[image: A képen szöveg, Betűtípus, embléma, szimbólum látható

Automatikusan generált leírás]



Name: Brigitta Horváth  
Student ID: 2213952
Module code: LCBB6001
Module name: International Business Communication
Lecturer: Azfal Munna







Assignment 1
Essay


Table of content

Intoduction	3
Japan and England collaboration	3
Unilever and Shiseido	3
Market	4
Hofstede’s cultural dimensions	4
Power Distance	5
Individualism vs. Collectivism	5
Masculinity vs. Femininity	5
Uncertainty Avoidance	6
Long-Term vs. Short-Term Orientation	6
High-context and low-context communication theory	6
High-Context and Low-Context Communication Styles	7
The Impact of Communication Differences on Business Relations between Two Cultures	7
Solution for the communicational differences	8
Conclusion	9
References	10



[bookmark: _Toc182257468]Intoduction

 This essay explores the cultural differences between Japan and England and how they affect business communication, focusing on two major companies, Unilever and Shiseido. It examines how these companies, operating in different cultural environments, approach sustainability and innovation. The essay also delves into Hofstede's cultural dimensions to highlight key contrasts between Japanese and British business practices, such as power distance, individualism versus collectivism and communication styles. In addition, it analyses differences in high- and low-context communication and explores how these cultural differences can shape business negotiations and relationships. Finally, the paper proposes strategies to bridge the communication gap to ensure successful international cooperation between Japanese and English business partners.
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[bookmark: _Toc182257470]Unilever and Shiseido

