
INTERCULTUR A L  E XPERTISE

ther. When we left the shop, she told  
me off and I learned my first lesson in 
relationship-oriented communication.

In many countries in Asia and in the Arab 
countries, encounters that concentrate 
purely on an impersonal transaction are 
unusual, or even impolite. There are  
other cultural differences in the areas  
of communication, trust, scheduling and  
deciding, to mention but a few.2

That is why I prepare my students for  
their encounters and cooperation with 
other international students, familiarize 
them with general rules of conduct, clothing 
norms, etc. and allow them to get to know 
one another before a workshop starts.  
Despite, there are always surprises and 
flexibility is required.

Working together in international teams is 
an established practice in the media and 
IT industries. It is very interesting, but it can 
also present challenges. These are caused 
by different cultural influences that we are 
generally not even aware of. They are re-
flected in our daily behavior, our verbal 
and non-verbal communication and above 
all in our value systems: “A job well done” 
is highly respected in all the industrialized 
nations. However, the way that people 
strive for and achieve their goals is evalu-
ated very differently. While in the nations 
of northern Europe and North America 
are considered to be “task-oriented”,  
the nations of East Europe, Latin America,  
Africa and Asia tend to be more “relation-
ship-based.”1 Understanding, accepting 
and making use of such different value 
systems is vital when international teams 
work together.

I visited a German friend in Yogyakarta sev-
eral years ago. She has lived in the Indo-
nesian city on Java for many years. Short-
ly before I was to return home, I wanted 
to buy a present, preferably off the beaten 
track away from typical tourist locations. 
We went into a shop and I immediately 
started choosing souvenirs. Unlike me, my 
friend chatted with the shop owner about 
his store, his family and his grandchil-
dren. I finished my shopping quickly, stood 
around doing nothing and waited for her. 
I felt like we were wasting time talking to 
a stranger. My friend didn’t know him ei-
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Intercultural competence in the media
In my intercultural workshops, I have been researching since 2009 into how  
the participants in international teams work together, what needs and de-
mands they have, and how their learning situation can be optimized. My 
teaching approach is based on the one hand on a praxis-oriented progressive 
pedagogy that supports “learning by doing”3 and, on the other hand, on crit-
ical-constructive didactics that allows students to gain competence.4 This is 
added to by the fact that learning and experiencing in an intercultural con-
text and abroad are much more demanding and requires greater communi-
cation skills than are generally needed within one’s own cultural environment. 
Therefore, additional pedagogical strategies and practical methods are need-
ed to deal with the lack of knowledge about the other culture and the differ-
entness.5 

When working together with design students of mixed nationality, intercultural 
 competence should be achieved so that cultural, social and individual barriers 
can be removed. The participants learn international working methods and  
design styles, which improves their intercultural media competence, flexibility,  
tolerance, respect and communication skills, which in turn motivates them 
to expand their horizons. The goal of the intercultural workshops is to create 
skills that enable the students to operate internationally and to apply what 
they have learned every day when they are home again.

The four cornerstones for successful competence are:
 ↗ Problem-solving competence – in order to overcome difficulties 
 ↗ Social competence – in order to work in teams
 ↗ Professional competence – in order to work with factual knowledge
 ↗ Self-competence – in order to act self-reflectively, self-confidently  
and responsibly  

Intercultural competence consists of a bundle of different skills. It begins with 
observing ourselves and, from there, discovering differences and common  
features between cultures. You first have to understand and reflect on your 
own position and culture before you can enter into a meaningful dialog with 
someone from another culture. One analogy is that you must first know your 
own language well before you can successfully learn a new language.  
Intercultural understanding therefore plays a decisive role. It means grasping  
other cultures, living circumstances and contexts so that you can interpret 
them properly and respect them. It also means being able to change your own  
perspective in order to make that happen. Only then can an intercultural  

dialog take place – with a focus on willingness to  
cooperate and an awareness for your own cultural  
system of orientation.

In my intercultural workshops, internationally mixed 
groups of participants meet at a place or at least in 
a virtual space, where they work in a specified  
timeframe of 3 to 5 days on a task that is relevant for  
all participants from their different nations and  
allows for an intercultural comparison.6

In this setting, the participants get to know one  
another, talk to one another and question their own  
value systems. One Indonesian participant said in  
an interview, briefly and succinctly: “We had to meet 
each other in the middle”.7 That isn’t so easy and  
requires us to be able to put ourselves emotionally 
in the shoes of others and to successfully change  
our perspective.

