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Executive summary 

The ANWB department in Lyon helps Dutch people who have problems with their car in France. This department works with Dutch staff, but is situated in Lyon, France. Therefore it has to work closely together with French services. 

An international working environment can create a stimulating atmosphere in human and economic fields. However, it can also cause difficulties. Because languages and cultures could be an obstacle for good communication, the ANWB has identified this as a risk. Hazards are situated both in intercultural interaction and in linguistic matters. Bearing these risks in mind the ANWB wanted to investigate whether the communication between the department in Lyon and its French external services is satisfactory to both sides. Several sub questions arose from this central problem and led to extensive desk and field research. A theoretical framework on communication and cross-cultural interaction was sketched and applied to this specific case. Analysing the outcomes of these chapters resulted in the identification of several risks. Primary, the lack of a formal communication strategy was striking. Furthermore, the application of the Lewis model combined with Hofstede´s cultural dimensions and the Dutch tendency to affective communication revealed the need of specific training programmes for all employees and formal contracts with the rental agencies.

Later on, telephone enquiries were held in order to get a clear view of the satisfaction in communication between the ANWB department and its French external services. In general, the external services are pleased by the communication with the ANWB. From the side of the ANWB employees, the lack of contracts with rental agencies is the main obstacle.
All the conclusions from the thesis were grouped and analysed. Cross-cultural differences and language barriers were identified as risks.  In spite of the risks, satisfaction from both parties concerned is relatively high. In the end, a considerable number of recommendations have been formulated. A study group should be appointed in order to set up a formal communication strategy for the company. This will certainly play a significant role in further improvement of communication between the ANWB department and the French external services. Setting up official contracts with rental agencies will definitely serve this cause as well. Finally, the ANWB department in Lyon would benefit from the application of the less impacting suggestions such as improving the practical mastery of the French language of the ANWB employees.
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Preface

The thesis you are about to read has been written as an assignment for the ANWB department in Lyon. I have been working for the ANWB department for a period of approximately 7 months.

 
The past months have been a valuable experience for me in which I have learned a lot. Completing this thesis has been a long and complicated process. First of all I would like to thank the whole team of the ANWB department in Lyon. I have felt at home from the very beginning and this feeling always stayed. Everybody was eager to help me and at all times ready to answer to my many questions. I would like to give a special thanks to Trienke Glas, the supervisor appointed to me by the company. She was always ready to help me with questions and to sit together with me to discuss the work I was doing. She always gave good feedback. I know that I was really lucky to have her as my supervisor. 

As this thesis is the final project of my last semester in the European study programme (HEBO 3), I would like to take the opportunity to thank the School of European Studies at The Hague in general for all the chances that were offered. Of course I can’t forget Mrs. Nieuweboer who was my supervisor. This thesis reflects part of what I have learned at the School of European Studies and I hope it will contribute on improving the communication between the ANWB department in Lyon and its French external services.
Introduction
The ANWB department in Lyon helps Dutch people who have car problems. Dutch clients with Dutch insurance want to be helped in Dutch, even when they have a problem abroad. On the other hand, people get stuck in France and therefore need to be helped by French services. That is why the ANWB department has to work closely together with French services. Because of the fact that a majority of the French people do not speak English, let alone Dutch, it was a logical step for the ANWB department in Lyon to hire Dutch people with a good knowledge of the French language. However, besides the language there are also cultural differences between both parties. 
Problem arising
Languages and cultures can stand in the way of a good communication. Since these risks have been identified by the ANWB department, the organisation wants to investigate whether the communication between the ANWB department in Lyon and its French external services is satisfactory to both sides.

That is why the central question of this thesis is as follows:

“To what extent is the communication between the ANWB department in Lyon and its French external services satisfactory to both sides from a linguistic and cultural perspective?”
In order to get a clear answer to the central question, the following sub questions have been formulated:

· What does the structure of the ANWB department look like?

· What is the communication strategy of the ANWB department?

· How does the external communication of the ANWB department work?

· How important is the internal communication when investigating the external communication?

· What are the effects of the intercultural aspect to this communication?

· How does the ANWB department prepare new recruits to intercultural communication? 

· What are the needs of the ANWB department when it comes to communication with its external services?

· What are the needs of the external services (garages and rental agencies) when it comes to their communication with the ANWB? 

Research methodology and justification

Desk research has been conducted in order to get familiar with the company’s structure. A three weeks training programme permitted me to learn about the programs used by the company, the conditions of the insurances and the unavoidable technical terms. The work was observed in practice and this allowed me to see and understand how the theory is applied to the job.  Communication is a leitmotiv in this thesis and therefore books and websites on the subject were consulted, theories were looked into and applied whenever relevant. The single objective of the desk research was to be able to link the theories to the practice of the ANWB department. Furthermore, a communication training was given by an expert, Jeremy Steiner (Communication trainer & Specialist in marketing) in order to learn about the techniques and importance of communication. As the intercultural aspect of the company is also very relevant for the thesis, again theories have been researched and applied to the practice of the ANWB department. 

Extensive desk research was followed by field research. First of all in order to learn more about the French external services, experts were approached. An interview with Johan Tissher (Mobility and service supervisor of the ANWB department) has been conducted in order to learn more about the rental agencies. To learn more about the garages, information was gathered from the Technical back office supervisor, Mohamed Bochit. Furthermore, the Network team manager, William Rejony and director of operations and former Network team manager Edward Hoek were heavily consulted. To get a better insight into the opinions of both the employees of the ANWB department and the French external services, enquiries and telephone interviews were held.

The first chapter goes into the structure of the company, whereas the second chapter deals with the communication strategy of the ANWB department. A third section elaborates on the intercultural aspect of the interaction between both sides involved. Chapters 4 and 5 deal with the satisfaction from both the ANWB department and the French external services in their bilateral contact. Finally a conclusion was drawn and recommendations were made. 

1. ANWB structure

Decent research about communication and intercultural differences can only be conducted if we know details about the structure of the organisation that will be treated throughout this thesis. The company’s intranet was used to get to know what the mission of the ANWB department in Lyon is and Henry Mintzbergs ‘structuring of organizations’ (1979) places this specific structure in a theoretical framework.  

1.1 History and mission

The ANWB department in Lyon is part of a bigger organization, named ACTA. This organisation grew from ARC Transistance Services France that was created in 1992. The reason for the creation of this motor club assistance was because there was no motorcar club in France up until that moment. In May 1998, ARC Transistance decided to gather all its services in one building. From that moment on the organisation ACTA was created. ACTA consists of 4 groups: the Dutch association ‘Algemeen Nederlands Wielrijders Bond’ (ANWB), the German ‘Algemeiner Deutsche Automobil Club’ (ADAC), the British ‘Automobile Association’ (AA) and ARC Europe (ARC). For a clear view on the organisational structure of ACTA see appendix 1. (Intranet, 09-03-2010)
The problem that has been identified comes from the ANWB department. This department has a very independent functioning in the organisation and therefore this thesis will focus on this department only. The main objective of the ANWB department is to safeguard the interests of its members when it comes to recreation, tourism, traffic and transport. Sincerity, trust, respect and corporation are important vanguards for the organisation. Another value of the organisation is to follow and adjust the contracting parties in order to realise the specified objectives. The mission of the ANWB department is to give a good service to its members. (Intranet, 09-03-2010)
1.2 Business structure
The ANWB department in Lyon has 30 permanent employees who all have the function of all-round social worker. During the summer months it gets very busy at the department. In this period, besides of the permanent staff members, there is a vast majority of seasonal workers active. When the seasonal workers arrive, there is a three week training programme for them to be able to perform the tasks as good as possible. Because of the pressure of activities during the summer months there are more than 100 seasonal workers prepared and stroked up. 
Within the ANWB department in Lyon the following activities are distinguished:

- Front office

The person that works on Front takes incoming calls from customers whether for a new breakdown or an existing one. 
- General Back office (GBO)

The general back office is responsible for replacement transport. This can be a car (the most common one), taxi, a train ticket or a plane ticket.
- Technical back office

In the technical back office French mechanics stay in contact with the garages to be informed about the state of the car. They have experience and knowledge when it comes to technical terms and the quality of the garages. 
- File office

The people who are in this section follow the development of the situation. They either inform the client about the diagnostic, the delay and the costs made of the car. In some cases the car will be sent back to Holland (because the reparation will cost too much or will take too long), 
- Heavy damage

 Whenever the car is damaged in such a bad way that the value of the car does not wage to the transport costs, the car is considered as total loss and therefore brought to the demolisher.

(M. Serné, personal announcement during the training programme, February 16, 2010)

In “the structuring of organizations”, Henry Mintzberg (1979) distinguishes five generic organisation structures: Simple structure, Machine bureaucracy, Professional bureaucracy, Divisionalised form and Adhocracy. Two of the five organisational structures described, will be outlined: the Simple structure and the Adhocracy structure because these two structures reflect the ANWB structure. 
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The simple structure: A young and flexible organisation is typical for this structure. The coordination takes place via direct management from the board and there are almost no layers in between higher management and the executive staff. The way of communication is mainly from direction to the performing centre (top-down). The communication lines are short and the communication is mainly informal. 
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Adhocracy: In this structure small, flexible project groups get the freedom to cooperate with the different departments of a company. This is a loose organisational form in which there [image: image39.png]Fields of experience

; Channel of; A
l Source 4En00de Messagej - Decode»l Receiver

Communication

l Response

Feedback
Feedback loop



are little supporting services. The structure is flat, the informal character of the adhocracy is both her strength as her weakness. On one hand ideas get the space to be expressed and developed; on the other hand it is almost impossible to coordinate the different ideas and activities. The problem is that different groups of employees have different aims to pursue and do not match, reconcile these aims with each other. Because there are little rules that are fixated, there are little procedures; the communication and the decision making are unstructured. (Mintzberg, H. 1979)

	Typologie Mintzberg
	Characteristics

	Simple structure
	
Informal communication


Communication Lines are short


A lot of top-down communication


Few space for feedback

	Adhocracy
	
Informal communication


Unstructured communication


Little coordination.


Implementation into practice of the ANWB:

Both the Simple structure as the Adhocracy have features that reflect on the ANWB. Both structures have a high degree of informal communication. The employees of the ANWB communicate in a very informal way. This informal communication is seen as a strength of the department. Furthermore, the communication lines are short. Whenever someone has a question, problem or remark, there is always a supervisor available. The main problem is that the majority of the employees have the feeling that the supervisors are not communicating on one line. This unstructured communication leads to confusion. Besides, the tasks are not always well communicated. At the end of the season everybody gets an evaluation talk. Even though the idea of an evaluation is great, the content of the discussion focuses on how the employee experienced the assignment. There is no feedback given from the side of the trainee or supervisor. In order to improve the evaluation, feedback from the side of the company should be included. 

An extra specific feature of the ANWB department’s structure is the necessity to communicate with a broad spectrum of French services. The ANWB deals with several French services. Because the two biggest and most important ones (as the ANWB department deals with them the most) are the garages and the rental agencies, this thesis will focus on these two services. The purpose of the ANWB department is to help Dutch nationals with problems in France. The department needs to have good contacts with its French services because it relies on them to help the Dutch customers. Consequential, it is of relevance for the employees of the ANWB department to know about these French services, the culture, the needs etc. 
The analyse of the ANWB department’s structure reveals that the organization is a mix of the simple and adhocracy structure of Henry Mintzberg (The structuring of organizations, 1979). The characteristics are the informal and the unstructured communication, the lack of coordination and little room for feedback. Other important elements of the ANWB´s structure are the exigency of communication with external parties and the significant number of seasonal workers put into action to cope with peak load.

2. Communication strategy of the ANWB

Since the organizational structure of the ANWB department in Lyon is now clear, it is possible to investigate what the consequences of this structure are to its communication. The communication process sketched by Stephen P. Robbins (Organizational behaviour, 2005, p285-286) and the top 10 of communication problems by Sila infoteur (InfoNu.nl, 2007) will be used to draw a general view of communication. Because the central question of this thesis is on communication with external services, the link between internal and external communication as well as the importance of a communication strategy will be expounded using the Tocom model created by Woudstra en Van Gemert (University of Twente, Contingency Theories, 2010). Also, the different dimensions of external communication and their respective channels will be interpreted. Of course the practice of the ANWB communicating with its French external services will be examined according to this theoretical framework in order to formulate recommendations later on if necessary.
2.1 Theoretical concepts

2.1.1 Process of communication:

In “behaviour in organisations” by Stephen P. Robbins (2005, p285) the communication process is explained through a very popular model. ‘The model consists of 8 parts: the sender, encoding, the message, the channel, decoding, the recipient, noise, feedback.’ (Robbins, S.P. 2005, p285)
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The sender (or source) is the one taking the lead. He/she encodes a thought. The channel stands in the middle and makes sure the message is sent. The recipient (or receiver) is the one who receives the message. Before reception is possible the code first needs to be decoded in a way 
that is clear for the recipient, this is the decoding stage. Noise stands for the barriers in the communication that make the message vague. With the feedback we manage whether the message has come across as required and if the recipient has understood the message. (Robbins, S.P. 2005, p286) In the model of Robbins, one of the main risks to communication problems is referred to as ‘noise’, even though this is generally accepted as any type of physical obstacle, hampering flawless communication. In the practice of the ANWB a major part of the communication with the external services is realised through telephone conversations by executive staff members. Because of the high frequency in telephone conversations a theoretical support on the most common communication errors by senders and receivers in oral conversation imposes.
The most common communication errors from the side of the speaker (sender or source) are: 

· Talking without having a clear structure in mind. When the speaker has a clear structure in mind it is easier for the listener to understand what the message is.

