability to analyse and adequately understand and 
respond to different cultural contexts; 3) knowledge of other countries’ political and busi-
ness philosophies and trends, ability to establish contact with business and political leaders 
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representing different cultures; 4) ability to work effectively in multicultural teams or in 
multicultural environments; 5) knowledge of languages (2004, p. 63).

In the military field, the following aspects of intercultural interaction competence en-
sure the effectiveness of intercultural communication: 1) awareness; 2) trust; 3) interaction; 
4) mutual understanding; 5) adaptability; 6) certainty; 7) initiative; 8) approval (Petkevičiūtė 
& Budaitė, 2005, pp. 136–137).

Jančaitytė, Valavičienė, Augutienė, and Prakapas (2009, p. 89) in their work present a 
model of S. A. Beebe, S. J. Beebe, and Ivy (2007) of effective interaction in overcoming dif-
ferences, which can be defined as the development of cultural competence. In accordance 
with S. A. Beebe, S. J. Beebe and Ivy (2007), knowledge, motivation, and skills are required 
to acquire competence. Knowledge of others to overcome differences can be gained through 
two strategies: 1) seeking information on other cultures; 2) asking and listening for answers. 
Acquiring and maintaining motivation to adapt to others requires: 1) to be patient; 2) to 
endeavour to tolerate ambiguities and uncertainties; 3) to be attentive to the differences that 
exist. Key skills in communicating with people who are different: 1) to be focused on others; 
2) to adapt interaction to others accordingly.

The excellent mastery of competencies cannot fully guarantee the absence of conflict 
situations that may arise in intercultural business interaction, especially in business meetings 
and negotiations. It is therefore necessary to know the different styles of conflict resolution 
in intercultural business interaction, negotiation and, where appropriate, to choose the right 
conflict resolution strategy.

Below is the description of five conflict resolution styles of international negotiations and 
business interaction in general (Miller, 2014, p. 202; Peleckis, 2015, p. 68): 1) competing style; 
2) adaptive style; 3) avoidance style; 4) collaborative style; 5) compromise style.

Competing style. It is a style that has features of non-cooperation and categorisation. 
Participants pursue their goals at the expense of others. It is the model focused on the use 
of powers, which uses what it takes to win (Peleckis, 2015, p. 68). Within this style, usually 
one negotiating party wins, the other loses (Mažeikienė & Peleckis, 2011, p. 205; Peleckis 
et al., 2016, p. 240).

Adaptive style. This style has the qualities of collaboration and non-categorization, in 
contrast to the competing style. Participants ignore their own problems, to meet the different 
interests of the participants, it is a self-sacrificing style (Peleckis, 2015, p. 68). Adaptation at-
titude is chosen in the negotiating when sacrificing something now in order to achieve future 
benefits, solve the problem faster (Peleckis et al., 2016, p. 243).

Avoidance style. This style has the properties of non-categorization and non-cooperation. 
Participants do not seek to solve their problems immediately, nor do they seek conflict. 
Avoidance occurs by delaying a problematic topic, waiting for a better moment, or avoiding 
a dangerous situation (Peleckis, 2015, p. 68). This style reflects the one wins – the other loses, 
or both lose negotiating strategy (Mažeikienė & Peleckis, 2011, p. 206; Peleckis et al., 2016, 
p. 242).

Collaborative style. This style has both categorical and collaborative qualities, as opposed 
to avoidance. Collaborative style involves the aim of cooperating with another participant 
in finding solutions that fully satisfy the objectives of the two negotiating participants. This 
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means that participants are deeply addressing the issues of negotiation, both in identifying 
the main problems and in finding the key alternatives to resolving issues that would sat-
isfy the objectives of both participants (Peleckis, 2015, p. 68). This style expresses the both 
win negotiation strategy, with each party seeking an agreement that satisfies both of them 
(Peleckis et al., 2016, p. 243).

Compromise style. This style is an intermediate position between categorisation and col-
laboration. Its aim is to find mutually acceptable solutions to the problem that are mutually 
accepted and partially meet the participants’ expectations. This style also has the properties of 
competitive and adaptive styles. Here, problems are tackled more actively than in the avoid-
ance style, but not so thoroughly and completely than in the collaborative style (Peleckis, 
2015, p. 68). The style expresses the both lose strategy (Mažeikienė & Peleckis, 2011, p. 206; 
Peleckis et al., 2016, p. 241).

If these conflict resolution styles are more suited to the negotiation situation, then these 
practical tips for dealing with conflicts arising in intercultural business interaction are more 
universal, namely: 1) staying focused on the essentials and not polarising (good – bad, posi-
tive – negative); 2) maintaining the contact: not to break the relationship, to encourage dia-
logue, not to isolate from one another; 3) recognise the existence of other styles: each person 
has his or her own conflict resolution style, which also has good qualities; 4) choose the own 
conflict resolution style: most people use the same style in similar situations; it is necessary 
to recognise and name their own style; 5) be creative and expand the style repertoire: not to 
stick to one style but to evaluate which style would be most acceptable in the current situ-
ation; 6) recognising the importance of the context of conflict: understanding of the wider 
social, economic, cultural, political context, which is the background for many conflicts; 7) be 
prepared to forgive: it is especially useful in solving intercultural conflicts, as accusation leads 
to stress, physical problems and even the burnout syndrome (Jančaitytė et al., 2009, p. 96).