The following are vital when acquiring intercultural 
competence:

 ↗ Self-reflection and self-knowledge
 ↗ Mindfulness and attentiveness, 
 ↗ Open-mindedness, tolerance and flexibility
 ↗ Estimation and acceptance of other cultures
 ↗ Self-confidence

To achieve intercultural competence, animation -  
and especially Type in Motion - is one of my preferred 
media. Animation is movement. Every movement has 
meaning. To move something, people also have to  
move themselves and in doing so also move their  
current position and way of thinking. When a team 
of students wants to create an animation, they have 
to agree on a topic and a storyboard, to animate and 
transform shared objects like types and images, as  
well as synchronize music. Animations are a helpful 
pedagogical tool that bring the students together  
and allow them to tell a story together.8

I N T E R C U LTU RA L 
CO M P E T E N C E

5.02 Characteristics of intercultural competence
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Please describe your educational background, in-
cluding your studies, work/study, and travel.  

I studied Interface Design at Potsdam’s Universi-
ty of Applied Sciences from 2003 to 2007. In my 
third year, I moved to Graz, Austria to study there 
for a few months. 
 
Since graduating in 2007, I have worked as a user 
interface designer, app developer, and typogra-
phy expert. I teach regularly at design schools in 
Austria, Denmark, Germany, and Switzerland. I 
travel to speak at design conferences throughout 
Europe a few times a year.
 

What countries or cultures have you worked and/or 
lived in/with with extensively or closely? Have you 
had formative experiences in other cultures?

In 1998, when I was still a teenager, I spent a se-
mester in Wichita, Kansas, in the United States, 
staying with a host family and attending public 
high school. I had gone on language study trips 
to the US before that when I was even young-
er. This exposure at an early age to environments 
where nobody spoke my native language was 
certainly an experience that helped me reflect  
on cultural perspectives later in life.
 
My other intense intercultural experiences be-
gan in 2010, when I started teaching two-week 
app design courses every year at Copenhagen In-
stitute of Interaction Design (CIID). Lecturing 
as part of this international Master’s program 
means spending every day with a class of stu-
dents with diverse ethnicities and cultural back-
grounds. In a class of 25 students, there are often 
15 or more different nationalities.

Frank Rausch
Studied Interface Design at the University  
of Applied Science in Potsdam
Gained teaching expertise in Sweden, Austria 
and Switzerland 
Since 2009 Managing Partner at Raureif in 
Berlin

What did you know about these countries/cultures 
before you started working together?

I have always been interested in languages and—
being a typographer—I have a detail-obsessed 
interest in text and writing systems. My favorite 
way to learn about other countries and cultures 
is to speak with as many people as possible from 
these countries. And, of course, balancing these 
personal experiences with factual knowledge 
that is readily available on the Internet is helpful 
to complete the picture.
 
Most of the international students I know who 
spend only one year in Denmark can’t be both-
ered to learn Danish. After a few years of teach-
ing my two-week courses in Copenhagen, I did 
start to learn Danish at evening school in Ber-
lin. Not because it’s useful (it’s not), but because 
I became interested in how the pronunciation 
maps to the written language. 
 

What specific differences have you noticed in how 
students learn in other countries/cultures?

The international students I teach in Copenha-
gen have very diverse cultural and profession-
al backgrounds. The school’s one-year Master’s 
program features many courses that are experi-
mental, speculative, or even artistic. It has a very 
strong human-centered approach that makes it 
easy to bring up and discuss cultural differences 
among the students and staff.
 
What I have seen, especially in more recent years, 
is that the students have a lot in common in how 
they learn the things that they are most inter-
ested in: by watching YouTube tutorials! In that 
sense, the globalization of learning has already 
happened.

Teaching or working in a culture different from your own  
involves adapting to different social and moral norms, including 
issues of class and gender.
What has your experience been like in these areas, and in what 
ways did you adapt your working or teaching methods as a 
result?

One difference I noticed was the varying degrees of formality 
and respect that students show for the teacher’s role. In my  
experience, European and American university students tend to 
see their teachers at eye level, while Asian cultures in particular 
show more respect or even avoid openly disagreeing with  
the teacher’s perspective.
 
 

What are the benefits you have gained from working in coun-
tries/cultures that are different from your own culture? 

