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Abstract 

This research described about how Cross-Cultural Communication contributes its 
influence on accommodating the generation gap to improve a social structure in 
Indonesia, especially on Disruptive Era. In accommodating the generation gap, the 
cross-cultural communication focus on the patterns of convergence and divergence 
of communication behaviors, particularly as they relate to the goals of the people for 
social approval, communication efficiency, and identity. This research was done in 
Bina Nusantara (BINUS) University, and used a descriptive qualitative method with 

constructivism paradigm, and coding to analyze the data. The results showed that 
accommodation in cross-cultural communication can improved the ability on 
prob�lem-solving skills, collective decisions and can resolved the problem that arise 
from generation gap to make it become harmonious interactions. The lack of the role 
in providing information from generation to another generation usually based on the 
assumption that the other generation already knew the condition, situation and also 
the meaning behind it as well without any discussion and deeper communication 
further. Due to the changes in social structure, BINUS creating a cross cultural 
com�munication model to accommodate the generation gap in social structure: 
openness, and engagement, through (for example) creative furniture arrangemement 
in some classes. The result also shown that engagement between the students and the 
lecturer will be more powerful in creating values to have a better social condition. 
The people who willing to build the communication instead of assumed will be more 
successful in all aspects of cross-cultural communication.  
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INTRODUCTION 

Change is always been a reality in our life. But 

nowadays, various changes in business, socializing, and 

truth seeking are carried out by means of different new 

interactions. Everyone is trying,      digging deeper, 

observing more, struggling to follow, and some even 

tried to create the breakthrough. Many people thinking 

that change is a frightening process which create anxie-

ty and uncertainty feelings (Carleton, 2016). Change is 

sometimes seen as the process of destroying existing 

defaults, through innovation, business models, and dis-

ruption. Nowadays, the pandemic suddenly changed all 

things in our life, including the teaching and learning 

process in university. Due to the different level of un-

derstanding and familiarity of technology between stu-

dents and the lecturer, the conflict  arises. The gap be-

tween them shows that each of them have their own 

perspectives, assumptions, and expectations, that in-

stead of discuss it openly, their hold it by theirself, and 

something that maybe people not pay attention too 

much is that communication and technology nowadays 

is not value-free (Adiyanto, 2020) When there are no 

new ways or new paradigms that are considered good 

or best, then the arguing arises; people started to ques-

tion and doubting each other, attacking in the difficul-

ties encountered, instead of reinforcing and finding 

solutions together. Disruption itself, especially digital 

disruption comes with deep social changes of consump-

tion practices and daily interactions (M., Rauch, & 
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Wagner, 2016). Not surprisingly, it threatens the persis-

tence not only of single path - dependent firms but even 

of entire world and farreaching implications of social 

changes, therefore we need to gain a more nuanced 

understanding of how we can respond to the disruptive 

impact.  

 Changing and disruption differently responded 

by different generation and different sector, in health 

sector for example, The health care sector has a signifi-

cant role to play in fostering equity in the context of 

widening global social and health inequities (Browne, 

et al., 2018), therefore the disruption had viewed as the 

opportunity. Indonesia is an archipelago that has 33 

provinces, with 6 religions (or more), and approximate-

ly 150 ethnic groups spread throughout the archipelago. 

Unity is a form of appreciation for the diversity that 

exists in this world. Diversity is not an arena of compe-

tition, but a place for socialization while all people 

know each other and unite to build a better country. 

Diversity should be maintained for it is the soul of In-

donesia; this is a thing that must be celebrate. People 

need to learn how to interact in a diverse environment, 

for cultural diversity enhances the academic experi-

ence, too. There is a richness that comes from people 

working side by side with others who are not come 

from the same perspective and values.  

The research was focusing on people on Bi-

nus University, for university is the perfect place to ob- 

served the diversity. When students feel their beliefs 

and backgrounds are respected and valued, they re-

port a stronger connection to their environment (C. 

