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Abstract. The article is devoted to cross-cultural issues of virtual business communication. The urgency of
this research is in finding out the causes of failures in virtual business communication between Russian and
Vietnamese business partners. In the aspect of intercultural communication, national stereotypes of communicative
behavior (hereinafter NSCB) that impede the effective business communication of Russian and Vietnamese speakers
have been identified. In the aspect of virtual communication, based on linguistic and cultural analysis, the specifics
of electronic business letters in Russian, English and Vietnamese is revealed. The results of the study indicated the
following reasons of failures in virtual intercultural business communication: lack of direct interactions between
business partners — speakers of different languages; representation of communicative intentions in written form;
peculiarities in NSCBs, reflected in the national language; cultural differences in NSCBs of business partners; each
language has its own means of verbalizing the communicative intentions associated with the NSCBs of the native
speaker of that language. The study resulted in distinguishing the types of speech and etiquette violation in virtual
business communication between Russian and Vietnamese partners, which might help in lessening communicative
misunderstanding and achieving extra-linguistic goals of communication.
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- HAIIUMOHAJIBHBIE CTEPEOTHUIIBI KOMMYHUKATUBHOI'O ITIOBEJAEHUSA
§ B YCJOBUSAX BUPTYAJIbHOM BU3HEC-KOMMYHUKAILIUA
E OJubra AjiekcanJpoBHa YCKoOBa
%ﬂ MockoBcKuii rocynapcTBEHHBIH TMHIBUCTUUECKUIN YHUBEpCUTET, I. Mocksa, Poccus
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< AnHoranusi. CTarhsi TIOCBSIIEHA M3YYEHUIO MPOOJIEM BHUPTYaJbHOIO MEXKYIBTYPHOrO OM3HEC-O0LICHUS.
O AKTyalbHOCTH IPOBEAEHHOIO MCCIEIOBAHUS 3aKTIOYAETCS B BBISBICHUU IIPUYMH KOMMYHHKATUBHBIX HEyad Ou3-

Hec-nmapTHepoB Poccun u BheTHama. YCTaHOBIICHBI M OXapaKTEPHU30BaHbI HAIIOHAbHBIE CTEPEOTUITHI KOMMYHHKA-
THUBHOTO TIOBEICHUS, TIPEMATCTBYIOMINE 3P HEeKTUBHOMY OOIICHHIO HOCHTENCH PYCCKON U BbETHAMCKOM JIMHIBO-
KyJIBTyp. B acmekte BUPTyalbHOW KOMMYHUKAIUKM HA OCHOBE JIMHIBOKYJIBTYPOIOrMYECKOrO aHAM3a OMpeneieHa
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crerduKa 31eKTPOHHBIX JETOBBIX IIMCEM Ha PYCCKOM, BLETHAMCKOM M aHIJIMHCKOM si3bIKax. [lomydeHHbIe pe3yib-
TaThl HO3BOIWIN YCTAHOBUTH MPUUMHBI KOMMYHHUKAaTHUBHBIX HEyau: OTCYTCTBHE HETIOCPEACTBEHHOTO B3aUMOAEH-
CTBHS MEXTy OM3HEC-IIapTHEPaMH — HOCUTEIISIMH Pa3HBIX SI3BIKOB; BBIpa)KeHHE KOMMYHUKATUBHBIX HaMEpEHUH
HCKJIIOYUTENBHO B IIMCHbMEHHOH (popMe; HaTMuie HAIIMOHAIBHBIX CTEPEOTHIIOB KOMMYHUKATHBHOTO ITOBEACHHS U
00yCITOBJIEHHBIX UMH Pa3IMYHi B CPEICTBaX BepOann3aui KOMMYHUKaTUBHBIX HamepeHuil. [IpoBeaeHHoe nccie-
JIOBaHHE J]AJI0 BO3MOXKHOCTh CHCTEMAaTH3HPOBATH BU/IbI HAPYIICHHUH PEYEBBIX U STUKETHBIX HOPM B OOIIIEHUH PYC-
CKUX U BbETHAMCKHX OHM3HEC-NTAPTHEPOB, YTO MOXKET CIIOCOOCTBOBATH PEIICHHIO MPOOIIEM, CBSI3aHHBIX C IOCTHKE-
HHUEM DKCTPaJIMHTBUCTUYECKHX IIeJIed OOIIeHHSI.

KaroueBbie ciioBa: KoMMepyecKoe MCbMO, MEXKKYJIBTYpHast ON3HeC-KOMMYHHUKaIHs, OM3HEeC-Ky/IbTypa, BUP-
TyaJIbHasi KOMMYHHMKAIUs, KOMMYHUKAaTHBHOE MTOBEJICHNUE, HALIMOHAIBHBIHN CTEpEOTHII.

