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Abstract

The  Abruzzo  Region  as  many  others  of  the  Italian  Republic is  currently  living  a  delicate

historical moment in which its industrial fabric is called to respond to one of the most important

challenge  of  our  time:  to  cope  with  Globalization.  This  is  a  phenomenon  that  entails  a

remarkable  change  both  at  individual  and  societal  level  and  engrosses  several  fields  of

humanity,  from  technology,  science,  economy  to  politics.  As  a  matter  of  fact,  business

organizations are daily combating their fight in some cases with the aim of growing up and

conquering new slices of markets and in other ones they simply struggle to stay afloat and

survive. The international development opens up new markets all of a sudden and “out of the

blue”  for  those  organizations  that  are  capable  of  seizing  the  numerous  opportunities  that

Globalization may offer. 

In this context, English language has undeniably become the one of international business but

also  the  lingua franca  through which  very  diverse  populations  located  in  the  most  remote

corners of the world manage to communicate.

Generally speaking,  though, the situation in Italy with regard to the use and knowledge of

English and foreign  languages  in  business  as  well  as  in  other  fields  does  not  look bright.

Moreover, the author is convinced that in the years to come English will lose ground in every

field of humanity in favor of other languages. In fact, due to the increasing use of the Internet,

less diffused languages such as Portuguese, Russian or even less worldwide spread ones can

now compete with English and erode its dominance. 

The aim of this research is to investigate the state of the art of the Abruzzo enterprises regarding

the use of foreign languages in their off and online business communication. We have first

made a journey through the existing literature to better understand the phenomenon and type of

methodologies used in previous research. Secondly, we have conducted an empirical research

by administering a questionnaire to 820 Abruzzo organizations belonging to every sector. The

idea was to first conduct a quantitative research and then refine it with some interviews to a

subset of our sample to bring in some qualitative research. Unfortunately, due to strict deadlines

and logistic issues we were not in the position to carry this idea out.
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The main issues are to understand:

 what  the  current  average  level  of  linguistic  competence  is  within  the  enterprises

involved in the research 

 the initiatives put in place by them to improve that level among their employees and

managers 

 whether it is possible to attribute an economic value to foreign languages 

 what the Abruzzo enterprises expect from applicants, institutions and schools in terms

of language competence and quality of language learning programmes

 whether multilingualism is a better choice respect to an English-only communication

policy to do international business. 

The main findings are that the current level of linguistic competence is quite high and that in

most of the cases the Abruzzo organizations do not suffer from a linguistic gap. One third of

them claim to put in place initiatives to raise the level of competence of their managers and

employees.  We  found  possible  to  attribute  an  economic  value  to  foreign  languages.  The

enterprises  expect  schools  and  universities  to  do  more  to  bring  out  pupils  with  excellent

linguistic skills as they consider this task should not be upon the companies themselves. Last

but not least, a slight majority of Abruzzo enterprises believe that English is enough to deal

with international business. 

Regarding the last point, as aforementioned, the author of this thesis believes that in few years

the situation will be reversed because of the ever growing use of digital tools and devices that

are leaving space for languages in the long tail that are day by day making up ground.

To sum up, this research wants to be a very first step to open up a series of studies in our

Abruzzo Region focused on the use of foreign languages in business communication as it seems

to be sometimes a forgotten factor. Their role cannot be left aside especially when it comes to

going global  and, I  add, when it  comes “to going digital”  because,  as it  is  also happening

offline, in the online world no boundaries exist and business organizations can overlook this

factor no longer.
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The empirical part of the research was conducted from the 15th of May 2017 to 15th
 of June

2017. The data collection methods is utterly based on an online questionnaire delivered to the

Abruzzo enterprises by email.

 

Keywords:  enterprises,  business communication,  going global,  ICT, lingua franca,  foreign

languages, internationalization, multilingualism, English-only, Abruzzo, Italy
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Preface

If  Globalization  implies  that  all  the  old  national  barriers  that  previously  affected  the

international trade fall apart and if it fosters an easier and more rapid exchange of goods and

services, this  in turn entails that enterprises need the right tools to operate in this enlarged

business environment. One of these tools is the subject of our study that is “the value of foreign

languages in business communication”. In fact, the purpose of this research has been that of

gathering information on the value of using foreign languages for managers and employees of

the Abruzzo Region in their business settings. The structure we have tried to follow in this

research is that described by the  hourglass  metaphor1. Therefore, we started off by posing a

broad question and then after examining the existing literature we narrowed our research down

to get focused on the empirical data collected.

Hence, as aforementioned, we have first made a voyage through the existing literature.

In the first chapter, we have attempted to describe the phenomenon of Globalization in all of its

dimensions.  This  led  us  to  investigate  the  use  of  foreign  languages  from  the  very  first

manifestation of globalization dating back to the Late Antiquity and to the dawn of the Middle

Age. During these eras, Latin in Europe and Arabic in the Arab world were the sacred language

that glued populations and communities together, the common languages that enabled people

from different “worlds” to communicate to one another.  Then, we have explained what the

status of “global language” stands for and which languages are considerable as such nowadays,

rolling out the reasons about why it is important to understand if a language owns this status or

not and what it implies. Along the paragraphs we have set out the existing connections between

certain languages and the power assigned to those individuals, institutions and companies that

use and master  them.  Hence,  we explained the relevance of  English worldwide  nowadays,

despite the fact that it represents just one language among the 7.099 ones existing in the world.

The chapter ends with the introduction of a neologism, Globish, coined by Jean Paul Nerrièr, a

French computer engineer.  Globish conveys the idea that  a new global language is  inching

1  TROCHIM, M.K. William, DONNELLY, James P., The research methods knowledge base, 3rd edition,   
 Published by Atomic Dog, 2006, p. 15.
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forward. This new global language is very effective for the international business but it just

represents a subset of English.

In the second chapter, we have explored the existent literature concerning with the topic of the

use of foreign languages in cross-cultural business communication. Along the chapter, we have

introduced the concept of corporate communication and its distinction in internal and external

one.  Then, we have set  out diverse case histories in which foreign languages are used that

provide the reader with instances of both type of corporate communication, namely internal and

external.  We  have,  then,  reported  cases  that  explain  the  downsides  that  overlooking  the

“forgotten factor” in the international business, namely foreign languages, can bring about such

as embarrassing situations, misunderstanding and even serious damages and financial losses.

The chapter also faces the issue of how alluring is the idea for multinational companies of a

policy of language standardization to  better  govern their  subsidiaries throughout  the world.

Issue that is not deprived of risks since it is still hard to think that a unique language may ensure

that a meaningful  communication occurs in every circumstances.  Then,  the policy of using

English-only and its effects on employees is investigated reporting also cases of psychological

“fights” between “native” and “non-native speakers” among employees of the same company.

We also deepen the argument by explaining the importance of carefully designing a language

management system that fits the management business strategy of a company. The chapter ends

with rolling out the value attributed by some nations to the foreign languageeducation system

and  the  impact  that  the  rising  of  BRICS  countries  will  have  on  their  use  in  business

communication.

In third chapter, the empirical part of the research kicks off as the research proposal is clearly

stated in the first paragraph along with the questions that have driven us in our investigation.

Then, there is a report of all the steps followed in gathering the empirical data from the time

spent in delivering and soliciting responses from our sample to the communication techniques,

digital tools used and ongoing changes to better target our sample. Hence, along the chapter the

questionnaire and its construction have been explained as well as both the method used to select

the participants and the one used to analyze the gathered data.   

The fourth paragraph is  about  the main findings  of  our  research by analyzing the data  we

obtained through our questionnaire. We separated the findings into paragraphs according to the
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related clusters of questions of the questionnaire administered to the Abruzzo organizations.

This means that each cluster of questions is  aimed at  collecting responses about the issues

discussed in each paragraph. Therefore, we set out the state of the art on the use of foreign

languages in the Abruzzo’s industrial fabric, which and how languages are used and the average

level of proficiency. Then, we tried to describe in a more accurate manner the specific use of

foreign languages in business communication online and offline. We also tried to provide a

response to one of the key questions of our research that is whether foreign languages have an

economic value or not. It is at this point that we wanted to understand, by analyzing again the

empirical data, whether the Abruzzo enterprises that go global believe that an “English-only”

policy is enough or “Multilingualism” pays off in business communication. The chapter ends by

laying  out  a  picture  of  the  perception  the  Abruzzo  business  organizations  have  about  the

language learning methods/programmes used by schools and universities and on the results in

terms of skills achieved by their students and potential job candidates. It also tries to return the

perception the enterprises have on the importance attributed to foreign languages by political

institutions and people of our Region. 

In the fifth chapter, we have exposed our conclusions based on the findings set  out on the

previous chapter. In the first paragraph, we responded in a punctual and synthetic way to each

questions of our research proposal and then, in the following paragraph, we tried to explain

which the managerial implications of our study may be. We also set out the potential future

scenarios with regard to the use of foreign languages in business communication, especially in

the  digital  communication.  Moving  forwards  along  the  chapter  we  have  made  a  thorough

evaluation  of  our  research  by  explaining  the  reasons  behind  our  choice  of  relying  on  a

quantitative method for gathering empirical data. We also explained the limitations our research

presents  in  generalizing  our  conclusions  to  the  entire  population  of  the  Abruzzo  Region’s

business organizations. The chapter ends with some suggestions for future research by taking as

a starting point our thesis, in particular we have strongly suggested a qualitative research based

on a semi-structure interview to be administered to a sample of our respondents.

In the sixth and last chapter, we have basically reported all the results of our questionnaire

question  per  question.  Therefore,  here  the  reader  can  get  acquainted  with  all  the  statistics

behind the percentages that the responses to each question show. These are the rough data that

uphold our research conclusions. Besides, per each question not only did we provide charts and

10



statistics but also preliminary conclusions based on the found data. Hence, we strongly suggest

the reader carefully go through this chapter to better understand the reasons behind our final

conclusions.

The digitization of business communication and the globalization-driven erosion of national

borders make the relationship between language and business a promising field of investigation.

Accordingly,  our  research  work  aims  to  shed light  on  a  frequently  overlooked side of  the

aforementioned relation: the use of foreign language in global business communication    By

exploring the existent literature and gathering empirical data in our Abruzzo Region we have

been  able  to  get  a  preliminary  picture  of  the  state  of  the  art  regarding the  use  of  foreign

languages in both off and online business communication. Despite its limitations, we believe

that this study may represent an important starting point for further research that have the aim

of deepening the knowledge on this issue. Abruzzo organizations as well as those established in

whatever corner of the world must be aware of the importance of a proficient and effective use

of foreign languages in business communication. Therefore, foreign languages is an aspect of

business communication that deserves to be taken into consideration when going global and

that can be overlooked no longer by companies, schools, universities, institution and people in

general. 

After all, as proven over the last decades of our human history, the national borders no longer

exist in the real world, in most of the cases, and they have never existed in the virtual world of

the Internet. We are already living in the multilingual “global village”. 
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Chapter 1 

Language Globalization: from the 
sacred languages to “Globish”

1.1 Globalization: a multidimensional phenomenon

There is a debate still going on in the literature and in the scientific community on what the

concept  of  “globalization”  stands  for,  whether  it  represents  a  social  system,  a  relentless

phenomenon of world interconnection or a set of social processes that are changing our social

condition.

Perhaps, “globalization”, as a new buzzword, fits all of the descriptions mentioned above and

even many more, revealing a quite blurred identity and a rather non-static nature. The root of

the word, “globe”, jointly to its suffix “-ation”, immediately draw our focus on the centrality of

the former, which seems to extend its grasp over whatever fact, event or occurrence we happen

to hear or experience in our today life. 

In other words,

the world is becoming a more interdependent place that enhances people's chances 
to recognize and acknowledge their common humanity2.

According to the anthropologist and geographer David Harvey, the world seems to have been

experiencing a 

time-space compression3

since 1972, at least, due to a “sea-change” both in cultural and political-economic practices.

Harvey points out a shift in the way time and space are experienced in society adducing that

2     STEGER, Manfred B., Globalization: A very short introduction, Oxford University Press, 2003, Preface
3 HARVEY, David, The condition of Postmodernity.: An enquiry into the Origins of Cultural Change, 

Blackwell, 1992, p. 5 
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this phenomenon has its grounds in the rise of “postmodernism”4 with its cultural forms, new

flexible modes of capital accumulation and the compression that is squeezing time and space in

the organization of capitalism.

As a matter of fact, the rapid development of technology, the changes in the social structure as

well as the ever more rapid flow of information globally exchanged, nowadays in a matter of

seconds by the palm of our hands, make us fully aware of living in a seamless, boundless,

integrated and interdependent reality with no borders.

Therefore, having pinned down the main hallmarks of the globalization concept, this, in turn,

drives  us  to  the  conclusion  that  we  are  before  a  multi  facet  idea  or,  even  better,  a

“multidimensional” phenomenon.

To go more into details, we state that “globalization” encompasses the dimension rolled out

below:

● an  economic dimension. The intensification of the economic interrelations across the

globe. Thanks to the technology advancements, capital flows more easily and smoothly

from one side of the planet to the other, moving goods and services. Markets stretch

their reach over new areas of the world establishing stronger bonds among the national

economies, whereas new transnational economic institutions and corporations emerge as

the powerful characters of the new economic order;

● a political dimension. The intensification of political relations, interrelations among the

states leading to issues pertaining to the sovereignty principles of the nation states, an

increased influence of the intergovernmental institutions and the prospect of finding a

balance between the regional and the global governance, within a new framework that

someone calls “glocalization”5;

4 “The term “postmodernism” first entered the philosophical lexicon in 1979, with the publication of the The 
Postmodern Condition by Jean-François Lyotard” - https://plato.stanford.edu/entries/postmodernism/  - 
Official website of the “Center of the Study of Language and Information (CSLI)”, Stanford University

5 “The term has its root in the Japanese term dochakuca which first appeared in the late 1980s in articles by 
Japanese economists in the Harvard Business Review. The term originally meant adapting farming technique 
to one’s own local condition. The idea was later adopted to refer to global-localization. According to the 
dictionary meaning, the term ‘glocal’ and the process noun ‘glocalization’ are “formed by telescoping global 
and local to make a blend” (The Oxford Dictionary of New Words, 1991:134)” 
SHARMA, Chanchal Kumar. 2009. Emerging Dimensions of Decentralisation Debate in the Age of 
Globalisation., Indian Journal of Federal Studies 1/2009: 47-65.
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● a  cultural dimension. It is nothing but the stepping up and widening of the cultural

flows across the globe in its main forms that are images, music, languages and so on.

Globalization fosters the diffusion and dissemination of the various cultural practices

coming from every corner of the hemisphere;

● an ideological dimension. Globalization rests upon a set of norms, rules, values, claims,

beliefs as well as a narrative on its benefits against its downsides, about who are the

winners and who the losers that have been left behind.

If globalization is a “multidimensional” phenomenon as such set out above, one of its outcome

is  a  sort  of  fragmentation  and cross-fertilization of  identities  in  every  manifestation of  the

contemporaneity.

For instance, by no means would we be surprised nowadays with the image of a Syrian high-

tech  champion  working  inside  the  Google’s  headquarter  of  Mountain  View  in  California,

enjoying an Indian dish such as chicken marsala in the Google Cafeteria and, then, having a

break from work, finding an intimate corner where praying for some minutes with his Koran.

That is just  an example of what globalization scholars call  “hybridization” that is a sort  of

jumble  of  different  cultures  upon one  single  individual  that  becomes  a  product,  a  tangible

outcome of the global economic and cultural exchanges.

As Steger suggests, we live by now in a condition of “globality” 

characterized  by  the  existence  of  global  economic,  political,  cultural,  and
environmental interconnections and flows that make many of the currently existing
borders and boundaries irrelevant.6

If the borders and boundaries get neglected, the “local” loses its protective fences against the

“global”  and  this  engenders  a  strong  “tension”  among  their  respective  forces,  especially

between the forces of “particularism” and those of “universalism”, that reaches a new level of

no return. 

It is exactly this dynamic that got the human history crossing the line dividing the “Modern”

6 STEGER, Manfred B., Globalization: A very short introduction, p. 7
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and  “Postmodern”  Age  around  the  70s.  We  should  be  grappling  with  the  different

interpretations  of  this  terms  provided  by  the  literature  but  we  can  roughly  say  that

“postmodernism” is a sort of reaction to “modernism”. Whereas the latter has been identified

with an era believing in a linear progress, indisputable truths, rational planning of ideal social

orders and standardization of production and knowledge, “postmodernism” with its liberative

forces redefines the cultural discourses by granting privilege to heterogeneity and difference.

As  a  consequence,  the  reality  becomes  fragmented,  undetermined  and  the  “totalizing”

discourses lose their grasp.7

Within this new feverish framework, languages seem to acquire nowadays a new role, a more

powerful one because they join the cultural flows going on and foster the sharing of knowledge

and the experience exchange among people.  After all,  humanity has never ever lived in an

interrelated world such as this that we happen to live in and communication is at the base of any

kind of exchange among populations. Whether it was needed for migration of populations or for

trade,  communication  has  always been the  cornerstone  on  which  laying the  basis  for  their

occurrence and development and languages are simply the shared “codes” on which rely on.

The globalization process with its ever more rapid pace appears to have arisen the urgency of

finding a common “code” in order to enhance the communication among populations, countries

and businesses spread out across the world. This is especially true as the borders and boundaries

keep  on  getting  blurred  and  the  nation  states  seem  to  lose  ground  against  a  new

“multidimensional” global order.

1.2 The languages of the “imagined communities” 

Languages have always been the medium through which founding communities. There would

be no group of people we could define as a “community” if they did not share at least their

language. Over the course of the human history, languages have played such an important role

as that of enabling people from the most remote corners of the world to imagine themselves as a

community.  

7 HARVEY, David, The condition of Postmodernity.: An enquiry into the Origins of Cultural Change, p. 9
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1.2.1 The sacred languages

As already  mentioned earlier,  language  is  nothing  but  a  “common code”  through which  a

“community”  of  people  communicate,  that  is  that  all  of  its  members  use  it  to  exchange

thoughts, ideas, precepts, set and disseminate rules and laws to govern themselves. Since the

dawn  of  the  civilized  society,  languages  have  always  represented  one  of  the  “specificity”

characterizing a more or less identifiable group of people living in proximity that were united

also by the use of a commonly shared code.

Furthermore, different groups of people speaking different languages that came to meet each

other, experiencing a series of difficulty in their oral communication, could find a common

ground in the use of the same “ideograph”. This is especially true in the Islamic world, for

instance, where different populations gather in Mecca and do not understand each other most of

the times due to the use of different languages. The sharing of a unique sacred text such as the

Qur’an, which is written only in classical Arabic, has helped them since the first half of the 7th

century AC8 find a common code that still today turns out to be a form of lingua franca9 for the

Arabic and Muslim world. 

The use of a sacred language enabled the great classical communities to imagine themselves as

such and laid the basis of admission to a membership. 

Therefore, 

...the sacred languages were the media through which the great global communities 
of the past were imagined.10

Without the use of a “transnational media” such as that described above, by no means would we

have assisted to the rise and dominance of the papacy power along all the Middle-Age. By

adopting the Latin written code, the trans-European literate clergy exerted the power of the

8 The Rev. Canon Sell., D.D., M.R.A.S., The Historical Development of the Qur’an, Simpkin, Marshall, 
Hamilton, Kent & Co., London, England, 1923
www.muhammadanism.org  Website about the study of Islam Religion

9 Definition “A language that is adopted as a common language between speakers whose native languages are 
different.”
Origin “Late 17th century: from Italian, literally ‘Frankish tongue”
https://en.oxforddictionaries.com/definition/lingua_franca 

10 ANDERSON, Benedict, Imagined Communities: Reflections on the Origin and Spread of Nationalism, Verso, 
New York, London, 2006, p. 14 
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Catholic Church and managed to convey their message from one side to another of the “old

continent” guaranteeing a widespread dissemination of their ideas.

After all, 

Latin was not only the language in which teaching was done, it was the only 
language taught.11 

The  last  words  of  this  sentence  (“...the  only  language  taught”)  give  us  an  idea  about  the

importance of this language at that time. Latin was the “sacred language” and this sacredness

was sanctioned by elevating it to the status of being the only language worth teaching and

utilizing when it came to printing press. Indeed, it was estimated that roughly 77% of the books

printed before the 1500 were in Latin.12

Data such as these make us understand that there existed some lingua franca that, just as today

with  English,  enabled different  communities  of  people scattered around a continent  to  feel

pertaining to a more “enlarged one”, a prototype of “global community” we dare to say, united

by a common code such as Latin, Arabic, Chinese and so on.           

It is also true, though, that Latin was not widely spread among all clusters of populations in the

Western  society,  being  much  more  a  language  used  by  the  clergy  and  by  the  “bilingual

intelligentsia”. The latter, in turn, used to mediate between the clergy and the illiterate masses

that  were accustomed to using “vernaculars” so that,  in  somehow, it  was believed that  the

“bilingual intelligentsia” was mediating between “Earth” and “Heaven”.

If the invention of the printing press and movable type by Johannes Gutenberg13 in 1439 and its

successive invention of a process for mass-producing movable type created the condition for

spreading out the Latin language, the market logic overturned this prospective.

Since  the  “proto-capitalist  book-publishing  enterprises”  were  pressed  for  the  necessity  of

conquering new slices of market, once that the market of the literate bilingual intelligentsia got

saturated,  they  started  turning their  eyes  to  the  huge  monoglot  masses  of  people  speaking

vernaculars and set them as a new target.

11 ANDERSON, Benedict, Imagined Communities, p. 18
12 Ibidem
13 https://en.wikipedia.org/wiki/Johannes_Gutenberg   
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This is the main reason why by the mid-seventeenth century, the use of Latin had already lost

much of its grasp in favor of the more “popular” vernaculars that had proven to be as such since

Martin Luther nailed down his theses to the chapel-door of Wittenberg. The 95 theses proposed

by the monk printed  in  German spread over  the  country within 15 days  and triggered  the

process of the Catholic Church Reformation in Germany.

Certainly, Protestantism sealed a strong coalition with “print-capitalism” in order to have its

doctrine spread out as quickly as possible and to gain the support of new worshipers. This

objective could only be possible to be obtained through the use of the “vernaculars”, which

were the languages spoken by the masses.

Moreover, “vernaculars” were used as instruments of the administrative centralization by the

absolutist monarchs since the collapse of the Western Roman Empire because they facilitated

the communication with the governed masses. In addition to this, the consequent fragmentation

of the political situation in the European continent did not allow a monopolization in terms of

language. As a consequence, the use of Latin inevitably started declining.

It is right there that it  is possible to pinpoint the “momentum” for the establishment of the

foundations for a “Europe of the language diversity”. Latin as the common language of the

Medieval Europe, legacy of the Ancient Roman Empire, was bounded to be relegated to be used

only  by  ecclesiastical  elites,  whereas  the  emerging  capitalist  society,  especially  in  the

“Reformed” European countries, paved the way to the expansion of the use of “vernaculars” in

the new-coming entities: “the nation states”.

1.2.2 The global languages

Toda la tierra tenía una misma lengua y usaba una misma palabra14

14 CEBRÍAN, Juan Luis, De Babel a nuestros días: el español en la globalización, “Claves de la razón practica” 
magazine, n° 237, November/December 2014, p. 19.
English translation - “Now the whole world had one language and a common speech.” This sentence is in the 
Bible, Genesis verse 11 where it is told about the “Tower of Babel” legend in which people moving eastward 
ultimately found a plain in Shinar. It was there that they came out with the idea of building a tower that would 
become their own city and that would allow them to have a shelter to avoid wandering around the world as the 
Almighty wanted them to do. Their idea of rising up a tower able to reach the heavens was punished by the 
Lord who got afraid of the powerful action of people that was threatening His own power on them. Essentially,
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The Bible tells us that in a not well-defined time of the human history, the mankind used to

speak a unique language and that people managed to understand each other clearly. Besides, the

communication  among  them  turned  out  to  be  such  a  useful  organizational  tool  that  they

managed to design and build up a skyrocketing tower, the “Tower of Babel”, which was so high

that could even scratch the heavens.

As we know, the Lord scared by their capabilities, responded by confusing their language with

the result that since then, according to the Scripture of the Old Testament, the planet has been

hosting  a  myriad  of  diverse  languages  and  humanity  has  fallen  down into  a  condition  of

weakness and chaos that no longer could be reversed.

The  lesson one  learns  from this  passage  of  the  Bible  is  that  language  had  a  specific  and

important weight, namely that it is viewed by the Ancients15 as a “tool of power”, even though

starting off with the Hellenic civilization languages begin being viewed much more as a means

to hand down knowledge and to socialize.16

As a matter of fact, the idea of language as a “tool of power” is everything but mistaken with

the  insight  of  the  history.  The  Ancient  Greeks  firstly  and  Romans  secondly  imposed their

respective  languages  to  the  vast  lands  they  conquered  and  by  doing  so  they  managed  to

establish the first “global languages”. After them, the Arab Empire spread their  lingua franca

together with the Muslim religion over the Middle-East and huge part of Africa and, by the

beginning of the 15th century, the colonial empires, which set new conquers in almost every

corner  of  the  globe,  disseminated  the  “new  global  languages”  such  as  French,  Russian,

Portuguese, Spanish, English and so on.

Although we are by now used to considering English as the new global language as David

Crystal says:

the God Father acknowledged that people speaking the same language were able to organize themselves and to
achieve everything they wanted, hence, He went down and confuse their language so that they were no longer 
able to pose any threat to His power.”

15 https://en.oxforddictionaries.com/definition/Old_Testament   
Since the Old Testament was written between 1200 and 100 BC, the expression “Ancients” is referred to how 
populations dating back to this time of history are commonly named in the literature. It is also drawn a 
parallelism between what it is written in this particular passage of the Genesis and the common thinking of the 
Ancient population towards the languages.

16 CEBRÍAN, Juan Luis, De Babel a nuestros días: el español en la globalización, p. 22.
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English is a global language, they would say. You hear it on television spoken by
politicians from all over the world. Wherever you travel, you see English signs and
advertisements. Whenever you enter a hotel or restaurant in a foreign city, they will
understand English, and there will be an English menu. Indeed, if there is anything
to wonder about at  all,  they might add, it  is why such headlines should still  be
newsworthy.17

One might quietly state that English is not the only language to occupy this position since the

definition  itself  of  “global  language”  entails  a  sort  of  “universal  diffusion”.  For  instance,

despite being spoken by around 588 million of people18, hindi-hurdu is seldom considered as a

global language due to its very circumscribed geographical diffusion, whereas on the other hand

other  languages  exist  that  have  been  disseminated  over  a  remarkable  number  of  countries

turning themselves into global.

To better  focus on this  concept,  let’s  say that when we think about  “global  languages” we

immediately couple this expression with the word “international” because what we do is to

imagine them as spoken in several nations. In fact, the condition that makes a language acquire

the “global status” is to become a  lingua franca  for a multitude of people scattered around

several  nations  often  geographically  very  distant  to  one  another.  Spanish,  French,  Arabic,

Portuguese, to mention some of the most worldwide spread languages, perfectly fit with the

“global status”.

The importance of achieving this “status” of “globality” for a language is certainly not limited

to the high position it acquires within a sort of pre-compiled hierarchical list. The very nitty-

gritty of this issue is that in somehow its high rank sheds some light on the “usefulness” of a

language within the 

17 CRYSTAL, David, English as a global language, (Second Edition), Cambridge University Press, New York, 
2003, p. 2

18 https://www.washingtonpost.com/news/worldviews/wp/2015/04/23/the-worlds-languages-in-7-maps-and-  
charts/?utm_term=.dbd6324b06e2 
Whashington Post Website, The world’s languages, in 7 maps and charts, article published on 23th of April 
2015
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Fig. 1 Totals for languages including bilingual speakers19

international  communication  framework.  To  this  extent,  the  Spanish  linguistic  and  writer

Gregorio Salvador Caja tells us that a sort of “instrumental hierarchy” exists  de facto  among

languages yet:

la lengua es ante todo y sobre todo un instrumento de comunicacion y el ranking
demolinguistico establece ya un criterio de mayor o menor utilidad, de jerarquia
instrumental []: a ninguno se le ocurre, por ejemplo, que sus hijos . estudien albanes
en vez de ingles, o kirundi en vez de ruso20

In  addition  to  this,  Roland Bretón in  1979 combined the  “demolinguistica”  with  a  sort  of

“geolinguistic” and added new parameters to consider when it comes to ranking languages.