· A bad way of formulating things. This may cause obscurities for the listener.  

· Trying to say as many things as possible at the same time. This mixes up the sent message and confuses the receiver. It is important to stay short but clear on what the message is.

· Talking without leaving space for pause or interruption to the listener. The listener is only able to listen for a certain amount of time (prerecording capacity) therefore it is important for the speaker to leave room for pauses and interruption.

· Not really listening to what has been asked or said. Often it occurs that when the speaker turns into a listener he is not really listening to what the other is saying, but already thinking of the way to formulate his next sentence. This can result in loss of relevant information and therefore the conversation could go laboriously. 

(Sila infoteur, 2007)
The most common communication errors from the side of the listener (recipient or receiver) are:

· Being on the phone and at the same time doing (or thinking of) other things. This may result in relevant information not being captured or commenting by the listener on something that has already been talked about. 

· Listening to a part of what the speaker is saying and already formulating an answer even though the speaker has not even finished his story. This can result in an incomplete reaction or answer. The best thing is to let the speaker finish before formulating an answer.

· Not listening to what the most essential things were that the speaker said. The best way to listen is to listen attentively to everything that has been said and to pick out the essential parts. 

· Personal interpretation of a received message. When the speaker has left room for interpretation, it is best to ask for clarification, instead of making assumptions, risking misinterpretation.

 (Sila infoteur, 2007)
2.1.2 Correlation between internal and external communication

Back in 1994 already, Woudstra en Van Gemert created a model that proves a clear correlation between a company’s structure, its communication strategy, the internal communication and the external communication. The theory of Woudstra en Van Gemert is known by the name of Tocom Model (Twente Organizational Communication Model). (University of Twente, Contingency Theories, 2010).
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It is on this level that internal communication takes place. The second layer visualises the structure, culture and vision of the company’s communication. It is essential to strive for balance between these three elements at all time. Double arrows between both layers indicate the constant interaction. The central point of the Tocom Model forms the identity and image of the company. It is composed of the tools mix, the messages, the symbolism, behaviour and skill as well as the target groups and stakeholders. Contrary to what many think, image is not only created by formal external communication such as websites, newsletters or advertising. An important place in image building and a company’s identity is taken by day-to-day communication between staff-members and the outside world. Here too, double arrows refer to the interplay between the different layers of the model. A discrepancy between the company image on the one side and their strategy or vision and goals on the other side, often comes from the core of Tocom Model (Selles, 2010, “De interne communicatie meten” section para. 5).
2.1.3 Dimensions of external communication

Three dimensions in external business communication can be distinguished. Every dimension will tend to use specific channels, aiming for its specific target group (Papa, 2006, “External business communication”). 

	
	Dimension
	Channel
	Target group

	A
	Mass media communication
	Commercial radio, television, newspapers, magazines, …
	Generally the largest part of society that can possibly be reached.

	B
	Corporate communication
	Corporate website, e-mail, text messaging, newsletters, …
	A specific group outside the company.

	C
	Interpersonal communication
	Phone, fax, e-mail, mouth-to-mouth, shared business tools, meetings, …
	One person representing another company.


Source: Papa, eHow, External Business Communication 
2.2 Practice of the ANWB

2.2.1 Internal communication within the ANWB

As was concluded from chapter 1, the organization of the ANWB department is characterized as a mix of Mintzbergs simple structure and an adhocracy (1979). On-the-job field research revealed internal communication styles at the ANWB department correspond completely to the characteristics Mintzberg (1979) attributes to these structures. The way of communication is mainly from the management to the performing centre (top-down), the communication lines are short and the communication is essentially informal. Typical characteristics of adhocracy reflect to the specific case of the ANWB department in Lyon as well. There are very little official procedures concerning internal communication and there is little or no coordination in this field. It is striking that the company’s mission as mentioned in chapter 1 is not communicated to all personnel. The mission statement can be retrieved, but employees have to take the initiative to look it up themselves. A company’s mission is a cornerstone of the first level of the Tocom model (Woudstra en Van Gemert, 1994) and therefore affects internal communication. Logical consequence of the lack of this part of internal communication is the effect it has on the other levels of the Tocom model (Woudstra en Van Gemert, 1994), such as the external communication.

2.2.2 External communication by the ANWB
Just as is the case for the internal communication, the external communication too has very little structure or coordination. Extensive desk- and field research was performed, hoping to find a trace of a strategy for communication with the French external services or even a wide-ranging communication strategy of the ANWB department in general. All efforts in this direction were in vain. Obviously the ANWB department does perform external communication on several levels though. Even without a formal communication strategy, specific guidelines for external communication are retrieved from stray notes. This section subdivides the external communication using the three dimensions that were discussed in the theoretical concepts. Whenever necessary, the other theoretical concepts will also be applied. In order to answer to the central question of this thesis, focus will at all time be on the communication between the ANWB department in Lyon and its French external services. 

A/ Mass media communication.

Mass media communication is the least applicable dimension to the subject of this thesis. On days with peaks in heavy traffic, it occurs that Dutch media report on the extra charge for patrolmen and service centres. This contributes to image building in the Netherlands, but this information does not reach the French target group. It would be extremely rare for French mass media (even local media) to dedicate an item to a Dutch road assistance service.

B/ Corporate communication.

Corporate communication takes place on organizational level and aims more for the target group investigated in this case: the external services the ANWB cooperates with. A typical example of corporate communication would be the corporate website http://www.anwb.nl. The ANWB has sections aiming for other companies: http://www.anwbgrootzakelijk.nl/ and http://www.anwbvoorbedrijven.nl/. Sadly those sections are available in Dutch only. The single section accessible in English is ‘About ANWB’. The ANWB department in Lyon aims for French external services, but the website contains no information at all in French. On the other hand, there is a yearly newsletter, published in French and sent throughout the entire network. For an extract of this year’s newsletter, see appendix 6. As it is sent only once a year, with 10 pages it is a rather bulky specimen for a newsletter. This medium is used by the company to repeat visions and goals, remind about procedures and tools, stress the importance of cooperation and to thank the good partners for the fruitful interaction. As it concerns written communication, the risks of miscommunication pointed out by Sila infoteur (2007) can be neglected. Applying the newsletter to the process of communication by Robbins (2005, p286-287) the sender thought his message through because it is a printed version. The channel leaves little room for interfering factors and the fields of experience of sender and receiver are equivalent. The biggest disadvantage of the newsletter is the fact that it leaves little or no room for feedback.

A less obvious form of corporate communication are the contracts that exist between a large number of French garages and the ANWB department. For an example of a contract, see appendix 5. Contracts are set up with garages in order to stimulate the interaction and create a clear structure with mutual agreements on procedures. Every year there is a new update of the contract. Normally there are not a lot of changes. However, the update is meant to show that the contracts are looked into every year and are taken very seriously (E. Hoek, personal interview, June 4, 2010). This is why they are considered as a particular form of communication with the French external services. Linking the contracts to the Tocom-model (Woudstra en Van Gemert, 1994), the ANWB department scores high grades with their use of this tool. Containing clearly outlined goals and especially the message sent out by the yearly update, these contracts represent the core of the model and the interaction with the second level. All this fits neatly in the organizational strategy which is represented in level one. Sadly, there are no real contracts set up with the rental agencies, but there are agreements on terms of price and volume (E. Hoek, personal interview, June 4, 2010). From the inquiry between ANWB-employees, however, very frequent complaints are noted on the availability of rental cars and the cooperation of rental agencies. Details of the enquiry can be found in appendix 7. 

C/ Interpersonal communication

It is in the dimension of interpersonal communication that a larger part of the communication between the ANWB department and its French external services takes place. Reaching the very heart of the Tocom model (Woudstra en Van Gemert, 1994), an enormous amount of one-on-one communication between Dutch ANWB-employees and representatives of the French external services takes place all day long, every day. As it shows from the Tocom model (Woudstra en Van Gemert, 1994), the skills and behaviour of the communicators will be every bit as important as the messages they bring, the tools they use and the possible symbolism in all this. The interpersonal dimension has an important place in the Tocom model (Woudstra en Van Gemert, 1994). The dimension of interpersonal communication should fulfil a substantial role in the communication strategy of the company because of the high frequency of contact with the external services. Sadly the ANWB management seems to underestimate the impact of the interpersonal communication to the goals, missions and strategy of the organization. This shows the non-existence of a communication strategy, risking an imbalance in the second layer of the Tocom model (Woudstra en Van Gemert, 1994). In addition, acommunication training is a privilege for permanent staff only. As will be further explained in chapter 3 training for seasonal workers is limited to very specific subjects in view of the job contents. In this tendency, the few communicational directives given to seasonal workers are practical advises aiming to offer the best possible service to their Dutch customers. It is stressed for instance that the dossier number must always be mentioned when contacting a garage or rental agency and a maximum amount of detail concerning the customer’s problem and location must be communicated. Even though this systematic communication and specificity will contribute to a good collaboration, it is not the fruit of a well-thought-out strategy. One loose directive that does fit into the theoretical concepts though, is the strong suggestion to rephrase the contents of the conversation in a clearly structured manner at the end of every dialogue, especially when on the phone. As suggested by Sila infoteur (2007), this is a well structured way of sending a message, thus avoiding confusion at the receiver’s side. It can also be incorporated in the process of communication by Robbins (2005, p285). Rephrasing the essence of the sent messages and received feedback, allows verifying if no physical obstacles stood in the way and if the personal fields of experience did not result in misinterpretation.

As mentioned before, the non-existence of a formal communication strategy provoked a lot of desk- and field research. Part of that field research consisted of participating in the yearly communication training for permanent staff members of the ANWB. This training was realized by Mr. Jeremy Steiner, communication-expert & Specialist in marketing (Communication training, March 17, 2010). During this training a lot of tips were supplied, especially on how to listen on the phone and how to react. Guiding principle in his presentation are the ‘attitudes of Porter’. These are five attitudes that were identified by Mr. Porter as common mistakes in reaction from a listener’s side. So, rather than focussing on the reception part of the communication process, this directive focuses on the feedback loop. In his training J. Steiner states that the five attitudes of Porter should be avoided when giving feedback, because they provoke on their turn negative reactions. These attitudes are: judging, interpreting, comforting, deciding for the other and systematic questioning (J. Steiner, Communication training, March 17, 2010). The only right reaction in this framework would be empathy. This structure’s focal point too, is mainly on the ANWB-employee in the conversation with the customer. The only part of the training that handled about communication with external services combined the theories of the process of communication with the most common communication errors by Sila infoteur (2007). The model used by Mr Steiner is not identical to the one treated earlier on in this thesis, but the principles are the same. Also, Mr Steiner gave general tips pointing out widespread mistakes in oral communication and it is only in this thesis that those are linked to the theory of Sila infoteur (2007). 

[image: image44.jpg]Poskiive. 55

Foslirgs b

Nogatie $

Prase 113 3 s
Eushaia. Cure Accuttuation  Stabe sate

ook

Timg =




(Source: Powerpoint presentation, Communication process, by J Steiner, 2010)
Just as in the model explained by Robbins (2005, p285), there is a sender, a canal and a receiver. Robbins (2005, p285) talks about the noise that stands for the physical barriers in the communication whereas Mr Steiner calls them parasites. Main parasites in the practice of the ANWB are often physical conditions. A garage can be a very noisy environment. In addition to this, according to Sila infoteur (2007), the listener will often make the mistake to try and do several things at a time. Chapter 3 explains how French culture risks to increase this menace. Another major parasite pointed out by Mr. Steiner is the high speed of talking. This especially applies to the people working at the garages or rental agencies. Sila infoteur (2007) phrased this as “Talking without leaving space for pause or interruption to the listener”. The limited pre-recording capacity of the listener could end up in hampered communication. Here too, the international aspect plays his role with the language barrier as a magnifying factor. Both Robbins (Organizational behaviour, 2005) and Steiner (Communication training, March 17, 2010) refer to the personal way of encoding and decoding messages. Robbins (2005, p285-286) labels it rather generally as ‘Field of experience’. Steiner (Communication training, March 17, 2010) calls it the ‘Frame reference’ and points out issues such as cultural- and social environment as well as education. These issues are treated in chapter 3: Practice of intercultural communication of the ANWB. 

This second chapter reveals that the organizational mix of Mintzberg’s simple structure and adhocracy (The structuring of organizations, 1979) results in an unstructured internal and external communication with very little coordination on this level. Main consequence is the non-existence of a formal communication strategy. This may cause an imbalance in the first and second layer of the Tocom model (Woudstra en Van Gemert, 1994) and has significant effects on the external communication. As for this external communication, regarding to mass media there is nothing available in French. Communication on corporate level is rather limited. A newsletter for the target group is published only once a year. The good use of contracts with several garages is a positive note, but sadly this has never been extended to the rental agencies. The process of communication as it is described by Robbins (2005, p285-286) and even more the top risks to miscommunication by Sila infoteur (2007) allowed identification of possible risks in the practice of interpersonal communication between ANWB-employees and the French external services they work with. Some of the conclusions of this chapter will be further applied in chapter 3, dealing with the cross-cultural communication of the ANWB department. Some conclusions will also be retrieved in the chapters treating the satisfaction of both the ANWB department and the external services in the field of their mutual communication. Many findings will also result in practical recommendations in chapter 7. 

