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Abstract: Results of European researches show a link betwaecessful foreign trade and
foreign languages, specifically between export asithg the language of the export market
instead of English as a lingua frand@nowing the language of the business partner caa be
deciding factor for a successful deal. Businesdrgas from German-speaking countries are
more open to communication and making personalaatsin business meetings if the person
they are talking to shows great interest by knovand using their native language. They are
more likely to build a real relationship with thefioreign business partner, which positively
reflects on the deals.

The problem is that the level of German of mogh@foreign business persons is not sufficient
to use it for negotiations, so they don’t use ialt and instead they interact in English as a
lingua franca. In order to examine the need forwimgy German in Macedonian export and its
coverage, an empirical research was conducted @lsand medium production enterprises in
the Republic of Macedonia. Most of the enterprig®ge unmet needs for knowledge of German
so they use only English in contacts with the lmssrpartners. The results of the survey and
the proof of the directly proportional link betwettre knowledge of the language of the export
market and the export performance, by the theaktesearch with documentation analysis
from other surveys in Europe, were presented tadmepanies that participated in the survey.
The need for German-language knowledge for ove@thmunication in business meetings
cannot be achieved in short period of time, so theye advised to use German whenever
appropriate with their current level of German larage skills.

A complementary research with the same enterprisess conducted on the impact of using
German besides English as a lingua franca. Theesgcate was compared to the percentage
of success of the deals when only English was U$edresults show that using both German
and English, especially in the first contact, ireses the percentage. Such multilingual
communication has the same impact if compared thiéhresearches of using the native
language of the business partner.

Foreign business partners should start their megtiim German even though the level of their
German is low. The more important issues can &irtie discussed in English as a lingua
franca. It is important to trigger the mental pr@seof motivation of the potential business
partner which is performed in his native languagéerman.
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1. INTRODUCTION

not enough to meet the demands of today’s busingdasions. Not knowing the

language of business partners is a factor whichirdanfere in their mutual relations
and enter into conflict with economic interests.oing and using the language of the export
market is advantageous not only to reduce the Iptissdf misunderstandings through the use
of the English language as a lingua franca, but laésause of the positive psychological and
psycholinguistic effect of using the language @& thusiness partner. The mental process of
motivation takes place in the mother tongue sottieaprocess of transferring needs to decisions
can best be influenced trough the partner’s languggd According to research shown in the
paper, Germans are more open to communication akihm personal contacts in business
meetings if the person they are talking to showsiginterest by knowing and using their native
language. The offer of a globalized market is iasnmegly balanced in quality and price so that
knowledge of the buyer's language can be the degfdictor for choice.

,-\ Ithough English is the language most commonly wsethe international market it is

The problem is that the level of German of moghefforeign business persons is not sufficient
to use it for negotiations, so they don’t use ikt and instead they interact in English as a
lingua franca.

This paper presents results from the following &tsidthe role of foreign language skills and
German language skills for business deals, resedittle need and use of German in small and
medium sized enterprises (SMESs) in the RepublidMatedonia (RM), a complementary
research with the same enterprises on the impaginfg German besides English as a lingua
franca on the percentage of success in the dealpared to using only English.

2. IMPACT OF FOREIGN LANGUAGE USE IN BUSINESS MEETI NGS

"In an international competition which is gettingréher and harsher, success can be achieved
only by someone who is able to understand and agpgtyre and the affects of customers,
partners and rivals, and to transfer them intokia personal interests.” [2]

2.1. FOREIGN TRADE AND LANGUAGE USE

Results of European researches show a proportiokabetween successful foreign trade and
use of foreign languages, specifically between expond using the language of the export
market (adaptation) instead of English as a linfpaca (standardization). European
companies who use linguistic adaptations increttssidsales in 2011 as a direct result of using
the language of the export market, 41% of the congsaor over 25% and another 35% have
16% to 25% increase in sales for the same reagoA [8tal loss of 100 billion euro per year
of the European Union economy due to insufficiemgign language skills in SMEs was noted
in 2006 [4]. Danish research [5] and results froeuter and Minkkinen [6] show that the use
of German in business contacts with Germany leadsitcess. A United Kingdom research
from 2004 [4] shows that export performance is Migher in enterprises which give great
importance to using the language of the custorhersimilar in Ireland, according to a research
report from 2008, on determining the foreign largpiakills and needs in 1000 Irish SMEs as
part of the subproject 2: “Languages for enhanggmbdunities on the European labor market”,
part of the project TNP3-D [7].
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A research called the “PIMLICO Project” conductagmall and medium enterprises from EU
member state, on language management strategiéesingractice in European SMEs suggests
that European enterprises are still losing deatsr@sult of language and cultural barriers [3].