Precisely, what he did was to sum to the number of native speakers of a language the number of

19 Ibidem
The chart represents the extent to which a language is spread out in terms of number of speakers. The bigger a 
circle is the more spoken the language is.

20 CAJA, Gregorio Salvador, Los alegres guarismos de la demolinguistica, conference held in the Universidad de
La Laguna on March 1983, included in Lengua española y lenguas de España, of the same author, Ariel, 
Barcelona 1987, p. 65
“the language is, first and foremost and above all, a communication instrument and the demolinguistic ranking
already establishes a criterion of major and minor usefulness, an instrumental hierarchy []: no one thinks to get
their sons to study Albanian instead of English, for instance, or Kirundi instead of Russian”

22



those who speak it as a second language as well as its greater or lesser geographical extension.

What it came out was a rank based on the usefulness and the internationality of a language

which  was  headed  by  English  and  followed  by  French,  Spanish,  Russian,  Portuguese  and

German.21

The point is that for a language to “go global” is not sufficient to be spoken by a majority of

people that use it as a mother tongue, as in the case of English in countries like UK, South

Africa, US, New Zealand, Ireland, Canada and many other areas of the world.

In order to be considered “global”, a language needs to gain a special status or position within a

country or communities where it neither represents the most widely spoken one nor a mother

tongue language. For instance, English is  de facto  the second language in Italy as well as in

other countries of the European Union substantiated by the fact that it is taught as mandatory in

the first and secondary cycle schools and often in the bachelor’s and master’s degree courses.

As far as the latter, there is an ever-growing worldwide tendency to convert many of the courses

usually taught in the national language utterly into English. In fact, this practice is by now

considered  as  a  critical  factor  to  get  students  accustomed  to  using  English  efficiently  and

fluently and make them already prepared to work in a “global” context. 

That’s  the  reason  why  English  is  not  the  only  global  language  conceivable  as  that.

Diachronically, Latin has been the first global language in the history, perhaps, as it was spread

over the German populations who spoke a different language but that acquired the Romans’

language as the second one. Classical Arabic, as we mentioned in the previous paragraph, was

the global language of the Muslim world.

Syncronically, we may assert that languages such as Spanish have risen to the level of “global”

as they are ever more taken up by countries having a different mother tongue.

To provide a strong example that upholds this idea we can take a look at the situation in US

where Spanish is spoken by more or less 38 million22 of people and where English in many

cities  is  no longer  the chief  language.  Moreover,  there are  states such as Florida in  which

Spanish is already used in official government websites as second language.23 

21 BRETON, Roland, Geografias de las lenguas, Oikos-Tau ediciones, Barcelona 1979, p. 53
22 https://www.census.gov/newsroom/facts-for-features/2015/cb15-ff18.html     

US Census Bureau’s Website 
23 http://dos.myflorida.com/    Website of the Florda Department State
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1.3 The power of global languages

Indeed, it has been said that a language is a dialect with an army.24

It is said that a language turns out to be an instrument of “power”. A particular language, in fact,

may emerge among others  and impose itself  over  a  specific  community  of  people.  It  may

become one of the distinctive cultural elements of a community speaking it but, nevertheless, it

might not be an exclusive feature because of its shared use with other populations.

The Italian language case is a fair example that shows how a dialect can emerge as a national

language. We have always heard that our native language has its origin in one of the many

dialects (Tuscan) that sprang up from Latin over the centuries.  By the 14th century,  Tuscan

began emerging among the others thanks to Tuscany’s central position but, above all, to the

relevant power of Florence in terms of culture, commerce and politics. It is not the objective of

this work to make a journey through the Italian history but it is worth recalling the influence

and power exerted  by the “Medici”  family,  especially  during the Renaissance and the role

played by the three literary artists Dante, Petrarca and Boccaccio.25 

With regard to national languages, their power may derive directly from their respective nations

thanks to their cultural, commercial and political dynamism. If we think about a country that is

strongly involved in the international trade because of its very sought after natural resources or

because of  its  remarkable  know-how in  a  particular  industrial  sector,  it  is  very likely  that,

consequently, its language may acquire a certain relevance and prestige. 

That is also the case when a nation is able to exert a certain level of representative power in

bilateral agreements, in the multilateral international forums, etc.

Therefore, 

This standard form of language in a given country did not come about by magic, but

24   TONKIN, Humphrey, Language and society, The American Forum for Global Education, N° 178, 2003-2004,
       p. 4 https://issuu.com/universidaddavinci/docs/language_society
25 www.thoughtco.com/history-of-the-italian-language-4060993   

Website of ThoughtCo, a group of people committed to providing content on different subjects for long life 
learning.
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resulted from the favoring of certain forms, or even certain languages, over other
dialects and languages, and the reinforcement of this selection through institutions
as schools and newspapers: standard language is an expression and a consequence
of institutional power.26

What  Tonkin  (2003-2004)  basically  suggests  us  is  that  the  more  a  language  is  used  at

international and institutional level, the more it becomes influential in the “market”, delivering

a substantial power at disposal to those that proficiently master it.

According to this author, as a communication willingness is manifested by someone or by an

entity, it may be soon followed by a willingness to negotiate something. Thereby, a language for

an industrial nation and its companies shows its greater or lesser usefulness and power as a

communication  tool  whenever  it  comes to  helping these entities  conquer  new markets  and

strengthen them. Since, as we stated above, there exist some languages that because of their

widespread diffusion throughout several countries across the world we are induce to assign

them a “global status”, we may end up figuring a sort of map in which a handful of “super

powerful  languages”  (English,  Spanish,  Portuguese,  French,  German,  etc.)  expand  their

geographical extension. These super languages seem to be intended to engulf the non-super

languages threatening the language diversity and in turn the cultural diversity until the point

that one might come to the conclusion that in the end “only one will survive” depicting a mono-

linguistic (and even mono-cultural) scenario.       

The French sociolinguistic Louis Jean Calvet says these “super powerful languages” gravitate

around one major or “hyper-central language” that he thinks it is English that acts as a pivot:

Autour d'une langue hypercentrale (l'anglais) gravitent ainsi une dizaine de langues
super-centrales (le français, l'espagnol, l'arabe, le chinois, le hindi, le malais, etc.)
autour desquelles gravitent cent à deux cents langues centrales qui sont à leur tour
le pivot de la gravitation de quatre à cinq mille langues périphériques.27

What Calvet tries to explain to us is that although English is undoubtedly the hyper-central

language in the short and mid term, this might turn out to be no longer true in the long term. As

26 TONKIN, Humphrey, Language and society, p. 4
27   CALVET, Louis-Jean, Mondialisation. Langues et Politiques Linguistiques, 2002, p. 2  
       www.gerflint.fr/Base/Chili1/Calvet.pdf 

“Around a hyper-central language (English) a dozen of super-central languages gravitate (French, Spanish, 
Arabic, Chinese, Hindi, Malay, etc) around which one hundred to two hundred central languages gravitate 
which are in turn the pivot of the gravitation of four to five thousand peripheral languages.” 
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it  happened to Latin with its  diffusion and then geographical  dispersion,  other “peripheral”

languages might turn into “central” but also the latter might turn into “super-central” or even a

“super-central” might turn into “hyper-central”. The author insists on this theory by saying that

languages  interact  through  bilingual  people  and  that  it  is  possible  to  detect  on  each  level

(“peripheral”, “central” and “super-central”) tendencies of people studying and learning a more

central language or one belonging to the same level of his maternal one..

Since a language is conceivable as a social practice serving a community or a population and

not the contrary, Calvet comes to the conclusion that a language policy has to acknowledge a

function  of  “utility”  to  the  language  itself.  Assertions  propping  up  an  idea  of  “language

equality” do not seem to have any grasp on the French sociolinguistic who prefers to follow the

evidences unveiling a rather marked difference among them in terms of functions, values and

ultimately in “power”.

Hereupon,  it  seems  by  now  ascertained  that  despite  being  fully  legitimate  to  support  a

commendable principle of language diversity preservation, the idea of promoting “politically

correct” policy aimed at sustaining a sort of “language equal opportunity” does not seem to

have much weight and strength. 

As linguas são um bem público cujo valor aumenta o seu uso por um número maior
de pessoas.  Assim sendo,  beneficiam das  prioridades  de massa  crítica   que são
tipicas das redes  de telecomunicações - a maior parte dos clientes prefere aderir a
uma rede com um grande número de utilizadores visto que, no interior da rede as
comunicações tendem a ser mais fáceis e baratas.28

This last quotation unveils a rather pragmatic view on the use of languages that confirms the

Calvet’s  conclusion  about  the  utilitarian  function  of  languages.  Taking  for  granted  that  no

equality among languages is de facto neither possible, nor conceivable, we may only conclude

that a language hierarchy or rank already exists among them and it works as a mirror of the

“power” they have attached. 

28 ESPERANÇA, José Paulo, Uma abordagem ecléctica ao valor da língua: o uso global do Português, research
study, Instituto Camões, 2009 
http://cvc.instituto-camoes.pt/conhecer/biblioteca-digital-camoes/explorar-por-autor.html?aut=1228 
“Languages are public assets whose value makes the number of people using them increase. Therefore, they 
enjoy the critical mass priorities that are typical of telecommunication networks – most of the customers prefer
to join a network boasting a large number of users, as within a network communication tends to be easier and 
cheaper.” 
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1.4 English: the global language “pivot”

As Calvet (2002) explains, English seems to play the role of hyper central language among the

7.099 ones currently spoken all  over the world.29Among this  list  the Indo-European family

sticks  out  because  of  its  importance  in  the  world  trade,  but  also for  its  wide  geographical

distribution, not to mention that English belongs to it. 

Fig. 2 Living languages of the world30

The Indo-European family includes 200 languages but the number of linguistic families goes

far beyond it until about 250. The reader might be impressed by this huge numbers but once

deepened our knowledge on how these languages are distributed over the continents we might

29   SIMONS, Gary F. and Charles D. FENNIG, Ethnologue: Languages of the World, Twentieth edition. Dallas,
       2007, Texas: SIL International. Online version: http://www.ethnologue.com. 
30    http://www.ethnologue.com/guides/how-many-languages    
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really be startled by reading that as far as Europe only, 230 different languages are spoken.31

Perhaps,  our  surprise  would  not  stop  there  and  would  even  be  greater  as  soon as  we get

acquainted  with  the  fact  that  in  Papua New Guinea  the  number  of  individual  living  listed

languages add up to 840.32 Situation of “multilingualism” such as this in a particular area of the

globe are favored by the absence of a dominant language as well as by the frequent interaction

among groups with diverse linguistic heritages.    

There are several factors that affect the rise of a particular language as the most widely used

foreign  language  in  a  country  such  as  historical  tradition,  political  reasons  as  well  as

commercial, cultural and technological contacts. Its diffusion within a nation borders will also

depend on the more or less adequate support in financial and non-financial terms a language

policy receives. This is true either for an enterprise or for a nation or supranational entity that

acknowledge  the  importance  of  boosting  the  language  skills  of  their  members.  Therefore,

resources  will  be devolved into  language schools,  institutes  of  higher  education to  provide

degree courses delivered into a foreign language, but also to student, professors and workers’

exchange programmes, as the European Union has been offering since the late 1980s.33

English  has  conquered  a  primacy  position  along  a  process  started  off  with  the  British

Imperialism between the end of the 16th and the 18th centuries and then followed through with

the political dominion of the United States, especially by the WWII onward. Hereupon, English

has been imposed as the new lingua franca because of its links with the most technological,

economic and cultural powerful nations.

There has been some attempts to justify the central position assumed by English as a global

language  “pivot”  asserting  that  it  shows  a  certain  degree  of  easiness  in  grammatical

construction and other hallmarks that makes it suitable as a common shared language.

In its easiness of grammatical construction, in its paucity of inflection, in its almost
total  disregard  of  the  distinctions  of  gender  excepting  those  of  nature,  in  the
simplicity and precision of its termination and auxiliary verbs, not less than in the
majesty, vigour and copiousness of its expression, our mother-tongue seems well-
adapted by organization to become the language of the world.34

31   ANDERSON, Stephen R., How many languages are there in the world?, Linguistic Society of America,
       Brochure  Series: Frequently Asked Question.

http://www.linguisticsociety.org/sites/default/files/how-many-languages.pdf 
32   SIMONS, Gary F. and Charles D. FENNIG (eds.). 2017. Ethnologue: Languages of the World
33    http://www.erasmusprogramme.com/the_erasmus.php  Offiicial Website of the Erasmus Programme
34 CRYSTAL, David, English as a global language, (Second Edition), 2003, p. 8
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Assuming that the aforementioned characteristics have engendered the acceptance of English

by other countries and population as the first or second language, then it could be easily pointed

out that global languages, contemporary or not, such as French or Latin do not share these

features.

French does have masculine and feminine nouns just  like plenty of other languages, which

includes Latin as well, but despite all this it turned into a global language that has played a

“pivot” role as well as Latin. 

Surely, the grammar structure, the size of the vocabulary, the fact that it has been a vehicle of a

great literature in the history or of a great religion, are all critical factors that can easily make a

language global but it turns out to be not enough. The very chief factor that elevates a language

to a status of global and, in turn, as lingua franca and “pivot”, is the power of its people, namely

the political, economic and military power of a country. 

In the nineteenth and twentieth centuries, the economic developments started operating to a

global scale also fostered by the communication technological advancements firstly through the

use  of  radio,  telegraph,  telephone  and  successively  through  the  Internet  and  the  digital

communication diffusion. In addition, there has been an increase in business competitiveness in

the  free  market  that  brought  about  the  need  for  the  companies  to  dedicate  resources  to

international marketing in order to cross national boundaries and target foreign markets. 

As far as the science and technology field is concerned, the necessity to have their progress

shared worldwide has arisen the issue of finding a common code in order to better transmit and

transfer knowledge, ideas and achievements.

To sum up, a series of international activities has been triggered by the political, economical

and technological developments that ever more have required to be underpinned by a strongly

and  commonly  acknowledged  code.  Any  code  standing  right  in  the  middle  of  these

developments would end up assuming this “supportive role” and what happened during the last

two centuries is that Britain first and USA in succession became the world’s leading industrial

and trading countries.35 The economic and political supremacy of the USA, that also entails a

strong  technological  dominance,  has  consolidated  the  use  of  English  as  lingua  franca,

previously geographically spread out by the British colonialism.

35 CRYSTAL, David, English as a global language, (Second Edition), 2003, p. 9-10
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1.5 “Globish”

If  it  is  abundantly  proved  that  English  is  the  “universal  language”36,  what  remains  to  be

understood  is  what  kind  of  English  massive  of  “global  people”  in  our  ever-increasing

interconnected globe are actually using. We all know that the main clusters in which English is

generally split  into are British and American English and that it  is possible to detect many

differences among them in terms of pronunciation, spelling as well as meaning of some words

and expressions.37 

It appears, though, that the type of English used as an international language is not exactly the

language that a native speaker would likely use. As a matter of fact, the “global English” is the

mostly used language in the international business, so that it  is not a gamble to assert  that

English is by now the global language of business38. Jean Paul Nerrièr, the French computer

engineer who had worked as an IBM manager in the 90s, coined the neologism Globish39 to

describe what he was observing during his trips around the world. In particular, he noticed 

how billion of people are in need of a consistent language to do business across the 
globe40

during is countless journeys, especially in Japan where he realized that a new global language

was  inching  forward.  This  new  global  language  is  very  effective  for  the  international

communication but, coming to the nitty-gritty of the issue, this language is just a subset of

English, it is Globish.

According to Nerrièr, Globish is a natural language which is a reduced set of English patterns

that non-native English users are accustomed to using41 It  is  a correct English if  it  is  used

properly as he noticed by observing non-native speakers communicating with each other during

36 http://www.omniglot.com/language/articles/engunilang.php      Website of “Omniglot, the online encyclopedia 
of writing systems & languages”

37 https://en.oxforddictionaries.com/usage/british-and-american-terms    
38 NEELEY, Tsedal, Global Business speaks English. Cross-Cultural Management, Harvard Business Review, 

from the May 2012 Issue at https://hbr.org/2012/05/global-business-speaks-english.
39 http://www.globish.com/     Website of “Globish”
40 Ibidem
41 https://en.wikipedia.org/wiki/Globish_(Nerriere  )  
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the meeting in which he participated when he used to be the IBM President of International

Marketing. 

Nerrièr, then, codified this subset language and trademarked it, so that the word  Globish  is a

specified subset of the English language that lists 1500 words. The former IBM manager claims

that Globish is a simplified version of English that makes it easier to learn and use it, so that it

turns out to be a more practical version of English,

when a Japanese employee met a Belgian, a Chilean and an Italian, they managed.
None spoke English brilliantly but each knew the others were making mistakes too.
When an American or British manager walked in, everything changed. The native
speakers talked too fast and used mysterious expressions.42

Thanks to Globish, it is possible to use a list of 1500 words through which it is possible to

express basically anything till the point that the French engineer has risen a business in training

people to speak a basic vocabulary in his website http://globish.com. 

There are authors such as Robert McCrum of the  Observer43 that have declared that actually

Globish raises a barrier to the dominance of English as a  lingua franca.  As a matter of fact,

Nerrièr himself states that Globish strongly limits the influence of English language and that it

is  in  the best interest  of non-Anglophone countries to hold Globish up since it  helps them

preserve their native languages.

Despite  its  limited  range  of  words,  Globish  often  plays  the  role  of  a  first  step  in  an

approximating process towards English, so that their users little by little widen their vocabulary

till  the point  that they engage with native speakers with confidence.  Therefore,  despite the

Nerrièr efforts to reassure the world that Globish does not foster the dominance of English as a

lingua  franca,  it  actually  ends  up  being  a  launch  pad  for  becoming  proficient  in  English,

strengthening its role as a global language.

42 https://www.forbes.com/sites/frederickallen/2012/03/01/a-new-international-business-language-  
globish/#2a29b3e252c2 

43 http://observer.com/     Website of “Observer” Magazine
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Chapter 2 

Foreign languages in cross-cultural 
business communication

2.1 What’s the craic with foreign languages in global 
business communication?

One of the goals of this thesis is to understand the importance of foreign languages in global

business  communication.  Another  goal  is  to  figure  out  the  value  and  importance  of

multilingualism within the modern companies such as multinationals but also within the small

local firms in the face of the information communication technology revolution that opens up

unlimited opportunities for internationalization. 

When  it  comes  to  going  global  language  matters!  Is  an  “English-only”44 language  policy

enough  or  a  multilingual  management  policy  would  payoff  in  managing  the  internal  and

external corporate communication? And, in particular, what about the digital communication

and marketing? Should a local business run a multilingual digital communication (marketing)

strategy to better penetrate new online-markets (part of a business strategy someone would call

“Think global-Act local”45)?

Once consulted the literature regarding studies and case histories of applied “English-only”

language policy in multilingual environments,, we will investigate specific cases pertaining to

both language management (Multilingual or English-only) cases in order to collect some useful

data that will allow us to come to some preliminary conclusions. We will also try to provide an

44 http://www.oxfordlearnersdictionaries.com/definition/english/english-only-movement    Website of Oxford
Learners Dictionaries
“a campaign by some US groups to make English the official language of the country. It is mainly supported 
by two organizations, English First and U.S. English. An English Language Amendment to the American 
Constitution was introduced in Congress in 1981, but it has never been approved. However, 31 states have 
passed their own official English-Only laws.”

45   THOMPSON, PETERAF, GAMBLE, STRICKLAND, Crafting and Executing Strategy. The quest for  
       competitive Advantage Concept and Cases, McGraw-Hill Education, 20th edition, New York, 2016, p.
       192.
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answer to the issue of whether a multilingual digital communication strategy can help in online

marketing  by  consulting  the  literature,  websites  specialized  in  digital  communication  and

investigating some cases on our own.

Since the beginning of my working experience inside a Japanese multinational company settled

in Italy,  I have started being very curious about the communication problems arising when

people of different nationalities come across one another. In particular, it was right there that I

started to realize how much important being capable of getting by with foreign languages is.

Every morning I used to go through a sort of threshold from my “local reality”, in which the

main languages used is Italian, often mixed up with some dialects, to a “global reality” in which

the main language used for the corporate communication was “English”. But what really struck

my chord was the  “power” that  English and other  foreign  languages,  which  sporadically  I

happened to hear there, bestowed upon those employees and managers that were fluent enough

to enter into a conversation with the foreign guests on turn.

This, firstly, led me to think over the value of foreign languages in general, secondly, their value

in business and then, more deeply, whether an “English-only” language policy suffices to all the

duties management requires or instead a multi-language management system is more desirable

for doing business.

This  work,  is  focused rightly  on  the  value  of  foreign  languages  for  international  business

communication. In particular the purpose of this research is to investigate the value of foreign

languages of the Abruzzo’s firms and companies. Thus, the research finds it due to start off with

rolling out  some notions about  what communication within the framework of an enterprise

stands for  and to  report  some of the most  important  studies  and case histories  on the role

foreign languages play within the international business in the era of globalization.

2.2 Communication and corporate language

Communication is defined as 
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a process by which information is exchanged between individuals through a 
common system of symbols, signs, or behavior46

In order to be successful, communication involves different forms:

 verbal 

 non-verbal 

 visual 

 written.

If we stretch out a little bit this list we may add up our most interesting type of communication:

business communication.47

Communication is at the core of management, it is the lifeblood, the medium through which

companies get access to resources necessary to satisfy their needs. Every business has a more or

less  structured  communication  system  constituted  of  media  and  information  content  both

informed by an established strategy in order to effectively communicate with stakeholders.

Communication comprises formal  and informal information flows. Informal communication

generally refers to opinions, thoughts and ideas shared by talking to one another, whereas a

formal  communication is  about  letters,  guidelines,  white  papers,  emails  from the corporate

email server and so on. However, nowadays another category should be included that stands

right in the middle-ground between formal and informal: social media communication. 

The  specialized  literature  when  it  comes  to  business,  though,  is  by  now  used  to  naming

communication as “corporate communication” that is the result of a more elevated status that

communication system has reached over the years within the enterprises’ reality. As a matter of

fact,  communication  is  acknowledged  as  playing  a  decisive  role  in  the  construction  and

strengthening of a “corporate brand” (the features that stakeholders attributes to an organization

as a whole and that is deemed to have an economic value).

 More precisely, “corporate communication”:

46 http://merriam-webster.com/dictionary/communication       Website of Merriam-Webster Dictionary
47 http://typesofcommunication.org     
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is a set of activities involved in managing and orchestrating all internal and external
communications aimed at creating favorable point of view among stakeholders on
which the company depends.48

As Riel and Fombrun (2007) recite in the quotation above, corporate communication is split

into  “Internal”  and  “External”.  The  former  is  directed  towards  employees  and  share/stock

holders, whereas the latter is issued to the external stakeholders such as government agencies,

partners, media, educational institutes, general public and so on. Corporate communication is a

management  function  that  is  entrusted  to  a  specific  department,  in  most  of  the  cases,  to

disseminate information to the key constituencies helping in crafting and executing business

strategies. It is dedicated to develop messages for a variety of purposes ranging from keeping

employees  informed  about,  for  instance,  a  manual  task,  executing  a  well-planned  email

marketing  campaign,  issuing  press  releases  to  handle  a  crisis  communication,  overseeing

government affairs or to manage social media communication and so on.

Corporate Communication is very much linked to corporate reputation that is a concept whose

definition has been an exercise of words for many authors that have grappled with it. One of

them that seems to better draw a clear picture of the concept is Nancy Diana Davis (2007) that

states:

Reputation is the sum values that stakeholders attribute to a company, based on
their  perception and interpretation of the image that the company communicates
over time49 

This  definition  should  immediately  give  birth  in  one’s  mind  to  an  idea  of  the  value

communication has and the role it  plays in  transmitting and reflecting the corporate  image

either internally or externally. Considering that a stakeholder community includes all of the

subjects that can affect or be affected by an organization’s policy, actions and objectives50, we

easily end up learning that communication as a management function serves as the conscience

48 RIEL, Cees B.M. van, FOMBRUN, Charles J., Essentials of Corporate Communications. Implementing 
practices for effective reputation management, Routledge, Abingdon & New York, 2007.  

49 DAVIS, Nancy Diana, Corporate Reputation Management, The Wal-Mart Way: Exploring Effective Strategies 
in the Global Market Place, Thesis Submitted to the Texas A&M University, U.S.A., 2007, p. 9.

50 DAVIS, Nancy Diana, Corporate Reputation Management, The Wal-Mart Way: Exploring Effective Strategies 
in the Global Market Place, Thesis Submitted to the Texas A&M University, U.S.A., 2007, p. 9.
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of the corporation51 and that is basically the backbone on which the business reputation finds its

sustain. 

2.3 Languages: the forgotten factor

Shoving aside the bond that exists between the reputation factor and corporate communication,

we  want  to  redirect,  for  the  time  being,  our  discourse  toward  some  more  practical  and

elementary functions corporate communication handles. We refer to the daily communication

strictly intended as message flows among an enterprise’s employees and managers, that is the

“Internal” communication. Yet, it may be trivial to add up that in order to get message flows

smoothly going with no bottlenecks, communication has to rely upon a “common code” or a

“shared  language”,  but  does  it  exist  a  situation  like  this  when  it  comes  to  big  global

multinationals? Is it possible indeed that when it comes to internationalizing a big company or

whatever small firm can safely rely on just one language? Wouldn’t they end up coming across

some bottlenecks in the communication flow due to some “language barrier”? 

Well, according to David A. Ricks, there are plenty of funny stories telling us that sometime the

   forgotten factor in multinational company52

may bring about some embarrassing situation as well as some serious damage or loss for a

business whenever a company deals with an international environment for whatever business

reason.

The Italian Logistics Manager who found himself inundated with material because
his German supplier didn’t understand that the supply schedules, written in 
Italian, were intended to supersede earlier demand, not add to it! The strike 
caused because the Japanese management team started talking in Japanese at a 
sensitive point in the discussion with Spanish Union Representatives.53

51 http://lexicon.ft.com/Term?term=corporate-communication   
Website of “Financial Times”

52 MARSCHAN, Rebecca, WELCH, Lawrence, WELCH, Denice, Language: The Forgotten Factor in 
Multinational Management, European Management Journal Vol. 15, No. 5, pp. 591-598, 1997 Published by 
Elsevier Science Ltd

53 RICKS, D.A., Blunders in International Business, Oxford, Blackwells, 1999.
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Therefore, indeed a barrier seems to exist that in somehow needs to be superseded in one sense

or another to foster the internationalization of businesses in general, but, above all, because of

the constraints  imposed by the globalization that  has  eroded the nation state  boundaries  as

described some chapter earlier.

After all, in the last decades, there has been a remarkable growth in terms of international goods

and services trade with a consequent increase in foreign direct investments across the world.

This, in turn, has led about 800 multinational corporations to surpass the 1 billion threshold of

sales 54signaling an ever-growing tendency to globalize the market. In addition to this, the issue

is getting bigger as we consider that many of these MNCs (multinational companies) are either

merging  to  one  another  or  taking  over  one  or  more  than  one  of  them.  In  fact,  as  this

phenomenon  keeps  going  on,  Marschan  and Welch  (1997)  point  out  that,  due  to  an  ever-

increasing demand from MNCs to operate in diverse foreign environments, business areas such

as  international  marketing,  international  management  and cross-cultural  communication  are

strongly  affected  by  the  language factor.55 One of  the  study they  mention  is  that  of  some

Japanese manufacturer locations’ choices towards Europe because of the fact that English is

very much spoken over there and this represents a critical factor for their decisions. 

Examples such as this suggest us that even though Japanese companies hire a standard language

policy in their headquarter, namely in their native nation, in which Japanese is the corporate

communication language, they do not apply the same rule in a foreign country where most of

the time an “English-only” policy is enforced both for internal and external communication.

