 
When companies need to expand their business from the UK to Asia, cross-cultural communication theory will become very important because it will allow them to understand different international cultures.
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DIFFERENCES IN INTERNATIONAL BUSINESS COMMUNICATION BETWEEN BRITISH AND ASIAN CULTURES
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[bookmark: _Toc4827]Executive Summary

The focus on globalization employs the need to integrate the international business communication strategies within organizations. 

It is from such communications that the diverse nature of cultural requirements is met by organizations. In this report, the UK clothing retailer is concentrated on entering the Asian market. In this study, the need to build professional and strong relationships will be instrumental in bridging the gaps formed by the cultural differences across businesses (Czinkota, Ronkainen and Gupta 2021). Based on the report, findings give a clear demonstration of international business communication as an avenue that allows exchange of business ideas. The skills required in the communication processes highlighted in this report constitute focus on humour, active listening skills and observation skills for cultures that allow non-verbal communication. It is notable that the findings denote that the Halls high low context serve to be important method of effective international business communication (Brett, Behfar and Kern 2020).

 In analysing international culture, the report has adopted the Trompenaar’s 7 Dimensions to Culture model that succinctly describes the two varying British and Asian cultures (Hampden-Turner, Trompenaars and Hampden-Turner 2020). In the findings, importance of building relationships and potential failures are highlighted. This is salvaged through illustration of possible recommendations that constitute training, conducting workshops and investing in research and development of the market and communication cultures. In conclusion, the report suggests that building strong relationships and development of effective global communication is attained through understanding of the cultural differences at the marketplace.
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[bookmark: _Toc28548]1.0 Introduction

The report is focused on evaluating important aspects of international business communications across different cultures. It is notable that the clothing business that already exists in UK is expanding into the Asian geography.  With respect to this, clothing industry is known to predispose different values and beliefs of the intended customers. In choosing the Asian geography, it is therefore important to set up clothing types that match their cultural needs. This will inspire considerable amount of understanding of the business communications between the two cultures (Gupta and Gupta 2019, p. 2690). The success of the clothing business will be dependent on the extent of successful professional relationships that will be developed. However, failures in relationship building will be addressed through putting forth important recommendations. 

In addition to this, the report will delve into various international business communication theories that include Halls High and Low, Trompenaars’s 7 dimensions and Hofstede’s cultural dimensions (Peng 2022). These frameworks will help a great deal to offer clear distinction of the cultural needs of UK and Asian clothing retailer stores. The end goal is to adopt pivotal communication strategies that will keep the business afloat for years. To wrap this up, the report will centralize on international communication strategies in professional relationship building in different cultures. 






[bookmark: _Toc26268]2.0 Integration of International Business Communications in British and Asian Cultures

In this section, there will be definition of  international business communication, evaluation of skill set requirements, illustration of methods of communication using Halls High Low context, importance of effective communication, evaluation of Trompenaar’s 7 dimensions to culture , importance of building relationships  and Professional Relationship building and differences in cultures, and analysis of reasons for failed communications.

[bookmark: _Toc2759]2.1 Definition of International Business Communication

International business communication stands out to be exchange of business ideas across varied cultures. Notably, cultures are known to offer people with unique frameworks of understanding through which the business world is interpreted. Individuals from separate cultures will likely interpret the business ideas in radical ways. In this case, failure to reach to consensus by the different cultural groups could result to misunderstanding, hence could impact negatively on professional relationships. Importantly, adoption of international business communications and technologies have done exemplary responsibilities of reducing the geographic distance of business within the global scope (Kamalaldin et al. 2020, p. 310). However, the business executive should consider bridging the cultural distance to help them sustain the cross-cultural and professional business relationships in the contemporary market spaces. For instance, the decision to expand the clothing business from the UK to Asian market will require employment of effective international business communication strategy.