Interacting with a highly diverse mix of students from different 
parts of the world lets me reflect on my own behavior, cultural 
habits, and expectations.
 
My favorite example is how the design feedback you give de-
pends strongly on your own cultural background. Together with 
my teaching partner and long-time business partner Timm  
Kekeritz, I even made a chart to (half-jokingly) illustrate this:
When someone from Germany calls something “interesting”, 
they probably mean it’s great, while someone from California 
may say “interesting” to express that they find it absolutely  
terrible. Making the students aware of this at the beginning of 
the course is useful; every time someone says “interesting” in 
the following days, someone else will usually ask: “Which kind  
of ‘interesting’ do you mean?”

5.08 International 
comparison of  

feedback in design
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Social media—cultural differences
Social norms, stereotypes and trends have always existed, 
but the invention of the mass media has dramatically  
changed our perception of reality. The media, in its varied 
forms, is an instrument of social and political influence 
by special interest groups, individuals and countries. With 
the help of media technology, people can be influenced 
in greater dimensions. Photos and videos are increasingly 
gaining dominance over the written word.  And the most 
important aspect is that simulation can construct a new 
reality showing something that is not real. Imagine a  
beautiful sunset with your loved one. What would you  
do to make it more real? You would perhaps make the  
colors even better and post and post this singular  
moment on Instagram. However, this changed picture 
would no longer be “authentic and real”.

To analyze how cultural differences and things people 
have in common affect people’s perception of YouTube 
commercials, this workshop at the Indonesia Institute of 
The Arts Yogyakarta used two different approaches: 

 ↗  The usual way applied by designers, which is cont-
ent-based and draws on impressions, emotions and  
experiences and falls back on statistical questionnaires

 ↗  Recording the eye-tracking data while observing a  
YouTube video with the aim of analyzing the behavior 
and attention span of the viewers.

The YouTube videos were chosen from the following  
categories: vlogs, influencers, animations, cooking and 
baking, as well as advertising for the younger generati-
on, both in Indonesia and in Germany. The main aim here 
was to create a special setting for the Indonesian and 
German students that promoted intercultural understan-
ding thus and initiated a dialog between them. This was 
achieved by trying out different approaches and methods 
when comparing YouTube videos as the basis for creati-
ve analyses. The focus was not placed on the design re-
sults, but rather on the process and on documenting the 
knowledge gained during the exercise.

5.23  Workshop: “Social media–cultural  
differences”, Yogyakarta, Indonesia, 2020

5.25 Graphic on the visualization of a German-Indonesian video 
comparison based on an eye-tracking analysis,2020

5.26 Evaluation for an analysis of  
YouTube videos, 2020

5.24 Research about Indonesian and German YouTube videos using eye-tracking, 2020
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Tastes are different. They are individual 
and – no matter whether for soft drinks 
or effective posters – they are socio- 
culturally influenced. Design also reflects 
cultural identity and is never unpolitical 
or ahistorical. Design as a cultural char-
acteristic makes a considerable contribu-
tion towards building, securing and  
presenting a community’s identity.3  
Designers are ambassadors of cultural 
identity and have a responsibility as such. 
They translate and communicate their 
culture and create something new at the 
same time. In this way, they make sure 
that their local cultural heritage is not 
overcome by global elements, and that  
it does not disappear. This securing of  
local identity, remembering and differen-
tiating, is becoming increasingly difficult  
in a globalized world. And that is why  
UNESCO has decided to promote an 
awareness of cultural heritage at local 
and national level.4

The following tells the local design history 
of three countries on different continents. 
Cuba’s design history shows the result of 
decades of political isolation, Poland’s that 
of a tradition of financial independence, 
and Indonesia’s reveals a post-colonial  
cultural mix that seeks to preserve its  
traditional roots.

People have been expressing themselves 
through design for thousands of years.  
And they often design things that are 
merely beautiful, and which have noth-
ing to do with satisfying their basic needs. 
Beautiful things simply make them happier 
and more satisfied. This is an ability that 
sets humans apart from other species.

