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FROM BRITISH TO JAPAN
International Business Communication
ABSTRACT As companies in Britain such as mine are expanding, entering into another country’s market may not be as easy a setting up the business in the local market. Difference of cultures and communication can make the expansion such a difficulty. Thus, this report analyzes the international business communication and the differences of communication context. Moreover, the report also studied some challenges that I may face when entering the new market and some ways that I can handle them. With this report, hopefully the expansion process can be easier and I can take advantage of most of the opportunity presented.
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1.0 Introduction
	With a growing business, a company will definitely plan on expanding their operation outside their home country, into a vast potential marketplace in other countries. Taking advantage of placing the company’s position into new territory will surely gain many benefits such as new customer base being built which lead to more income revenue and manpower to be generated. However, taking such maneuver will definitely cost the company some roadblocks that need to be settled. Most of them occur through the differences between the company and other countries. Differences from cultures, tradition and communication can lead for some companies to have a hard time for their business to expand which lead to such action to be a waste. Ignoring the differences is also considered high risk as the customer may find the differences and disregarding of the locals to be highly offensive. Thus, adapting the business to the respective country’s culture and communication is the right course of action. For the British companies such as I that may want to expand into the foreign lands, there are some matters that need to be focused such as the international business communication, the surrounding challenges and ways for the companies to overcome.
	To ensure better understanding is achieved, I must choose a country that I would specifically would think to be beneficial for the company to invest to. The chosen country is Japan. Japan is one of Asia’s well-known countries and is located on the East Asia. The variety of culture, tradition and traits surrounding the country is very popular which attracts more than millions of tourists every year. These differences can also help me to expand and take advantage of adapting these cultural differences to promote more from the Japanese people. One of the reasonings behind me choosing Japan as the target country is because of the increasing trend of popularity of Japanese culture. Companies like Superdry has been using Japanese words under their products for a long time (Superdry, 2022). According to Anderson (2016), Japan are more favored towards brand name with semantic theme, which consists of Japanese writing. Other than that, Japan has a very capable and trustworthy credibility of their employees. Japanese employees and companies are well-known for their overtime and hardworking culture (Bowden, 2022). Having such skills and reliability can help me to be able to integrate into the Japanese market easier.



2.0 International Business Communication
	Having known the benefits surrounding the expansion of my company towards Japan, it is prominent for the communication aspect to be assessed firstly. Communication can be defined as the activity of exchanging facts, ideas and opinions between individuals and organizations to form common meaning and understanding (Priya, 2009). Having communication can bring a group together by exchanging each other thoughts which is crucial for teamwork, especially in business. The role of communication in business can vary from management commitment, communication between employees and communicating with audience for example through advertisements (Hartley and Bruckmann, 2002). Thus, I believe international business communication is the activity of sharing any forms of ideas or opinions of the business through an international level. Whether it is through communicating with foreign companies or advertising to international customers, I believe international business communication is an essential skill that I should acquire to achieve successful international market penetration. 

2.1 Hall’s High and Low Context Culture
	One of the key essentials that I believe for credible international business communication skill to be achieved is understanding Hall’s High and Low-Context Culture. The context theory discusses on the different ways of communication which exists from different cultures that existed (Afrouzi, 2021). I think this context theory is important is as different culture means different lifestyle of the local population which may affect each aspect of their lives, including communication. Not only that, understanding the different ways of communication can also lead to problems such as misunderstanding to arise (Bansal, 2021). In the theory, the communication context can be separated into two categories, high context and low context.





2.1.1 Association and Relationships
	In High Context, the people focus more on the relationships. They believe relationships are built through trust and time which the end result is a strong, trust-worthy relationship. The result from tasks as well as the identity of someone can be extracted from their relationship. On the other hand, Low Context does not uphold relationship. In this context category, results and identity is from oneself and its own accomplishment (Hornikx & Pair, 2017). 

2.1.2 Interaction and Communication
	High Context focuses on non-verbal interactions and communications. For them, the usages of gestures, voice tone and facial expression plays a huge role while their verbal communication is commonly indirect. Low Context is more direct, their usages of non-verbal communication are lower and their verbal communication is more explicit (Ryan, 2012).

