[image: ]
Unit name: International Business Communication
Module code: BMBM6021

Context adaptation and communication strategies across different cultures

Prepared for: Jaliya De Silva
Written by: Tianyu Li
Date submitted: November 13th




[bookmark: _Toc212695360]Executive Summary
This report provides strategic advice for UK clothing retailer on the successful entry into the Asian market. Major challenge highlighted is the substantial differences in culture, especially regarding communication styles and building relationships. To understand these differences, different theoretical concepts such as Hall’s high context and low context culture (Hall, 1976) and Hofstede’s six dimensions of national culture (Hofstede, 1980) have been used in this report. Also, core competences needed for successful business communication and relationship building with Asians have been discussed. Also possible problems during communications like ethnocentrism or nonverbal communication (Michailova et al., 2017) have been highlighted with the implications for business. It has been recommended to invest in extensive cross cultural training, adapting communication style to local conditions, face-to-face meeting and using local experienced staff in your team. Success in Asia will depend not only on producing good quality products but understanding respecting the culture of their different settings.
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[bookmark: _Toc212698108]1. Introduction
[bookmark: _Toc212698109]1.1 Background and Purpose
[bookmark: _Toc212698110]The company's planning in financial management and logistics construction is a strategic layout to enter the Chinese market from the UK. The cross-cultural business communication skills required in this process need to be deeply understood and planned, because the business habits in China and the UK are quite different. (Hall, 1976). Failure to understand them might result in misunderstandings, damaged relationships or even business closure. This report helps readers understand the skills and strategies needed for effective business communication in Asia. It relies on established academic theories to explain culture impacts on business relationships.
1.2 Report Structure
[bookmark: _Toc212698111]The report will first define International Business Communications and related skills that must be acquired. The importance of the relationship-building process along with details regarding various methods involved have been discussed subsequently. The reasons behind unsuccessful business communication have also been examined. Along with various cultural theories and trust building process that exist between parties involved have been examined. The recommendations for market entry strategy formulation have been made in the report at the end, after accumulating information from various available resources.
1.3 Scope and Limitations
[bookmark: _Toc212698112]This paper primarily concerns social, cultural, and communicative aspects of market entry. Other operational issues like supply chain logistics or legal compliance are not discussed herein. Established cultural dimensions by Hall (1976), and by Eckhardt (2002) formed the basis of analytical framework proposed. These frameworks offer us solid theoretical foundation for understanding a wide range of cultural patterns. It should be noted that "Asia" consists of a highly diverse set of cultures including China, Japan, South Korea as well as Southeast Asian countries. While important cultural themes common across such high-context relationship-oriented cultures are touched upon by this report it does not delve deeper into region/country/sub-culture specifics. Therefore insights have been limited to basic level knowledge. When entering specific markets they should be enhanced through detailed country-specific research as well local know-how.
2. Main Body
[bookmark: _Toc212698113]2.1. Understanding International Business Communication
[bookmark: _Hlk213967227][bookmark: _Hlk213967247][bookmark: _Toc212698114]International business communication is a process of sharing information with people from different countries and cultural backgrounds (Guffey and Loewy, 2013). It requires more than just speaking fluent English, including the differences in its communication and understanding methods, values and social norms. For instance, when British organizations expand in Asian countries, they should be aware that in many Asian cultures that prefer indirectness, the direct communication style popular in the UK might be regarded as rude or aggressive (Eckhardt, 2002). Effective cross-cultural communication is an important strategic weapon which can lead to prevention of conflicts and successful partnerships (Liu et al., 2021).For cloth retailer industry communication complexity goes beyond the negotiation table. It extends into all aspects of marketing, customer management and brand building. A marketing slogan that works successfully in UK may result in a PR disaster if directly translated to another country due to cultural misinterpretations. For example a slogan that promotes individuality may not be taken positively in a collectivist culture. Thus, international business communication should be treated as an overall strategic function, not merely limited to negotiation team. It requires that all departments of a company, marketing, HR and customer service departments should have basic cross cultural awareness so that at any point of time, whether it’s brand image or after sales service, everything is understood and accepted in local cultural setting.
2.2 Essential Skills for Effective Cross-Cultural Communication
To communicate successfully in Asia, your employees need to possess the following skills:
· Cultural awareness: Understanding one's own culture is not the only or correct way to do things (Bennett, 1993).
· Adaptability: To adapt and be able to adjust communication methods and behaviors to different cultural contexts (Patel and Salih, 2018).
· Active listening: It is not only necessary to pay close attention to the discourse, but also to the tone, silence and non-verbal cues, which are very important in high-context cultures (Hashmi and Waheed, 2020)
· Empathy: The ability to view problems from the perspective of Asian partners (Feng et al., 2025).
