SUMMARY OF THE ARTICLE: THE RELATIONSHIP BETWEEN SHINGAKU TRADITION AND JAPANESE BUSINESS CULTURE – ADAPTATION VS CHALLENGES
INTRODUCTION

The author proposes to consider Shingaku movement as an essential source of assumptions, values, attitudes and expectations concerning business activities – source which developed in the last stage of pre-industrial period in Japan. There are also other sources that could be referred to in this context, however, Shingaku movement has its special place as the basis of merchant ethics and principles of their activity in Edo period. 
Due to the processes of internationalization on the one hand, and globalization on the other, nowadays business cultures are not considered as separate, isolated entities, but in the context of other business cultures and interactions between their representatives. Over the years various theories and models reflecting and classifying cultural differences in business activities have been developed. In this article the author refers to Richard Gesteland’s classification, because of the elements present in Shingaku thought which correspond with his definition of strongly relationship-focused business cultures.  
PART I 
The characteristic of Shingaku movement 
The movement established by Ishida Biagan (1685-1744) and continued after his death by Teshima Toan (1718-1786), Ishida’s prominent and most influential disciple, attracted mass audience in urban and rural areas, as well. 
In order to understand Shingaku tradition two essential aspects are discussed i.e. its syncretic religious character and its practical dimension. Shingaku syncretic character is reflected by a combination of Confucian, Neo-Confucian and Buddhist, especially Zen, elements. In this respect the concepts of nature, mind, doubt and practice play a key role. Although their meaning differed in respective traditions (Buddhist and Confucian ones), they were applied and treated as equivalent, because Ishida considered the ultimate goal of Buddhism and Confucianism to be the same and the way of practice to be different. Thus, he presented his own view on the subject of the way of practice. 
The practical dimension of Shingaku movement is inseparably connected with two aspects. Firstly, self-cultivation (i.e. religious and simultaneously moral practice) carried out through daily responsibilities and obligations defined by one’s place in social order. Secondly, the low status of the merchant class in the social hierarchy. Ishida considered the distributive activity of merchants as a mission entrusted to them by society (society could not function without it), and the profit as the result of their contribution to society. Thus, he actively affirmed such a profit (in merchant activities) which was earned in an appropriate way i.e. in a meticulous, diligent, conscientious, thrifty manner. 

PART II

Richard R. Gesteland, basing his considerations on his long-term experience in the international business environment, defined business culture as “a unique set of expectations and assumptions about how to do business”. Gesteland distinguished five dimensions of business cultures, describing tendencies which prevail in a culture. The first and most important dimension, to which he refers as Great Divide, is related to the attitude towards interpersonal relationship and task to be performed. According to him a business culture can be either relationship-focused or deal-focused depending whether there is or is not a tendency to carry out business tasks via networks of established personal contacts, connections. Cultures differ in the degree and the more long-lasting and well-established, and consequently verified by different circumstances, networks of relationships are required, the more a culture is relationship-focused. 

According to Gesteland’s classification Japanese business culture is defined as strongly relationship-focused. Thus, time, patience and effort are required to establish these networks of relationships and this attitude influences business activity on each of its stages.  Moreover, the priority is given to these networks through which tasks are carried out, not to specific tasks. 
PART III

Shingaku movement and relationship-focused perspective 

In this part the author analyzes Shingaku teachings from the relationship-focused perspective. In this respect the understanding of self-cultivation plays a key role, as it refers to fulfilling one’s own social role and obligations and consequently to work understood in a broader sense of different relationships and not in a narrow one of task realization. This idea was connected with the concept one’s duty (shokubun), with the way in which one should act in different situations depending on their place in social structure. From the perspective of self-cultivation regardless of their status all people are not different. Moreover, devoted work in accordance with one’s status and position will be gratified with pleasure in spite of exhaustion. 
As concerns self-cultivation in the context of trading work and activity, Ishida’s  thought cannot be underestimated in this respect, as it is also his personal experience and knowledge about trading which are reflected in his considerations.  His  attitude in this respect is very complex and multidimensional, as trading inseparably involves dealing with different kinds of relationships, fulfilling social obligations and responsibilities, continuation of a trading household, mutual benefits between merchants and their clients, taking best care of  customers etc. Moreover all of this should be carried out with diligence and meticulousness.  In this way Ishida formulated ideas which explained the meaning of trading and justified its place in the context of other social activities. He emphasized functional interdependency and indispensability in society. Justifying merchant right to the profit, their place and role in society, he underlined mutual benefits, taking best care of clients,  i.e. in modern words focus on relationship and long-term orientation. 
CONCLUSIONS

The author’s intention was to show, how understanding of trade and merchant activities according to Shingaku thought is close to Gesteland’s idea of relationship-focused cultures. First of all, the emphasis put by Shingaku tradition on complex and multidimensional understanding of merchant activities, shows that trade was not supposed to be focused on the realization of specific tasks, but always related to the broader context i.e. the one of social obligations and responsibilities and the one of merchant-client relationships. Here such ideas as mutual benefits, taking best care of a customer, interdependency and indispensability are of essential meaning.  However, the deep entanglement of trade in the context of fulfilling social roles and obligations goes beyond Gesteland’s concept of relationship-focused cultures. This aspect was only partially addressed by him in the context of the topic of hierarchic and ceremonial business cultures, in reference to which Japanese one was defined as highly hierarchical and ceremonial.  
