






Intercultural Communication and Culture


Student’s Name: Mengyang Jiang
Student’s Number: 2420050
Professer’s Name：Jaliya de Silva 
Course Code: BMBM6021 

[bookmark: _Toc213773222]Abstract
This study focuses on how UK clothing retailers expand their business in the Asian market. Take cross-cultural business communication as the core entry point, adopt the literature research method, and combine Hall's theory of high and low context and the seven-dimensional theory of Tronpenas' culture to analyze the impact of cultural differences on the localization operation of the brand. The research finds that British retailers often face strategy failures due to cultural misunderstandings in aspects such as verbal communication, nonverbal behavior, and relationship building, while brands with cultural sensitivity and adapted localized communication models are more likely to achieve market penetration. Based on these findings, this report propose recommendations including employee cultural training, establishing localized teams, and optimizing relationship maintenance mechanisms, aiming to provide practical guidance for British fashion retailers to reduce cross-cultural communication risks and enhance competitiveness in the Asia market. 
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[bookmark: _Toc213773224]1.1. Research Background

Recent year, Asia market depend on huge market segments and growth potential become the main aim of British clothing retailers when they want to development in the world. The data of Euromonitor International shows that Burberry and Mulberry some British luxury clothing brand in 2024 have revenue are beyond 40% in Asia market. The fast fashion Primark are join China market in 2023. However, there are many types of culture in Asia market—China are focus on relationship and corporate consensus, Japan emphasized etiquette and understated expression, Korea follow fashion trend and community identity. These different cultural will become limited in British retailer brand communication, customer communication and cooperate with supplie(Li, Ismail, Li, Chong & Zhang, 2023, p. 27). British enterprises are accustomed to a direct and efficient communication style. But Asian partners prioritize the establishment of long-term trust. Such different often lead to delays in business negotiations or the breakdown of cooperation, highlighting the pivotal role of cross-cultural communication in brand localization(Sasne Grosz et al., 2024).

[bookmark: _Toc213773225]1.2. Significance of the study

This study want to analyze cross-cultural communication ability and how to apply this in the expansion of British clothing retailers into the Asia market. The main aim include: First, clarify the application requirement of core international business communication skills in the context clothing retail. For example, store operation, marketing promotion and supply chain negotiations. Second, analyze the impact of British and Asian cultural differences on communication strategies in combination with cultural theory (Guo, 2022). Third, through success and failure cases, we will distill practical cross-cultural communication strategies and relationship maintenance methods to provide targeted guidance for British clothing retailers to help them reduce cultural conflicts and enhance market adaptability.

[bookmark: _Toc213773226]1.3 Brief Introduction to Cultural Dimensions 

Geert Hofstede's cultural dimension theory is the basic framework for cross-cultural research. It aims to quantify and explain the differences in cultural values in different countries and explore their impact on human behavior, especially in business communication and cooperation(Żemojtel-Piotrowska and Piotrowski, 2023). The theory initially identified five core dimensions, and later added the sixth dimension, namely indulgence and restraint. It provides an intuitive perspective for understanding the communication mode and decision-making style in global business.

In the study of emerging Asian markets, it is clearly pointed out that whether multinational brands can break through cultural barriers and achieve market penetration depends to a large extent on how much they attach importance to localization strategies. This conclusion is very consistent with the significant differences in cultural dimensions between the British and Asian markets(Li, 2025). For example, in the categories of individualism and collectivism, the United Kingdom emphasizes individual autonomy and direct communication in retail business, while many Asian markets such as China pay more attention to group harmony and indirect, relationship-oriented communication(Klein et al., 2024). In terms of power distance, the UK's low score contributes to equal communication in the corporate environment, which is in stark contrast to the cultures of Asia with a large power distance, in which hierarchical etiquette is very important. These differences in dimensions are not only theoretical, they have a direct impact on actual business results.

