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Intercultural Communication Theories to assist Business Expansion to Asia from United Kingdom Report
     
ABSTRACT
There are so many companies out there with the motive of expanding their businesses to other continents with so many motives. Some are inclined to make much more profits, employ more staff, market their products in the wider markets to increase their sales or gather more customers to purchase the products they produce. Therefore, many companies and organizations strive to expand their businesses to other continents for the same reasons for their betterment.
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[bookmark: _Hlk121480595]Executive Summary
Inability to acknowledge cultural diversity can be costly and have major repercussions for the organization in question when conducting business internationally. In reality, a failure to conduct a prior assessment of multicultural consciousness led to the withdrawal of entire campaigns. Due to the potential cost of last-minute changes or reprinting, culturally relevant information and images must be used. (Jacob, 2011) It should come as no surprise that any leading organizations looking to expand their operations into other continents, countries, or regions prioritize intercultural communication and understanding. Both employers and employees place a great value on these communication abilities since without them, a business would not be able to function because there would be no consumers or clients. (Starkey, 2002) Various ethnicities or ways of life exist in every location, civilization, nation, and continent; as a result, any business that wishes to grow its workforce must comprehend this culture in order to run smoothly. This is the subject of this article.
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1.0 – Introduction

Individuals build, comprehend, even modify culture and identity via intercultural conversation. Interaction among individuals with different ethnic traditions is referred to as interculture communication. To promote increased self-awareness, studying interpersonal understanding is very important. People’s mental process when it comes to culture is frequently "other centered," which means that you are most likely to notice other people's or other groups' cultures. Nonetheless, this proverb “know thyself” holds true because it helps you better appreciate various cultures and ideas while also improving the awareness of your own culture. (Michael, 2019)
 Intercultural communication can help you perceive your way of living from a different perspective by allowing you to leave your familiar, comfortable frame of reference. In this case, this clothing retailer company wishing to expand their sales activities to Asia from United Kingdom has a lot of assignment to work out before commencing operations since the cultures of these continents are so different. (Lisa, 2021) This report will exclusively work on those culture offences and how this company will work to synchronize their operations with this second continent in terms of their culture and how they operate. Remember it is every company’s wish to attract while maintaining existing customers and maximizing profits. This clothing retailer which will be referred to as Cool Mart Clothing Company wishes to expand their operations to Asia from UK therefore this report will focus on the intercultural communication theories and make them aware of vast differences as they wish to expand their business. (Mike, 1998)



2.0 – Main Findings
2.1 – Company background
Cool Mart Clothing Company is a brand company which operates in United Kingdom whose main operation is to sell designer clothes to all class and types of people. The business has been booming therefore the management and shareholders of the company decided to expand their business to Asia for several number of reasons. (Paz, 2009) The first reason was because Asian Continent has a lot of people meaning the population there is so extended meaning the market is huge. Also, there are limited number of companies with this mission there therefore it means there is a huge probability of business booming since the competition is not that big. Another thing about this company is that the business is improving and it is an objective of every company to expand internationally to improve the brand’s name while creating job opportunities to residents of the second country. Cool Mart is a very ethical company which respects culture of each and every region or country since it is the best way to go to attract and gain new customers for maximization of profits. (Sorrell, 2015)
2.2 – Common cultural activities in Asia
In case you want to offer a gift to someone in Asia, be sure to research customs and etiquette prior! There in Asia there are so different and rich cultures that will play a major role to this company expanding their operations here. For instance, there is different approach in cultures there as there are so many different countries like India, China, Indonesia, Pakistan, Qatar, United Arab Emirates, Afghanistan among other countries with different cultures. They are not limited to religion, how to greet elders, offering gifts, new year traditions, greetings, kicking off your shoes, sharing food and pouring or sharing drinks. (Tianshu, 2011)
