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Executive Summary
This report explores the cross-cultural communication problems faced by British clothing retailers when entering the Asian market. The core analysis is based on Hofstede's cultural dimension, Hall's high and low situational communication theory and Trenpennas' seven-dimensional theory. The report highlights the cultural differences between the UK and major Asian markets, which have an impact on business operations. Through the case study of Barber and New Look brands, the key role of cultural awareness, adaptive communication and localization strategies in cross-border expansion has been confirmed. Finally, specific suggestions are put forward to help British clothing retailers improve operational efficiency and provide references for actual expansion initiatives.
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1.0 Introduction
In the era of globalization, cross-border expansion has become an important strategic choice for seeking new growth momentum(Brunet-Jailly, 2022). As the most dynamic consumer market in the world, Asia has become an important target market for British clothing retailers to expand their global business. However, the multicultural background of the Asian market has also brought serious challenges to British clothing brands in cross-cultural communication.
The core contradiction faced by British clothing retailers in the process of expanding in Asia is the cultural differences between Britain and Asian countries. Britain tends to communicate in low context, while most Asian countries, such as China, Japan and South Korea, adopt high context communication(Yang, Hou and Arth, 2021). These cultural differences manifest in various aspects of business operations. If not effectively managed, they may lead to cultural misunderstandings and even business failures.
This report focuses on the expansion of British clothing retailers in the Asian market and examines the impact of cultural differences on international business communication. Based on cross-cultural communication theories such as Hofstede's cultural dimensions theory, Hall's high-context and low-context communication theory, and Trenpennas' seven-dimensional theory, this study analyzes the cultural differences between the UK and Asian countries, summarizes the key international business communication skills required for British clothing retailers to enter the Asian market, and verifies the practical application of these theories through case studies of successful and failed enterprises. Finally, it proposes targeted strategies to overcome cultural barriers and specific suggestions for the sustainable development of British clothing retailers in the Asian market, aiming to provide reference for British clothing brands in expanding in Asia.


2.0 Core Cross-cultural Communication Theories
2.1 International business communication
International business communication refers to the process of information transmission between individuals and organizations in the context of global business activities, with the aim of achieving business goals. It requires communicators to fully consider the differences in values, thinking patterns, behavioral norms, and language habits across various cultures, in order to ensure that the information is accurately conveyed and understood by the recipient(Grzegorzek, 2024).
Nowadays, economic globalization is developing in depth. For enterprises, efficient international business communication is the core support for them to expand their global markets, helping them enhance their international competitiveness and ensuring the development of global business. For individuals, good international business communication skills are also conducive to the enhancement of personal value. High-quality international business communication provides assistance in building a favorable international business environment(Gökmen, 2024).

2.2 Hofstede's Cultural Dimensions
Hofstede's cultural dimension theory is a framework used to understand how cultural values shape behaviors in societies and organizations. This theory identifies six key dimensions, highlighting the differences between various countries. Businesses, educators, and researchers utilize this theory to address cultural diversity issues and enhance cross-cultural communication(‘Hofstede’s Cultural Dimensions Theory’, 2022a).

2.3 Hall's High and Low Context Communication
High-context and low-context cultures are terms used to classify the communication methods of different societies. These definitions were proposed by anthropologist Edward T. Hall in the 1970s, aiming to categorize cross-cultural communication. High-context cultures tend to be more implicit and less dependent on language. Examples of such societies include many Asian and African countries. Low-context cultures, on the other hand, are the opposite, placing greater emphasis on directness and language communication. The United States and many European countries belong to low-context cultures. No society is completely high-context or low-context; all societies contain elements of both cultures(High-context and low-context cultures | Research Starters | EBSCO Research, no date).

2.4 Trompenaars' Seven Dimensions
The Trenpennas' Cultural Dimension Model, also known as "The Seven Elements of Cultural Dimensions", can help you collaborate more effectively with people from different cultural backgrounds. Business activities are becoming increasingly globalized, and thus teams have become more diverse. We are likely to need to work with people from other countries and different cultural backgrounds. When misunderstandings occur, the Trenpennas' Cultural Dimension Model can come into play(Trompenaars Cultural Dimensions - The 7 Dimensions of Culture, 2017).

