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[bookmark: _Toc48020825]1.0 Executive Summary
This report mainly analyzes the UK jewelry industry as the research object, and the purpose is to analyze the feasibility and advantages of its international business expansion plan based on the current revenue situation in order to increase profits by occupying the Asian market and achieve business organizational goals. In addition, it also analyzes the potential problems faced when implementing this plan and communication including cultural differences, and competition from local brands all pose a huge threat to the achievement of International business communication, and put forward some effective suggestions based on these discussion.
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[bookmark: _Toc47996766][bookmark: _Toc48020826]2.0 Introduction 
Jewelry industry is highly localized in terms of that less than 15% of the global revenue is generated by ten top leading companies (McKinsey, 2019). However, as the diamond industry shows, the jewelry industry is also becoming more globalized than ever(ELLIOTT, 2019).The Global Trade Center is shifting from Western Europe to the Middle East and Southeast Asia. The Asian market not only provides consumers with high purchasing power, but also provides one of the most unique manufacturing centers in the world (OEC, 2019). This will greatly impact UK jewelry company to enter Asian market since it makes British jewelry companies face tremendous competition, whether in terms of price, quantity or transportation cost, all are also facing a huge threat. It is possible that the market share in the world will shrink rapidly and the turnover will go down significantly. 


[bookmark: _Toc47996767][bookmark: _Toc48020827]3.0 Main Findings
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Figure 1. Revenue of watches & jewelry market worldwide by country in 2018 (in million USD). Source: (Statista, 2019)
From the Figure 1, the revenues of listed countries are actually generated both globally and domestically(Myers, 2016). We can clearly see that in the global sales of jewelry, there is no doubt that China has the largest revenues, $90,000 million and much higher than other countries, followed by the United States, Japan and India. So we can figure out that if any company occupies the Asian market, the jewelry industry will definitely increase revenue and profits. In addition, we can see that UK jewelry revenue is about $5000 million, which is  ranking 5. So apart from its domestic market,  if British jewelry companies want to open the door to the Asian market and effectively achieve the potential benefits of entering the Asian market, it will be quite beneficial to the profitability of UK jewelry companies and help to achieve business goals. Therefore, UK company must formulate a feasible and effective international business communication strategy to enter Asian market. Otherwise, the company can only be limited to the jewelry needs of the domestic country, and cannot expand overseas markets. 

[bookmark: _Toc47996768][bookmark: _Toc48020828]3.1 Cultural comparisons between markets
The distinctive characteristics of Asian culture can make the articulation of effective international business communication highly challenging. From the Hofstede’s model, the Asian countries are not only different from western countries, they also show distinct characteristic within the region (Hofstede, 2011). In east Asia, many cultures were shaped or influenced by the Han dynasty culture, because in ancient times, jewelry such as jadeware was a precious symbol of the status of a emperor(Mark,2017).  Also, they show distinct preferences especially when it comes to communication with western culture as argued by (Zhang et al., 2005). When it comes to jewelry products, the Asians show clear different preferences compared with western consumers. For example, the iconic Olympic game medal in 2008 made by China consists a jade ring. Inside Asia the taste on jewelry is also diverse(Kim, 2014). Indians prefer gold and conventional gemstones such as ruby. Chinese people prefer green jade, especially on some special occasions, such as giving elders gifts, green jade is a good choice as a present. Therefore. In order to better understand the local market as well as to more effectively cooperate local partners, it is thus important to implement effective international business communication in the group. 


Figure 3. Cultural differences based on Hofstede cultural dimensions (own creation based on Hofstede' theories (2011))
According to Figure 3, we can easily see that Hofstede model reveals the cultural characteristics of various countries and helps people understand the culture of other countries from a deeper level. As a kind of objective existence, cultural differences affect all aspects of international business exchanges. Using this model, we can profoundly analyze the differences in cultural values between the United Kingdom and Asian countries such as China, and propose corresponding countermeasures to increase UK jewelry companies' awareness of cross-cultural communication in international business activities, reduce cultural conflicts, and more Promote economic and cultural exchanges and development.
But in fact Hofstede's point of view also has certain limitations, such as not taking into account the host country's policy regulations on multinational companies. Many countries have formulated various legal provisions on multinational companies or joint ventures for various purposes. Second, multinational companies cannot simply set out the company's articles of association, remuneration, etc. based on their own laws or practices.
[bookmark: _Toc47996769][bookmark: _Toc48020829]3.2 Countermeasures to bridge cultural differences 
[bookmark: _Toc47996770][bookmark: _Toc48020830]3.2.1 Why developing a relationship with Asian Partners matters?
Importance of effective international business communication 