The  authors  follow  through  by  pointing  out  that  although  a language  standardization  is

desirable to ensuring a certain level of communication and management control of the several

dispersed subsidiaries, it is hard to think that a unique language may ensure that a meaningful

communication occurs in every circumstances. As a matter of fact, due to the ever-growing

demand to operate in very diverse foreign language environments,  the poor communication

quality endangered by incomprehension episodes or misunderstood messages may make the

process of global integration of a multinational stumble.   

54 FEELY, Alan J., HARZING, Anne Wil, Forgotten and neglected language: The orphan of International 
Business Research, 2002

55 MARSCHAN, Rebecca, WELCH, Lawrence, WELCH, Denice, Language: The Forgotten Factor in 
Multinational Management, p. 591
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2.4 Cases of “English-only” policy as a “glue” for Global 
integration in business

To better  focus  on this  issue,  Marschan and Welch (1997) report  an  in-depth  investigation

carried out on a Finnish multinational – Kone Corporation– that is one of the world’s leader in

the elevator industry in which an “English-only” language policy is applied to connect and

control  its  headquarter  and  its  foreign  subsidiaries.  According  to  them,  unifying  a  MNC

composed of a number of units worldwide spread is a hard, challenging but also recognized

task that turns out to be an important value for managing the whole business, strengthening a

sense of community and arousing a feeling of belonging. In this regard, Kone set up a cross-

functional  and  cross-cultural  trained  top-management  team that  invests  plenty  of  time  and

resources to catch up with foreign subsidiaries through extensive visits in which they enter into

conversations with local middle-managers and get the corporate view over them who, in turn,

have the task to cascade the message down through the whole subsidiary. This method has been

reported by the Kone’s top-management to be successful as long as the “corporate language” is

used, that is to say “English”.56 

Even though this  discourse might satisfy our inquisitiveness, it  is  argued that the supposed

“glue effect” that English exerts may turn out to be faulty when it comes to transmitting the

corporate messages and values further down the line. It is true that with regard to the Kone

organization  apex,  English  seems  to  be  a  successful  code  in  binding  the  long  distant

organizational units but, on the other hand, interviews with middle managers unveils a certain

degree of uneasiness:

Kone always makes meetings and (there) are...a lot of...meetings. I think it is...good,
but...the great barrier...is the language. Because Finnish is not my home language,
English also and therefore I think it is a great problem...57

Then, the authors further suggest that corporate communication may be divided into “formal”

and  “informal”  communication  flows,  which  in  turn  are  matched  with  “vertical”  and

56 Ivi, p. 592.
57 Ibidem
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“horizontal” 

Fig. 3 Kone’s Vision58

form of communication. The latter would represent, in this case, that “glue” able to keep the

company from dissolving into  anarchy being composed of  a  network of  informal  relations

whose main characteristic is that of sharing a common language that, actually, is other than the

established Kone corporate’s one. 

If a corporate language turns out to be such a barrier for the internal communication to the point

that a middle-manager needs to take his time to translate it, not only will this add a stressful

task to his job but also chances are that he either starts lagging behind a work schedule or begin

overlooking some of  these tasks.  These  are  cases  in  which  clearly  the  lack of  fluency for

employees  in  an  established  corporate  language  may  endanger  inefficacy  in  the  corporate

communication.

In other words, as Gumperz (1982) says about the face-to-face communication, 

communication is a social activity requiring the coordinated efforts of two or more
individuals. Mere talk to produce sentences, no matter how well formed or elegant
the outcome is, does not by itself constitute communication.59

58 https://www.slideshare.net/cxpafinland/from-elevators-to-people-flow-ari-virtanen-kone       Linkedin 
Slideshare Website

59 GUMPERZ, John J., Discourse Strategies, Cambridge: Cambridge University Press, 1982, p. 1

39

https://www.slideshare.net/cxpafinland/from-elevators-to-people-flow-ari-virtanen-kone


To properly make communication effective individuals need to master the language they use

and, thus, a certain degree of fluency is essential. Unfortunately, in many cases communication

between the headquarter and a foreign subsidiary is affected by misunderstandings and poor

quality due to underestimation of the problem and dis-considerate language management. 

Marschan  and  Welch  (1997)  further  provide  us  with  other  details  about  how  the  Kone’s

employees  try  to  cope  with  the  corporate  language  issues.  They  report  that  at  Kone’s

subsidiaries the seek out and use of someone who is fluent enough in the corporate language

and that  can  informally  work as  an intermediary,  translator  and interpreter  is  a  very much

common practice. This language-skilled employee usually handles a wide range of language-

related issues not only with regard to the vertical communication flows but it  encompasses

basically  every  kind  of  horizontal  communication  issues  with  other  subsidiaries  that  goes

beyond his own competencies. In a nutshell, he becomes a sort of informal “language node” for

the subsidiary despite the fact that his role inside the company may be a long way from this. 

The downside, though, is that he is continuously kept from accomplishing his due tasks. 

Situations such as those set  out above also suggest that whenever a multinational company

enforcing  a  corporate  language  falls  to  address  efforts  towards  setting  up  a  language

management system may experience troubles. If some kind of language management system

which takes care of multilingualism is not conceived, those employees who are more skilled

may  informally  put  themselves  or  be  put  in  charge  by  their  fellows  to  intermediate  with

language related issues. The fact is, though, that it may be the case that these guys might not be

competent enough in languages to the extent that technical tasks might be mistranslated or,

however, some top-down or horizontal messages might get distorted. 

Moreover, when a subsidiary is compelled to rely solely on the language skills of one or a

handful  of  employees,  a  non  language-skilled  employee  who  needs  to  communicate  with

another subsidiary abroad might bypass the corporate language by seeking out some referent

there who shares his own mother tongue.60

A situation such as this opens up another issue on which shedding light, that is the creation of

informal cross-boundaries communities, alliances or special relations among a subgroup of the

60 MARSCHAN, Rebecca, WELCH, Lawrence, WELCH, Denice, Language: The Forgotten Factor in 
Multinational Management, p. 594
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corporate subsidiaries that shares the same language such as the case of the Kone’s subsidiaries

settled in Germany and Austria, etc.61 Surely, a multinational company must take into account

this phenomenon in order to foster an effective integration among the subsidiaries under the

headquarter  “umbrella”  but  also  to  make  sure  that  the  corporate  organization  culture  and

philosophy is shared indeed. 

Furthermore, by carefully assessing all the language constraints rolled out above, it seems that a

MNC establishing an “English-only” language policy may be compelled to consider serious

investments in terms of financial and human resources to respond to the needs for effective

translations in their foreign subsidiaries that present such linguistic shortages. In fact, as some

authors defined it, the international internal communication62 is by now acknowledged to arise

the  ‘language  issue’ and  that  language  matters  in  global  communication63 should  not  be

underestimated indeed because of their significant influence on efficiency in productivity. If it

holds true, though, that

English is the common business language of choice in the 21st century, regardless of
company  origin  or  headquarter  location.  Daimler  AG,  Kone  Elevators,  SAP,
Siemens,  Philips,  Nokia,  Alcatel-Lucent,  Nissan,  Technicolor,  Rakuten  and
Microsoft in Beijing are examples of global companies that have set English-only
policies in recent years.64

conversely, it is also true that this is not an untroubled language strategy choice as we have just

explained but it definitely ends up releasing many advantages as well.

61 Ibidem
62 Louhiala-Salminen, Leena & Kankaanranta, Anne. Language as an issue in international internal 

communication: English or local language? If English, what English? Public Relations Review. Volume 38, 
Issue 2. 262-269, 2012.  

63 CHARLES, Mirjaliisa. Language matters in global communication. Journal of Business Communication 
44(3), 260-282, 2007

64 NEELEY, Tedsal B., HINDS, Pamela J., CRAMTON, Catherine D., The (Un)Hidden Turmoil of Language in 
Global Collaboration, Organizational Dynamics (2012) 41, 236-244.  Published by Elsevier Science Ltd.
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2.5 English as a corporate language

Many big companies have been setting English as their corporate language to manage their

corporate communication since the WWII. This tendency has basically sped up a lot since the

70s but the development of the Internet, especially from the 90s, has further consolidated this

process which seems by now to be taken for granted. In many cases, English is to be considered

the only language to be used in business but this may create both upsides and downsides.

2.5.1 Why using English and the effects of its use on a company 
personnel?
 

According to Neeley, Hinds and Cramton (2012), companies that have gone global are adopting

English as their corporate language for three key reasons:

● pressure  from  the  outside  global  players.  Customers,  suppliers,  partners  and

stakeholders  in  general  are  increasingly  more  prone  to  use  English  as  a  business

language;

● the diversification of the company tasks among countries. In order to keep control and

smoothly  run  the  whole  business,  a  MNC  picks  English  to  try  to  rationalize  and

harmonize communication by reducing the complexity of a multilingual communication

flow;

● mergers and acquisitions occurring worldwide that know no boundaries and that display

the necessity to set an “English-only” policy. 

As the authors point out, establishing English as a lingua franca for business is anything but an

easy matter  because in most  of  the cases it  triggers  a  series  of downside knock-on effects

besides advantages. Many employees working for multinationals whose main headquarters are

not in an English speaking country feel strongly uncomfortable with the day by day written and

oral communication being nonnative. Their performance seems to experience some drawbacks

since  despite  being  perfectly  capable  of  accomplishing  very  complex  tasks  and  being  top
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experts in their specific roles, they often hold back when it comes to communicating what they

are doing or whenever they need to share their point of view on some matter. 

I feel more of an expert in my natural language. Speaking your own language helps
you to master your communication. When you don’t speak your native language,
you are diminished because you lose a great proportion of your abilities.65

In addition, what it needs to be taken into consideration is the feeling of anxiety due to the

mandate  of  speaking  English.  Even  though  many  believe  being  quite  fluent  and  vocal  as

nonnative, they end up avoiding conversations in English owing to the constant anxiety they

feel  that  completely  breaks  down  their  confidence  with  the  downside  that  much  of  the

communication comes to a loss. This, in turn, inevitably may have a serious impact on their

productivity,  as  shown  by  the  Japanese  multinational  company  GlobalMoves,  due  to

decrements to collaborative efforts and declining in performance.66

Not only does the adoption of an English-only policy raise for a company all these concerns but

someone argues that the native speakers may enjoy a series of advantages in all of the situations

in which their language is used to debate or whenever a conflict blasts. Although one might

think  that  this  is  very  true  as  far  as  the  international  political  institutions  or  international

scientific conventions’ contexts, this undeniably holds true for the private sector as well. The

matter goes on to the point that authors such as F. Grin (2005)67 push on till to hypothesize the

advantages of using a ‘neutral language’ as such it might be “Esperanto” or even “Latin”. The

Swiss economist, in fact, depicts three scenarios with regard to the foreign languages teaching’s

public policy that are tout-à-l’anglais, pluringuisme, espéranto. The second one seems to have

seemingly been the actual European Union scenario since at least the 2004’s enlargement from

15  to  25  states68,  so  that  one  would  end  up  asserting  that  the  EU  official  languages  is

traduction.69 The interesting insight that Grin (2005) offers is that Esperanto might solve the

problem of ‘language equity’ within an enlarged community and that laying the basis for its

65 NEELEY, Tedsal B., HINDS, Pamela J., CRAMTON, Catherine D., The (Un)Hidden Turmoil of Language in 
Global Collaboration, p. 237.

66 Ibidem
67 GRIN, François. L'enseignement des langues étrangères comme politique publique, Paris: Rapport au Haut 

Conseil de l'évaluation de l'école, 2005.     http://www.ladocumentationfrancaise.fr/var/storage/rapports-
publics/054000678.pdf 

68 https://europa.eu/european-union/about-eu/history/2000-2009/2004   _en  Official website of the European 
Union 

69 GRIN, François. L'enseignement des langues étrangères comme politique publique, p. 70
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teaching would turn out to be cheaper than the current English learning policy. However, there

is no evidence that Esperanto Language policy will be implemented in the business world any

soon, although such a policy could counter the dominance of English lingua franca and level

the bargaining power of the MNC's employees. 

Therefore, since language factor does not appear to be just an ‘add-on’ function within the

company  management,  a  strong ‘language  facility’,  such  as  an  English-only  policy  shared

among all the subsidiaries, remarkably eases the cross-cultural communication since it works as

a facilitator.  On the other hand, it  does not obliterate  its  pitfalls  because it  also acts  as an

impediment  due  to,  for  instance,  ‘filtration’ (messages  that  are  partially  transmitted)  and

‘distortion’ (the meaning is altered during the transmission). A language facility may informally

assign a great deal of power to those employees who already have a certain degree of skills to

handle the day by day translation tasks of the corporate language but they might deliberately or

unawares filter or distort or even block the communication flow affecting the entire business.70

2.5.2 The fight between “native” and “non-native” speakers

It is worth reporting the Neeley, Hinds, Cramton’s GlobalTech case history (2012)71 about the

interaction  experience  between  the  ‘nonnative  English’ and  ‘native  English’ speakers  that

disgracefully ends up ultimately in mutual mistrust, avoidance and exclusion. The ‘nonnative’

employees do not bear the ‘native’’s attitude to regard their language (English) as sufficing to

do business and to move up the career ladder without bothering to learn some other languages,

so  that  the  former  start  to  glimpse  a  contrast  between  an  ‘us’ and ‘them’.  Since  business

meetings are all held in English the ‘nonnatives’ arise concerns and mistrust because they fear

the ‘natives’ may easily get the upper hand on the decision making process thanks to their

linguistic confidence. Moreover, many ‘nonnatives’ experience strong feelings of anxiety when

it comes to uttering some English words as well as whenever they need to take part in a meeting

and supposed to  share their  ideas  on some matters  or  hold a  presentation.  To alleviate  the

70 MARSCHAN, Rebecca, WELCH, Lawrence, WELCH, Denice, Language: The Forgotten Factor in 
Multinational Management, p. 595

71   NEELEY, Tedsal B., HINDS, Pamela J., CRAMTON, Catherine D., The (Un)Hidden Turmoil of Language in
       Global Collaboration, p. 238.
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nuisance of racking their brains to line up some correct and fluent phrases in English to call on

a ‘native’ fellow the ‘nonnatives’ often exclude the ’natives’ in some meetings. 

Fig. 4 Effects of Lingua Franca Policy on Global Collaboration72

The latter, in turn, feel upset by this behavior, get frustrated and feel excluded especially when

the ‘nonnative’ apply the code-switching to speak their own language during some meetings or

informal conversations leaving the native speakers out and delivering them just a round up of

what said or decided. This is particularly frustrating for the ‘natives’ because they are not given

any chance to participate and play a role in the decision making. 

The lesson learned from the study above is that communication across languages and cultures

does not exclusively imply an employee proficiency in the corporate language but also further

specific skills, attitudes and values. Consequently, it may be the case that, for instance, in the

recruitment  process,  as  well  as  in  a  broader  organizational  perspective,  the  assessment  of

72 Ibidem
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communicative competencies recommends besides interactional skills also ‘multilingual skills’.

The main  reason behind this  strategy is  that  if  a  MNC is  able  to  raise  the  crossbar  of  its

multilingual  and  cross-cultural  competencies,  the  efficacy  and  efficiency  of  its  corporate

communication receives a boost thanks to the trust and easiness of relationship building that

those employees, who strive to learn and speak more than one language, manage to construct.73

After all, language diversity for employees within an enterprise may turn out to be an important

asset and tool to tackle the problem of the ‘language barrier’. The latter proves to be a delicate

issue that should not be appraised only through financial or monetary measures regarding time

and  resources  spent  in  translating  documents  or  in  interpretation  consultancies.  The  main

concern for a company is the distortion and damage of the relationships the language barrier

may trigger. As Feely and Harzany (2002) argue, language distortion and damage affect five

functions/dimensions:

● Buyer/seller relationships 

●  Foreign market expansion

● Joint ventures

● HQ-subsidiary relationships

● Staffing policy74

In all of the functions listed above, a poor communication quality may strongly affect company

relationships  that  ultimately  may  turn  into  narrower  negotiation  and  bargaining  power  for

enterprises with consequent profit losses.

2.5.3 English as a lingua franca in diverse environments

Although a “multi-language policy” may be seen as a way out to handle the communication

73 Louhiala-Salminen, Leena & Kankaanranta, Anne. Language as an issue in international internal 
communication: English or local language? If English, what English? Public Relations Review. Volume 38, 
Issue 2. 262-269, 2012, p. 8.

74 FEELY, Alan J., HARZING, Anne Wil, Forgotten and neglected language: The orphan of International 
Business Research, 2002, p. 10
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problems generated by the lack of a proficient English knowledge, especially in an historic

moment in which language diversity and the promotion of positive diversity have a strong grasp

because  of  globalization75,  other  research  points  out  that  English  as  a  common  corporate

language to go global may be enough. As a matter of fact, a common corporate language works

as  a  general  frame  of  reference  that  enables  a  mutual  understanding  among  people76 and

facilitates communication of technical issues as well, provided that corporate language skills of

human resources are high enough. If non-native employees manage to attain this high level in

the corporate language they, then, will better figure out and absorb the organization policies,

procedures and will gain a deeper understanding of the way their tasks should be fulfilled.77

Lauring and Selmer (2012) in their study refer to four diversity dimensions that are linguistic,

value, visible and informational.78 Being open to diversity in all of its dimensions within an

organization improves the relationships among its members and helps in erasing the inter-group

prejudices.  It  creates a sort  of ‘equal  status’ between people and groups speaking different

languages  and foster  inter-dependency and cooperation.  The fierce  market  competition  and

globalization  lead  companies  to  recruit  and  select  ‘diverse’  work  force  with  diverse

background, knowledge and expertise that surely increase their competitive advantage but, at

the same time, it may create tensions. Diversity is often a double-edged sword that on one hand

shows positive effects, while on the other hand may bring about  dysfunctionalities and sub-

optimal performances.79 The only way out to disentangle this skein appears to be the sharing of

a common language in order to better understand each other and to be able to manage projects

within a  ‘diversity  team’.  As a matter  of  fact,  nowadays,  most  of  the times,  when we say

projects we mean global project:

A global  project  consists  of teams formed from professionals spanning multiple
countries,  continents,  and  cultures  with  their  work  integrated  for  the  entire
enterprise (e.g. multinational enterprise developing a global distribution system).80

75 LOPEZ-DUARTE, C., & VIDAL-SUAREZ, M. M., External uncertainty and entry mode choice: Cultural 
distance, political risk and language diversity. International Business Review, 19, 2010, p. 575–588.

76 LAURING, Jacob, SELMER, Jan, International Language Management and Diversity Climate in 
Multicultural Organizations,  International Business Review 21, 2012, p. 156–166

77 ZENGER, T. R., & LAWRENCE, B. S.. Organizational demography: The differential effects of age and 
tenure distributions on technical communication. Academy of Management Journal, 32, 1989, p. 353–376.

78 LAURING, Jacob, SELMER, Jan, International Language Management and Diversity Climate in 
Multicultural Organizations, p. 157

79 HORWITZ, S. K., & HORWITZ, I. B. The effects of team diversity on team outcomes: A meta-analytic review
of team demography. Journal of Management, 33, 2007, p. 987–1015.
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This is the main reason why so many organizations have been opting for a ‘common corporate

language’ that is usually English.

English has evolved as the most commonly used corporate language, reflecting its
more general position as a type of lingua franca of international business.81

Essentially, a MNC or a firm that has gone global and finds itself teeming with employees

whose geographical, cultural and linguistic distances are wide must think up a way to share the

knowledge of this bundle of resources and to assess it.82 Most of the times, the similarities in

terms of nationality and language help employees out in sharing information and in finding a

way to collaborate in the daily tasks. On the other hand, there is always a risk of creating

informal subgroups that in the worst case scenario may make up a series of hurdles preventing

the development of an open sharing environment. In a nutshell, some authors suggest that the

national/cultural similarities joint to the functional ones may turn out to be powerful sources of

bias at the interpersonal levels but also at the inter-groups level due to the tendencies to operate

in micro environments embedded in the company’s macro environment.83

Hence, a shared language could improve possibilities for communication that will
allow  group  members  to  be  more  familiar  with  each  others’ differences,  thus
improving incentives for further communication.84

According to these authors, the consistent use of a shared language provides a platform that

molds acceptance of dissimilarities among people and groups, that creates a condition in which

boundaries are tore down and, thus, it may improve the organization’s climate. Furthermore, it

sets the tone for welcoming the cultural diversity, creating the right environment for diverse

values’ inclusiveness  and  enriching  the  conversations  among  employees,  middle  and  top

managers fostering the communication flows. 

80 CLIFFORD F. Gray, LARSON Erik W., Project Management. The Managerial Process, fifth edition, 
McGraw-Hill/Irwin, 2011, p. 533

81 WELCH, D., WELCH, L., & MARSCHAN-PIEKKARI, R., The persistent impact of language on global 
operations. Prometheus, 19, 2001, p. 195.

82 CARLILE, P. R. Transferring, translating and transforming: An integrative framework for managing 
knowledge across boundaries. Organisation Science, 15(5), P. 566.

83 MÄKELÄ, Kristiina, ANDERSSON, Ulf, SEPPALÄ, Tomi, Interpersonal similarity and knowledge sharing 
within multinational organizations, International Business Review 21, 2012, p. 441

84 LAURING, Jacob, SELMER, Jan, International Language Management and Diversity Climate in 
Multicultural Organizations, p. 158
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Some other studies carried out on the language policy adopted by companies have shown that

although an extensive use of “English-only” has been adopted for the corporate language, this

makes pair with the use of a second language or more. In particular, a study conducted by

interviewing top decision-makers of 61 Finnish subunits of foreign MNCs demonstrates that

basically in the daily task implementations more than one language is used and that, obviously,

a key role is played by the host country’s official language.85

  

Chart 1. Language diversity in focal subsidiary relationships to HQ.

Chart 2. Language diversity in focal subsidiary relationships to European sister units.

85 BARNER-RASMUSSEN, Wilhelm, AARNIO, Christoffer, Shifting the faultlines of language: A quantitative 
functional-level exploration of language use in MNC subsidiaries, Journal of World Business 46, 2011, 288–
295
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Chart 3. Language diversity in focal subsidiary relationships to Nordic sister units.

Fig. 5 Language diversity86

A clear-cut indication of that is the large amount of translations occurring in the worldwide

spread subsidiaries, even though English is used in as much as 90% of the communication

going on between the Finnish subsidiaries and their HQ (Headquarter) or their European sisters.

Barner-Rasmussen and Aarnio (2011) have also split their results into specified functions and

used  separate  columns  for  LA1  (the main language  used  for  communication  between  the

interviewees’ own units and the other ones divided by functions such as general management,

manufacturing, marketing and sales, service and R&D) and LA2 (the second language that was

eventually used for the same tasks mentioned above). What is interesting to note is that when it

comes to the Nordic sister units, the percentage of English use drops down to 72% because of

the  use  of  their  regional lingua franca which  is  Swedish   (28%).  These  data  suggest  that

establishing a corporate language helps out in achieving an integrated communication flow but,

on  the  other  hand,  the  reality  displayed  in  the  graphs  depicts  de  facto  a  “multilingual

communication exchange system”.

86 Ivi, p. 291-292
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2.6 The language design system

The information and research gathered so far lead our work to conceive that a language design

system  may  be  a  fruitful  tool  for  companies  operating  worldwide  that  are  defined  as

transnational87.  MNCs’ executives  develop,  communicate  and disseminate their  policies  and

strategies through language to get them finally implemented. What differentiates them from

national based businesses is that their context is multilingual having their headquarters located

in the home nation and subsidiaries scattered around different countries. Having said that, some

form of language system has to be designed for a company to get its communication among its

sub-units working and to be able to steer them as well. 

A well-designed language system should enhance:

 the intranet-network communication 

 the inter-units links 

 the information flows among the parent company and its foreign subsidiaries 

 their coordination and integration.

As already described above, a corporate language choice cannot miss out on weighing up the

diverse environments and workforce it has on board because this would remarkably end up

affecting its ability to do business, its operations and performances. It was also highlighted that

if not properly managed, language may become a ‘barrier’ due to shortcomings in terms of

linguistic  skills  that  employees  might  show  whenever  they  need  to  acquire  or  deliver

information to get their tasks done. 

To cope  effectively  with  language  issues  a  company  has  the  necessity  to  balance  out  two

different forces: 

 the pressure for dealing with the ‘diversity’,

87 http://www.businessdictionary.com/definition/transnational-company.html     

51

http://www.businessdictionary.com/definition/transnational-company.html


 the need for integration and control.88 

The points above are very true especially for those companies that have adopted a transnational

strategy that someone would define glocalization, which incorporates strategy of both “Think-

Global  and  Act-local”,  namely  a  middle-ground  between  standardization  and  local

responsiveness.89

A uniforming common corporate language would fulfill  for the parent company the task of

maintaining control of information flows  with its subsidiaries but, at the same time, using a

language other than the parent one at the foreign subsidiary level may help a unit stay tuned to

the various environments and also gain legitimacy. 

The use of  a  common corporate  language is  crucial  whenever  a  MNC presents  a  resource

sharing system largely coordinated by the headquarter because:

 it enables the intra-corporate communication 

 it arouses sense of belonging

 it fosters synergy among units especially for a business strategy aimed at implementing

a tight global integration.90 

Conversely, a language management compounded by several languages is adopted at the level

of  foreign  subsidiaries  for  responding  to  the  needs  of  local  adaptation  and  responsiveness

creating an overlapping with the parent language.

Luo  and  Shenkar  (2006)  talk  about  functional  language choice,  which  is  the  language

designated for the oral and written formal communication within an organizational unit and to

relate to other units overseas. This is the language used for the major organizational documents,

88 LUO, Yadong and SHENKAR, Oded, The multinational corporation as a multilingual community: Language 
and organization in a global context, Article in Journal of International Business Studies · February 2006, 321-
339, p. 323

89 THOMPSON, PETERAF, GAMBLE, STRICKLAND, Crafting and Executing Strategy. The quest for 
competitive Advantage Concept and Cases, p. 192.

90 LUO, Yadong and SHENKAR, Oded, The multinational corporation as a multilingual community: Language 
and organization in a global context, p. 324
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major events and an indispensable recruitment requirement for personnel. It may coincide with

the parent language or not because it may be the case that the choice falls to the subsidiary’s

‘local language’, which may differ from the former or may even be a third one (in many cases

may be English). This is the case of the Airbus’s Mexican subsidiary in Toulouse that uses

English  as  a  functional  language.91 Yet,  there  exist  situations  in  which  local  and  parent

languages  are  mixed up such as  the  case  of  YKK Group,  the  Japanese  button  and zipper

manufacturer, that uses Japanese as a parent language, English as a common corporate language

and a local language for each foreign subsidiary. This may endanger situations in which an

employee speaks the local language with a supplier, reports to his Japanese superior in English

that, in turn, transmits the information to his Japanese colleague in Japanese.

Yoshida told the employees he sent abroad to melt into the local population as much
as possible. In one incident an employee sent to Holland spent months studying
Dutch so that he could make an opening day speech to his employees in their own
language. After his speech the workers are reported to have said, “Wow, Japanese
sure sounds a lot like Dutch.”92

Yoshida, as other managers have been doing, deployed several expatriate managers in order to

fulfill those tasks crucial to achieve the business objectives and for control purposes. They often

fill the gap that local managers have with parent language knowledge. Expatriate managers in

general are mostly decisive when a company adopting a global strategy needs to interlink its

subsidiaries to a global value chain and when the units are financially interrelated through a

global  transfer  pricing.  Expatriates  are  critical  figures  standing  in  the  middle  of  a  tension

between  ‘uniformity’ and  ‘flexibility’ in  which  the  enforcement  of  uniforming  accounting

practices among the units is opposed to a flexible accounting management acknowledging the

perceived individual circumstances of each unit.93

What draws attention to the YKK’s case is that although English proficiency is a key critical

factor for moving forward an employee career path, this does not guarantee any access to a top

management position. As a matter of fact, despite heavily relying on local personnel and collect

91   https://www.thelocal.fr/20140320/france-needs-to-love-its-companies    Website of “The Local fr” an English
       news network gathering and publishing news split into several national editions.
92 https://www.forbes.com/global/2003/1124/089.html     Forbes is a global media company, focusing on business, 

investing, technology, entrepreneurship, leadership, and lifestyle.
93 SALTER, S.B. and NISWANDER, F., Cultural influences on the development of accounting systems 

internationally, Journal of International Business Studies 26(2): 379–397, 1995, p. 382
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major resources locally for its value chain, in YKK seldom a local employee gets promoted to

run  a  subsidiary  owing  to  his  supposed  inability  to  proficiently  communicate  with  the

motherland’s top executives that really pull the bridle of the global corporation. In this case, the

headquarter’s local language (Japanese) becomes its functional language shoving English aside,

which  is  basically  used exclusively  for  the  international  internal  communication  (corporate

language). It needs to be added that a strong use of the parent language may unveil a quite

marked corporate culture aligned with a sort of home country chauvinism that, in turn, makes a

top-down decision making easier. 

