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[bookmark: _gmch8ssvldt3][bookmark: _Toc182420876]Introduction
The presence of communication plays an important role in maintaining a positive productivity rate by handling an inclusive and diversified workforce. The purpose of this essay is to analyse the partnership of Aston Martin with Honda in Japan in Asia that helps the company to enhance the customer experience and penetrate the new market. This has also reflected the impact of cross-cultural integration in the business operation that helps in enhancing the productivity rate of the company. The use of theories like Hofstede’s cultural dimensions and High-context and low-context communication theory supports understanding the importance of communication in cultural integration in the workplace. 
[bookmark: _3bru5yery0rp]Background of the region of the selected business
Aston Martin has focused on making collaboration with Honda to develop a new market in Japan with its new products named DB12 and Valkyrie. Aston Martin is one of the leading car companies in the UK and its revenue has reached around $290 million in 2024 (Statista Market Insights, 2024). This company has targeted to expand its business operation in Asia, especially in Japan with the new products to enhance its competitive advantage in the global market. The partnership of Aston Martin with Honda has helped the firm to improve its efficiency to manufacture the car engine that in turn increases the productivity rate of Aston Martin (Giles Richards, 2023). As the market share of Honda is very high in Japan, partnership with Honda supports Aston Martin to develop a strong market in this country. As per the study, the share of unit sales of Honda in Japan is around 28.4% (Statista Market Insights, 2024). This indicates that the car market of Japan is thriving continuously due to the strong culture of innovation that provides the scope for Aston Martin to expand its business operation in this country.  
The main reason behind the decision of Aston Martin to expand its business in Asia is the reduction in the demand in the automotive market of the UK. The demand for UK-built cars in the UK market has dropped by 8% that is around 775,000 units (Mathilde Carlier, 2023) [Refer to appendix 1]. In this market condition, the decision for expanding the business operation to use the large customer base of the company can support Aston Martin to maintain its profitability rate. On the other hand, the annual growth rate of the automotive products in Japan is enhanced by 0.05% and amounted to $147.7 billion in 2024 (Statista Market Insights, 2024). The positive scale of growth in the automotive market of Japan has attracted Aston Martin to expand its business operation in Japan. 
[bookmark: _arfytl1uemf3][bookmark: _Toc182420877]Main body
Different communication styles in Japan and the UK
Whilst partnering with Japanese automotive company, Honda, the UK automobile company, Aston Martin may face the issuers of cross-cultural background due to divergence of communication norms. Concerning the Hofstede’s cultural model, it has been noticed that there are significant differences in power distance index and uncertainty avoidance index. Concerning this, while partnering with the Japanese subsidiary Honda, Aston Martin needs to understand the cultural sensitivity among the Japanese stakeholders and based on the cultural background of Japan, they are required to modify their marketing and collaboration styles. Managing diversified and international stakeholders requires effective communication styles in the workplace through which companies can enhance the brand’s image in front of the clients. 
Whilst dealing with international customers or employees, companies need to adopt different communication styles, norms to positively collaborate with each other, mitigating the cross-cultural barriers among them. It has been found that Japanese people mainly prefer non-verbal communication styles through which they can convey highly contextual information along with exhibiting politeness towards others (Widianti, 2021). In this regard, Aston Martin is required to follow these cultural norms while partnering with Japanese subsidiary, Honda to enhance the profitability of the business. Hence, maintaining high collaboration through smooth communication with the stakeholders is also beneficial for building long-term relationships leading to mitigation of cross-cultural barriers effectively. 
In the UK, Aston Martin mainly follows a direct communication approach with politeness. The UK people prefer direct communication styles and like to express their feelings in front of others by using verbal information (Abed et al., 2023). By using this approach of communication, the company has effectively collaborated with the UK clients and the employees to establish a strong bonding with them. In contrast, the Japanese customers prioritise the non-verbal communication approach by letting people understand their subtle clues. Due to these significant cultural differences present in the UK and Japan, the company needs to adopt the local communication norms while penetrating Japan to be involved in partnership relations with Honda. From this aspect, it can be interpreted that partnering with Honda in the Japanese market will be beneficial for Aston Martin if they understand the cultural differentiation and smoothly adopt in their communication norms.       