Hutuposanmne. Ycxoa O. A., Jle Txu @slionr JIune. HarronansHbIe CTEpeoTHITEI KOMMYHUKAaTUBHOTO ITIOBEIE-
HUS B YCIIOBUSIX BUPTYaJIbHOM OM3HEc-koMMyHHKalmy // BecTHrk Bonrorpaackoro rocyrapcTBEHHOTO YHUBEPCH-
tera. Cepus 2, SI3piko3nanue. —2020. —T. 19, Ne4. — C. 133—-144. — (Ha annn. s13.). — DOI: https://doi.org/10.15688/

jvolsu2.2020.4.12

Introduction

In recent years, under the general influence of
global economy development, Russia has been paying
more attention to economic cooperation worldwide,
including Vietnam, especially after Vietnam signed
The Free Trade Agreement (FTA) with Kyrgyzstan
and members of the Eurasian Economic
Union (EAEU), which officially comprises Armenia,
Belarus, Kazakhstan and Russia in May 2015.
Increasing joint business activities between Russia
and Vietnam require their participants to know the
national stereotype of communicative behavior of each
other. Additionally, the development of a number of
modern means of communication nowadays helps
business activities be conducted mainly by exchanging
commercial letters via e-mail, electronic trade
platforms, social networks (i.e. via virtual
communication). However, unlike the communication
in reality, where the purposes of communication can
be achieved through face-to-face interactions
between participants, in virtual communication most
of communicative intentions are conveyed mainly by
texting (writing). Meanwhile, every language has its
own ways of expressing communicative intentions,
which makes realization of communicative goals
complicated, as business partners from different
cultures could face mutual misunderstanding in virtual
business communication.

The article offers analysis of business letters,
which represents some features of national
stereotypes of communicative behavior (NSCB)
in virtual business correspondence with the
practical aim — to reduce challenge in virtual
business communication between Vietnamese and
Russian partners.

134

Materials and research methods

The materials used in this research consist
of about 2500 electronic commercial letters in
Russian, English and Vietnamese, which were
written and exchanged via email by Russian and
Vietnamese business partners (the original
orthography and punctuation are preserved in
sample letters). Dealing with these authentic
electronic business letters in different languages
and their logical interpretation with intention to
discover points of cultural misunderstanding that
occur in the process of virtual business
correspondence between Russian and
Vietnamese business partners made it possible
to distinguish generalization of NSCBs of native
speakers of these languages in virtual business
communication.

The main method used in this research is
linguocultural analysis that consists of studying the
linguistic and cultural characteristics of business
letters and making their interpretative analysis.
The research conducted is based on difficulties
faced by Russian and Vietnamese speakers in the
process of business communication via e-mail.
Having considered complexity and possible
incomprehension, the authors managed to highlight
causes of failures in virtual communication due to
differences in their national stercotypes of
communicative behavior and offered theoretical
provisions on linguocultural specificity of business
letters in Russian and Vietnamese, finally, typical
features of virtual business correspondence were
described as the NSCBs of Russian and
Vietnamese business partners in virtual business
communication.
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Results and discussion

The concept “national stereotype
of communicative behavior” (NSCB)

The concept of communicative behavior
was first used in Russian linguistics and defined by
I.A. Sternin as a set of communicative standards
or traditions of an individual or a group of people
that are united by age, gender, profession, some
other social marks. Close to it stands the term
national communicative behavior, a set of
standards or traditions of communication of a
linguistic and cultural community [ Sternin, 2000a].
In the work of Yu.E. Prokhorov there were some
other terms introduced — stereotype of verbal
communication and stereotype of speech
behavior as representative communicative
patterns of a socio-cultural group or an ethnic that
can be realized in their verbal behaviors
[Prokhorov, 1996]. The linguistic aspect of
communicative behavior was considered as a
combination of verbal and nonverbal actions of
an individual or a group of people that is regulated
by the communicative standards or socially
excepted traditions [Prokhorov, Sternin, 2006].
Following the ideas of Yu.E. Prokhorov and
I.A. Sternin, the term national stereotype of
communicative behavior (hereinafter NSCB) is
defined in this study as a model of communicative
behaviors of an individual or group of people,
through which we can identify their social and
national group reference.

A good example of NSCB and its influence
on communication is the phenomenon of smile in
the Russian national culture. It is known that
Russians hardly smile when communicating with
strangers in public places such as banks,
supermarkets or service centers and it is a NSCB
of the Russians [Arapova, 2007; Camille, 2018;
Sternin, 2000b]. This feature may have a ruinous
effect on business communication in case when
Russians communicate with American or Asian
business partners. For instance, in Vietnam if bank
officers or cashiers in supermarkets do not smile
to their customers, it can be understood that they
don’t like their clients or are not happy in their
jobs. That is the reason why Vietnamese usually
misunderstand the communicative intentions of
Russian business partners. From the point of the
Vietnamese view, Russians are too severe and
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unemotional in business communication. According
to .A. Sternin and M.A. Arapova, the smile of
Russians tends to be used to demonstrate sincerity,
it is not considered vital in achieving commercial
or social goals in communication. In reality,
Russians believe that communicative behaviors
in business should be strict, serious and
demonstrate their reliability.