Booker & D. Campbell–Whatley, 2018). Their study 

shows in how faculty create an inclusive environment 

in the col- lege classroom setting; the interaction and 

bonding is obvious since the students trusted then lec-

turer and environment that they were respected and 

heard whole heartedly. 

The prior data was taken from employees, 

lecturers, college students and businessman from Bi-

nus University, but in this study we focusing on stu-

dents and lecturers. The purposes of this research is to 

show how people can implement the cross cultural 

communi- cation model to their daily life, especially 

when they were into any specific condition as sur-

rounded by vari- ative people by era and background. 

The results showed that accommodation in cross-

cultural commu- nication can improved the ability on 

problem-solving skills, collective decisions and can 

resolved the prob- lem that arise from generation gap 

to make it become harmonious interactions. There 

were surely so many differences amongst generation, 

such as attitudes, fo- cus, and priorities. The lack of the 

role in providing information from generation to an-

other generation usu- ally based on the assumption that 

the other generation already knew the condition, situa-

tion and also the meaning behind it as well without any 

discussion and deeper communication further. Due to 

the changes in social structure, Bina Nusantara Univer-

sity creating a cross cultural communication model to 

accommodate the generation gap in social structure 

and creating val- ues to have a better social condition. 

Each generation has their own characteristics and 

traits, the most im- portant thing to realized and do is 

learning how to ac- commodate these generations to 

get along together (Comperatore & Nerone, 2008). 

 

THEORETICAL FRAMEWORK 

Methodology 

This study uses the constructivism paradigm, 

with a phenomenological approach, an approach that 

gives an understanding that the world is something 

that is constructed intersubjective and reflects various 

human experience. In this study, the informants were 

the Binusian, who have their own experiences and 

perspectives. They were employees, lecturers, college 

students and business from Binus University. Mean-

while, the determination of informants in the study 

was chosen by purposive sampling. Data collection 

techniques used in this study are in-depth interviews, 

observation, literature studies, documentation, and 

online searches. Triangulation used is the triangulation 

of data sources, namely, to eliminate differences in 

construction in fact during the process of collecting 

data concerning various events and relationships from 

various views. 

According to Neuman (2013), social reality is 

a changing condition over time, and is the result of a 

form of tension, conflict and contradiction between 

social institutions. In the data collection techniques, 

this study used observational participatory: in-depth 
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interviews, text analysis, secondary data, and struc- 

tured interviews. 

According to Bryman (2012) there are several 

ways to determine the validity of qualitative research 

data: 

1. Credibility; refers to whether the research process 

and results can be accepted or be- lieved. In exam-

ining the validity of the data, the researchers used a 

technique of continuous observation, and carefully, 

so that researchers could see directly and can ex-

plain social phe- nomena under study as it is. In 

this study, re- searchers conducted interviews and 

verbatim  

2. Transferability; refers to whether the results of this 

study can be applied to similar situa- tions or an-

other. The concept of validity gen- eralization 

states that an invention may apply or be applied to 

all contexts within the same population on the basis 

of findings obtained in a representative sample rep-

resents the popula- tion. In this study presents de-

scriptive data transferability quality, for example 

through the background informant and the inform-

ant's role in the institution. 

3. Dependability; refers to the consistency of re-

searchers in collecting data, forming and using 

concepts when making interpretations to draw con-

clusions. Drawing conclusions in this study to be 

done carefully and consistently based on observa-

tion and in-depth interviews that have been con-

ducted by the researchers. 

4. Confirmability; refers to whether the results can be 

verified, which results in accordance with the data 

collected. This is done by show- ing research re-

sults re-confirm the informant or informants an-

swer so that research results objectively. 

Conceptual Study 

Convergence and Divergence Communication 

 In a communication a person always has inten- 

tion or idea and goal to carry out about what would 

they do. Convergence is a process where people tend 

to           

to reduce the social differences; whether Diver-

gence is the process contradicts the method of adapta-

tion and in this context the individual emphasize is on 

the social difference and nonverbal differences be-

tween the inter- actants. 

