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Executive Summary
Intercultural communication theory attempts to understand the differences in how people from different cultures act, communicate, and perceive the world around them. The aim of this paper is to enhance Primark's understanding of intercultural communication. International business communication is the main focus of this paper, as well as the skills Primark requires in order to improve its communication style. In addition, Hall's High-Low Context Communication and Trompenaars and Hampden-Turner's 7-dimensional culture are explained in depth in this paper, enabling individuals to interact effectively with people from different cultural backgrounds. The paper also emphasizes the importance of building relationships and explains several ways to build trust, such as being honest and transparent. However, there are some business behaviours that can lead to failed relationships, resulting in unhappy cooperation between the parties. In order to avoid failed relationships, companies can try to improve their communication skills and respect for others’ opinions. As a result, Primark must take into account each of these factors so that it can successfully expand its business from the UK to Asia. 

1.0	Introduction
Primark, a well-known global clothing retailer, was founded by Arthur Ryan in 1969 as Penneys, a store in Dublin, Ireland. After great success as Penneys, the company expanded to other countries. In 1973, when the company expanded to the UK, it was forced to modify its name as the US department store JCPenney had already been registered there. From then on, any store that opened outside of Ireland was called Primark (Hanbury, 2021). Primark is known for its unique styles of men's, women’s, and children's clothing, as well as accessories, home furnishings, and beauty products. Primark's mission statement is "to provide consumers with high quality, value-for-money fashion essentials". The company's primary objective is to provide customers with high-quality, fashionable clothing at affordable pricing (About us, no date). The retailer currently operates 408 locations across the world, including in the U. S., Portugal, France, and Germany. The business has achieved success by dominating the low-cost end of the market and adhering to the latest trends (Smith, 2022). As Primark aims to expand its business from the UK to Asia, they need to understand the intercultural communication theories to better understand other cultures and thus contribute to its successful expansion to Asia.

2.0	Main Findings
This section includes the elements Primark needed to consider, allowing them to build professional relationships with key partners in Asia, resulting in successfully expanding their business from the UK to Asia.
2.1	International Business Communication
International business communication is a type of business communication that crosses international borders. Global cultural diversity makes it imperative for business environments to understand the value of international communication (Mcrill, 2019). In a global economy where companies of different sizes are competing with each other for business and consumers, effective communication is more essential than ever. International business communication is critical for two reasons. First, it helps companies to understand and communicate across cultures. Understanding and respecting cultural differences are essential when dealing with customers or colleagues from other countries. Second, it is critical to be able to communicate with others in their language. If a business is trying to reach a new global population but is unable to connect with customers in their language, they risk missing out on important business opportunities (Simon and Simon, 2022). Therefore, Primark needs to overcome the difficulties of international business communication with some proper planning, professional training, and a basic understanding of intercultural communication principles to successfully develop international business.
2.2	Skills Requirement
	2.2.1	Cross-Cultural Communication Skills
Cross-cultural communication is the act of identifying differences and similarities between cultural groups to interact successfully (Stobierski, 2019). Building good cross-cultural communication skills is key to developing a successful workplace in today's fast-changing world. This communication skill ensures that the company can prevent miscommunication, difficult situations, and conflicts. Moreover, effective communication is often beneficial to companies, especially when paired with good listening skills (Reynolds, 2016). Therefore, for Primark to successfully expand its business to Asia, it must understand the communication patterns of its key partners, employees, buyers, and other audiences.
	2.2.2	Cultural Awareness Skills
Each culture has its unique nuances, and these cultural distinctions occasionally result in misunderstanding, failed deals, or international embarrassment. Companies that are interested in international development must have a thorough understanding of the different cultures they will encounter. Companies need to be familiar with their cultures, social standards and understand their language. A deep cultural awareness helps ensure that a company's messaging and actions are always moving toward its purpose. A company's lack of cultural awareness can lead to the failure of business agreements due to perceived unintentional slights (Stobierski, 2021). Therefore, Primark must have a solid understanding of the Asian market, especially customer behaviour, as this will determine the company's success.
	2.3	Method of Communication
The method of communication is critical to the organization as it determines whether all parties can communicate well. The High-Low Contextual Communication Framework was created by Edward T. Hall to help people recognize various communication methods, creating effective communication (Bansal, no date).
		2.3.1	Hall’s High-Low Context Communication
Different cultures have various methods of communication; some communicate clearly whereas some communicate indirectly (Afrouzi, 2021). High-context communication is when the individual has understood most of the message and only a part of the information is expressed verbally. In low-context communication, the message is explicit and the context is less important (Bai, 2016). The UK has a low-context culture, which means that communication is clear and non-verbal messages are rarely used. This allows people to conduct business efficiently and quickly even when they are unfamiliar with each other. Conversely, Asian countries have a high-context culture. In high-context culture, many things are hidden and left to the culture itself to explain. For example, Asians typically avoid saying "no" because it is considered impolite. Instead, they say words like "it is inconvenient" or "it is under consideration". Conducting business with a high-context culture can be difficult for the low-context UK because of its emphasis on efficiency and clarity. Additionally, Asians are focused on building relationships in business, preferring to know and trust potential business partners before signing contracts or making choices (Arden, 2011). Therefore, to successfully conduct business in Asia, Primark must understand Asian culture and communication styles. Otherwise, it may lead to misunderstandings and possibly damage the interests of both parties.
	2.4	Effective Communication
Effective communication means that the intended information is successfully delivered, received, and understood during the communication process. Effective communication is critical for identifying typical barriers to communication and how they affect effective communication (Simon and Simon, 2022). A cultural barrier exists when people from different cultures are unable to communicate effectively with each other. This communication difficulty may be caused by a variety of circumstances, such as different backgrounds and perspectives. The second is the language barrier. When people speak the native language of a different region, information will not be successfully transmitted to the other party, resulting in communication difficulties. Third, environmental barriers. Effective communication can also be affected by noise pollution; when there is noise, people are unable to communicate effectively (Kapur, 2018). Therefore, to succeed in its business in Asia, Primark must effectively communicate with its key partners in Asia. This includes talking in a universally understood language, understanding their culture, and communicating in a comfortable environment.
	