In Japan during negotiations, silence usually means contemplation & respect rather than disagreement. British manager eager to fill the silence might be termed as impatient & rude by Japanese client (Michailova et al., 2017). Adaptability skill among these four seems quite crucial for you as a cloth retailer. Adaptability means being able to adapt your products including what they look like, touch etc as well as sales procedures. Body sizes, favorite colors (like red symbolize fortune in China but has negative connotations in some cases), fabric requirements & seasonality clothing have great variations between Asian and UK market. Product development & procurement team must have this adaptive behavior taking proactive step with local suppliers to know about local customers’ demand rather than bring the UK product lines in Asia directly.
[bookmark: _Toc212698115]2.3 Communication Methods and Contextual Adaptation
A key framework for understanding communication styles is Edward T. Hall's concepts of high-context culture and low-context culture (Hall, 1976).
· Low-context cultures (such as the UK) : Communication is explicit, direct and clear. The words spoken carry most of the meaning. The information is clear.
· High-context cultures (such as China, Japan, and South Korea) : Communication is implicit and indirect. Context (for example, relationships, situations, non-verbal cues) is as important as what is said. The meaning must be inferred.
[bookmark: _Toc212698116]Misunderstandings are very common when a British enterprise in a low context communicates with an Asian partner in a high context. It is clear for the British to say "no", but for Asians, saying "This might be a bit difficult" is usually a polite way of saying "no". Understanding this difference is crucial for effective communication (Liu et al., 2021). Therefore, the team must learn to "grasp the implied meaning" and pay attention to body language and situational cues. This contextual difference directly affects your company's daily operations. In a low-context country like the UK, customer feedback might be very direct, such as "I don't like the style of this shirt. In a high-context country like Japan, for example, a customer might say, 'This shirt is very interesting. Let me think about it.' The latter could be a polite way of saying no. Hence, your company's customer insights and market research in Asia need to be more thorough. Direct questionnaires are not likely to yield genuine feedback but focus group discussions and observing consumer behaviour in stores could be useful. Similarly, when interacting with local suppliers, a statement like 'we will do our best' by them may not imply 'yes, we shall do it' as the British might comprehend. It is important to define project milestones and expectations but it should be done in a polite manner.
2.4 The Centrality of Relationship Building in Asian Business
[bookmark: _Toc212698117]In many Western cultures business interactions are transactional that emphasize formal contracts and immediate transaction completion. However, in most parts of Asia it is basically relational (FANG, 2005). Trust and personal relationships- also referred to as guanxi in China and inhwa in South Korea- are at the core of long-term business success (Hwang, 1987). Before signing the contract your Asian counterpart wants to know you and trust you personally. This process takes time and patience. You may need to attend many rounds of meetings just to establish rapport before discussing business affairs. If you hurry this process or only focus on the contract, then they may feel that you have little real interest or sincerity in establishing a long-term relationship (Tung, 2008). As Lee (2005) points out how strong your relationship may be often matters more than what your business proposal contains. For clothing retailers this relationship is even more important than with distributors or suppliers It also involves building a wide "relationship network" (guanxi) with shopping mall management, local marketing agencies, and even influential figures in the fashion industry. In Asia, securing a prime retail location may not only depend on the highest bid but also on the strength and quality of the relationship with property managers. Similarly, cooperation with local social media key opinion leaders (KOLs) should not be limited to one-off transactions; establishing long-term, personal good relationships can make them more sincere brand advocates. This means that your company's local management team in Asia must be given time and budget to engage in these social activities that may seem "unrelated to business" in the West - having dinner together, attending social gatherings, and giving appropriate gifts during traditional festivals. Although these investments are difficult to measure in ROI in the short term, they are the cornerstone of long-term stable operations.
2.5 Causes and Consequences of Communication Failure
Communication failure may be destroyed before a business relationship even begins. Common causes include:
· Racism: The belief that one's own culture is superior to others (Bennett, 1993). One example is insisting on doing things in the "British way" without considering local practices.
· Stereotype: Assuming that all individuals from one culture are the same, thus ignoring the individuality of each individual (Cranmer, 1995)
· Non-verbal misunderstandings: As mentioned earlier, misinterpreting gestures, eye contact or personal space can cause offense (Michailova et al., 2017).
[bookmark: _Toc212698118]The consequence of touching upon it is the collapse of trust. A partner who feels disrespected or misunderstood is unlikely to commit to a long-term and productive partnership. Consequently, negotiations may fail, contracts may be lost and market credibility may be damaged (Grosz et al., 2023). Business cost of communication failure is immense. A product launch which fails due to cultural misjudgment incurs not only developmental and marketing costs but also severely impairs brand reputation. Today’s inter connected world a foreign brand perceived as culturally insensitive or arrogant may trigger off social media boycotts. For example if the promotional material of a clothing brand inadvertently offends religious or cultural symbols it will require huge cost and efforts to restore its image and may well lead to the failure of the entire market strategy(Cayla and Arnould, 2008). Hence investment towards avoiding communication failure such as hiring cultural consultants and extensive localization testing should not be considered as optional expense but should be considered as a crucial risk management investment to protect brand assets and assure successful market entry.