The two processes usually are dependent on 

the characteristics of the interactant. People accom-

modated their communication while interacting with a 

person who has higher standards and other character-

istics which they believe is better than them. And the 

diver- gent exhibits an opposite characteristic as it 

emphasizes the difference among the close relations 

with each oth- er. 

All over the world nowadays have younger 

gen- eration and veterans that working together. If an 

organ- isation has prevalence of a multi-generational 

work- force it means that the managers and senior 

leaders must ensure to drive collaboration, understand 

the needs of different age groups, and focus on the 

value they can add. With such a mix of age groups, 

who have different style of working, the onus of creat-

ing an ena- bling environment mostly falls on the 

senior manage- ment. Communication is the key in 

bridging generation gap. 

There are currently six generations living 

nowa- days all over the world: the Greatest Genera-

tion, Silent Generation, Baby Boomers, Generation X, 

Millennials, and Generation Z. Each generation has 

its own unique set of characteristics and norms. The 

Greatest Genera- tion (born 1901-1924) is known for 

its patriotism, hard workers, and loyalty to institu-

tions. The Millennials (born 1980-2000) are character-

ized by their depend- ence on technology, detachment 

from traditional insti- tutions, optimism, and open-

mindedness. It is no won- der that many people from 

different generations have a hard time understanding 

each other. 

 Generation gap refers to differences in actions, 

beliefs, interests, and opinions that exist between indi- 

viduals from different generations (Subramanian, 

2017). One factor that has heavily influenced genera- 

tion gaps is the accelerating rate of change in socie-

ty. In the 1800s, developments in society were slow. As 

a result, two or three generations lived lifestyles that 

were very similar to each other. There weren't many 

differences across generations. However, given techno

- logical and social advances that have taken place in 

the 20th and 21st centuries, the lifestyles of individu-
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als even one generation apart are drastically different 

from each other. Usually Baby Boomers always com-

pared to Generation Z, based on the research of Putra 

(Putra, 2016) for there are significant differences in 

character- istics between generations Z with other 

generations, one of the main factors that distinguish is 

the mastery of information and technology. For the Z 

generation information and technology are things that 

have be- come part of their lives, because they are born 

where access to information, especially the Internet has 

be- come a global culture, so that it affects their values, 

views and life goals. 

Let us recall all of the changes in technology 

that have occurred in the past 20 years. Many individu- 

als from older generations are having trouble keep-

ing up with the modern technologies that Millennials 

have become accustomed to. Due to generation gaps, a 

child may explain to an adult how to use technology, 

or a young adult will choose to spend his time on pub-

lic transportation texting, while an older man passes 

the time reading. 

The senior generations come with their own 

brand of wisdom and experience. The senior manage- 

ment can leverage this. Experts say positioning older 

employees as brand ambassadors of company culture 

can help in integrating people into the roots of the com

- pany. Setting clear role expectations will ensure a 

fully functional and enabling work environment. Mil-

lennials have a thirst to learn and are respectful of old-

er genera- tions. 

Regardless of how much we have experi-

enced or how much degrees we have, there is always 

more we can learn. Today's generation can take some 

great les- sons from the older generations. Lessons to 

be applied to every aspect of their lives. According to 

Santrock in (Willyarto, Werhoru, & Gea, 2017), moti-

vation is why individuals behave, think and have feel-

ings in a way that they do, with emphasis on the acti-

vation and direc- tion of behavior. When ones are mo-

tivated, they will do something, they demonstrated ac-

tive behavior. For ex- ample, when a child is hungry, 

they will open the re- frigerator for food. When people 

are motivated to per- form well, they will learn dili-

gently and independently. People will strive to achieve 

what they aspire when properly motivated. Motivation 

focuses on how people behave, or in other words cho-

sen behavior for certain situations but not for other 

situations. Conversely, to- day's youth can teach the 

Veterans and Baby Boomers much about technology. 