 For instance, on contrary to many countries, several Asian nations, including India, do not have any issues with persons of the same gender holding hands. It is merely regarded as a show of friendship. You shouldn't be shocked if you see two men or women embracing or holding hands publicly. Simply put, it’s a great means to show their admiration. (Esposito, 2007) Also, in many Asian countries it is viewed as disrespectful to dress inappropriately which in this case is being half naked or dressing in a way that seems to arouse sexual feelings of the opposite gender. Many people in Asia which includes Muslims or Hindus located in India especially women dress mainly in Hijabs which cover most of their body parts due to their culture to hide their body parts. (Kramer, 2017)
2.3 – Religion
The main religion in Asia is Islamic, Hinduism and Judaism. Christianity is not very popular there as it is in United Kingdom which is the most popular religion here. Religion is highly regarded here and followed keenly especially among Muslims and Hindus. They follow strict sharia laws which are taught extensively to them from when they are children. (Jill, 2011) From research carried out it was found that Hindus contribute 25%, Buddhists to be 15%, Christians being 8%, Unaffiliated to be 20%, folk religions were found to be 10%, Islamic was 20% while other religions were found to be 2%. These religions contribute to different way of life or culture like the way they dress, eat, interact, learn as well as their education or Madrassa System. They do not tolerate bribing someone to gain a favour from any person and this will be addressed in details in this report as well as conspicuous reports of corruption reported in Middle East which is against to their religion. Selling clothes in this continent especially India or China requires high level of religion adherence to attract new customers and also to maintain existing ones to keep business going and increasing profits. (Tom. 2010)

2.3.1 - Mode of Dressing
According to these religions their mode of dressing is very decent according to the research carried out. Most women wear “Buibuis” according to their local language or Hijabs which is a clothing which is like a dress which covers their bodies fully up to the feet including a piece of clothing which covers theirs heads too leaving small part of their face, which is, eyes, nose and mouth as being only parts exposed. (Howard, 2015)
 Most men wear “Kanzus” which resembles a dress to but only covers their bodies from shoulders to feet and a small hat to cover their head although they are not connected like women clothing. In case you’re considering visiting a country like India, you won’t probably need the same clothes you thought, especially if you’re heading to Southern India. Despite the warm climate, India’s major cities have very rigid dressing codes which must be adhered according to their culture. While shorts and tank tops are occasionally seen, wearing them is not recommended and could draw unwelcome attention to the visitor. Expanding business to this region will require the company to manufacture clothes that suits this situation in Southern India. (Collin, 1990)
2.4 – Intercultural adaptation 
This notion holds that individuals who have spent a significant amount of time in culture in a culture will begin to internalize its beliefs, customs, and values. According to adaptation theories, this company seeking to expand their operations, must actively participate in modifying their consciousness to conform to those of majority of the culture to adapt well in Asia. (Shum, 2015) To give an example, it’s crucial that someone living abroad be willing to adapt if they want to fit in with their host culture. (Bernard, 2011) Acknowledging intercultural competence allows us to know that individuals have the knowledge necessary to succeed in a culture by adhering to the norms and principles that are being promoted. Acknowledging culture of Asian residents would be very healthy according to research carried out to promote sales of the products while improving services offered to them which suits their culture. (Hinde, 1992)
2.5 – Communication Accommodation Theory
The above idea concentrates on language techniques that shorten or lengthen communication gaps. According to the communication accommodation theory in linguistics, one party in a conversation adapts their speech to make room for the other participant in the conversation's context. In that individual are shifting their dialects from a given language to adapt to a different situation for others to comprehend, this is comparable to code-switching. In order to understand and predict why, when, and how people in Asia modify their communicative behaviour during social contact, as well as the social repercussions of these modifications communication accommodation theory was developed in this case. (Kim, 2003) It is vital to understand the language of these people to make business interaction smooth and swift so as to close those business really quick and have closure with those customers.