There are some verbal differences that mark
NSCB in communication. The Vietnamese
usually make the question “How old are you?”
when they communicate for the first time with
those who seem to be at their same age. That is
because in Vietnamese culture the difference in
age of the participants in communication
determines the way, in which they address each
other and behave themselves. For instance, the
younger (even only one year) has to address the
elder by Bei, but can not by 741 (in Russian). There
are some variations of addressing the younger to
the elder in Vietnamese, that depend on difference
in age and gender, the speaker may choose anh
(older brother), chi (older sister), ¢é or di (aunt),
chu or bdc (uncle), ong (grandfather), ba
(grandmother), etc., which will have a strong
influence on the mode of communication. In
particular, the younger must demonstrate more
respect toward the elder and will use an equivalent
to a Russian Bsi, but the elder will address him
by Tb1, in Vietnamese different pronouns will be
used: em (younger sister or brother), con (daughter
or son), chdu (niece or nephew) and so on
[Nguyen Vu Khyong Ti, 2010]. If Russians do
not acknowledge this Vietnamese NSCB, they
(especially Russian women) could feel displeased
or have a negative impression on Vietnamese
when being asked how old they are, because,
according to the Russian culture of
communication, it is not nice to ask about the age
of interlocutors, especially of women.

Thus, knowing NSCBs is very important
in business communication, especially in cross-
cultural situations with unpredictable
impressions and perceptions about the partners.
On one hand, it helps to avoid cultural shocks
as well as undesirable misunderstandings by
choosing more tolerant reaction while
responding. On the other hand, being aware of
the differences in NSCBs the partners can
modulate or coordinate their communicative
behaviors.
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The problems of cross-cultural
business communication
via virtual correspondence

As mentioned above, in virtual business
communication almost all business activities
are conducted mainly via e-mail without face-
to-face interactions between business
partners. Consequently, advantages of
paralanguage factors such as communicative
space, body language (gestures, facial
expressions, intonation, timbre, pauses of
speech, ect.) are not applied. In the absence
of ability to visualize the appearance and
communicative behavior of counterparts, the
language of a business correspondence will be
the only means of impression. Thus, when
receiving Letter 1, a Vietnamese partner could
think that his Russian partner is an excitable
person.

In this letter, the statements / early told
you in the skype conference about the
requirements of the table. I need the codes
UKP show that the sender of this letter is very
irritated, because in the second table there
are not these codes. This makes the addressee
of the letter (a Vietnamese speaker) feel
uncomfortable as if he did something seriously
wrong. Actually, the excitability was confirmed
as a character of Russians by R.D. Lewis.
According to Lewis, Russians easily get angry
especially in disgruntled situations.

Letter 1

Nevertheless, he also approved that they can
control themselves very quickly after that
[Lewis, 2006].

The verb IIpowy is used for making a
request. When it is translated into English as
following: I ask and into Vietnamese T6i yéu
cdu, it makes the tone of this letter sound like
an order. Besides, if the translation is more
qualified by using the imperative mood of the
verb following the verb IIpowy, it will become
Provide the table with codes in English and
Cung c(i’p bang nay voi md code in
Vietnamese, which makes the letter sounds
compulsory.

Therefore, combining the above mentioned
facts, Vietnamese business partners (in this letter
are the addressees with email addresses:
ltl@globalrustrade.com and amisu.exim@
gmail.com) feel as if they are not treated as an
equal partners in this business co-operative
relationship, although in this situation they play the
role of clients (buyers), who, according to business
culture in Vietnam, are considered as God.
Furthermore, in case of business letters sent to a
group of addressees, such a letter breaks the
principle of face-work in business communication.
According to this principle, participants in
communication should keep the face (honor) for
their counterpart in the situations of negative
communication or conflicts [Kim, Guan, Park,
2012; Oetzel, et al., 2001; Vwong, 2009, tr. 53;
Walsh et al., 2003].

Literally translated into English

Original letter in Russian

20.10.2017, 17:58

Kisetov Stanislav Vladimirovich

<stanislav kisetov@uniconf.ru>:

To: ltl@globalrustrade.com

Cc: 'eeb@globalrustrade.com’,
'amisu.exim@gmail.com’, Prikhno Alexandr Nikolaie-
vich

Dear colleagues,

I early told you in the skype conference about the re-
quirements of the table. I need the codes UKP.

In the second table there are not these codes. I ask you to
/ Please provide the table with codes.

Best regards,
Kisetov Stanislav

20.10.2017, 17:58

"Kucetos Cranucnas Biaanumuposud"
<stanislav.kisetov(@uniconf.ru>:

Bawm u emé 3: ltl@globalrustrade.com

Cc: 'eeb@globalrustrade.com’,
'amisu.exim@gmail.com', IlpuxHo Anekcannp Huxo-
JJaeBHU Y

YBakaeMble KOJLUIETH,

S panee Bam cooOwmm B ckaiinn KoH(pepeHIuu TpedoBa-
HUs K Tabmune. Mue HyxHbl kop1 YKII.

Bropast Tabnuna cnucka komoB He umeer. [Ipomry Bac
NPEIOCTaBUTh TAOIHUILY C KOJIAMH.

Best Regards,
Kisetov Stanislav

—— | 36
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Hence, the problem of cross-cultural
business communication via virtual
correspondence is that the language used by the
addressers to express their communicative
intentions in business letters could be taken into
consideration.

In Letter 2 written by a Russian partner,
there are some more examples of difficulties
of Vietnamese partners in comprehending
communicative attitude of the Russian partner
due to the difference in the language features
of business correspondence in Russian and
Vietnamese.