3. Practice of intercultural communication of the ANWB
Misunderstanding among people from different cultural groups can occur in several areas. As was stated in chapter two, the very specific tasks of Dutch employees of the ANWB department in Lyon imply a lot of communication with French external services. In order to avoid miscommunications and exasperations from both sides, it is of capital importance to know in what areas Dutch and French communication styles differ.

3.1 Arrival of new recruits

On the official Richard Lewis website (Richard Lewis Communications, 2010) Lewis states that quite often, “a different culture is like an iceberg, with the most dangerous part hidden under the water. Some cultural characteristics like language, food or fashion are easy to notice and fun to explore and experience”
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Other traits tend to be surprising, puzzling or even frustrating. As they are often hard to notice, Lewis places them under the water in his ‘Iceberg of Culture’. The part of the iceberg that is under the water is not only less visible, but it also proofs to be the most dangerous. Differences in speech styles, listening habits, audience expectations and social norms may not be immediately noticeable, but are of major importance for ANWB-employees in their day to day communication with French external services. As the ANWB department in Lyon sets to work a significant number of newly recruited seasonal workers every year, it is important to point out the hidden dangers under the water to the starters. 

More obvious, but every bit as important is the language barrier between Dutch and French.  Personal enquiry for this thesis reveals a problem in terms of language knowledge among ANWB employees. A vast majority of the employees of the ANWB diagnoses language barriers and blames the barriers to themselves. 76 percent of the interviewees report to have personally experienced a language barrier and in order to limit the language barriers 55 percent admit that their own French language skills have to be improved. 
	Can you come up with a solution (solutions) to limit the language barrier?

	No
	4

	Yes
	14

	Yes,
	Improving your French, learning French
	10

	Yes,
	Giving French lessons to the employers
	1

	Yes,
	Practice
	1

	Yes,
	Improving the recruitment
	1

	Yes,
	Having more patience
	1


Source: enquiry executed with the ANWB employees
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Linking this poor language knowledge back to the Tocom model (Woudstra en Van Gemert, 1994) as it was explained in chapter 2, this poor language mastery affects the very heart of the model. It concerns skills and behaviour in interpersonal external communication and negatively affects the symbolism that is being spread out by the company as it may be interpreted as if communication with French external services is not a priority. However, fluent French and awareness of cultural differences do not guarantee a flawless integration process for new employees. In  “Cultures and organisations” Hofstede (2005, p 210) uses ‘The Acculturation Curve’ to explain the different phases a foreigner goes through when arriving in a new culture. Phase 1 is a, usually short, period of euphoria: the excitement of discovering a new environment, in this case, starting a new job. Phase 2 is when you start to realise that daily life kicks in, named the culture shock. Phase 3 is when you get used to the new situation and when you get into a rhythm, the so called acculturation phase. In Phase 4 the stable state has finally been reached (Hofstede, G. 2005, p 210). Currently, the ANWB doesn’t really take this process into account. Seasonal workers undergo a very short training programme, focussing on practical mastery of software tools, workflows and specific technical details of the job contents. In chapter 7 some specific recommendations are formulated to allow a better integration of new recruits in their environment and thus helping to avoid possible misunderstandings based on cross-cultural differences. These efforts may help in accelerating the process, but according to Hofstede (2005, p 210) “the acculturation curve can never be erased and the length of the time scale will also depend on the length of the expatriation period and the personality of the new employee.” 
3.2 Cross-cultural differences between the Dutch and the French.

3.2.1 The Lewis Model

To understand cross-cultural differences and focus on the most relevant things, Richard Lewis created a comprehensible model, known as the Lewis Model (Richard Lewis Communications, 2010). This model classifies cultures into three categories. Every category is identified by his core values and their consequent social and business behaviour. Even though most people are hybrid types, possessing qualities of all categories; Lewis has given the different nationalities and their cultural profile a specific place in his model. ((Richard Lewis Communications, 2010))
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Source: The Richard Lewis website, cross culture Figure 7: The Lewis Model by Richard D. Lewis

At first sight, the cultural profiles of the Netherlands and France are not that different. Both countries are placed on the same side of the model. This is not all that surprising, as each of them forms a part of the larger Western-European culture and the physical distance is not enormous. When taking a closer look though, France is placed quite high up to the multi-active corner, while the Netherlands are very close to the linear-active extremity. In “When cultures collide” Lewis (1996, p 223) states that two of the major areas where cross-cultural misunderstandings occur are speech styles and listening habits. It is precisely in those areas that typical behaviour of multi-active and linear-active cultures collides. As a general rule, being more multi-active, French will tend to interrupt conversations and do several things at a time. The more linear-active Dutch will mostly do one thing at a time, plan ahead step by step and will want to stick closely to a timeline (1996, p 30).  It will help Dutch ANWB assistants if they bear these theories in mind in their daily routine. Realising that it is not rude or personally offending for a French to interrupt the conversation or to address someone else while being on the phone, will avoid a lot of frustration from their own side. On top of that, it is a good idea to specify to the Dutch customers, that sticking to the planning is not always self-evident as this is generally less important in the French culture.

3.2.2 The cultural dimensions by Hofstede

As the previous theories have a general approach of cross-cultural differences and make a rather rough distinction between the two countries in question, it is an absolute necessity to apply the model of cultural dimensions by Hofstede (2005.part1, Dimension of National Cultures, p.43, 78, 120 and 168) “Geert Hofstede analyzed a large database of employees covering more than 70 countries. In later additions Hofstede (2005, p.43, 78, 120, 168) developed a model that identifies four primary Dimensions to assist in differentiating cultures: Power Distance Index - PDI, Individualism - IDV, Masculinity - MAS, and Uncertainty Avoidance - UAI.” (“Geert Hofstede Cultural dimensions”, 2009, “About...”, para. 4).
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This chart compares the scores from the Netherlands and France on all four of the primary dimensions defined by Hofstede. It shows where the main distinctions between people of the respective countries can be expected. What follows is an analysis of the scores of each country and the tangible consequences for the specific case of communication between Dutch ANWB employees and the French external services they work with.
Power Distance Index (PDI):

· With a score of 38, the Netherlands rank 61 out of 73 countries. This low score shows that Dutch attach little value to the difference between employees and their superiors. Hierarchy has little importance, there are fewer supervisory personnel and staff expects to be implicated in decision-making. 
· France on the contrary, scores a relatively high 70, which places them 22nd. Main consequence of their high score for this case is the existential inequality between higher and lower levels.
· As a result of the far greater importance French attach to hierarchy, Dutch employees need to keep a few general rules in mind.
· When addressing highly ranked personnel of the external services, they must always use the grammatical form of address ‘vous’, indicating their respect.
· In case of disagreement, French will very often ask to get in touch with a superior. This is not a form of disrespect or a sign of serious conflict, but a part of their cultural business behaviour. For this reason, it is essential that a dossier is always documented as completely as possible. Even though Dutch supervisors will rarely take initiative to look into it, they may need to get updated quickly and completely when French external services demand their intervention.
Individualism (IDV):

· Netherlands highest Hofstede dimension is individualism (IDV) at 80 (Hofstede, G. 2005, p.53), which ties with Canada as the fourth highest worldwide IDV ranking. The high Individualism ranking for the Netherlands is indicative of a society with more individualistic attitudes and relatively loose bonds with others. The populace is more self-reliant and looks out for themselves and have considerable freedom to adopt the own approach to the job. Furthermore, universalism is an important feature. 

· France too has a high score on individualism. It scores 71 and that places them only 9 ranks under the Netherlands. Generally speaking, they will therefore have similar strengths and weaknesses.

· Thanks to the small difference in the scores for individualism, there will be little occasion to cross-cultural misunderstandings as a result of this dimension. Universalism being of great significance to Dutch as well as French, they all agree that all customers should get the same treatment.

Masculinity (MAS):

· The lowest Hofstede Dimension for the Netherlands is Masculinity (MAS) at 14 (Hofstede, G. 2005, p.84), leaving only 2 countries behind. This low MAS Index value may be indicative of a low level of differentiation and discrimination between genders. In this culture, females are treated more equally to males in all aspects of society.
· With a score of 43 and ranked 47th out of the 73 countries, France has a significantly higher Masculinity index than the Netherlands. Careers are compulsory for men, optional for women. There is a lower share of working women in professional jobs.

· In day-to-day communication the difference in masculinity will not be a major factor causing miscommunications or vexations. 

· It will especially appear in specific cases. In the example where someone from the external service is asking to get in touch with a superior (see PDI), it is wise to pass on a male, simply because in their culture French expect men to be in charge.

· Special care should also be practiced by Dutch females whenever contacting the French garages as these are often subcultures where high machismo is present. 

Uncertainty Avoidance Index (UAI):

· The second highest Hofstede Dimension for the Netherlands is Uncertainty Avoidance (UAI) at 53 (Hofstede, G. 2005, p.113), compared to a world average of 64. A moderate UAI score may indicate a cultural tenancy to minimize or reduce the level of uncertainty within the population by enacting rules, laws, policies, and regulations to cover most any and all situations or circumstances.
· Uncertainty Avoidance is the highest Hofstede Dimension for France at 86, ranking 17th. This high score demonstrates the presence of a need for rules. There is a high need for precision and formalization; time is money and they have a great belief in technical solutions.

· Consequences for the intercultural communication between ANWB and the French external services:

· Most eye-catching symptom of the high Uncertainty Avoidance Index of the French is the constant recurrence of demands for written confirmation by fax, even after oral agreements. This is a finding reported by many employees and also results from an open enquiry that was presented to several external services.

	Which ways of communication do you prefer and why?

	Telephone (quick, easy and personal)
	9

	Both telephone (for clarification) as fax (for confirmation)
	8

	Fax
	2

	Neutral
	1


· Another result is the coming into existence of contracts between numerous garages and the ANWB. This way both parties can refer to written rules originating from reciprocal agreements.

3.2.3 Emotional communication according to Trompenaars and Hampden-Turner

Trompenaars and Hampden-Turner (1997, p 8) classified cultures along a mix of behavioural and value patterns. Their research focuses on the cultural dimensions of business executives.
In "Riding the Waves of Culture”, Trompenaars and Hampden-Turner (1997, p 8-9) identify seven value orientations. Some of these value orientations can be regarded as nearly identical to Hofstede's dimensions. Others offer a somewhat different perspective.

The seven value dimensions identified were:
   1. Universalism versus particularism.

   2. Communitarianism versus individualism.

   3. Neutral versus emotional.

   4. Defuse versus specific cultures.

   5. Achievement versus ascription.

   6. Human-Time relationship and.

   7. Human-Nature relationship.

This thesis considers Hofstede’s dimensions (2005, p.26, 53, 84, 113) as the guiding principle, but a focus on the distinction between neutral and emotional communication is regarded as an added value, all the more because Trompenaars lists Dutch as second most emotional worldwide.

Most Emotional Cultures
“Trompenaars’ analysis identified cultures in which emotions are expressed openly and naturally. People from the countries listed below can be observed smiling a great deal, talking loudly when excited, and greeting each other enthusiastically.” (Workman, D. 2008) As the list shows, Dutch tend to be the most emotional people, after Mexicans.
· Mexico
· Netherlands

· Switzerland
· China
· Brazil
· Commonwealth of Independent States 

· Italy, Venezuela

· Spain.
(Workman, D. 2008)

Communication Styles in Emotional Countries
“While not all emotional cultures share the same communication styles, there are some patterns.” (Workman, D. 2008) The more emotional countries, including the Netherlands, are known for an affective style of communication. In the affective communication style meaning is perceived through non-verbal signals. The message receiver must use his intuition to be able to decode what is being communicated. “The affective style requires the listener to carefully note what is being said and to observe how the sender is presenting the message.” (Workman, D. 2008) As concluded from the Lewis Model in 3.2.1, French are not attentive listeners. Being rather multi-active, they tend to try several things at once. This multi-active style is not compatible with the affective communication style most Dutch naturally apply. It is most likely that this will often result in loss of details or even complete misunderstandings. Therefore it is strongly advisable for the Dutch staff members to adapt their communication style to a neutral style, focussing on facts, figures and explicit data.
In order to be able to avoid miscommunications and vexation, this chapter investigated in what way Dutch and French communication styles differ. The ‘Iceberg of Culture’ by Richard D. Lewis (Richard Lewis Communications, 2010) was used to alert new emploees to hidden differences that may exist and the ‘Acculturation curve’ of Hofstede (2005, p.210) indicated the different stages people go through when arriving in a new culture. Another theory by Lewis, the Lewis Model (Richard Lewis Communications, 2010), was used to draw attention to the different speech styles and listening habits of the more multi-active French, compared to the linear-active Dutch. The cultural dimensions by Hofstede (2005, p.26, 53, 84, 113)  indicated clearly measurable contrasts between the two cultures investigated in this thesis. The theoretical contrasts were applied to the practice of Dutch ANWB employees communicating with French external services and several recommendations were formulated in order to avoid cross-cultural misunderstandings and irritations. Finally the risks of affective communication were explained linking the neutral/emotional dimension of the culture model of Trompenaars Hampden-Turner (Workman, D. 2008)  with the Lewis Model (Richard Lewis Communications, 2010).

