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[bookmark: _Toc7132]Executive Summary
International business comprises wide cultures and different modes of communication during expansion. As a business advisor, I want to guide and provide advice to UK-based business organizations wanting to expand their enterprises to the Asian markets. For this purpose, the cultural theories will indicate the importance to have communication with meaning and the ability to make people understand their desired thoughts. Using Trompenaar’s model of seven dimensions, the culture of Asia with British culture is compared and analyzed. It indicates that Asian culture is dependable on groups with external control, whereas British culture is individualistic with internal control. As a result, it indicates that both cultures are opposite of each other. To expand the business it is essential to learn the small talk and Asian culture concerning communication and adopt the culture of them during business expansion. 
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[bookmark: _Toc19154]1.0 Introduction 
Communication enables the spread of culture in different regions and societies. According to Pushkarev and Pushkareva (2019), the values and schemes developed in culture play an important role in mitigating misunderstanding among individuals through effective communication. Effective communication is the process of exchanging messages, thoughts, knowledge and data with clarity and respect. Generally, communication leads with the purpose statement that the sender and receiver decode a similar message in one language. However, international business communication includes cultural differences leading to the exchange of thoughts, knowledge, and data in various languages. This implies that communication is beyond national region borders. 
Culture is essential to international business because it influences beliefs, practices and values across continents. According to Abdulai, Alhassan and Sanus (2019), cultural barriers are formed in international communication due to the rise in a misunderstanding about language and regional habits. This essay aims to provide a cultural understanding to the managers of clothing retailing businesses from the UK to expand their operations in Asia. The main argument of this essay is whether UK -based businesses can expand in the Asian region due to the presence of cultural and language barriers. For this purpose, this essay will present a discussion on international business communication, Trompenaar's seven dimensions for international culture, communication and relationship building in Asia and the analysis of the failure of relationships in business communication. 


[bookmark: _Toc20770]2.0 Main Findings
[bookmark: _Toc14280]2.1 International Business Communication
International Business Communication provides a unique opportunity to understand communication in addition to a foreign language. Katsikeas, Leonidou and Zeriti (2019) state that businesses expand in different cultural backgrounds to understand effective communication and gain success in a failing market. To expand a clothing retailing business to Asia from the UK, it is essential to learn about intercultural communication theories to be aware of the presence of various cultures in Asia. According to Lobo et al., (2020), the interpretive approach to understanding communication and cultural theories accumulate knowledge based on shared stories and cultural approaches. To expand in foreign countries, the business should implement culture and communication theories. Thus, it implies the need to learn about the cultural approach while expanding business. 
Communication is a two-way process which includes a sender and a receiver in listening and expressing to others. According to Annaswamy, Verduzco and Frieden (2020), there is a presence of barriers in communication which leads to misunderstanding and develops confusion among people. Kawaguchi-Suzuki et al., (2019) state that the Asian communication style values two characteristics i.e., respect and honour. While communicating with business partners from Asia, the manager from the UK should accumulate the practice to perform communication with respect and honour. However, Annaswamy, Verduzco and Frieden (2020) argue that even if the manager communicates wisely, there can be a change in intercultural communication barriers such as language assumption, ethnocentrism, anxiety, prejudice, and rude behaviour. This implies that even if the manager learns to communicate with Asian people, there can be barriers to it. 
Cultural barriers in the international environment form due to differences in language stereotypes, behaviours, beliefs, and habits. As per Irwin (2020), a business should be aware of the Asian cultural differences from the UK to expand the business and communicate with respect. One of the key differences between Asian countries and the UK is that most of the greetings from Asia require no physical contact. Kawaguchi-Suzuki et al., (2019) think that Asians feel more comfortable working in a group and eating together with a group of individuals. However, workplaces in the UK have people that prefer to work solo or eat alone. These can be some of the cultural barriers that the business expanding in Asia should be aware of. 
In international business, an expansion should take place by analysis of the high and low context of communication. Bonvillain (2019) states that high context cultures covey communication with the meaning and assert to help the other understand it with importance. However, the low context cultures are explicitly contextual factors which are less important and take place among a large number of people or groups. It can be analyzed that the UK has a low context culture as the people are more straightforward and explicit while communicating (Bright and Bakewell, 2022). On the other hand, Asian people are high context cultures with a specific communication style based on body language, tone and expressions. There are possible implications of conducting business with high and low context culture business as there can be a high chance of communication barriers during business dealings. Thus, understanding the preferences of both cultures is important to make engagement choices with new international businesses. 