Always encourage learning and growth within them, 

as everything we learn shapes us into the type of indi-

viduals we are become. While it may be tempting to 

bury your head regarding the differ- ences, ignoring 

these differences only stands to cause resentment and 

dissension. Instead, acknowledge and embrace the dif-

ferences. Use them as tools and encour- age your sur-

roundings to use these variances as a chance to learn 

and grown. At the end of the day, after all, the bonding 

is strengthening and what they have to offer is unity. 

Cross Cultural Communication 

 Culture is dynamic, fluid, and complex; culture 

changes all the time, every day in both subtle and 

tangi- ble ways; and usually taken for granted. It is 

dynamic because it represents the experiences, beliefs, 

and norms of the living people. Culture is always 

evolving, pushed, stretched, and change, in which 

communication include in every single step and/ or 

processes. 

Cultural values are the core principles and ide-

als upon which an entire community exists. This is 

made up of several parts: customs, which are traditions 

and rituals; values, which are beliefs; and culture, 

which is all of a group's guiding values. Value denotes 

the de- gree of importance of some thing or action, 

with the aim of determining what actions are best to 

do or what way is best to live, or to describe the sig-

nificance of different actions. 

 Each time we communicate with another   cul-

ture, we may stereotype or negatively evaluate their 

culture and ways of behaving, just as other cultures 

may judge, stereotype or evaluate our culture/ways of 

behaving through their own cultural filters 

(Browaeys & Price, 2015). 

Cross-cultural engagement involves making 

choices. One choice equates diversity with deficit: as- 

sume ours is the mainstream culture and write over any 

differences with our language and culture; think that 

there is just one single right way and that this way is 

              

ways then they are deficit or lacking; and consider dif- 
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ferent ways to be inferior, the other. The more cultural- 

ly aware choice – lies in accepting difference: recognis

- ing that our culture is just one of many – not better or 

worse but different. This choice understands that each 

cultural group communicates using specific verbal and 

nonverbal behaviours and that these might differ from 

our own. This choice also recognises that it is im-

portant to develop an awareness of different cultures, 

their un- derstandings and practices and to 

acknowledge their value and contributions. An essential 

feature of the competencies is that they are socially and 

culturally appropriate or fine-tuned to the particular 

culture, sub- culture or discourse being engaged. 

Social Media – New Media 

Social media is interactive computer mediated 

techniques that facilitate the creators and sharing of 

information, ideas, career, interests, and other forms of 

expression through virtual communities and networks. 

Social media can help people to improve their individu

- al sense of connectedness with real communities, off 

line communities, and can be effective communication 

tools for corporations, entrepreneur, and non-profit 

organization or so forth. 

New media refers to those digital media that are 

interactive, incorporate two ways information and in- 

volve some form of computing. It is a communication 

technology that enable or facilitate user to user interac- 

tivity, or between user and information. 

New media replaced one to many models of 

traditional or conventional mass media communication 

with the possibility of many to many webs of commu- 

nication. One of the examples is Instagram, a mobile 

application which have photo and facilitate to sharing 

social networking services. It is so good for engaging 

with audiences because it is direct, offering novelty, 

concise, simple, and light as possible. According to 

Shih, this is now possible through the social network-

ing sites across every continent. Social networks be-

came a new powerful kind of marketing channel 

providing new        

 defined by Shih as „the ability on so-

cial networking        

  tisers who know the demographic 

and psychographic profiles of the users can focus their 

ads on what will interest the viewers. Having said this, 

Shih adds that„social media is a commitment, not a 

cam- paign‟ (Browaeys & Price, 2015). 

 

RESULTS AND DISCUSSION 

Communicating about manners and cultural 

values supposed to be started from the family as 

the first fundament of a person. People belief that a 

harmonious family is a building block for construct-

ing a harmonious society. Parents begin teaching their 

children about the concepts of manners and respectful 

politeness as a crucial thing in building social rela-

tionships outside the family. 