Table 1.  Upsides and downsides  of  different language policies  (modified from Thomas

C.A. (2007)94)

The extent to which linguistic diversity influences and impacts on the business is also related to

its geographical spread, level of trans-nationality and its product and service lines. For instance,

Tesco, the British multinational grocery and general merchandise retailer, first went overseas to

countries such as Republic of Ireland in 1979 and then US with no linguistic hurdles, being

English the main language spoken in these nations.95 Once a company goes global and has to

94 THOMAS, C. A., Language Policy in Multilingual Organizations, Working Papers in Educational Linguistics 
22(1), 81–104, University of Pennsylvania, Philadelphia, 2007, p. 85

95 PALMER, Mark, Retail multinational learning: a case study of Tesco, International Journal of Retail & 
Distribution Management, vol. 33 no. 1, 2005.                    
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deal  with  linguistic  diversity,  its  language  design  system  needs  to  be  based  on  various

contingencies for unit, for frequency, intensity of interaction and width of use of functional,

parent or corporate language. This will also mean that the company itself in order to routinely

coordinate  and monitor  the  foreign subsidiaries  may need to  train  a  bunch of  key  middle-

managers to support, foster and accommodate the information jams and bottlenecks that may

eventually spring out.

A language design system needs to be molded according to the kind of ‘business strategy’ has

been adopted by the company:

● multidomestic  strategy.  A company varies  its  products or services  from country to

country to meet the different buyers’ needs and adapt marketing and distribution to fit to

local customs, culture, regulations, etc. - Think local, act local;

● global  strategy.  This  is  a  standardized,  globally  integrated  approach  to  producing,

selling, packaging and delivering products and services worldwide. In this case, there is

little  room  for  adaptation  and  local  responsiveness  and  the  competitive  approach

remains intact worldwide – Think global, act global;

● transnational  strategy.  This  type  is  a  sort  of  middle-ground  strategy  used  by

implementing a mass-customization techniques to address local preferences in a semi-

standardize way. It meets both the needs for local adaptation and responsiveness and the

benefits of standardization – Think global, act local.96

Multidomestic  strategy  requires  the  use  of  multiple  functional  languages  because  the

subsidiaries are located in different language zones. This improves managerial efficiency and

speeds up decision making processes within each unit. It also decreases the need for a common

corporate  language  because  this  strategy  requires  less  intranet-network  communication,

coordination and integration.

On the contrary,  a  global  strategy opts  for  a  standardization of  communication  by using  a

in http://first.emeraldinsight.com/case_studies.htm?id=10.1108/09590550510577110  Website of “Emerald-
management first”, dedicated to provide “the latest and best ideas from the world’s top companies and 
business schools”.

96 THOMPSON, PETERAF, GAMBLE, STRICKLAND, Crafting and Executing Strategy. The quest for 
competitive Advantage Concept and Cases, pp. 191-192-193.
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uniforming functional  language to  harmonize,  coordinate  and integrate  the intranet-network

communication. This strategy enhances the headquarter company to keep control of the global

value chain and financial operations, etc.

The  transnational  strategy’s  language  design  minimizes  conflicts  between  integration  and

localization  by  concurrently  using  a  local  functional  language  (the  number  of  functional

languages used will be lower than in the multidomestic framework) and a common corporate

language.97

2.7 The value of foreign languages 

Foreign languages’ knowledge is becoming a critical asset for doing business in an international

context and many people are making efforts to learn or improve their language acquaintances in

order to improve their marketability. Governments are investing into educational plans aimed at

boosting  foreign  language skills  of  their  own populations  by making them mandatory  at  a

young age including UK, Singapore, New Zealand, etc. In particular, pupils starts being taught

some foreign languages from 7 to 11 years old and in New Zealand, while in Singapore they

starts  from 6.98 Not every country has shown the same commitment with regard to foreign

languages, for instance, the former US Secretary of Education Arne Duncan pointed out that

only  18% of  Americans  reported  speaking  a  second  language  other  than  English  in  2010,

whereas in Europe the situation looked pretty different with 53% declaring to converse in a

second language.99

This is a high-stakes issue. For too long, Americans have relied on other countries
to speak our language. But we won't be able to do that in the increasingly complex
and interconnected world. 

To prosper economically and to improve relations with other countries, Americans

97 LUO, Yadong and SHENKAR, Oded, The multinational corporation as a multilingual community: Language 
and organization in a global context, p. 328

98 http://www.telegraph.co.uk/education/primaryeducation/9321651/Foreign-languages-to-be-compulsory-from-  
age-seven.html   Website of “Telegraph” Newspaper

99 https://www.forbes.com/sites/collegeprose/2012/08/27/americas-foreign-language-deficit/#660c0f234ddc    
Website of “Forbes”
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need to read, speak and understand other languages. 

It's  absolutely essential  for the citizens of the United States to become fluent in
other  languages—and schools,  colleges  and  universities  must  include  producing
bilingual students as a central part of their mission. 100

Masie (2012) points out that an overwhelming number of American professionals do not even

bother to try to learn a second or third language.101 Honestly, this should not be very surprising.

As a  matter  of  fact,  there  are  nations  such as  Ireland and UK102 in  which  their  respective

population do not appear to be much committed to learning a second language (even though in

the case of Ireland we should be talking of a bilingual country because of the existence of

Gaelic that, actually, is spoken by a very tiny percentage of the population) because of their

proficiency in English as native language. In this respect, it can be affirmed that the incentive to

learn a second language is correlated with the rewards the learner might get in return103, thus, an

Irish man or a US English speaking citizen might quite feel confident of his own status of

“native speaker” in the most internationally employed language. 

In Italy the situation does not look bright because Italian managers on average do not even have

a great propensity towards internationalization and not only has not this tendency shown any

improvements over the years but it seems that is getting worse. As a consequence, this plague

triggers a series of drawbacks for the Italian companies’ competitiveness because the scarce

propensity to go abroad means,  in turn, a very limited possibility to create a sturdy global

relational network. Being able to build up such a network paves the way for acquiring corporate

acknowledgment from the international stakeholders. 

It goes without saying that:    

Lo scarso livello del management italiano nella padronanza della lingua inglese si

traduce in un problema di comunicazione di concetti complessi e di difficoltà nella

costruzione di credibilità in un’arena internazionale.

100 http://www.ed.gov/news/speeches/education-and-language-gap-secretary-arne-duncans-remarks-foreign-  
language-summit        US Department of Education’s website

101 http://www.clomedia.com/2011/12/21/a-global-learning-language/       Website of “Chief Learning Officer” a 
multimedia publication focused on the importance, benefits and advancements of a properly trained workforce

102 http://www.telegraph.co.uk/education/educationnews/10460432/Three-quarters-of-adults-cannot-speak-a-  
foreignlanguage.html   

103 DULFANO, Isabel, Assessing the economic value of the Spanish Language, Global Business Languages, 
Volume 18, Goals, Results and Success, Article 2, University of Utah, US, 2003.
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[…]  la  scarsa  conoscenza  della  lingua  inglese:  significa  che  partecipi  a  una

riunione, a un convegno e capisci, se ti va bene, il 50% di quello che si dice.104

In a nutshell, language for the Italian professionals is considerable as one of the highest barrier

to  internationalize  and  get  their  firms  going  global.  It  prevents  the  Italian  manager  from

catching  the  opportunity  to  lobby  in  order  to  make  the  international  circuits  easier  and

favorable.

C’è  un  problema  di  comunicazione,  dato  dalla  scarsa  padronanza  della  lingua
inglese che si traduce in una difficoltà ad essere incisivi ed esercitare meccanismi di
lobbying in circuiti internazionali.105

To better understand this condition of difficulty Italians continuously experience whenever they

go global, it has to be added that the Bel Paese’s education system seems not to effectively be

responding  to  the  needs  coming  out  from  the  labor  market.  Italian  employers  generally

complain about the fact that among the new graduates there is a scaring shortage of maths

skills, analytical and problem solving abilities and ‘foreign language knowledge’.106

As mentioned earlier, languages help business compete globally and it is widely accepted that

English  gets  hold  of  the  status  of  the  most  common  form of  social  currency  making  the

bilingualism a prerequisite. On the other hand, Brazil, Russia, China and India are bringing up

new generations of executives whose prerogatives is not only to be competent in any issue

required but also to be endowed by multi-lingual fluency.107And why is  that? Because they

think on how important is to invest on multi-linguistic competencies for their business.

Before them, big corporations such as Intel, Sony and Starbucks had known for decades what

104  ISTUD, Istituto di Studi Direzionali s.p.a., Diventare manager globali. La parola ai protagonisti, Verbania,
 Italia, 2005, p. 15  
 “The Italian management’s lack of English language mastery turns into a problem in communicating complex
 concepts and difficulty to construct credibility in the international arena.” 
 “[…] the scarce English knowledge: it means that you participate to a meeting, to a convention and
 understand, if it goes well, 50% of what is said.” 

105  Ibidem, 
 “There is a communication problem given by the scarce English mastery that turns into a difficulty to be
 incisive and exert lobbying mechanism in the international circuits.”

106  CAPPUCCITTI, Emiliano Maria, MATRIGIANI, Giulia, Oggi mi laureo domani che faccio? Guida tecnica
 per i giovani che si affacciano al lavoro in Italia e all’Estero, Franco Angeli, Milano, 2016.

107   https://www.forbes.com/sites/ciocentral/2011/05/27/language-learning-helps-businesses-compete-
globally/#1d030bad3ada     Article written by Michael Schutzler
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kind of boost they received in their business when employees acquainted with local culture

were utilized.

The shrewdest  are  not  only  hiring  bilingual  but  also  providing their  employees
language education. English certainly helps forge strong bonds across cultures, but
knowledge  of  the  local  language  makes  a  global  workforce  more  nimble  and
productive, and therefore more competitive.108

There is also a line of thought that states that this type of concerns are moot. Nowadays, thanks

to  the  digital  tools  we  have  available  such  as  Google  Translate  and  other  Internet  apps,

somebody easily starts imagining a supposedly not far away future in which a cutting-edge

device will be able to simultaneously translate one’s words to whatever foreign language with

no human efforts. According to Michael Schultzer, the very downside is, though, that language

is a performing art that also requires personality, nuance and practice to convey an idea.  

Fig. 6 Photo of the BRICS’ leaders, from left to right Michel Temer (Brazil), Narendra

Modi (India), Xi Jinping (China), Vladimir Putin (Russia), Jacob Zuma (SouthAfrica).109

108   Ibidem
109   http://brics.itamaraty.gov.br/pt_br/sobre-o-brics/dados-economicos       Official website of BRICS Group

  Photo of the BRICS’ leaders, from left to right Michel Temer (Brazil), Narendra Modi (India), Xi Jinping
  (China), Vladimir Putin (Russia), Jacob Zuma (South Africa).
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In addition, the ‘emerging economies’ (we could easily say that they have emerged yet), such as

those belonging to the BRICS group in which 46% of the world population live and that have

superseded the Goldman Sachs’s 2001 forecast of a world GDP of 14.2 % by 3.8% with a

growth of 18%, pose new issues that threaten the English-only language policy.  

The total export volume of these bunch of countries jumped from 8% to 16% of the world

export during eleven years (2001-2011) according to the WTO’s data. Between 2002 and 2012

the BRICS’ trade flow marked an increase of 29%, moving up from US$ 4.70 to 6.07 trillion.110

Number such as these strongly suggest that a consistent slice of the international market is

getting bigger and bigger and among the countries composing it, only one (South Africa) speaks

English. Thereby, it is hard to underpin the thesis stating that English is a sufficient tool to do

international business nowadays.

According to  “Developing Successful Global  Leaders”,  a  report  released in  2012 by AMA

Enterprise  in  conjunction  with  the  Institute  for  Corporate  Productivity  (i4cp)  and  Training

magazine, the demand for multilingual-skilled managers and employees is on rise. This study

asked to 1,000 companies from 6 continents information on their global leadership development

programs, revenue growth, market share, profitability and customer focus to differentiate the

practices of high-performing and low-performing companies.

Among  the  325  companies  that  claimed  to  be  operating  global  leadership  development

programs,  nearly  14%,   deemed  to  be  “higher-performing”  companies,  hire  exclusively

multilingual candidates for management positions.  Language training or reimbursement to the

employees for language courses doubled in terms of percentages from 2011 to 2012 going from

10%  to  23%  for  the  “higher-performing”  companies.  Conversely,  “lower-performing”

companies claimed not to require multilingual skills or provide any language training (“higher

performing” hit 48%, whereas “lower-performing” hit 23%).111 These data inevitably establish a

positive correlation between the investment in language training and the companies’ level of

performing, that is, the more a company invest in the former, the better it performs. 

What remains to be seen now is whether tendencies such as these are confirmed by different

studies such as this that we are proposing here with regard to our territory in the center of Italy:

110  Ibidem
111  HASTINGS, R. R., Multilingual Skills, Cultural Understanding Rise in Importance. HR Magazine, 57(10),

 20, 2012.
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the Abruzzo Region. 

Nelson Mandela has said, "If you talk to a man in a language he understands, that 
goes to his head. If you talk to him in his own language, that goes to his heart.112

  

112  JOSEPH Sarah, McBETH, Adam, Research Handbook on International Human Rights Law, Edward Elgar,
 Cheltenham, UK – Northampton, MA, USA, 2010, p. 447.
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Chapter 3 

Notes on Methodology and Empirical 
Research

3.1 Research proposal

The purpose of this research is to gather information on the value of using foreign languages for

managers and employees of the Abruzzo Region in their business settings. 

In particular, we want to understand the importance foreign languages have in their business

communication (internal and external), figuring out:

 What is the current level of foreign language competence of the Abruzzo enterprises? 

 What do Abruzzo enterprises do to improve it? 

 Is an economic value attributable to foreign languages?

 What do the Abruzzo enterprises expect from applicants, institutions and schools in 
terms of language competence and quality of language learning programmes?

  Is multilingualism better to do international business than English-only?

Firms and companies from the hospitality field, retail trading firms and enterprises from the

industrial manufacturing field working with international clients will be included in our sample.

3.2 Data collection method

This  empirical  part  of  the  research  was  conducted  towards  the  end  of  the  academic  year

2016/2017  of  the  University  of  Teramo,  Italy,  as  part  of  this  thesis  in  “Management  and
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Business Communication” Master’s degree. 

The thesis, as aforementioned, starts with a theoretical part consisting in a literature review and,

then, continues with an empirical part in which we have collected quantitative data about the

value attributated to foreign languages by the Abruzzo enterprises in their internationalization

strategies.  The  theoretical  part  is  based  on previous  research  including  books,  information

online and academic journals in which it was attempted first to provide a broad picture of the

linguistic  phenomena  across  the  centuries  of  the  human  history. After  this  first  step  the

theoretical  part  narrows down to explore the use of  foreign languages  within multinational

companies and enterprises that constitute the background on which laying down our empirical

findings. In a few words, the theoretical phase provides us with the tools and constructs to

interpret the empirical data.

The empirical research was conducted from the 15th of May 2017 to 15 th of June 2017. The

data collection methods is utterly based on a questionnaire delivered to the Abruzzo enterprises

by email. The aim of the use of a questionnaire was that of getting a broad picture about the use

of  foreign  languages  of  the  Abruzzo  enterprises  in  their  international  or  global  business

communication, that is whenever they deal with foreign clients or need to utilize them for their

business communication. 

As Yin points out, a sound use of a variety of data sources is beneficial for the reliability and

validity of the data.113 This is especially true as we want to delve into some case study to better

understand  how  languages  are  functional  in  the  business  communication  of  a  specific

organizational context. Therefore, by integrating interviews and questionnaire we would have

obtained an integrated multi-source data that would have delivered us both the broad state of

the art of the Abruzzo enterprises regarding the use of foreign languages and some in-depth

insight about a randomly chosen case.

The  method  we  would  have  used  to  integrate  these  data  provided  by  different  sources

(quantitative  and  qualitative)  is  called  triangulation114.  This  method  would  have  helped  us

establish converging lines of evidence that finally would have made our findings more robust.115

113  YIN, Robert K., Case study methods, Revised draft, Cosmos Corporation, 2004, p. 9
 in http://www.cosmoscorp.com/docs/aeradraft.pdf  Website of the Cosmos Corporation 

114  OLSEN, Wendy, Triangulation in social research: Qualitative and Quantitative methods can really be mixed,
 chapter  in Development of Sociology, ed. M. Holborn, Ormskirk: Causeway Press, 2004, p. 3.

115  YIN, Robert K., Case study methods, p. 9.

63

http://www.cosmoscorp.com/docs/aeradraft.pdf


In a nutshell, triangulation method is useful to find the convergences occurring when the same

set of events or facts are detected through different sources of data. Unfortunately, interviews

were excluded from our collection data methodology for reasons to be debited to lack of time

and for logistic problems since the author of this thesis had to move abroad for taking part in

the programme Erasmus+ for Traineeship.

Questionnaires are sources of primary data, namely they have been collected and exclusively

used for this study. Secondary data related to the organizations involved in this research have

been gathered by mostly using the Internet. To kick off our research work, the main tool used to

look for the organizations’ identities and information has been the “Annuario delle Industrie

Abruzzesi – Anno 2016”116 powered by CRESA, the Abruzzo’s Regional Center for social-

economic studies and research set up by the Abruzzo’s Chambers of Commerce. The yearbook

provides a list of all the industries that have an organizational production unit settled in the

Abruzzo territory and that are constituted of at least 6 members. Moreover, the list basically

engrosses all the productive economic sectors but not all of them are likely to do international

business or even have foreign customers. Their international vocation strongly depends on the

kind of activity they do but also on their business volume or on their size, etc.

Hence,  what  we have  done  is  to  exclusively  pick  out  all  the  industries  with  more  than  9

members.  Their  size  in  terms  of  members  was  singled  out  by  the  label  “Classe  Addetti”

(Employee Class) ranging from Class 1 (meaning from 6 to 9 members) to Class 9 (more than

2500 members). The reason behind the choice to exclude the Class 1 was that we supposed that

an enterprise of this size (from 6 to 9) is not likely to do international business due to the kind

of organization and structure an internationalization strategy in the productive field generally

requires.  This  hypothesis  was  confirmed  by  looking  into  the  information  related  to  the

enterprises belonging to this Class we managed to gather from the most popular Internet search

engines (Yahoo, Google, Bing).

As far as the quantitative side of the research is concerned, we decided that the best way to

reach out all of the industries included in the yearbook was by email, even though this could

116  “Yearbook of the Abruzzo Industries”
    http://www.cresa.it/site/annuario-delle-industrie-abruzzesi-2016/    Website of CRESA (Regional Center for
 social- economic studies and research) 
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cause a serious low response rate that could range from 2% to 40% on average.117

Unfortunately, the “Yearbook of the Abruzzo Industries”, perhaps for privacy reasons,  provides

only enterprises’s email “pec” addresses that are Italian certified emails. Sending an email by a

common email server to a “pec email” would make the former “bounce”. Therefore, the only

way to get the job done was to look up each organization official website provided by the

Yearbook, if it existed, or get to it after a careful research on a search engine and, finally, look

for the company contacts. All of the enterprises of which there was no clue of email contacts

due to the fact that they do not have any official website or more simply their contacts are not

shared on the net have been automatically pushed out from our sample. 

Since our survey was aimed at being addressed to a larger range of economic sectors including

enterprises operating in the service field, in particular, “hospitality, leisure-entertainment”, we

widened  our  email  addresses  research  ground  to  include  the  website  http://www.elenco-

alberghi.it/hotels/abruzzo.asp . This is a website that gather and display information about the

Italian hotel supply, it works like a database for Italian hotels that enables one to have their

entire supply split into region of provenance. Since most of the hospitality facilities included in

this website did not have their own website addresses reported, we carried out again a new

search on the Internet in order to find their contacts. 

As  far  as  the  “travel  agencies”  group,  we  did  the  same  job  by  gathering  information  on

https://www.paginegialle.it/ricerca/agenzie%20viaggi/abruzzo?mr=50  118,  “Pagine  Gialle”’s

website  which  is  an  online  platform  that  gathers  all  the  enterprises’ phone  numbers  and

addresses. Starting from there, we looked for the travel agencies’ emails on their website by

googling them. 

To get all of the email addresses stored in some place we thought that the best thing to do was

117  The response rate of online survey sent by email is considered to be quite low by several sources on the web.
 We are reporting these type of sources because we regard them as the most reliable in this specific segment of
 social and market research science.
 https://www.getfeedback.com/blog/better-online-survey-response-rates/  Website of “Getfeedback” powered
 by Salesforce (Online Web Marketing Agency)
 http://fluidsurveys.com/university/response-rate-statistics-online-surveys-aiming/ Website of 
“SurveyMonkey” (an online survey education agency)
 https://www.surveygizmo.com/survey-blog/survey-response-rates/  Website of “Surveygizmo” (an online
 survey form provider agency)

118    https://www.paginegialle.it/      “Pagine Gialle”’s Website
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to create a database inside an email server provider called “Mail Chimp”119 in order, in turn, to

subsequently retrieve all the email addresses easily or filter them at convenience whenever we

came to sending the questionnaire. Details concerning the business organizations involved in

this study are not disclosed in order to preserve their privacy as we guaranteed them..

3.3 The questionnaire

The questionnaire was our choice as a tool to collect information and empirical data about the

Abruzzo organizations since we thought that having a large population to which addressing a

list of questions was the best way to achieve research reliability. Through this means it was

possible to reach out all the companies and firms scattered around the Region with no need to

call on them. Furthermore, the questionnaire was built up in a way that ensured that it would

nottake more than 3 minutes to be filled up by the respondent. This in order to avoid any sort of

“drop out” or “abandonment”.

As mentioned above, though, questionnaires from mail  have generally a very low response

rate120 but they also have many advantages.  First  of all,  they are inexpensive to administer

because it is possible to simultaneously send the same form to a plethora of people through a

simple click on an email server, even though before getting at this point one is supposed to

carry out a very long search for collecting the email addresses needed. 

The questionnaire design is one of the most debated issues in the scientific literature and it is a

matter to be carefully handled. First and foremost, questions have to be designed in a way that

they  turn  out  “neutral”  and  adequate  to  the  participant’s  experience.  With  regard  to  the

neutrality of the questions, we may add that this necessity arises when we want to avoid biases

such as distorted responses due to a certain degree of influence exerted by the tone and the

wording  of  the  questions  themselves.  For  instance,  we  avoided  formulating  dichotomous

questions in which two options to choose from were proposed in such a way that could turn out

to be unbalanced, so that the respondent could “psychologically” be driven to lean towards one

specific option rather than the other one. This kind of biased question would have affected the

quality of our responses and, as a consequence, the external validity of our data. The latter is a

119    https://us15.admin.mailchimp.com/     Website of the email server provider “Mail Chimp”
120  TROCHIM, M.K. William, DONNELLY, James P., The research methods knowledge base, p. 108.
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key  issue  of  any  kind of  research  because  validity  is  referred  to  the  approximate  truth  of

propositions, inferences or conclusions and external validity is related to the generalization of

the data to the universal population.121 

A questionnaire is considered as a substantial tool to use when one needs of some first-hand

information to get into the reality of a specific context such as this of the Abruzzo business

organizations. Since the questionnaire kicks off by requesting to both the respondent and the

enterprise on behalf of which the participant takes part in the survey to fill up fields related to

personal information, we may wipe out any doubt regarding the veracity of the information

provided since they are easily verifiable. Moreover, in order to be able to send the questionnaire

to all of the components of our lists, we set up an online survey by using a “Google Form” 122.

This tool was configured in the “General settings” section of its web page to also provide a

notification to the respondent as soon as she filled up the form. In this way the respondent could

have a report with her own answers.

Most of the questions were related to information about the use of foreign languages within the

enterprise such as which languages were used for their business, etc. Some of them, though,

invited the respondent to express her own opinion. This is the reason why, whenever possible,

we addressed our  questionnaire  to  export  managers,  human resources  managers  or  even to

CEOs with the aim of taking away the information about business communication from those

who could likely have it. An example of this kind of questions was the number 6 in which the

respondent was asked “How much important are foreign languages for your business?” and,

then, to pinpoint a value on an interval level response format. In this case, the interval ranged

from 1 to 5 (from “not at all” to “fundamentals”) but this type of scale, which is sometimes

called  Likert Scale,123 can generally stretches to 9 or 10 and so on. It is clear enough that if

many  responses  converge  on  the  same  choice  per  question,  which  means  that  a  specific

phenomenon turns out to occur at a high percentage of cases, this means that we can assume

these data to be true with a high degree of confidence and reliability.  

At the very beginning of our research, a first version of the questionnaire was drafted with the

purpose of testing it to figure out whether it needed some “touch ups”. Its very first version was

121       http://www.socialresearchmethods.net/kb/external.php   
122   https://goo.gl/M2VRWf  Shortened link of the “Going Global: the value of foreign languages in business

  communication” (Italian version)
123   TROCHIM, M.K. William, DONNELLY, James P., The research methods knowledge base, p. 115
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written in English and it embedded among the close-ended124 questions also some open-ended

ones125in order to collect some qualitative data to better explore the phenomenon. Since we later

decided that the best way to proceed with our research was to split qualitative and quantitative

into two phases, we took the open-ended questions off,  so that the questionnaire with only

close-ended questions remained the exclusive tool to deliver data.

As said earlier, the questionnaire was first prepared in English and later translated into Italian to

foster the responses of a wider audience. The reason behind this choice was that, first of all, the

geographical area investigated is a Region belonging to the Italian Republic but also that the

study was not aimed at solely drawing the responses of those having a proficient use of foreign

languages but also of those who revealed linguistic skill shortcomings. Someone might object

this way of proceeding arguing that the method to use should have been the contrary, that is to

first prepare the Italian version of the questionnaire and then the English one, being the former

the very questionnaire sent to the sample. We would easily reply that since this research was

conducted in  English and since the subsequent  data  analysis  and the whole work was still

delivered in this language, we found its use for the questionnaire design more comfortable.

Having said that, translating our questionnaire into Italian was not exactly a “piece of cake”

because we realized that, in order to make our questions as clearer as possible in this language,

a lot of work and tests too were required. As a matter of fact, several randomly chosen people

were involved in this testing phase that were contacted through social networks. These people,

after having filled up the form, gave us some positive feedback either on the clarity of the

question wording or on the length of the questionnaire itself, which were our main concerns in

this phase.

Straight away from this step, we tested our questionnaire on a pair of firms of different sectors

that we contacted by telephone. It was in this phase that we realized that the second questions,

124   “That provides a set of answers from which the respondent must choose. Multiple choice questions are closed
  questions. Also called closed-ended question” in http://www.businessdictionary.com/definition/closed-
question.html 

125  “Unstructured question in which (unlike in a multiple choice question) possible answers are not suggested,
 and the respondent answers it in his or her own words. Such questions usually begin with a how, what, when,
 where, and why (such as "What factors you take into account when buying a vehicle?" or "In your opinion,
 what is the reasonable price for this item?") and provide qualitative instead of quantitative information. Open
 ended questions are asked generally during exploratory research and where statistical validity is not a prime
 objective.”  In http://www.businessdictionary.com/definition/open-ended-question.html  
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which was a filter question126, was not as clear as it had to be, so that the company was induced

to choose an answer that did not reflect correctly the reality of their business. The question

basically was about whether the organization of the respondent had foreign clients, did business

abroad or had some foreign partner. The problem was that it did not sufficiently clarified if

these three conditions were considered jointly or not. Therefore, we modified it by listing these

three conditions  and made it  clear  that  by complying with “at  least”  one  of  them made a

company eligible to carry on with the survey.

