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This report will assist a UK based company in its global transitional process, as it proposes to enter into business partnership with Japan and expand its “retail jewellery” business operations in the Asian market region. The findings and discussions of this report will guide the managers of the UK based company in understanding and implementing the required skills and competencies that are vital in building strong global partnerships. The report will bridge the gap between two culturally diverse nations by creating an understanding and respect for the local cultures of the nations. The report will also mention the required skills to be developed and their positive impact on the revenues of the business. It will also mention some of the reasons and their impact if the firm fails to develop healthy business communications and partnerships with its global partners. Japanese jewellery market is continuously accelerating at a tremendous pace of 2.9% CAGR annually. By building strong business partnership with Japan, the UK based firm can take advantages of the opportunities present in both domestic and global markets. The report will also recommend some policies and approaches for the company which can further accelerate the growth of the business if successfully implemented. 
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[bookmark: _Toc37785879]1: INTRODUCTION 
The discussions and findings of this report will assist the UK based company, which is planning to expand its “Retail Jewellery” business operations in Japan and aims to develop global partnerships in the Asian market region. This report will guide the company in understanding the skills and competencies required for achieving successful international relationship building and its significance in the global context. The report will recommend some feasible approaches to implement relationship building skills with the global partners of the company. The findings of this report will also present several advantages for the company, if it inculcates these relationship skills in their managers and employees. Finally, the report will analyse the possible reasons and their impacts, if the company fails to develop these required skills and competencies. 
[bookmark: _Toc37785880]2: SKILLS AND COMPETENCIES REQUIRED FOR BUILDING RELATIONSHIPS WITH GLOBAL PARTNERS 
[bookmark: _Toc37785881]2.1: BUILD A RELATIONSHIP OF TRUST AND MUTUAL UNDERSTANDING
While operating in a global scenario, it becomes significant for the organisation to build a relationship of trust and mutual understanding with its global partners. The organisation can build a strong relationship if it keeps a clarity of thoughts and goals. The organisation should be transparent in their operations. It should clearly explain its global partners about its mission and vision objectives. It should also understand the expectations of its global partners and should make efforts to achieve those in an efficient manner (Goldberg, 2017). Japanese value strong business relationships of trust and social interactions. To build a relationship of understanding, socialising over dinner or lunch can be an effective way to enhance communications and develop trust among the partners. 
[bookmark: _Toc37785882]2.2: CULTURAL AWARENESS
All the individual nations in the world are culturally diverse. Each country has its own culture, values and norms, which are to be respected to build strong business relationships with global partners. Japan is regarded to be a culturally unique country. To build strong business relationship with Japan, it is essential for the organisation to understand and respect Japan’s business culture (Reynolds, 2017). Giving gifts is highly ritualized in the Japanese business culture. It is a ritual in Japan to receive and give gifts with both hands. The gifts offered should be in accordance with the status of the receiver. Different gifts should be arranged for different Japanese personals according to their status i.e. the higher the position, more valuable gift must be presented (Oliver, 2020). Whereas in UK gifts are offered only during special occasions or during festivals.
[bookmark: _Toc37785883]2.3: IMPLEMENTING CROSS-CULTURAL MANAGEMENT AND LEADERSHIP SKILLS
In this competitive environment cross-cultural management and collaborative leadership are a vital source to develop team based and partnership business environments. Cross-cultural management enhances the qualities of leading global dynamic teams, analysing complexities in the business environment and finding effective solutions in global context. Collaborative leadership can be simply understood as “the process of engaging collective intelligence to achieve results across organisational boundaries” (Amborg and Bauer, 2017). Japanese business culture gives emphasis on team work and leadership. They focus much on Management by Objectives (MBO). The decision-making process in Japanese organisations is different from those in western cultures. Japanese organisations follow the bottom-up process called "Ringi”, where the middle manager connect the top management with the executives of the company (Yous, 2017). This presents clear picture of organisation’s goals and every employee is motivated to achieve those in an efficient manner. Whereas UK follows an individualistic and democratic management approach. 
