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The article is devoted to the study of the emotional intelligence as a component of successful business intercultural
communication in the 21st century. The author notes that a high level of emotional intelligence among the staff of a busi-
ness structure contributes to the improvement of communications, the formation of a favorable psychological climate in the
team and a strong corporate culture. This forms the basis for effective teamwork, generation of innovative ideas, effective
management solutions and their implementation. Emotional intellect is supposed to be a soft skill that a specialist of the
future should possess. It was established that emotional intellect as one of the most important factors for successful inter-
cultural business communication. The author also claims that to develop emotional intelligence, a person needs to focus
on four points: awareness, self-esteem, motivation, and adaptability. The development of each of the components forms
the development of the corresponding emotional-intellectual strategy in general and effective communication particular.
As a result of the research, it was found out that The main elements of the communication model are: participants: sender
and recipient; message; communication channel, i.e. means of information transmission; means of communication; the
target audience of communication, which is represented by both local and more general goals, and the interests of the
participants. The article claims that the main problem of conditions for the emotional intelligence as a part of expressive
communication,giving examples of reliance on the emotional sphere of the partner, the use of artistic and aesthetic means
of influencing all sensory channels. The author notes that in business communication between partners, very specific com-
munication barriers can arise. The reasons for their appearance are different but a proper level of emotional intelligence
helps to face them successfully whatever they are.

Key words: emotional intelligence, intercultural business communication, effective communication, sender of informa-
tion, receiver of information, feedback, emotional-intellectual strategy, communication barriers.

CratTio NpUCBAYEHO JOCNISKEHHIO EMOLNHOIO IHTEMEKTY SK CKMagoBOoi YCMILLHOT MXKKYNBTYPHOIT AiNOBOI KOMYHiKaLii
y XXI ctonitTi. ABTOp 3a3Hayae, L0 BUCOKUIA piBEHb EMOLLIMHOIO IHTENEKTY YYaCHWKIB MiXXKYNbTYPHOI KOMYHIiKaLii cnpusie
NOKpAaLLEHHIO SKOCTI Lliei KOMYHiKaLii, pOpMyBaHHIO CIPUSATAMBOIO MNCUMXOMNOrYHOTO KMiMaTy Ta MiLlHOT KOpNopaTUBHOI Kynb-
Typw ii yyacHukiB. Came Lie CTBOPHOE OCHOBY Ansi epeKTUBHOI KOMaHAHOI poboTwW, reHepauii iHHOBaUiHWX igew, edek-
TUBHMX YNPaBMiHCbKMX pilleHb Ta iX peanidauii. ABTOp AOBOAWTb, O eMOUiNHUIA iHTenekT — ue soft skill, skum noBuHeH
BOMNOAITU (haxiBeLlb MaibyTHLOro. BcTaHOBNEHO, LLO EMOLINHUIA IHTENEKT € OQHUM i3 HAMBAXNMBILLMX )AKTOPIB YCMILLHOIO
MDKKYTNBTYPHOrO Ain0BOro CnifikyBaHHS.

ABTOp TakOX CTBEPOXKYE, LIO AN PO3BUTKY €MOLIMHOrO iHTENEeKTy NoAUHI HeobXigHO 30cepeguTucs Ha YOTUMPbOX
MOMEHTaX: YCBIAOMIMEHOCTi, CamMOOLjiHLi, MOTMUBALii Ta 3gaTHOCTI A0 aganTaduii. PO3BUTOK KOXXHOMO 3 KOMMOHEHTIB (hopMye
PO3BUTOK BIigNOBIAHOI EMOLIHO-IHTENEKTYanbHOI CTpaTerii 3aranom i ehekTMBHOI KOMYHiKkaLii 3okpema. ABTOPOM Haro-
NOLYETHCS, L0 OCHOBHUMM €NeMeHTaMM KOMYHIKaLiiHOT MOAENi € y4acHuKkW, TOOTO BignNpaBHUK i ogepkyBay iHchopmaLlii;
NOBIJOMIEHHS; kKaHan 3B’s3Ky, TO6To 3acib nepenadi iHopmalLii; 3acobu koMyHikauii; Lini cninkyBaHHA, ski NpeacTaBneHi
AK NTOKaNbHUMM, TaK i Binbly 3aranbHUMKU 3aBAAHHAMU Ta iIHTEPECAMM YYaCHUKIB; 3BOPTHUIA 3B’A30K, TOGTO OOMIH 3MiCTOB-
HOIO Ta OLIHOYHOIO peakLielo NapTHepiB Ha iHOpMaLio | TOBEAIHKY OAWMH OZHOTO.