4. Satisfaction from the ANWB in the communication with its French external services

In order to investigate to what extent the employees of the ANWB department find the communication with the external services satisfying, an enquiry was conducted amongst 20 employees, representing 75% of the operational staff at the time of the enquiry. Fitting the questions into the Tocom model (Woudstra E., Gemert, L. 1994) as treated in chapter two, the enquiry focuses on the very heart of the model asking questions regarding tools, messages and behaviour. It has been stated earlier on in this thesis though that the core of this model cannot be treated separately from the two other levels. In these two other levels major risks were identified in the shape of the non-existence of a formal communication strategy and the unstructured communication in general. Also the outcome of the investigation to cross-cultural influences on this type of communication will be considered upon analyzing the most striking results of the enquiry. Complete results of the enquiry between the Dutch employees of the ANWB department can be found in appendix 7. In general 45% of the people rate the communication between the ANWB department and its external services as reasonable. The main reason is that the employees find that there is a good communication thanks to a long cooperation between the ANWB department and the external services. 35% rates the communication as neutral. The people who voted neutral are rather satisfied with the communication, however they see some stumbling blocks such as the language and cultural barriers. 15% considers the communications as very effective, stating that both parties know each other and are very helpful. 5% evaluates the communication as moderate because of the fact that many employees speak poor French. The language barrier is often perceived as a main obstacle by the employees. Lewis placed language barriers on the visible part of the Iceberg in chapter 3. It is therefore logical that the language is one of the most eye-catching hindrances. The long lunch-break utilized by the French services is a cultural aspect that would be noticed when immerging deeper into a culture. Nevertheless it is being mentioned by over 60% of those noticing a cultural barrier. Because they are placed more on the multi-active side of Lewis’ model, it was pointed out that French attribute less importance to a time schedule than Dutch do. In this line, 50% of those finding that cultural barriers stand in the way of good communication blame the fact that customers have to wait longer because of bad communication. When looking into the top-list with mistakes in oral communication from the side of the speaker, ANWB-employees mainly signal that they receive messages from a sender speaking too fast. Feedback of ANWB staff regarding their interaction with garages and rental agencies arrests the attention to the fact that satisfaction of communication with garages is considerably higher than contentment after contact with rental agencies. 55 percent of the employees find the garages very friendly and helpful whereas 40 percent cannot even write something positive about the rental agencies. Pursuing this matter in greater depth, 30 percent of the Dutch employees report that the rental agencies are dishonest. The employees have the feeling that rental agencies lie about their stock when they hear that the car is needed for an ANWB customer. It has been proved that the rental agencies are not telling the truth concerning their stock. Proof was obtained by verifying the statements of rental agencies with the help of resacar (an on-line reservation web-site). Another 25 percent of the questioned employees stated that the value of cars is poor. Either the rental agencies do not have the right category available or there are no cars at all. As was concluded in chapter 2, contracts between the ANWB department and the French garages are considered as a very effective tool in corporate communication. Contracts improve the balance in layer one and two of the Tocom model (Woudstra E., Gemert, L. 1994). Considering the constant interaction between the layers of the model, the positive effect on the heart of the model where this communication takes place is obvious. As was diagnosed both at that same moment and in chapter 3, there are no official contracts between the ANWB department and the French rental agencies. The outcome of this enquiry indicates a high need of official contracts. The need for contracts can be explained by the moderately high score of the Netherlands on the Uncertainty Avoidance Index (UAI) of Hofstede (2005, p.113). Notwithstanding the fact that France scores significantly higher, the UAI is the second highest dimension of the Netherlands with a score of 53. As it was stated in the previous chapter a moderate UAI score may indicate a cultural tenancy to minimize or reduce the level of uncertainty by enacting rules, laws, policies, and regulations. Often being exposed to barefaced lies and unavailability of the required cars, the Dutch employees of ANWB give evidence of the high need of official contracts with the rental agencies in order to avoid the uncertainty in their partnership

From the ANWB side evaluation of communication with the French external services generally keeps the middle between positive and negative. Encountered obstacles fit neatly in the theories of Lewis, Hofstede, Woudstra-Van Gemert and Sila infoteur and a well-thought-out communication strategy could already offer a way out. Biggest lacuna is the absence of contracts as a corporate communication tool with rental agencies. Official contracts could answer the rather high need to avoid uncertainty of Dutch ANWB-employees as it was diagnosed by Hofstede.

5. Satisfaction from the external services in the communication with the ANWB department

The central question of this thesis is about satisfaction in communicational interaction between two parties. In order to know if the communication is satisfactory for the external services a telephone enquiry was held. In a first stage an enquiry focused on the interpersonal external communication. Later on, additional questions were added, assessing the need and satisfaction of communication on corporate level. Full transcripts of the respective enquiries can be found in appendices 9, 10 and 11. Results of the enquiries are analysed using Hofstede’s cultural dimensions (2005, p.26, 53, 84, 113) and the neutral versus emotional dimension of Trompenaars Hampden-Turner (Workman, D. 2008). 
On the level of corporate communication, the yearly newsletter appears to be a success. As much as 80% actually reads the newsletter, even if only briefly and even over 80% rates it as excellent or very good. The absence of a French corporate website is not experienced as a lacuna by the French external services. Only 15% would check it anyway. The high score of France on the Uncertainty Avoidance Index (UAI) of Hofstede has repeatedly been mentioned in this thesis. The need for certainty seems to be covered by the contracts as no one at all rates the quality of the contract as insufficient. In addition to that, the only extra need for corporate communication any of the external services (rental agencies included) can think of is a more frequent update of the contracts or newsletters. On the other hand rental agencies are not a claiming party for this kind of contracts. 60% of the rental agencies see no use at all in officialising contracts. Those who do see the use of it, would only consider it if it adds to their business or to mutual cooperation. The needs of the rental agencies seem to be very limited. From the telephone enquiry it can be concluded that the rental agencies consider the ANWB department as a provider of additional business. Rental agencies content in being contacted for individual cases. They prefer to be contacted by telephone and demand a specific confirmation fax from ANWB detailing time, place and car category. This last item corresponds to the high UAI in the theory of cultural dimensions by Hofstede (2005, p.26, 53, 84, 113). From the fact that rental agencies reply guardedly to the idea of contracts it can be presumed that they do not wish a high commitment towards the ANWB. From their point of view priority could be with their regular customers and as they mention themselves, the ANWB is then a provider of additional business.
For as far as interpersonal communication is concerned, the telephone enquiries show it can be stated that the external services are very satisfied with the available communication methods. Especially the combination of the telephone (to make clear agreements) and a fax (as a confirmation tool) is highly appreciated. In chapter 3, the score of 86 on the Uncertainty Avoidance Index (UAI) of Hofstede established the high need for sureness and the frequent demand for confirmation by fax was linked to this.

In chapter 2 it showed that Trompenaars (Workman, D. 2008) identified the Netherlands as the second most emotional culture in the world. The enthusiastic greeting and loud talking in combination with a very low score on the Power Distance Index (PDI) of Hofstede risks being interpreted as too direct, informal or even rude by the less emotional French who score a lot higher on the PDI. Because of the higher score on PDI a specific question on this area was asked in the enquiry. As an unexpected outcome, the majority (55%) of the French reports no difference in talking to Dutch employees over the phone. Others label the Dutch as friendly or polite and a surprising 20% even experiences the Dutch ANWB correspondents as politer than French. Where the Dutch employees face difficulties while calling their French external services, 98% of the services state not to have experienced language barriers and in case it would tend to happen, the services explain that they could then use their English skills. In general, garages as well as rental agencies are satisfied with the current way of communicating with the ANWB department in Lyon and feel very little need for any changes in this area. As resulted from telephone enquiries the high need of Uncertainty Avoidance as detected by Hofstede is covered. The difference in Power Distance Index doesn’t cause any annoyances, nor does the fact that Dutch tend to have a more affective style of communication according to Trompenaars (Workman, D. 2008). On the other hand rental agencies respond reluctant to the idea of formalising contracts. Furthermore, the fact that satisfactory from the side of the French external services is rather high doesn’t mean that no initiative should be taken from the side of the ANWB department. Specific recommendations will be formulated in chapter 7.
6. Conclusions

As the ANWB department in Lyon identified risks in the communication with their French external services from linguistic and cultural diversity perspective, the central question of this thesis aimed to find an answer as to what extent this communication is satisfactory to both sides. Several sub questions led to a thorough investigation. After extensive desk and field research, the matter was divided into five chapters. In those chapters the existing theoretical concepts were applied to the specific case of the ANWB communicating with its French external services.

From the first chapter it showed that the different activities of the company are treated by small individual units. They all fit in a mix of a simple structure and an adhocracy as they are identified by Henry Mintzberg (1979). Main consequence to the second chapter, dealing with communication in general and the specific practice of the ANWB, is the unstructured communication and the lack of coordination in the field of communication. The lack of structure and coordination shows the striking absence of a formal communication strategy. Negative effects for all aspects of the communication in the company were proven using the Tocom model (Woudstra E., Gemert, L. 1994). Further hazards in the communication of the ANWB were elaborated putting into practice the process of communication by Robbins and the top list of risks in oral communication by Sila infoteur (2007). Because the intercultural aspect of this communication is so specific, a separate chapter was dedicated to it. The Lewis model (Richard Lewis Communications, 2010),  Hofstede’s cultural dimensions and his acculturation curve were combined with one of the seven dimensions of culture defined by Trompenaars and Hampden-Turner (Workman, D. 2008). This third chapter demonstrated the importance of speech styles and listening habits and the value of being aware of cultural differences. Cross-cultural distinctions were put into practice and resulted in the phrasing of several recommendations that will be elaborated in chapter 7. Finally the satisfaction of both the ANWB department and the French external services each got treated in a different chapter. For each of them, findings of enquiries were linked to the theoretical framework.

The comprehensive research for this thesis produced clear answers to each and every one of the sub questions. Hence, looking at difference in culture and language, it is fair to state that satisfactory in communication between the ANWB department and its French external services is at a fairly high level for both parties involved. Nevertheless a significant number of recommendations can be found in the last chapter. Following these recommendations could certainly result in an even better communication from which both parties will benefit.

7. Recommendations

All through this thesis, several recommendations to improve communication between ANWB and its French external services have been formulated. In this chapter both minor and major recommendations are repeated, and elaborating on them some new ones are specified.
Without a doubt it would be a great added value to create a study group aiming to work out a formal communication strategy for the ANWB department in Lyon. The purpose of this thesis was at no point to create such a strategy, but nevertheless the conclusions that were made throughout the investigation should be taken into consideration. A well-thought-out strategy, with respect for the interaction between the different layers of the Tocom model (Woudstra E., Gemert, L. 1994) will certainly be beneficial to the entire department and not only to the communication with the French external services. In this study group at least one communication expert and one member of the higher management should be represented. Executive staff members should also form part of this study group because of their frequent contact with the external services. It is obvious that the part of the strategy focussing on communication with the French external services, will have to be created with respect for the findings on the cross-cultural practice of the ANWB. Focal points when creating this part of the communication strategy should be the Lewis model (1996), the Iceberg of culture (Richard Lewis communications, 2010) and the cultural dimensions of Hofstede (2005). A cornerstone in the creation of a communication strategy will be the structured announcement of the new strategy throughout the entire staff. The broadcast of the new communication strategy is essential when bearing in mind the negative effects of the mix of simple structure and adhocracy.
Another recurring shortcoming is the non-existence of contracts between the ANWB department and the rental agencies. In view of the moderately high score of the Netherlands on the Uncertainty Avoidance Index of Hofstede (2005, p. 113) it would be a good idea to formalise contracts with the rental agencies. These contracts should contain regulations on availability and rates. The chapter on the satisfaction of the ANWB department indicated that the absence of official contracts is a major obstacle in day-to-day reality for executive staff. Thanks to regular international drop-off costs, theANWB represents a large volume and high turnover for the rental agencies. The high turnover could be an occasion for the ANWB department to present itself as a major customer of rental agencies instead of muddling on as supplier of occasional business as which they are perceived at present. 
With regards to the arrival of the seasonal workers ANWB should more conveniently anticipate the acculturation curve of Hofstede (2005, p. 210) as explained in chapter 3. It would certainly pay off to offer ideal circumstances to the new colleagues in order to grow quickly into the phase of acculturation or, if possible, even a stable state as soon as possible. Phase 1 and 2 would be absorbed in a short training period. During this training period the invisible parts of the iceberg of Lewis (Richard Lewis Communications, 2010) must also be pointed out. During the phase of acculturation, supervisors are supposed to be available on the work floor in order to accelerate the adaptation to the new conditions. Also, cultural and sportive outings can be organised to allow a better view on the culture, a smoother integration in the new environment and better interaction with locals and their habits. Other aspects that should be elaborated during a compulsory training for everyone are the cultural dimensions of Hofstede (2005). Employees must at all times be aware of the higher Power Distance Index in French culture. They need to take the high PDI into consideration addressing highly positioned people at external services with ‘vous’ and knowing it is not abnormal for French to ask for a superior without giving offence. If Dutch employees are asked to pass through a superior, they would be smart to pass on a male superior. This complies with the higher Masculinity score of the French. Furthermore the training for all staff members could take advantage of the occasion to share the mission, vision and strategy of the company and its communication in view of a good balance between the cornerstones and respective layers of the Tocom model (Woudstra E., Gemert, L. 1994). As to complete the sharing of practical advice, Dutch employees should anticipate the multi-active side of the French avoiding affective communication. As French tend to try several things at a time, they cannot be expected to pay attention to the way a message is being transmitted. Therefore it is strongly advisable for the Dutch staff members to adapt their communication style to a neutral style, focussing on facts, figures and explicit data.Last but not least, it is essential that staff members cooperating with French external services have an excellent practical mastery of the French language. If this is not the case, radical language training imposes as it shows from the Tocom model (Woudstra E., Gemert, L. 1994) that the skills of the executive staff can be symbolically perceived by the external services as the importance the company pays to fruitful partnership with them.