2.5	International Culture
International culture is a culture that transcends national boundaries. These cultural traits have spread through migration, globalization, and colonization (Whittemore, 2021).
		2.5.1	Trompenaars and Hampden-Turner’s 7 Dimension to Culture
Fons Trompenaars and Charles Hampden-Turner identified the 7 Dimensions of Culture. By using this model, an individual or business can interact with people from different cultures effectively (Trompenaars and Hampden-Turner, 1997).		
2.5.1.1     Universalism versus Particularism
Universalism versus particularism relates to the degree to which formal rules and procedures are important to circumstances and relationships. Universalism culture uses formal rules and regulations to regulate different parts of life (Dudovskiy, 2013). Highly universalist countries place greater emphasis on formal standards, strictly uphold corporate agreements, and believe that "a deal is a deal". Canada, Germany, and the UK are examples of universalist countries. Conversely, particularism culture believes that circumstances should govern the use of concepts and practices; and those general standards cannot be adhered to. Legal contracts can easily be changed in countries with a high degree of particularism to meet changing conditions based on the reality of the situation. China, South Korea, and Thailand are examples of particularistic countries (Mitrović, 2017).
			2.5.1.2     Communitarianism versus Individualism
A communitarianism culture is one in which people see themselves as part of a group. In countries with a high degree of communitarianism, people value group-related problems, listen to committee decisions, complete tasks in groups, and share responsibilities. Malaysia, Africa, and Indonesia are examples of communitarian countries (The Role of Culture, 2005). Conversely, individualism culture refers to people treating themselves as individuals. People who value individualism place great emphasis on personal and individual issues, and are more likely to negotiate decisions on the spot with their representatives, complete tasks by themselves, and undertake great personal responsibility. France, the UK, and the US are individualism countries (Cherry, 2020).
2.5.1.3     Neutral versus Emotional
The neutrality versus emotional dimensions distinguishes cultures based on the degree to which people in society express their feelings (Dudovskiy, 2013). People from neutral culture tends to hide or control their feelings. People from countries with a high level of neutrality prefer not to express their emotions; instead, they always acted formally and remained calm. Japan and the UK are two examples of highly neutral countries. An emotional culture is a culture where emotions are expressed naturally and freely. People in emotional culture frequently smile brightly, speak loudly when excited, and address one greets with much passion. The Netherlands, Switzerland, and Mexico are examples of highly emotional cultures (Mitrović, 2017).
2.5.1.4     Specific versus Diffuse
The specific and diffuse dimensions make the distinction between societies based on the degree of separation between people's personal and professional lives (Dudovskiy, 2013). Specific culture implies that people have a huge public area that they share with others and a smaller private space that they carefully protect and share only with close friends (Mitrović, 2017). In diffuse culture, where public and private spaces are approximately the same size, people carefully protect public spaces because they are shared with private spaces. Work and private life are separate in specific cultures, while in diffuse cultures these are closely linked. The US, the UK, and Switzerland are specific cultures, while Venezuela, China, and Spain are diffuse cultures (Low and Chapman, 2003).
2.5.1.5     Achievement versus Ascription
Achievement and ascription indicate how tolerant society is of the way power and status are distributed among individuals (Dudovskiy, 2013). In achievement culture, a person's social position is determined by how well they carry out the tasks that have been assigned to them. In ascription culture, status is given to those who "naturally" evokes the admiration of others, such as the elderly, senior members of an organization, and those who are highly educated and skilled. Switzerland, the UK, and Sweden have achievement cultures, while Venezuela, Indonesia, and China have ascription cultures (Sarkar, no date).		
			2.5.1.6     Sequential Time versus Synchronous Time
Time orientation refers to a tendency for members of a culture to focus on one task at a time rather than multitasking (Dudovskiy, 2013). In a culture where a sequential approach predominates, people tend to conduct only one task at a time and to follow appointments strictly, which means following the plan exactly as written out and not deviating from it. In a culture with a synchronous approach, the individual often performs multiple tasks at once. Another time-related contrast is the extent to which culture is present- or past-oriented, as opposed to future-oriented. In countries such as the US, Italy, and Germany, the future is more important than the present or the past. In countries such as Venezuela, Indonesia, and Spain, the present is more important. In between, they are France and Belgium, for which the three periods are of approximately equal importance (Mitrović, 2017).			
2.5.1.7     Internal-Directed and External-Directed
Internal versus external cultural dimensions are related to the extent to which people feel they influence their surroundings (Dudovskiy, 2013). People who live in an internal-direction culture think they can manipulate their environment or nature to accomplish their goals. This includes their interactions with groups and within the company. Conversely, people in an external-direction culture think that nature or the environment dominates them and that they must cooperate with it to achieve their goals. They consider others first in their interactions at work or in their personal lives and try to prevent conflict wherever feasible. Australia, Belgium, and Switzerland are typical examples of internal-directed culture, while China, Russia, and many Asian countries are typical examples of external-directed culture (Internal versus outer direction, no date).
2.6	Importance of Building Relationships 
Building strong relationships with those who directly or indirectly support the survival of the business, such as suppliers, customers, and workers, is important in building a successful company. Developing relationships is important since it might lead to repeat business. It would be negative for the company’s long-term growth to attract one-time customers who visit only once and never come back. In reality, expanding a company to the level of economic success requires creating a large group of loyal repeat customers (Chambers, 2022). Furthermore, if relationships are built, harmony can be maintained (Gedeon, 2022). Harmony creates a culture that encourages development and seeks ways to improve teamwork. A company is more likely to be more productive and ultimately more successful when it has a positive relationship with its business partner (Römpp, 2015). Primark should therefore build positive relationships with its key partners in Asia so that both parties can collaborate more effectively and make more holistic decisions.
	2.7	How to Build Trust 
Boersma, Buckley, and Ghauri (2003, p.1032) define trust as the belief that a party can be relied upon to uphold agreements, will carry out its duties competently, and will conduct honourably even in the absence of formal promises or performance guarantees. Being honest is one of the simplest ways to build trust. Honesty is the foundation of trust in a relationship. A person can feel safe and secure around an honest person. This feeling of security encourages true relationships and closeness (Smith, no date). Furthermore, a person who acts transparently will also be more likely to build trust with others. Not hide information or hold secrets, because the people who gain our trust are usually the people we will work with (Wooll, 2022). When business partners have confidence in each other, they negotiate more successfully and spend less time and effort defending their unfair treatment (Brett and Mitchell, 2020). Therefore, Primark should show honesty and transparency to its key partners in Asia, not only for the sake of successful business but also because Asian cultures prefer to work with people they truly trust.
2.8	Failed Relationship 
There are many reasons why relationships do not go far. Relationship failure is primarily caused by lack of communication. Lack of communication can lead to further misunderstandings, which can hinder the development of relationships. A lack of communication between partners can make it difficult for them to understand each other, which can lead to misunderstandings (Meyer, 2020). Additionally, a lack of respect can also lead to relationship failure. Respect is an integral part of building business relationships. A lack of respect can lead to discrimination, harassment, or a lack of fair opportunities for all in the work environment. A relationship without respect does not last, just like any other relationship, because it makes people feel small and demotivated (Wroblewski, 2019). Therefore, Primark needs to always communicate effectively and respect its key partners in Asia to develop strong relationships that will lead to successful expansion in Asia.