Y cTaTTi po3rnAHYTO BaXNMBICTb CTBOPEHHS CNPUATIIMBMX YMOB POPMYBAHHS €MOLINHOMO iHTENEKTY SK CKNagoBoi
€KCNPEeCcuBHOI KOMYHiKaLii, HAaBOAATbCA MPUKMIaaM Onopu Ha eMOLUiiHy cdepy napTHepa, BUKOPUCTaHHS XYOOXHbO-
€CTETNYHMX 3ac0biB BNMUBY Ha BCi CEHCOPHI kKaHamu.
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Ha pymky aBTOpa, KOMYyHiKaTuBHI Gap’epu € romoBHOK MPUYMHOK BiNbLIOCTI KOHMMIKTHUX CUTYaLin Y4aCHWKIB
KOMYHIKaTMBHOIO NMPOLECY, L0 NPU3BOANTbL A0 BUHUKHEHHS NONichoHii NornsaiB Ha NeBHi Nogiji, pisHe TPaKTyBaHHSA SBULL
Ta Nogin, BiMIHHICTb B CTpaTerisax NoBeAiHKN yYaCHMKIB KOMYHiKaLji.

ABTOp 3a3Havae, Lo B 4iNOBOMY CMifKyBaHHi MiX napTHepamy MOXYTb BUHUKATU JOCUTb CreundivHi KOMYHIKaTUBHI
6ap’epw. MpuyrHM X NOSIBM Pi3Hi, ane HanexHui piBeHb eMOLINHOTO IHTENEKTY Aonomarae ycnilHo ix gonatu.

Knio4yoBi cnoBa: eMOUilHUA iHTENEKT, MiKKYNbTypHE AinoBe ChifikyBaHHS, edeKTUBHE CNinKyBaHHS, BignpaBHUK
iHopmalii, ogepxyBad iHchopmaLlii, 3BOPOTHWI 3B’A30K, EMOLIHO-IHTENEKTyanbHa cTpareris, KOMYyHIKaTuBHiI 6ap’epu.

Problem statement. The 21st century dictates
new rules for humans in general and for their com-
munication in particular. Emotional intelligence has
widely become an area of focus in psychological,
economic and linguistic literature. Despite the grow-
ing significance and research, many of the attempts
to generate all the ideas are incomplete. The inter-
est in the category "emotional intelligence" is due
to the transition to a society type where intercultural
communication is the key, and a person with his
own knowledge, competences, skills and abilities
becomes the main resource of the business. It should
be noted that a high level of emotional intelligence
among the staff of a business structure contributes to
the improvement of communications, the formation
of a favorable psychological climate in the team and
a strong corporate culture. This forms the basis for
effective teamwork, generation of innovative ideas,
effective management solutions and their implemen-
tation. Emotional intellect is supposed to be a soft
skill that a specialist of the future should possess.

Literature review. The term "emotional intel-
ligence" (later also called EQ) was first defined by
P. Salovey and J. Meyer (P. Salovey, J. Meyer) in
1990. They showed that general intelligence is actu-
ally less important for success in life and work than
EQ i.e. accumulation of skills not directly related
to academic skills. In modern psychological and
linguistic research, the researchers’ main focus of
attention is aimed at understanding the sense of this
phenomenon and highlighting its structural com-
ponents. Thus, in the structure of emotional intel-
ligence, J. Mayer and P. Salovey singled out four
components: 1) perception, evaluation and mani-
festation of emotions; 2) facilitation of thinking i.e.
using emotions to increase the efficiency of thinking
and activity; 3) understanding emotions; 4) emotion
management (Mayer & Salovey, 1993). The research
of efficient communications in business organization
as well as the role of the emotional intellect is paid a
lot of attention in both foreign and national works of
classical (A. Giddens, G. Pocheptscov etc.) and con-
temporary researchers (I. Shavkun, Y. Dybchinska,
N. Khymytsia, Yu. Klark, W.Elving, R. Werkman
K. Bennebroek-Gravenhorst, etc). These scientists
analyse emotional intellect as one of the most impor-
tant factors for successful business communication.