At  the  very  beginning  of  the  questionnaire,  respondents  were  given  some  background

information  about  the  purpose  of  the  research  but  paying  attention  not  to  influence  the

respondent by avoiding stressing out the positive value of foreign languages. This means that

from this very first lines the tone used was very neutral. 

The questionnaire was revised and, then, composed of 29 closed ended questions divided into 2

sections. The first section provided a very brief description of the research purpose and some

questions about the personal information of the respondent organization. Immediately below,

there were two questions that completed the first section. The continuation of the questionnaire

depended on whether the organization claimed to do international business, to have foreign

clients or partners:

Fig. 7 Screenshot of question n. 2 of the questionnaire

The questionnaire was built up by using multiple choice questions in which more than one

answer were already given and only one choice was possible, whereas in other cases more than

one option was possible and an “Other” option was included in which the respondent could type

her own answer in case none else option fitted her case. Another type of question used was the

126  “Sometimes you have to ask the respondents one question to determine whether they are qualified or  
 experienced enough to answer a subsequent one. This requires using a filter or contingency question” 
 TROCHIM, M.K. William, DONNELLY, James P., The research methods knowledge base, p. 116
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interval level response format127. This was used in two ways: in the first case it was used by

providing only one answer as below

Fig. 8 Screenshot of question n. 11 of the questionnaire

in the second case it was requested to tick choices for more than one case. 

Fig. 9 Screenshot of question n. 13 of the questionnaire

Our  choice  to  opt  for  a  questionnaire  completely  constructed  by  using  only  closed-ended

questions was dictated by the fact that their formats enabled all the respondents to answer the

same questions.  In  this  way it  became meaningful  for  the surveyor  to  make a  comparison

among  the  responses  since  a  recognition  task  was  presented  that  made  it  easier  for  the

respondents to find the response that fitted her own case. Moreover, the answers were easy to

127  TROCHIM, M.K. William, DONNELLY, James P., The research methods knowledge base, p. 115
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computerize and analyze.128  

It goes without saying that in no cases would individual and company names be mentioned in

this study for confidentiality reason.

Fig.  10   Screenshot  of  “Going  Global:  the  value  of  foreign  languages  in  business

communication” questionnaire administered to our sample online (Google Form)129      

As shown on the image above, the online questionnaire was “branded” with the University of

Teramo’s official logo, as it was authorized by the University President Prof. Luciano D’Amico

whose office sent me an email of confirmation on 11th of May 2017. The questionnaire cover

letter was also provided with the university logo as well as any kind of online links referring to

the University of Teramo’s website and to the surveyor own identity. As a matter of fact, the

surveyor was perfectly conscious that requesting information to enterprises through an online

questionnaire could arise skepticism about the reliability of the research and of the surveyor

himself due to the physical distance. To wipe out any doubt about the research reliability and

128  FODDY, W., Constructing Questions for Interviews and Questionnaires. Theory and Practice in Social
 Research (3rd edition). Cambridge: Cambridge University Press, 1995, p. 128.

129  https://goo.gl/1dKAUX   Image of the “Going Global: the value of foreign languages in business 
communication” questionnaire administered to our sample online (Google Form)
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about the surveyor identity, not only was the cover letter written in a clear and detailed way by

providing all the information deemed to be delivered but we also added all the information

about the surveyor identity, his address, his phone number and internet links to his own social

accounts such as Linkedin, Facebook and so on.

The cover  letter  also showed up the University  of Teramo’s logo that  had its  website  link

embedded in the image itself, so that the user could open up the website by simply clicking on

the logo. The questionnaire website link was embedded in a “call to action” button in a strategic

position that would induce the user to click on it as soon as she started eye-scanning the email.

    

Fig. 11 Screenshot of the invitation email in English

Actually, the cover letter was preceded by an email to give to the respondents a notice about the

following email he would receive with the questionnaire attached to it. The aim of this “notice”

was to increase the credibility of both the research and the surveyor by providing a heads-up

that would give the respondents some buffering time to get acquainted with the initiative and to

think over the possibility to take part in it or not. The reason behind this idea stems from the

thought  that,  perhaps,  requesting  a  survey participation  by  email  from scratch  would  have

purposely been ignored by the receiver due to the strong “intrusion” generated by it. Therefore,

by giving to the respondents a “notice” and some time to reflect helped the surveyor shape the

respondent minds, get them psychologically prepared in somehow and foster their responses. 

It  was  noticed  that  whenever  the  cover  letter  and  the  questionnaire  was  sent  without  first
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sending the notice letter, the response rate plummeted down. Hence, the lesson learned was that

it was not the case to go fast, it was better to be patient, to provide the receivers with some

initial hints through the “notice” email, to wait for some hours or one day and finally send them

the questionnaire hoping to get their responses. 

After  one week from the  questionnaire  email  sending,  we started sending a  “questionnaire

reminder” email in which the surveyor reminded the receiver that had not taken part in the

survey yet and invited him again. This action was regularly repeated once a week in order to get

the receivers to respond to the survey without annoying them. A more frequent email sending

would have annoyed the respondents, lowered the response rate and, perhaps, triggered some

unreliable and biased responses delivered by some receivers eager to receive the questionnaire

email no longer. 

To draw responses, we also tried to allure the receivers with some special effects such as those

used in the email marketing communication techniques creating a new email template within

the “Mail  Chimp” email  server.  This template  featured a catching-phrase as an introducing

heading such as 

L’Abruzzo ha bisogno di essere conosciuto e valorizzato...Aiutaci a conoscerlo 
meglio, aiutaci a fare ricerca in Abruzzo130

and a system of attention-grabbing subheadings and images to stimulate the respondents.

The result, though, was poor in terms of response rate and after a pair of sending using this

template, we decided to drop it out. We tried to get a lesson from this failure too and we ended

up thinking that, perhaps, this communication techniques were too aggressive, more suitable for

another type of proponent such as a company advertising some product or service rather than a

university  student  proposing  a  simple  thesis  research.  Our  profile  had  to  be  kept  low and

humble in order to gain more credibility to the eyes of the wary respondents.

After some days since we launched our survey campaign online, a receiver messaged me on

Facebook requiring a pdf131 copy of our questionnaire. Although we specified to this receiver

our questionnaire had to be filled up online we provided her with a pdf copy. After this episode

130  “Abruzzo needs to be known and valorized….Help us get to know it, help us do research in Abruzzo”
131   Portable Document Format by “Adobe Acrobat DC” https://acrobat.adobe.com 
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we also came to the conclusion that, perhaps, we would do better attaching a pdf questionnaire

copy directly to our cover letter in order to allow the receivers to have a preview before clicking

on it. This simple action raised a lot our response rate because it increased the credibility and

transparency of our research to the respondents attentive eyes. In fact, what we were missing

out was to figure out that the respondents needed to have an overview of our questionnaire to

get confidence with our subject and, ultimately, to trust us. This could not happen before since

as they directly clicked on the questionnaire button they got access to the first section of the

questionnaire which was split into two sections and the second one was visible only when the

first one was positively completed. Another lesson learned!  

Furthermore, we received several phone calls by receivers who were interested in responding to

the questionnaire but also afraid that our study could be only a subtle way to steal data from

their  business  and  use  them  for  reasons  other  than  our  research.  We  noticed  they  felt

immediately reassured since the very first  words of our replies and after some minutes our

email usually received the notification about their questionnaire response. 

3.4 Participant selection

A sample is a subset of a frame where elements are selected based on a randomized 
process with a known probability of selection132

In a more practical way, we can affirm that in most of the cases a sample is simply the actual

group one contacts when doing survey research.133 We have already mentioned that a list of the

Abruzzo  production  companies  and  business  organizations  is  provided  by  CRESA,  the

Abruzzo’s Regional Center for social-economic studies and research set up by the Abruzzo’s

Chambers of Commerce. We have also contacted the enterprises pertaining to the hospitality

field extrapolated from the  website  http://www.elencoalberghi.it/hotels/abruzzo.asp     and as far

as the travel agencies we researched on the “Pagine Gialle”’s website.

132  https://stats.oecd.org/glossary/detail.asp?ID=2373   Website of OECD (The Organisation for Economic 
        Cooperation and Development

133  TROCHIM, M.K. William, DONNELLY, James P., The research methods knowledge base, p. 110
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Thanks to these sources, we have been able to identify our  population134 of reference. Even

though a population is  not  static  because of  its  tendency to move or  change,  our  data  are

reliable  since  they  are  updated  to  the  year  2016  with  regard  to  the  organizations  of  the

productive  sectors,  whereas  the  data  regarding the  hospitality  field  and travel  agencies  are

updated in real time on line.

Our population was constituted of 820 units. We sent an email with the online survey weblink

attached  to  all  of  them.  Actually,  as  mentioned  above,  the  questionnaire  delivery  was

anticipated by a cover letter in which the surveyor introduced himself and explained why the

organization  was  contacted,  announcing  that  within  few  hours  a  second  email  would  be

delivered (the one with the survey link). Then, after 6 or 7 days from the second email a third

email was sent to those who had not yet responded to the questionnaire. The purpose of this last

email was to remind them about the ongoing survey and to assure a high response rate, which

was one of the main concern of our work.

The “Annuario delle Industrie Abruzzesi, anno 2016” provides a list of the Abruzzo enterprises

divided into sectors of production that, in turn, are split into subcategories. The main categories

are:

 clothing (43 firms contacted)

 food&beverage (76 firms contacted)

 ceramic&glass (6 firms contacted)

 chemical&pharmaceutical (21 firms contacted)

 construction (11 firms contacted)

 electric appliances (25 firms contacted)

 machinery and appliances (57 firms contacted)

134  “Population is the total membership or population or “universe” of a defined class of people, objects or
 events.”
 https://stats.oecd.org/glossary/detail.asp?ID=2079  Website of OECD
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 paper producers (22 firms contacted)

 rubber&plastic (38 firms contacted)

 wood&furniture (51 firms contacted)

 metallurgy&iron (105 firms contacted)

 transports (36 firms contacted)

 textile (16 firms contacted)

 shoes&leather products (17 firms contacted)

 other industries (10 firms contacted)

With regard  to  the  hospitality  field,  the  list  provided by the  website  “Elenco-Alberghi.it  Il

Motore di Ricerca per gli Alberghi in Italia”135 states that at the moment of this thesis work the

number of the hotels included in its list adds up to 648. By looking into this list we realized,

though, that many hotels included in it were actually “Bed and Breakfasts” or “Farmhouses”.

Since it is unlikely that all of the organizations published in this list had foreign clients and that

many of them are very tiny to reasonably think to dig out significant information from them

regarding our research questions, we decided that it was better to narrow down our population.

Thereby, what we did was to apply a barrier by inserting a restrictive criterion to our search that

was “to drop out” all the “Bed and Breakfast” and “Farmhouses” and to take on board only

hotel with more than 10 rooms, as indicated in the “Elenco-Alberghi.it”’website. 

It must be reported that the website itself claimed to be continuously updating its list and that

even invited whoever owned a hospitality structure to join the list and upload information about

it. Having said that, our hotel list is below reported:

 hospitality, leisure-entertainment (225 hotels contacted)

135  “Abruzzo Hotel’s List. The Search Engine for hotels in Italy” at http://www.elenco-
alberghi.it/hotels/abruzzo.asp 
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Hence, travel agencies:

 travel agencies (60 agencies contacted)

The numbers of the last two categories, namely “hospitality” and “travel agencies”, are far from

covering their respective populations since the time assigned for the research and the limited

resources used have not allowed us to get into more extensive data. 

It will be noted that the categories used in the questionnaire differ a little bit from the ones

above reported. The reason behind this is that we thought that there were too many categories to

choose from in the Yearbook. This would not have had a good effect on the respondent and

would have easily turned her into a “drop out”. It was also taken into consideration the use of a

“drop-down menu” in the questionnaire to include all the categories listed above, but even in

this case we were refrained from reporting all the categories due to the fact that this technique

would have required to the respondent a further action to find their own category. That would

have made the process far too complicated for whom is not too much practical with the on line

tools.

3.5 Data analyzing method

Data analysis is constituted of a bundle of statistical operations through which it is possible to

produce assertions and explanations regarding the data collected. The computation procedures

to be used have to be impersonal and automatic so that if two researchers run across the same

data matrix with the same variables and cases, they will end up yielding the same assertions.136  

The objectives of this analysis are exploration, description, synthesis and classification of the

data. Then, an analysis of the relations among the variables that could be relevant for our study

follows. 

136  CANNAVÒ Leonardo, FRUDÀ Luigi, Ricerca Sociale. Dal progetto dell’indagine alla costruzione degli
 indici. Carocci Editore, 2009, p. 381.
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One of the first steps to be carried out when analyzing data is to log them in a database and,

then, check their accuracy137. Since we have used a “Google Form”138 there is almost nothing to

do regarding the action of logging data and checking data accuracy. As a matter of fact, this tool

allows the administrator to set features such as “required answer” that obliges the respondent to

complete the answer in every part to move forward with the questionnaire and to store all the

responses  in  a  spreadsheet  automatically.  Therefore,  what  we  did  was  to  configure  these

settings and, as a result, we achieved that all the responses were complete and perfectly stored

in a spreadsheet on a “Google Drive”139 of the author personal account. 

The next step was to carry out an univariate analysis that is to study each variable result in

order to assess the plausibility of its values, to describe their distribution and to compute some

characteristic  values  that  help  us  summarize  the  phenomenon.  Hence,  several  descriptive

statistics through graphs such as histograms, frequency distribution tables, bar charts and pie

charts were laid out.

The second step was to analyze jointly the statistical distributions of the variables with the aim

of finding out whether, in which form and strength too, a functional dependency or a statistical

relation existed between them or some of them and ultimately to make assertions based on the

findings.

137  TROCHIM, M.K. William, DONNELLY, James P., The research methods knowledge base, p. 266
138     https://www.google.com/forms/about/   
139     https://www.google.com/drive/   
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Chapter 4 

Main Research Findings

4.1 Foreign languages in the Abruzzo industrial fabric

Abruzzo  is  a  Region  in  need  of  seizing  the  opportunities  that  globalization  is  offering

throughout the world and it does not seem to rely exclusively upon the innate ability of Italians

to get by with their unquestioned know-how and creativity that have made the “Made in Italy”

brand synonymous of quality. Other sophisticated tools are being developed such as business

communication. 

In fact, foreign languages are really part of the business’s core tools of the Abruzzo business

organizations because, as it will be noticed by looking at the results of the questionnaire, there

is no distinction among big, small or medium companies when it comes to using languages in

this Region. It may be that our study present some biases in the sample selection since the very

beginning. The delivery of the questionnaire by email may eventually have created a very first

filter  separating  those  interested  in  responding  because  of  their  constant  use  of  foreign

languages from those that have not bothered to respond because of their non-use. However,

since 12% of the respondents have declared that they do not do international business and hence

they do not use foreign languages, we may assume that we have obtained a certain degree of

representativeness of the entire population. 

The use of foreign languages involves every type of enterprise regardless their size in terms of

number  of  employees,  partially  disproving  the  long-standing  common belief  that  only  big

business organizations have the capabilities to “go global”. This is a very important point, a key

one  since  it  returns  us  a  picture  that  depicts  a  Region  much  more  involved  in  the

internationalization than what we believed in the very first steps of our research. The Abruzzo

enterprises  are  very  committed  with  the  international  markets.  The  fact  that  most  of  the

business  organizations  of  our  sample  claiming  to  do  international  business  belong  to  the
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employee  class  from 10  to  30  (41.4%  of  our  sample)  strongly  highlight  the  fact  that

internationalization is not a process exclusively circumscribed to the big organizations.

To sum up, we dare to say that the picture that our survey results return us is that of a Region

full immersed in the globalization. A Region that has left behind its shoulders the years of the

protected national market to open itself up to the globe and that constantly recurs to foreign

languages for its daily business tasks.

The overwhelming percentage (81.8%) of the enterprises acknowledging that foreign languages

are very important or “fundamentals” for their business seem to constitute another pillar on

which holding up our thesis that the Abruzzo business is already global and does not rely on or,

better, does not depend exclusively on the national market.

Contrary to what we imagined before undertaking our research, the Abruzzo organizations do

not seem to suffer from a “linguistic gap” when dealing with foreign markets or clients or, at

least,  the  great  majority  of  them  claimed  so.  We  conceive  this  point  as  a  crucial  one  to

understand the situation of our organizations with regard to internationalization. Honestly, we

did not expect results such as these in which 76.1% of those responding that they do business

internationally do not suffer from any linguistic gap. What strikes us a lot is that among those

that responded to suffer from a linguistic gap there are organizations pertaining to every type of

economic  sector  and  that  this  gap  is  not  related  to  the  size  of  the  organization.  This  fact

confirms once more that there are not serious foreign languages shortages in our industrial

fabric. It may simply be the case that, there are some organizations that got more organized

along the years in dealing with the onward globalization and hence they show no linguistic gap.

Others, 23.9% of the respondents, perhaps, understood later than the former the benefits of

using foreign languages for seizing the opportunities of internationalization and are still lagging

behind with their linguistic preparedness. 

The  latter  point  is  noteworthy  and  should  be  investigated  deeper  through a  semi-structure

interview in order to better figure out the reasons of their current linguistic gap besides those

investigated in our questionnaire.  For instance,  most of the organizations declaring that are

suffering from a linguistic gap due to lack of skills of their personnel might have started looking

at the international markets recently, hence they may have already started trying to put in place

actions to make up the lost ground.
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Abruzzo organizations do business with plenty of foreign countries, as it is revealed by the

responses to our questionnaire, and most of them are in the North of Europe. As a matter of fact

the main country with which our Region does  business  is  Germany,  confirming the Italian

national tendency. As a consequence,  German should be the most used foreign language in

business communication in our Region but actually is not. Of course, it does not catch us by

surprise to learn that the most used foreign language is English which not only is it used often

or even constantly by the majority of the respondents but it is also noteworthy reporting that no

one  responded  that  never  uses  it.  Therefore,  English  is  absolutely  the  language  of  the

international  business  for  the  Abruzzo organizations  but,  however,  the  situation of  German

induces us to a further reflection.

As said earlier in this paragraph, Germany is the first country in terms of trade for Abruzzo and

we all understand that English is the lingua franca of the international business. However, we

believe that a sound investment into using more German language in business might turn out to

be useful and may help increase business. Our theory is that languages such as French and

German are not much used by the Abruzzo enterprises not only due to their strong focus on

adopting and using English as the elected language of business but also because of a shortage of

employees and candidates with high skills in French and German languages.

What we did not expect to discover among the research results is that Spanish is emerging as

one  of  the  most  important  language  for  Abruzzo  international  business.  The  organizations

acknowledged its importance when dealing with international business, although its figures are

a long way to go from German’s. Perhaps against all the odds, Russian is getting off the ground

since a remarkable 27.3% of the respondents acknowledged it  as fundamentals  to run their

business communication, whereas we would most likely have mentioned Chinese as ahead of it.

These two languages may surely represent a good investment for the future of the Abruzzo

business, although we believe that Chinese and Russian will still be lagging behind for long due

to the “genetic” diversity they show respect to Romance languages such as Italian, French,

Spanish, Portuguese and so on. Their alphabets are completely different from the Russian’s and

Chinese’s as the former derives from the Cyrillic one140,  whereas the latter  uses the Pinyin

system141. 

140   http://masterrussian.com/russian_alphabet.shtml  Website of “Master Russian”
141     https://en.wikipedia.org/wiki/Chinese_alphabet   
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4.2 The use of foreign languages in business communication 
    

The Abruzzo enterprises show an important attitude towards Internationalization as we found

out that there is a significant percentage of them that use English as the main language spoken

in the daily communication. Although one could raise some doubts about the reliability of this

information, the responses tell us that there is a bunch of enterprises in our Region that in a

certain  sense  have  already  gone  over  their  local  dimension  and  are  looking  up  to  an

internationalized one. Their daily communication is held in English getting them ready for and

interconnected with the globalized world.

Again, what needs to be added is that the use of English for the daily communication is not

circumscribed to a specific economic sector or size but it crosses them all. This datum reveals a

certain degree of awareness with regard to the globalized market around them. Even though the

great majority of the organizations uses Italian in the daily communication, the relevance of the

observation aforementioned stays up.

As far as the communication tools involved in their use, foreign languages are mostly used for

writing  emails,  but  also  for  telephone  conversations  and  formal  communication  such  as

important documents that may even require the translation of a professional translator.  It needs

to be underlined the fact that, with regard to social media, the use of foreign languages is still

not very common although about one third of the respondents declared that their social tools

“speak” languages other than Italian. 

This aspect deserves to be deepened a little bit, in fact we believe that in a matter of few years

the use of foreign languages in business communication will strongly increase, especially on

social networks, thanks to the ever-growing interconnections that globalization is triggering at

all levels. In addition, many organizations using social media are trying to rise their audience

online  and to  accomplish  that  they  are  starting  approaching the  new features  proposed by

Facebook that relentlessly throw out something new. For instance, the Zuckerberg’s company
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has recently provided their  users with the chance to manage the Facebook Pages  by using

multiple languages, that means that a user can publish a post in more than one language.142    

In this way, the same post published in different languages appears in Italian to users who have

set their Facebook profile in Italian as the main language, whereas it will be watched in Spanish

or Portuguese and so on by those who have their profiles set in those languages. This, of course,

depends on the language used by the Facebook Page administrator when he publishes its posts.

Even though this new feature is able to automatically translate the Page Administrator’s posts

into the foreign languages she wants to use, a high level of language skills is required to make

some corrections since the translation is not always of a very high quality.

However, it  is noteworthy to underline this substantial portion of Abruzzo enterprises using

foreign  languages  in  running  their  social  media  because  it  means  that  they  are  no  longer

bounded by their geographical location. 

All of a sudden, their markets have no limits at all and they can start looking at new
opportunities overseas where they could not even imagine going only some years
ago.143 

After all, they do not seem to have strong shortages of language skills either as they claim not

to be in much need of using external translation services and to rely on free online tools such as

Google Translate, The Free Dictionary, Reverso and so on. Then, since the majority of them

claim that they already have in-house the skills to manage the foreign language translations, it

may easily be concluded that,  as a matter of fact,  just  a minority of the enterprises of this

Region suffer from a linguistic gap and that most of them are already dealing with a globalized

business world. 

Going back to the use of foreign languages for managing the social media communication, we

have discovered that a startling percentage of enterprises use foreign languages to run their

online business communication, advertising and digital marketing.  This percentage does not

include only social  media but also other communication tools such as email  marketing and

newsletter servers like “Mail Chimp” or “Campaign Monitor”, paid online advertising such as

142   https://code.facebook.com/posts/597373993776783/building-a-better-way-to-write-posts-in-
multiplelanguages/  Website of Facebook

143     http://andreanardinocchiblog.wordpress.com/2017/07/03/global-business-speak-the-language-and-content-  
of--your-client   Blog of Andrea Nardinocchi, author of this thesis.
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Google Ads and so on. It turns out that 58% of the organizations use English to manage these

digital tools and that 30.7% of them use a multilingual digital marketing strategy. These data

really demonstrate that the majority of the Abruzzo enterprises are quite sensitive towards the

globalized  market  and  its  needs  in  terms  of  languages.  They  stay  apace  with  the  latest

technological developments in the ICT that enable them to also adopt multilingualism.

Most of the Abruzzo organizations seem to have fully understood that in order to go global they

need to take into account that:

 buyers in every country are increasingly demanding products and services described in

their own native language

 the enterprises that realize this issue too late are doomed to lose market shares

 their brands will not acquire the “global status” and will lose value too144

They may likely have understood that online users most of the times when it comes to looking

for products and services just google them, click and pick out only those described in their own

native language. As a matter of fact, those organizations that claimed to be using a multilingual

digital marketing strategy have also affirmed in the questionnaire that this choice is helping

them in rising their business. As globalization carries on, the identification of targets can no

longer be carried out on a local national basis but what is needed is to identify targets on a

worldwide basis.

A strategy  such  as  this  does  not  rely  exclusively  upon  the  use  of  foreign  languages  and

translations but also on valuable content that is appropriate to the targeted country. This simply

means that business communication and its  content must live up to the expectations of the

target either in terms of translation or localization145, avoiding the risk that a perfect translated

message could sound weird for a native speaker because meaningless in her mother tongue

language.

144  CIARLONE, Leonor, KADIE, Karl, LAPLANTE, Mary, Multilingual communication as a business 
 imperative: Why organization need to optimize the global content value chain, The Gilbane Group,
 Cambridge, 2008, p. 5 

145  http://dictionary.cambridge.org/dictionary/english/localization      
“the process of making a product or service more suitable for a particular country, area, etc.” 
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4.3 Do foreign languages have an economic value in 
Abruzzo?

As reported above, the use of foreign languages in business communication pays off according

to what claimed by the organizations using them to manage their digital communication and

marketing. Despite this, just a slight majority of the Abruzzo enterprises believe they can relate

part  of  their  business  improvements  to  a  more  competent  and  effective  use  of  foreign

languages.

Since  we  believe,  though,  that  a  very  substantial  part  of  business  communication  is

implemented online by now, we think that a further reflection is needed. As it will be shown

further down this work, data in this case need to be analyzed very carefully since they show us

different pictures based on the segments we want to analyze. In effect, when we compare the

data of those enterprises which claimed not to be using foreign languages to  manage their

digital marketing tools with those that are using them instead, we get a very important point.

Those which manage their digital marketing communication tools by using foreign languages

experience benefits in terms of revenues, in fact, they claim it in the majority of the cases. By

digging further down we have also found out that a different perspective exists between those

running their digital communication and marketing in multiple languages respect to those using

English-only. The latter claim to have gained revenues by using foreign languages just in half of

the cases,  while  the former show an overwhelming majority affirming it.  What they say is

basically that foreign languages do have an economic value because thanks also to their use

they have increased their revenues in most of the cases.

Therefore,  we  can  conclude  that  those  using  a  multilingual  communication  strategy,  in

particular  in  their  digital  business  communication,  experience  a  certain  degree  of  revenue

growth until the point that the enterprises acknowledge an economic value to foreign languages.

We also add that in order to attribute value to languages, they need to be used competently and

effectively. Thus, even though many organizations had previously affirmed that they do not

suffer from a linguistic gap, that is they do not have any shortage in terms of linguistic skills,

we suspect that this picture might not be utterly true. 
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Our point is that not only do those enterprises which are using a multilingual approach in the

digital tools believe that this strategy is enhancing their business but they are doing this and are

“winning” because of their excellent linguistic skills. Thus, the conclusion is that a multilingual

strategy in business communication pays off more than an English-only one and much more

than not using foreign languages at all. Those which have understood this point and have the

competencies to implement a multilingual strategy demonstrate that going global successfully

makes its pair with a competent and effective foreign languages use that, in turn, gives weight

to the theory that foreign languages do have an economic value. 

After all, by further analyzing our questionnaire we come across further data confirming that

foreign  languages  do  have  an  economic  value.  For  instance,  it  seems  that  the  Abruzzo

enterprises attribute a great deal of importance to linguistic skills in order to move up the career

ladder,  hence  they  show  up  a  great  deal  of  sensitiveness  regarding  this  matter  in  our

questionnaire.

Although the great majority of the organizations affirmed that there is no need to put in place

any kind of action to help their personnel improve their language skills, they also claim to pay a

lot of attention to them when it comes to recruiting. Therefore, it holds true that, according to

the responses collected, foreign languages may be seen as a competence on which, perhaps, it

does not worth investing since only one third of the business organizations invest money into

language learning programmes for their employees. On the other hand, we can also easily say

that this allegation does not stand up on its feet. As a matter of fact, the enterprises of our

Region do not invest much money into training their personnel as far as foreign languages are

concerned, but they do carefully indirectly invest into them when they recruit. The Abruzzo

organizations  aim  at  avoiding  spending  money  and  time  for  the  linguistic  skills  of  their

personnel because, perhaps, they think that is not their role. They most likely deem this role has

to be left to schools and universities, hence what they do, instead, is simply to recruit talents

that already own those skills. It is possible to end up saying that they make a sort of “indirect

investment” into languages through the recruitment process.

