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[bookmark: _Toc10006]Report1: Ideas and thinking for future research
[bookmark: _Toc415]Studies and experiences and development
[bookmark: OLE_LINK2][bookmark: OLE_LINK11][bookmark: OLE_LINK6][bookmark: OLE_LINK8][bookmark: OLE_LINK13]The researcher who will carry out this research has completed a bachelor degree majoring in business and finance at the University of Wales Trinity Saint David from 2016 to 2017. During the studies, modules such as “Corporate Governance and Social Responsibility” focused on what types of responsibilities should be taken by the companies (Cai, 2014) and what is corporate social responsibility from Carroll’s pyramid (Carroll, 2016). Modules, such as “strategic management” introduced the researcher to how to use Porter’s Generic Strategies (Porter,1980), Business Level Strategy (Karami 2007) and competitive advantages (Koltler, 2010) in analyzing one corporation. And the module of international business communication emphasized Hofstede’s (1980) cultural theory, which left a deep impression on him. After one year, the researcher received his master’s degree at the University of York from 2017 to 2019, During his studies he obtained knowledge in different areas. For instance, the module of Managing People let him know the science of human behavior which is the main focus on predicting, understanding and controling other sciences (Moss,1965); the module of Introduction to strategic management informed the researcher that positioning plays an important role in strategic management (Porter,1996). The module of International business in the Global context also raised the idea that the globalization of MNCs has been an essential part in international business. (Cuervo et al, 2014). However, the researcher is more interested in the module Global organization, which utilized the theory of Hofstede cultural dimensions (Hofstede, 1980) to describe cultural distance for students, and this is second time for researcher to come across of Hofstede’s theory of cultural dimensions. This led the researcher to do more analysis of the cultural distance between one target country’s culture and Chinese culture, and to find out whether cultural difference have a bearing on international business in the Chinese market. For investigating this topic better, the researcher will do more studying and research in his interest area.
[bookmark: _Toc1564]Validity and reliability of resources
[bookmark: OLE_LINK4]To support the research, it is necessary for sources from different places to be collected, including books, journal and websites. Considering the validity and reliability of secondary sources, the researcher will find sources from reliable places and these sources will be close to the research area, such as “culture” “cultural distance (or difference)” and “international business” with different years published, For instance:
Books: 
International Management Managing Across Borders and Culture (Deresky, 2000).
Journal articles: (ABS, 2015)
[bookmark: OLE_LINK5]1. The Effect of National Culture on the Choice of Entry Mode (Kogut & Singh, 1988).
2. An overview of Hofstede-inspired country-level culture research in international business since 2006 (Beugelsdijk et. at, 2017).
3. Using interdisciplinary lenses to enrich the treatment of culture in international business (Shenkar, 2021).
4. Culture and International business research: A review and research agenda (Srivastava et al, 2020).
5. Chinese culture, modernization, and international business (Leung, 2008).
6. Cross-cultural examination of the effects of promotional framing on consumers’ responses: A comparison of China and Pakistan (Zheng & Hao, 2016).
7. From 'business culture'to 'brand state': Conceptions of nation and culture in business literature on cultural difference (Halsall, 2008).
8. Negotiating cultural boundaries: Food, travel and consumer identities (Bardhi et al. 2010).
9. Consumer ethics across cultures (Belk et al, 2005).
10. Consumption, taste, and the economic transition in modern China (Zhang, 2020).
11. The cultural shadows of cross cultural research: images of culture (Lowe, 2002).
12. From 'business culture' to 'brand state': Conceptions of nation and culture in business literature on cultural difference (Halsall, 2008)
13. Culture, capitalism and political entrepreneurship: Transnational business ventures of the Singapore‐Chinese in China (DAHLES*, 2005)
14. Consumption, taste, and the economic transition in modern China (Zhang, 2020)
15. Cultural adaptation and socialisation between Western buyers and Chinese suppliers: The formation of a hybrid culture (Jia et al, 2016)
16,Meta-analysis of cultural differences: Another slice at the apple (Magnusson et al, 2008)
Websites: Due to fact that this research will focus on the Chinese market, official data from the Chinese government may be used and articles from Chinese media websites or financial websites, such as Forbes and the Economist may also be consulted in an international business case study in the Chinese market.