 The emphasis is in controlling natural expres-

sions of feeling and emotion. Being expressive is a 

highway to cruelty and rude to be exposed amongst 

people. In general, Javanese children must learn to 

control any expressive behavior, even leading to dis-

playing a passive attitude, because they not allowed to 

express any disagreement with others, especially older 

persons. In brief, these explanations can shape a con-

textual understanding of Indonesian society by focus-

ing on three points which this investigation benefits 

from. First, there exists firm loyalty to the hierarchical 

relationships within Indonesian society. Second, the 

leadership criterion in Indonesian society puts empha-

sis on the importance of seniority. Third, the attitude of 

controlling individual expressive behavior in social 

relationships, behavior leading to any disagreement 

with the senior persons is also given emphasis in Indo-

nesian society in order to facilitate harmony. In gen-

eral, the concise review of Indonesian society daily can 

construct specific beliefs and values shared among 

others. 

In addition, due to the research of Sawyer and 

Chen (Sawyer & Chen, 2012), the social media could 

be one of the tools to adapt to the new culture and to 

make interconnectedness between generation. There is 

no a shortcut or a kind of secret recipe to balancing the 

social media and our real life, at the end of the day we 

must behold our self before the other people.   

Giving the meaning of self-actualization is done 

through a process of production of meaning that is 

managed and organized based on the relationship with 
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the management of information or experience as a per-

son. In phenomenological view, the process of stock-

ing knowledge and experiences that influence the 

meaning constructed in mindset, movement, attitude, 

and behavior can be applied and implemented in real 

life. The informants interpreted that starting interaction 

and doing the convergence is a part of implemented of 

avoiding assumption. In communication we better ask 

instead of believe in our own stereotyping. The process 

of doing all those things supposed to be an actualiza-

tion of their communication skills through inyeracting, 

convergencing, and cooperated with the people that 

tottaly different to them. The experience of coopera-

tion with many people, also influenced the meaning of 

given in pursuing self-actualization which pays atten-

tion to humans, especially to the values of dignity in 

full. This can be achieved by all potential, talents, and 

abilities possessed by working as well as possible so 

that an ideal state of existence is achieved for growth 

and self-development. Self-actualization is a process of 

being yourself and developing unique psychological 

traits and potentials. Self-actualization will be helped 

or even hindered by learning experiences, especially 

in childhood. Actualization will change with the devel-

opment of one's life when it reaches a certain age and 

will experience a shift from physiological to psycho-

logical stages. 

 Everyone has a need for self-actualization to 

develop all their potential. An image of our self is self

- concept. It consists of feelings and thoughts about 

the strength and weakness, abilities and limitations, 

aspirations and worldview. Self-concept develops 

from at least four sources: 1. The image of you that 

others have and that they reveal to you. 2. The com-

parisons you make between yourself and others. 3. 

The culture. 4. The way you interpret and evaluate 

your own thoughts and behaviors. 

 Another way to develop self-concept is by 

comparing our self with others. Through parents, 

teachers, and media, culture constructing variety of 

beliefs, values, and attitudes about: success (how you 

define it and how you should to achieve it); about 

your religion, race, and nationality; about the ethical 

principles you should follow in business and in your 

personal life. These teachings provide benchmarks 

against ho we measured our self. In our society we 

face the rules and border of almost everything and 

must be obey of it, meanwhile societies is cruel and 

mean, there were an arena or battlefield that repre-

senting the limits and co- herence of any good and 

bad or right and wrong. 

 The social importance of having a good whole- 

some self-concept and perfect self-esteem is leading 

to the concern which will allow women to facing the 

world simultaneously. The basic idea behind the self- 

esteem is when you feel good about yourself, 

about who you are, your competencies and capability, 

you will perform better. 

