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1.0 Introduction 
As technology in areas like finance, communication, transportation, and computation is developing rapidly, they are finding use in many areas, including business growth and expansion. Using such technological advancements, companies are increasingly expanding their business operations in different areas of the globe, and taking advantage of the increased market exposure, bigger customer base, and improved logistics to increase their revenues. In such market expansions, it is essential to ensure that the company can effectively communicate their values, ideas, and brand image with the general public in the market, and as such, proper business communication becomes essential for international market growth (Buckley et al., 2022). Shankar et al. (2021) define international business communication as a way to exchange information with different parts of the company and the people in an international context in a way that helps the company develop effective relationships and build trust. In this regard, international business communication can be understood as a business communication that happens to communicate ideas and values across different cultures in the international market, and in doing so, promotes the ideas and the brand of the company among the people effectively. Effective use of international business communication can help a company gain significant market share in international business and increase its revenues significantly while providing its international customers with effective value through its products and services. However, several issues and challenges can complicate seamless communication across cultures, which can include language barriers, different business practices, technological development, moral and belief systems, and political and cultural relationships across people groups (Ghauri et al., 2021). This report has focused on understanding international business communication and its importance in the contemporary business world, with the example of Tesco, a UK company, expanding into Japan in partnership with Aeon, a Japanese company. 
Japan is a large retail market and has a unique form of retailing culture, dominated by innovative business environments, which has been causing a reduction in the number of physical stores. At the same time, the retail industry in Japan is growing rapidly, with record-breaking sales from multiple retailers, who use innovative methods, including e-commerce, vending machines, self-checkouts, etc (Statista, 2025). The total sales in the retail industry in Japan in 2022 were over JPY 160 trillion, or about GBP 820 million, with an increase of over 6% from 2021. Much of the high retail sales volume is due to the high number of tourists in the country, but the domestic sales volume is also higher in many areas. However, there are several challenges in the retail industry market, including rising material and labour costs, higher energy prices, changing needs and preferences of customers, etc (Savils, 2024).
Tesco PLC, or Tesco in short, is a multinational retail company focused on retail groceries and is based in Hertfordshire in the United Kingdom. Founded by Jack Cohen in 1919 as a single stall in London, the company grew quickly to currently have over 4570 stores in many nations within Europe, including the United Kingdom, Ireland, the Czech Republic, Slovakia, and Hungary (Tesco, 2025). The company operates several brands, including Tesco, Booker, Dunnhumby, Spenhill, and One Stop, operated by nearly 330,000 employees across all markets. The total revenues of the company are over GBP 69.9 billion in 2025, an increase from about GBP 68.1 billion in 2024 (Tesco, 2025).
Aeon Co. Ltd., or simply Aeon, is one of the largest retail companies in Japan, with investments in many sectors of the retail industry within Japan, and is headquartered in Chiba, Japan. Tracing back its origins to 1758 in the Edo period of Japan, the company was formally named Aeon in 2001 and became a major player in the retail industry of the country (Aeon, 2025). The company has also expanded to many nations in East ans Southeast Asia, including Indonesia, China, Taiwan, Vietnam, and Malaysia (Global Data, 2025). The total revenues of the company were about JPY 12.95 trillion (GBP 66.36 billion) in 2024, which was an increase over the previous year by 4.9% or about JPY 600 billion (GBP 3.07 billion) (Aeon, 2025).
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Based on the opinion of the author Warren (2017), transferring information across cultures has never been easy as it has faced complex communication problems and other difficulties. It has particularly been difficult to avoid cultural mistakes through prevention and modification of communication processes. Numerous cross-cultural communication theories and concepts have been proposed by researchers to limit these problems as the companies have expanded their operations into the worldwide market often outsourcing jobs and responsibilities to the workers abroad. The communication theory of compliance-gaining offers insights for technical communicators to adapt to the communication styles and texts for enhancing communication with members of their own culture as well as communicating across cultures (Warren, 2017). Cognitive dissonance theory is another theory that highlights the psychological discomfort faced at the individual level by people when there is inconsistency in their thoughts, beliefs or behaviour with themselves or with others. These commonly arise when people are exposed to varied cultural groups where dissimilarities in terms of thoughts, beliefs and behaviours often arise impacting communication. 