In this letter there are some phrases that
may be appreciated as standard in Russian,
but when translated into English and
Vietnamese, they will seem quite strange to a
Vietnamese:

Letter 2

O.A. Uskova, Le Thi Phuong Linh. National Stereotypes of Communicative Behavior

1. Yacmw 7’1031/{141412 6blnajllo N0 npuvuUre
UX nojHoco omcymcmeus.

English Some of the items have been left out

due to complete shortage

Mot vai san phcfm da bi bo di do hoan
toan thieu hut (don ddt hang)

Vietnamese

2. Ecmb 60npocel no 8blopanHomy accop-
MUMeHmy:

English There are questions about the selected
items:

Vietnamese | Cé mot 56 cdu hoi vé cdc sin pham dé
diroce hra chon

3. Obcyoume OanHblil BONPOC C KAUCHMOM

English
Vietnamese

Discuss this issue with the client

Hay thdo ludn vin dé nay voi khach
hang

Literally translated into English

Original letter in Russian

23.10.2017, 16:33

Kisetov Stanislav Vladimirovich
<stanislav.kisetov@uniconf.ru>:

To: ltl@globalrustrade.com,
'eeb@globalrustrade.com'

Cc: 'tea@ic-cc.ru', 'ibi@globalrustrade.com', Prikhno
Alexandr Nikolaievich

Dear colleagues, Global Rus Trade

Some of the items have been left out due to the complete
shortage (maybe of orders).

There are some questions about the selected assortment:
— I highlighted items, which, in my opinion, is not suita-
ble for sale in Vietnam due to the short shelf life.

— About 2 months for delivery (from 30 to 50 days) +
distribution to TT (2 weeks) + possible downtime during
shipping, clearance at customs, etc. force majeure
(2 weeks).

— For products with the shelf life of 8 months or less,
it already takes more than 1/3 of the shelf life upon
arrival in Vietnam, taking into account of all above
listed factors.

— Discuss this issue with the client. From our side, I do
not see the sense in importing such an assortment. We
suppose that the minimum shelf life should be from
9 months.

— In this case, caramel is a suitable product since it has a
shelf life of 15 months. It is ideal for hot countries.

Best Regards,
Kisetov Stanislav

23.10.2017, 16:33

"Kuceros Cranucnas Bnagumuposuy"
<stanislav.kisetov@uniconf.ru>:

Bawm u emié 4: g (Itl@globalrustrade.com),
'eeb@globalrustrade.com'’

Cc: 'tea@ic-cc.ru', 'ibi@globalrustrade.com', [TpuxHo
Anexkcannp Hukonaeua

VYBaxxaemele kosiery, Global Rus Trade,

YacTs no3uuuii BBINANO MO NPUYMHE UX MOJHOTO OTCYT-
CTBHSL

EcTb Bonpockl 1o BBIOpaHHOMY aCCOPTUMEHTY:

— Brigenuin 3amMBKoi acCOPTUMEHT, KOTOPBIH, TO-MOEMY
MHEHHIO, HE MOJXOIUT /IS pealiM3aluy BO BeeTHaMe 1o
NPUYUHE KOPOTKUX CPOKOB XPaHECHHS.

— Jlo 2 mecsueB pocraeka (or 30 mo 50 nmHeit) + muct-
pudbromms o TT (2 Henenu) + BO3MOXKHBIH MPOCTON IIpu
OTrpy3Kax, TAMOXKHE | T.A. popc Maxkop (2 Hemernn).

— It mpOAYKIMU CO CPOKOM T'OJJHOCTH B 8 MECAIECB U
MeHbIIe 310 yxe Oosee 1/3 mo ¢akty npuObITHS BO
BreTHaM ¢ y4eTOM BCEBO3MOKHBIX (PaKTOPOB.

— OOcymure nanHbIH Borpoc ¢ kmeHtoM. C Hamieit cTo-
POHBI HE BH)KY 0OOCHOBaHHOTO CMBICIIA JTXKE MBITAThCS
UMIIOPTUPOBATh TaKOH accopruMeHT. CumTaeM, MHHH-
MaJIbHBIH CPOK FOAHOCTH OT 9 MECSLEB.

— Kapamens B pmanHOM citydae, MOAXOAANIMN NPOIYKT
T.K. 15 MecaueB cpok rognoctu. Jlyis Kapkux CTpaH
MOJIXOIUT UJEATBHO.

C yBaxeHHEM,

Kuceros Cranucias

Science Journal of VolSU. Linguistics. 2020. Vol. 19. No. 4
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The first phrase Some of the items have
been left out due to complete shortage, in
opinion of Vietnamese, is not nice for clients to
receive, as it is a negative answer about the
absence of products, which the clients had
taken time to choose carefully from the list that
the seller had sent to them. In this situation,
according to the etiquette of business
communication in Vietnam, the sentence should
be written as following: “Sorry for this
inconvenience, but unfortunately, some items
that you chose are currently out of stock or
not available in store because of being
eliminated due to the shortage of orders
(then the seller should provide the list of these
unavailable items so that clients don’t waste
their time to choose them again).