Application of Cultural Dimension Theories
Hofstede’s Cultural Dimensions
“Hofstede’s Cultural Dimensions Theory” is a framework used to comprehend the way organisational processes are conducted across culturally different countries ranging from business to diplomacy (Wale, 2024). The chief dimensions in accordance with Hofstede's Theory are the “Power Distance Index (PDI)”, “Collectivism vs. Individualism”, “Uncertainty Avoidance Index” (UAI). Alongside this, factors such as “Motivation towards Achievement and Success”, “Orientation” and “Restraint vs. Indulgence” further differentiate between countries on a cultural basis. Contextually, the proposition of Aston Martin collaborating with Japan based Honda has been evaluated in the current study through the means of “Hofstede’s Cultural Dimensions”. This has been done to ascertain the cultural roadblocks and the possible solutions to overcome such cultural barriers for Honda and Aston Martin to establish a collaborative culture.  
Power Distance Index (PDI)
The PDI score of Japan is ascertained to be at an intermediate score of 54 while that of the UK stands at 35 (The Culture Factor, 2024) [Refer to appendix 2].This showcases that Japanese organisations have a borderline hierarchical society while that of the UK have a decentralised form of organisational structure. Prevalence of hierarchical layers elucidates that all the decisions must be approved through the top management resulting in a slower decision-making process. For instance, the use of “ringi” refers to company documents based on an organisation's hierarchical relationships that are quite prevalent in Japanese companies (SocialBridge, 2023). Conversely, the decision-making process in UK companies like Aston Martin is usually streamlined due to a “flat-lined hierarchical structure”. This can lead to discrepancies in information flow among executives of Honda and Aston Martin due to a collision between different hierarchical management structures. 
Collectivism vs. Individualism
Japanese and British organisations find a common ground in terms of their individual mindset as the scores in accordance with the “Individualism Dimension” of both countries are 62 and 76 respectively (The Culture Factor, 2024).  It showcases that Japanese are famous for their loyalty to their companies which is a reflection of their own choice while UK organisations are mostly “Individualist-Oriented” (Nair et al., 2022). This indicates that Honda and Aston Martin can find amicable grounds of “individualistic” and “profit-motivated” and can result in business sustainability. On the other hand, and highly “individualistic mindset” of both the companies can lead to discrepancies, internal conflicts and ignorance of their stakeholder interest leading to business complications.  
Uncertainty Avoidance Index (UAI)
A strong disparity can be noticed between Japan’s and UK’s organisational culture according to UAI scores with the countries scoring 92 and 35 respectively (The Culture Factor, 2024). This indicates that Japanese companies like Honda strive for “maximum predictability” with total avoidance of risky business grounds. Conversely, UK companies like Aston Martin are more “detail-oriented” and plan risky moves through “short-term horizons” being more fluid and flexible to emerging and changing environments (Wenxin and Yue, 2022). This disparity can emerge as a possible hindrance for the “Aston Martin-Honda” collaboration with regards to the innovative aspirations and taking business risks.    
Motivation towards Achievement and Success
Japan is one of the most “decisive societies” with a “motivation towards achievement score” of 95 while that of the UK has a moderate score of 66 (The Culture Factor, 2024). This indicates “assertive and competitive” individual behaviour that drives for excellence and perfection in terms of production and services being catered. Conversely, the British culture of “modesty and understatement” enables companies to “read between the lines’’ and effectively balance competitive efforts with profit-motives (Wenxin and Yue, 2022). The disparity in the “motivation towards success” in Honda and Aston Martin can be beneficial for both companies as Honda can strive for excellence and achievement while Aston Martin can evaluate the business risk involved to take a balanced approach. 
Short-Term vs. Long-Term Orientation
Japan scores a perfect 100 in their “long-term orientation” Index while the UK has a score of 60 in terms of their long-term approach to business planning (The Culture Factor, 2024). This showcases that Japanese businesses do not meander around with “short-term business growth” due to its pragmatic culture while Japanese organisations believe mostly in long-term planning that can maintain business sustainability. Conversely, 20% of major Japanese companies lack “long-term and medium-term” planning in their organisation while long-term planning in Japanese organisations has seen a sharp decline in recent years (Japan Times, 2024). This can result in contractual complexity among Honda and Aston Martin as Honda might demand long-term collaborative terms while Aston Martin might look for a relatively short-term contract.   