To sum up, even though we did not collect very big percentages in our questionnaire propping

up the thesis that the use of foreign languages can increase business revenues, we are still stuck
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to the belief that foreign languages have an economic value for a range of reasons we have been

setting out since the beginning of this paragraph. 

4.4 Going Global: English-only V/s Multilingualism

Many years ago young pupils were used to being taught French as a second language in the

Italian schools and only a few of them learned English. A few years ago, though, this tendency

has been reversed in favor of English with the result that more or less everyone pertaining to the

new generations such as Millennials or Generation Y is able to utter and formulate a phrase in

this  language.  During  the  years,  English  knowledge  has  also  been  fully  supported  by  the

advertising world, movies, TV and lately by the worldwide spread use of the Internet. As said in

the first chapter, there has been a process going on especially starting from the aftermath of the

World War II  called “Americanization” that has determined the use of English in the most

varied contexts. For instance, nowadays no one would be caught by surprise if at the end of an

Italian TV commercial about the latest FCA car model, we hear a catching phrase in English,

What we are trying to say is that we are rightly or wrongly induced to think that English can

suffice the need to communicate internationally regardless the specific context in which it takes

place. This induction is confirmed by the majority of the Abruzzo enterprises as well that think

that English is enough when it comes to communicating their business internationally (54.5%).

Even in this case, we believe there is a strong connection between the kind of use that each

enterprise does of foreign languages together with the level of competence they own and the

position  they  assume  before  the  alternatives  between  English-only  and  multilingualism  in

business  communication.  Those  organizations  which  competently  use  foreign  languages,

experience a growth in terms of revenues and believe that multiple languages are fundamentals

to run their business. They believe it is important to look after their clients by using their native

languages and show a great level of sensitivity towards their needs.
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On the other hand, those enterprises which claim that English is enough to run the international

business communication are in large part those supporting the idea that foreign languages do

not help their business, that is that no earned Euro can be linked to the use of foreign languages.

The very important fact to be highlighted though is that, despite completely relying on English

for  their  global  business  communication,  a  small  percentage  of  them  admitted,  as  the

questionnaire moved forward, that they actually use other languages too. 

Accordingly, a substantial percentage of the Abruzzo enterprises lean towards multilingualism.

Nevertheless, the majority of them claim that English is enough.

Having regard to the ICT revolution going on, we believe we will assist to a more and more

growth of the use of digital communication that knows no national border and that makes it

easy for business communication to spills over to an international online network. This means,

in turn, that we can interpret these data about the use of multiple languages in business just as

the beginning of an unstoppable process that will bring more and more organizations to adopt

this approach. In fact, globalization keeps engulfing space and time by relentlessly compressing

them with the help of the Moore’s Law. As a matter of fact, thanks to several observations

Gordon Moore noticed in 1965 as every year the number of components required for producing

a chip doubled, spotting a growing tendency.146    

If it holds true that this data related to the use of multilingualism in business communication

show just the very beginning of a tendency, this means that from now on these figures can only

grow. In a matter of years the use of foreign languages for running the business communication

will be boosted and multilingualism is destined to grow at the expenses of English-only. 

In  addition,  thanks  to  the  ever  increasing  tendency  of  the  countries  to  use  the  marketing

techniques  to  promote  themselves  like  brands,  they  work  incessantly  on  their  brand

management in the international arena, adopting the marketing communication strategies and

tricks just like whatever organization of the private sector does. Countries become symbols,

words charged with emotions that turn themselves into sources of emotions capable of shaping

the people perception towards them and, ultimately, convince them for a visit or to draw talents

146  MACK, Chris A., Fifty Years of Moore’s Law, in IEEE Transactions on Semiconductor Manufacturing , Vol.  
24, No. 2, May, 2011, p. 202 
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in terms of human resources.147 Therefore, country brands work as umbrella brands that also

have a direct impact on several fields including the “national language” brand. As in the case of

Spanish  and  English  that  are  very  much  promoted  by  their  native  countries  and  their

institutions, other countries will start promoting theirs in order to get more visibility and raise

their identity awareness in the globalized world. This process will inevitably end up increasing

the  value  of  language  diversity  and  pushing  organizations  that  go  global  to  use  multiple

languages in order to get access to the foreign markets, hence they will end up not relying

exclusively on English.

Our opinion on this  point is  that,  in a certain sense,  the Abruzzo organizations are already

shifting towards multilingualism and it will not take long before this theory will be proved

consistently and substantially by future research.

4.5 Language learning in Abruzzo: the perception of the 
enterprises

The questions related to this issue have been inspired by a mere business point of view to try to

partially  understand  what  kind  of  macro-environment  is  that  of  the  Abruzzo  Region  for

enterprises  with  regard  to  foreign  languages.  As  a  matter  of  fact,  businesses  from foreign

countries willing to invest abroad could carry out, for instance, business analysis such as a

Pestel analysis with the aim of gathering important information about the territory in which

they want to invest.148 Among the 6 factors (Political, Environmental, Social, Technological,

Environmental, Legal) Pestel analysis takes into consideration there is the social one in which

the level of use and knowledge of foreign languages may be included.

It is right here that our thesis hinges on because it may represent a good starting point in order

to get a picture of the Abruzzo’s language skills panorama in business. 

147  KAPFERER, Jean-Noël, The New Strategic Brand Management, Advanced Insights and strategic thinking, 
Fifth Edition, Kogan Page Limited, 2012, p. 87.

148  http://professionalacademy.com/blogs-and-advice/marketing-thories---pestel-analysis
Website of “Professional Academy” that deliver high quality training in management and leadership, sales, 
marketing and digital marketing.   
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The majority of the enterprises claim that it is not easy for them to find candidates with the

linguistic  skills  that  fit  the  positions  they  offer.  This  means  that  as  far  as  the  linguistic

competencies that the Abruzzo Region is able to offer in terms of human resources, perhaps this

territory is not a macro-environment as attractive as others might be. The feedback that the

organizations gave us does not look bright, but, on the other hand, it seems to be in line with the

picture drawn by Eurostat, as it will be possible to get acquainted with along the course of this

work.

When it comes to call into question schools and universities regarding their language learning

programmes  the  Abruzzo  enterprises  are  pitiless.  They  seem  to  suggest  that  the  state

educational institutions are not offering programmes at the height of what the market requires

nowadays. They are utterly dissatisfied and this common negative feeling is also shared by

those organizations that had previously claimed to easily find candidates with linguistic skills

that fit the positions they offer.  

This level of distrust cannot be exclusively attributed to the supposed innate habit of Italians to

put their blames on their governments for everything that goes wrong in our country, as the

saying recites 

Piove, Governo ladro!149

  

It  appears  quite  clear  to  us  that  some responsibility  for  this  negative  perception  has  to  be

attributed to our educational system. Perhaps, schools and universities in general have rested on

their laurels for too many years as long as a profound disconnection between the academic

world and the new emerging economic reality got very close to a point of no-return.  Even

though  many  academic  institutions  are  changing  rapidly  their  visions  and  missions  by

upgrading  their  courses,  opening  up  collaborations  with  the  private  sector,  creating  new

synergies and, ultimately, offering courses utterly taught in English, all this has not changed the

negative perception upon them yet.

149  http://www.treccani.it/magazine/lingua_italiana/domande_e_risposte/lessico/lessico_065.html Website of 
“Treccani”
“It rains, Government thief!”
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It will take time to get people and enterprises to change their minds towards the educational

institutions, but this will also depend on the willingness, efforts, energies and ability to innovate

that the latter will be able to put in place to stay apace with the labor market. It has to  be

acknowledged the great efforts of the University of Teramo where the author of this thesis is

currently studying. This university is applying a clear-cut strategy of internationalization and it

is gradually turning all of its master’s degrees taught in Italian into English, so that today it

offers 4 English courses out of 8. Alas, this process could have been started many years earlier

when universities of other regions kicked it off and began innovating. In addition, we believe

that ground still exists to be made up because the global market not only requires by now highly

skilled and English-proficient professionals per each sector but also “polyglots” with a deep

cross-cultural sensitivity. Therefore, our question is whether it is already come the time to offer

university  courses  in  “global  studies” taught  in  more than one foreign language to  prepare

generations of young professionals that would be truly “global-oriented”. 

We applaud indeed the efforts of our universities to push students towards moving abroad to

spend  at  least  a  semester  in  a  foreign  university  within  the  framework  of  the  Erasmus+

Programme. On the other hand, it  is also true that these students represent a minority of a

minority of young people that opt for studying at the university. Thus, we believe that having

the courage to innovate and propose “multilingual degrees” especially in the field of business

communication will pay off a lot in a matter of years. 

In fact, globalization gets populations so approximated to one another, both in the virtual world

of Internet and in the real world where people take a cheap flight to move from one part of a

continent to another in a matter of hours. It is said that English is the language of business and

it certainly is but the more enterprises internationalize, the more other languages get ground. As

a  consequence,  the  more  enterprises  can  rely  on  linguistic  diversity  within  their  human

resources, the higher the chances are of doing international business. 

Unfortunately,  from  the  enterprises’ side  we  received  a  very  worrying  picture  about  the

perception they have on the level of valorization of foreign languages by institutions and people

in general in our Region. On the other hand, this negative feedback may be seen either as a

complaint or as a strong demand for more attention and sensitivity by the political institutions

on this issue.
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Abruzzo  enterprises  seem  to  cry  out  loud  a  need  for  investing  more  into  educational

programmes  and  methodologies  with  the  aim  of  increasing  the  awareness  of  people  and

communities on the importance of foreign language knowledge. They can no longer afford to to

be stuck to a local dimension simply because in most of the cases a local market no longer

suffices their needs. Even though in most of the cases they claimed that they are not suffering

from any linguistic gap, their complaints seem to witness a feeling of frustration. This may be

generated by the fact that globalization is running across our Region and that its inhabitants and

related institutions are not always prepared to seize its numerous opportunities probably due to

a shortage of competencies for the former and, perhaps, a chronic delay in planning and crafting

a clear  strategy at  the political  and educational institution level  for the latter.  This strategy

should  include  a  careful  conceived  plan  to  help  the  Abruzzo  industrial  fabric  in  its

internationalization process and fairly compete with the foreign territories in terms of trade

capability but also as a macro-environment able to play the role of investment attractor.

For the time being, the Abruzzo enterprises place their blame on the institutions and on people

in general for not attributing enough value to foreign languages.
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Chapter 5 

Discussion

5.1 Preliminary Assessments: what do we learn? 

This study aims at answering the research questions we posed in chapter 3 that are:

What is the current level of foreign language competence of the Abruzzo enterprises? 

What do Abruzzo enterprises do to improve it? 

Is an economic value attributable to foreign languages?

What do the Abruzzo enterprises expect from applicants, institutions and schools in terms of 
language competence and quality of language learning programmes?

 Is multilingualism better to do international business than English-only?

The current level of foreign language competence of the Abruzzo organizations that do business

internationally is quite high since they claimed in 76.1% of the cases that they are not suffering

from  any  linguistic  gap.  This  situation  concerns  organizations  without  any  distinction  of

membership in terms of economic sectors or size (employee class), Moreover, to give weight to

these finding it is noteworthy that 21.6% of the organizations claimed to use English in their

daily communication. 

What do Abruzzo enterprises do to improve it? 

The Abruzzo organizations do not invest a lot into educating and training their personnel in

terms of foreign language competencies. Only one third of them claimed to do it in-house by

paying professional  language teachers  or  offer  them courses  off-house  by  paying language

schools. They probably deem that this task is not upon them but upon schools and universities,

hence they carefully select talents in the recruitment process.
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Is an economic value attributable to foreign languages?

According to a slight majority of the organizations the answer is yes because they claimed to

have increased their revenues thanks partially to a more competent and effective use of foreign

languages. Moreover, those which are running their digital marketing tools by using multiple

languages are also those more prone to claim that foreign languages pay off, whereas those

using English-only admit it just in half of the cases. This means that those enterprises which are

smart enough to be able to use multiple languages in a competent and effective way are also

those claiming to be experiencing a business growth thanks in part to their use. It is also to be

added  that  a  great  majority  of  the  organizations  affirmed  that  the  linguistic  skills  are

fundamentals for employees and managers to move up the career ladder but also that foreign

languages  are  carefully  taken  into  consideration  in  the  recruitment  process.  Therefore,  the

economic value of foreign languages for the Abruzzo enterprises seems to be undeniable.

What do the Abruzzo enterprises expect from applicants, institutions and schools in terms of

language competence and quality of language learning programmes?

They expect from applicants to valorise their foreign language skills since the organizations

take them into deep consideration when it comes to recruiting. In one third of the cases they put

in place some initiative in order to help their  employees rise their  linguistic skills  but they

definitely  select  applicants  with  an  adequate  level  of  linguistic  skills.  Unfortunately,  they

struggle to find applicants that fit the requirements of their vacant positions. 

Moreover,  they  expect  from schools  and universities  an  improvement,  an  upgrade  of  their

language learning programmes because their perception is negative towards them. Since they

do not easily find candidates with adequate foreign language skills, they expect also that either

the educational or the political institutions put a stronger attention and sensitiveness towards

this issue. This, in turn, could turn into more investments into educational programmes and

methods  with  the  aim  of  increasing  the  awareness  of  people  and  communities  on  the

importance of foreign language knowledge. 
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Is multilingualism better to do international business than English-only?

A slight majority of the Abruzzo enterprises think that when it comes to international business

English is  enough. Aside from this,  we noticed that those that are  currently using multiple

foreign languages are more prone to lean towards multilingualism because of their capacity to

use them. In addition, among those organizations that affirmed that English is enough, there are

some that actually use languages other than English as well.

For the time being, though, Abruzzo enterprises think that English is enough.

5.2 Managerial implications

An ecosystem made up of enterprises that are absorbed by the globalization and that need to

seize  the  opportunities  that  this  process  conveys  should  pay attention  to  their  multilingual

audiences,  especially  online  because  of  the  ICT  revolution  and  of  the  Moore’s  Law.  An

interesting  study  carried  out  by  Common  Sense  Advisory  tells  us  that  by  observing  the

behaviors and preferences of consumers it turns out that far fewer consumers will buy products

or services if they are not provided in their native language. Many companies and corporations

all over the world realize that billions of people simply do not read English or at least not well

enough to make them comfortable and confident when buying a product online. Their study has

shown that companies that localize150 their  products and websites (we would add also their

digital  marketing  tools)  increase  their  sales  because  people  tend  to  skip  English-language

websites or spend less time when they visit them and do not buy there if they are not confident

with their English.151 

150  http://www.businessdictionary.com/definition/localization.html 
Localization: The practice of adjusting a product's functional properties and characteristics to accommodate 
the language, cultural, political and legal differences of a foreign market or country.

151  DEPALMA, A. Donald, HEDGE, Vijayalaxmi, STEWART, Robert G., Can’t read, Won’t buy, How 
Translation Affects the Web Customer Experience and E-commerce Growth, by Common Sense Advisory, Inc.,
Cambridge, Massachusetts, US, 2004, p. 1  
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According to the T-index, a statistical index elaborated by Translated152 that ranks countries

according to their potential for on line sales, enterprises will need to use much more foreign

languages and even more in terms of diversity of languages because English will lose ground. If

today 2 languages are able to reach 50% of the worldwide online purchasing power, namely

English  and  Chinese,  in  2020  organizations  will  need  a  third  language  to  reach  the  same

audience,  namely Spanish.  To reach the 80% of the worldwide online purchasing power,  8

languages will be necessary:

 English

 Chinese

 Spanish

 Japanese

 Portuguese

 French

 German

 Russian

Many  Abruzzo  enterprises  show to  have  understood  the  potential  of  handling  their  online

business  communication  as  multilingual  but  others  are  still  confined  in  the  English-only

framework to deal with international business or, even worse, they only use Italian.

The ambition of this study is that of providing an overview of the state of the art about the use

of foreign languages in the business communication of our Region. It wants also to stimulate

the  organizations  to  reflect  on  hiring  a  “proactive”  approach  to  deal  with  globalization  of

business by satisfying the customers’ needs in terms of languages as well, instead of adopting a

“reactive” one later on in the years to come.

152  https://www.translated.net/en/languages-that-matter  Website of “Translated”, a leading provider of 
translations online
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As  a  matter  of  fact,  many  studies  suggest  that  in  the  next  years  the  so-called  “long-tail

languages”  will  show  their  potential  that  will  lead  marketers  to  consider  them  in  their

internationalization or “globalization” plan in  order to  broaden their  audiences  and convert

many of them into new customers. 

Fig. 12   Chart featuring the Long Tail Languages distribution153

The use of digital tools such as websites, social media, email servers and so on is tearing down

the barriers to producing and sharing content in any language opening up new spaces for the

least spoken languages. It is true that the dominant languages use the same technologies but the

advantages lay upon those in the long tail that can now fairly compete. The idea is that although

there are many incentives to move up the tail, the new technologies foster the emergence of the

Minel (non-global languages: Minority, Indigenous, National, Endangered, Local)154.

Managers should invest  more into the use of foreign languages  starting from training their

personnel both in-house and off-house, but also online because it is necessary for them to be

able to manage the digital  tools in a multilingual way. We would also suggest that the big

enterprises adopt a language map since what our study reveals is  that only 12.5% do it.  A

linguistic map could be of little use for small organizations because of the fact that managers

have an intense day by day contact with all the employees, although we believe that having it

may help remind the linguistic skills within the organization. Having a foreign language map of

153  http://niamey.blogspot.ie/2014/10/economics-of-language-and-long-tail.html Website of “Beyond Niamey” 
African languages and the "information society": Reflections on multilingual ICT, mother-tongue and bilingual
education, and uses of Africa's first languages in extension, development, and research.

154  Ibidem
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all  the  employees  and  managers  stored  in  a  database  may  help  in  spotting  quickly  those

competencies that can be useful when doing international business. 

The author of this thesis wants to report a personal episode occurred at Modern Polyglots Ltd, a

translations agency located in Cork City (Ireland), where he spent 3 months as an intern for his

Erasmus+ for  Traineeship  during  summer  2017.  It  happened that  one  day  the  agency  was

commissioned to translate a series of certificates from English to Portuguese and vice versa. In

order to get the job done, the Office Manager decided to contact a freelancer translator online

because she  completely  forgot  that  the  author  of  this  thesis  has  some skills  in  Portuguese

language and could get the translations done. Then, fortunately, the document was translated in-

house avoiding paying for the cost that a freelancer would have charged to the agency for the

job. If a language map had been set up and consulted, there would not have been any hesitation

in assigning the job in-house since the very beginning saving precious time. When it comes to

big enterprises, such as those with more than 60 employees, a foreign language map may turn

out to be a very useful tool that can save money and time.

With regard to the enforcement of an English rule in business communication, we believe that

since this language is currently the language of business some rules about its use within an

organization may really help. For instance, an organization may decide to establish a rule that

states that all the emails for the internal communication flow have to be written in English. This

not only would turn out to be useful whenever it may be necessary to share information with

foreign clients or partners and get them into the internal information flow but also to accustom

the employees to using the language and even improve it. Without an enforced rule this rarely

happens, whereas the use of English or other foreign languages within an organization must be

encouraged in order for the employees and managers to gain a more globalized perspective.    

5.3 Evaluation of the research

Our research methodology has been strongly focused on the quantitative data that have been

gathered by administering a questionnaire as we have already reported in the chapter 3. The use

of the questionnaire was necessary in order to  have a measurement  of the reality we have
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around us. As a matter of fact, “measuring” means to understand educational issues by carrying

out a measurement on the physical world by the observer. Therefore, numbers are assigned to

objects or events according to certain rules. One ends up saying that measurement is necessarily

objective, quantitative and statistically relevant.155 

A variety of  data  sources  helps  in  raising the  reliability  and validity  of  data  as  previously

reported in this thesis and a multi-source data would have helped in both strengthening them

and deepening some issues related to our findings. Fossey (2002) affirmed that to evaluate the

methodology used in a study, the researcher needs to assess the research design, the sampling

methods and the data collection methodology. He also added that the research design to better

fit the context of the research needs to be adapted to it.156 

In our particular work, the initial idea was to combine a questionnaire with interviews to a

sample of  the  respondents  to  the former.  We wanted  to  get  into the data  and dig out  that

information which was not possible to obtain with a quantitative method. Therefore, interviews

would have returned additional information that might have enriched and completed our final

picture. As reported before, this has not been possible for several reasons. In particular for lack

of time since the research time was very short and secondly because the author of the thesis

stayed abroad for months and he could not be able to reach the involved enterprises to interview

their representatives. 

As it is already widely recognized, questionnaires have to be short and questions have to have a

good  quality  in  terms  of  wording.  Even  by  complying  with  this  rule,  there  is  no  way  to

understand whether there is some misunderstanding, no control of the identity of whom filled

the  questionnaire  out,  so that  there is  no certainty  about  the  identity  of  the respondents.157

Furthermore, the response rate of the questionnaire provided online is very low.

The questionnaire has been revised with regard to the wording due to some negative feedback

received. The questions that were in need of changes were only two and their main meaning

and purposes have not been affected.

155  GOLAFSHANI, NAHID, Understanding reliability and validity in qualitative research, The Qualitative   
Report 8(4), University of Toronto, 2003, p. 598.

156  FOSSEY, E., HARVEY, C., MCDERMOTT, F. & DAVIDSON, L. Understanding and evaluating qualitative 
research. Australian & New Zealand Journal of Psychiatry 36(6), 2002, 717–732.

157  PHELLAS Constantinos N., BLOCH Alice, and SEALE Clive, Structured methods: Interviews, 
Questionnaires and observation, in https://www.sagepub.com/sites/default/files/upm-
binaries/47370_Seale_Chapter_11.pdf 
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5.4 Limitations

With regard to the enterprises’ lists we have created by gathering information on secondary

sources, we did not manage to create complete ones of the economic sectors “hospitality” and

“travel agencies” due to lack of time. Their numbers are far from covering their respective

universes.

Moreover, we excluded “B&B” and “farmhouses” from the former because this would have

driven us to spend much more time to research their email addresses and would have required

to prolong the entire timing of the study. In addition, we got a very low response rate from

some  groups  such  as  from  “wood&furniture”  (3.92%),  “paper  producer”  (4.55%),  “travel

agencies” (3.33%). Going beyond the sheer percentages, in terms of absolute numbers there are

also other groups such as “shoes&leather products” (2 out of 17) or “ceramic&glass” (1 out of

7) that undermine the potential of an eventual generalization of the survey results to represent

the entire groups.

Another limitation is that of a lack of a deep investigation of the data by using interviews. This

is a crucial point because we could have had the possibility to make the participants take part in

the analysis and interpretation of their own data. Moreover, this would have helped to tear off

some biases that might have affected our interpretation. As Fossey states, we should have made

sure that participants were presented in their voices158 because this would have increased the

validity of our results.

As far as the theoretical part of this study, the great majority of the books, papers, articles and

websites  related  to  the  topic  of  this  research  have  been  produced  abroad  and  have  an

international breath. We did not manage to find any study on this subject about the Abruzzo

enterprises to refer to and to use as a background on which laying down our own. If we had had

some data available on which hinging on our study, we could have based it on more solid data

and guaranteed even more robust research findings. 

  

158  FOSSEY, E., HARVEY, C., MCDERMOTT, F. & DAVIDSON, L. Understanding and evaluating qualitative 
research, p. 725
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5.5 Suggestions for further research

This study has as its main scope that of providing an overview of the general situation of the

use of foreign languages by the organizations settled in Abruzzo without any distinction in

terms  of  economic  sector.  As  previously  acknowledged,  a  deeper  investigation  should  be

carried out by administering an interview to some participants to the survey in order to have

further details on their use of languages in their business communication.

In order  to  better  understand the  needs  of  each economic  sector,  we would suggest  future

research focus on each of them separately to ultimately come to more robust data and come to

conclusions and suggestions that may be then spread out through a trickle down effect on each

organization.

It would also be interesting to carry out a research such as ours for another Italian Region such

as Marche, for instance, in order to compare the results and understand whether one of the two

needs to make up some ground. It could even be more interesting to carry out a similar study

aimed at understanding the state of the art of another European Region, for instance in Spain, in

Greece or in one area of the North of Europe. This would enable the Abruzzo organizations to

benchmark their use and performances of foreign languages in business communication.

Future research should also try to involve participants as much as they can and raise their

awareness  on  this  issue  showing  them empirical  data  that  prove  the  potential  in  terms  of

profitability of the use of foreign languages in business communication, especially in the digital

era. 
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 Chapter 6 

Going  Global:  The  value  of  foreign
languages  for  the  enterprises  of  the
Abruzzo Region

6.1 The questionnaire results (Section 1)

As said in chapter 3, our questionnaire was sent to 820 organizations from different economic

fields in order to have more reliable data that increase the external validity of our survey. Our

goal was to get as many responses as possible per group contacted pertaining to a specific

economic field with the ultimate goal to achieve as much representativeness as possible. In

many cases we got a response rate of over 10% of the enterprises contacted per group like

“fashion” or “construction”, in other cases the response rates are very low such as for “travel

agencies” of which we got only 2 responses out of 60 members contacted.

The average response rate is pretty low since it adds up to 12.20%, that means we got 100

responses  out  of  820 enterprises  contacted.  As  we already mentioned,  though,  it  is  widely

demonstrated by several research that the response rate of online survey is usually lower than

the paper-based ones. The advantage of the paper-based questionnaires is that one can hand

them out to the participants and be sure they have been received but, on the other hand, have

the limitation that the researcher cannot reach out every one but those that are in geographical

proximity. 

A research carried out by Nulty (2008) shows a table in which several studies are reported

comparing the response rates of paper-based surveys with online survey. On average the online

survey got lower response rates except for one study carried out by Watt et al. (2002).159

159  NULTY, Duncan D., The adequacy of response rates to online and paper surveys: what can be done?,
 Assessment & Evaluation in Higher Education Vol. 33, No. 3, Routledge Taylor & Francis Group, June 2008, 
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Table 2      Comparisons of response rates between paper-based and online surveys160

It is reported below a table enlisting all the numbers related to the enterprises contacted and

responses of our research:

Table 3. Number  of  respondents  V/s  enterprises  contacted  split  into  economic

sectors. Survey “Going Global: the value of foreign languages in business communication.

301–314. p. 302
160  Ivi p. 303
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Fig. 13 Histograms  showing  comparisons  between  number  of  responses  and
contacted enterprises split into economic sectors.

With regard to the organizational role of the physical respondents of the questionnaire, we were

delivered a very huge range of definitions that turned out to overlap one another in many cases.

Moreover, the roles were named in Italian most of the times, hence we decided to rationalize

this classification by uniforming the overlapping labels into a standardized one. For instance,

many  respondents  define  themselves  as  “amministratore”  (administrator),  “amministratore

unico” (“unique administrator”) or simply “direttore” (director) turning our job of data collector

into  a  nightmare  due  to  the  too  variegated  definitions  used.  What  we  did  was  simply  to

rationalize them and identify a unique category able to include all  of them that  is  “CEO”.

Thereby, we applied the same procedures for the other labels/definitions and we achieved 22

standardized definitions (a “nd - not defined” label was included too).
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Organizational role Respondents

CEO 30

Marketing Manager 4

Global Legal & HR Director 1

employee 14

Production Manager 1

Human Resources Director 10

Owner 8

Business Development Manager 6

Managing Partner 4

Quality Manager 2

Export Manager 5

Receptionist 3

Legal Representative 2

Logistics Manager 1

Sales and Customer care Manager 1

Purchasing Manager 2

Purchasing – Export Manager 1

Sales Manager 1

Technical Manager 1

secretary 1

President of the Board of Directors 1

nd (not defined) 1

Table 4. Number of Respondents split into organizational roles

It turned out that all of the respondents were in somewhat qualified to respond competently to

the kind of questions they were delivered thanks to the responsibilities they hire within their

respective enterprises. Someone might object over the quality of the response of those defined

as “employee” due to the generic definition of their role that does not tell us whether they were

in the condition to hold the information we required. However, we easily wipe out any doubt by

pointing out that any of them described themselves as “assistant of the HRD” or “employee in

the Administration Office” and so on. Whereby, they were fully qualified to provide us with the

information we needed.
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Moving towards the first important part of the questionnaire, it is worth reminding that the 

second question was a filter question that splits our questionnaire into two section.