The second phrase Ecmb 6onpocwr no
evlOpannomy accopmumenmy (in Russian)
applies the possessive structure in Genitive case
“y K020 ecmb umo” — “someone has something”
with the omission of possessive pronoun ““y xoeo ”
(someone). Thus, when translated into English, it
becomes There are some questions about the
selected assortment and into Vietnamese Co mot
56 cdu hoi vé cac san phcfm dda duwoc chon that
sounds rather rude to Vietnamese speakers
because of the absence of the subject of the
activity in the sentence. In Vietnamese, this kind
of sentence is used only in the situations of
extreme arguments, in which interlocutors
neither want to address one and another by
personal pronouns nor look at each other as if
they are speaking to the air and don’t pay
attention to the presence of their counterpart.
Therefore, when reading such a sentence,
Vietnamese business partners feel that Russian
partners don’t respect them or don’t want to build
a business relationship with them. Unfortunately,
this structure is rather popular in Russian.
According to Vietnamese etiquette, this sentence
should be written as following: Téi ¢6 mot s6
cdu hoi vé cdc san pham da duge chon (I have
some questions about the selected items) with
the presence of subject L.

In the third example Discuss this issue with
the client the imperative form of verb is used,
which, as mentioned above, makes it sound like
an obligation. It is not appropriate for business
communication, especially with potential clients,
because they will feel that the addresser (seller)

—— ] 38

is at the position of a ‘superior’ and it is not fair
(efficient) for them to join in this business. In our
opinion, the imperative form of verbs should be
used only in the contexts, where the addresser is
at a higher status than the addressee, for example,
the employer to his employees, but it is not wise
to use it in cross-cultural communication.
According to the requirement of business letters
in English and Vietnamese, a letter of request or
inquiry should be written in a happy and polite
manner with the use of an interrogative sentence
model [Cecil, 2010; Kamalipour, Greidina, 2017;
Vuwong, 2009] like Could you please discuss this
issue with the client, or at least by expressing a
desire: I would like you to help me discuss this
issue with the client.

Thus, in virtual cross-cultural communication,
business letters play the role of the representative
of a company or an enterprise and the
characteristics of the text used in them could be
understood as NSCBs of this representative.
In order to increase the efficiency of virtual
business communication with Russian partners,
some Russian stereotypes of communicative
behavior typical of business correspondence should
be distinguished.

Representation of Russian stereotypes
of communicative behavior
in virtual business correspondence

According to the requirement of genres of
business letters in the Russian, the language used
in them should be standard, accurate, clear,
formal, informative, concise, impersonal and
neutral (i.e. do not use statements or words
expressing emotion as well as assessment)
[Burova, 2010; Le Thi Phuong Linh, 2020; Nguyen
Tkhi Bik Lan, 2006; Trofimova, Kupchik, 2010;
Uskova, 2006; Uskova, Trushina, 2002; Vasilyeva,
Uskova, 2016; Veselov, 1990].

The analysis of business letters composed
by Russian partners and delivered as virtual
correspondence aimed at distinguishing some
features of the Russian NSCB, resulted in
making a list of the following characteristics:
being dominant, uncompromising, adherent to
their principles, explicit in expressing intentions
and requirements. Some explanations on how
these features get their lexical implementation
follow below.
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Being dominant. The tendency of
dominance in communication by Russian partners
is usually realized in their business letters with the
way they use language to express requests or
communicative intentions. Letter 3 is an example.

In this letter, the statement [ ask you the
next time to write the proposal for samples with
the product codes, with the correct names leads
the readers (Vietnamese) to understanding that
Russian partners don’t treat them fairly.

In fact, this NSCB is caused by the influence
of the imperativeness of business letters in
Russian, which was formed in the 16 —

Letter 3

O.A. Uskova, Le Thi Phuong Linh. National Stereotypes of Communicative Behavior

18™ centuries, when the genres of official letters
appeared during the process of building and
strengthening the state-legal relations of the
Moscow state. The business correspondence
style requires standardization of using language
in official documents [Kiyanova, 2007]. As a
result, the cliché such as We ask you to (Ilpo-
cum Bac ...); Request to sign (IIpocvba noo-
nucams ...); We are writing to you with a
request (Obpawaemcs k Bam ¢ npocvbou ...)
are still widely used and characterize business
letters in Russian (see Letter 4 and 5). Typical
of official correspondence in Russian is the use

Literally translated into English

Original letter in Russian

25.09.2018, 15:23

Kisetov Stanislav Vladimirovich

<stanislav kisetov@uniconf.ru>:

To: Itl@globalrustrade.com,
'eeb@globalrustrade.com’

Cc: 'tea@ic-cc.ru', 'ibi@globalrustrade.com,
Alexandr Nikolaievich

Prikhno

Colleagues, hello.

In the attachment you will find the expanded list of
products ordered by the company.

I ask you the next time to write the proposal for samples
with the product codes, with the correct names. Other-
wise, it is impossible to work. The process takes minutes
with codes without codes takes hours.

Thank.