A summary of the recommendations arising from this thesis proves that, despite the relatively high satisfaction of both parties in their communication with each other, there is still a lot of room for improvement. Implication of the recommendations given in this thesis will not only result in even better communication between the ANWB department and its French external services, but also in better internal communication.
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9. Appendices

9.1 ACTA structure
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9.2 ANWB structure
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9.3 Communication Training
Van 09.00 tot 13.00 

With: Jeremie Steiner

The 17th of March 2010 my supervisor, Trienke Glas arranged that I could participate in a communication training by Jeremie Steiner. Jeremie Steiner is a Specialist in marketing (Ajilon Sales Marketing & Events) He gives training in four sectors: Sales Promotion, Force de vente supplétive, Télébusiness and Commercial Training. He gives communication trainings to the employees of ACTA every year since 10 years.

Mr Steiner started by explaining the purpose of the training; understanding and discussing the big principles of communication. The following points would be analysed:

· The way of listening

· Specific words and expressions on the telephone

· Knowing how to discover the real purpose of the phone call 

· Knowing how to find an accord with your service provider 

· Argue a proposition, explain it and conclude the phone call by connecting with each other

In the introduction one thing came already very clear; in order to évoque the conversation the questions always have to be formulated ( directive and positive. 

To explain the development of communication, Mr Steiner used the following Schema.


[image: image4]
Source : Powerpoint of Jeremie Steiner. 

He explained that during a message there are different activities you can participate in:

You can (
think

formulate



say



hear



listen

 

understand

   

do

After all of these activities we only remember 10 %
 of what has been said

According to Mr Steiner there are parasites who cause the conditions that make that we don’t remember everything. The following are the most frequent ones:
· Physical conditions

· noise

· speed of talking 

· The heat, the air 

If you are on the phone with someone it is very important to put some time and effort in understanding each other. (Questioning, allow the other party to ask questions, do not judge and often refrase)

Mr Steiner showed (by means of percentages) the difference in a face to face communication and a communication via telephone.
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The chart table show that during a face to face communication the Non-verbal part is the most important aspect with 55% whereas 

Negative expressions are not stimulating. However, it is hard to say something negative in a positive way. And it is important of course to be directive and honest. Nervertheless the following table shows that it is possible to formulate expressions in a positive way.
· No! ( It would be hard to do this, however, what we can do is….
· I don’t have time ( I will do it as soon as I can.

· It’s not possible ( It will be difficult to realise since…. 

· I don’t have time at this moment ( I will do it as soon as possible

· I don’t know ( I will look into that

· It’s not covered ( your contract covers……. 

· You don’t have the right ( You have the right to…..

Agressive expressions (judging)

· No !

· Brèf ! 

· So !

· And then!! …

· I have better things to do

· Be clear !

· So rap it up (quick)

Doubtful expressions 

· Are you sure ?

· I think……

· It seems…

Degrading expressions (who minimise the situation). In Stead of being degrading, it is better to be comforting. 
· Little lady
· Don’t do like this.

· It’s not bad.
· It’s nothing!
Worrying expressions
· Ouh no!
· Ah oké, that’s bad !

· Ah…..

Compelling expressions (directive)

· You have to
· Immediately
· Now!
· It has to be done
Conditional Expressions
· You could
· It is possible
· Eventually 
In the end Mr Steiner asked us if we wanted to have more points of interest pointed out. 

For the new stagiaires who have difficulties with the language ( the best way is to start by learning and memorising some forms of politeness. Besides, the stagiares should start the conversation by explaining that their French level is not high, but that they will try their best (to create empathy on the other side)

Conclusion:

It was a very interesting training. I learned a lot of new things. To conclude the training it can be said that it is very important to communicate with each other!

9.4 Categories of rental vehicles

	
 


	 
	 
	 
	 
	
 


	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	VT
	Modèles
	local
	nation.
	intern.
	Frais d'abandon
	Mt / j en local
	Mt / j en Nat

	 
	A
	POUR INFORMATION UNIQUEMENT
	41,61
	125,33
	244,19
	202,58
	41,61
	125,33

	 
	B / EDMR
	Renault Clio
	45,09
	128,81
	278,02
	232,93
	45,09
	128,81

	 
	C / CDMR
	Renault Megane
	46,95
	130,67
	301,09
	254,14
	46,95
	130,67

	 
	D / IDMR
	Renault Laguna
	60,66
	144,38
	314,80
	254,14
	60,66
	144,38

	 
	E / FDMR
	Renault Velsatis
	89,98
	173,70
	386,45
	296,48
	89,98
	173,70

	 
	F / FDAR
	Mercedes Classe C
	89,98
	173,70
	386,45
	296,48
	89,98
	173,70

	 
	H / IVMR
	Renault Scenic 5 places
	60,66
	144,38
	314,80
	254,14
	60,66
	144,38

	 
	I / EXMR
	Renault Kangoo
	45,09
	128,81
	278,02
	232,93
	45,09
	128,81

	 
	K / XVMR
	Renault Scenic 7 places
	89,98
	173,70
	386,45
	296,48
	89,98
	173,70

	 
	L / IDAR
	Mercedes Classe A Auto
	46,95
	130,67
	301,09
	254,14
	46,95
	130,67

	 
	M / PDAR
	Mercedes Classe E Auto
	179,44
	263,16
	476,46
	297,03
	179,44
	263,16

	 
	N / SVMR
	Minibus 9p
	140,88
	224,60
	437,38
	296,50
	140,88
	224,60

	 
	O / FVMR
	Renault Espace
	140,88
	224,60
	437,38
	296,50
	140,88
	224,60

	
 


	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 


	
 


	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 

	VT
	Modèles
	local
	nation.
	Mt / j en loc
	Mt / j en Nat

	EBMR
	Yaris (A/C)
	42,36
	144,02
	42,36
	144,02

	EDMN/R
	Polo 5p
	
	
	
	

	EVMR
	Kangoo (A/C)
	
	
	
	

	CDMR
	Golf; 307 (A/C)
	45,91
	147,57
	45,91
	147,57

	IVMR
	Touran - Scénic
	55,81
	157,47
	55,81
	157,47

	SDMR
	Passat - Laguna
	
	
	
	

	IVAR
	Scénic auto
	77,21
	178,87
	77,21
	178,87

	SDAR
	Laguna Auto
	
	
	
	

	PDMR - FDMR
	Vel Satis / Mercedes C
	72,21
	173,87
	72,21
	173,87

	SWMR - IWMR
	Passat Break
	
	
	
	

	FVMR
	Espace
	108,71
	210,37
	108,71
	210,37

	PDAR
	Mercedes C Auto
	115,04
	216,70
	115,04
	216,70

	SVMN/R
	Mini bus
	193,08
	294,74
	193,08
	294,74

	EFMR
	Kangoo 4x4
	59,95
	161,61
	59,95
	161,61

	IFMR
	Nissan X Trail
	86,60
	188,26
	86,60
	188,26

	FFAR
	Nissan Terrano
	178,19
	279,85
	178,19
	279,85

	FFMR
	Huyndai Santa Fee
	173,19
	274,85
	173,19
	274,85

	
 


	 
	 
	 
	 
	 


	
 


	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 

	VT
	Modèles
	local
	national
	internat.
	Frais d'abandon
	Mt / j en local
	Mt / j en Nat

	A
	POUR INFORMATION UNIQUEMENT
	42,85
	126,57
	371,75
	328,90
	42,85
	126,57

	B
	Fiat punto - 5 portes
	46,38
	142,06
	375,28
	328,90
	46,38
	142,06

	C
	Ford Focus
	48,83
	144,51
	377,73
	328,90
	48,83
	144,51

	D
	Renault Laguna
	61,59
	157,27
	390,49
	328,90
	61,59
	157,27

	E
	Peugeot 607
	91,09
	186,77
	419,99
	328,90
	91,09
	186,77

	F
	Mercedes A180 auto
	91,09
	279,39
	569,49
	478,40
	91,09
	279,39

	G
	Mercedes E270 auto
	150,56
	338,86
	628,96
	478,40
	150,56
	338,86

	H
	Opel Zafira- 7 places
	65,24
	160,92
	394,14
	328,90
	65,24
	160,92

	I
	Renault Espace
	141,79
	330,08
	620,19
	478,40
	141,79
	330,08

	Y
	BMW X3 
	141,79
	330,08
	620,19
	478,40
	141,79
	330,08


9.5  Example of a contract between ACTA and a garage

Convention de Services 

Prestataires Indépendants – Groupe ACTA

Entre les soussignés :

	Raison Sociale / Nom
	

	Représentée par 
	 

	En qualité de 
	 

	Adresse du siège social
	

	N° SIRET
	 

	RCS
	

	N° TVA Intracommunautaire
	 

	Agissant pour
	 


Ci-après dénommée « le Prestataire »

Et

	ACTA SA
	Société anonyme au capital de 2 200 000 euros

	Représentée par 
	Madame Thea MAAT

	En qualité de 
	Directrice Générale  

	Adresse du siège social
	Parc des Tuileries BP 28 F 69578 Limonest Cedex

	N° SIRET
	385 107 180  Code APE 748 K

	RCS
	385 107 180 Lyon

	N° TVA Intracommunautaire
	FR 45 385 107 180 00023

	Agissant pour
	Son propre compte et celui de ses actionnaires


Ci-après dénommée « Groupe ACTA »

IL A ETE CONVENU ET ARRETE CE QUI SUIT :

Objet

La présente Convention de services a pour objet de définir les conditions dans lesquelles le Prestataire s’engage à intervenir, en qualité de Prestataire agréé auprès des Clients de Groupe ACTA sur le Territoire français.

Intégration dans le réseau

En contrepartie de son intégration dans le réseau Groupe ACTA, le Prestataire s’engage à être joignable toute l’année, 24H/24 et 7J/7, et à exécuter en priorité les prestations objet de la convention, quel que soit le jour ou l’heure à laquelle Groupe ACTA lui demande d’intervenir. A défaut, le prestataire s’engage à avertir Groupe ACTA de toute difficulté affectant sa disponibilité.

Le Prestataire s’engage à informer Groupe ACTA, dans les meilleurs délais, de tout risque de retard par rapport au délai convenu lors de l’appel de mission. 

Plus généralement, le Prestataire s’engage à exécuter les Prestations avec qualité et conformément aux stipulations des articles ci-après.

Engagements de Groupe ACTA

Les Clients, victimes d’un incident immobilisant leur véhicule, contactent Groupe ACTA et indiquent leur situation géographique.

Groupe ACTA fait appel au Prestataire compétent sur le secteur.

Groupe ACTA s’engage à indiquer au Prestataire les renseignements en sa possession, nécessaires à la bonne exécution des Prestations : type de prestation demandée,  lieu d’intervention, numéro de dossier correspondant à la mission, les éventuelles conditions et plafonds de prise en charge, etc… 

L’éventuel dépassement du plafond indiqué est à la charge exclusive du bénéficiaire, sauf accord de prise en charge exceptionnelle et explicite de Groupe ACTA. 

Ces informations font l’objet d’une confirmation écrite par fax.       

Accueil.

L’accueil sur le lieu de panne et /ou dans vos locaux. 

La qualité principale de cet accueil passe par la courtoisie vis-à-vis de nos clients.

Le Prestataire Groupe ACTA met à la disposition des clients des locaux d’attente qui répondent aux critères suivants :

Salle d’attente tempérée.

Sièges.

Toilettes.

Téléphone.

Distributeur de boissons (optionnel).

L’ensemble des points énumérés doit être d’un aspect irréprochable.

Personnel.

Les intervenants sont tous titulaires de leur permis de conduire en cours de validité et en rapport avec les véhicules utilisés.

Les membres du personnel ont reçu une formation en adéquation avec l’activité exercée au sein de l’entreprise, et suivent au moins 2,5 jours de formation continue par an. 

L’entreprise doit être en mesure de fournir sur demande de Groupe ACTA les pièces justificatives de la formation des membres de l’équipe.

Matériel - Intervention dépannage.

Matériel 

Le Prestataire Groupe ACTA doit intervenir au moyen de véhicules respectant la législation en vigueur.

Les véhicules sont annuellement contrôlés par les services concernés et disposent tous de documents légaux en cours de validité (carte blanche dans les catégories A, B, C ou E selon l’arrêté de 1975)

L’entreprise dispose d’au moins un véhicule d’intervention acceptant 4.6 tonnes de charge utile.

Les véhicules d’intervention utilisés doivent être propres et en parfait état (carrosserie, peinture...) et être équipés du matériel d’intervention définie par le 

cahier des charges « Matériel  de Dépannage Préconisé par Groupe ACTA » 

(Voir détail Annexe 1 : Matériel de Dépannage Préconisé par Groupe ACTA) 

Le Prestataire s’engage à intervenir avec des véhicules ne faisant pas référence aux  constructeurs  automobiles ou aux sociétés d’assistance concurrentes de Groupe ACTA.

 Intervention : procédures administratives et qualitatives

Pour chaque mission confiée par Groupe ACTA : 

Pour chaque intervention, le Prestataire s’engage à remplir et à signer systématiquement les fiches d’intervention et à les présenter au Client pour avis et signature, ainsi qu’au garage réparateur. 

Chaque fiche sera en trois exemplaires, le premier sera remis au Client, le second sera transmis au garage réparateur et le troisième sera conservé par le Prestataire. 