The German language is second after English ingesfrthe languages that businesses in
Europe consider as most important to be learned [4]

2.2. GERMAN VS. ENGLISH

,If I am selling to you, then | speak your languagber wenn du mir etwas verkaufst, dann
must du Deutsch sprechef®® The one who is master of the language of his lessipartner
is best prepared to pursue his interests.

The attitude of the Germans towards the use of thether tongue in business contacts with a
business partner from abroad is shown by Ander866 who noted the language and cultural
barriers in the meetings and tried out measureseoccome them. In his beginnings he tried to
communicate in English, but quickly realized thas teads to various problems. He noted that
using only English makes it difficult to get to km@ach other. Presenting yourself, expressing
one's own attitudes or conducting a free conversadivery difficult because the mother tongue
wasn’t used. Despite his sufficient knowledge ofjlisth, he concluded that English is the
second choice. As a result of language problenrsppal relationships were not built before
the business conversation started. This led tgthblem of not knowing how to talk to a
partner because he did not know anything aboutamthhis expectations. After he perfected
his knowledge of German and began to use Germdeals with Germany it proved to be the
simplest and most influential solution for all papgants. He claimed that the Germans
immediately showed satisfaction that the possilleré business partner spoke their language
and mostly began to speak a lot about themselves,experiences with the Danes, and so on.
Andersen, after many years of experience with deaBermany, says he had the feeling that
Germans who talk a lot or talk with their partngmsl that their partner is sympathetic. They
are relaxing, they want to communicate and develaeal relationship with their foreign
business partner, and this reflects positively lte deals. According to Andersen, there is a
huge difference whether English or German is used¢ammunication and recommends
everyone to use the mother tongue of the buyer.

3. IMPACT OF MULTILINGUAL COMMUNICATION

Communication ability in multiple languages is cdesed as a central qualification, as an
opportunity and a precondition of the ability to fmepared for the global labor market. The
knowledge level of other languages for overall @sation in international business is mostly
not sufficient, especially for presentation of pwot$, professional technical conversation or
negotiationsso English as a lingua franca used for all intésast Multilingual conversation

in business meetings is a solution to meet theaapens in nowadays international business
deals and market and to express oneself completely.

The effect of the simultaneous use of both langsiape partner’s language and English on the
success rate of deals, was compared with the sfééaising only English through a research
conducted in the Republic of Macedonia with SMEBiternational business.

324 1f I am selling to you, then | speak your langeadput if you sell me something, then you havepeak
German” -Willy Brandt, former chancellor of Germany
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3.1. METHODOLOGY

In order to determine the impact of using Germad Bnglish in business contacts with
Germans results from two researches with questicesaere compared.

The first research [8] was conducted in 2012 torera the need for knowing German in
Macedonian export and its coverage through an eérapstudy with SMEs with production.
The study refers to SMEs because they make upatiyedt employment market in RM with
98% of the total number of the active economica@sctQuestionnaires were sent by e-mail in
cooperation with the Chamber of Commerce of the &id only 17.50% were answered. In
2014 [9] additional 400 questionnaires were sertdther SMSs, with a feedback of 16.75%.
As 35.7% of the total number of SMEs in RM are s&gjied as wholesalers and retailers, the
same questionnaire was sent to 500 of these SMEEsudh lower response rate of 5.4% was
recorded. 27 enterprises answered, 21 of which engubrt business in German-speaking
countries and six that wanted to export in therkitrhe results proved unmet needs and lack
of German language skills and the directly propoi link between the knowledge of the
language of the export market and the export perdoce.The enterprises were aware of the
unmet needs for knowledge of German, so as a reftlle lack of adequate knowledge of the
German language they are forced to use English.