Not only the problem of anxiety and uncertainty, lack of competence in intercultural 
communication, lack of an appropriate strategy for resolving conflict arising in intercultural 
interaction or negotiation can become serious obstacles to intercultural business interaction. 
Our individual reactions, which can be hostile, can also be hostile. Hostile reactions include: 
1) a sense of superiority; 2) ethnocentrism; 3) cultural relativism, the premise of universality; 
4) stereotypes (Gudonienė, 2013, pp. 68–73).

A sense of superiority. Representatives of many cultures believe that their values and prac-
tices are better than those of the rest of the world (Gudonienė, 2013, p. 69).

Ethnocentrism. It is the evaluation of other cultures or societies based solely on the criteria 
of one’s own culture or society. It is characterised by the tendency to evaluate the own group 
to which one belongs, better than others (Leončikas, 2004, p. 638). Sometimes ethnocentrism 
can be a cause of hostility to another culture. Ethnocentrism exists in all nations, and this 
is reflected in the drawing of maps: In the US published world maps, this country is most 
often positioned in the centre, in the British maps of the Western Europe is in the centre 
(Gudonienė, 2013, p. 70). It is very important for people to be focused on others for effec-
tive intercultural interaction. Being focused on others means considering the other person’s 
thoughts, feelings, and needs while maintaining their integrity during communication. How 
does one become focused on others? Jančaitytė, Valavičienė, Augutienė, and Prakapas (2009, 
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p. 90) identifies two stages to this becoming: 1) being socially good. It is a cognitive process of 
trying to understand what another person is thinking: taking into account the other person’s 
values, thoughts and attitudes; 2) being empathetic. It is the process of trying to feel what 
another person is feeling.

Cultural relativism, the premise of universality. Cultural relativism can be described as 
follows: it is a theory of cultural anthropology based on tolerating the cultural standards 
of other nations. Cultural relativism interprets cultural characteristics as elements of a par-
ticular distinctive cultural system, the behavioural meanings of its subjects – in accordance 
with the characteristics of their culture, and criticises the biased interpretation of peoples 
and entire cultures solely based on the customs of the own national culture (Leonavičius, 
2007, p. 231). Often, similarity is emphasised when they say: “maybe they dress, eat, build 
homes differently, but they are basically the same as us”. However, this is a misguided and 
sometimes dangerous attitude. If we think we know how the other thinks based on our 
own perspective, this is called projected cognitive similarity. The assumption that we know 
what the other is thinking, may disrupt the communication process and even cause conflicts 
(Gudonienė, 2013, p. 71). When interacting with people from different cultures, it should be 
borne in mind that even if they agree on common goals, they can pursue them in different 
ways. However, a certain degree of cultural realism is inevitable if we are to understand better 
the behaviour of strangers.

Stereotypes. This is yet another expression of the reaction of prejudice in intercultural 
interaction. Stereotypes reduce the uncertainty in the communication process and increase 
our confidence in predicting the behaviour of strangers. But most often, based on stereotypes, 
we overestimate the commonalities of a group, underestimate individual differences, and do 
so automatically without thinking (Gudonienė, 2013, p. 74). Pruskus (2010, pp. 32–33) dis-
tinguishes the following social functions of stereotypes in accordance with their significance 
in intercultural communication: 1) function of the transfer of relatively reliable information; 
2) orientation function; 3) function of positioning the attitude in relation to the alien culture.

Gudonienė (2013, p. 77) notes that even the theoretical analysis of intercultural commu-
nication, theories and studies of cultural differences themselves do not escape stereotypes, 
because every understanding and perception is at least partly based on them. Thus, there is a 
danger of underestimating the important features of individuals, activities, groups that occur 
in the context of non-national cultures.

In order to devisualise stereotypical behaviour in practice, the individual in intercul-
tural interaction must be able to: 1) adequately accept and interpret different cultural values; 
2) make conscious efforts to overcome barriers to culture and see not only differences but 
also commonalities with one’s own culture in an alien culture; 3) look at different cultural 
phenomena and representatives of other cultures with good faith in order to understand 
them; 4) be able to compare existing ethno-cultural stereotypes with personal experience 
and draw independent conclusions; 5) be able to critically evaluate and change their at-
titude towards alien cultures, accumulate skills and experience of intercultural interaction; 
6) strive for a better knowledge of foreign cultures in order to gain a deeper and more criti-
cal understanding of one’s own, and to overcome the prevailing stereotypes and prejudices; 
7) systematise the facts of cultural life; 8) synthesise and summarise own personal experience 
of intercultural dialogue (Pruskus, 2010, p. 33).
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It is important to remember that all nations and cultures can only flourish if they follow 
the principle of tolerance. The requirement of tolerance in the context of globalisation is an 
objective necessity because the world is very diverse and its processes are treated differently 
by different cultures.

