





[bookmark: _Toc7858]Executive Summary
This paper is written with the aim of helping English clothing retailers to make effective intercultural communication for their expansion to Asian markets. The importance of utilizing communication skills includes being an engaged listener, using appropriate nonverbal signals such as facial expressions, and expressing one's thoughts and needs in an articulate and proper manner. In light of Hall's high and low contexts, the UK should pay close attention to their explicit communication, which may appear imprudent, discourteous, and untrustworthy for people from high-context cultures, and the retailer may also fail to understand the real message due to the difficulty in reading phrasal clues in a high-context region in Asia. Based on Trompenaar's seven dimensions, Asian culture differs significantly from the UK in regards to all the seven dimensions, making it essential for the UK retailer to examine Asian culture to communicate clearly. Also, it is important to avoid the possibility of failed relationships due to a lack of knowledge of the local culture, refusing to the invitation from their Asian partners to dinner or other activities aimed at building relationships, causing the business partners to lose face, putting too much pressure on the deadline, misunderstanding the flexibility of the time arrangement, and drafting a blurry and short-term business plan. A UK business can unlock immense and diverse opportunities within the world's potential economy by adhering to all the rituals, rules and conventions found in the Asian business environment. In this report, the UK retailer is advised to incorporate cultural difference into their communication tactics, including building relationships with Asians to better understand their needs, using social functions to negotiate business deals, highlighting titles, particularly when they clarify people's status within an organization, and providing constructive and negative feedback on a regular basis, while avoiding to make Asian people lose face when offering negative feedback. 
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1.0 [bookmark: _Toc20886]– Introduction
There is an increasing interest among countries from developed and emerging economies across the globe in today's business environment. To ensure growth and sustainability in international business, participating countries and their organizations should understand and appreciate one another's cultural differences as they become increasingly linked due to global markets and diverse consumer needs (Corner et al., 2021). Studies indicate that a significant factor in international business venture failure is the lack of intercultural skills and competence. Therefore, businesses from different countries need to understand the cultures and values of their counterparts as well as develop intercultural communication  skills and etiquette (Corner et al., 2021).  In my capacity as a Business Advisor, I provide guidance and advice to businesses seeking to expand into global markets. In response to their desire to expand into Asia from the UK, a clothing retailer contacted me for assistance. While Asia has often been unfamiliar to the West, it has also captured its attention. In Western countries, including the UK, which don't share the same historical, cultural, and economic background as Asia, they can hardly comprehend Asian negotiators' mindsets. Clothing companies have a variety of procurement methods, suppliers, manufacturers, retailers, and end-users spread across the globe. Fashion's diverse nature creates common communication problems such as misunderstandings caused by cultural differences (Maddux et al, 2021). Fortunately, these issues can be addressed with careful preparations. The purpose of this report is to provide information about intercultural communication theories for my client to become aware of the various cultures they may encounter when expanding their business, highlighting the importance of acquiring the necessary skills for building professional relationships with key partners in Asia, as well as the possible reasons for business communication failures.
[bookmark: _Toc32725]2.0 – Main Findings
This part will present the main findings of the cultural differences between the UK and Asia, skills required for communicating effectively and building trusty relationships, ans possible reasons for failures. 
[bookmark: _Toc20549]2.1 – International Business Communication
International business consists of transactions conceived and implemented across national boundaries to satisfy the objectives of an individual, a company, or an organization. A global or transcultural communication process is the collaborative process that facilitates communication across national boundaries. Intercultural communication concepts should take into account the complex, interpersonal aspects involved in building relationships between individuals from different cultures (Jackson, 2019). In any setting where people communicate and cooperate, they do more than just transfer meaning; they co-construct understanding and sometimes negotiate understanding overtly, according to Storti and Franklin (2016).
[bookmark: _Toc32155]2.2 – Skills Requirements
It requires a variety of skills to understand the emotions and intentions behind the information to communicate effectively. It is imperative to avoid barriers to communication that can lead to misunderstandings and mistrust when developing communication skills. This process mainly involves listening to others as receiving messages and expressing one's opinions concerning sending messages (Ting-Toomey & Dorjee, 2018). Effective communication requires an engaged listener to pay attention to the speaker and the experience in the present situation to catch minute details and critical nonverbal signals. It is essential to show interest, refrain from judgment, and provide appropriate feedback. Do not interrupt or try to redirect the conversation. In addition to nonverbal signals, it is important to pay attention to eye contact, posture, voice tone, and muscle tension. Using open body language includes not using crossed arms, keeping an open posture, and maintaining eye contact with the person being spoken to. Also, because people from different cultures and countries display a variety of nonverbal communication methods, it is crucial to take these factors into account when interpreting body language (Dittmann, 2014). British and Asian people use different nonverbal signals, making it critical to pay attention to the differences in communication. In addition, self-assured expression boosts confidence and decision-making skills. What self-assuredness is all about is standing up for oneself and respecting others. It's not about being aggressive, but rather valuing one's options, expressing them without violating others' rights, and receiving positive feedback on negative thoughts (Ting-Toomey & Dorjee, 2018).