These cultural differences have a direct impact on the entry of UK clothing retailers into the Asian market. UK clothing retailers often encounter obstacles in establishing brand loyalty in the Asian market, because their standardization strategies based on individualistic culture ignore the needs of cultural adaptation and group consensus in the Asian collectivist market, thus hindering emotional connections with consumers. The fundamental reason is that there are significant differences in cultural dimensions between the United Kingdom and Asia, which not only exist in theory, but also directly affect practical business practices such as marketing copywriting and supply chain negotiation. Jiaxuan Li(2025)’s research on emerging Asian markets confirms through quantitative data that localization strategies are key to solving this pain point. By selecting cases from FMCG, sportswear and other retail-related sectors and analyzing Table 1 on the brand loyalty and engagement gains from localized strategies in Asian collection contexts. It concludes that localization strategies achieve a success rate of 70% to 80% and boost brand loyalty by 15% to 20%, providing a cultural adaptation to loyalty enhancement empirical model for UK clothing brands(Li, 2025).

Table 1. Brand Loyalty and Engagement Gains from Localized Strategies in Asian Collectivist Contexts
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[bookmark: _Toc213773228]2.1. Definition

International business communication refers to the process in which organizations and individuals from different countries or regions transmit information and reach consensus through language, text, non-verbal behaviors in business activities, such as trade negotiations, brand promotion and supply chain collaboration(Cahya and Semnani, 2024). In the field of clothing retail, its connotation not only includes basic affairs such as order communication and price negotiation, but also extends to scenarios such as brand culture transmission, consumer demand response and local partner coordination. Its extension covers multiple dimensions such as cross-cultural cognition, language conversion and etiquette adaptation(Shavitt and Barnes, 2020). For instance, in a high power distance and collectivist culture, Zara conveys an elite identity culture through high end store design, premium pricing and minimalist marketing, aligning with local consumers’ need for status recognition. In a low power distance culture, it shifts to convenient fashion and self-expression, adapting to the local pursuit of equality and individuality through frequent new arrivals and open store layouts(Gupta, 2025). This differentiated strategy confirms that integrating brand cultural communication into the local cultural background is the core connotation of international business communication in the clothing retail industry.

[bookmark: _Toc213773229]2.2. Function

In the process of expanding British clothing retailers to the Asian market, international business communication has irreplaceable strategic value. From the perspective of brand recognition, effective cross-cultural communication requires the integration of local cultural elements into brands and advertisements, such as the use of symbols and decolonized languages in line with local cultural habits to enhance consumers' emotional identity and avoid the use of offensive expressions that will solidify stereotypes(Veremchuk and Vasylchuk, 2024). From the perspective of market penetration, targeted communication tools such as public relations activities with local representatives and frequent supply chain interaction can reduce operational risks and solve problems such as product adaptability and logistics restrictions, so as to achieve rapid market entry(Veremchuk and Vasylchuk, 2024). In addition, effective communication, especially through social media, enables brands to obtain market feedback in real time(Rust et al., 2021). Digging out Twitter comments from the world's top brands can instantly get insights from stakeholders, surpassing slow traditional methods. This kind of real-time social media communication helps brands dynamically understand market perception, directly link with financial performance, and promote brand success.
[bookmark: _Toc213773230]2.3. Key skills

[bookmark: _Toc213773231]2.3.1. Cross-cultural awareness

Cross-cultural awareness refers to the ability to identify and respect cultural differences, focusing on distinguishing between high-continent cultures and low-content cultures. Britain is usually a low-content culture: communication relies on clear oral information, focusing on efficiency and directness(Chen, 2023). Most Asian countries belong to high-conterent cultures, where implicit hints and interpersonal relationships are more important than straightforward expressions(Yang et al., 2021). For example, in the negotiation of clothing orders, the British team may directly request to shorten the delivery time to 30 days, while Japanese suppliers will not refuse directly, but hint at difficulties, such as the recent shortage of raw materials. Without cross-cultural awareness, the British team may mistakenly think that this is an agreement, resulting in a delay in subsequent delivery.