Conclusions

1. Intercultural business interaction takes place in the medium of different cultures with their 
inherent features. In their work, world scholars provide various classifications of the types 
of intercultural business interaction. This paper analyses the classifications of different 
theoretician cultures in the context of business interaction.

2. In describing the types of intercultural business interaction, it was concluded that Geste-
land’s classification of cultures is probably the best in reflecting cultural differences of 
different countries of the world, making it easy to relate their presentation of these dif-
ferences in the process of intercultural business interaction and negotiation. Gesteland 
distinguished the classification of intercultural interaction and negotiation types in accor-
dance with the treatment of the main aspects of negotiation (subjectivity, formality, time 
and emotionality). It allows for a flexible look at the features of intercultural interaction 
and negotiating in terms of country and region, without only being attached to geographic 
distribution.

3. It is useful to use the cultural dimensions of Geert Hofstede and his colleagues to analyse 
the incompatibilities of different cultures. These dimensions also need to be taken into 
account in pursuit for effective intercultural business and economic interaction, and for 
productive course of business negotiations.

4. Other scientists’ classifications are equally important (Hall, Lewis, Schwartz). The clas-
sification of cultures of these scholars, same as those of Gesteland and Geert Hofstede, 
should be used in the assessment of international business interaction, including negotia-
tion, the constructive communication and negotiating power of participants, and in the 
development of the international communication strategies. The strategy should provide 
ways of avoiding the various possible multicultural misunderstandings/incompatibilities.

5. The paper concludes that effective cross-cultural communication in the context of business 
communication must have elements of creativity. The “approach” to people of different 
cultures and mentalities should be original, and creative. Creativity is not an exclusive at-
tribute of gifted people, but is achievable by every individual; it is an ability that we must 
cultivate constantly.

6. The main obstacles to intercultural communication are the inability to master anxiety and 
uncertainty when communicating with other cultures, the lack of intercultural commu-
nication competences, the inability to resolve conflicts arising in intercultural interaction, 
the lack of appropriate conflict resolution strategies and styles, our own hostile reactions 
such as the sense of superiority, ethnocentrism, cultural relativity, the premise of univer-
sality, stereotypes, etc.

7. These obstacles need to be removed, and this is achieved through the acquisition of 
knowledge of others, the constant search for information about other cultures, appropriate 
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adaptation of communication with others, and development of attentiveness. It is also 
important to be able to choose the appropriate strategy and style for conflict resolution in 
intercultural business interaction. No less important is to overcome our individual hostile 
reactions to other cultures, to be tolerant.
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EFEKTYVI KŪRYBINĖ TARPKULTŪRINĖ 
KOMUNIKACIJA DALYKINIO BENDRAVIMO 

KONTEKSTE: TEORINIAI IR PRAKTINIAI ASPEKTAI

Justinas BRASLAUSKAS

Santrauka

Nors įvairūs tarpkultūrinės komunikacijos aspektai nagrinėti skirtingų autorių dar-
buose, iki šiol pasigendama darbų, nušviečiančių tarpkultūrinę komunikaciją nau-
jame kontekste  – nusakant efektyvų tarpkultūrinį dalykinį bendravimą, kultūrų 
klasifikavimo modelių teorinę analizę ir tarpkultūrinių bendravimo kliūčių įveiki-
mą, derinant teorines bei praktines įžvalgas. Taip pat pasigendama darbų, kuriuose 
kūrybiškumas būtų nušviečiamas kaip sudėtinė tarpkultūrinės dalykinės komunika-
cijos dalis. Straipsnio autoriaus įsitikinimu, be glaudžios šių aspektų sintezės neįma-
noma iš esmės suvokti veiksmingos tarpkultūrinės dalykinės komunikacijos pras-
mės. Straipsnio tikslas – išanalizuoti efektyvaus tarpkultūrinio dalykinio bendravi-
mo, pagrįsto kūrybiškumu, teorinius ir praktinius aspektus. Straipsnyje, pasitelkiant 
įvairių pasaulio mokslininkų (Richardo R. Gestelando, Edwardo T. Hallo, Richardo 
D.  Lewiso, Geerto Hofstede’s, Gerto Jano Hofstede’s, Michaelo Minkovo, Shalomo 
H.  Schwartzo) kultūrų klasifikavimo modelius, atskleidžiami daugiakultūriškumo 
tarpkultūrinio dalykinio bendravimo kontekste aspektai. Darbe analizuojamas kū-
rybiškumas kaip sudėtinė efektyvios tarpkultūrinės dalykinės komunikacijos dalis. 
Publikacijoje taip pat nušviečiamos tarpkultūrinio bendravimo kliūtys ir jų įveikimo 
būdai. Darbe taikomi tyrimo metodai: mokslinės literatūros sisteminė, lyginamoji, 
loginė analizė ir sintezė.

Reikšminiai žodžiai: tarpkultūrinio bendravimo kliūtys, kūrybiškumas, kultūra, 
tarpkultūrinė komunikacija, daugiakultūriškumas.