 The perfect self-concept and self-esteem will 

make women experience more appreciation, more im- 

portant position, and more advantageous to prosper-

ous; therefore because self-concept and self-esteem 

are not only the smart weapons or letters of recom-

mendation, but also the transformation from lack to 

skilfull conver- gencing. 

 Humans have the potential to grow and develop 

in a better direction. So, self actualization can be inter- 

preted as the innate desire of individuals to devel-

op their potential and achieve achievements in accord-

ance with their respective fields. Reputation is a cru-

cial aspect that is worth fighting for, managed and 

maintained by each institution so that the institution 

remains strong in the eyes of the public. Reputation 

institution is how to manage the affairs of an institution 

with respect to all his constituents; it is concentrated in 

the identity or character of the institution. Identity re-

stricts the actions taken by the institution, how they 

make decisions, treat employees, and react to the cri-

sis. The identity is the backbone of a reputation, and he 

describes the kind of relationship that built between 

public institutions with their most important, those are: 

constituents, employ- ees, customers, investors and 

local communities. Binus University still maintaining 

the reputation by continu- ing the skills of their stake-

holders and shareholders by their innovation, for ex-

ample a creative class; the con- cepts of teaching and 

learning situation in a class, where the lecturer and the 

students are in the same level and coul create every-

thing that they want, they can draw and show their 

mind freely. 
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 Socialization is preceded by the formation of 

their mother in rearing them. How do you define what 

should be done and what is not worth doing, is pre-

cisely desired by the environment. Supposedly the 

distinguished formation which separated gender was 

not formed since people were in their childhood, be-

cause naturally the children will understand what is 

right and what is wrong, what is good and what is bad; 

not about what men supposed to do and vice versa. 

 The cultural dynamic has changed day by day. 

Communication skill is what lies beneath us. The ex-

pertise of cross-cultural communication is a part that 

constructs attitude that influences intention, and there 

is a relationship between people attitude with the rela-

tionship that built between the lecturers and students, 

and communities as the cultural dynamics processes. 

Meanwhile the magic words in social media, culture, 

and communication is engaged. Engaged as a person to 

a person, hence no matter how many your followers 

are or how changed this world could be, we always be 

still because we are engaged and adjust the latest in-

vention. 

 Communicators often express values, but the 

standard, recognized usages within our ordinary lan-

guage, and that all the interpretations are relevant for 

understanding intercultural communication. Values are 

properties we ascribe to actions we think of as ethical-

ly good or wrong. On the other hand, when we make 

ethical statements, we do not believe that actions are 

good or bad in relation to rules in well-defined some 

much more difficult to express but clearly connected to 

our beliefs about interpersonal relations and the norms 

that we think other persons should conform to. General 

beliefs about how people should act typically underlie 

        

 Cultural value is the concept that usually 

taken for granted as general concepts which people 

believe in. We typically think that they should consti-

tute norms not only for one cultural group or commu-

nity but also for everyone. In fact, we must try to im-

agine another person in our own position, in our spe-

cific social and cultural context, the researchers 

should find it almost impossible to imagine how they 

could be justified in thinking that some of things are 

not fundamental values. 

 This does not mean that values understood as 

abstract concepts are valid from a neutral, objective 

point of view. Such a point of view does not exist. 

The important point is that fundamental concepts of 

value are always experienced as valid from a point of 

view,        

 

 Disagreement and problems in intercultural 

interaction can often be explained by showing that 

people have different concepts of cultural value 

that they believe are fundamental to society. There is, 

however, another concept of value that is even more 

relevant for understanding communicative challeng-

es in intercultural interaction. This concept is im-

portance because it is intimately connected to the 

way individuals wish to live their own lives. This per-

sonal feature is in contrast from those values under-

stood as abstract, general concepts. Understanding 

what values, a person has in this sense is, therefore, 

equivalent to understanding what beliefs he has. Simi-

larly, the addressing of relevant communicative chal-

lenges falls under the more general task of under-

standing the role of meaning and belief in communi-

cation as explained above. We esteem our personal 

values; they are        

      interests we have and the activities 

in which we like to participate. 