3.0 UK-Asia Cultural Differences
Hofstede's theory divides cultural differences into six dimensions. Some of these theories have implications for British enterprises expanding in Asia. In terms of individualism and collectivism, the UK emphasizes individual achievements, while Asian countries value collective interests. As a result, Asian consumers are more influenced by those around them. In terms of power distance, the UK has a smaller power distance and advocates for equal dialogue, while Asian countries have a larger power distance and respect the hierarchical system. British retailers need to pay attention to etiquette when communicating with senior management of Asian partners. The UK has a moderate tolerance for risks, while Japan and South Korea pursue stability and standardization. British brands need to provide detailed product information and stable services to gain trust in these markets. The UK focuses on short-term goals, while China emphasizes long-term planning. British retailers in Asia should adopt long-term strategies and focus on the long-term development of the brand(‘Hofstede’s Cultural Dimensions Theory’, 2022b).
In the UK, low-context communication tends to convey information directly through language, emphasizing efficiency and clarity. British enterprises pay attention to the core issues in negotiations and express their views directly. Asia's high-level context communication depends on the context and is more inclined to express it indirectly to maintain harmony. This requires British retailers to interpret those implicit meanings(Bai, 2016).
Britain follows the rules, while Asia values relations. British retailers need to balance rules and relationships when cooperating. In public, the British will maintain emotional restraint, while Asians will pay more attention to emotional expression. British companies can enhance brand affinity through marketing. Meanwhile, the UK evaluates individuals based on achievements, while Asia values experience and background. British retailers should respect the status of local partners and employees and recognize their capabilities.

4.0 Key IBC Skills for Asian Market
Cultural awareness is the foundation of cross-cultural communication(Zlomislić, Gverijeri and Bugarić, 2016). British retailers need to have a deep understanding of the Asian market, including understanding values, communication styles, business etiquette, consumption habits and religious beliefs. They should also enhance cross-cultural awareness through employee training and reduce the impact of cultural differences on business operations.
British retailers must adapt to the communication styles of the Asian market(Chłopicki, 2017). When presenting different opinions, first acknowledge the other party's efforts, then express one's own views, in order to enhance the closeness between them. In non-verbal communication, it is necessary to understand the meanings of local gestures, eye contact and body language, avoid using inappropriate non-verbal signals, and maintain a friendly and professional image.
Asian culture places great emphasis on relationships(Campos and Kim, 2017). Good cooperative relationships are the prerequisite for business success. British retailers should choose reputable local partners and establish long-term and stable cooperative relationships based on the principle of mutual benefit. In terms of consumers, they should provide high-quality products and after-sales services to enhance consumer loyalty.
Trust is the cornerstone of business cooperation(Hakanen, no date). British retailers must uphold integrity, abide by business ethics, and promptly inform their partners of relevant information. They should provide consumers with true and accurate product information to enhance consumer trust.
Establishing an efficient cross-cultural team is crucial for market expansion. British retailers should select local employees with cross-cultural communication skills and professional capabilities, and appropriately allocate team members from different cultural backgrounds(Kappagomtula, 2017). Build a team culture of mutual respect and understanding, and adopt flexible management methods, respecting the working styles and habits of employees from different cultural backgrounds.
Before entering the Asian market, British retailers must conduct in-depth market research, systematically studying the value, communication methods, consumption habits and policy environment of the target market, in order to formulate targeted business strategies, better enhance business communication and integrate into the local market.(How to Do Market Research, Types, and Example, no date).