Ce document doit être conforme à la norme NF en vigueur.

Les informations annotées sur ce document font foi et l’absence d’état descriptif et / ou des signatures est opposable au Prestataire.    

Les intervenants doivent être équipés d’une tenue d’intervention neutre et propre ( EN 471 classe 3 mini).

La société s’engage à utiliser systématiquement des housses de protection (volant, siège, tapis, levier de vitesse).

Disponibilité.

La disponibilité est le critère fondamental de l’activité Assistance. 

En conséquence, le Prestataire s’engage à assumer toutes les missions qui lui sont confiées 7 jours sur 7 et 24 heures sur 24 et ce toute l’année. 

Le Prestataire s’engage à être sur le lieu d’incident en moins de 45 minutes dans 90% des cas.

En cas de difficultés à respecter le délai moyen d’intervention communément admis dans l’activité (30 à 45 minutes), le Prestataire communique le délai réel à l’opérateur du plateau d’assistance de Groupe ACTA.

A ce titre, le Prestataire s’engage sur le délai qu’il a lui-même communiqué.

Si la mission ne peut être assumée, l’intervenant  doit contacter la plate-forme Groupe ACTA dans les plus brefs délais afin qu’une alternative puisse être mise en œuvre.

Dans le cadre de la gestion du dossier, le Prestataire s’engage à suivre les instructions de la plate-forme Groupe ACTA. 

Description des différentes interventions.

Le Prestataire s’engage à établir systématiquement  un diagnostic pour toute mission dépannage confiée, et à privilégier la solution technique permettant la poursuite du voyage du Client dans des conditions optimales de sécurité et fiabilité.

En outre, chaque fois que c’est possible, le Prestataire s’engage à dépanner sur place le véhicule du Client, afin d’atteindre l’objectif de 60% de dépannage sur place sur l’ensemble des missions acceptées.   

Dépannage sur place / Immédiat et Pièces de Rechange.

Action technique qui consiste à remettre le véhicule en état de marche de façon définitive ou provisoire.

Cette action technique ne doit en aucune manière remettre en cause l’intégrité mécanique du véhicule, ni nuire à la sécurité des utilisateurs du dit véhicule.

Le dépannage peut avoir lieu sur le lieu de panne ou dans les locaux du prestataire. 

Groupe ACTA laisse à la discrétion du dépanneur le choix d’effectuer l’opération sur le lieu de panne ou dans ses locaux.

Les éventuels remplacements de pièces se feront uniquement avec le consentement confirmé par fax de la plate-forme Groupe ACTA.

Les pièces de rechanges utilisées doivent obligatoirement être de qualité équivalente d’origine et bénéficier d’une garantie internationale. 

Ces précisions doivent être justifiées par présentation de facture d’achat sur simple demande de Groupe ACTA.       

Remorquage.

Action technique qui consiste à déplacer un véhicule du lieu de panne, soit jusqu’au garage de la marque du véhicule le plus proche, soit jusqu’au garage indiqué par Groupe ACTA. Le prestataire s’engage à utiliser le matériel adapté  (panier, plateau, double cabine ou cabine profonde) pour le remorquage et le transport des personnes physiques.

Pour des raisons de sécurité et d’image client, il est préconisé d’éviter, dans la mesure du possible, de transporter les personnes à l’intérieur du véhicule évacué.   

Le Prestataire s’engage à informer  Groupe ACTA de l’adresse de dépôt du véhicule dans les plus brefs délais : en aucun cas ce délai ne pourra dépasser les 90 minutes après la transmission de la mission par la plate forme  Groupe ACTA. (ou 90 minutes après l’heure d’intervention en cas de rendez-vous)          

Transport  

Action technique qui consiste à déplacer un véhicule d’un lieu différent du lieu de panne vers un autre : par exemple le déplacement d’un véhicule en panne des locaux d’un RA vers un autre ou d’un véhicule réparé du lieu de réparation vers le domicile du client.

Ces transports sont soumis à la législation spécifique en vigueur. 

Par conséquent ces missions ne seront confiées qu’aux sociétés en règle vis-à-vis de cette législation.               

Le prestataire s’engage à utiliser le matériel adapté (panier, plateau, double cabine ou cabine profonde) pour le transport du véhicule et de ses occupants.

Pour des raisons de sécurité et d’image client, il est préconisé d’éviter, dans la mesure du possible, de transporter les personnes à l’intérieur du véhicule évacué.   

Livraison

Action technique qui consiste à déplacer un véhicule du dépôt initial vers un lieu où sa remise en état pourrait être entreprise, effectuée par la même entreprise dans la continuité du remorquage initial.   

Déplacement

Action qui consiste à se diriger vers le lieu d’incident indiqué par Groupe ACTA, sans pouvoir exécuter la mission initiale pour les raisons suivantes : 

Absence du client

Client s’est dépanné entre-temps

Etc…

Rappel Fin de Mission

Le prestataire s’engage à rappeler systématiquement dans les 90 minutes après la transmission de la mission par la plate forme Groupe ACTA pour communiquer le résultat de son intervention (dépannage sur place / remorquage, etc…) ainsi que le diagnostic établi. (ou dans les 90 minutes après l’heure d’intervention en cas de rendez-vous)          

Entreprise

Le Prestataire s’engage à souscrire toutes les assurances relatives aux divers risques inhérents à son activité (ex : attestation d’assurance professionnelle spécifiant la responsabilité civile en matière de dépannage remorquage)

L’entreprise doit être en mesure de produire tous les documents relatifs à son inscription au registre du commerce et des sociétés.

Litige – Responsabilité

En cas de malfaçon d’une réparation ou d’un remorquage par le Prestataire, et à défaut d’accord à l’amiable entre les parties, Groupe ACTA se charge de la mise en cause de la responsabilité du Prestataire par l’expert de son choix, sur le territoire français ou dans le pays d’origine du client. 

Dès sa mise en cause, le Prestataire s’engage à immédiatement saisir sa compagnie d’assurance et informer Groupe ACTA des références du dossier assurance. 

A défaut, le Prestataire sera tenu d’accepter les conclusions de l’expert et d’indemniser le client indépendamment de sa société d’assurance si le rapport d’expertise engage sa responsabilité et à compenser les indemnités que Groupe ACTA pourrait avoir à supporter de ce fait.

Préférence du client.

La plate-forme Groupe ACTA indique au Prestataire la démarche à suivre pour le bon déroulement de l’intervention.

Cependant, une fois le diagnostique établi par le Prestataire, le client exprimant un autre souhait qui semble cohérent, le Prestataire s’engage à reprendre contact avec la plate-forme Groupe ACTA afin d’obtenir un accord.

Obligation de réserve – Image commerciale.

Le Prestataire s’engage à ne pas émettre de jugements préjudiciables sur le véhicule de l’utilisateur ou sur les marques qu’il traite par l’intermédiaire de Groupe ACTA.

Le Prestataire s’engage à ne pas nuire à l’image de Groupe ACTA dans le cadre du déroulement de la prestation d’assistance.

Il est dépositaire de l’image commerciale de Groupe ACTA et mets tous les moyens en œuvre pour en assurer la promotion grâce à la qualité de la prestation fournie.

Le non-respect de cette clause par le Prestataire se traduira par une résiliation immédiate. 

Facturation

Le Prestataire s’engage à facturer les interventions conformément aux accords tarifaires signés avec Groupe ACTA, dès la fin de mission et au plus tard dans les 15 jours après la fin de mission.

Le Prestataire s’engage à transmettre avec sa facture une fiche d’intervention récapitulant les circonstances de l’intervention, à savoir :

Heure d’appel,

Heure d’arrivée sur le lieu de panne,

Heure de fin de mission,

Résultat de l’intervention,

Diagnostic,

Distance totale parcourue pour la mission.

Tout autre donnée à vérifier lors de votre intervention (par exemple procédure SEAT)      

Lors de la visite annuelle d’évaluation, le Responsable Régional en charge du Prestataire pourra effectuer un audit de la facturation afin de valider la bonne application de la politique tarifaire de Groupe ACTA.

En contrepartie, Groupe ACTA s’engage à régler les factures dans un délai maximum de 45 jours date de réception des factures. 

Sont exclus de ce délai les factures non-conformes, incomplètes ou contestées.     

Evaluation Qualité :

Le Prestataire accepte que Groupe ACTA se réserve le droit de procéder à une évaluation qualitative du Prestataire une à deux fois par an par toutes personnes  dûment habilitées par Groupe ACTA.

Cette évaluation portera sur les points suivants :

respect des délais d’intervention ;

respect des tarifs d’intervention ;

taux de refus d’intervention ;

taux de joignabilité téléphonique ;

qualité de l’accueil du Client ;

qualité du diagnostic de la panne ;

taux de dépannage sur place ;

qualité de la réparation effectuée sur place ;

qualité du remorquage du véhicule du Client ;

qualité de la livraison ;

qualité du parc de véhicules d’intervention (nombre ; état ; propreté, équipement) ;

qualité du personnel d’intervention (nombre, présentation, qualification, formation continue) ;

qualité des locaux de l’entreprise (état, propreté).

Elle sera effectuée sur la base d’une part des enquêtes réalisées sur place, d’autre part, des différents documents administratifs en la possession de Groupe ACTA (factures, fiches d’intervention, réclamations des Clients, statistiques internes...)

Les résultats de chaque évaluation seront communiqués au Prestataire dans un délai 30 jours.

Durée

La présente convention est conclue pour une durée de six (6) mois et pourra être dénoncée par chacune des parties, sous réserve du respect d’un préavis de un (1) mois.

A défaut de dénonciation dans les conditions exposées ci-dessus, la  convention se renouvellera ensuite par tacite reconduction pour une période d’une année. Chaque partie pourra mettre fin à l’accord par lettre recommandée avec accusé de réception sous réserve du respect d’un préavis de soixante (60) jours avant le terme de la convention.

Résiliation

Dans l’hypothèse où l’une des parties ne remplirait pas ses obligations, la partie non défaillante pourra mettre fin à la convention par simple lettre recommandée avec accusé de réception, relatant les manquements de la partie défaillante. Si trente (30) jours après cette notification, la partie défaillante n’a rien fait pour remédier à la situation, le présent accord prendra fin. 

L’accord se termine automatiquement si la société du Prestataire cesse son activité, fait l’objet d’un changement de statut, d’une vente ou si la société déménage et pour tout autre changement au registre du commerce (extrait K-bis).   

Par conséquent, le présent accord  ne peut être ni cédé ni transféré sans le consentement préalable écrit de Groupe ACTA.          

Invalidité d’une Clause

La reconnaissance de l'invalidité d'une clause n'affectera pas la validité du reste de la convention et de toute autre clause et les parties s'engagent à négocier de bonne foi pour remplacer ou modifier la clause invalide.

Convention

 La présente convention annule et remplace tous les accords antérieurs entre les parties, écrits ou verbaux, ayant le même objet.  

Toute modification de la présente convention sans accord préalable de Groupe ACTA, entraînera la résiliation de celle-ci.    

Abandon de Droit

Le défaut de la part d'une partie concernant la demande de la stricte exécution par l'autre des termes ou conditions mentionnées au présent accord ne sera pas considéré comme un abandon de ses droits par cette partie et chaque partie pourra, à tout moment, demander la stricte et complète exécution par l'autre des obligations imposées par l’accord.

Droit applicable - Attribution de Juridiction

La présente convention est soumise au droit français.

En cas de difficultés concernant l'interprétation ou l'exécution de cette convention, les parties s'efforceront de résoudre leur différend à l'amiable.

En cas de désaccord persistant, les Tribunaux de Lyon seront seuls compétents.

Prescription

Toute demande ou action par une partie au titre de l’exécution par l’autre partie des obligations résultant de la présente convention devra être formulée dans un délai maximum d’un an (1) à compter de l’exécution des Prestations.

Fait à Limonest, le 16 novembre 2010 FORMTEXT 

16 novembre 2010

En deux exemplaires dont un pour chacune des parties
Pour Le Prestataire,
Pour Groupe ACTA, 

Nom :
Nom : William REJONY

Fonction :
Fonction : Responsable Réseau


Date et Signature :
Signature :
 

Cachet société :
Cachet Groupe ACTA 


9.6 Extract from Newsletter by ACTA
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9.7 Results of the survey amongst the Dutch employees of ANWB
Dear Colleague,

The purpose of this survey is to investigate the communication between ANWB and its French services. The subject of the questions is related to your personal experience with garages and rental agencies. I will appreciate your collaboration for this survey. Your identity will remain anonymous. There are 10 questions and it will take approximately 5 minutes. Thank you in advance! 
Results of the survey amongst the 20 employees:

1) Age: 
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Number of people per age-group.

Conclusion:

People from different ages work for the company, but it is mainly a young team.

2) Nationality: 
All participants to this survey have the Dutch nationality.

3) Name one positive and negative aspect that you experience while calling a garage:
	Positive aspect when calling a garage

	They are often very friendly
	7

	Helpful
	4

	They know you if you say ACTA and therefore are helpful
	2

	Structured
	2

	When you are friendly and you speak a little French (when you show some effort) the garages are friendly and helpful
	1

	work pretty fast
	1

	They know what they are talking about
	1

	arrangements between A garages and ACTA very clear
	1

	good for my French skills
	1

	Despite of the language you are understandable
	1


Conclusion:

The majority grade the garages as very friendly. Overall the employers are very positive about the garages.