2.6 – Business Ethics and Morals
In this juncture there is an example of a person known as George who was a chemist and in charge of a company which was really struggling. He was mandated to travel overseas specifically in Middle Eastern Countries (Asia) to secure contracts where he finally met his contact, a highly placed official of the government. It was known to George due to his due diligence of investigating how things get done there; whereby it was actually rampant corruption. His (George’s) company was morally upright and practiced honest dealings therefore he was very confident to effectively and efficiently compete for the contract however the government officials put aside his proposal without having a glance at it then dismisses him when at night his boss informs him that the contract had been awarded to the competitor. (Ghun, 2004)
 This simply tells you that the competitor was awarded the contract probably because they bribed their way through it. This is an example of bribery and corruption which is rampant in middle east countries for your “things to get done.” There are several things which George should have done in this case like reporting the government official to an international trade group to have his case listened to newly and have it reviewed so that the contract can be awarded due to merit and not on corruption. This is a case of corruption in Asia whereby it should be regarded as a plague to Cool Mart Clothing before expanding. For instance, Human Resource department might be bribed to hire personnel there who are not qualified due to managers being bribed. (Kin, 2000)
There is also a case of leading producer of integrated circuits and associated software for PC-based audio, video and multimedia as well as niche sectors including communication and mass storage known as Pegasus International Inc. Their systems and products were well selling in existing markets located at United Sates, Japan and Europe but like any other company they of course wish to grow and expand. However, getting the company being licensed and operating in China proved to be a major obstacle due to ‘payoffs’ required to be paid to acquire them which of course means bribe. Oswald the company’s boss has a tough task from the government authorities who insists other companies also pay some amounts to get their licenses. (Tomas, 2015)
In that case Oswald has a moral dilemma since he wishes for his company to succeed, maximizing the shareholder value, keep his job and being a model in ethical leadership of the company. The company has motives of creating value to their customers, building quality while improving it continuously, creating long term successful customers and meeting their customers’ expectations. (Kincaid, 1988) They also practice intellectual and integrity honesty like protecting their intellectual property, being honest with their staff and management, being accountable and finally valuing contributions of each and every stakeholder, employee, managers, customers and stakeholder in the company. These should be a motivator to Cool Mart Clothing company to steer it forward with quest to expand their operations in Asia where these traditions are highly valued.
2.7 – Recommendations
i. Reporting scandalous and corrupt official to international trade welfare to have the justice served and the official facing the law
ii. Visiting several countries in Asia especially China, India and Pakistan where the target market is readily available.
iii. Conducting thorough vetting of possible staff to ensure they are well qualified to ensure quality control in products sold.
iv. Establishing a mitigation of corruption free zone in all of the company’s operations.
v. Ensuring any staff involved in bribery or corruption is punished by the law as well as the company’s litigations regarding corruption.
vi. Conducting a thorough research in the target market to decide what is best for the target market.
vii. Compare and contrast different cultures in Asia and United Kingdom to have background information about both cultures to handle clients in much more specialized way.
viii. Observing corporate social responsibility.
ix. Observing and respecting the culture of the specific place where the business is established.  
2.8 – Conclusion
Understanding and respecting other people cultures is very important to any business company or a sole-proprietor with intentions to expand their business to a new environment. Many people in Asia respect and follow their traditions keenly in terms of their mode of dressing, eating and how they even behave in public. It is therefore very vital for the Cool Mart Clothing to ensure they produce products that are in line with Asian community culture to obtain new clients while maintaining the ones they already have. (Eric, 2017)
The findings of this study have a number of managerial ramifications. In order to create high consumer perceived values, Muslim fashion store owners must first assure that the products sold have a maximum level of religiosity and sustain the production efficiency in accordance with Islamic Sharia. Customers are more likely to return to the store if they believe the things presented have high perceived values. In consumer research, religiosity is not a topic that is often covered. This is because it is believed that social ideals in society are founded on religion together with religiosity. Individual religiosity can vary depending on their interests, and it can be measured as a person’s cognitive attitude. (Paula, 2021)
From the above explained situations it is crucial to understand clients’ cultures to ensure the business sells products which conform to the culture of the target market. For example, establishing a pork selling business in Asia which is highly inhabited by Muslims and Hindus would not be the wisest thing to do since their culture does not allow them to consume pork. They can view this action as disrespecting them plus their culture therefore creating animosity between you and them which is very bad for business. At the same way, it is important to expand your business understanding their culture as discussed above for the business to grow, expand and increase the profits.
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