5.0 Case Analysis
5.1 Successful Case: Barbour's Expansion in the Asian Market
Barbour was founded in 1894 and is a classic British outdoor clothing brand(‘Barbour (company)’, 2025). It has achieved remarkable success in the Asian market, especially in China, Japan and South Korea.
Barbour deeply understands the cultural differences between Britain and Asia and adjusts its brand positioning accordingly(Development, no date). In Asia, Barbour positions itself as a high-end brand that highlights taste and status, which is in line with Asian consumers' pursuit of brand recognition. In terms of marketing communication, Barbour empathizes with Asian consumers who value collectivism and family values through the natural landscape and family scenes in its advertisements, and also organizes brand experience activities to enhance the emotional connection with consumers(Barbour Marketing Strategy 2025: A Case Study – Latterly.org, no date).
Barbour has chosen strong local partners for cooperation, such as collaborating with Trinity Limited in China, leveraging the latter's mature sales network and market experience to quickly open the Chinese market(García Sánchez, Molero and Rama, 2016). In the process of cooperation, the two sides share resources and formulate marketing strategies, while strictly controlling the quality and providing comprehensive after-sales service, thus further enhancing their brand image.
Barbour also adjusted its products according to the habits and preferences of Asian consumers. It launched lightweight styles to adapt to the body types of Asians and collaborated with local designers to integrate local cultural elements into product design. Its joint series with the Japanese brand Beams was well-received by Japanese consumers. In terms of pricing, it adopted a differentiated strategy, maintaining high-end pricing in Japan and South Korea while launching products at different price levels in China to meet the needs of different consumer groups(Verslas: Teorija Ir Praktika, 2020).
Barbour's success in Asia lies in its effective cross-cultural business communication. By adjusting the communication style to respect local values, it transformed cultural differences into opportunities, ensuring its success from product design to marketing.

5.2 Failed Case: New Look's Withdrawal from the Asian Market
[bookmark: OLE_LINK1]New Look is a British fast-fashion brand founded in 1969(TBH, 2023). It entered the Chinese market in 2014, but announced the closure of all stores and withdrawal from the Chinese market in 2018 due to poor performance. In the Chinese market, the New Look brand adheres to its personalized positioning, ignoring the values of collectivism and the demand of Chinese consumers for social recognition. Its products lack broad market acceptance. In terms of promotion, it uses overly radical advertising language, which conflicts with Chinese consumers' preferences for euphemism, making its brand image superficial(Liu, Tao and Tsai, 2017).New Look's products were designed based on European and American aesthetics and body types, and their sizes were too large for Chinese consumers. These styles are also not in line with the local aesthetic habits. Its slow product update speed also makes it impossible to keep up with the pace of China's fast fashion market. In addition, it relies too much on physical store sales and traditional advertising, and the layout on e-commerce platforms and social media is also relatively backward, resulting in low brand awareness and influence(Kumah, 2017).
New Look’s management communication reflected a lack of cultural adaptation. The company has directly introduced its British-style individualistic brand style into China's marketing activities, but has not adjusted the communication of information or internal communication to meet the requirements of collectivist culture. This led to differences in communication between the headquarters and the local team, which ultimately made the brand information unable to resonate with Chinese consumers.

6.0 Conclusion
The expansion of British clothing retailers in Asia is accompanied by inevitable cultural challenges. These are manifested in aspects such as communication methods, value systems, business etiquette, and consumer behavior. The core cross-cultural communication theory provides a systematic framework for interpreting these differences. Hofstede's dimensions reveal the differences in individualism and collectivism as well as power distance. Hall's background theory explains the differences in communication directness. Trenpennas' model emphasizes the differences in rule and relationship orientation.
Case evidence further confirms that success depends on positive adaptability. Barbour has a deep understanding of Asian culture, carried out localized product design, established strategic partnerships, and adopted emotional marketing methods in line with Asian values, so as to establish a strong brand influence. In contrast, the failure of New Look is that it ignores cultural differences, resulting in a gap with local consumers.
Key international business communication skills, including cultural awareness, adaptive communication, relationship building and trust cultivation, are indispensable bridges to cross cultural barriers. Market research and product localization are practical guarantees to meet local needs. 

7.0 Recommendations
Enhance cultural training and team building, providing systematic cross-cultural training to all employees involved in the operation of the Asian market, to improve cultural sensitivity and the ability to interpret implicit communication. At the same time, they should recruit local talents with cross-cultural communication experience and professional qualities, create a team culture of mutual respect, and utilize cultural diversity to solve innovative problems(Amaram, 2007).
Implementing targeted localization strategies is also necessary(Rudi and Dragsund, 1993). The product design should be adapted to the body types of Asians, and corresponding product lines at different price ranges should be launched based on the consumption levels of each region(Price Lining: How to Offer Multiple Products at Different Price Points, no date).
Finally, in business operations, continuous in-depth market research should be conducted to track changes in Asian consumers' preferences, cultural trends, and policy environments. Establish a feedback mechanism to collect real-time opinions from local partners and consumers, so as to flexibly adjust the operational strategies(Chen et al., 2017).
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