The researchers Adler and Graham (2017) state that cross-cultural communication and psychology studies reveal that individuals often behave differently with people belonging to the same culture than with those belonging to a foreign culture. Cross-cultural communication is regarded as a broad concept that provides a basis for understanding these apparently unrelated behaviours witnessed by different cultures (Adler and Graham, 2017). A prominent cross-cultural theory to consider in this case is the acculturation theory which describes the outcome of a cultural contact of people from different cultures impacted by a mix of negotiation and communication styles that are unique to their own cultures. Acculturation theory is useful in suggesting the process of negotiation in business which is also one of the key functions in business. 
In addition to the theories, the researchers Adler and Aycan (2018) pointed out how a cross-cultural management approach is key to the success of a multicultural environment and efficacy. They highlighted how cross-cultural management is key to managing organisational behaviour within different countries and cultures for the organisation. Cross-cultural interaction is required for managing multicultural teams, expatriation and negotiation which are fundamental for the success of global business entities (Adler and Aycan, 2018). Similarity-attraction theory is suggested as an important theory for promoting intercultural adjustments that are needed for gaining success in cross-cultural negotiation. Moreover, social identity theory is impactful in predicting the behaviours of people in different cultures for effective interaction and management from the managers of such entities absolved in cross-cultural environments. 
As per the author Pacheco (2020), cultural shock is the greatest concern regarding the mental health and well-being of individuals subjected to cross-cultural environments. Rapid globalisation has increased concerns about businesses being exposed to such problems where suitable practices in communication are desired for overcoming the challenging social landscape of multicultural groups. Cross-cultural immersion is desired for such a purpose that is ultimately promoted by the mechanisms of cultural learning theory (Pacheco, 2020). As a result, this theory plays an important role in cross-cultural communication where it is described as a form of cross-cultural adaptation that is governed by the act of acknowledging different cultures and their relevance for proper communication. Here, cultural shock is reduced by increasing the understanding of various cultures to improve interaction and behaviour for effective cross-cultural communication. 
The above concepts and theories on cross-cultural communication from various authors reinstate that cross-cultural understanding is critical for effective interaction and outward behaviour in such an environment. It is important that the organisation pay heed while trying to manage operations across multiple countries as stated in this case study. 
Communication differences can exist for different countries but in the present scenario, the differences between Japan and the UK will be focussed. The business culture of the UK is known for its pragmatism and adaptability while Japanese business culture lays importance on harmony, respect and group consensus (Surrey, 2024). These factors are likely to impact communications taking place between the organisations of Tesco plc and Aeon where both companies are likely to have their own unique approach to communication. Communication in the UK is direct but polite where emphasis is given to humour. The communication style in Japan is indirect and often context-sensitive in nature which places emphasis on non-verbal cues. These communication differences are likely to impact negotiations and meetings taking place between the organisation of Tesco plc and Aeon. As a result, direct communication and constructive criticism are used within the work environment in the UK which might be unsuitable for the organisation of Aeon. International communication theory can be applied in this context to evaluate the communication differences between the nations of the UK and Japan. Cultural hegemony theory is an international communication theory that explores how dominant culture can influence the communication landscape and shape global norms (Storey, 2021). The UK and the culture of Japan both have their own cultural hegemony where their cultural influence is observed at a global scale. It is important to understand that the English language is understood to some extent in Japan while the Japanese language is not comparatively understood in the UK. This indicates Westernisation or the global influence of Western cultural hegemony. 
UK and Japan are two distinct regions with their own customs, beliefs and other characteristics where cultural dimension theories must be applied to fully captivate their differences. The relevant cultural dimension theory that is applied to this context is Hofstede’s cultural dimension theory. Hofstede's cultural theory is a systematic model that was introduced in the year of 1980 (Ebsco, 2024). This theory uses six dimensions to illustrate and compare different societies or countries. These dimensions are power distance, individualism, masculinity, uncertainty avoidance, long-term orientation and indulgence. 
