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Executive Summary
	Expanding a company into foreign country’s market can lead to many benefits. However, few considerations need to be assessed before taking on the profitable investment. This report studies on one of UK cloth retailers, Superdry, and their background and reasonings behind their planning expansion into Japan’s market. Next, the skills for proper International Business Communication (IBC) are also assessed. Furthermore, Japan’s communication and cultural lifestyle is investigated through the usage of Hall’s High and Low Context as well as Trompenaars and Charles Hampden-Turner’s 7 dimension of culture. Moreover, the ways for relationship to be built along with trusts are taken into consideration for proper relationships between the company and Japanese businesses and consumers to be formed. It is found out that the company can follow up with this plan as long as they are aware of the cultural differences which existed between the UK and Japan. Understanding these differences can ensure their expansion can bring in the new market they hope to take advantage of.














Introduction
Bringing one’s business into the global market can be a rewarding maneuver in terms of profitability, popularity and credibility. However, challenges need to overcome firstly before obtaining the benefits stated. To overcome these challenges, businesses need to adopt international business communication skills. Learning the cultural differences, understanding unique traits and acknowledging local customs are some of the skills needed for a business to take note of to ensure proper establishment of the business on foreign countries. One of the industries that can bring their business to the global market is clothing retail industry. Clothing retailers can bring new sense of fashion into different parts of the world where different sense of fashion might exist in different places, all while enable companies to keep their own unique styles. 
Superdry plc is UK-based clothing retailer that has been operating since 2003. Their clothing line ranging from jackets, shirts and jeans features sporty design with simple Japanese writing along with their brand name as their signature. The price offered by the brand does make it considered by its consumers as luxury brand at affordable prices. Thus, bringing this clothing company into the global market can bring their clothing signature style into new population. For this, Superdry plc will focus on expanding their business into Asia market. The country chosen for Superdry plc to expand will be Japan as the country is considered as one of the most profitable countries in the Asian continent. Not to mention that Japan’s fashion is vast and creative which the company can explore. Although Japan will be one of the challenging countries they want to expand, overcoming them will surely bring the company into a different level in the clothing industry.








2.0 Superdry plc: Before Expansion
	Since it is established that the company is planning to expand to Japan, multiple things need to be reviewed and planned beforehand. This is to ensure proper establishment of the company in that country is made with minimal difficulties. Other than overlooking the international business communications skills and methods, the culture surrounding the country is also needed for the company to take note of.

2.1 International Business Communication
	International Business Communications, referred as IBC, can be understood as the communication occurring between different businesses or organizations from various foreign countries (Charles, 2009). Unlike common business communication, IBC occurs between at least two parties that come from different parts of the world, one which difference of corporate structure, goals and strategies can exist. IBC existed to act a bridge between the different businesses. Not to mention, IBC aims towards an efficient response for market opportunities by committing towards international business relationships (Griffith, 2002). Regardless of the business’s industry, IBC can bring forth the relationship that can certainly bring benefits for all the parties involved.











2.2 Skills Required for Effective IBC
	IBC is an effective method to ensure proper business relationships between different businesses from all part of the worlds. There are certain skills required for companies like Superdry to acquire firstly to ensure IBC is fully utilized. One of the skills is certainly good communication skill. Good communication skills are one of the skills that is certainly beneficial yet hard for a business to invest. Being able to be specific with the message while watching the body language can be some of the factors for good communication skills (Haralayya, 2016). Moreover, a good communicator can also create conversation or dialogues regardless of the recipient’s background. Effective communication skill can create proper IBC between different businesses in Japan without problems such as misunderstanding from arising. Despite any obstacles, a good communication skill can lead to proper understanding from the recipients’ responses (Pidvalna, 2013). Other than that, problem-solving skill can help with effective IBC. Problem solving skills are important since any obstacles that may arise during communication with foreign business may require solutions quickly. Not to mention, the required solutions must also be worthwhile for both parties long term (Kapur, 2020). Having good problem-solving skills by the company can help them to tackle any issue that may occur when entering the Japanese market such as sourcing clothing material. With proper problem-solving skills being displayed, the company can also establish proper relationships with Japanese consumers without provoking them. Lastly, businesses must have good patience skills. Patience is considered as the skill to tolerate any trouble or suffering without anger or upset by the victim (Barbian, 2017). When breaching into new market, disagreements between the company and the local businesses and consumers may arise. One fashion style in the country can be considered rude and disrespectful in the other. Japanese people tend to be indirect communicators (Scroope, 2021). They tend to give comments or dislikeness through ambiguous communication to maintain harmony and respect. Thus, the company need to be patience with any disagreement with the Japanese people and try to work out possible solutions. This skill may save the company’s face in the Japanese market and avoid from problems reaching critical level.