Multinational corporations are culturally diverse in their workforce and in the process of handling various business activities. In the same cultural context, there are few differences in communication when people live together; but in the same way, when dealing with people of another cultural background, misunderstandings and conflicts often occur (Okoro, 2012). Thus, it will be a significant disadvantage for the group if it is not well-versed in effectively communicating with its local partners from Asian markets. Moreover, successful navigation of relationships with global partners based on an in-depth understanding of the Asian culture will bring the group with significant development prospects in Asian Markets. Applying a set of well-developed approaches in relationship development can also ensure the group to make the full use of the host markets to widen the group’s portfolio by promoting localized services and products. Thus, the group could successfully penetrate into the Asian market and even develop a competitive business edge.
Benefits of effective international business communication
The primary benefits of developing good relations with the local partners can benefit the group in the following ways. A well-developed relationship with global partners in the Asian market can effectively help the group to reduce any communication misunderstanding, and inadvertent conflicts in business operation resulted from cultural differences. For instance, problems will be commonplace between the expatriate employees and local partners due to their preferences of different communication styles. Meanwhile, the process of developing great relationships with local partners can facilitate the group to gain more knowledge and insights into the Asian markets, which can be leveraged to target local customers and tailor the regional strategies. Apart from above, the extensive experience resulted from group’s successful operation, and its embrace of local cultures may give the possibility of a synergy effect when diverse talents with different cultures are working together. The cross-cultural relationship encourages individuals to collaborate internationally instead of sticking to the previous styles of working. The smooth sharing of knowledge and experience without any communication barriers has been widely proved beneficial for driving innovation and inspiring creativity that synergies the cultures of the home country and the host countries (Beamer and Varner, 2001; Schmidt et al., 2007; Pikhart, 2014).

[bookmark: _Toc47996771][bookmark: _Toc48020831]3.2.2 What if the group fails to develop a relationship with its Asian partners?
Possible impact of ineffective international business Communication

Each employee working for the group hopes to get respect and be recognized for their contributions. And firms with more energized employees always deliver more superior productivity and higher creativity. However, in some previous business expansion cases, the failure to develop a great relationship with the local partners result in various issues including the feeling of disrespect, the occurs of misunderstanding, the happens of conflicts, etc.(Thomas and Peterson, 2016) Over time, a negative work atmosphere will be nurtured within the organization with employees being less energized.
Also, it is challenging for the group, with no experience of operating in Asian markets, to successfully realize their ambition of business expansion in the Asian market without any facilitation of local partners. As discussed above, local partners can be helpful to help the group to gain knowledge and insights into the Asian market, so that it can reach out to the targeted customer in a more concise way. Meanwhile, with less time spending on solving communication problems due to excellent relationships with business partners, the group can harvest synergy effect if all employees are collaborating towards same goal. Thus, dealing with Asian partners with different cultural backgrounds is imperative, and the inability of the group to conduct business in a way that accommodates its local partners will significantly hinder the group from its business expansion in Asian markets.

Possible causes of ineffective international business communication 

Indicated by Brislin (1990), values and beliefs, which are ingrained deeply in the cultures, have a significant impact on the recognition of other’s respect and trustworthiness. As people from very different cultures working together, different values and beliefs are integrated into their way of communicating and collaborating. Conflicts often arise from employees who are stubborn with their own values and beliefs.  
Apart from the differences in values and beliefs, ethnocentrism is also observed as the primary culprit behind most intercultural communication failures. Ethnocentrism is defined by Hammond and Axelrod (2006) as the sense of superiority on values, races, religions, cultures, etc. over other groups of people. An essential prerequisite of effective intercultural communication is to understand and respect cultural differences. However, ethnocentric individuals are not capable of appreciating cultural diversity, but will sometimes involve judgmental behavior in the workplace. Especially when leaders demonstrate certain ethnocentrism, a low level of team cohesion can be frequently observed. 
Stereotyping denotes the inertial assumption that all members of a specific group share some particular traits, such as Asian people are always labeled as introverts (Oakes, Haslam and Turner, 1994). However, culture can only be genuinely observed until employees engage in culture-specific communications. employees may fail to understand and respect people from different cultures, and the frail of great relationships with local partners occurs as a consequence of stereotyping.











[bookmark: _Toc47996772][bookmark: _Toc48020832]4.0 Concluding Remarks
The report shows the significance, methods and potential issues of the jewelry group's international expansion to the Asian market. There are significant cultural differences of attitudes and preferences of the jewelries between the UK market and the Asian market. Therefore, before entering the Asian market, UK jewelry companies have to carefully consider the applicable methods of providing effective international business communication and possible problems, which will help them make full preparations when entering the Asian market.
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Figure 1. Revenue of watches & jewelry market worldwide by country in 2018 (in million USD). Source: (Statista, 2019)


Figure 3. Cultural differences based on Hofstede cultural dimensions (own creation based on Hofstede' theories (2011)
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