The aim of work is to identify the peculiarities
of emotional intellect as a a component of successful
business communication.

Results and discussions. Emotional Intelligence
(Emotional Quotient) is the ability to recognize emo-
tions, intentions, motivation, desires of oneself and
other people and manage it. The skill helps to solve
practical problems and achieve goals in life and at
work. People with developed emotional intelligence
are able to negotiate with other people, make deci-
sions and respond correctly to negative situations
[10].The concept of emotional intelligence became
popular after the publication of the book of the same
name by science journalist Daniel Goleman in 1995.
This researcher insists that successful leadership is
bound to emotional intelligence. He quotes the data
of Harvard University research which states that the
success of any activity is determined by hard skills,
knowledge and intellectual abilities for only by 33%
and by emotional competence for 67%. Besides, these
figures are even more substantial for the executives
where only 15% of success depends on intellectual
abilities, while 85% is derived from emotional com-
petence potential. D. Goleman states that 50-70% of
organizational climate depends on the actions of the
only person who is the leader. Whereas emotional cli-
mate itself i.e. emotion-laden attitude to work, can
contribute to 20-30% difference in employees work
effectiveness [7, p. 123].

Emotional intelligence does not exist apart from
the mental intelligence, it is not its opposite. These
two categories cannot be separated from each other.
Moreover, if emotional intelligence is not developed,
a person will not have a high IQ or mental intelli-
gence. To develop emotional intelligence, you need
to focus on four points: awareness, self-esteem, moti-
vation, and adaptability. The development of each of
the components forms the development of the cor-
responding emotional-intellectual strategy in general
and effective communication particular.

To conduct effective communication in the course
of purposeful activities, certain communication and
communication skills are necessary. The general
model of communication is the transmission of a
message from the sender to the recipient. The main
elements of the communication model are partici-
pants, a sender and a recipient; message; communi-
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cation channel, i.e. means of information transmis-
sion; means of communication; the target audience
of communication, which is represented by both
local and more general goals, and the interests of the
participants. To build effective communication, it is
necessary to take into account all types of communi-
cation that may be involved in the overall process of
communication. So, M. Kovalenko [2, p. 77] distin-
guishes cognitive communication from the types of
business communication, the main purpose of which
is to expand the information fund of the partner, to
convey the necessary information. This is one of the
main areas of the communication process, where we
try to find out some information that interests us.
The expected result from this type of communica-
tion is usually the development of new information
and its application in practical activities. Conditions
for the organization of cognitive communication:
taking into account the cognitive capabilities of spe-
cific business partners, their individual attitudes to
receive new information and intellectual capabili-
ties for its processing, understanding and perception.
Communicative forms of cognitive communication
are a report, a message, a seminar, a conversation, a
report. In other words, these are all the main forms of
communication, the process of which is aimed pre-
cisely at the transfer of information.

It should be mentioned persuasive communi-
cation is next. The purpose of persuasive commu-
nication is to evoke certain feelings in a business
partner and form value orientations and attitudes:
to convince the legitimacy of interaction strategies;
make it your ally. The expected result from this type
of communication can be attracting a partner to his
position, changing the recipient’s personal attitudes,
his views, beliefs, reorientation of goals. Conditions
for organizing persuasive communication: taking
into account the cognitive capabilities of spe-
cific business partners, their individual attitudes to
receive new information and intellectual capabilities
for its processing, understanding and perception.
Communicative forms of a persuasive message: a
call to action, a press conference, a discussion, a dis-
pute, negotiations, parting words, a compliment, a
conversation, a presentation, round tables. The most
striking example of this type of communication is,
for example, various sales techniques. The main task
of the sales manager is to convince the buyer that
the purchase of the offered products is exactly what
the convinced party has always needed.