Moreover, to ensure the validity and reliability for primary data collected by using a questionnaire, the researcher will locate the research area to make sure the questionnaire will fit in this research. The content of the questionnaire will also be analyzed in connection to what the researcher would like to find and also experts will be asked to check whether the design of the questionnaire is appropriate to be used on this topic. 
[bookmark: _Toc9289]Currency and applicability of concepts and themes
The topic in this dissertation could be: Do cultural differences have a bearing on international business in the Chinese market. The discussion of the currency and applicability can firstly start from the fact that this research will use a case study to analyze the question. For example, if the researcher focuses on the cultural distance between the US (target country) and China, then Hofstede’s cultural dimensions will help, and the case study could be E-bay failed in the competition with Taobao (Jie & Jing, 2015), or how Mattel can address the cultural distance question in Shanghai (Wei, 2012), since both E-bay (ebay, 2019) and Mattel (Mattel, 2019) belong to the US multinational company. But considering the fact that the data from Hofstede may not be too accurate to use at present, the researcher will use questionnaires to collect local data himself and the participants may from all over China or just parts of China. The data gathered from the questionnaires will be anazlyed and compared to the data from Hofstede, to find out whether the Hofstede model can still be used or should be improved. In-depth interviews will also be used in this research to complement incorrect questionnaire answers and find out more reasons why cultural distance affects these MNEs. Secondly, even if the result may only be used in the target country’s international company, research methods such as questionnaires, case studies, data analyses and the application of Hofstede’s cultural dimension in this research can be used for different countries’ international companies. For instance, the research method can be used in the case of Land Cruiser Prado stone lion advertisement culture question (Sinclair, 2008), which may provide a suggestion for the Japanese international business company to enter the Chinese market, although Japan is not the target country in this research.
[bookmark: _Toc20229]Interested research area in the future
In this research, to obtain more ideas from the Chinese market, the researcher will collect information by using questionnaires and interviews from the local place, and a hypothesis will be presented first. However, there is observed a different economic development in different cities. For instance, offshore cities get a higher GPD data than mainland cities: Shanghai, an offshore city with 3.79876 trillion yuan in 2019 (gov.cn, 2021) and Lanzhou, a mid-west city with 283.7 billion yuan in 2019 (gov.cn, 2021). Therefore, people living in different places with different salary may give a different answer regarding what they think of international goods, and these different answers may engender completely different thinking to the researcher’s initial hypothesis. In addition, questionnaire results may yield a particular interest area for the researcher, for example, after finding that Lanzhou has lower GPD than Shanghai, the local people in Lanzhou may like to have more international goods enter their city and bring some change in their life. As one of biggest capital cities in the mid-west of China, Lanzhou may represent many Chinese mid-west cities, whose international market has not been occupied by many international companies. This may lead the researcher to investigate more these large Chinese mid-west cities rather than Chinese offshore cities, and the research result may bring more benefits for international companies especially new international companies to grow in the Chinese market. 






[bookmark: _Toc26231]Report 2 : application for Hofstede’s cultural dimensions
[bookmark: _Toc8927]Hofstede’s cultural dimensions 
Hofstede’s model includes six cultural dimensions: Individualism, Power distance, Uncertainty avoidance, Masculinity, Indulgence and Long term orientation, and can be used in different areas, for instance strategy. Kang and Mastin (2008) hold the view that Hofstede’s cultural dimensions can be seen as a tool for developing a public strategy, which will help to build a connection between the public and the culture. In the area of value, De Mooij and Hofstede (2010) state that the six cultural dimensions not only define the countries’ value into the business area, but also provide the definition of the general country’s value. However, others like McSweeney (2002) support the thesis that the data and results from Hofstede’s cultural dimensions theory may be inaccurate to be used at present, and this may entail a risk for measurement.
[bookmark: _Toc18530]Graph for development of theme
On graph 1, the researcher provides a simple content picture for the development of this dissertation in the future. 