25.09.2018, 15:23

"Kuceros Cranucnas Biagumuposuy"

<stanislav kisetov(@uniconf.ru>:

Bam u emé 4: s (Itl@globalrustrade.com),
'eeb@globalrustrade.com’

Cc: 'tea@ic-cc.ru', 'ibi@globalrustrade.com', IlpuxHo
Anexcanap Huxomnaesuu

Komneru, 3apaBcTByiiTe.

Bo Bio’xeHMU NOTIOJHEHHBIH CHUCOK IO NPOIYKIHH,
KOTOPYIO 3aKa3asla KOMITaHH L.

IIpomy Bac B cienyromwmii pa3 mucaTh 3asBKM Ha 00-
pasnbl ¢ KOAaMHU MNPOAYKIIUHU, C BEPHBIMA Ha3BaHUSMU.
Wuaue HeBO3MOXKHO pabortaTh. IIporecc 3aHuMaromuii
MUHYTHI ¢ KOJaM 0e3 KOJIOB 3aHMMaeT Jachl.

Cnacu0o.

Letter 4

Literally translated into English

Original letter in Russian

01.11.17, 15:04

Kisetov Stanislav Vladimirovich
<stanislav.kisetov@uniconf.ru>:

To: me (ltl@globalrustrade.com),
'amisu.exim@gmail.com'

Cc: 'eeb@globalrustrade.com’,

'ibi@g lobalrustrade.com’,

'tea@ic-cc.ru', Prikhno Alexandr Nikolaievich

Good day.

Completion of requested information is
please.

In fact, send full details on requested information. I will
further send it for checking.

needed,

Thank.

01.11.17, 15:04

"Kuceros Cranucnas Bnagumuposuy"”
<stanislav.kisetov@uniconf.ru>:

Bam u emé 5: s (Itl@globalrustrade.com),
'amisu.exim@gmail.com'

Cc: 'eeb@globalrustrade.com’,
'ibi@globalrustrade.com’,

'tea@ic-cc.ru'Tl, [Tpuxno Anexcanap Hukonaepuu

JloOpwIit e Hb.

Hy:xna monHas 3ampamuBaeMas WHGOpMALUs, MOXKa-
nmyicTa.

ITo ¢akTy BBILLINTE NOTHBIE JaHHBIE. S oTnpaBmo nma-
Jiee Ha IPOBEPKY.

Cmacu0o.
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Letter 5

Literally translated into English

Original letter in Russian

07.11.17, 14:20

Kisetov Stanislav Vladimirovich
<stanislav .kisetov@uniconf.ru>:
To: me (Iti@globalrustrade.com),
'amisu.exim@gmail.com'

Cc: 'eeb@globalrustrade.com'
'ibi@globalrustrade.com'’
'tea@ic-cc.ru'

Colleagues,

The letter of credit should be in the amount of the pay-
ment currency, i.e. in dollars or euros.

The request to clarify the currency with the client and
convert dongs into the mentioned amount.

Best Regards,
Kisetov Stanislav

07.11.17, 14:20

"Kuceros Cranucnas Bragumuposuy"
<stanislav.kisetov@uniconf.ru>:

Bam u emié 5: 51 (Itl@globalrustrade.com),
'amisu.exim@gmail.com’

Cc: 'eeb@globalrustrade.com'
'ibi@globalrustrade.com'

'tea@ic-cc.ru’

Komnern,

AKKpeIUTHB HYMKEeH B CyMME BAIIOTHI IUIaTeXa, — T.C.
JIOJITAPhI HITH €BPO.

IIpocb6a YyTOYHMTB Yy KIMEHTY BallOTy U IIEPEBECTH
JIOHTH B YKa3aHHYIO CyMMY.

Best Regards,
Kisetov Stanislav

of modal verbs of obligation, such as myorcHo
(should, its necessary), nado (ought to, need
to), HeobxoO0umo (must, it’s necessary), npu-
demcs (have to).

It’s necessary to notice that using the modal
verbs of obligation and the imperative forms of
verbs in business letters in Russian is not a good
choice for virtual cross-cultural business
communication because it makes the letters sound
like commands for foreign business partners to
do something. In order to avoid misunderstanding
and communicative error, from our point of view,
these grammatical structures shouldn’t be used
in virtual cross-cultural business correspondence
by Russians.

Being uncompromising. Being uncompro-
mising is observed in the process of virtual
business communication with Russian partners
through the fact that Russians usually use the
phrases such as Ha naw (moii) 632150 — In our
(my) opinion, C naweti (moeii) mouku 3pe-
nust — From our (my) point of view, Ilo naue-
My (moemy) muenuio — according to me, etc.
to express their opinions or assessments.
For examples:

— Bwidenun 3anu6koil accopmumenm, Ko-
mopbolil, HO-MOeMy MHEHUIO, He N0OX00um 0is
peanuzayuu 60 BvemHname no npuyune xopom-
KUX CPOKO8 XpAaHeHUsl.

— Cuumaem, MUHUMATLHBIU CPOK 200HO-
cmu om 9 mecsuyes.
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— Becosbvie KoHpembi — no moemy mHe-
Huto, mosap maxaice monavko onss TC unu TT ¢
KOHOUYUOHEPAMU.

