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[bookmark: _Toc122419830]Executive Summary 
With the development of international business trade, international business communication is seen as an essential part of promoting cooperation, and the theoretical knowledge of business communication is gradually being recognised by senior executives. Although international business communication is generally recognised by management, the role of international business communication in cooperation still needs to be explored in a targeted way. This paper provides guidance and advice on business communication for an apparel retailer (ZARA) from the perspective of a business advisor. It includes the skills and theories required for business communication and how to apply them to reduce cultural differences. It also reflects on cross-cultural communication in the field of business communication, the importance of building trust between negotiating parties and how to build a successful partnership. Finally， it also explains the barriers to business cooperation - cultural differences and bribery.
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1. INTRODUCTION
In response to the current state of economic globalisation, many multinational companies prefer to invest their goods in the Asian market to achieve the corporate strategy of global business expansion, for example, Unilever, Johnson & Johnson and other powerful companies prefer to set up specialised production lines in the Asian region(Luo and Tung, 2007). However, with the huge attraction of expanding consumer markets, companies also have to consider cross-cultural communication and business communication skills in different geographical cultures. This report presents advice and guidance from a business advisor on the importance of international business communication, as well as business communication skills and how to build strong business relationships, from the perspective of a specific company in the retail fashion industry. Some interesting facts about the Asian market will also be learned, that as how multinational companies can perfectly resolve market conflicts due to cultural differences from the perspective of international business communication.

ZARA is a globally renowned fast fashion brand from Spain, one of the four largest fashion chains in the world(Ghemawat et al., 2003). ZARA is usually a clothing brand located at the mid-range level and is popular with fashionable youth around the world. since 1990, with the rise of one-stop shopping and logistics, ZARA wants to set up more outlets in Asia to expand its consumer market(Tokatli, 2008). Significantly, the issue of how to effectively enter the Asian market without being rejected by the locals cannot be ignored. The researcher acts as a business advisor and provides guidance and advice to Zara executives from an international business communication perspective. Discussing skills to facilitate international business communication and the considerations of cross-cultural communication.
[bookmark: _Toc122419832]2. INTERNATIONAL BUSINESS COMMUNICATION AND ITS UNDERLYING IMPLICATIONS 
[bookmark: _Toc122419833]2.1 International Business Communication and its Effects 
Business communication is the act and process of communication between a buyer and a seller to meet certain needs of the other party and try to reach a consensus in order to win or maintain economic benefits.(Carté and Fox, 2008). Economic globalisation has led to more frequent economic and trade activities between countries around the world, and in today's increasingly competitive society, business communication is becoming increasingly important(Ferraro and Brody, 2015). Strong alliances can be realised through good international business communication, which also helps to improve global communication and cooperation between businesses(Leung et al., 2005). The international competitiveness of enterprises can be enhanced, and continuous communication between enterprises can be achieved to promote their continuous improvement(Gibson, 2002).
[bookmark: _Toc122419834]2.2 Effective Communication Skills 
[bookmark: OLE_LINK1]Communication is a two-way process in which there are two subjects: the receiver (listener) and the transmitter(Tennant et al., 2022). For communication to proceed smoothly, the communicator needs to use some business communication skills to make the other company feel the sincerity of cooperation(Gibson and Manuel, 2003).
Skills requirement: 
i. Listening skills. Different from general business communication, which is typically an informal discussion at a formal event, is business communication(Ober and Hillson, 2003) when the negotiator needs to be polite and give a good impression to the person he/she is talking to. At the same time, listen well and let the other party fully experience the feeling of being respected. Do not interrupt easily, but ask questions and give feedback at the right time. Analyse the other party's intention to cooperate and take advantage of trading opportunities(Thill et al., 2013).
ii. The skill of verbal expression. During business communication, try to talk about topics of interest to the other party and emphasise the win-win effect that can be created by working together. If ZARA maintains a great advantage in the negotiation, also keep modest and restrain yourself. Be genuine and friendly, using body language such as smiling to express your emotions. Numerous studies have shown that appropriate business communication skills are an essential part of driving cooperation(Richerson et al., 2016).
However, there are still many barriers to business communication that prevent it from progressing properly. It is inevitable that international business communication inevitably involves exposure to other countries cultures, and languages, which can all be barriers to business communication and even noisy conversational environments.
[bookmark: _Toc122419835]2.3 Theoretical applications of business communication
[bookmark: _Toc122419836]2.3.1 Halls High & Low Context
Edward Hall first introduced the ideas of high-context culture and low-context culture in 1976's Beyond Culture(McKay‐Semmler, 2017). According to Hall, it was impossible to disregard the social and cultural circumstances of both parties to a given verbal encounter, and he opened up a whole new dimension to the study of context, dividing it into 'high' and 'low' contexts(Westbrook, 2014). Context is the degree of information that the communicator receives during the conversation(Kittler et al., 2011). To give a simple example: a Chinese person telling an American a Chinese story will not be able to appreciate the funny part of it. Rather than the fact that Americans do not have a Chinese cultural background, the United States is typically a low-context country(Kim et al., 1998), and the context will convey different meanings and levels of acceptance.