[image: 7c3e752b82342c327841444d3d903a3]
[bookmark: OLE_LINK10]Figure1. Research process map
According to Figure1, after introducing the background of this research, literature and case studies in cultural area and Chinese market will be discussed to formulate the question and provide the researcher’s own hypothesis for the result. Relevant findings from Hofstede’s cultural dimensions will be used throughout the whole research. After analyzing the cases on the basis of Hofstede’s cultural dimensions theory, the researcher will use questionnaires to find out what local people think about international goods, international business and MNEs in their cities. The respondents will be people in different places, different ages, genders and jobs and will be divided into different areas using sample survey, or just focusing on one area. Then, the researcher would like to use the method of in-depth interview to do a more detailed investigation to find out more reasons why the cultural distance affected the international company to do business in China. Finally, the dissertation will draw a conclusion regarding what kinds of cultural distance (difference) influences target countries’ international companies to do business in the Chinese market, and whether there are suggestions for new international businesses from the target country to move into the Chinese market. Moreover, even if the results cannot be used for other countries, the research process such as using questionnaires in the local market and relevant application of Hofstede’s cultural dimensions can be used for other countries’ international business company, to provide suggestions how to enter their target market in the future.
[bookmark: _Toc24278]Advantages and disadvantages of Hofstede’s cultural dimensions theory
Owing to the fact that one aspect that will have a focus in this dissertation is “cultural distance (or difference)”, the advantages of Hofstede cultural dimensions’ theory will prove undoubtedly useful. It has long been considered as a key factor in cross-culture management (Javidan et al., 2006) and the framework of Hofstede’s cultural dimensions theory has been used for 50 countries (Hofstede, 1984). Therefore, Hofstede’s model could be a better core theory than other possibilities in this research, because it will help the researcher to find out the cultural characteristics of the different countries. Moreover, McSweeney (2002) agrees that Hofstede’s cultural dimension theory can be used in different analyses. For example, this framework can be used in comparing different countries’ culture such as recently emerging cultures (Schwartz, 1992). In other words, Hofstede’s cultural dimensions framework could also be a good method for the researcher, because after finding out that international businesses in the Chinese market may be affected by the cultural differences, the researcher can use it to compare the target country’s culture to Chinese culture to get a fuller understanding and a deeper analysis of the context and the processes. 
On the other hand, some scholars and practitioners have expressed their concern for using Hofstede’s cultural dimensions theory or framework in research. For instance, Hofstede’s framework has been viewed as too simple to be applied in explaining a social action. (Mcsweeney et al., 2016) and Venaik and Brewer (2016) express concerns about using the Hofstede framework, because some researchers think that this method is not enough. However, in criticising this concern and analysing this drawbacks other researchers hold the view that even if Hofstede’s model may not show accurately the data for national cultures, it will still bring cultural understanding and the framework is wstill popular with scholars and managers, therefore it should not be abandoned at present. (Venkateswaran and Ojha, 2019)
[bookmark: _Toc245]Application in different environments
In general, Hofstede’s cultural dimensions theory can be used in different environments to compare different cultures in various countries. Deresky (2017) holds the opinion that, Hofstede’s framework focuses on how differences and culture values can be the basics of organization behaviour and how those cultural dimensions link to economic, political and geographic factors in different countries. (Kale and Barnes, 1992). Altogether 116,000 IBM employees joined in this research from over 40 countries, which extended the research scale to over 50 countries and 3 regions (Hofstede, 1984, 2001). Therefore, the researcher can use Hofstede cultural dimensions’ theory and its framework to analyse one country’s culture characteristics and comparing different cultures in different countries. For instance, comparing the culture distance between China and Russia (Hofstede insight, 2021). 
[bookmark: _Toc15059]Possible objections, bias and access problems 
Regarding the ethical research risk, the available of data from Hofstede’s cultural dimensions framework may be questioned by others, because some researchers may consider the data inaccurate and that it cannot be used at present. For this reason, the researcher will combine the questionnaire results collected by the researcher himself in the future with data of Chinese culture analyzed using Hofstede’s model, to find out whether some result from Hofstede’s cultural dimensions should be improved and better suggestions can be provided for the target country’s international companies.
The main problems for the researcher at present are the following. Firstly, the questionnaire in the Chinese market: different people in different places may show different answers for the same problem, therefore the researcher will consider spending long time on using the questionnaire in all areas of China, or only focus on one area by sample survey. Secondly, on the topic of “culture” or “cultural distance” it is not simple to find relevant articles in authoritative academic journals, but researcher will persevere. 