The guestionnaires also contained questions abeytdrcentage of use of German and English
and the conversational situations in which theyuaesl. The results of the survey with the proof

of the directly proportional link between the knedtje of the language of the export market
and the export performance and recommendatioméar future contacts, were presented to all

enterprises that participated in both surveysanswered the questionnaire.

The need for German-language knowledge for ovemihimunication in business meetings
cannot be achieved in short period of time, so theye advised to use German whenever
appropriate with their current level of German laage skills, especially for small talk in first
contacts and for general conversations.

A complementary research in 2018 with the entegpribat had answered 2012 and 2014 and
presented the results with and without businessactswith partners from German speaking
countries was conducted on the impact of using @eroesides English as a lingua franca with
a high feedback of 76.19%. The use of both GermadrEmglish was compared in the different
conversational situations and the success rateeiritst two surveys and the new one from
2018.

3.2. RESULTS

The results show that using both German and Engéispecially in small talk in the first
contact, small talk and general conversation, eex@s the percentage of success. Such
multilingual communication has the same impacbihpared with the researches of using the
native language of the business partner in othentcies.

If the use of German in general conversation ispamed, we can see that the enterprises use
German much more than years before.
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Figure 1: Use of German and English in communicatwith German-speaking business

partners

= German in general conversation X English in other conversational situations

92.55%

2012 + 2014 2018

The high percentage of 68.09% in figure 1 can bevel@ from two circumstances:

1.

2.

Asked about the language they used in their fiosttact for small talk 87.80% of the SMEs
that reached the German market after 2012 or 208wWexed that they directly started to speak
German and 7.32% of them spoke German during ttieefiubusiness discussion, while the
others used English in the further conversationprasented in figure 2. These enterprises
showed interest with responding first questionnaceit can be assumed that they have taken
in account the results and recommendations ofgbearch that have been sent to them, so they
adapted themselves linguistically to the Germannass partners’ right at the beginning.

The enterprises from the first two surveys that hlidady exported to Germany have
increased their use of the German language in geo@nversational situations by 24.47%.
Most of the enterprises 95.35% of 74.14% that anssivihe questionnaire in 2018 and had
no business contacts with Germany from the prevewseys have built one in the

meantime.

Figure 2: Use of German by SMEs who started exgitet getting results and

recommendations

92.68% ODidn’t use German in 1.
contact

m Used German for Small
Talk in 1. contacts and
general conversation

# Used English in other

12.20% Situations

mUsed German in other
Situations
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The positive reflection of the adjustment is evidarpercentage of success of 24.79% for these
enterprises. There is no difference compared toehats of the European enterprises research
on the same topic. There are even no large demnmtietween the percentage when they use
the German language just to make the contact il $afla and general conversation and the
use of the language in all situations of businakst as presented in figure 3.

Figure 3: Impact of using languages on the experfiopmance with Germany
Only English N Multilingual: German and English

2.79% 259%,

12.33%

SMSs had export SMSs new in —— /

business European SMSs
with adaptation

The enterprises that already had export to Germaadyincreased their use of German mostly
in general conversation and small talko increased their export performance (figureT8g
other SMSs have insignificant increase of sales.

4. CONCLUSION

The use of the native language of the businessigraand the successful outcome stand in
proportional relation, which means they are closelgted and condition one another. This
also applies even when the native language isus®yg for small talk and general conversation
because the level of knowing the language is loo #r@ conversations are multilingual.
English as lingua franca should always be the sgcbnice.

Foreign business partners should start their ngtm German even though the level of their
German is low. The more important issues can éurtie discussed in English as a lingua
franca. It is important to trigger the mental prsg@f motivation of the potential business
partner which is performed in his native language.

The new dimension of international trade makes ii lom pure export to international
cooperation. There is no longer only a movemempirodlucts, the willingness to encourage and
maintain cooperation with business partners is irequ and so is the coordination, the
resolution of problems and so on. Communicatiamidimited only to professional messages,
but it is also oriented towards communicative reteghips.

Investing in the development of foreign languagdiskhave economic advantages and

positively influences the productivity and the sesx of SMEs and the country's economic
development.
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