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[bookmark: _Toc19457]Trompenaars’s 7 dimensions of culture 
Trompenaars’ model of national culture finds the cultural differences and cross-cultural problems by applying it to general business and management. Tran (2022) provides that Trompenaars has introduced seven dimensions of culture (Figure 1).

Figure 1: 7 Trompenaars Model of National Culture
The model presents the seven cultural differences with dimensions in which human being deals with each other during international communication. Agada (2021) opines that Universalism is a belief that promotes the ideas and rules in society while Particularism is a belief that decides how ideas should be applied in society. Sattorovich (2020) found out that there is a presence of high Universalism in the UK whereas, high Particularism in Asian countries. It is agreed that Asia consists of a culture with a greater emphasis on relationships and culture, making it particular to implement several cultural codes. On the other hand, the UK’s focus is on creating rules with professional arguments through Universalism. It is recommended to UK businesses to not dismiss any small talk conducted specifically by Asian managers. 
Individualism vs Communitarianism refers to the meaning of people as individuals and a part of a group respectively. Fackler (2020) states that Asian people prefer to be with a group as communitarianism whereas, the British people focus on individualism as their identity. Japan and China highly have communitarianism while Mexico and the United States have high individualism.  As per Trompenaars’s next dimension, Neutral vs emotional, it can be stated that British culture is neutral and Asian culture is emotional (Wang, 2022). It can be determined that the business should regard itself as a part of the group while meeting with the Asian partners. Further, the managers of the UK’s business should be aware of the emotional culture in Asia that people tend to speak loudly when excited, often smiles and boosts communication with enthusiasm. Therefore, managers should understand it before expanding the business with Asian partners. 
Trompenaars' specific and diffuse culture dimensions target individuals likely to live in large public and guarded spaces respectively. A specific culture is followed when individuals like to share a large space with different groups of people, while the guarded space is shared only with selected people (Lee, 2020). A diffuse culture is followed where there is one space, and the communication takes place without separating the personal and private culture. Sattorovich (2020) suggests that it is not useful for business meetings and communication as it is essential for friends and families living together to communicate within cultures. Thus, it implies that it should be kept in mind while communicating with Asian individuals, however, this dimension does not apply to this case. 
An achievement culture addresses the people with how well they perform and communicate with each other, whereas in an ascription culture the people are addressed based on who they person is. Baier et al., (2022) show examples of achievement culture that include, the US, Switzerland and the UK, and on the other phase, the Ascription culture examples are Indonesia, China, and Venezuela. This estimates that businesses in an ascription culture which is mostly Asian have senior members that depict strict and respectful behaviour (Vargas, 2021). However, business with an achievement culture aims to be proficient and experienced in their performance. It implies that the business manager should ascertain this while seeking a deal with the Asian partners. 
Asian culture and British culture are opposites and align with the Trompenaars dimensions. Similarly, sequential vs synchronic highlights the importance of specific time and waste of time. In Asian cultures, the synchronic dimension is followed which shows the importance of being punctual for work whereas, British cultures implement sequential time culture where individuals base their lives on schedules and deadlines (Gill and Harrison, 2019). The last dimension of internal vs external control is exercised by British and Asian people respectively. Internal control is exercised by the British culture to control the outcomes and work on it whereas Asians tend to develop a flexible attitude to maintain work and harmony with nature at once (Abdulai, Alhassan and Sanus, 2019). It implies that managers should understand these orientations on international culture while expanding in the Asian region. 
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Relationship building is important while building communication in Asia by the UK’s business leaders. Communication helps in building relationships by listening and learning from another’s perspectives. Carroll, Hameiri and Jones (2020) recommend understanding and listening to people without judgement and interaction to build stronger relationships with trust. Communication plays an important role in meeting the needs of the people conducting business with each other. Cross-cultural communication suggests the involvement of Asian activities and practices before communicating with the leads. In this manner, the practice can lead to a prosperous and profitable business relationship through effective communication. Asian communication understands the needs, creates boundaries, shows appreciation, and avoids negativities which should be adhered to. Thus, it should be practised and listened to before expanding into Asian countries. 