[bookmark: _Toc31353]Report 3 research theme and research method
[bookmark: _Toc18935]Research Theme 
There is no doubt that international business and globalization increase the flow of services, goods and technology leading to the growth of interdependence between different countries (Joshi, 2009). At present, all countries, including China are suffering from the effects of Covid-19. The Chinese Gross Domestic Product (GDP) exceeded 100 trillion yuan for the first time in 2020 (GOV.CN, 2021), and Total goods imports and exports reached 32.16 trillion yuan (GOV.CN, 2021). The same year, China also became the biggest trading partner of the EU (GOV.CN, 2021). Therefore, China has a large market, which can provide cooperation with other countries and opportunities for these countries’ enterprises.
However, some companies can obtain opportunities and profits from the Chinese market, such as Volkswagen (Zeng and Wang, 2007) and Coca Cola (Li, 2007), but others like Mattel (BBC, 2011) and Dolce & Gabbana (Atwal et al, 2020) have met with business problems in China and their profits have suffered. A different understanding of cultural distance may be an important reason for the different results of these companies. Therefore, combining the knowledge of “Cultural distance” from “Hofstede’s cultural dimensions theory”, the researcher would like to focus on whether cultural difference seriously affects international business in the Chinese market.
[bookmark: _Toc28060]Research Method 
The research method that may be used in the future will consist of a mix method. In some cases, only questionnaires will be resorted to for collecting information from the local market regarding participants’ action, opinion and reaction for the researcher to find out the results from the market directly and discover the influence from culture or cultural distance. However, the data from the questionnaires only may not provide enough for investigation and therefore, even qualitative research methods may not be suitable for a large scale study. Using methods such as interview, case study and literature review for relevant factors of cultural distance can offer a more detailed and more complex account and lead to accurate and real results which may materialize into better suggestions and advice for international corporations that would like to enter the Chinese market. 
During the course of the research, a reliability and validity challenge may arise, caused by the specific method, for instance, the questionnaire. In reality, people in China may come from different places, and according to the China statistical book (2020), there are 23 provinces (in addition to 3 municipalities, 5 autonomous regions and 2 Special Administrative Regions) with over 1.4 billion people; therefore it is almost impossible to administer questionnaires everywhere, and different places may have different culture and thinking for cultural distance.  A sample survey can be a good way to solve this problem. When given a hypothetical situation, people may not provide real answers in the questionnaire. Lapiere (1934) holds the opinion that people may have an answer with their working motivation or other reasons but their real-life action, and in China, culture like “Guan Xi” (personal connection) support much of Chinese business events (Buttery & Wang, 1999). If questions are close to the part of the personal connection, the answer could be different. Moreover, the researcher is not sure whether the people who answer the question have the relevant knowledge or that a relevant event has happened in their daily life (Cicourel, 1982). This will also contribute to a more normal answer that may not help the whole research. 
In this research, the questionnaire (sample survey) will be used to collect information from local Chinese people within different areas or one fixed area, because the questionnaire will help to find answers about relevant questions concerning “culture” and “international business” with different ages, gender and position in different places.  After analyzing the data from the questionnaire, the researcher will choose to use the interview to do deep data collection. Finally, the data obtained will be analyzed and combined with data from Hofstede’s cultural dimensions theory and framework, to draw conclusions and suggestions for international business corporatations. 
[bookmark: _Toc21506]Other resources 
Due to the fact that the theme of this research is “the effect of the cultural distance for international corporations to do business in the Chinese market ”, the researcher will look for some international corporate cases in China, which will show the reason of the influence of the cultural distance, such as reports from the Chinese media, e.g. Sina (Financial Sina, 2014) and Sohu (2019), containing cases of international business failures in China. These website may not be used in the research, but they will bring to the attention of the researcher some cases for analysis. 
[bookmark: _Toc21950]Risk factors 
During the course of this research, different types of risks may happen, like real data collection. Punch (1994) holds the view that dissimulation is one part of social life, and Gans (1962) also concurs that participants will hide attitudes and actions they think undesirable when they are going to complete question for their real activities. Therefore, the researcher should consider how to set up questions when designing the questionnaire and structuring the interview.
On the other hand, the personal privacy risk also needs to be considered as a risk during the research. For instance, when doing an interview, the researcher should take into account whether a camera or a recording pen should be used to record in the process of communication, and whether this will engender ethic issues such as invasion of privacy. Pink (2001) considers photographic images to have the characteristic of instant recognizability, which may bring ethical issues of confidentiality and anonymity for participants; however, only audio recordings can also instill doubt in the readers whether this interview was only completed by the researcher himself. Therefore, it is extremely important for the researcher to consider all these aspects before the stage of data collection. 
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