2.6 Analysing Cultural Differences: Key Frameworks
In addition to Hall's context theory, Fons Trompenaars' model provides valuable insights. His seven cultural dimensions help explain the fundamental value differences (Eckhardt, 2002) :
· Universalism and Particularism: Rules and Relations. The British are universalists (rules apply to everyone), while Asians are typical exceptionalists (relationships may affect the application of rules).
· Individualism vs. communitarianism: Focusing on the individual vs. the group. The United Kingdom is a highly individualistic country. Asia is highly communitarian, emphasizing group harmony and consensus.
· Neutral vs. Emotional: Controlling emotions at work. Britain is relatively neutral, while some Asian cultures may place more emphasis on neutral and restrained expressions than Latin cultures, but this is different.
· Specific vs. dispersed: Separating work from personal life. In many Asian cultures, work and personal life are closely linked.
· Status is based on performance, while status is based on age, family or position: Asians tend to attribute and respect seniority and titles.
· Sequential time vs. synchronous time: Doing one thing at a time vs. doing several things at a time. Asian cultures usually have a more synchronous and flexible view of time.
· Internal control vs. external control: Controlling the environment vs. being controlled by the environment. The UK has an internal direction (" I can change this "), while Asian culture may have a more external direction, adapting to the environment and nature.
Understanding these aspects will help your team predict and respect the behaviors and expectations of Asian partners. Applying Trompenaars' model to the retail industry can provide profound insights(Hamsho et al., 2023). In the universalist UK, store return policies may be strictly enforced. However, in the particularist Asia, a loyal customer with a good relationship with the store manager might be allowed to return goods as an exception, in order to maintain a long-term relationship. In collectivist societies, marketing campaigns that focus on family, friends or team success are more effective than advertisements that emphasize individual uniqueness. Moreover, the culture of ascription means that in business negotiations, sending a young manager with less seniority, even if highly capable, to negotiate with an Asian company led by senior executives may make the other party feel disrespected(Graham and Lam, 2003). Understanding these dimensions can help your company design more reasonable local operation processes, marketing strategies and team structures.
[bookmark: _Toc212698119]2.7 Building Trust Across Cultural Boundaries
Trust is the foundation of all successful business relationships, but the ways to build trust vary across different cultures. Mayer et al. (1995) defined trust as being based on the perception of the other party's ability, kindness and integrity(Mayer et al., 1995).
· In low-context cultures like the UK, trust is usually built up through ability and reliability - keeping promises and completing tasks on time (Zucker, 1986).
· In high-context cultures like Asia, trust is mainly established through personal relationships and emotional bonds(Schneider, 1996). Being kind is to take care of your partner's happiness; Being integrity is to behave according to principles of ethics.
[bookmark: _Toc212698120]Trust building in Asia requires long term interaction and mutual respect. Dining together or having small talk about miscellaneous topics or enquiring about each other’s family or personal life should not be viewed as wastage of time but investment to building trust for successful business partnerships (Lee and Dawes, 2005)
3. Summary
[bookmark: _Toc212698121]It is a great opportunity to extend the clothing retail business to Asia. It is not just having a good product in the market; rather there needs to be a sustained effort in bridging cultural gaps and high context to low context communication patterns and Trompenaars culture dimension and relationships in Asian countries for any business. It is likely that they may meet with failure because of communication noise yet these can be lessened by being cultural sensitive and adaptable and genuinely trying to build trust within the stakeholders or the customers. Flexibility in communication based on cultural context will determine their success in Asian markets. Some day, your company's journey from a British retailer to becoming a global brand will truly be an organizational culture change journey wherein even the management will have to be flexible because what made them successful in U.K will not make them successful in Asia. They have to learn to operate in a new environment; they need management commitment and investment for developing leadership, corporate values, staff skills, roles and integrating cultures across the world. Extending the clothing retail business to Asia is a golden opportunity. Having a good product is not enough. It requires deliberate efforts to bridge cultural gaps. It is important to understand the principles of high-context versus low-context communication, culture dimensions defined by Trompenaars, and relationship nature in Asian countries for businesses. Though there are high chances of communication failure, they can be reduced by being cultural sensitive and adaptable and genuinely attempting to establish trust. Being able to adapt different communication styles according to different cultures will decide the fate of success in the Asian market over a period of time. Ultimately, your company's transformation from a British retailer to a truly global one is essentially a profound journey of organizational learning and transformation. This requires the corporate culture itself to be flexible and humble enough to embrace change. Success will not merely come from shipping clothing to warehouses in Asia, but from successfully "translating" the brand's value proposition into the cultural context of the target market.By embedding the principles outlined in this report - from high-context communication and relationship building to strategic adjustments based on cultural dimensions - into every aspect of your company's expansion blueprint, from supply chain to marketing, from human resources to customer service, the chances of success can be greatly increased. The growth potential offered by the Asian market is huge, but the key to unlocking this potential lies in a deep understanding and respect for cultural complexity.