Restraint vs. Indulgence
Japan's low score of 42 showcases a business culture that is a culture of restraint with a tendency to cynicism and pessimism (The Culture Factor, 2024). On the other hand, the UK with its score of 69 is classified as an “Indulgent Society” that exhibits reliance on realising their impulses, showcasing a positive attitude and a tendency towards optimism. For instance, a study conducted by Portafina has found that 15% of the UK companies tend to take business risks on their “gut-feeling” while others tend to have a cautious trait (Business Matters, 2021). Honda and Aston Martin in this regard can see clashes at the initial planning due to disparity in the way the cultures of the countries shape the perception of risks for individual management.
High-context and low-context communication theory 
In an international business, understanding the high-context and low-context theoretical framework is necessary to minimise the cross-cultural issues. Through the high-context and low-context communication model, the divergence of cultural background among the global people is effectively understood [Refer to appendix 3]. High context communication involves indirect communication styles which mainly express the implicit nature of the people. This kind of communication norm is used by the people in Japan to deliver their speech by showing expressions, different body language. They mainly prefer a humble kind of behaviour while establishing relations with the customers. In this context, the UK automotive company, Aston Martin, requires understanding the significance of indirect communication style and its impact on collaboration. High context culture mainly prioritises body languages and facial expressions rather than words which are indirect in nature (Langaas and Mujtaba, 2023). Concerning this aspect, the automobile company of the UK is required to maintain these norms while expanding business by partnering with Japanese subsidiaries to build interpersonal relationships with them.    
Low context communication style denotes the direct communication approach where people prefer to express their feelings by delivering speech directly to others. In this case, people having low context cultural norms are usually direct spoken individuals and therefore focused on explicit communication styles (Aririguzoh, 2022). It has been found that the UK belongs to the low context cultural background and thereby follows the explicit communication norms while communicating with others [Refer to appendix 3]. Whilst expanding the business in Japan, the UK Company, Aston Martin has to prioritise cultural discrimination among these two nations and due to this reason need to incorporate the high context cultural behaviours while dealing with Japanese people. This will be fruitful for the business to attract the customer base and accelerate the selling rate of the automobile products by establishing a strong relationship with them.  
During international business expansion, identifying the differences in cultural background, divergence in norms, communication styles, and behaviours are important to gain the competitive advantage. Due to this reason companies need to address the cross-cultural issues which might happen within the internal operations of the business while penetrating into a new market. In this respect, Aston Martin, one of the leading UK automobile companies, needs to maintain its brand’s image while expanding into Japan to engage in partnership relations with Honda to grab the market opportunities. It will be highly productive for their business to sustain for a long time. 
[bookmark: _tcxhci1vcidt]Recommendations
Providing communication training to the employees to avoid miscommunication
Aston Martin and Honda can focus on providing training to the employees to improve communication skill to avoid any cases of miscommunication and misunderstanding that leads to conflict. Encouraging open communication in the workplace supports in understanding the needs and preferences of employees that helps in improving the workplace culture (Maneerutt, 2021). This has also supported the development of a collaborative workplace that helps in increasing the productivity level of Aston Martin in the new market of Japan. The prevalence of open communication among the employees of different cultures would help in avoiding the creation of conflict that can support Aston Martin in expanding the business operation and motivates towards achievement and success.
Respecting and acknowledging cultural differences to improve the cross-cultural integration
Offering respect to the culture of other countries plays an important role in the development of a diversified and inclusive workplace. The employees of Aston Martin would focus on providing respect to the cultural differences of Asia that ultimately can support in enhancing the level of cooperation and collaboration between the employees of different cultures. Looking down to the cultural differences of others creates the issue of lack of productivity that needs to be focused by Aston Martin for the successful business expansion program in Asia. Acknowledging the cultural differences in the workplace helps employees to feel valued that have a positive impact on the productivity level (Ide and Beddoe, 2024). Aston Martin can set guidelines for its employees to respect and acknowledge the cultural differences of other employees of different backgrounds for developing a culturally integrated workplace. 
[bookmark: _Toc182420878]Conclusion
The incorporation of the cultural differences in the workplace helps in the development of a diversified and inclusive workplace environment that ultimately supports in increasing the productivity level of the company. The decision of Aston Martin to expand its business operation in the market of Japan can support the company to maintain its position in the global automotive market. In this context, the employees of the company are required to respect and acknowledge the cultural differences that help in enhancing the productivity rate. Besides, cultural integration supports the skills and experience of employees of different cultural backgrounds that helps in increasing the skill of the employees. It can be concluded that understanding the cultural differences of employees and different communication styles of Japan and the UK supports in enhancing the productivity rate of Aston Martin.
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Appendix 2: Hofstede’s Cultural Dimensions Comparison between Japan and UK
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