There are media and designs in our  
globalized world whose message is under-
stood in almost all cultures. The Coca- 
Cola word logo is one example. Despite 
local differences, like the font used, this 
is recognized wherever you go. It is even 
understood in Chinese symbols for those 
who are foreign to Chinese culture  
because of its four syllables – Co-ca  
Co-la – and because of its typography 
and color. It is interesting that the  
design of the product advertising func-
tions globally in a more uniform manner 
than the product content. Although it  
is a globally operating corporation,  
Coca-Cola pursues a local design strategy. 
The recipes are adapted to the taste pref-
erences of the consumers.1 The sugar con-
tent in Fanta Orange varies from coun-
try to country. In Germany, it is 45.5g, in 
France only 32.5g per half liter, for example.
The color and flavors are also different in 
different countries. Because of color prefer-
ences, Fanta Orange in Thailand has a much 
stronger orange  tone than in Germany. In 
Indonesia there is a strawberry flavor, which 
is far more popular there than orange.26.01 International and local branding

U S A T H A I L A N D KO R E AL O C A L*

C H I N A J A PA N E T H I O P I A R U S S I A E G Y P T

I S R A E L

*Traditional German soda called ‘Fassbrause’
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6.02 Ball celebrating the 100th anniversary, 2011 6.03 Havana World Music Festival, 2016

Edel RodrÍguez Mola, Cuba
Edel RodrÍguez Mola, born in 1982 in Havana, Cuba, heralded in a  
new era of graphic design from the end of the 1990s until shortly after 
the beginning of the 2000s together with Giselle Monzón and other 
graduates of Cuba’s design university, the Higher Institute of Industrial  
Design (ISDI). He became famous for his poster for the 100th anni-
versary of Cuba’s most famous musician of the 20th century, Bola de 
Nieve. He is the recipient of many prizes, for example, the Best Poster 
Design 2013 by Havana’s Club of Friends of the Poster (CACA).

At the end of the 1990s, the Cuban  
economic crisis caused by the fall of the 
socialist bloc led to radical change and  
disillusionment in Cuban poster art.
This period was a setback for all of Cuban 
art, because survival and satisfying peo-
ple’s basic needs took utmost priority. The  
result was a lull in creativity in Cuban  
design. Some works that were meaning-
ful in a Cuban and international context, 
however, were collected in the poster club 
CACa (Club de Amigos del Cartel) and  
elsewhere. All of this happened in a time 
in which the first generation of Cuban  
designers had just graduated from the 
ISDI. However, there was hardly any  
commercial work, and designers tended  
to show their work in competitions and  
exhibitions.7

The 2000s saw a revival of poster art 
and it has since played an important  
role in the country’s cultural heritage. 
In the homage by Edel Rodríguez to the 
most famous Cuban musician Bola de 
Nieve (Bola en su centenario, 2011) or  
in the homage by Michelle Mijares  
(Memorias del Subdesarrollo) on the 40th 
anniversary of the film, graphics are 
presented with concepts that show and 
preserve cinema and music as inseparable 
components of Cuba’s national identity. 
These homages use a bold language made 
up of cartoon, chromatic elements and 
symbols that present the object of  
typography. They have become a visual  
message that communicates the  
Cuban way of life.8

Cuba
For a long time, design played a subor-
dinate role in Cuba. In pre-revolution-
ary Cuba (1902-1958), the neo-colonialists 
were not interested in promoting creative, 
never mind political, forms of expression. 
There are, however, a few examples of  
design that are known today, such as  
tobacco labels, which can be seen as the 
oldest packaging creations on the Carib-
bean island, and which bring together  
in a memorable manner the design and 
culture of the country. 

Altogether, Cuba has struggled over hun-
dreds of years against numerous dictators 
and for its independence. This struggle 
ended for some decades following the rev-
olution at the end of the 1950s. After that, 
the faces of the revolutionary heroes Fidel 
Castro and Che Guevara could be found 
on countless posters and became just as 
popular as the posters of pop singers.5  
After the revolution, Cuban design moved 
away from advertising content and to-
wards educational, cultural and political 
messages. Posters became a form of mass 
media. The forefathers of the classic Cuban 
poster originate from this period. At the 
beginning of the 1980s, publications like 
Prisma, Revolución y Cultura and Cuba  
Internacional presented the current poster 
art and had some formal and typographic 
successes. The first and only university  
design center in Cuba, ISDI (Higher  
Institute of Industrial Design), was  
set up in 1984.6
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Agnieszka Ziemiszewska 
Studied at Academy of Fine Arts  
in Łódź, Poland 
Ph.D at Academy of Fine Arts in Warsaw 
Professor at the Polish-Japanese 
Academy of Information Technology and 
at the Academy of Fine Arts in Warsaw. 
Teaching expertise and exhibitions:  
USA, China, Italy, Germany, Taiwan, 
Japan, Bolivia, Russia, Iran, among others 
Awards: Creativity Annual Awards (USA), 
Grand Prix der Polish Poster Biennial, 
among others

Please describe your educational background,  
including your studies, work/study, and travel.