— A 6b1 He cosemosan nauunams pabomy
C ACCOPMUMEHMOM, CO CPOKOM 200HOCMU Me-
Hee 12 mecayes, eciu nOCMAgKU NIAHUPYIOM-
cs He camonemom. [ nocmasox KoHmeltlte-
pom moavko 12 mecayes 0as HO8020 mosapd.

This feature of Russians is also confirmed
by Yu.E. Prokhorov and I.A. Sternin, who
affirmed that Russians love to argue, to give
personal opinions aiming at contributing to
appropriate judgments [ Prokhorov, Sternin, 2006].
It is necessary to notice that the verbs argue or
dispute in Russian are understood in a positive
way as providing reasons, evidences or opposing
views in order to bring out the best solution for a
problem. Unfortunately, in Vietnamese, if a person
is said to be in an argument with another, it could
be understood that he is getting stuck in a rather
drastic conflict.

In fact, using phrases expressing individual
opinions, from the point of view of Russians, aims
at indicating the responsibility of the speaker for
his statement. That is the reason, why in Russian
impersonal structures such as Haoo (must, have
to), Hyoicno | neobxooumo (It’s necessary to)
without indicating the subject of activity, or nouns
derived from verbs, for examples Ilpocvba
(A request) used to replace verbs of the first person
Ipowy (I request) and the third person Ilpocum
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(We request) are very popular. According to
Russian linguists, the impersonal structures help to
reduce individualization (in other words, to express
the modesty and the collectivism) of the Russians
[Kostina, Egorychev, Riger, 2013; Zaretsky, 2008].

Being adherent to their principles. Another
NSCB of Russian partners in virtual business
correspondence is presented through using templates
such as [ ask you to do something (Ilpouty Bac
umo-Hubyos denams); Request to do something
(Ilpocvba oeramov umo-Hubyow), We are writing
to you with a request... (Obpawaemcs k Bam ¢
npocwvboil...); Remind you that... (Hanomunaem
Bam, umo...); We are forced to remind you of...
(Mvt gwinyoicoenvt Hanomuumos Bawm o...); We
hereby remind you... (Hacmoswum nanomuna-
em Bawm...) in business letters. When directly
translated in cross-cultural situations, especially in
business communication, they sound inappropriate.

The adherence to principles of Russian
business partners is formed under such requirements

Letter 6

O.A. Uskova, Le Thi Phuong Linh. National Stereotypes of Communicative Behavior

of business letter style in Russian as standardization,
accuracy, clarity, conciseness and formality,
according to which the language used in commercial
letters in Russian should consist of standard phrases
or cliché. In real communication this feature is also
confirmed by R.D. Lewis — Russians tend to
maintain their disciplines and keep their words
[Lewis, 2001]. Being not aware of this characteristic
of Russian NSCBs, Vietnamese partners definitely
faced the failure that follows Letter 6.

The reason to send Letter 6 is that the price
of samples in invoice sent to a client in Vietnam is
much lower than their real price for selling in the
market. That is the reason why upon arrival in
the Vietnam airport, the samples cannot pass the
Vietnamese Customs. According to the client’s
suggestion, Russian partners should adjust the
price of samples in invoice, but they stay adherent
to their principles and as a result, the client cannot
receive the samples. Such a situation repeated

many times with clients from Vietnam.

Literally translated into English

Original letter in Russian

05.06.18, 11:47
Prikhno Alexander Nikolaevich
"alexandr.prikhno@uniconf.ru"

To: me and 6 more: (ltl@globalrustrade.com), Anastasia
Sukhova, Kisetov Stanislav Vladimirovich, Elena Ero-
feeva, Elena Tudiyarova, Irina Ipatova, Nguyen Quynh
Anh

Dear colleagues, good afternoon!

— When sending samples (JUST SAMPLES OF PROD-
UCT!!!), but not selling product upon a purchase agree-
ment, we indicate the price, by which we can pay for
samples. The market price of the product doesn’t have
any relation with the price samples.

— We never send samples with the price for selling prod-
ucts. Payment for sending samples via DHL is based on
the cost of samples indicated in invoice.

— The real price of samples is what indicated in the in-
voice.

— It is in this way that we send samples to all promis-
ing companies in Vietnam and not only (to this com-

pany).

Best regards,

Alexandr Prikhno

Export Sales Director
“United Confectioners Ltd.”

05.06.18, 11:47

Re: Samples//DHL EXPRESS AWB#5913741050
[Ipuxuno Anexcangp Huxonaesuu

«alexandr. prikhno@uniconf.ru»

Bam u emié 6: (Itl@globalrustrade.com), CyxoBa Ana-
cracus BsiuecnmaBoBHa, KucetoB Cranucias Bragumu-
posuy, Enena Epodeesa, Enena Tynusiposa, Irina
Ipatova, Nguyen Quynh Anh

YBaxkaeMble KOJUIETH, H0OPHIi AeHb!

— IIpu otnpaske o6pazuos (MMEHHO OBPA3LIOB
MMPOAYKIUU!!!), a He nmpoaaxke MPOayKIHH MO IOTO-
BOPY NMOKYIIKM MBI YKa3bIBaeM TY LIeHY 110 KOTOPOH MBbI
MOJKEM OTIPAaBIIATH 00pasisl. K ppiHOUHOM cTouMocTn
CTOMMOCTH 00pa3loB HE UMEET HUKAKOTO OTHOILCHUS.