	Negative aspect when calling a garage

	No patience
	4

	Unfriendly
	3

	Sometimes a mechanic is hard to understand because he talks to fast.
	3

	No knowledge of technical terms
	2

	Abrupt
	2

	None
	2

	they do not really take into consideration if you don’t speak French fluently
	1

	- hard to understand especially in the South because of the accent
	1

	language barrier
	1

	Chaotic
	1

	Long breaks
	1


Conclusion:

The majority finds that as a negative point the garages are impatient. A remarkable thing is that a big part is of the opinion that garages sometimes talk to fast. In my opinion there is a link with the use of technical terms and talking fast. A majority of the people do not really understand technical terms, therefore it is understandable sometimes what the mechanics tell and therefore it seems as if the mechanics talk really fast

4) Name one positive and negative aspect that you experience while calling a rental agency:

	Positive aspect when calling a rental agency

	Nothing
	8

	Friendly
	6

	Helpful
	3

	Patient
	2

	They are quick
	1

	Good communication
	1

	Polite
	1


Conclusion:

It is very remarkable that a big majority of the employers can not name any positive point of the rental agencies. Apparently there is a big difference in this way between the garages and the rental agencies. On the other hand, there is another majority who thinks that the rental agencies are very friendly. 

	Negative aspect when calling a rental agency

	Not telling the truth.
If they here that your from ACTA they suddenly don’t have cars anymore
	6

	Often not the right category available or even nothing
	5

	Abrupt and impolite
	3

	Long waiting time
	3

	Having the feeling that they are not doing their best for us (unhelpful)
	2

	They do not let you finish your sentences
	1

	Prefer not to let their cars go international
	1


Conclusion:

There are a lot of negative points given. Of the negative points there are two outstanders. The majority complains about the availability of rental cars. Either there are no cars in the desired categories, or there are no cars at all. 

On the other hand there is another majority who has the feeling that whenever they call out the name of the company that effects the availability of the cars. 

In my opinion there is a liaison between this and the opinion that is expressed about the fact that the employers think that the rental agencies lie about there stock. 

5) Have you ever experienced a language barrier?
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	 Have you ever experienced a language barrier?

	No
	5

	Yes
	16

	Yes,
	My French level is insufficient.
	5

	Yes,
	Sometimes they talk to fast.
	4

	Yes,
	Miscommunications.
	2

	Yes,
	Different interpretations.
	2

	Yes,
	When the French go into detail about technical details I don’t always understand.
	1


Conclusion:

In this case there are two opinions who stand out both with the same amount of percentage. One majority is of the opinion that there is not a language barrier at all.

Another majority states that there is a language barrier due to the insufficient level of French from the employer’s side. This is an interesting point to look into

6) In case you answered yes to the previous question

6a) Do you have the feeling this language barrier stands in the way of a good communication? 
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	Do you have the feeling this language barrier stands in the way of a good communication?

	No
	7

	     No,
	Normally they stay helpful.
	5

	     No,
	You can ask your colleague for clarification.
	2

	Yes
	6

	     Yes,
	Miscommunications
	4

	     Yes,
	When it doesn’t go well having an irritated feeling and things unclear for yourself.
	2

	Maybe
	5

	     Maybe,
	When you don’t understand each other it can évoque irritations and miscommunications.
	5


Conclusion:
Again two opposite opinions have the same amount of votes. On one hand it is said that in case of a language barrier it does not have tot stand in the way to a good communication, because either the garages and rental agencies stay helpful or because you can ask your colleague for help. 

On the other hand it is said that language barriers can stand in the way to a good communication since these language barriers can lead to irritations and miscommunications because of misunderstandings. 
6b) Can you come up with a solution (solutions) to limit the language barrier?
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	Can you come up with a solution (solutions) to limit the language barrier?

	No
	4

	Yes
	14

	Yes,
	Improving your French, learning French
	10

	Yes,
	Giving French lessons to the employers
	1

	Yes,
	Practice
	1

	Yes,
	Improving the recruitment
	1

	Yes,
	Having more patience
	1


Conclusion:

A very big majority of the employers came up with the same solution to limit the language barrier, which is to improve the level of French from the Employers side. This could already be one of my recommendations in the end. 


7) Which means of communication do you prefer? (more than one answer is possible)
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	Which means of communication do you prefer?

	Telephone
	15

	Telephone,
	More personal, direct
	8

	     Telephone,
	Because you can review and talk over certain aspects directly
	5

	Telephone,
	Confirmation
	1

	     Telephone,
	Clear
	1

	Fax
	7

	Fax,
	Everything is written clearly
	2

	Fax,
	Easy, fast and efficient
	2

	Fax,
	On paper (written proof)
	2

	Fax,     
	Confirmation tool
	1

	E-mail
	3

	E-mail,
	Everything is written clearly
	1

	E-mail,
	Because you can make a lot of appointments
	1

	     E-mail,
	On paper (written proof)
	1

	Others
	1

	Others,
	A combination of all.
	1


Conclusion:

The telephone is by far the most preferable means of communication on the side of the people working for acta. The two opinions mentioned the most are that it is more personal and you can try to prevent miscommunications or answers. 
There are also a lot of people who prefer both the telephone to make all the appointments and a fax for conformation. 

8) While calling do you notice any cultural barriers? (the language, norms and values, habits etc.)
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	While calling do you notice any cultural barriers?

	No
	7

	Yes
	13

	Yes,
	The break between 12h and 14h
	8

	Yes,
	Dutch people are direct whereas the French are more polite
	5

	Yes,
	French people are less friendly
	1

	Yes,
	French people have a temperament
	1


Conclusion:

The majority says that a culture barrier that is remarkable is the break between 12h and 14h. In my opinion not only the people who start working for acta for the first time have problems with it. But also our Dutch clients who are not used to these breaks. The unpleasant part of the story is that people have to wait two hours sometimes (in the worst case) even with small problems 

9) In case you answered yes to the previous question, 
9a) are these barriers standing in the way of a good communication?
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	Do you have the feeling this cultural barrier stands in the way of a good communication?

	No
	8

	     No,
	As long as you adapt yourself. 
	4

	     No,
	As long as you stay businesslike
	1

	Yes
	4

	     Yes,
	The customer has to wait longer because of bad communication
	2

	     Yes,
	That it will end up in no relation anymore
	1


Conclusion:

Surprisingly the majority is positive about it and states that as long as you can (learn to) adapt yourself to the situation, barrier etc. it does not have to stand in the way to a good communication.

9b) ) In case you answered yes to question 8, can you name the two most striking cultural barriers? (for example the way of greeting, the way of communicating)

	What are the most striking cultural barriers?

	Politer
	2

	The breaks in the afternoon
	2

	Abrupt
	2

	Not giving a name
	2

	Less direct
	1

	No patience
	1

	Only one way possible
	1


Conclusion:

There are 4 points who came back. The politeness compared to the Dutch, whereas there unpoliteness was also named more times. Then the fact that the garages and agencies never mention there own name, whereas the Dutch see this as a normal thing. Then the breaks between 12h and 14h are mentioned again. 

 10) How would you grade the communication between ACTA and its French services in general?
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	How would you grade the communication between ACTA and its French services in general?

	Very good
	3

	Very good,
	Because the know who we are and are very helpful.
	3

	Reasonable
	9

	Reasonable,
	Normally it works (good cooperation)
	4

	Reasonable,
	Sometimes miscommunications
	2

	Reasonable,
	Garages earn more money thanks to ACTA, so they are friendly and helpful
	1

	Reasonable,     
	We’ve been working together for years.
	1

	Neutral
	7

	Neutral,
	Especially during high season more problems
	

2

	Neutral,
	It depends on the language skills, your self-confidence, knowledge of the differences
	1

	Neutral,
	There are enough employers you speak good French
	1

	Moderate
	1

	Moderate,
	Many employers speak pour French
	1

	Poor
	0


Conclusion:

In general the Dutch employers at ACTA are pretty positive about the communication in general. A positive point they name often is that because of the long relation between the services and ACTA it always works out well. There are also a fewe who are neutral.

Thank you very much for your cooperation!

9.8 Complete version of the telephone survey with the services

Introduction:

Goodmorning /Afternoon. I hope I am not disturbing you? I wondered if you could help me with something, I will explain myself. My name is Renée Schelle, I am working for ACTA assistance. At this moment I am doing an investigation over the external communication between ACTA assistance and you. I address myself to you because I value your opinion very much, your opinion will be very important for my results. And in the end hopefully we will all benefit from the investigation. The survey will not take longer then 5 minutes of your time. 

1) Do you recognise directly if you are talking to a Dutch person?

[image: image16.wmf]Do you recognise directly if you are talking to a Dutch person?

Yes

19

No

3


	Do you recognise directly if you are talking to a Dutch person?

	No
	3

	Yes
	19

	Yes,
	The accent
	17

	Yes,
	The insufficient language level
	1

	Yes,
	The way of phrasing the sentences
	1


2)How do you find the Dutch people on the phone (their politeness, their structure, their comprehensibility etc.)? Are there big differences between you and them?
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	How do you find the Dutch people on the phone (their politeness, their structure, their comprehensibility etc.)? Are there big differences between you and them?

	Politer than the French 
	4

	Polite
	3

	Friendly
	2

	No difference
	11


3)Have you ever had difficulties with a Dutch employer on line, that it was just impossible to get somewhere?
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	Have you ever had difficulties with a Dutch employer on line, that it was just impossible to get somewhere?

	No
	20

	No,
	But English could be a good tool.
	8

	Yes
	4

	Yes,
	Due to technical terms
	4


4) Which ways of communication do you prefer and why?
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	Which ways of communication do you prefer and why?

	Telephone (quick, easy and personal)
	9

	Both telephone (for clarification) as fax (for confirmation)
	8

	Fax
	2

	Neutral
	1


Well we have come to the end of the interview, thank you very much for your time! 

Have a nice day!

9.9 Enquiry between external services on newsletter and corporate website

	Are you aware of the fact your company receives a yearly newsletter from the ANWB?

	No
	3

	Yes
	17



	Do you (or someone else in the company) read the newsletter?

	No
	4

	Briefly: highlights and what applies to me
	14

	Yes, completely
	2



	What do you think of the quality of this yearly newsletter?

	Excellent
	4

	Very good
	13

	Sufficient
	3

	Insufficient
	0
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	How often should this newsletter be sent?

	Yearly, as it is now
	9

	1 per semester
	4

	Quarterly
	3

	Monthly
	4
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	If a corporate ANWB website existed in French, grouping useful information, would you use it?

	No, if I want information I make a call.
	17

	Yes
	3
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	In your opinion is there a need to more corporate communication?

	No
	15

	Yes
	5

	Yes, more frequent updates of the contracts
	3

	Yes, more frequent newsletter
	2

	Yes, other communication, for instance:
	0
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9.10 Enquiry about contracts with garages
	Are you (or is someone in the company) aware of the existence of contracts between the ANWB department and your company?

	No
	2

	Yes
	13
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	What do you think of the quality of this contract?

	Excellent
	7

	Very good
	5

	Sufficient
	3

	Insufficient
	0
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	How often should this contract be updated?

	Yearly, as it is now
	7

	1 per semester
	2

	Monthly
	0

	Only when necessary
	6

	Never
	0
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9.11 Enquiry about contracts with rental agencies.

	Are you in favour of creating formal contracts (specifying rates, volumes, categories and availability) between your agency and the ANWB? Please motivate your answer.

	No
	9

	     No,
	There is absolutely no need 
	5

	     No,
	Things work fine as they are
	4

	Yes
	5

	     Yes,
	If it can improve our business
	2

	     Yes,
	If it can improve our mutual cooperation
	3

	No comment
	
	1
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9.12 Interview with Johan Tissher
Interviewer: Renée Schelle

Interviewee: Johan Tissher

Company: Acta assistance

Job title: Mobility and service supervisor

So first of all I would like to thank you for your time.

Before we start I will explain a little bit about the subject (the purpose) of my thesis. I have to investigate to what extent the communication between ACTA and its services (rental agencies and garages) is to both sides satisfaction. So let’s start: 

1) What is your Education background?

2) Can you go through your experience in your professional field (number of years and job titles?)
3) Name and job title (within ACTA)
4) What are your daily activities?

5) During your daily activities, have you ever experienced miscommunications. If so with whom and how did this happen.

5) There are rental priorities with rental companies, how did these priorities come about?

6) What difficulties do you face when it comes to calling a rental agency for a rental car?

7) I have been calling rental agencies and asking the people working at acta for their opinions. And striking is that rental agencies do not recognise big communication problems, whereas the people working at acta do, 

Do you know where this comes from?

8) Can you think of ways to improve the service in order to prevent more miscommunications? 

9.13 Transcript of the interview with Johan Tissher. 

R : Well, thank you very much Johan Tissher to be with me today and first of all I would like to thank you for your time. That you uhh wanted to put some time to uhh, to uhh sit together with me to do this interview.

J: well not a problem

R: (laugh) uhm, before I start I would like to explain a little bit what my purpose is of the thesis I’m doing here.So the thing is I’m investigating to what extent the communication between acta and its French services, so the rental agencies and the garages, uh in what extent is it to both sides satisfying. So I have been conducting uh surveys amongst people working at acta already to know their opinions and I’ve been calling with garages and rental agencies uh to know their opinions too. So and now I would like to uh here an opinion of an expert, so uh , I don’t know if you have any questions before we start

J: uhmmm, Yes I do, uhm, would you like my opinion uhh on inside communication or external communication.