[bookmark: _Toc37785884]3: SIGNIFICANCE OF BUILDING STRONG INTERNATIONAL BUSINESS RELATIONSHIPS WITH GLOBAL PARTNERS
[bookmark: _Toc37785885]3.1: SHARED BUSINESS RISKS
If an organisation completely depends and performs its business operations only in one country, the business risks will be very high. The negative economic, political, social and environmental consequences can impact the demand and supply of produces of the company, which can fail the company’s operations in those regions. The business risks are reduced when the company forms strong global partnerships in several countries and diversifies its operations across organisational boundaries. For instance- If the demand for jewellery in UK i.e. the domestic market slows down, the company can experience stability or rise in demand in its global markets i.e. Japan. This will maintain an equilibrium in the demand and the company can earn profits and reduce the business risks (Willemsen and Arc, 2019). 
[bookmark: _Toc37785886]3.2: GAINING ACCESS TO NEW CUSTOMERS AND INCREASED MARKET SHARE
Global partnerships will provide an opportunity for the company to understand and access new customers all around the globe. Strong international business relationships with global partners, provide the opportunities of growth and continuous development in the global market industry (Förschner, Brandstetter and Byrne, 2006). In the business of retail jewellery, it becomes essential for the organisation to understand the needs and preferences of the global customers and design and produce the jewellery accordingly. It will also provide a strong base for the company to diversify its product line according to the demand of the global market, which will enhance the revenues of the company. Japanese prefer more diamond studded rings for their engagement and wedding ceremonies. The customers their prefer high quality pearls, pink diamonds and silver jewellery instead of gold jewellery. The Japanese consumers demand for smaller diamonds instead of large diamonds, which represents luxury and quality. Thus, the company can diversify its product range and can offer the desired products to the Japanese customers (Kakati, 2008). 
[bookmark: _Toc37785887]3.3: TECHNOLOGICAL ADVANTAGES
The business professionals can be benefited from these strategic business relationships as they will get quick and easy access to the new technological developments of their global partners. Japanese consumers are considered to be the early adopters of technology. Japan is one of the largest luxury consumer market, where the customers prefer a more tech-based approach in their jewellery and diamond buying process (Cohen, 2014). 
[bookmark: _Toc37785888]4: PROPOSED APPROACHES FOR DEVELOPING POLICIES FOR BETTER INTERNATIONAL BUSINESS COMMUNICATIONS AND RELATIONSHIPS
[bookmark: _Toc37785889]4.1: FOSTER CROSS- CULTURAL COMPETENCY
Cross cultural competency is strategically important for the organisations who have diverse workforce or are planning to expand their business operations globally. Cross cultural competency helps in building an understanding diverse cultures, speak different languages and communication perceptions (Gopalkrishnan, 2019). It supports the company in understanding the diverse business customs, beliefs and communication strategies, high and low context cultures etc. The concept of high and low context culture describes how an employee’s feelings, thoughts and emotions affect their actions in a given culture. For instance- Japan is considered to be a high context culture where significance is given to groups, interpersonal relationships, mutual trust, building strong relationships and they rely mainly on non-verbal communication. Whereas UK is considered to be a low-context culture where much emphasis is given to individualistic approach and rely mainly on verbal explicit communications (Chuang, 2013). 
[bookmark: _Toc37785890]4.2: DEVELOP THE SKILL OF ADAPTIVE THINKING
Today’s global market is ever-changing and dynamic which makes “adaptive thinking” a vital skill to be developed in the organisation’s workforce. Adaptive thinking means the ability to quickly adapt to the changing global business environment and finding out effective solutions for problems which a company may experience in its global transitional process (Davies, Fidler and Gorbis, 2011). Several changes are noticed in the Japanese markets with regards to the jewellery industry and the consumer preferences. Customers in Japan consider the shopping experience to play a vital role in their satisfaction. They are desire to live their shopping experience of buying jewellery and are willing to pay premium prices for these jewels. In store shopping is much preferred, but in recent years online shopping has also witnessed growth in the country. Thus, the leaders should analyse these situations and make decisions by adapting to these dynamic global circumstances (Matricano and Vitagliano, 2018).