Question 2 Your enterprise meets at least one of the following conditions: 1. has foreign 
customers 2. does business abroad 3. has foreign partners *

At this point the respondent had to choose between two predefined answer  Yes or  No: in the

first  case  she  was  invited  to  go  ahead  with  the  questionnaire  but,  in  the  other  case,  she

terminated it by sending her responses to the Google Form system. 

Fig. 14 Responses of question n. 2 (Section 1)

When enterprises  were asked this  question,  most  part  of the respondents  chose “Yes” (88)

stating in this way that the organization they represented do business “internationally”, that is

they have to deal with non-Italian entities that could be either a partner, a client or a market. 
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6.2 The questionnaire results (Section 2)

This part of the questionnaire reports the results and statistics regarding the responses to the

questions about the use and values attributed to foreign languages in business communication

by those enterprises that have claimed to be doing international business in question 2. 

We have divided them into sub-paragraphs according to  the main focus  of  each cluster  of

questions. 

6.2.1 The most used foreign languages and their importance

Question 3. Number of members within your organizational unit.

This is the first one that popped up as soon as the respondent jumped to the section 2. It asked

to the enterprises to declare to which employee class they belong to in order to have an idea of

the organization size and subsequently identify some relations between this and its answers. 

Fig. 15 Respondent enterprises divided by number of employees 
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Fig.  16   Histograms indicating the  composition of  our sample  in terms of  number of
employees

Having regard to the question above, a very first reflection that may be done is that the use of

foreign  languages  in  business  communication  in  the  Abruzzo  Region is  not  limited  to  the

biggest enterprises. This first conclusion might seem trivial, nevertheless, it also holds true that

one might be induced to think that international business and foreign languages use would be

much more a prerogative of big companies whose structure and size in terms of number of

employees make them more suitable for going global.

The data we collected say unequivocally that foreign languages use is not a discriminant factor

between small and big enterprises since 41.4 % of our sample pertaining to the employee class

from 10 to 30 declared to do business internationally and to use languages other than Italian.

Since the Abruzzo industrial fabric is mostly constituted of small and medium-sized enterprises

such as those above, we can easily conclude that the use of foreign languages involves every

employee  class  of  organization  to  the  same extent.  Hence,  we  can  conclude  that  Abruzzo

enterprises already seem to be fully immersed in the globalization.

Question 4  In which country does your enterprise do business?
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Fig. 17 Bar  chart  indicating  countries  with  which  Abruzzo  enterprises  do
businesses

The figures above point out that Abruzzo enterprises are very much involved in doing business

with Germany.  In effect,  our data  confirms what is  a  very well  consolidated reality of our

country since Italy has Germany as its first goods destination.161 

Furthermore, our data show that the most important destinations for our goods and services are

located in the North of Europe with, France, UK, Switzerland and Netherlands at the top as well

as Germany. This is mainly due to the size of these markets and their geographical proximity to

our  country  but,  since  we included the  hospitality  sector  in  our  sample,  a  more  deepened

analysis is needed.  As a matter of fact,  Abruzzo is  well-known to be packed with German

tourists during summer for holidays and the data we collected confirm it since 72.72 % of the

hotels that responded to our questionnaire declared to have German clients. Instead, this does

not hold true as far as the chemical&pharmaceutical group in which only 42.86 % declared to

do business with Germans, well below the average of 69.30 %.

161 http://www.econopoly.ilsole24ore.com/2016/04/14/ottimo-il-2015-per-gli-scambi-commerciali-italiani-  
nonostante-il-triennio-horribilis/?refresh_ce=1  Website of “Il Sole 24 ore”
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Fig. 18 Comparisons between “hospitality” and “chemical&pharmaceutical” sector

as far as doing business with Germans

Therefore,  it  is  confirmed that  the Abruzzo enterprises  do a lot  of  business with Germany

following the Italian business trend but, at the same time, it must be stressed the fact that the

high percentage detected was largely boosted by the hospitality sector.

Question  5   What  is  the  main  language  spoken  in  the  daily  communication  within  your

enterprise? 

A very interesting issue is that of the main language used in the daily communication of the

Abruzzo organizations because we discovered that a 21.6 % of them use English instead of

Italian. These data reveal a quite remarkable attitude towards Internationalization. In fact, they

seem to bring their business communication to a higher dimension that overcomes the narrow

“local” reality to address directly a global and interconnected dimension.
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Fig. 19 Pie chart revealing the main language spoken by the Abruzzo enterprises in

the daily communication in-house.

What  is  striking  of  the  percentage  adopting  English  as  the  main  language  for  the  daily

communication is that it comes out from a very variegated range of enterprises. This means

there is a small tendency going on yet diffused over all the economic sectors which is not bound

to their size in terms of number of employees. 

The Abruzzo enterprises seems to have reached a certain degree of awareness of how much the

market is globalized nowadays. Question n. 6 calls upon them to state how much important

foreign languages are for their business. 

Question 6.   How much important are foreign languages for your business?
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1 = not at all         2 = a little bit      3 = on average     4 = much        5= fundamentals

Fig. 20   Histograms reporting the degree of importance Abruzzo enterprises attribute to
foreign languages in their business communication

No more words seem to be necessary, while 81.8% of organizations responded among “much”

and “fundamentals”.

Question  7  What  is  the  frequency  of  use  of  foreign  languages  for  your  business

communication?

The most used foreign language is English with 39 enterprises stating that they use it with high

frequency, whereas 40 of them even declare to use it “constantly”. Only 9 of them say that they

use English with a “low” frequency, even so it needs to be highlighted that in no case are other

languages used with greater frequency than this one. Moreover, no one responded to “never”

use  English.  This  happens  only  for  this  language  since,  as  far  as  the  other  languages  are

concerned, it cannot be stated that they are utilized in every case analyzed.

For instance, French is “never” spoken in 22 cases while German in 35. This seems quite odd

considering that Germany is the top country with which the Abruzzo enterprises do business.

Moreover, only 8 organizations declared to use German “constantly”, as far as French, 6 cases

and it  is the second country with which they do business (60.2 %). Wouldn’t  this  situation

require a more frequent use of both German and French?
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Aside from them, Spanish seems to enjoys good health in Abruzzo because it is used with “high

frequency” by 16 organizations of our sample and 1 declared to use it “constantly”. 

mai = never  bassa = low  alta = high costantemente = constantly

Fig. 21  Frequency of use of foreign languages of the Abruzzo enterprises

One of the possible reasons behind the “low” frequency of use of languages such as German

and French respect to English may be the lack of skills of the personnel in their regard. 
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6.2.2 How foreign languages are used and their role in business

Question 8 What are the formal and informal situations in  which you need to use foreign

languages?

Fig. 22 Situations in which foreign languages are used

To better understand what kind of use companies and firms do of foreign languages in business

communication, we formulated the question above whose responses tell us that they are used in

basically any form. The main use is towards managing email communication being the most

popular device for B2B and B2C communication flows but it is also to notice that 33% pointed

their use in social media, something that seems to be destined to increase in the next years. 

As a matter of fact, in order to reach a wider audience, many businesses operating globally are

looking at the new features social media such as Facebook provide their users with that enable

them to manage their social company pages in multiple languages. Hence their posts appear in

Italian to  Italian users that  have set  Italian as  the main language in  their  profiles while  in

English, Spanish and so on to whom have their own profiles set in these languages.162 It goes

162 https://code.facebook.com/posts/597373993776783/building-a-better-way-to-write-posts-in-multiple-  
languages/   Website of “Facebook”
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without saying that although translations are automatic, they require to be revised by someone

within the enterprise that owns adequate foreign language skills. 

Question 9 Does your enterprise suffer from a language gap with its international clients or

partners?

It  was at  this  point  that  we decided to  ask some questions  to  figure out  which  perception

organizations have on their preparedness in the face of a globalized market and to understand

whether they realize their needs in this perspective. 

Fig. 23  Question  n.9  Does  your  enterprise  suffer  from  a  language  gap  with  its

international clients or partners?

It seems that only 23.9% of the Abruzzo enterprises in this sample suffer from a linguistic gap.

The businesses affirming to have a linguistic gap going on are distributed heterogeneously over

the other variables such as the type of economic sector, their size or type of foreign languages

they use. In light of this response, the following question was asked to understand the reason

behind the linguistic gap.

Question 10   If “Yes” why?

The data we got were that 72.7% of the respondents that had previously affirmed to be suffering

from  a  linguistic  gap  admitted  frankly  that  this  occurs  due  to  the  lack  of  skills  of  their
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personnel, while the others provide reasons very similar and close to this one but with different

words.

Fig. 24 Pie chart showing percentages of the reasons behind the linguistic gap 

Strangely enough, many respondents who had declared not to be suffering from a linguistic gap

in question n. 9 decided to respond to question n. 11 in which they were asked to state whether

the supposed gap had been affecting their ability to do business.

Question 11. Has the enterprise's language gap been affecting its ability to do business and to

achieve strategic objectives?
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  1. not at all 2. a little bit 3. on average 4. much    5. very much

Fig. 25 Histograms revealing the effects of linguistic gap on ability to do business

We got 70 responses, thus, well over the 22 unveiling the language gap. We suppose that, at

least, they had been suffering from the gap earlier and they, maybe, made it up later on. The

point is that they declared that this linguistic gap affects “not at all” their ability to do business

or, at least,  just “a little bit” with percentages respectively adding up to 32.9% and 37.1%.

Conversely, though, 30% of them suffer or used to suffer from some degree of inability to do

business due to their linguistic gap. 

In the table below, we have isolated the respondents of question n. 9 in 2 groups according to

whether they had responded “yes” (Gapped) or “no” (Non-Gapped). It turned out that the 21

that responded “yes”, in turn, all of them responded to question n. 11, whereas in the case of the

67  “no”,  only  49  of  them  answered  it.  Once  filtered  all  of  the  responses  both  by  group

(“gapped” or  “non-gapped”)  and type of  responses (“not  at  all”,  etc.),  we normalized each

amount achieved (for instance 4 per “not at all/gapped”) by dividing it by the total amount of

the group they belong to (for instance 21 per “gapped”) and we obtained the percentages below.

The normalized percentages make the two groups comparable.
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Table 5.  Responses to question n. 11 normalized by totals 

Fig. 26 Comparison between the “yes” and “no” respondents to question n. 9

The chart  above gives us  a prompt visual  about  the difference between the two groups.  It

immediately appears to be clear that whom declared to suffer from a linguistic gap consistently

show higher percentages on the point “a little bit” (their business was affected by the language

gap). What appears to be at odds with what previously declared by them is the fact that on the
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point “much” and “very much” the “non-gapped” show higher percentage than the “gapped”.

As reported in Table 5, 5 organizations of the “non-gapped” group stated that their ability to do

business was “much” affected by the linguistic gap and 4 even “very much” against 1 of the

“gapped” that responded in the same way. Therefore, those declaring to suffer from a linguistic

gap are more inclined to concentrate their answers around the “a little bit”. Hence, we may

conclude that the linguistic gap has not affected a lot the enterprises’ ability to do business.

Question 12  Does the use of a foreign language cause anxiety or emotional stress to managers

and employees?

Fig. 27    Histograms showing the level of anxiety and stress the use of foreign languages

may cause

It was aimed at recalling the topic faced in the chapter 2.5.2 The fight between “native” and

“non-native”  speakers  where  the  latter  are  described  as  experiencing  feelings  of  anxiety

whenever they have to utter some words in a foreign language. As we have largely mentioned

in the theoretical part of this thesis, this kind of feelings fetter the corporate communication

flows and may even endanger some conflicts. As far as the Abruzzo enterprises are concerned,

it  is  very  difficult  to  find  situations  in  which  conflicts  between  “native”  and  “non-native”

speakers arise. In many cases they are small or medium-sized ones in which employees are all
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Italian native speakers. Nevertheless, it still holds true that a certain degree of anxiety and stress

may be experienced when dealing with foreign customers, partners and so on. These feelings

are supposed to be stronger as the level of foreign languages skills is low. This is due to the

negative correlation between linguistic skills, anxiety and stress caused by their use. Thus, it is

not surprising that managers experience less of these feelings, as shown in the fig. 26, even

though they are generally much more exposed to use them. In general, those who are in charge

as managers are usually well educated people with at least a master’s degree and even Phd that

usually require a proficiency in English and sometimes in other foreign languages too.

In general, managers and employees of the Abruzzo enterprises do not seem to suffer these

feelings a lots.

Question 13   Do managers and employees get frustrated by the use of a foreign language?

Fig. 28   Histograms showing the level of frustration the use of foreign languages may

cause

It is well known that speaking a language other than the mother tongue may be difficult for

someone  who is  not  used  to  doing it  regularly,  but  it  is  even  worse  for  whom has  never

achieved a high level of grammar, vocabulary knowledge and fluency. Sometimes, their use

generates frustration and this happens more to employees than to managers, perhaps, for two

reasons: the first one is that the former are less educated on average, whereas the second is that

they have less opportunities  to speak foreign languages at  work,  thus,  less opportunities to

become fluent and confident. 
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6.2.3 The language management

Question 14. Is there any English policy rule within the firm?

Fig. 29  Pie chart Question n. 13 indicating percentages of those enterprises which

enforced an English language rule of use

Despite  having  declared  that  English  is  the  most  used  foreign  language  for  business

communication, just 5.7% claimed to have enforced a specific rule regarding the use of it.

Question 15. Are language translator services utilized by your enterprise?

 Fig. 30 Bar chart showing the most used translation services
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With regard to the translation services and tools used, a very high percentage think that they do

not  need  of  them thanks  to  the  competencies  already  present  in  their  companies  (60.2%)

confirming that the enterprises in Abruzzo that do business internationally do not suffer from

any linguistic gap or, at least, at a very low percentage.

Question  n.16  Is  there anyone of  your  enterprise who formally  or  informally  works  as  a

“language mediator/node”?. 

Fig. 31 Pie  chart  showing  percentages  of  enterprises  reporting  having  someone

working as a “linguistic mediator”

Taking into account the percentages shown by question n. 9 about the linguistic gap and those

of question n. 15 on the use of translation services, we would not expect a percentage of 34.1%

stating that no one within the respondent enterprises has the competence to work formally or

informally as a linguistic mediator. We assume that this high percentage is due to the fact that

the figure of “linguistic mediator” was not interpreted  stricto sensu  as someone mediating in

linguistic terms but also as someone working as a “cultural mediator”.163 Certainly, even though

163    http://www.immiweb.org/index26bc.html?q=en/node/145    Website “Immiweb” of the H.E.L.P. co-operative 
association
“A Cultural Linguistic Mediator is a professional representative with the task to facilitating communication 
and understanding, both on linguistic and cultural level, between service seekers of ethnic minorities and 
functionaries in agencies or public service offices, self presenting in an equidistant and neutral way between 
the interested parts.
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cross-cultural competencies are supposed to go along with the linguistic ones we supposed that,

actually, the latter are easier to find, whereas the former are less common, thereby increasing

the  number  of  those  responding that  no  one  has  any competence  to  work  as  a  “linguistic

mediator”.

6.2.4  Foreign languages in Human Resources Management

Question  17.  Does  your  enterprise  have  a  personnel’ s  foreign  language map stored  in  a

database?

Fig. 32 Pie  chart  showing  percentages  of  enterprises  having  a  map  of  their

personnel’s linguistic competencies

In  the  Human  Resource  studies,  there  exits  a  “competency  approach”  that  is  based  on  a

“competency  mapping”.  The  latter  is  a  process  to  identify  the  key  competencies  that  an

organization  needs  in  order  to  achieve  the  results  desired,  therefore,  they  are  incorporated

throughout its job evaluation, training, recruitment and so on.  164 These competencies may be

 A mediator is called to carry out the activity of facilitation with impartiality and must guarantee 
confidentiality on the contents of a conversation. A mediator collaborates to the definition of strategies of 
information diffusion considering its impact upon specific cultural areas.” 

164    http://www.whatishumanresource.com/competency-mapping    Website of “whatishumanresources.com”  
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already present inside an enterprise or not, thus a “competency map” stored in a database may

help detect among the others the linguistic competencies and skills already in-house that might

be useful when doing international business. The great advantage that an enterprise would get

from this tool is to have a quick overview of the personnel’s competencies and drill down until

they also find the foreign language map. At that point they could reckon with them whenever

they need, instead of resorting to external providers or even taking on new personnel featuring

those languages skills.

According to the responses, a map of the personnel’s linguistic skills is not very popular among

the Abruzzo enterprises being implemented only by 12.5% of the respondents. 

Question 18. How much important are foreign language skills for moving up the career ladder

in your company?   

1. very low           2. low                3. quite important       4. much      5. fundamentals

Fig. 33 Histograms the level of importance enterprises attribute to linguistic skills

to move up the career ladder.

This  question  is  tied  to  the  former  because  it  tries  to  investigate  how much  sensitive  the

Abruzzo enterprises are to the linguistic skills and competencies of their personnel. The data are

quite piled up in the right side of the chart that is that 81.8% of the enterprises attribute a good
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degree of importance to linguistic skills to move up the ladder ranging from “quite important”

to “fundamentals”.

Question 19. What does your enterprise do to rise the linguistic skills of those assigned to tasks

in which the use of foreign languages is required?

The responses collected show a high percentage indicating that the Abruzzo enterprises do not

undertake initiatives to improve the linguistic skills of their personnel. If we sum the percentage

related to the response non c’è bisogno di intraprendere nessuna iniziativa del genere (“There

is no need to put any initiative such as that on the ground at the moment”) (59.1%) with those

basically expressing the same concept but with different words, we got a 65.9%. Conversely,

33% of the sample declared they were offering language courses in-house or paying for them in

specialized  school  and  1  respondent  affirmed  that  they  usually  look  for  personnel  already

skilled. 

Fig. 34 Bar  charts  showing  the  initiatives  enterprises  are  putting  in  place  to

improve their personnel’s linguistic skills.

Question  20.  Motivation  demonstrated  by  your  personnel  to  learn  or  improve  foreign

languages, on average
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1.not at all 2.low  3.on average  4.high 5.maximum

Fig. 35 Histograms showing the motivation demonstrated by the personnel to learn

or improve foreign languages.

The personnel  of  the Abruzzo  enterprises seems to show a motivation to  learn or improve

foreign languages above the average being most of the responses rightward located. In fact,

31.8% of the sample stated that their personnel show a “high” or “maximum” motivation and

51.1%, however, show a willingness “on average” to do it.

Question 21 What role do linguistic skills play in the recruitment process? 

1.very weak 2.weak  3.normal 4.strong 5.very strong

Fig. 36 Histograms  showing  the  importance  attributed  to  linguistic  skills  in  the

recruitment process.
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It is quite evident that linguistic skills are very much taken into consideration when it comes to

recruiting. As a matter of fact, 56.9% of the respondents attribute a level of importance to the

linguistic skills between “strong” and “very strong”. It is possible to make a comparison with

the percentages shown by the responses to question n.18 on the importance of linguistic skills

to move up the ladder to understand the degree of consistency of these data. In that case, 53.4%

were spread between “much” and “fundamentals”, hence assigning a great deal of importance

or, better to say, a key role to them for career and business.

The  conclusion  is  that  for  managers  and  employees  is  not  possible  to  leave  linguistic

competencies aside and consider them just as an accessory to make their curriculum vitae more

attractive. 

Question 22   Does your enterprise easily find candidates with adequate foreign language skills

for the tasks to be carried out?

Fig. 37 Pie chart showing the enterprise responses to the easiness to find candidates

with adequate linguistic skills for the tasks to be carried out.

This question tries to investigate the external environment in which the enterprise is settled to

understand whether the territory offers competent human resources with regard to linguistic

skills.  Although the majority of the respondents (60.2%) affirmed that  it  is not easy to find

candidates with linguistic skills, 39.8% declaring a positive response does not look bad at all.
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After all, the foreign language skills statistics offered by Eurostat165 show that over one third of

the population between 25 and 64 years old (34.3%) of the working-age adults in the EU-28 in

2011 reported that they did not know foreign languages. Furthermore, the same study shows

that  just  35.8%  reported  they  knew  one  foreign  language  and  8.8%  knew  two  foreign

languages.166 Having regard to these data, our findings are quite positives or, at least, they seem

in line with the picture drawn by Eurostat.

6.2.5  The use of foreign languages in online business 
communication

Question 23  What languages does your  enterprise use for running its digital marketing on

social media (Facebook, twitter, Linkedin, etc.) and email marketing?

Fig. 38 Pie chart showing the languages used by the Abruzzo enterprises to run the

digital marketing.

165  http://ec.europa.eu/eurostat/about/overview     Website of “Eurostat”
“Eurostat is the statistical office of the European Union situated in Luxembourg. Its mission is to provide high 
quality statistics for Europe”

166    http://ec.europa.eu/eurostat/statistics-explained/index.php/Foreign_language_skills_statistics   
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The data shown in the pie chart are startling because they tell us that 58% of the sample uses

foreign  languages  to  run  their  digital  marketing.  In  fact,  while  27.3% say candidly  to  use

English,  30.7% declare  that  they  apply  a  multilingual  strategy  demonstrating  a  very  high

sensitivity towards the globalized market they take part in.

Question 24   If you use it, is your multilingual digital marketing strategy helping your business

rise?

Fig. 39 Pie chart  showing  the  usefulness  attributed  to  multilingual  digital

marketing strategy in rising business.

In  the  pie  chart  above,  what  is  shown  is  the  usefulness  attributed  to  multilingual  digital

marketing strategy in rising their business by those enterprises which responded to be using it.

An overwhelming percentage adding up to 85.7% acknowledge to be observing a rise in their

business thanks to the use of more than one language and only 10.7% affirmed the contrary,

whereas one respondent contradicted her previous response of being applying a multilingual

strategy.

Therefore, our data suggest that by using the languages of their targets the Abruzzo enterprises

are experiencing a boost in their business because they simply facilitate the communication

with their foreign clients and business partners. Unrelated to the size and type of organizational

structure  they  run,  marketing  managers  no  longer  question  the  principle  of  international

expansion, be it in terms of opening up subsidiaries abroad or simply virtually reaching out

their targets on line. Therefore, they are much more concerned with which means are available

to accomplish it.
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The emergence of globalization has brought about the birth of “global segments” that converge

into  a  more  or  less  standardized  life-style,  according  to  all  sociocultural  studies,  and  the

identification of targets has to be done on a worldwide basis by now. Despite this tendency to

uniformity, differences still remain and enterprises often bet on preserving their original identity

and specificity, especially nowadays in which the Italian business is fighting to increase the

value of the national brand “Made in Italy”. However, they still need to globalize their products,

services  and  their  own  “brands”.  To  get  these  goals  fulfilled  they  need  to  be  able  to

communicate globally, especially in  this digital era, and to speak the language of the global

customers and online users.167

6.2.6  The economic value of foreign languages in business

Question 25  Has your  enterprise ever experienced an improvement in terms of revenue that

can be related in part to a more effective and competent use of foreign languages? 

Fig. 40 Pie chart showing the increase in revenue that Abruzzo enterprises claim to

occur partially thanks to a more effective and competent use of foreign languages

167  KAPFERER, Jean-Noël, The New Strategic Brand Management, Advanced Insights and strategic thinking,
 Fifth Edition, Kogan Page Limited, 2012, p. 414. 
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The pie chart above tells us that according to the 88 respondents who claim to be using foreign

languages  for  their  business  communication  there  is  a  very  slight  majority  of  enterprises

maintaining that they have noted improvements in their business thanks to their effective

Fig. 41 Pie chart showing responses to Quest. 25 by those who responded to use

foreign languages to run their digital marketing

and competent use. What is interesting to note at this step is that if we isolate those claiming to

use foreign languages to run their digital marketing (Question 23), that are those who responded

that  are  using  a  multilingual  strategy,  English  or  other  foreign  language  (German  in  our

responses), and match them with their responses to Question 25 we obtain the chart above in

fig. 41.

Whereby, we easily conclude that Abruzzo enterprises show improvements in their business in

terms of revenues in most of the cases thanks to the adoption of foreign languages in their

digital marketing strategies. It is necessary to say that when it comes to external communication

addressed to a global audience we end up thinking of Web 2.0, the famous expression made

popular by Tim O’Reilly in 2004168, in which communication flows are no longer unidirectional

but digital content  is generated by users as well. Many  enterprises, for instance, set up blog

embedded in their official websites with the aim of creating interesting content and articles to

168  SNYDER, Lawrence, AMOROSO, Alessandro, Fluency. Conoscere e usare l’informatica, Quarta edizione,
 Always Learning, Pearson Italia, Milano-Torino, 2011, p. 194 
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create value to be delivered on social web platforms such as Linkedin, Twitter, but, above all,

Facebook.  This  digital  communication  strategy  should  in  the  long  term  foster  the  users

engagement with the businesses’ products, services and brands and, in turn, hopefully convert

many of them into customers or retain those who already are.

In a  certain sense,  enterprises have to look after their  clients  and interested users hovering

around their “digital touch points” like blogs, Facebook pages, e-commerce, websites, and so

on.  These  points  of  contact  become  “global”  for  businesses  yearning  for  expanding  their

markets. Hence, they perfectly understand that  it  is high time they turned these “global touch

points” into “multilingual touch points”.

In addition, no organization may feel safe from a complaint of a dissatisfied client who uses

social media to blame an organization about a product or service they offer and affect the brand

reputation. As Stefano Cianciotta points out,

Il  cliente  scontento,  che  si  sente  fraudato  dall’azienda,  una  volta  poteva  fare
reclamo e  attendere  un  certo  periodo  di  tempo  per  ottenere  risposta.  Adesso  la
denuncia  è  immediata,  e  ognuno  può  trasformarsi  in  giornalista,  produttore  di
notizie, avendo a disposizione potenzialmente una platea globale.169

To handle sensitive issues such as these, enterprises that pretend to go global needs to careful

consider to run their digital media using foreign languages. This enables them to open up a

dialogue with their foreign communities online, to look after them, to engage them and even to

solve situation of crisis that may arise any time.

The data shown in fig. 41 tells us that running  a  digital marketing  set of tools using foreign

languages is paying off the majority of the enterprises involved in this study. However, if we

dig more into the data we find that by further segmenting the responses of Question 23 and

focusing only on those who responded “English” we find out this:

169  CIANCIOTTA, Stefano Maria, Comunicare e gestire la crisi. Strategie, strumenti e azioni per tutelare la
 reputazione aziendale, Maggioli Editore, Sant’Arcangelo di Romagna (RN), 2014, p. 60.
 “A dissatisfied client who feels ripped off by a firm, once could make a complaint and wait for a certain
 period of time to get a response. Now, a complaint is immediate and everyone can turn herself into a
 journalist, news producer, having potentially at her disposal a global audience.”
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Fig. 42 Comparison between responses to Question 25 divided by responses 

segments of Question 23. 

Those declaring to use English-only (left) and those which run their digital marketing tools by

using a multilingual strategy (right) show a marked difference as far as their opinion on whether

a more effective and competent use of foreign languages partially increased their revenue. The

segment  using  English-only  to  run  digital  marketing  show  a  50%  affirming  that  foreign

languages have partially increased their revenues, while the other 50% say “no”. On the other

hand, 70.4% of those claiming to use a multilingual strategy to run their digital marketing tools

report an increase in revenue.

Although Question 25 refers to the use of foreign languages into different type of situations,

hence not only to digital marketing communication, it seems that those using more than one

language in digital marketing communication then experience an increase in revenues. Having

regard  to  the  “virality”170 of  digital  communication  and  its  ever  growing  role  in  business

communication, we find this conclusion very plausible.

170  The tendency of an image, video, or piece of information to be circulated rapidly and widely from one
        Internet user to another; the quality or fact of being viral.

 ‘new metrics will allow marketeers to better assess the virality of their campaigns’
 https://en.oxforddictionaries.com/definition/virality 
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Fig. 43 Pie chart showing responses to Quest. 25 by those who responded to use

Italian to run their digital marketing

Moreover,  by analyzing the “Italian-only” segment for running  the  digital  marketing  set  of

tools, we find that only 36.4% of these respondents believed that foreign languages contributed

to increase their business revenues. 