2.3 Methods of Communications

2.3.1 Hall’s High Context and Low Context
	The well-known communication styles came from anthropologist Edward T. Hall who introduces the High and Low context cultures. These context cultures are introduced to understand the difference of communication style that came from various culture which may require different understanding or interpretation (CN, 2022). High context culture focuses on the ways a statement is being said more than the statement itself. In high context culture, the recipient must understand the context behind the statement by reading between the lines (Nam, 2015). On the other hand, low context culture is more direct, decoding the statement by the words in a statement (Klagge, 2016). Low context cultures are more direct in any statement being said while high context cultures put the social setting and impressions being made during the statement on higher priority. 
	Japan is considered as a high context culture. Firstly, their language consists of many homonyms or words with same spelling but different meanings. Understanding sentences being made does not just required knowing what they said, but also understanding their meaning based on the statement’s impression and settings. For example, research still have a hard time understanding some words being said like “こうしょう (kōshō)” which has over 48 homonyms (Yuta, 2021). Other than their language, their work culture is more on high context. Instead of giving instructions, Japanese boss tend to said something in the line of “Do it well”. Failure to perform the task can lead to the employee being considered incompetent. It is important for Superdry to understand the high-context culture in Japan as failure could lead to numerous misunderstandings as well as being considered KY (kuki yomenai) which means “can’t read the air” (Yoshino, 2022). 





2.4 International Culture
	Different places possess different variations of culture surrounding the population. Those differences can lead to potential new product line for Superdry which ensure their position in the new market. However, international culture will need reconsideration by the company beforehand through Trompenaars and Hampden-Turner’s 7 dimension of culture.

2.4.1 Trompenaars and Charles Hampden-Turner’s 7 Dimension of Culture
2.4.1.1 Universalism vs. Particularism
This dimension surrounds how the people react to a certain situation. Universalism culture focuses on rules and laws when dealing with situations in their lives while particularism depends on the type of situations they are in for proper responses (Dudovskiy, 2013). Japanese people tend to fall for particularism. Their relationship is focused more than the rule when dealing with certain type of situations. Research conducted shows that the Japanese falls more in helping their acquaintances in getting over a rule rather than complying over them (Hiranuma, 2021). 	

2.4.1.2 Individualism vs. Communitarianism
Individualism is focus more on the individual achievement and freedom while communitarianism believes a group is more important in situations and decision-making (Carolina, 2019). Japan is more on communitarianism as any tasks given is usually presented in groups instead of individuals (Hiranuma, 2021). Although work cultures surrounding Japan is more communitarianism, individual preferences still exists where some Japanese are fine with individual works. 





2.4.1.3 Specific vs. Diffuse
This dimension relates to the population’s personality. Specific cultures have different faces or personality in dealing with public and private life while diffuse culture keep the same face in both settings (Via-web, 2022). Japanese people are more into diffuse culture. Japanese tends to be more loyal in their business conduct. They more focus on creating lifelong employment which in return creating group loyalty and harmony (Prezi, 2022). Moreover, the diffuse culture also pushes them towards more indirect communication. 

2.4.1.4 Neutral vs. Emotional
This dimension circulates on the population control of emotion. Neutral culture upholds logical reasoning in their act while emotional requires emotional express even when in work (CompanyMatch, 2019). Japanese are considered as neutral in their emotion. They tend to control their emotion especially in their work line. For example, Japanese airport securities will repeat the same order to every person to clear their bags instead of using higher voice when people are not listening (Livermore, 2019). 

2.4.1.5 Achievement vs. Ascription
Achievement culture does not rely on titles and gain rewards and recognitions for good performance. On the other hand, ascription culture emphasizes titles and authority possessed. This also falls in social status whereas the terms such as “Aunt” needs to be earned instead of given in birth in achievement culture (Culver, 2013). Japanese are more in ascription culture, where seniors and people with titles are respected more in business organizations. In Japan, people tend to get job from thanks to their family status more than from their skills (Zaterdag, 2008). 




2.4.1.6 Sequential Time vs. Synchronous Time
Sequential time culture focuses on one activity at a time while synchronous time culture tends to focus more activity at the same time (Mitrovic, 2017). Although this usually depends on personal preferences, most of Japanese people are more synchronous by undertaking multiple tasks in one time. Moreover, setting up business meetings may be specific in most occasions for the Japanese. However, setting up deadlines can be very vague. The logical conclusion can be put that they are somewhere in the middle (Evacomics, 2014). Having different tasks undergoing at the same time while focusing one by one for the best results is part of the Japanese culture.

2.4.1.7 Internal Direction vs. Outer Direction
Internal direction culture believes the environment can be controlled to achieve certain goals while outer direction believes that goals are achieved with the environment (EPM, 2017). Internal direction is more selfish while outer direction emphasizes relationship more than reaching goals. Japanese are more outer direction. Instead of voicing their opinion to change the environment, they maintain silent to avoid confrontation and maintain harmony in the relationships (Evacomics, 2014). 