2.1.3 Territory and Privacy
	High Context is less focus on territory or privacy. They believe space is communal and sharing of spaces is considered a way to be close to each other. I believe this also helps with their relationship building as being close to someone can help in mending or strengthening a relationship regardless between employees, families or friends (Western Health, 2011). Low Context is more territorial, believing that space is categorized and privately owned by one entity. The people in this category also believe privacy is important which makes family members staying further apart as something normal.

2.1.4 Timing 
	High Context is more flexible in their time. Following a certain schedule is not typically necessary as long as the tasks given is completed. Furthermore, having changes can be quite difficult for them as the process to adapt something new requires a lot of process to distant themselves from tradition or past events. Low Context thinks time is to be scheduled and tasks should be done one by one to ensure the whole tasks is done efficiently. This group also believes that changes can occur faster to see the result of such changes (Bai, 2016).
2.1.5 Thoughts process
	Lastly, High Context has different ways to process thought. They believe knowledge comes from situations, where multiple information can be obtained to produce certain set of thinking. They believe that observing others firstly can help them learn to do such tasks instead of following certain rules and regulations. Thus, the results accuracy is upheld from those learning. Low Context believe that one source of information is enough to develop thinking. They believe following the set rules and regulations will result in proper learning instead. In the end, speed of the results being achieved is more important for them (Pfeiffer & Company, 1993, Pacific, 2022). 

2.1.6 Japan is High Context Culture
	From the analysis, Japan can be concluded as a high context culture. This is because they uphold relationships more to gain trust instead of believing in individual achievements. Moreover, their usages of non-verbal communication are high. According to Yuta (2021), they are variety of Japanese words that may have the same sound but means differently when understanding the context. Thus, people from low context will have a hard time trying to understand the definite meaning of the Japanese’ statements until the context behind it is understood. Next, Japanese people are not territorial. To them, privacy is little and talking about co-workers’ family or private events is normal and a sign of trust which can help in building the relationship. Lastly, they are more open on work schedule. To the Japanese, as long as the tasks are done by the deadline, they do not care on the timing and work allocation used by the employees. Having awareness of these differences can avoid me from creating mistakes and misunderstandings when dealing with the Japanese people.