Moreover, there is expressive communication. Its
goal may be attempts to form a psycho-emotional
mood in a partner, convey feelings, experiences,
induce to the necessary action. The expected result

of expressive communication can be a change in the
mood of the partner, provoking the necessary feel-
ings (compassion, empathy), involvement in specific
actions and actions. Conditions for the organization
of expressive communication are reliance on the
emotional sphere of the partner, the use of artistic and
aesthetic means of influencing all sensory channels.
Communicative forms of expressive communication
can be presentations, conversations and meetings,
rallies, stories about the situation in the company,
about a person, briefings, brainstorming, slogans and
appeals. A striking example is, for example, team
building training, the main purpose of which is to
improve emotional communication and increase the
emotional mood in the team.

In business communication between partners,
very specific communication barriers can arise. The
reasons for their appearance are different. It can be
the peculiarities of the intellect of the communicator
and the recipient, different knowledge of the subject
of conversation, different lexicon and thesaurus. In
addition, communication barriers may arise due to
the fact that there is no common understanding of the
situation of communication. Communication barriers
can arise due to the psychological characteristics of
business partners, for example, excessive openness
of one of them, the secrecy of another, or an analy-
tical mindset in one, and a more intuitive perception
in another. There are also logical barriers in business
communication. Under the logical barrier in business
communication, he understands the misunderstan-
ding that occurs every time partners do not take into
account the specifics of the communication partner’s
thinking. Barriers include inaccuracies in statements;
imperfection of recoding thoughts into words, the
presence of semantic gaps and thought jumps; the
presence of a logical contradiction in the thesis.
A stylistic barrier arises when the form of informa-
tion presentation does not match its content. In other
words, in a business contact, we must adhere to a
certain, business style of communication, and not
any other. The phonetic barrier is understood as an
obstacle created by the peculiarities of the speaker’s
speech. Logical stress allows the partner to hear the
thought more accurately, but if it is absent or done
incorrectly, the meaning of the speech construction
can be perceived inadequately. To avoid such a bar-
rier, speech must be clear, precise and understanda-
ble to the interlocutor. Such a communication bar-
rier may be related to poor language proficiency of
the speakers, or it may be related to setting barriers,
which will be discussed below. The semantic barrier
is due to the fact that business partners use the same
signs (including words) to denote completely diffe-
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rent things. Semantic barriers can arise as a result of
various reasons. Firstly, this is the mismatch of the-
sauri, i.e., the linguistic dictionary of the language,
with complete semantic information, limited to the
lexicon of one of the partners and rich in the other.
Secondly, there are professional, social, cultural, psy-
chological, national, religious and other differences.
For example, many words in Chinese do not have an
exact analogue in Russian, and it is quite difficult to
translate them without losing their meaning.

The researchers also identify some clear barriers
to communication. They are discomfort of the phys-
ical environment in which the message is perceived;
inclusion inertia, i.e. the listener’s preoccupation with
other issues; anticipation to other people’s thoughts,
stereotyped consciousness, ambitiousness, etc. But
the main one is supposed to be a language barrier that
is a significant difference in the vocabulary, lexicon
of the communicator and the recipient. The next one
is a professional rejection that is incompetent intru-
sion of the communicator into the professional sphere
of the recipient as well as rejection of the image of
the communicator.

Conclusions. Thus, emotional intelligence is the
ability to recognize emotions, intentions, motiva-
tion, desires of oneself and other people and man-
age it. Meanwhile, a high level of emotional intel-
ligence of the business communicators contributes
to the improvement of the communications them-
selves, the formation of a favorable psychological
climate in the chat and strong cultural connections.
This forms the basis for effective teamwork, genera-
tion of innovative ideas, effective management solu-
tions and their implementation. Emotional intellect
is supposed to be a soft skill that a specialist of the
future should possess as it can solve any problems
with communicative barriers. However, it is advi-
sable to distinguish between communicative barriers,
the presence of which can lead to the destruction of
communication (non-realization of the goal of com-
munication), and interference (“noise”) that reduce
the communicative effectiveness of oral and written
messages, but do not lead to communicative failure.
It should be emphasized that communication barri-
ers in the field of management lead to losses, both of
psychological and practical character.
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