The  conclusion  is  that  an  effective  and  competent  use  of  foreign  languages  contribute  to

increase business revenues and that also exists a strong relation between the latter and the use

of more than one language in running the digital tools.  Ultimately, if such a relation exists this

means that  multilingualism is  more effective  than an  English-only  language policy  at  least

when it comes to running digital marketing communication. 

The responses to Question 25 also show that foreign languages have an economic value that by

no means should it be underestimated and that organizations would be better starting taking into

consideration.
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6.2.7  English-only or multiple languages?

Question  26  Do  you  believe  the  use  of  English-only  wholly  satisfies  the  needs  of  your

enterprise’s business communication or you consider the use of multiple foreign languages as

fundamental?

Fig. 44 Pie chart showing responses to Quest. 26 on whether English suffices as a

unique foreign languages or multiple foreign languages are fundamentals

The responses shown by the pie chart  above state,  although through a slight majority,  that

English-only language policy to manage the international business communication is enough.

According to the responses to question 26, 54.5% declared that English is sufficient to manage

their business communication. These percentages have to be analyzed more carefully. 

As a matter of fact, by simply isolating  whom affirmed in question 25 that the effective and

competent use of foreign languages is  helping in increasing their  enterprises’ revenues,  the

situation shown in Fig. 44 gets overturned. In fact, 53.6% (Fig. 45) of this segment think that

multiple  language are  fundamentals  but  when we isolate  those  declaring  that  they  did  not

experience any revenue increase thanks to foreign languages the situation gets overturned once

again.  In  this  case  65.1% of  the  respondents  affirm that  English  as  a  foreign  language  to

manage their organization suffices.
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The conclusion is that those organizations that find the use of foreign languages as a tool for

raising their business revenues do not think that English is the only language they need to run

their business communication.  

Fig. 45 Comparison of responses to Quest 26 divided by the respondent segments

“Yes” (above) and “No” (below) to Quest 25

Instead,  they  find  important  to  look  after  their  clients  by  using  their  native  language  and

demonstrate in this way to be more sensitive to the issues arising from internationalization. On
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the other hand, those thinking that English is enough for their business communication have not

found profitable using a multilingual policy. 

The suspect is that those enterprises which are able to use foreign languages in a proficient way

experience a positive feedback in terms of revenues.

Question 27 If "Multiple foreign languages", which are the foreign languages your enterprise

uses for its business?

Fig. 46 Bar chart of the most used foreign languages in business communication

(English excluded)

Having found that for question 7 (What is the frequency of use of foreign languages for your

business communication?) no enterprise responded that never uses English, we decided to ask

for which other foreign languages they use, in case they do it. Even though those responding to

question 26 that multiple languages are fundamentals added up to 40 cases, we got 44 responses

to question 27. This means that although they declared that English is enough for their business

communication, however, they use other languages too revealing that, perhaps, English does

not suffice in every situation they have to cope with.

German and French are the most used foreign languages with respectively 75% and 63.6 %,

whereas  Spanish is  third  with 38.6%. Interesting  point  is  the emerging use of  Russian for

Abruzzo organizations with a percentage of 27.3% confirming that BRICS countries are ever

more important for the Italian business. To be noticed is that besides Russian, Chinese language

is emerging too with 20.5% of responses.
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To  sum  up,  there  is  a  44%  of  Abruzzo  enterprises  claiming  that  multiple  languages  are

fundamentals when it comes to going global. Moreover, aside from English, there are other

foreign  languages  which  are  considered  useful  such as  German,  French,  Spanish,  Russian,

Chinese and so on. Even though 12% of our sample of the Abruzzo enterprises do not use

foreign languages at all, the majority of them claim that English suffices for their international

business  communication,  while  the  rest  use  other  languages  too  and  that  adopt  de  facto

multilingualism. 

The latter should not be underestimated, especially by those educational institutions such as

schools and universities that are called to provide answers to their needs in light of an ever

increasing internationalization process undertaken by our enterprises.

6.2.8  The role of institutions in language learning

Question 28  Do you think schools and universities should improve their learning programs to

boost the foreign linguistic skills of their students?

Fig. 47 Pie chart showing the opinion of the Abruzzo enterprises upon the schools

and universities’ learning programs for foreign languages skills

138



An overwhelming majority of respondents chose “Yes” (90.9%) revealing a negative perception

about  the  efficacy  of  foreign  languages  learning  programmes  put  in  place  by  schools  and

universities. This negative perception involves also those enterprises that responded to question

22 to be easily recruiting and selecting candidates with adequate linguistic skills.

Question  29   Do  you  think  foreign  languages  competencies  are  adequately  valorized  by

institutions and people in general in our Region?

The question above wanted to better make out the perception of the Abruzzo organizations

about the external environment in which they are settled.  Even though the data analysis  of

question  22  did  not  depict  a  negative  situation  compared  to  the  Eurostat  data,  as

aforementioned, however, the perception is very negative. 

According to 79.5 % of our sample, linguistic skills are not adequately valorized by institutions

and people in general. Since they are not perceived as having an important value, this feeling

may end up influencing the environment around along with all the players and stakeholders of

our  Region  contributing  to  a  general  underestimation  of  their  importance.  The  negative

feedback the responses to the last two questions give seems to transmit both a complaint and a

demand  for  more  attention  to  this  matter.  They  seem  to  transmit  a  need  that  is  strongly

perceived by the Abruzzo enterprises independently from how much each of them relies upon

the use of foreign languages for business communication. Furthermore, responses such as these

seem to call upon the public institutions to invest more into educational programmes aimed at
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raising the awareness about the global dimensions that by now spin around us and is engulfing

the Abruzzo industrial fabric. It seems that Abruzzo enterprises can no longer afford to remain

stuck to a local dimension because their market is local no longer. It is true that they claimed

that they are not suffering from any language gap but they do not forgive neither institutions nor

people in general for not attributing much value to foreign languages.
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http://fluidsurveys.com/university/response-rate-statistics-online-surveys-aiming/
http://ec.europa.eu/eurostat/
http://dos.myflorida.com/
http://cvc.instituto-camoes.pt/
http://brics.itamaraty.gov.br/
http://andreanardinocchiblog.wordpress.com/
http://www.cresa.it/site/annuario-delle-industrie-abruzzesi-2016/


http://www.linguisticsociety.org   -  Website of the “Linguistic Society of America”

http://www.oecd.org/   -  Website of OECD (The Organisation for Economic Co-operation and 
Development)

http://www.omniglot.com/   - Website of “Omniglot, the online encyclopedia of writing systems
& languages”

http://www.oxfordlearnersdictionaries.com/    -  Website of Oxford Learners Dictionaries

http://www.rae.es/academicos/gregorio-salvador-caja   -  Real Academia Española’s Website

http://www.telegraph.co.uk   -   Website of “Telegraph” Newspaper

http://www.treccani.it/   - Website of “Treccani”

https://acrobat.adobe.com   -  Website of “Adobe Acrobat DC” 

https://code.facebook.com/    -  Website of “Facebook”

https://code.facebook.com/posts/597373993776783/building-a-better-way-to-write-posts-in-
multiplelanguages/   Website of Facebook

https://en.oxforddictionaries.com/   -  Website of "Oxford Dictionaries"

https://en.wikipedia.org/   -  Website of "Wikipedia"

https://europa.eu/    -   Official website of the European Union

https://hbr.org/   -  Website of the “Harvard Business Review”

https://issuu.com/   -  Website for publishers

https://plato.stanford.edu/entries/postmodernism/  - Official website of the “Center of the Study 
of Language and Information (CSLI)”, Stanford University

https://us15.admin.mailchimp.com/    -  Website of the email server provider “Mail Chimp”

https://www.census.gov/en.html   -  US Census Bureau’s Website 

https://www.forbes.com    -  "Forbes” is a global media company, focusing on business, 
investing, technology, entrepreneurship, leadership, and lifestyle.

https://www.getfeedback.com/blog/better-online-survey-response-rates/   -  Website of 
“Getfeedback” powered by Salesforce (Online Web Marketing Agency)

https://www.paginegialle.it/   -  “Pagine Gialle”’s Website

https://www.slideshare.net/    -   Linkedin Slideshare Website

https://www.surveygizmo.com/survey-blog/survey-response-rates/   -  Website of 
“Surveygizmo” (an online survey form provider agency)

https://www.thelocal.com   -  Website of “The Local” an English news network gathering and 
publishing news splitted into several national editions.

https://www.washingtonpost.com  -  Whashington Post Website

www.gerflint.fr  - Website of “Gerflint”, a group of studies and research for the French 
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Language

www.muhammadanism.org   - Website about the study of Islam Religion

www.thoughtco.com  - Website of “ThoughtCo”, a group of people committed to provide 
contents on different subjects for long life learning.
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Appendices

Appendix 1: Invitation letter for Abruzzo enterprises - EN

Dear Sir or Madam,

I am Andrea Nardinocchi and I am a student of “Management and Business Communication”,
master’s degree of the University of Teramo, Faculty of Communication Sciences.

I would kindly invite you to respond to the questionnaire attached to this email regarding a
research  I  am  carrying  out  for  my  thesis  on  the  use  of  foreign  languages  in  business
communication of the Abruzzo Region’s enterprises.

The aim of this study is to understand deeply the role and importance foreign languages have in
business communication but also to find out whether English, as an international lingua franca,
wholly  satisfies  the  needs  of  the  international  business  communication  or  a  multilingual
strategy turns out to be more effective.

Once the collected data have been worked out, I will promptly send the research outcomes back
to you (the study will  be shown in English), so that you will  have a picture of the current
situation in Abruzzo and get some insight eventually for your business.

Although the questionnaire requires your email, your company name and some general data of
your respondent, by no means will them mentioned in the study or used for other purposes and
all of your answers and will be strictly confidential for the research purposes in question. 

Moreover, you do not need to print your questionnaire being an online “Google Form”, which
will automatically send you a copy of your answers to your email as soon as you submit it.

Your participation will represent a great contribution that will enable me and the University of
Teramo to collect precious information about a business aspect that academic research needs to
investigate more deeply.

Please, feel free to get in touch with me for any further detail you may need or if you want to 
share some ideas or suggestions.

Thank you very much for your consideration.

My best regards

Andrea Nardinocchi
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Appendix 2: Questionnaire - EN

Going global: the value of foreign languages in business communication

This  research  is  part  of  a  master’s  degree  thesis  of  a  University  of  Teramo’ s  student  of
“Management and Business Communication”, Faculty of Communication Science, with the aim
of gathering information on the use of foreign languages of the Abruzzo Region’s organizations
in their business communication.

Organization name

Respondent name and surname

Respondent age

Respondent job within the organization

*Required

Email address *

1. What is your business activity?

* Make only one oval.

       Hospitality, leisure-entertainment

       Agribusiness

       Pharmaceutical and chemical industries

       Food and beverage

       Services 
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       Transports

       Retailer

       E-commerce only

       Industrial Manufacturer 

       Other:_______________________________________ 

2. Your enterprise meets at least one of the following conditions: 1. has foreign customers 2. 
does business abroad 3. has foreign partners

 * Make only one oval.

      Yes Follow through section 2

      No Stop filling in the questionnaire

3. Number of members within your organizational unit

* Make only one oval.

       from 1 to 9

       from 10 to 30

       from 31 to 60

       from 61 to 120

       from 121 to 250

       from 251 to 500

       more than 500 

4. In which country does your enterprise do business?

* Make only one oval.

     UK

     Germany

     US

     Spain
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     French

     Switzerland

     Netherlands

     Croatia

     Poland

     Slovenia

     Turkey

     Brazil

     Japan

     Other____________________________________________________________

5. What is the main language spoken in the daily communication within your enterprise?

* Make only one oval.

       Italian 

       English 

       Other: ___________________________________________________________

6. How much important are foreign languages for your business?

*  Tick your choice in the linear scale: 1.not at all 2.a little bit 3.on average 4.much 5.fundamental

    Make only one oval.

1         2                 3               4                  5

Not at all                                                                                                   fundamental              
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7. What is the frequency of use of foreign languages for your business communication?

* Make only one oval per row.

  Never use              low                     high         all the time use

English

French

Russian

German

Chinese

Spanish

Portuguese

Arab

Other

8. What are the formal and informal situations in which you need to use foreign languages?

* Tick all that apply.

     meetings and conventions

     telephone or video calls

     emails

     website

     social media

     formal documents (e.g., contracts, invoices, order, etc.) 

     face-to-face daily conversations 

     Other____________________________________________________________
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9. Does your enterprise suffer from a language gap with its international clients or partners?

    * Make only one oval.

      Yes

      No

10. If “Yes” why?

      * Make only one oval.

      Our foreign language competencies are not at good level  

      Nobody has any foreign language competence within our organization

      Other_________________________________________________________

       

11. Has the enterprise's language gap been affecting its ability to do business and to achieve its 
strategic objectives?

* Tick your choice in the linear scale: 1.not at all 2.a little bit 3.on average 4.much 5.very much

   Make only one oval.

1         2                 3               4                  5

Not at all                                                                                                   very much                

12. Does the use of a foreign language cause anxiety or emotional stress to managers and 
employees?

* Make only one oval per row.

                                      

  never           sometimes         most of the time       always

managers

employees
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13. Do managers and employees get frustrated by the use of a foreign language?

* Make only one oval per row.

         

  never           sometimes         most of the time       always

managers

employees

14. Is there any English policy rule within the firm?

* Make only one oval per row.

      Yes

      No

15. Are language translator services utilized by your enterprise?

* Tick all that apply.

    We rely on an external professional language translator agency

    We utilize a paid language translator software 

    We utilize free online language translators (e.g., Google translate, The Free Dictionary, etc.) 

    We do not need of them thanks to the skills we have embedded in our organization 

    Other:____________________________________________________ 

16. Is there anyone of your enterprise who formally or informally works as a “language 
mediator/node”?

* Mark only one oval.

      All of our personnel 

      Some of our personnel 

      No one has the skills to do that 

      An external professional does that for us

      Other______________________________________________________
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17. Does your enterprise have a personnel’ s foreign language map stored in a database?

* Mark only one oval.

      Yes 

      No 

18. How much important are foreign language skills for moving up the career ladder in your 
company?

* Tick your choice in the linear scale: 1.very low 2.low 3.quite important 4.much 5.fundamental

Mark only one oval.

1         2                 3               4                  5

Not at all                                                                                                   fundamental 

19. What does your enterprise do to rise the linguistic skills of those assigned to tasks in which 
the use of foreign languages is required?

* Tick all that apply.

    We provide them with language courses held in-house by external teachers and paid by the 
organization 

    We pay them language courses held externally by schools 

    There is no need to put any initiative such as that on the ground at the moment 

    Other:____________________________________________________ 

20. Motivation demonstrated by your personnel to learn or improve foreign languages, on 
average

* Tick your choice in the linear scale:  1.not at all 2.low  3.on average  4.high  5.maximum

  Mark only one oval per row.

1         2                 3               4                  5

not at all                                                                                                   maximum               
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21. What role do linguistic skills play in the recruitment process?

* Tick your choice in the linear scale: 1.very weak 2.weak 3.normal 4.strong 5.very strong

  Mark only one oval.

1         2                 3               4                  5

very weak                                                                                                   very strong                

22. Does your enterprise easily find candidates with adequate foreign language skills for the 
tasks to be carried out?

* Mark only one oval.

      Yes 

      No 

 

23. What languages does your enterprise use for running its digital marketing on social media 
(Facebook, twitter, Linkedin, etc.) and email marketing?

* Mark only one oval.

     Italian 

     English 

     We have a Multilingual Strategy (we use multiple languages to reach our diverse targets) 

     Other:______________________________________________________________ 

24. If you use it, is your multilingual digital marketing strategy helping your business rise? 

* Mark only one oval.

      Yes 

      No 

      We do not use any multilingual strategy
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25. Has your enterprise ever experienced an improvement in terms of revenue that can be 
related in part to a more effective and competent use of foreign languages?

* Mark only one oval.

      Yes 

      No  

26. Do you believe the use of English-only wholly satisfies the needs of your enterprise’s 
business communication or you consider the use of multiple foreign languages as fundamental?
* Mark only one oval.

      English-only is enough

      Multiple foreign languages is fundamental

27. If "Multiple foreign languages", which are the foreign languages your enterprise uses for its 
business?

      * Thick all that apply

    French

    Arab

    Chinese

    Spanish

    German

    Portuguese    

    Russian

    Other:____________________________________________________ 
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28. Do you think schools and universities should improve their learning programs to boost the 
foreign linguistic skills of their students?

* Mark only one oval.

      Yes 

      No

      I do not know

29. Do you think foreign languages competencies are adequately valorized by institutions and 
people in general in our Region?

* Mark only one oval.

      Yes 

      No

      I do not know

 A copy of your responses will be emailed to the address that you provided

Once gathered, all the data will be elaborated through statistics and charts to better analyze and
visualize the results. Ultimately, the data will be interpreted, then studied to try to come to some
conclusions and maybe some suggestions that might disentangle some tricky situations.

The questionnaire and the invitation letter will be delivered in Italian in order to facilitate the 
response of our sample.
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Appendix 3: Invitation letter for Abruzzo enterprises - ITA

Gentile Responsabile delle Risorse Umane,

sono Andrea Nardinocchi, studente di “Management and Business Communication”, corso di
laurea magistrale dell’Università di Teramo, Facoltà di Scienze della Comunicazione.

Vorrei invitarla cordialmente a rispondere ad un questionario allegato a questa email relativo ad
una ricerca per una tesi  sull’uso delle lingue straniere nella comunicazione d’impresa delle
imprese Abruzzesi.

L’obbiettivo di questo studio è quello di capire a fondo il ruolo e l’importanza che le lingue
straniere attualmente hanno nella comunicazione d’impresa,  ma anche scoprire se l’Inglese,
come  lingua  franca  internazionale,  soddisfi  completamente  i  bisogni  della  comunicazione
d’impresa internazionale o, al contrario, una gestione multilingue risulti essere più efficace.

Una volta elaborati i dati raccolti, Vi invierò prontamente i risultati della ricerca (il lavoro sarà
presentato in lingua inglese), così che possiate avere un quadro generale della situazione attuale
in Abruzzo ed eventualmente prendere un qualche spunto utile per la Vostra azienda.

Sebbene il questionario richieda la vostra email, il nome della vostra azienda e alcune generalità
della persona che si  incaricherà di rispondere al  questionario,  in nessun modo i  Vostri  dati
saranno menzionati nello studio o usati per altri scopi. Tutte le Vostre risposte saranno trattate in
maniera strettamente confidenziale ai fini della ricerca in oggetto.

Il questionario in oggetto è stato realizzato utilizzando un “Google Form” online che invierà
automaticamente una copia delle Vostre risposte sulla Vostra email non appena completata la
procedura.

La partecipazione della Vostra azienda rappresenta un grosso contributo che permetterà a me e
all’Università  di  Teramo  di  raccogliere  informazioni  preziose  su  un  aspetto  della
comunicazione d’impresa che la ricerca accademica necessita di approfondire.

La prego di non esitare a contattarmi nel caso in cui abbia bisogno di ulteriori dettagli o voglia
fornirmi suggerimenti.

Un sentito ringraziamento per la Vostra disponibilità.

I miei migliori auguri

Andrea Nardinocchi
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Appendix 4: Questionnaire - ITA

Going global: il valore delle lingue straniere nella comunicazione d’impresa 

Questa ricerca è parte di un lavoro di tesi di laurea magistrale in “Management and Business
Communication”  di  uno  studente  dell’Università  di  Teramo,  Facoltà  di  Scienze  della
Comunicazione, che ha l’obiettivo di raccogliere informazioni sull’uso delle lingue straniere
nella comunicazione d’impresa delle imprese abruzzesi.

Nome dell’azienda

Nome e cognome del partecipante

Età del partecipante

Ruolo aziendale del partecipante

*Campo obbligatorio

Indirizzo Email *

1. Qual'è la vostra attività di business?

* Contrassegna solo un ovale. 

       Alberghiero, ristorazione, tempo libero, intrattenimento 

       Agroalimentare 

       Industrie chimiche e farmaceutiche 

       Food and beverage 

       Servizi

       Transporti
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       Vendita al dettaglio 

       E-commerce only

       Industrie manifatturiere 

       Altro:_______________________________________ 

2. La sua impresa soddisfa "almeno una" delle seguenti condizioni: 1. ha clienti stranieri 2. fa 
business all'estero 3. ha partner stranieri

* Contrassegna solo un ovale.

      Si Passa alla domanda 2

      No Interrompi la compilazione del modulo

3. Numero dipendenti nella sua unità organizzativa

* Contrassegna solo un ovale.

       da 1 a 9

       da 10 a 30

       da 31 a 60

       da 61 a 120

       da 121 a 250

       da 251 a 500

       oltre 500 

4. In quale paese straniero la vostra azienda fa business?

* Seleziona tutte le voci applicabili.

     Regno Unito

     Germania
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     Stati Uniti

     Spagna

     Francia

     Svizzera

     Paesi Bassi

     Croazia

     Polonia

     Slovenia

     Turchia

     Brasile

     Giappone

     Altro____________________________________________________________

5. Qual'è la lingua principale usata nella comunicazione quotidiana all'interno della vostra 
azienda?

* Contrassegna solo un ovale.

       Italiano 

       Inglese 

       Altro:________________________________________ 

6. Quanto sono importanti le lingue straniere per la vostra attività?

* Spunta la tua scelta nella scala lineare: 1.per niente 2.poco 3.abbastanza 4.molto 5.fondamentali

Contrassegna solo un ovale.

1         2                 3               4                  5

Per niente                                                                                                   fondamentali              
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7. Qual'è la frequenza d'uso delle lingue straniere nella vostra comunicazione d'impresa?

* Contrassegna solo un ovale per riga.

      mai                   bassa                    alto             costantemente

Inglese

Francese

Russo

Tedesco

Cinese

Spagnolo

Portoghese

Arabo

Altro

8. Quali sono le situazioni formali ed informali nelle quali avete bisogno di usare le lingue 
straniere?

* Seleziona tutte le voci applicabili

     meeting and convengni

     telefonate e video chiamate 

     email

     sito web

     social media

     documenti formali (es., contratti, fatture, ordini, ecc.) 

     conversazioni quotidiane faccia a faccia 

     Altro____________________________________________________________
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9. La vostra impresa soffre di un gap linguistico nei confronti dei suoi clienti o partner 
stranieri?

* Contrassegna solo un ovale.

      Si

      No

10. Se "Si", perché?

 *Contrassegna solo un ovale.

      Le competenze linguistiche presenti in azienda non sono di alto livello 

      Nessuno in azienda ha una qualche competenza linguistica 

      Altro_________________________________________________________

       

11. Il gap linguistico della vostra impresa ha influito sulla vostra capacità di fare business e 
centrare gli obiettivi strategici aziendali? 

* Spunta la tua scelta nella scala lineare: 1.per niente 2.poco 3.abbastanza 4.molto 5.tantissimo

  Contrassegna solo un ovale.

1         2                 3               4                  5

per niente                                                                                                   tantissimo                

12. L'uso delle lingue straniere causa episodi di ansia e stress emozionale ai manager e 
dipendenti?

* Contrassegna solo un ovale per riga.

                                      

  per niente         qualche volta     la maggior parte delle volte       sempre  

manager

dipendenti
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13. L'uso delle lingue straniere causa sentimenti di frustrazione ai manager e dipendenti?

* Contrassegna solo un ovale per riga.

  per niente         qualche volta     la maggior parte delle volte       sempre  

manager

dipendenti

14. La vostra impresa ha istituito una norma interna sull'uso della lingua Inglese nella 
comunicazione aziendale?

* Contrassegna solo un ovale.

      Si

      No

15. Nella vostra azienda si utilizzano servizi di traduzione per le lingue straniere?

* Seleziona tutte le voci applicabili.

    Ci affidiamo ad un'agenzia di servizi di traduzione esterna 

    Utilizziamo un software di servizi di traduzione appositamente acquistato 

    Utilizziamo traduttori online gratuiti (es., Google translate, The Free Dictionary, etc.) 

    Non ne abbiamo bisogno grazie alle competenze linguistiche presenti in azienda 

    Altro:____________________________________________________ 

16. C'é qualcuno all'interno della vostra impresa che lavora in maniera formale o informale 
come "mediatore linguistico"?

* Contrassegna solo un ovale.

      Tutti i membri del personale 

      Alcuni membri del personale 

      Nessuno ha le competenze per farlo 
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      Un professionista esterno lo fa per noi 

      Altro______________________________________________________

17. Avete una mappa delle competenze linguistiche del vostro personale registrata in un 
database?

* Contrassegna solo un ovale.

      Si 

      No 

18. Quanto sono importanti le competenze linguistiche per fare carriera nella sua azienda?

* Spunta la tua scelta nella scala lineare: 1.per niente 2.poco 3.abbastanza 4.molto 5.fondamentali

Contrassegna solo un ovale.

1         2                 3               4                  5

per niente                                                                                                   fondamentali 

            

19. Cosa fa la vostra impresa per migliorare le competenze linguistiche del personale addetto 
alle mansioni in cui è richiesto l'uso delle lingue straniere?

* Seleziona tutte le voci applicabili

    Offriamo loro corsi di lingue straniere tenuti da insegnanti esterni direttamente in azienda 

    Paghiamo loro corsi di lingue tenuti nelle scuole specializzate 

    Non c'è bisogno di mettere in campo nessuna iniziativa del genere al momento 

    Altro:____________________________________________________ 
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20. Motivazione dimostrata dal personale nell'apprendimento o miglioramento delle lingue 
straniere, in media

* Spunta la tua scelta nella scala lineare: 1.per niente 2.poca 3.nella media 4.molta 5.massima

Contrassegna solo un ovale.

1         2                 3               4                  5

per niente                                                                                                  massima              

21. Che peso hanno le competenze linguistiche nel processo di selezione del personale?

* Spunta la tua scelta nella scala lineare: 1.nessun peso 2.basso 3.nella media 4.alto 5.fondamentali

Contrassegna solo un ovale.

1         2                 3               4                  5

nessun peso                                                                                            fondamentali                

22. La vostra impresa trova con facilità candidati con competenze linguistiche adeguate per le 
mansioni da svolgere?

* Contrassegna solo un ovale.

      Si 

      No 

 

23. Quali lingue usate per la gestione del digital/web marketing sui social media (Facebook, 
twitter, Linkedin, etc.) e email marketing?

* Contrassegna solo un ovale.

     Italiano 

     Inglese 

     Applichiamo una strategia multilingua (usiamo molteplici lingue per raggiungere i nostri 
targets) 

     Altro:______________________________________________________________ 
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24. Se la usate, la strategia di digital marketing multilingue vi sta aiutando ad incrementare il 
vostro business? 

* Contrassegna solo un ovale.

      Si 

      No 

      Non utilizziamo una strategia multilingue 

25. La vostra impresa ha mai registrato un miglioramento in termini di ricavi che possa essere 
ricondotto in parte ad un più efficace e competente uso delle lingue straniere?

* Contrassegna solo un ovale

      Si 

      No  

26. Crede che l'uso del solo Inglese soddisfi i bisogni della comunicazione d'impresa della 
vostra azienda o considera l'uso di molteplici lingue straniere come fondamentale? 

* Contrassegna solo un ovale.

      l'Inglese è sufficiente 

      Molteplici lingue straniere sono fondamentali 

27. Se "Molteplici lingue straniere sono fondamentali", quali sono le lingue utili nella vostra 
comunicazione d'impresa? 

* Seleziona tutte le voci applicabili.

    Francese

    Arabo

    Cinese

    Spagnolo

    Tedesco
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    Portoghese    

    Russo

    Altro:____________________________________________________ 

 

28. Pensa che scuola e università dovrebbero migliorare i loro programmi di apprendimento per
elevare il livello delle competenze linguistiche dei loro studenti?

* Contrassegna solo un ovale.

      Si 

      No

      Non so

29. Pensa che le competenze linguistiche siano adeguadamente valorizzate dalle istituzioni e 
dalla popolazione in generale nella nostra Regione?

* Contrassegna solo un ovale.

      Si 

      No

      Non so

 Una copia delle risposte verrà inviata via email all'indirizzo fornito
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