In terms of power distance, this dimension determines how inequality dynamics persist in a country due to its social structure and people's tolerance of unequal power relations among various members. Japan is a society that indicates a preference for greater power distance, where the disparity in power is respected for individuals based on their age, status and titles. Japanese communication behaviour depends on the communication environment and relationships where this power inequality comes into effect (Suhonen, 2021). This is different for the UK where a less hierarchical structure among the people is preferred compared to Japan, showing how an egalitarian view of power is supported more than unequal power. As a result, it might become a problem for Tesco when partnering with Aeon to seek feedback from lower-level staff, as the social structures would be more rigid.  
In terms of individualism, this dimension describes the extent to which a country organises their people into groups having specific duties and obligations. High collectivism and low individualism describe a society with a greater emphasis on groups than individual achievement. Japan is considered casual in terms of communication style in professional settings, where indirect communication strategies are often used to address group members (Bojadjiev et al., 2023). This phenomenon is observed in Japan, as organisations in Japan value group harmony and collective representation more than individualism. On the other hand, the UK prefers individualism, where individual achievement is prioritised rather than group structures. Tesco must compensate for the proper allocation of tasks to the groups rather than assigning responsibilities to the individuals as is normally done within the UK. 
In terms of masculinity, this dimension highlights the societal norms regarding gender norms, gender equality and values. Societies having higher masculinity scores have clearly defined gender roles in organisations. This is observed in Japan, as men and women have clearly defined roles. However, for the UK, the masculinity score is comparatively lower, suggesting a balanced outlook on the roles of different genders in society. Japan is also characterised as a high-context culture where people put more emphasis on the non-verbal cues of communication (Zakaria, 2017). This can create difficulty for Tesco when trying to appoint equal numbers of males and females in board positions and pursue communications effectively between different gender roles. In terms of uncertainty avoidance, this dimension refers to the tolerance towards risk levels by individuals in a society. Countries with higher scores show characteristics of risk aversion, whereas those with lower scores show traits of experimentation. Japan is a society with high uncertainty avoidance, where strict regulations and rules are often present to limit risks, whereas the UK is a country with a lesser score on uncertainty avoidance, indicating how the country is comfortable with the notion of increased ambiguity and change (Hidayatrizvi, 2024). Goal orientation for the companies Aeon and Tesco to suit the societies.     
In terms of indulgence, this dimension indicates the affinity of the societies towards life fulfilment, enjoyment, luxuries and other amenities over social values and self-control. A higher score of this value is observed for the country of the UK, where individuals show a greater desire to enjoy life and have fun (Ebsco, 2024). However, a lower score is observed for Japan as individuals have a more disciplined approach to life, projecting self-control over life fulfilment. In times of interpersonal conflict, the typical response to confrontation in Japan is to isolate the norm violator to maintain long-term relations (Brett et al., 2020). In terms of long-term orientation, this dimension refers to the degree to which a country focuses on its long-term goals. Societies showing high scores in this dimension prefer diligence and determination for achieving steadfast goals in the future rather than emphasising instant results. This is portrayed by the society of Japan, where future goals and perseverance are more valued than short-term results. On the other hand, the UK has a greater emphasis on instantaneous results, thereby scoring lower in this dimension.
















 
[bookmark: _rotexsw7uod]3.0 Conclusion 
In conclusion, the decision of the UK-based firm, Tesco plc to expand its operations in Asia, particularly into Japan through a partnership with Aeon, can create challenges for the firm when seeking to establish effective communications. The UK and Japan exhibit varied customs, beliefs and other traits as part of their cultural differences. These cultural differences can create difficulty for the manager when developing and marketing new products. The difference in communication styles is observed in various aspects such as greeting, negotiation, meetings and others, where proper communication strategies must be employed for positive results. Hofstede's cultural dimensions show the differences between these countries clearly, which is bound to create difficulty for the organisational collaboration of Aeon and Tesco plc. It is important to effectively utilise cross-cultural communication theories and concepts for gaining success in international communication. The analysis of the cross-cultural communication case study defines how cultural integration is needed to address cultural differences, for which cultural intelligence must be used. 
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