4. Recommendations
According to our analysis in this paper, following measures are recommended:  
1.Cross-Cultural Training: To all employees involved in the international expansion provide cross- cultural training should be made compulsory. The training should specifically deal with the culture of an Asian country they are going to enter where Hall & Trompenaars model can be used as a basis.
2.Adjust Communication: Encourage employees to communicate subtly and politely. Motivate them to respond appropriately when faced with silence and interpret context meaning from their words.
3.Build Relationships First: Sufficient time & money should be spent on initial relationship development because before actual business negotiations begin there may need a series of non-business meetings.
4.Local Talent: Recruit local managers & employees familiar with local culture & businesses because it acts as a culture translator & bridge builders
5.Patience & Observation: Employees should adopt patience while observing & avoid making quick judgments based on their own culture norms.
[bookmark: _Toc212698122]5. Reference List
1.Hall, E.T., (1976). Beyond culture. Anchor Books, New York.
2.Bennett, M., (1993). Towards Ethnorelativism: A Developmental Model of Intercultural Sensitivity, in: Education for the Intercultural Experience. pp. 21–71.
3.Cayla, J., Arnould, E.J., (2008). A Cultural Approach to Branding in the Global Marketplace. J. Int. Mark. 16, 86–112. 
4.Cranmer, D.J., (1995). Intercultural competence: Interpersonal communication across cultures: Myron W. Lustig and Jolene Koester New York: HarperCollins, 1993, 366 pp. Int. J. Intercult. Relat., Language, Culture, and World View 19, 328–333. 
5.Eckhardt, G., (2002). Culture’s Consequences: Comparing Values, Behaviors, Institutions and Organisations Across Nations. Aust. J. Manag. 27, 89–94. 
6.FANG, T., (2005). From “Onion” to “Ocean”: Paradox and Change in National Cultures. Int. Stud. Manag. Organ. 35, 71–90. 
7.Feng, M., Abdul Aziz, M.N.B., Dalib, S., (2025). Exploring Intercultural Communicative Competence Among Chinese Students: Insights from a Qualitative Study. Sage Open 15. 
8.Graham, J.L., Lam, N.M., (2003). The Chinese negotiation. Harv. Bus. Rev. 81, 82–91, 137.
9.Grosz, A.S., Jozsa, L., Maung, S., (2023). Cross-cultural Negotiation Conflicts: The Myanmar Case. Int. Rev. Manag. Mark. 13, 1–8. 
10.Guffey M.E., Loewy D., (2013). Essentials of business communication, 9th ed. ed. South-Western, Cengage Learning.
11.Hamsho, M., Aljaafreh, I., Mansour, A., (2023). Trompenaars’ Cultural Dimensions Model.
12.Hashmi, M., Waheed, M., (2020). Discerning Goodness via Nonverbal Cues: Perspectives from High-Context Cultures. J. Intercult. Commun. 20, 74–88. 
13.Hwang, K., (1987). Face and Favor: The Chinese Power Game. Am. J. Sociol. 92, 944–974.
14.Lee, D.Y., Dawes, P.L., (2005). Guanxi, Trust, and Long-Term Orientation in Chinese Business Markets. J. Int. Mark. 13, 28–56. 
15.Liu, C., Lu, J., Zhan, Y., (2021). Cultural Differences in Business Negotiations Between China and the UK. Presented at the 2021 6th International Conference on Modern Management and Education Technology（MMET 2021）, Atlantis Press, pp. 433–437. 
16.Mayer, R.C., Davis, J.H., Schoorman, F.D., (1995). An Integrative Model of Organizational Trust. Acad. Manage. Rev. 20, 709–734. 
17.Michailova, S., Piekkari, R., Storgaard, M., Tienari, J., (2017). Rethinking Ethnocentrism in International Business Research. Glob. Strategy J. 7, 335–353. 
18.Patel, T., Salih, A., (2018). Cultural Intelligence: A Dynamic and Interactional Framework. Int. Stud. Manag. Organ. 48, 358–385.
19.Schneider, P.A., (1996). Review of Trust: The Social Virtues and the Creation of Prosperity. J. Mark. 60, 129–130. 
20.Tung, R.L., (2008). The cross-cultural research imperative: the need to balance cross-national and intra-national diversity. J. Int. Bus. Stud. 39, 41–46. 
21.Zucker, L.G., (1986). Production of trust: Institutional sources of economic structure, 1840–1920. Res. Organ. Behav. 8, 53–111.

2

image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