 Unilever, one of the world's best-known consumer goods giants, was created in 1929 by the merger of British soap manufacturer Lever Brothers and Dutch brand margarine producer Margarine Unie. Today, operating from London, it is present in more than 190 countries and reaches 3.4 billion people every day. With iconic brands such as Dove, Knorr, Axe, Magnum and Hellmann's, Unilever's global influence is clearly dominant. The company's goal to "make sustainable living a reality" is at the heart of its corporate strategy. This goal is embodied in the fight against climate change, the reduction of plastic use and the improvement of global living conditions. It actively promotes a circular economy and responsible sourcing practices in an effort to reduce its environmental footprint while achieving a positive social impact (Unilever, 2024).
 For Unilever, sustainability is not just an abstract objective, but an integral part of the business strategy to create long-term value. The company invests significant resources in the development of environmentally friendly technologies, biotechnology research and innovative packaging solutions. Its global research and development centres are located in the UK, the US, China and India, among others, where it is pursuing innovations, particularly in sustainable packaging and new biotechnology solutions. This enables Unilever to adapt to global consumer trends and meet environmental challenges with a focus on sustainability.
  Shiseido, one of the largest and best-known cosmetics companies, was founded in Tokyo in 1872 by Arinobu Fukuhara as Japan's first Western-style pharmacy. Since then, the company has become a leader in beauty and wellness, particularly in Asia, Europe and North America. Shiseido made early breakthroughs in the Japanese beauty industry, including the introduction of multicoloured face powders to replace the traditional white, and even Japan's first ice cream. Today the company offers a wide range of products including skincare, make-up and fragrances. Shiseido's portfolio includes premium brands such as Clé de Peau Beauté, NARS and ISSEY MIYAKE, as well as more affordable lines such as ANESSA and ELIXIR, which aim to meet a wide range of beauty needs. Shiseido also conducts extensive research and development, particularly in skincare innovation, and acquires digital technology companies to further develop its beauty services (Shiseido Co., n.d.).
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 The global beauty and personal care market is set for significant growth and is forecast to exceed $615 billion by 2025. One of the main drivers of this growth is the expansion of the middle class in emerging markets, particularly in Asia, where urbanisation and rising disposable incomes are driving demand for beauty products (Statista, n.d.). Furthermore, technological innovations such as artificial intelligence and augmented reality are opening up new dimensions in the customer experience, with personalised recommendations and virtual trial options increasingly being incorporated into e-commerce platforms.
 At the same time, sustainability is becoming increasingly important as consumers become more aware of the need for environmentally friendly, cruelty-free and ethically produced products. Companies that adopt green technologies and sustainable solutions such as biodegradable packaging can gain an advantage in the market. In the European Union in particular, a regulatory environment is encouraging companies to meet stricter sustainability standards, which have positive impacts not only at environmental but also at social level (Research and Markets, n.d.).
 In this fast-growing and changing market, Unilever and Shiseido are uniquely positioned to meet the evolving challenges of global consumer demands. In a potential collaboration, the two companies could combine Unilever's global distribution strength and sustainability leadership with Shiseido's beauty innovation and luxury brand appeal. This combination would create premium, environmentally conscious products that would meet the needs of consumers seeking sustainability and ethics not only in emerging markets, but worldwide.
 Such a strategic alliance would provide the opportunity for the two companies to set new standards in the beauty industry and to create a future in which beauty products contribute to both the well-being of individuals and the achievement of global environmental goals. Through such joint efforts, Unilever and Shiseido can pioneer a beauty future that puts ethical and sustainable production at the forefront.
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Hofstede's and other researchers' models are key to understanding international business and intercultural communication, as they help us to understand the differences between cultures and their impact on communication style. Japan and the UK are two countries with different cultural dimensions, so the differences between them affect business and personal interactions.
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 The dimension of power distance measures the extent to which a culture accepts and respects hierarchy and differences in power (Hofstede, 2002). Japan is a country with a high power distance, where social and work hierarchies are strictly separated and respectful, formal communication is the norm. Respect for leadership positions and acceptance of subordinate roles are expected (Hofstede et al., 2010).
 In contrast, in England, the power distance is lower and people tend to behave more as equals, resulting in a more open and direct communication (Browaeys & Price, 2019). In English business culture, more informal interactions are also accepted and there is often a greater emphasis on direct, honest expression of opinions.
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 Differences between cultures are also strongly influenced by the dimension of individualism and collectivism. Japan is a collectivist society, where individual interests are subordinated to group interests and the maintenance of communal harmony is a priority (Hofstede, 2002). Communication is also characterised by group cohesion and cooperation, often avoiding direct confrontation and open expression.
 In contrast, individualism predominates in England, where individual rights, autonomy and the expression of personal opinions are strongly present. The English often openly express their own views, even if they differ from those of the group, and do not necessarily care about maintaining harmony (Meyer, 2014).
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 The masculinity dimension measures the extent to which a culture prioritises competition and results, while feminine cultures focus more on relationships and community values. Japan is a highly masculine society, dominated by success, achievement and competition. There is a strong competitive spirit in the workplace and communication often focuses on results and productivity (Hofstede et al., 2010).
 English culture is more balanced in this respect, with a focus on work-life balance. Communication in the workplace is often more inclusive and collaborative, focusing less on competition and more on achieving common goals (Meyer, 2014).
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  Japan is a culture with high uncertainty avoidance, which means that people tend to follow structures and rules to avoid uncertainty and risk (Hofstede, 2002). Business communication in Japan is often formal and thorough, where decisions are carefully considered and regulations are strictly enforced.
 In England, by contrast, uncertainty avoidance is lower and the culture is more open to change and new, not always predetermined ways of doing things. The English tend to adapt more quickly to new situations and communication is more flexible and less prescriptive (Browaeys & Price, 2019).
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 Japan has a culturally long-term orientation, which focuses on the long-term pursuit of values and goals, such as perseverance and the achievement of pre-planned goals (Hofstede, 2002). This characteristic is also reflected in business communication, where decisions are often made with long-term effects and consequences in mind.
 In England, a more short-term orientation characterizes the business environment, where quick results and meeting current needs are given more attention (Hofstede et al., 2010). English business communication is often fast and results-oriented, with less long-term planning.

In summary, the cultural differences between Japan and England have a profound impact on communication styles. Japanese business culture is more formal, hierarchical and collectivist, while English culture is more informal, individualistic and less hierarchical. Understanding the differences between cultures will help to make global business relationships more successful and to align different communication styles more effectively
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 The communication differences between Japan and England are extremely important in business relations between the two cultures, as they often play a crucial role in cross-cultural interactions. One of the fundamental differences that high-context and low-context communication theories help us to understand lies in the nature of communication. While Japan is a typical high-context culture, England is a low-context culture, and this difference has implications for social and business relations in many areas.
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 According to Edward T. Hall's theory of high-context and low-context, introduced in 1976, in high-context cultures, such as Japan, communication is largely implicit, meaning that much information is not directly expressed, but rather is revealed through environmental cues, body language, and the listener's prior knowledge. In Japanese society, respect, the preservation of harmony and behaviour appropriate to social situations are given a very high priority. Communication is often indirect, as meanings behind words and non-verbal communication are of great importance. Moreover, in business negotiations, the feelings of the other party are often taken into account and there is no desire to express opinions directly in an offensive way. In this type of communication, the listening and the context in which the conversation takes place are fundamental in determining how the message is interpreted (United Language Group, 2023).
 In contrast, England, as a typical low-context culture, relies on clear and direct communication. English people tend to explain everything in detail and do not expect the listener to know the background or be able to interpret other information that is not said. The expectation of direct and clear communication is particularly important in the English business world, where clarity is essential to avoid misunderstandings. What is said is made explicitly verbal, clear and firm, while body language and other non-verbal cues are not given as much prominence as in Japan (Fiveable, 2024).