[bookmark: _Toc213773232]2.3.2. Oral and non-verbal communication skills

Language communication ability not only requires mastery of basic foreign language knowledge, but also needs to adapt to local expression habits. For example, when British retailers sell products to Chinese consumers, they use local buzz terms such as "all-match" and "slim", which is more resonant than literal translation(Ahtif and Gandhi, 2022). Non-verbal communication ability involves the interpretation of body language, spatial distance and silence. For example, British business people tend to keep eye contact when shaking hands, while Japanese business people pay more attention to bowing etiquette. In Japanese culture, silence often means "needing time to think" rather than "opposition" - if the British team misunderstands this silence as a refusal, it may disrupt the negotiation process(Gu, 2023).

[bookmark: _Toc213773233]2.3.3.Effective listening and feedback skills

Effective listening requires British retailers to pay attention to the "implied meanings" of their Asian partners or consumers during communication. For instance, when a Chinese distributor mentions "local consumers are quite price-sensitive," it may actually mean they hope the brand will launch mid-range product lines(Liu et al., 2021). Feedback skills, on the other hand, need to align with cultural habits: British teams often use a "direct affirmation/negation" feedback style, while a "recognize first, then suggest" approach is more suitable for Asian partners. When evaluating the operation of local stores, for example, saying "store foot traffic has increased significantly and staff service attitude is excellent" first, then proposing "the consumer experience would be even better if the number of fitting rooms could be increased," is more likely to be accepted(Pazio Rossiter and Bale, 2023).

[bookmark: _Toc213773234]3. Application of cultural theories

[bookmark: _Toc213773235]3.1. Hall’s high-context and low-context theory

[bookmark: _Toc213773236]3.1.1. Comparison of cultural communication differences between the UK and Asia

According to Hall's High-Context and Low-Context Theory, the UK, as a representative of low-context cultures, features communication characterized by "explicit information, linear logic, and result orientation". In contrast, Asian countries such as China and Japan, as representatives of high-context cultures, exhibit communication traits of "implicit information, circular logic, and relationship orientation". This difference is reflected in multiple scenarios within the apparel retail industry: In brand marketing, advertisements of British brands often directly emphasize product functions, such as "windproof and waterproof fabric", "breathable design". However, advertisements and product designs in the Asian market focus more on integrating local traditional culture for styling adaptations rather than maintaining unchanged designs. For example, Uniqlo has launched a collection of clothing that integrates traditional Chinese elements in China, such as cheongsam dresses with improved comfort, down jackets decorated with traditional Chinese cloud patterns, and UT pattern T-shirts printed with classical Chinese paintings. These designs reflect the brand's respect for local culture and satisfy consumers' aesthetic preferences rooted in traditional culture, rather than simply retaining the brand's inherent global design style(Li et al., 2023). In business meetings, the British team tends to distribute the agenda in advance, focus on the discussion of topics during the meeting, and form resolutions immediately after the meeting. The Japanese team, on the other hand, prefers to communicate privately before the meeting, emphasizes reaching a gradual consensus during the meeting, and confirms the details by email after the meeting to avoid missing information(Sagi, 2015).

[bookmark: _Toc213773237]3.1.2. Case practice

When A British mid-end clothing brand A cooperated with a Chinese agent B to enter the market of China's second-tier cities, at first, due to cultural differences in high context and low context, the two sides encountered obstacles in communication. According to the British practice, brand A sent a "quarterly promotion plan" to agent B by email, which only contains clear information such as activity time, discount rate and product range, without mentioning such as "how to negotiate the venue arrangement with the local mall" or "how to adapt to consumers' holiday shopping habits" Additional requirements such as "accustom". After receiving the plan, Agent B did not directly point out the problem, which led to problems such as delays in venue coordination and mismatch between the promotion and local festivals during the implementation process, and the final promotion was not effective. Later, Brand A set up a localized communication team. Before making the plan, the team held an offline meeting with Agent B, took the initiative to ask about the "special needs of the local market", and supplemented the "shopping mall docking process suggestions" and "festival marketing adaptation plan" in the plan. These efforts eventually improved the success rate of promotional activities. This case illustrates the actual impact of Hall's high-conterence culture and low-contation theory in cross-cultural communication, and also shows that adopting a communication method suitable for high-contation culture is the key to brand success.