— MBI HUKOr Ja He OTIpaBisieM 00pa3isl o 6a30BOH Lie-
He NPpoAaXu Npoaykiuu. Omary oTnpaBku 00pasLoB
yepe3 DHL MbI npoBoAMM Ha OCHOBaHUM CTOMMOCTH
WHBOICca 00pa3LoB.

— Peanphas neHa 06pa31oB NPOAYKILMH — TO YTO YKa3aHO
B UHBOJCe.

— VIMeHHO 10 TaKoii cxeMe MBI OTIparisieM 00pa3Libl BCeM
MNEPCHNEKTUBHBIM KOMITaHUAM BO BreTHame 1 He TOJIBKO.

Best regards,

Alexandr Prikhno

Export Sales Director
“United Confectioners Ltd.”
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Being explicit in expressing intentions
and requirements. Like other stereotypes of
communicative behavior, the explicitness of
Russian partners in virtual business
communication is also under the influence of
standardization, accuracy, clarity, conciseness of
business letters in Russian. This feature of Russian
business correspondence could be realized through
the use of fixed patterns of sentence to avoid
ambiguousness in business documentation. For
examples:

— Due to the fact that client Amisu
plans to work on a letter of credit, we need
to go through a non-standard checking
(B 6uoy mozo, umo xauenm Amisu nianupy-
em pabomams HA YCLOBUAX AKKpeOumusda,
Mo HAM HeoOX00UMO NpoUmu HeCmanoapm-
HYI0 npoeepky).

— To continue the Skype conference, I am
sending a table for filling out, which is
necessary for checking the bank for the
possibility to obtain a letter of credit (B npo-
00/1ICeHUU CKAllN KOH@epeHyuu, 8blCbLIAI
mabauyy 051 3an0aHeHUsl, HeOOX0OUMYIO OJisl
npogepxu O6AHKA HA B03MONICHOCb NOAYYe-
HUSL AKKpeoumueda).

According to these examples, the
explicitness in expressing communicative
intentions and requirements of Russian partners
could be understood in a positive way that they
are frankly and honest in expressing their views
as well as ideas without using many mincing
words. However, in some cases, for instance,
when client’s proposal does not meet the seller’s
expectation, a frank refusal can lead to the
failure in building the business relationship. For
example: United Confectionery company
doesn’t have any reason to offer 20% as
regular discount on a product. Why 20%?
(V komnanuu Ob6vedunennvie Konoumepui
Hem ocHoeaHuii 6 npedocmasienuu 20% 6
Kayecmee pe2yisapHoU CKUOKU HA NPOOYKYUIO.
Houemy 20%?).

Such a straightforward answer of a Russian
counterpart makes Vietnamese business partners
feel embarrassed, because according to
Vietnamese culture of communication, it is not kind
to straightforwardly refuse someone’s offers,
especially of clients. Therefore, in case that a refusal
is needed, Vietnamese usually choose indirect ways
to express it, as it is in Letter 7:
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Re: RED APRON & UNICONF

Nguyen Quynh Anh 07.08.2018, 11: 30

Dear Linh,

Thank you for your offer and efforts sending
the samples to us. We regretfully have to decline the
offer due to the over budget of price.

It has not been successful on this occasion but
we look forward to the possibility of trading with you
in next year.

Thanks again and regards

Quynh Anh NGUYEN (Ms)

Assistant to the business Manager

Les Celliers d’Asie & Red Apron Fine Wines
and Spirits

Address: 18 Yen The St., Ba Dinh Dist., Hanoi,
Vietnam

This letter was originally written in English
by a Vietnamese partner (RED APRON) to his
Russian business counterpart (UNICONF) through
a Vietnamese dealer (Linh), in which we can find
characteristics of the polite style of business letters
in Vietnamese. However, some practical knowledge
of Russian stereotypes of communicative behavior
in business can help Vietnamese partners perceive
the above stated refusal of a Russian partner in
another way: the Russian partner would like the
Vietnamese to give the reasons why the discount
20% is needed (Why 20%?), since his NSCB in
virtual business communication is uncompromising
(loving arguments).

Conclusion

The business letters under analysis showed
that the majority of failures in the process of virtual
communication between Russian and Vietnamese
business partners are due to differe nces in their
NSCBs, which are formed by the influence of
the requirements of business letters in their native
language such as standardization, accuracy, clarity,
formality, informativeness, conciseness and
impersonality. The study demonstrated that in
virtual cross-cultural business communication,
Russian partners obtain the following national
stereotypes of communicative behavior:

— having tendency of dominance in
communication with foreign business partners,
especially with Vietnamese native speakers;

— being not easy to become compromising
in business communication;

—being very adherent to their
communicative principles;
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— being explicit in expressing intentions and
requirements.

Their awareness is required in cross-cultural
business activity, as it might help foreign business
partners, especially Vietnamese, avoid sad
misunderstandings in virtual business communication
with Russian partners.
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