[bookmark: _Toc37785891]4.3: INTERPERSONAL INFLUENCING STRATEGY 
Interpersonal influencing strategy is the ability to influence a new investor for investment, or influencing the employee in adapting to the new working conditions or persuading a customer to buy the company’s product. Developing these influential skills in the workforce is crucial for any organisation to achieve successful business relationships in the global context. Successful business leaders can develop strong business relationships by building meaningful communications, networking and collaborations with their global partners. This skill will help in negotiating deals, develop core competencies and motivate the diverse teams in their effective functioning. Japanese business culture is all about building strong relationships. Informal meetings, personal contacts and visits. These are the key strategies to influence their opinions and negotiate business dealings in a profitable manner (García, 2015). 
[bookmark: _Toc37785892]5: ADVANTAGES FOR THE COMPANY IN APPLYING APPROPRIATE APPROACHES WITH ITS GLOBAL PARTNERS
The company’s jewellery retail business can flourish globally if it maintains strong business relationships with Japan. Japan retail jewellery market has witnessed growth in the past few years and it is projected that it will further accelerate in the period of 2019-2023. There are tremendous market opportunities present in Japan as there are increasing number of digital buyers, high net worth earning population, increasing woman labour force, growing tourism industry and social networking (GlobeNewswire, 2019). 
[bookmark: _Toc37785893]5.1: OPPORTUNITIES OF RAPID GROWTH
The retail jewellery sector of Japan will provide rapid growth opportunities for the UK based company to expand its business operations globally. The Japanese jewellery market sector will observe a growth rate of 2.9% Compound Annual Growth Rate (CAGR) annually. The market is expected to be valued at $1,582m in 2020 and it projected to be valued at $1,722m by 2023 (Statista, 2020). 
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The domestic market of the company i.e. UK is also experiencing a growth rate of 2.7% CAGR and was valued at £5.7 million in 2018 and is expected to be valued at £6.4 million by 2023. Thus, both the domestic as well as global markets of the company are providing it rapid growth opportunities to earn high revenues and achieve a global brand image. Healthy business relationships and better communications with Japan can help the company to mature globally. This will only be achievable if the leaders of the company implement the approaches and skills successfully in the organisation (MINTEL, 2018). 
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[bookmark: _Toc37785894]5.2: STRATEGIC AND COST ADVANTAGES
Several strategic and cost advantages are involved in maintaining a healthy business relationship with Japan.  In Japan, it is possible to establish the business enterprise in just 14 days. It is also witnessed that successful business in Japan can assist the company in earning a significant amount of global profits within a period of 3-5 years, this can be strategically beneficial for the company. Japan is well known for its infrastructural, telecommunication developments and well managed distribution systems for all types of goods and services. This will provide the company to reach more customers and jewellery market segments in Japan in a cost-effective manner (Export to Japan, 2019). 
[bookmark: _Toc37785895]5.3: GLOBAL BRAND IMAGE OPENS WAY FOR OTHER GLOBAL MARKETS
The Japanese market can be characterised with more attention drawn towards the quality of the product. Japanese customers are willing to purchase high quality goods and services and are also ready to pay premium prices for it. If the company’s luxury jewellery products successfully establish in the Japanese market, then they can succeed anywhere in the global market, as the products have met the high expectations of the Japanese customers. This can ease the market entry opportunities for the company in other well-established global markets. Thus, the company needs to focus on its communications policies, to take advantages of these opportunities (Romero, 2014). 