[bookmark: _Toc12254]2.2 Skills Requirements in International Business Communications between Asia and UK

The diverse business environments could allow complexity in the communication capabilities within organizations. This is because cultures have their own set of tendencies when it comes to physical interactions, hence making communications difficult. Even in situations where language barrier is inexistent, cross-cultural communication can be a hard nut to crack (Luo and Shenkar 2017, p. 75). This, therefore, requires inculcation of important skillset to help in creating robust international business communications. The study considers the two cultures of British and Asian geographies. While communicating cross-cultural it is important to consider the effects of humour. While the British cultures find humour as important part of communication, the Asian culture take their business negotiations seriously without engaging humour. In addition to this, the British business partners possess active listening skills as the stakeholders are expended to understand the details of the business. However, in the Asian culture, the business partners give their views to prove that they are right without taking keen interest on the other people’s viewpoints. In this case, comprehension of active listening skills and observation skills perception from different cultures would help to eliminate business failures. 

In addition to this, setting schedules and writing down ideas proves to be a significant skill in international business communication (Feinberg and Willer 2019, p 12501). To expound on this, the business executives of British culture ensure that their exchange of ideas is organised, scheduled and important details are written down. The Asian culture business partners are known for making spontaneous and dynamic decisions with no proof of writing. The desire to expand into the Asian geography would require understanding of how business is carried out and professional relationships among the business partners.

[bookmark: _Toc16899]2.3 Methods of Communication in British and Asian Cultures
[bookmark: _Toc9419]2.3.1 Halls High Low Context

International business communication strategy has gained increased recognition in the ever-connected business world. In different cultures, it is vital to consider identification of methods of effective communication so that businesses run smoothly. In tandem with this, adoption of Halls High and Low culture theory would be instrumental for the clothing retailer that is looking to expand its business operations from the UK to the Asian market (Patel, Trivedi and Yagnik 2020, p. 102003). For instance, UK serves to be a low-context culture in which communication is passed across explicitly with little dependence on the non-verbal cues. This opens the ways for discussion and negotiations of important details of the business. The low context nature of the UK market would therefore propagate open-minded individuals that mean what is discussed and puts across clear and direct rules. 

In gaining porosity into the Asian market, the business executives should understand that the Asian people adopt high-culture context. In most cases, the Asians consider indirect communications using non-verbal cues such as body language, person’s status and tone of voice. In this regard, decision making in Asian culture is implicit and they end up in formal meetings that understand what the communication conveys. It serves to be a silent culture and mostly the negotiators engage the third parties to ensure that a consensus is reached (OBIEZEKWEM 2020, p. 132). The mechanisms of relaying information hold water more than what the information really depicts in the Asian culture. This way, the business managers fail to build relationships with the teams and groups as there is insufficient information flow.

[bookmark: _Toc6271]2.4 Effective Communication across Cultures

Adoption of effective communication in global business helps a great deal to have improved relationships and customer service. When the firms identify way to address the customers’ needs through communicating to them, they build trust and commitment to the brand, hence strengthening relationships. As a result, more referrals and sales are attained within the organization (Balakrishnan 2022, p. 48). In this context, the need to expand the clothing business into the Asian market would require critical understanding on how the business partners and the customers communicate. In so doing, it would be possible attain the customer’s loyalty and trust to have them make their purchases in the new clothing organization in the region. In addition to this, clear international business communication is imperative for reducing potential conflicts and misunderstandings (Ting-Toomey and Dorjee 2018). While adapting at the Asian market, nurturing effective communication would result to swift transition from the UK geography. Miscommunication would be reduced when every stakeholder is on the same page, hence would limit frustration in business. Regular and consistent communication would help the clothing retailer to make the Asian clients to understand that they are from a different culture where business was done uniquely. This will help to strengthen the client relationships as they will build confidence that the firm would conform to their culture and handle their needs efficiently. Moreover, effective communication catalyses the intention to achieve sustainable goals in businesses (Doorley and Garcia 2015). This is through fostering collaborative efforts among the business partners in diverse cultures. Even with the high context culture in the Asian market, the managers that put forth effective communication strategies will find sustainable ways to build relationships with the teams at the new clothing retailer.