 Understanding what personal cultural values an 

individual has is, therefore, not equivalent to under-

standing what general cultural values they believe in. 

Personal values are radically different from beliefs – 

they are not true or false depending on how the 

world is. Instead, they are directly related to actions we 

make or should like to make in connection to specific 

circumstances. 

When communicators from different cultural 

contexts interact, values of this kind are often central 

in their communication. But since understanding what 

general concepts a person believes in is equivalent to 

understanding what beliefs he has, interactions involv-

ing general concepts of value do not constitute a com-

municative challenge that is different in principle from 

communication of beliefs. Of course, from the per-

spective of an audience, to understand what concepts 
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of value a speaker believes in is sometimes experi-

enced as important, but the point is that if the  

                      

                in-

cluded within that broader focus. 

 Another way of understanding cultural value, 

however, corresponds to a communicative challenge 

that is different in principle from communication of 

beliefs and is especially important in intercultural in-

teraction. The reason is as follows: According to the 

analysis that have developed, to understand what per-

sonal values a person has is tantamount to understand-

ing how he wishes to live his life, and this is not a mat-

ter of understanding what thoughts and beliefs he has. 

Moreover, the fact that persons from different cultures 

typically live their lives in significantly different ways 

means that it is especially important to focus on these 

values in real-life interaction. To understand what per-

sonal values we need to realize how they wishes to live 

their life. We need to understand what activities the 

people experience as valuable from their perspective. 

But if the official has an entirely different perspective, 

if the starting points are so radically different and there 

seems to be so little          

    a formidable problem of com-

munication. 

 Complete understanding is rational agreement, 

a comprehensive overlap of beliefs regarding a topic 

of discourse. It follows that the process of understand-

ing should be thought of as a gradual uncovering of 

another                 

   another person presupposes that there is a 

significant overlap of common beliefs. Correspond-

ingly, if communicators have very different beliefs 

about a topic of discourse, then the chances of achiev-

ing successful communication about that topic of dis-

course are radically impaired. 

 

 

 

 

(Cross cultural model based on research results) 

 That model seems very ideal and have no con- 

flict in it; it is true, because the informants that we ob- 

served are the people who willing to build the commu

- nication, maintain the interaction and doing the con-

ver- gence. They avoid stereotyping and accept the 

differ- ences, as there are no one in this world are 

similar. 

 

CONCLUSION 

 People need to share many more beliefs in 

order to communicate successfully, and this condition 

is probably not met. However, the problem related to 

personal values is even more fundamental: when two 

persons share a belief, then that is because they have a 

belief involving the same representation of the world. 

If personal values are relations not to representations, 

but directly to the ways we wish to live our lives, then 

they cannot be shared at all. 

 Every aspect of global communication is influ-

enced by cultural differences. Even the choice of medi-

um used to communicate may have cultural overtones. 

Culture is, basically, a set of shared values that a group 

of people holds. Such values affect how you think and 

act and, more importantly, the kind of criteria by which 

you judge others. Cultural meanings render          some-

behaviors as normal or right and strange or wrong. 

 Every culture has rules that its members take 

for granted. Few of us are aware of our own biases 

because cultural imprinting is begun at a very early 

age.        

values, phobias and anxieties are taught explic-

itly, most is absorbed subconsciously. 

 Bina Nusantara University bridging the gener- 

ation gap with creating a creative class through the 

furniture arrangement and facilitating the openness 

communication between generation. Nevertheless, a 

college or university environment need people who 

willing the learn about diversity all the way, for the 

lifetime. We are all individuals, and there are no two 

people belonging to the same culture guaranteed to 

respond in the same way. However, generalizations are 

valid to the extent that they provide clues on what you 

will most likely encounter  and how those differences 
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impact communication. The most important things to 

remember and apllied in our daily life based on this 

research is the willingness to do the communication or 

doing the interaction instead of assuming and doing 

the stereotyping. 
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