3.0 Building Relationships
	Learning about the Japanese culture may require certain mindsets in building proper business relationships. Superdry need to assess the necessary aspects surrounding the differences of culture between the UK and Japan. The company need to be aware of the different work culture surrounding Japanese businesses as well as different preferences and level of relationships of Japanese consumers affect them. From there, adopting necessary changes in their strategies and goals can lead to long-lasting relationships being created and thus, cementing their position in the new country’s market.


3.1 The Importance of Relationships
	There are many advantages for the company once they have built a proper relationship with Japanese businesses and consumers. One of the advantages is reduction of marketing effort. It is well-known that marketing can create strong consumer value which increases their satisfaction and loyalty level (Kumar & Reinartz, 2016). However, maintaining such results can be quite a challenge especially when entering new market. The cost, time and talent needed to continue producing great marketing like advertisements could cost exponentially. Solid relationships can avoid this. When a relationship is formed between the company and consumers, consumers loyalty will arise which means the consumer base of the company is solidify. Instead of pushing towards costly advertisements, the company can invest into consumers loyalty program such as membership club which proven to increase consumer satisfaction (Khairawati, 2019). 
	Next, relationships between Japanese businesses can also help in providing competitive advantages in the new market. For a new entrant, having something different that can make the company stands out is a worthwhile thing the company need to possess. Thus, having proper business relationships can help bring the company in better spotlight (Dyson, 2019). The long-lasting relationships can bring different strategic advantages such as creating a strong business reputation. Moreover, the company can also gain opportunities of expanding their cloth line in the new market. Despite some clothing to be well-appealed by the company’s consumers, differences of culture can affect the clothing popularity. Having relationships with local Japanese businesses in enhancing the company’s clothing or creating a new clothing line will be easier than trying to find a new company. This is important as failure to ensure the company’s product is suitable for the Japanese market may lead to the products being considered unsaleable or outdated (Kim et al, 2015).






3.2 Ways to Build Trust
	The advantages of building long-lasting relationships are worthwhile for the company. To ensure the relationships are built properly especially with foreign companies, trust is needed. 
	One of the ways to build trust is to have a proper foundation for it to be built effectively. Dedication and focus are needed from both sides especially the company to be able to create trust on them (Jankowska, 2021). Furthermore, being flexible and patient are also some of the key skills needed by the company especially when dealing with Japanese businesses and consumers’ cultural differences. Other than that, displaying emotional engagement could add value to their trust (Sloan & Oliver, 2013). Despite the Japanese people are more subtle with their emotion, the company can display likeable emotion to show appreciation of the relationship which thus adding trust in the other parties. The relationships created should also be mutually beneficial to ensure both sides are trust-worthy (Berler, 2016). This is to ensure that both parties get mutual gain which gives the sense of achieving certain goals together. Since the Japanese trust more on people with direct or indirect relationships with them, having mutually-beneficial relationship can take advantage of that (Masaki et al, 2005, Siau & Wang, 2018). Lastly, bringing the business relationship into personal level can add trust to the Japanese. As mentioned, Japanese people appreciate relationships more than goals. By bringing the business relationship into the same level of appreciation they have with relationships with people, trust would surely develop overtime. Many cultures require this shift of business into personal level to make the relationship work (March, 2021). 








3.3 Relationships Failures
	The last thing that Superdry would want is their relationships to fail. This could be due to many factors. One of them includes failure to adapt with the local culture. As mentioned, Japanese culture are different than culture in the UK. For example, UK people are more direct while Japanese people tend to be silent and their statements are vague and ambiguous. If the company failed to grasp this concept, the relationship cannot be built. Furthermore, disregarding work protocols can also lead to relationship failures. There are many work cultures and protocols that the Japanese follows which may seems as strange by foreign companies. Understanding the cultures and protocols beforehand may prevent from relationship failures. Changes in the company’s product line without proper guidance can also lead to disasters. For example, the clothing line by Kim Kardashian which sparks controversy for the Japanese back in 2019 (Friedman, 2019).

4.0 Conclusions and Recommendations
	In conclusion, Superdry can gain many benefits if they decided to open their branches in Japan. However, understanding the Japanese’s method of communication as well as all the cultural dimensions surrounding them through Hall’s high-low context and Trompenaars’ cultural dimension is needed before conducting their business there. Through that understanding, the company has a better chance of building trust and creating a long-lasting business relationship with the local businesses and consumers in that country. It is also important for the company to assess the things to avoid such as failure in cultural adaptation which could lead to controversy surrounding the company.
	A few recommendations for the company to avoid having a failed relationships can be to have a separate department that have common knowledge about the country. Having that team, especially consists of local Japanese, can save a lot of time and money to make for proper business relationships. Moreover, the company can conduct survey to gain more understanding of the Japanese market. Lastly, the company can seek professional Japanese retailers to examine their products especially a new product line beforehand to ensure the products are suitable and proper for the Japanese market.
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