[bookmark: _Toc37785896]6: POSSIBLE REASONS OF FAILURE AND THEIR IMPACT IF SUCCESSFUL BUSINESS RELATIONSHIPS ARE NOT ACHIEVED WITH GLOBAL PARTNERS 
[bookmark: _Toc37785897]6.1: REASONS OF FAILURE
All the following reasons can create disturbances in creating harmonious partnership relationship with the global partners of the company. 
· Language barrier is the foremost reason for failure of building successful business communication with Japanese enterprises. Very few Japanese i.e. only 3%-5% speak English language (Lai, 2017). In UK as well more than three quarters of the adult population cannot speak any foreign language. This language barrier can create misunderstandings and the goal of healthy global partnerships is hampered. 
· Japanese customers are very demanding and have different tastes and preferences then the consumers in UK. The company will need to make investments in the redevelopment of product designs and in order to fulfil the demands of the Japanese customers. This can put financial burdens on the company and can substantially increase the business risks (Salsberg, 2010). 
· Several regulations, permissions, procedures and certificates are needed to be approved to enter the Japanese market which is time consuming and expensive. Management barriers can also be witnessed in the culturally diverse countries. Japanese business culture believes in group and interpersonal relationships whereas UK business culture believes in individualistic approach, forms decisions based on facts and figures. 
· The domestic market of Japanese jewellery industry is highly competitive which can create difficulties in the establishment of the product in the local market of Japan. The distribution system of Japan is highly complex. (Coumau, Yamakawa, Servoingt and Kim, 2017). 
[bookmark: _Toc37785898]6.2: IMPACT ON THE COMPANY
· Japan is the third largest global jewellery market in the world after China and USA (Connell, 2020). If the company is not able to build trustworthy and loyal business partnerships with Japan, it can lose a large global market share and consumers. 
· By entering into a reputed global partnership, the company can take advantage of creating a global brand image for its products. But if it fails to build strong business communications and partnerships, the company cannot enter into profitable negotiations with the partners (Pitta and Franzak, 2008). 
· Global partnerships provide several merits of shared risks, greater market access and technological merits. All these opportunities will assist the company in accelerating its revenues and profits (Lamachenka, 2019). This is only achievable only when the company understands and implements the approaches of business communications in forming healthy global partnerships.
[bookmark: _Toc37785899]7: REFLECTION
While constructing this report, I came through several analysis and findings which assisted me in understanding the significance of skills and competencies required for building strong global partnerships. Skills and competencies such as mutual trust, cultural awareness, cross-cultural leadership and management play a vital role in building harmonious business partnerships. They inculcate the values of respect and equality in the workforce who perform in different work environments, belong to different cultures but work united to achieve the same goals for the organisations all around the globe. I analysed that it is very important to be aware of the cultural and language disparities that are present in the diverse “business cultures” of the world. Every nation has its own business culture. Thus, to build a bridge of understanding with the global partners it is essential to understand their mindsets, values and belief systems. Transparency in business operations and understanding the needs of the global partners are the fundamentals for nurturing a strong global partnership. I understood that partnership is not about running alone for a short distance as in a “sprint” and leaving the partner behind, instead partnership is like running in a “marathon” where the partners share the profits, risks, and witness an overall growth together unitedly. 
[bookmark: _Toc37785900]8: CONCLUSION
In the end it can be concluded that, the findings and discussions of the report recommend the company needs to deeply analyse the cultural diversities of Japan and formulate business contracts in its accordance. Japanese believe in long term business relationships and personal contacts thus; the company is advised to plan face to face meetings with the Japanese personals and build a strong command on the Japanese language. This will help in making profitable business negotiations with the global partners. Transparency in operations, shared risks, mutual understanding and respect for the local cultures should be kept in mind while forming business relationships with global partners. The company needs to inculcate the required skills and competencies as discussed in the report in their workforce to take advantage of the global opportunities. The company is also advised to understand the varied demands of its global customers and offer the jewellery products as per their needs and preferences. All these efforts will bridge the gap between two culturally diverse nations and will help in nurturing business harmony. 
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