3.0	Conclusion
In conclusion, international business focuses on business activities or transactions between companies, organisations, or individuals that cross borders into different countries and regions. Conducting effective cross-cultural communication requires specific skills so that any misunderstandings can be avoided. International businesses must have to adapt and overcome the challenges posed by cultural differences, as different times have different weights or emphases. Reciprocity and continuous communication are important factors for business success. Besides that, just like any other kind of relationship, business relationships need to be regularly maintained. In the long term, having strong and trustworthy relationships will benefit both sides, creating a win-win scenario.

4.0	Recommendations
	To avoid relationship failure, companies should aim to enhance their communication skills. The ability to communicate effectively is essential for all parties to understand information more quickly and accurately, thus preventing confusion and frustration (Meyer, 2020). Communication is important in all relationships, and it is especially important in international relationships. This is because each country has its own unique culture, and efficient communication is the key to understanding the differences between these cultures. In the absence of effective communication, there is an increased risk of information being "lost in translation". Moreover, respecting and acknowledging what people say is another way to keep relationships from failing. By showing respect to others, they will be made to feel valued, which will lead to a more transparent and productive discourse. Paying attention to what people say and using polite words can be seen as respectful behaviours (CFI Team, 2022). Therefore, to successfully expand Primark's business from the UK to Asia, Primark must be skilled at communicating and respecting its key partners. This will enable them to fully understand cultural differences and the key partners' perspectives on the business.
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