The terms developed through the Trompenaars dimensions can be helpful to build strong business relationships. In many Asian countries, deciding on a business without a group is avoided as it builds a sense of trust and longevity for a business (Waisbord, 2019). Therefore, the UK company should adhere to this and prepare a group to represent in the meetings with them. For example, In Singapore and China, the final decisions are made by the senior of the group after communicating with the entire business group. This shows the importance of relationship building which promotes business growth and longevity through strong culture and communication. 
Relationship building depends upon the culture and different habits of thought. Cross-cultural is associated with comparing different cultures and acknowledging the differences to move toward future objectives. Individuals who are from specific cultures embrace their characteristics, for example, the Japanese tend to follow their traditional food habits even when visiting another country. Cultural identity has a significant influence towards individuals from similar or different groups. The British culture influences business communication with practices, customs, and views of the people in the UK. To proceed with the business expansion, it is essential to create culture through communication and develop a relationship to proceed with a cultural identity. 
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Cross-cultural relationships fail over the presence of differences in fundamental beliefs, struggles, and different interpretations of business and cultural aspects. Downey and Bedard (2019) state the three possible causes of misunderstanding in a cross-cultural relationship are ethnocentrism, communication differences and habitual workplace cultures. Ethnocentrism refers to the evaluation of another’s culture based on the customer's followed in own’s culture (Sun, Gonzalez, and Wang, 2021). It determines that some cultural trends restrict the habits and customs of another culture by making their own’s culture superior. This is one of the causes which can create misunderstanding and conflict during international business expansion. For example, the work culture in China is based on a rigid structure and employees adhere to strict rules. 
Communication differences occur due to the use of different languages and customs followed in the workplace. In this case, the possible reason for the failure of a relationship is misunderstanding the language or thoughts of another person (Kawaguchi-Suzuki et al., 2019). Dialectical differences create communication gaps and language becomes a barrier to international communication (Venter, 2019). As a result, businesses fail to develop trust in the global environment. Language barriers occur when two people speak different languages, as Britishers will speak English and Chinese will speak Mandarin. The breakdown in language with physical language disabilities can lead to a rise in conflicts and other consequences (Li et al., 2020). Therefore, cultural biases with language differences can be a possible reason for failure. 


[bookmark: _Toc23018]3.0 Conclusion
The essay aimed to provide a cultural understanding of the UK’s business aiming to expand its operations in the Asian market. For this purpose, the essay highlighted the seven dimensions of the Trompenaars model which suggests that the Asian community is focused on external control of culture. Asian countries are high in particularism with their identity, communitarianism for their individualistic choice, diffuse culture and ascription culture. The rise in argument suggested that British culture is opposite of the Asian culture. While the Asian culture depends upon the decisions taken by a group, the Britishers make their own business decision. Thus, it can be concluded that business managers should make essential choices and understand cultural differences before expanding in Asia. 
Communication and cultural differences are the main barriers that can create problems for the business in expanding business. It is highlighted in the essay that relationship building is crucial for the expansion that can help in generating positive communication with the Asian partners. Understanding the views without developing judgemental thoughts, ascertaining the small talk and taking interest in the Asian culture can assist the business leader to understand international communication. The analysis presented recommendations such as reducing the probability of ethnocentrism and increasing the cultural habits among each other to adopt the Asian culture. Since Asian people follow a rigid structure in workplaces, it is also recommended to the UK's businesses understand the strategy well by maintaining etiquette and following their rules. In this manner, the business can proceed with the relationship-building process and eradicate the potential failure symptoms from this expansion. 
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To develop effective communication, it guided business organizations in the UK to expand their business to Asia after understanding the cultural theories and barriers of international communication. Pina et al., (2019) suggest that maintenance of etiquette and the practice of active listening can improve the cultural barrier and help in building strong relationships. It is recommended to the business initiate small talk with the Asian business partners by asking about their family, health, and work. It can be proved beneficial for the business as Asian people like to live with external control of work and nature. 
Relationship building is essential for the business to be able to generate strong cross-cultural communication with Asian partners. Cornelissen (2020) suggests that listening to people without judgement can be a way practice for business managers from the UK to deal with international business. It is recommended to understand the culture of the business partners to reduce the probability of ethnocentrism that might lead to a failing culture. Further, the business partners should develop cultural dimensions of Trompenaars to avoid failures from the rise in cultural barriers. 
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