The difference between high and low contexts can be judged by how the message is understood by the receiver. In high-context cultures, the receiver of information is more attentive to the physical surroundings, the cultural core of the communicator himself(Kittler et al., 2011). In a low-context culture, the recipient of the message is more likely to get the message directly from the communicator than to observe the way in which it is delivered(Würtz, 2005). The messenger in a high-context culture is more prone to the hidden meanings of language, whereas the messenger in a low-context culture is unknowingly used to speaking with the power of language itself. In actual communication, it is conceivable that two styles of communication can be found in one country due to the importance of the concept of cultural plurality and the globalisation of the economy(Mintu-Wimsatt and Gassenheimer, 2000).

Here, Zara must evaluate the high and low cultural contexts of the Asian markets it will eventually engage with. At the same time, cultivate multicultural awareness and use a focused, reasonable, and polite negotiating strategy with nations with high and low context cultures.
[bookmark: _Toc122419837]2.3.2 Trompenaars’ 7 dimensions to culture
Management consultants Fons Trompenaars and Charles Hampden-Turner have outlined seven cultural factors to better understand intercultural communication. These seven dimensions can better help managers to achieve cross-cultural communication for cooperation between different companies(Treven, 2005).

Table 1: Trompenaars’s 7 Dimensions
	Meaning of Trompenaars’s Dimensions 

	Universalism                               
	Particularism

	People value laws, regulations, morals, and obligations highly. These rules come first, and they endeavour to treat everyone equitably according to them.
	Depending on the circumstances and the persons involved, how people react to situations might vary.

	Individualism
	Communitarianism

	People support individualism and success. Consider it to be preferable to make your own decisions.
	People see groups as more important than individuals. Organisations offer support to people and keep them safe. 

	Specific
	Diffuse

	People separate their personal and professional life. People believe that connections have little bearing on the actual task.
	People perceive a blending of their personal and professional life. To them, building strong relationships is crucial to attaining business objectives.

	Neutral 
	Emotional

	People prefer to view the world from a logical perspective. Most people tend to conceal their genuine emotions.
	People are willing to discover ways to communicate their emotions because doing so is appreciated and accepted.

	Achievement 
	Ascription

	Performance is valued in this society, and your ability to accomplish your job is respected.
	a society that places more value on social rank, title, and power than on individual talent. 

	Sequential time 
	Synchronous time

	The order of occurrences is preferred by people. "Time is money" in this society.
	It is possible to manage several projects at once and to view commitments and plans as flexible.

	Internal direction 
	Outer direction

	People think they can influence nature or the environment to fulfil their objectives. This includes their interactions with others on their team and within the company.
	People think that nature or their surroundings govern them and that in order to succeed they must cooperate with it. They put others first at work or in relationships, and they try to stay out of disagreements whenever feasible.


It should be noted that the model does not instruct the reader on how to calculate individual preference scores for each dimension. As a result, people from diverse cultural origins simply make different decisions; one culture is not inherently better or worse than another. This is why investment advisors advise ZARA to be aware of cultural dimensions and cross-cultural influences in its quest for the Asian consumer market. In practice, there are many other factors that can affect the communication of managers.
[bookmark: _Toc122419838]2.4 Cross-cultural reflections on international business communication
[bookmark: _Toc122419839]2.4.1 what is Effective Communication
Effective communication can be understood simply as the communicator being able to fully understand what the other party is trying to say, the message being conveyed, and giving acceptable feedback and reaction to the message(Lee and Kim, 2018). This requires a process that must maintain two-way communication, the correct use of language and words, and crucially, allow for the existence of cultural differences in communication, non-stop intercultural misunderstandings may exist, but misunderstandings are normal in business communication(Blundel and Ippolito, 2008).
[bookmark: _Toc122419840]2.4.2 The impact of Asian cultural differences on communication
The business advisor has presented ZARA executives with the skills and theory required for international business communication. For ZARA's business strategy to expand its consumer market in Asia, during business communication ZARA has to recognise that most Asian countries are high-context countries, such as China and Korea, where management needs to grasp the implicit meaning of conversations in high-context countries, as it is not always the case that a phrase represents an intention to cooperate, but often low-context countries do not appreciate it. Take China in Asia as an example. Suppose the scenario is a business meeting between China and Europe, where the European representative wants to set up more production lines in the Chinese market, but at the end of the meeting the Chinese representative does not explicitly give his intention to cooperate. Instead, he says with a smile on his face: " There is a new restaurant in Beijing that specialises in roast duck, would you like to go and try it together? "The European representative felt baffled, if there was no intention to cooperate, then why waste time with dinner. In this scenario, the implied message from the Chinese representative is that he is interested in cooperation but needs to discuss it further. If the European representative had not grasped this implied message, he might have missed the opportunity to cooperate. Conversely, if the European representative seizes this opportunity, cooperation is likely to be reached. 