[bookmark: _Toc29225]2.5 International Culture
[bookmark: _Toc27653]2.5.1 Trompenaar’s 7 Dimensions to Culture

The decision to expand businesses into the global markets would require understanding on the international set of beliefs and norms. It is worth noting that adoption of Trompenaar’s dimensions of culture would help a great deal to implement the choice to move the clothing retailer from the UK to the Asian market. Universalism versus particularism serves to be an important dimension in the global culture (Pirlog 2021, p. 452). For instance, the UK culture is characterized with high universalism whereby rules are formed and followed while Asian markets are mostly particularism culture as relationships come first.  Further, based on the Individualism Versus Communitarianism dimension, the UK culture is characterized with business partners with autonomy and value for personal freedom. While in this region, it is easier to come up with effective decisions for business continuity. On the other hand, Asian culture is a communitarist because it relies on relationships that consider values of modesty, solidarity. In this case, conducting business in Asian market would require a third party who is known by the business executives in this geography. In this case, the decision to expand into the Asian market by the clothing retailer will need to consider this important aspect.

According to the specific versus diffuse dimension, the British consider keep work separate from the private lives. This way, it focuses on building work-life balance in its businesses among the workforce. However, the Asian culture is diffuse, hence mixes both business and private life. The transition should reshape the British business executives towards adapting to the new culture for a successful business (Wild and Wild 2019). Similarly, the neutral and emotional of the Trompenaar’s dimension depict that the neutral culture allows keeping in check and holding back emotions while emotional culture puts feelings openly. Both UK and Asian culture, therefore, possess neutral culture in executing their businesses. In the achievement and ascription aspect, UK stands out to possess an achievement culture because greater value is put on performance. On the other hand, the Asian culture upscales ascription culture as it considers status is important. Individuals here are valued based on the power and position that they hold. Additionally, the sequential versus synchronous culture is exhibited in the international culture. The business culture in the UK market is organized and planned, hence adopting the sequential culture while the businesses at the Asian market are spontaneous and dynamic (Barkema et al. 2015, p. 470). The business partners could change their decisions at last moment. It would be vital to understand this aspect before making the decision to expand to the Asian market. Lastly, the internal and outer direction dimension demonstrate that UK is inner directed as the business people are in control of the possible outcomes while the Asians let things to follow their course. Adoption of Trompenaar’s 7-dimension model would fuel the expansion of the clothing business into the Asian market.



[bookmark: _Toc14933]2.6 Importance of Building Business Relationships

It is important to consider relationship building as an epitome of business development processes. The aspect of globalization for the UK clothing retailer will be made possible through building strong relationships with the partners, customer and stakeholders in the intended Asian market. This would be important in enhancing loyalty and trust within the business environment. As a result, loyal customers would engage more referrals, hence would create robust sales in the long run (Covas and Pirlog 2019, p. 111). 

In addition to this, building strong relationships play a significant role in nurturing collaboration with the business partners. As a result, sharing of knowledge and expertise is made possible. In the new business environment within the Asian market, propagating collaborative efforts ushers in distinct skillset, hence keeps the business running. This way, the UK clothing retailer that looks into expanding to the Asian market will gain competitive edge. More markedly, building relationships will help a great deal in accessing the new customers and markets. It becomes possible to leverage the existing networks and wider customer bases in the new market geography upon building positive relationships. This would allow the incoming business to build sustainable infrastructure that will respond to the needs of the consumers in the target market

[bookmark: _Toc27241]2.7 Building Professional Relationships and Differences in Culture between UK & Asia

The need to expand business into the Asian market will require building of sustainable professional business relationships. To build relationships in China, gifting serves to be a significant gesture. The Asians attach greater significance on the gifts that symbolize fortune, family happiness, long life and health (Yama and Zakaria 2019, p. 500).  The process of integrating this attachment is a slow process. 