I studied at the Academy of Fine Arts in Łódź, 
which has a very rich tradition in typography.  
After graduating, I spent many years working as 
a graphic designer. At some point, I realized that 
working only on commercial projects was not 
very progressive for me, so I decided to start my 
Ph.D. at the Academy of Fine Arts in Warsaw.  
In contrast to my previous typography-oriented  
Academy in Łódź, this was a new experience 
based on the traditions of the Polish School  
of Poster Art.

In later years, when I was presenting my achieve-
ments in lectures, I often titled them: Between 
Word and Image. The word was a symbolic 
reference to Łódź and its most important intan-
gible traditions (typography), and the image  
was a reference to Warsaw (illustration, Polish 
School of Poster Art). Between seems to be the 
most appropriate term to describe the extremely 
fascinating area that I discovered for myself as  
a huge and endless source of inspiration.

Once I was an experienced designer, I started 
my academic career and decided to reduce the 
amount of commercial work I did. Currently, I am 
a professor at the Polish-Japanese Academy of 
Information Technology and the Academy of  
Fine Arts in Warsaw. I often invite my colleagues 
from other countries to work together and share 
experiences. I am curious and interested in the 
world and in people. I have visited many coun-
tries and continents, not only for professional 
purposes, and I am still fascinated by the  
diversity of the world.  

What specific differences have you noticed in how students learn 
in other countries/cultures?

Despite some differences, I believe that in a way we are all very  
similar to each other. We all need attention, mutual respect, and  
understanding even beyond languages. Although I do not like gener-
alizations, If I were to point to a common factor, it would certainly  
be that all the students I met knew about the Polish School of  
Poster Art, and they described it as wonderful inspiration.

Teaching or working in a culture different from your own involves 
adapting to different social and moral norms, including issues of class 
and gender. What has your experience been like in these areas, and in 
what ways did you adapt your working or teaching methods as  
a result?

I believe that graphic design is not only about creating beautiful  
images but also about shaping good manners and culture in a wider 
aspect. I try to spread this idea by also taking up the topics of  
tolerance or equal rights. If I know that in a country there are  
customs that reflect a certain style of clothing or other traditions,  
I simply respect the habits of the host.

What are the benefits you have gained from working in countries/ 
cultures that are different from your own culture?

The most important benefit is the opportunity to encounter new 
people, cultures, places. Sometimes these are surprising meetings, 
always very informative. I often say that I learn more from my  
students than they learn from me.

In almost every country people have difficulty pronouncing my  
name and surname. During my stay in China, I got an email titled 
professor Aka. I realized that Chinese people invented a way to  
solve this problem. That was a great lesson on how to simplify 
communication. I found this solution extremely inventive and  
helpful in my communications and since then I ask my students  
to just call me that.

What countries or cultures have you worked and/or 
lived in/with extensively or closely? Have you had 
formative experiences in other cultures?

I have conducted workshops and lectures in 
France, Bulgaria, China, Hungary, the Nether-
lands, Indonesia, South Korea and Germany,  
Jordan, Arab Emirates, and Iran. Most of them 
had a weekly or biweekly mode.

During the pandemic, I conducted online work-
shops for 40 students from China. Although I 
have been to China previously this proved to be 
an extraordinary experience of communication 
without the possibility of personal contact.  
However, it can also be said that it was the most 
personal contact that I have ever had with the 
students, because my Chinese students hosted 
me at their homes. I had a chance to see not only 
their workplace but also to witness how proud-
ly they shared the progress of their designs with 
members of their families. It was a very enrich-
ing experience, not only in terms of communica-
tion and education.

What did you know about these countries/cultures 
before you started working together?

When I get an invitation to lead workshops in  
a country that I haven't visited before, I do basic  
research regarding the specifics of a place. I also 
have many friends abroad, so there is always an 
opportunity to learn about the place from  
sources other than just data contained in publi-
cations or on the Internet.

If I have a lecture or presentation, I try to prepare 
at least a fragment of it in the language of the 
host country.
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