[bookmark: _Toc213773238]3.2. Trompenaars’ seven dimensions of culture

[bookmark: _Toc213773239]3.2.1. Universalism vs. Particularism

A culture with universalism emphasizes the universality of rules and systems. Britain is a typical universalist culture, which focuses on the implementation of standards in clothing retail operations(Jones, 2024). For example, the store service process formulated by the brand headquarters - such as the greeting script when customers enter the store and the specifications for the use of the fitting room - require all stores around the world to comply with it uniformly, and it is not allowed to be adjusted at will according to local conditions. In contrast, most Asian countries belong to a specialist culture and pay more attention to "flexible adjustment according to the specific situation". For example, Chinese consumers often expect personalized matching advice rather than rigid procedural services when trying on clothes. If British brands strictly enforce unified service standards, it may reduce the consumer experience(Hamdullah Azimi and Mohammad Yusuf Saleh, 2025).

3.2.2. Individualism vs. Collectivism

The UK is an individualistic culture that emphasizes personal achievement and independent decision-making. In corporate operations, employees can directly put forward personal opinions to management. Brand marketing also often highlights personal style; for example, Burberry's advertisements frequently feature the image of "independent women" to convey the brand concept of "highlighting personal taste". In contrast, most Asian countries belong to collectivist cultures, which focus on team harmony and consensus-based decision-making. In enterprises, employees are more inclined to put forward suggestions through team discussions, and marketing also often emphasizes community identity(Wilkinson et al., 2020). 

[bookmark: _Toc213773240]4. Cross-cultural business relationship building and maintenance

[bookmark: _Toc213773241]4.1 Important

In the Asian market, trust and long-term cooperation serve as the core foundation of business activities in the apparel retail sector, and the quality of cross-cultural business relationships directly determines the efficiency of trust-building and the stability of cooperation. Unlike the "contract-centered" cooperation model in the UK market, the Asian market tends to take relationships as the bond—only when sufficient trust is established can in-depth cooperation be advanced(Grant, 2024). For instance, if a British clothing brand intends to enter high-end shopping malls in China such as Beijing SKP and Shanghai Plaza 66, it will find it difficult to secure entry qualification merely by relying on high-quality products and high pricing. Instead, it needs to build a long-term relationship with the mall operators—through multiple offline communications, participation in mall investment promotion meetings, and demonstrations of the brand’s localized operation capabilities—to gradually gain their trust(García-Nieto et al., 2025).

[bookmark: _Toc213773242]5. The causes and impacts of cross-cultural business communication failure

[bookmark: _Toc213773243]5.1 Causes of failure

[bookmark: _Toc213773244]5.1.1. Cultural misunderstanding

Cultural misunderstanding is the core cause of cross-cultural business communication failure, often stemming from a lack of understanding of the other party’s cultural values and customs. In the business context of apparel retail, typical manifestations include etiquette conflicts and differences in decision-making models(Liu et al., 2020). Etiquette conflicts: A British clothing brand executive hugging a Japanese partner causes discomfort because against Japan’s business bowing norm.
Decision-making differences: British firms favor individual, fast decisions, while Chinese firms need collective approval, delaying cooperation.

[bookmark: _Toc213773245]5.2. The impact of worse

[bookmark: _Toc213773246]5.2.1. Rupture of cooperative relationships: From trust erosion to collaboration termination

Cross-cultural communication failure directly erodes trust and even ends long-term cooperation(Bakalo and Bogale, 2024).

[bookmark: _Toc213773247]5.2.2. Operational efficiency loss

Communication failure causes delays, cost overruns and resource waste(University Tun Hussein Onn Malaysia, Malaysia et al., 2019).
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