In tandem with this, building relationship with the Asians will require patience as they will trust with this step. Also, ensuring that the Asian partners face and esteemed is kept high will allow expansion of the UK clothing retailer in this region (Lomer and Mittelmeier 2023, p. 1250). While the UK market considers greater performance as a pointer of good relationship, the Asians need protection of their esteem. Importantly, collective decisions to go on extensive drinks and dinner and play golf with the Korean partners will allow greater sharing of information. This is not practical with the UK culture, as information is individualized and only sharing of information is done by people with much knowledge and higher value.


[bookmark: _Toc23825]2.8 Potential Reasons for Failed Relationships in Business Communication between UK and Asia

Expansion into the global markets could be marred with challenges of failed business relationships. This could be due to possible reasons of language barrier between the UK and the Asian business partners (Verluyten 2020). It is notable that business players from varied linguistic backgrounds could be affected by miscommunication problems. This way, there is risk of misunderstanding, thus could lead to conflicts (Koyuncu and Denise Chipindu 2020, p. 115). Further, failed relationships could be borne from stereotypes. For example, the Chinese are known to be emotionally reserved, self-restrained and social cautious. In breaching this culture, business relationships could cease to work (Aldrich et al. 2023). As in the UK culture, the business players have the neutral perception of stereotypes, hence they hold back their feelings when emotionally affected. Imperatively, failed relationships could emanate from failure to pay attention to the body language details. While the communication culture among the Asian partners is exhibited in the non-verbal cues, failure to interpret well could lead to destroyed relationships among the business partners.
[bookmark: _Toc16544]3.0 Conclusion

To this end, international business communications is instrumental in building relationships among the participants of diverse cultures. It is important to acknowledge that cultural differences could impact negatively on the continuity of businesses for the firms focusing on expanding into the global markets. From the discussion, entry into the Asian market will need imperative skills that will help in building professional business relationships. The Trompenaar’s 7 dimensions model is adopted to help in streamlining the cultural difference between the UK and Asian culture based on the decision to expand the clothing retailer into the Asian market. To wrap this up, confronting the failures of failed communications will help to build sustainable relationships in diverse markets.


[bookmark: _Toc22224]4.0 Recommendations

In cases on language problems, it would be important to consider training and conducting workshops that expose the business partners to the new culture (Dominique 2020, p. 35). For instance, upon reaching to the decision of expanding into the Asian market, the UK’s clothing business partners should consider making a pre-visit for several months to the new geography. Learning the language and Asians acceptable behaviour will help to reduce instances of failed relationships in business. Additionally, being flexible to change the preconceptions about the new culture could lead to better business relationships between the UK firm and the Asian market (Mikadze 2022). Also, to understand better the body language communication, it is important to take invest in the Research and Development team, to find out how to best address the Asian’s body language communication. Relating to the foreign culture could require a significant amount of research to make the team to develop observing capabilities that could only be executed by the Research and Development team (Wang et al. 2021, p. 30). This will help to salvage the failed international business communications and relationships.
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International business communication refers to the process of transmitting and exchanging information, views, ideas and business data in a business environment that crosses national boundaries. This kind of communication is not limited to language communication, but also includes culture, business habits, regulations and other factors in the international business environment.

In international business exchanges, individuals, organizations and countries communicate through various channels to promote cross-border trade, investment, cooperation and other business activities. This communication can be in the form of face-to-face meetings, conference calls, emails, video conferences, business reports, business negotiations, etc.

It is important that international business exchanges take into account the differences between different cultures. Cross-cultural communication has become crucial in international business because different cultures can lead to errors in understanding, differences in business practices, and cultural factors in business decisions. Therefore, effective international business communication requires sensitivity and adaptability to different cultures.

In general, international business exchanges are an integral part of the globalized economy, providing a bridge between multinational enterprises, international cooperation and global commerce, facilitating better cooperation and information sharing among all parties.
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