[bookmark: _Toc182257480]The Impact of Communication Differences on Business Relations between Two Cultures

 Communication differences between Japanese and English business cultures can present a number of potential challenges in international business negotiations. In Japan, business relationships focus on building relationships first and foremost, and personal relationships are fundamental. Business partnerships often develop slowly and gradually, and it is not uncommon for the Japanese party not to offer direct answers or opinions in discussions, preferring to make the final decision after detailed negotiations in a private setting. For the English, however, business meetings are usually more direct, quick and focused. The difference between the two sides is due to the fact that while in Japan a gradual, close relationship building is essential, in England business discourse is more based on the quick and clear sharing of information (United Language Group, 2023).
 The differences in communication styles are not only reflected in business negotiations, but also in social interactions. In Japan, where context and background information play a major role, respect for personal space and an emphasis on politeness are extremely important. In contrast, the English are more direct and outspoken and less sensitive to non-verbal cues. Therefore, for a Japanese business partner, English directness can often appear too blunt, while for an English businessman, Japanese indirect communication can be confusing (Fiveable, 2024).
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 In order to bridge the communication gap, Unilever and Shiseido can use a number of strategies. A priority is to organise regular cultural sensitivity training for employees of both companies. In these workshops, participants can gain an in-depth understanding of each other's business cultures and communication habits, which can significantly reduce the risk of misunderstandings.
 The two companies could jointly develop a communication protocol that combines the strengths of both cultures. This hybrid approach could include pre-agreed signals for requesting direct responses and a set timeframe for decision making, taking into account the Japanese consensus-building process and the faster pace of English business culture.
The use of bilingual mediators, who are at home in both cultures, can be of particular importance. These 'cultural interpreters' can play a key role in important meetings, helping to ensure that messages are delivered accurately and in a culturally appropriate way. Their presence can greatly contribute to building mutual understanding and trust.
 The introduction of virtual team-building activities can also be an effective tool for building cultural bridges. Regular online events, such as joint cooking classes or virtual city tours, provide an opportunity for representatives of both cultures to get to know each other in an informal setting, thus strengthening personal relationships and mutual understanding.
Setting up an anonymous feedback system could provide an additional opportunity to identify and address communication difficulties. Such a system would allow employees to report constructively when they experience communication misunderstandings or difficulties, thus facilitating continuous improvement and early identification of problems.
 Finally, a joint project, such as the development of a new sustainable cosmetics product line, could provide an excellent opportunity to put these strategies into practice. In such a project, mixed teams can be formed, with each member working closely with a colleague from another culture. The introduction of regular "cultural reflection" sessions would allow for discussion of emerging challenges and successes, further enhancing mutual understanding and the effectiveness of collaboration.
 With these methods and approaches, Unilever and Shiseido can significantly improve communication and collaboration, while leveraging the strengths of both cultures for mutual success. In this way, cultural differences become opportunities rather than obstacles, enriching the operations and innovation capabilities of both companies.
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 For a successful collaboration between Unilever and Shiseido, it is essential that both companies understand and adapt to cultural differences. Japanese business communication tends to be indirect and contextual, while the English style emphasises immediacy and clarity. To avoid misunderstandings, it is important that the parties clarify their communication expectations in advance. Shiseido should strive to express its intentions in a more direct manner, while Unilever should understand the more patient nature of Japanese decision-making processes. Mutual respect for hierarchical structures is also key, as respect for rank and decision-making authority is fundamental in Japanese culture. By adapting their communication styles, with patience and mutual respect, both companies can avoid cultural pitfalls and build a strong, lasting partnership that allows them to achieve their shared goals of innovation and sustainability.
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