The same interesting fact is expressed in this scenario; China is a country with a high degree of specificity. This is because contracts may be modified in the future and the way in which they are transacted may change once the counterparty becomes familiar with itself. So when exploring the Asian market, ZARA must be aware of the cultural dimension of the respective country in terms of business communication, as cultural differences may lead to a collaboration that cannot happen.
[bookmark: _Toc122419841]2.5 The Practice of International Business Communication
[bookmark: _Toc122419842]2.5.1 Build Trust is vital in Business Communication
Trust is a stable belief that is the basis of a transaction or exchange relationship. With tacit knowledge, trust may replace communication with action, cut expenses, and boost competitiveness(Golbeck, 2006). The expression of trust can be varied from the perspective of different countries. Westerners apply universalism and they like to build trust into regulations and statutes that apply to everyone. Asians like to emphasise trust by entrusting important things to each other and building deep relationships(Cook, 2001). Different countries have their own unique ways of doing business because of differences in high and low contexts and cultural dimensions, but the key is to build up a minimum level of trust.
[bookmark: _Toc122419843]2.5.2 Build business relations
For international business communication, building a successful business relationship is the key to a lasting partnership and the basis for generating trust. The Business Advisor will use the ZARA project in Asia as an example of how to build a successful business relationship.

Some suggestions about how to build successful business relations are as follow:
First of all, the goal of communication is to clarify what the common interests are and what the common needs are, as well as to learn to put oneself in the other person's shoes, so that working before oneself is simpler.

In addition, in order to prevent disagreements and misunderstandings later on, the principles governing the distribution of benefits must be sufficiently clear to be presented. Likewise, the division of duties and rights during the cooperation process, as well as the distribution mechanism created as a result, must all be defined explicitly beforehand or rely on implicit understanding.

The next step is dealing with people. A variety of personality traits combine to determine how strong a relationship is and how much trust may be placed in it. Everyone enjoys working with people who are truthful, honest, have the aptitude to do tasks successfully, and can effectively organise their thoughts(Holton, 2001). Therefore, when we run business relationships, if we are willing to be sincere with our partners, willing to give of ourselves and think differently, we will certainly reap the benefits of the other party's goodwill.

 When dealing with partners from different cultural backgrounds or with different values, learn to respect each other's culture and reduce some of the uncertainty of working together due to conflicting values.
[bookmark: _Toc122419844]2.6 Reasons for failure in international business communication
Cultural differences in international business negotiations - negotiation styles, ways of thinking, customs, etiquette, values, etc. may contribute to the failure of a negotiation(Groves et al., 2015). To give a simple example, To negotiate a project deal, a Chinese negotiation team travelled to the Middle East. The Chinese member in charge of the business terms accidentally brought up the prominence of Islam in the Middle East during casual chat, which infuriated the members of the opposing side. The more aggressive commercial negotiators on the other side did not budge at all when it came to the substance and constantly stated their determination to leave the negotiations(Ricks, 2009). Focus on whether the negotiator's country is a high- or low-context country, judge the cultural dimensions and try to familiarise yourself with the other party's cultural background to minimise cultural differences.
[bookmark: _Toc122419845]One of the reasons for the failure of business negotiations is the existence of bribery. As global trade flows continue to deepen, cross-border bribery is a frequent phenomenon that not only damages the image of the company, but also violates legal ethics(Hamra, 2000). The top barrier to doing business in Latin America, the Caribbean, and sub-Saharan Africa, according to respondents in a World Bank poll of multinational company managers, is corruption(Kaufmann, 2005). With initiatives like the UK Bribery Act 2010; the US Foreign Corrupt Practices Act (FCPA) (1997); and the introduction of laws and regulations, the international community has been engaged in the battle against corruption(Yeoh, 2012).
[bookmark: _Toc122419846]3.0 CONCLUSIONS 
This paper reviews international business communication and its implications from the perspective of a business advisor in a scenario where a clothing retailer (ZARA) wants to enter the Asian market. It start with the business advisor explain the importance of business communication and the skills required. Then the relevant theories are explained from the viewpoint of cultural differences - Hall's high and low contexts and the seven cultural dimensions. The results show that most Asian countries are high context countries and that the theory can provide guidance for business communication. This is followed by a reflection on cross-cultural business communication, where effective communication requires mutual respect for cultural differences and feedback from both parties. At the same time building trust and long-lasting relationships is essential and although there is much guidance in this paper to facilitate business communication, obstacles still exist and the failure of business communication can be attributed to cultural differences and the presence of bribery.
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