3.0 Potential Challenges in International Business Communication
	Breaking into a new market can be tough for me to handle especially with the challenges that may arise. It is important for me to go through these challenges in order to further understand the risks behind this expanding activity and prepare possible counter-measure against them.
	One of the few challenges could arise from this activity is cultural appropriation. Cultural appropriation is the adoption of a marginalized group’s culture without the respect for the cultural value of it and purposes only for exploitation (Ramsey, 2018). Inappropriate cultural appropriation should be avoided by British companies to commit when entering the new market as this may lead to the new customers to avoid the companies’ products. However, I must admit that cultural appropriation and cultural appreciation is hard to differentiate. While Cattien and Stopford (2022) argues that cultural appropriation is taking one culture while cultural appreciation is just becoming the audience, I disagree since adopting another culture because of appreciation does not reflect cultural appropriation. For example, if I like and appreciate Kimono, the traditional Japanese cloth, me wearing one does not mean it is cultural appropriation but more on appreciation of the cloth. Having said that, I believe Arya (2021) supported this by saying that cultural appreciation is exploring the available culture while cultural appropriation is taking someone else culture for themselves, creating a new culture from somebody else’ culture. 
	To tackle this, cultural appreciation needs to be correctly conducted. When I am entering the Japanese market, there is potential for me to adopt the rich cultures and traditions of the Japanese people into my products like new clothing that represents the Japanese people. I believe this is beneficial because creating this will gain more customers as the Japanese will feel sense of belonging and trust of me (Young, 2008). Moreover, this also shows that I am connected with the locals thus form this relationship between the company and the Japanese people, which relationship that the Japanese will withhold. To ensure this is achieved, the adoption of the Japanese culture should be fully understand on the meaning behind it. This includes stories such as legends, the meaning behind the culture and the things the Japanese do during that cultural event should be properly researched (Tran, 2020). Not only will this lead to proper adoption of the culture, but also leading for the Japanese employees that have relationship with my company feel a sense of belonging with me.
	The second difficulty is the position of new entrant in the new, unexplored market could be dangerous and threatening for me to pierce through. I am aware that there are many challenges that I may face before settling into a position in a new market. Such challenges include changing behaviors of the target customers, potential of regional regulations and legality as well as cultural differences that may exist (Algie, 2021). For me, these challenges could cost my company to stop my plan of expansion into the country. Moreover, I believe the main issue could come from the differences of culture of the target market as well as the Japanese businesses that they may need to have relationship in order to make it work. Different regulations, work ethics as well as understanding high context communication may result in me being unable to properly set up my business in the Japanese market. 
	To handle this challenge, I need to properly understand the market that I am about to enter. Firstly, I need to understand the business aspect of the market, such as the economies of scale. This refers to the high number of output from lower cost to produce it (Islami et al., 2019). In order to properly set up a good position, I need to ensure a promising output of my business by taking advantage of the resources I may acquire in the Japan such as the manpower of Japanese people. Moreover, adhering to the local customs and regulations can help me in securing the legal aspect of my business (Williams, 2015). Lastly, understanding my new potential target market can help me in setting out the necessary product that the Japanese people might want or need. Carrying survey, discussing with local businesses as well as joining with local businesses in organizing local events are some of the ways that can help me understand the overall new market. Should it be hard for me start, I can apply the Porter’s Five Forces model, a framework that discusses about 5 factors that can affect my business, on the new market to at least get an insight of the new market (Indiatry et al., 2014)
	Lastly, the challenges that I may face when entering the Japanese market is managing a different team in a different country. It is known that a new department or team must be created to handle the operation of my company on the other side of the world. However, having a completely different team can bring in many other sorts of disadvantages such as difference of time zones, language and technology being used (Harvard, 2020). Moreover, exporting employees as advisors or agents from my company can also be costly and may lead to my company operating in Britain to lose some talents in the operation for the sake of my new business in Japan works properly (Urbanski et al., 2022). This could lead to a costly course of action to be committed for minimal impact.
	To handle such situation, my company needs to be prepared for the team beforehand. Recruiting locals while choosing appropriate experts from Britain beforehand could make the company being set up in Japan to be handled smoothly. I should also be aware of the locals that have been recruited to be able to team up with the advisors to ensure the team are a mix of talented individuals that can help my company to compete in the new market (Neeley, 2015). Setting up proper rules and regulations for the employees could also help tackle some problem regarding the language and different time-zone barriers. For example, giving them a notice 1-week prior of certain meetings to take place can give the Japanese employees to be prepared instead of confusing timeline being set up. I can also take advantage of digital meetings such as ‘Google Meet’ to save cost, time and lessen the hassle of physical meetings (Covington, 2021). 

4.0 Conclusion 
	To summarize, if British companies like mine wanted to expand to other countries, there are certain issues that need to be considered before committing it. The chosen country is Japan as I believe the cultural life of the country as well as the market that can be taken advantage of is numerous and beneficial for me. Firstly, I analyze the principle of international business communication and identify the differences of communication that exist in Japan through Hall’s High and Low Context culture. From there, I derived that Japanese people are high context in their communication which means they are more indirect and focus on relationships rather than individuality. Thus, I need to be aware of this difference of culture to succeed in communicating with the Japanese businesses and customers. Next, I studied the challenges that I may faced when entering the Japanese market as a new entrant company. Along with it, the potential solution is also presented to ensure the problem is solved or the risks from those challenges is kept at a minimum level. Hopefully, I am able to expand my business from British to Japan easier with this analysis being studied. 




5.0 Recommendation
	There are few recommendations that I want to declare which can make this analysis more specific. Firstly, the analysis can be studied further if the industry of a company is specified. For example, if my company is a clothing retailer, therefore the challenges that I may face can be more specific such as differences of material being used for my product in Japan. Secondly, the specific goal of this expansion can also help me focus on the challenges that I may face. For example, if the purpose of my expansion is for profitability, then the challenges will be focus more on the financial side. Lastly, the challenges can be expanded on when I have set up in the market. The challenges analyzed are more on the process of setting up a position in the new Japanese market. Challenges after the position is set up can be different and new which may threaten the sustainability of my company in the market. For example, the consistency of new product being introduced in Japan may need to be assessed in compared with them being introduced in my home country of Great Britain. 
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