R: On the external communication so the communication we acta have with the rental agencies in this case and the garages

J: I might have some questions during the interview

R: That’s okay

J: To uhhh…..to get more dept to the questions

R: perfect, that’s perfect feel free to do so

J: okay

R: that’s what we’re here for

J: we’ll do

R: okay! So uhm tell be about you’re education background, soo 

J: okey well I’m uh a Dutch scolar, I’ve done uh I have a degree in Law, Dutch law witch I have obtained in 2007 when I lived in France uhm

R: Sorry you uhm did you’re degree in law in France?

J: I did my degree in Dutch Law

R: yeah

J: At a Dutch University

R: yeah

J: When I was living in France

R: Ohh!oké; that’s funny, oké

J: So uh, that’s what about my academic background

R: oke and after that you started directly with your work…. 

J: actually I started before

R: You started before already? Can you explain a little 

J: uhmm..Well I started in 2005 here for one season

R: oké

J: and..uh since my girlfriend is French I decided to move to France in 2006 and uh afterwards I decided that I had to finish my studies uh or not it would be a waste of time

R:uh, I can understand

J: So I finished my final thesis in 2007

R: um

J: on copyright 

R okey so actually you have been working yeah for acta since 2005 when you did your season in 2005 

J: I did my season in 2005

R: And after that?

J: After that I had a break of 6 months uh I left end of august 2005 and came back

In april 2006

R: Oké.. for good actually?

J: Uh hopefully not!

R: (laugh) you never know

J: You never know indeed

R: oké, uhm so you’re professional field is actually since 2006 here at acta. Have you ever done something else besides

…………………………………………..

R: Uhm..So at this moment uh what is your jobtitle within acta?

J: Officially my jobtitle is chef de l’assistance. 

R (laugh)

J: Witch means uh, Callcenter agent

R; oké…

J: Assistance agent

R: oké

J: that is what I’m hired for officially

R: uhum

J: as you might know uh mutable persons have uh extra tasks to take care of um and I’m responsible for the hire car procedures and uh seasonal work within the ANWB

R: um oké and uh what are your daily activities at this moment

J: At this moment?

R: At this moment.

J: Searching Hire cars

R and J: (Laugh)

J: No, at this moment. In this period I’m searching hire cars in… Within the actual structure they are testing right now to see if it’s going to work

R: Oké

J! why or not

R: uhum

J: umm well in this period I’ve been doing some prepesori work for the season uhm, so recruitment, writing the procedures and creating new tools to work with.

R: Oké, uhm Just a little question besides

……………………………………………………

R: uhm so back to business, during your activities at this moment you are saying that you are hiring cars

J: uhum

R: And have you experienced miss communications until know?

J: plenty 

R: and

J: plenty 

R: And can you explain a little bit more 

J: miscommunication always has uh its origin in a difference between what is said and what is wanted 

R: Okay, (laugh) That’s a good one. Um and uh can you give an example uh one really obvious miscommunication? 

J: Oh Yes, uhm with let’s first take a go, we can ask certain companies to deliver rental cars in abroad in exterior uhm I, or its main seat or headquarters or one of its smaller depots, And I remember one time there was a colleague who organised a delivery of a car to a client via the headquarters whilst having contact with the depot.

R: oh noo

J: Witch mend that there were

R: Two

J:  Two cars on the road

R: Oh my goodness (laugh) oh yeah that’s uh yeah, that’s something that 

J: that’s a clear miscommunication

R: Yeah. That’s a clear miscommunication. And uh on grounds of uh for exemple the , because you talk a lot of French uh people on the well who are working for the rental companies. Do you recognise for example cultural differences or language barriers or?

J: …………………………….

J: And that is most, mostly due to the level of experience of the foreign language it self

R; uhum

J: of the persons

R: uhm

J: and the high season you have a whole lot of persons who do not speak well French. Off-season we still have a whole lot of persons who do not speak French well but they are a whole lot less. 

R: and more experienced I think right?

J: let’s make a division between three categories of persons

R:  okay

J: uh Firstly those who already work here for more then a year

R: uhum

 J: those who work here for a season and those who have been hired or given a full contract after a season. Those who work here longer then a year they still mite have some troubles but normally their French should be sufficient to have good conversation and to avoid miscommunication.

R: uhum

J: those who are in the high season might have a level uhum of French understanding that is not sufficient to have good conversations and to avoid misunderstandings if they already have some understandings

R: uhum

J: And those who are hired after the season for a full contract, they will develop their sense of French communication. And in due time they will prevent miscommunication because of their understanding of the language.

R: That is a good answer. Umm, as I already said in the beginning I have been calling with rental agencies and garages and uh I found something really striking, because apparently according to and the garages and the rental agencies there are not really miscommunications in terms of language and in terms of culture because they think that it goes, all in all it goes pretty well. The only thing I I really say that was really inviting with everything they said is that they said that there was a difference between high season and low season. That sometimes in the high season of course they sometimes they get in contract with people who are not really good in French and then it’s a little bit harder, but normally they get in contact with people who talk French like, who talk French sufficiently so whereas the survey’s I got back from the people who filled them in at work, they almost all uh did find culture barriers such as that the French are sometimes um impolite, that they don’t understand, because they don’t understand them. Or that uh they especially the rental cars the people have the idea when they call the rental agencies that whenever they hear the name ACTA assistance that they directly say: ahh, we don’t have any cars and mostly they say that it’s because of the fact that they think when we give a car to a …. A private client that they gain more money and if they don’t have a lot of cars left then they choose that uh besides or, in stead of our assistance

J: uhm, did you have …the answers you had from that survey of the colleagues on the work team uhm did they come from, from who did they come from? from, if you look at the three categories I just described did they equally respond.

R: well the people who are working hear for a long time, either they say ‘I can understand that there’s a culture barrier’, or ‘I, I experienced that a colleague of mine had a culture barrier’ So that means that apparently they don’t really have a culture barrier, but the people who are not working their for a long time or you know, so I think there’s a, there’s a link with the people who are not that experienced or who uh have the language barrier and I can understand to that if you have uh, if you talk to somebody they and they don’t understand you then of course they can be a little bit uh

J: Harsh

R: Harsh or but uh there is a thing, everybody said it, almost everybody but it is true that the people who are more experienced they only had it from the colleagues, from experience of their colleagues. 

J: okey

R: So yeah

J: uhm because, I , I recognise what you’re saying. I recognise that sometimes persons have the idea that cars aren’t given because we are a assistance and most probably it is true up to some uh, up to some extent

R: uhum

J: However, I cannot say that it is uh structurally a problem and uh well if I just go to the culture, culture barrier, difference of culture uh French persons or French service providers are of not always that serviceable. Especially if they do not speak the language well

R: uhum

J: uh would you say I recognise that if someone doesn’t speak uh the language very well sufficiently that they will be harsher or shorter in their answers

R:uhum

J: At the same time they don’t really have any choice. Because, if you don’t understand one another you have to speak in key terms 

R:uhm

J: There isn’t any space for grey airier 

R: No. 

J: You have to uh; you have to concentrate yourself on Yes-No

R: um

J: Right-wrong

R: um

J: Available-not available

R: um

J: and you’d have to say that Dutch people are experts in saying yes-no, right-wrong

R: Normally yeah, yeah

J: Normally indeed, 

R: (smile)

J: uhm so when they have those conversations with those French service suppliers um it might be a bit harsh, but might actually be perfect communication

R: okay, um

J: However, it can be experienced as being uh on agreeable 

R: um

J: and probably there is a pass of being on agreeable in it 

R: uhum, I find it really funny because normally I heard some French people saying that Dutch people are very very direct and now it´s so funny that reading the results of the survey. That some Dutch people find the French people direct, but I think…..

J: I think that there is a big difference between them and a big coincidence between them and Yes Dutch persons, Dutch people are very direct or directive

R: um, uhum

J: French persons are not direct but they are directive, only they present it in a different way 

R: uhm

J: Which are agreeable. Uh French persons have a way of formulating their sentences as being the schoolwork’s of art. 

R: (laugh)

J: When Dutch persons say anything it’s just blood

R: uhum

J: And clear but it’s still blood.

R: hum

J: So

R: And that can make a big difference, rea ah. That can be a big reason of the miscommunications to right? I mean.

J: I, I didn’t say that that could be, that could be a source of miscommunications

R: uhum

J: uh, only that it’s a source of non-communication

R: uhm, hum, okay

J: Afterwards you have a level of understanding and being an expert in of the language itself

R: uhum

J: You say something which you do and do not understand

R: uhum

J: And that might give some miscommunication

R: hum, Well that can happen to everbody

J: uhum, I think so to

R: hm, Well if we think of miscommunications, in this case I can, I can summarise that especially there would be some miscommunications to people who are uh either not really experienced yet, which is really normal, especially the people who are not uh, who don’t have the ability to speak French as, as, sufficiently. 

J: uhum, uhum, 

R: So, uh do you have any, any ideas or ways to improve uh the them to improve the way of communication between for example the new people and uh the sea, sea seasoners, and uh the rental agencies for example

J: uhum

R: You’re relaxing? (Laugh)

J: Yes I am, I am. Uhm, I do see several uh, several options

R: uhum

J: Either they’re not really doable directly

R: Okay

J: They can speak up. One of the first things that you could do is use more tools to avoid direct communication such as, such as email, reservations online

R: To avoid them?

J: To avoid direct communication

R: And, and why?

J: If you avoid direct communication

R: uhum

J: And you can just have something in a system

R: okay

J: it just gives a Yes or No

R: Just like a fax or a 

J: No, no for instance, like a fax or uhum like uh resacar

R: okay, so a service where you uh

J: Resacar is an on-line based reservation system in which we can organise rental cars for small or large delays.

R: uhum

J: I won’t go in to deeply because there can be miscommunication afterwards.

R: (laugh)

J: It would be one of those tools> It wouldn’t work directly because that tool isn’t perfect

R: okay

J: uhm, another thing is, is to make a sort of that the persons that you hire already have a certain basis of French knowledge which diminishes the level of, of miscommunication compared to other seasons

R: uhm, uhm yeah?

J: A lost way would be to create intermediates

R: uhum

J: persons who are there to translate. And that would take to much money, to much persons so it wouldn’t be done  

R: um, okay and…

J: And google translater is not the answer

R: (laugh) no okay. It can be a little tool, a little tool but you’re right it is not really

J: It can be a little tool for a sentence who is not longer than five words. 

R: um, and otherwise (laugh)

J: .eithy years for a translation of a whole paragraph. I pretend  from further comment.

R & J: (laugh)

J: however, uhm, this is mostly uhm, I had a point to make concerning those who already do have experience

R: um

J: which were I see some miscommunications at that level as well

R: uhum

J: uhm, most specialities more concerning the rental agencies

R: uhum

J: And uh regularly we have contact with rental agencies in which we ask for certain destination, certain type of car

R: uhum

J: Uh which is confirmed in premier, in first instance

R: uhum

J: and which is denied in second instance because allegedly it would not be clear

R: oh

J: the, it, there could be miscommunication as in that the one did not understand the other

However in low season when everyone does understand French it’s highly questionable.

R: um

J: So if miscommunication or, well miscommunication has place on that level uhm we’d have to raise our questions concerning the honesty of the partner with which we have had our conversation

R: um and uh If you recognise that there are some dishonesty, dishonesty parts from the part of the rental agencies uh what do you do when they are in that perspective, do you uhm send them a letter showing them that you don’t appreciate, or do you just stop the contract or?

J: No, it’s not likely that we stop the contract, because it’s on a very low level

R: uhum

J: uh, in the chain of order, of hierarchy we are at the bottom

R: uhum

J; uhm, when we call a rental agency we have an agent on the other side of the line which is on the bottom of that hierarchy so we do have miscommunication with on another but we could uh remount that information up to a higher level 

R: uhum

J: In order to have better communication at that level

R: uhum

J: However, communication at that level it has other interests then the, the spares problems you had with this office, that office, that office or that day, that day, that day.

R: uhum because it’s to hard to 

J: No, no it’s not hard, it’s not hard uh you just hope the next time you have the same person online it will be better, because it is important to express uh what has been said, what has been accorded you’re disagreement with that.

R: of course, yeah, okay. Uhm well I think I’ve heard enough. Oh I just wanted to come back, Just one more time to the tools you’ve told me about 

J: uhum, hum

R: the way that could make the communication uh better, that could improve it. You talked about the use of more uhm avoid the use of directive tools, more direct tools sorry

J: uhum, uhum

R: Uhm because for example the resacar you told me about uh you said that this is not doable either because it’s not perfect

J: uhum

R: and do you mean not perfect, are you talking about the resacar that the service is not perfect yet or.. okay, okay

J: Let’s give you an example, uh if you book a car in resacar in lets say Gahor at this moment for return intenational it might pass, but we’re sure to have a client who is going to ring us back who’s going to say that they don’t have a car

R: oh, and 

J: that’s because uh, there are mutable reasons for, I don’t know why exactly but most probably 

R: uhm

J: uh the agency itself does not uh update it’s uh it’s stock online regularly

R: oh okay

J: that’s why it’s not perfect

R: okay and that’s why it’s not doable at this moment

J: not doable for a direct reservation

R: okay

J: it’s doable for a long term uh reservation

R: uhum

J: uhum because you, they or, they have the possible to come back to you and say well it’s not possible

R: okay

J: uh, however I do see resacar as a good tool for reservation directly

R: uhum. Okey, Well we have come to the end. I would like to thank you again very much for your time and wish you good luck today with finding cars

J: (laugh) Thank you very much. And you good luck with your thesis

R: Thank you!
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