[bookmark: _Toc18714]2.3 – Methods of Communication: Halls High/Low Context
It is quite challenging to conduct business across cultures, since it is crucial to convey information and meaning in accordance with the way the interlocutor understands the message to avoid misunderstandings, which could distort communication (Spencer-Oatey et al., 2013). A culture depends heavily on direct or indirect verbal communication, which is explained by Hall's theory of high and low contexts. Because meanings are usually conveyed indirectly, through connotation, people in high-context cultures pay much closer attention to body language, tone changes, and facial expressions (Hall, 1990). Furthermore, people in high-context cultures also tend to be more empathetic and understanding of others, as they are more likely to pick up on the nuances of conversation. As opposed to high-context cultures, low-context cultures utilize connotations, explicitly stating their intended meaning. Many Asian countries, including China, India, Korea and Japan, are referred to as high context, while many European nations, such as the UK, Germany, are categorized as low context (Hall, 1990). 
[bookmark: _Toc7625]2.4 – Effective Communication
As the UK has low context, managers' need for explicit communication may seem insensitive, hurried, and lacking in trust, and the managers may also miss the ‘real’ message because they cannot understand the underlying contexts in high-context regions in Asia (Brett, 2007). It may be difficult for high-context people to manage the lack of cohesive groups and the inability to share information easily within the groups. Low-context peers may perceive them as too dependent on others, requiring constant attention. When communicating in low-context environments, high-context cultures can appear enigmatic and suspicious to low-context communicators (Hall, 1990). Therefore, UK retailers must pay attention to what is expressed and what is not. For example, although the phrase “that could be difficult” may be related to possibility, it is commonly regarded as a hard “no” in high-context Asian countries. The pursuit of a perhaps that really means no could be a waste of time. It is also necessary to ask questions with multiple possible answers, which allow for explanations, since a firm yes or no can be difficult for high-context communicators. In many cultures with high contexts, formal meetings are not the place and time of decision-making. This is because in high-context cultures, decisions are made based on relationships and trust, not on facts and data (Wang et al., 2019). 
[bookmark: _Toc9506]2.5 – International Culture
[bookmark: _Toc15894]2.5.1 - Trompenaar’s 7 dimensions to culture
According to Trompenaars and Hampden-Turner (1997), there are seven dimensions to the culture model. A fundamental difference between universalism and particularism is that universalism distinguishes rules from relationships; individualism distinguishes individuals from groups; specificism distinguishes individuals from groups; neutralism distinguishes neutralism from emotion; achievement distingues ascription concerning how people view status; sequential time versus synchronous time regarding how people manage time; and internal direction differentiates from outer direction regarding the way people interact with their surroundings. Cultural models describe the way people from these areas communicate. Communicators need to take note of these differences in values as they greatly impact the communication process. As such, understanding the cultural models is essential to successful communication between people of different backgrounds.
[bookmark: _Toc26800]2.5.2 - The Cultural Differences Between the UK and Asia Regarding Trompenaar’s 7 dimensions 
A great deal of difference exists between Asia and the UK in terms of these dimensions. While the UK is characterized by universalism in which laws, rules, values, and obligations are highly valued (Tankebe, 2013), Asia is characterized by particularism, in which individuals believe their lives are dictated by their circumstances, and their relationships (Pye & Pye, 2009). In the UK, individualism is valued, and individuals are committed to freedom and achievement, whereas in Asia, communitarianism is valued, and people consider groups to be more important than individuals, as they provide assistance and safety for each other in exchange for loyalty (Metz, 2015). As the UK is in the Specific dimension, and as a result, they believe that relationships do not significantly impact work objectives. The group always comes before the individual. Asians, on the other hand, focus on diffuse, and they believe that effective relationships are crucial to achieving business objectives, and that their relationships with others will remain the same. As a typical Neutral group, UK people try hard to control their emotions, whereas Asians, on the other hand, express themselves spontaneously at work. While people from Asia emphasize the importance of Ascription, which encourages people to pursue power, title, and position, since these roles define behavior, the UK values achievement and performance based on their worth. The British place great emphasis on punctuality, planning and staying on schedule in relation to time, as well as sequential time (Vauclair et al., 2017). By contrast, Asians prefer Synchronous Time, which allows them to work on several projects simultaneously, and view commitments and plans as flexible. Furthermore, people from the UK are considered to be in the category of Internal Direction, believing they can control nature and the environment to accomplish their goals, while Asians are considered to be in the category of Outer Direction, which implies that they are controlled by nature or the environment (Vauclair et al., 2017).
From the above analysis, Asia and the UK are different in every dimension of Trompenaar’s cultural framework, making it critical for the UK retailer to examine Asian’s culture for effective communication. 
[bookmark: _Toc16687]2.6 – Importance of Building Relationships
A key component of successful communication is trust, which involves the belief that a party will fulfill its obligations, perform its duties effectively, and conduct itself appropriately, regardless of the promises that are made or any performance guarantees made (Zeffane et al., 2011). Although Westerners like the British place their trust in legal systems and regulations, Asians rely heavily on their families, friends, and social connections in part due to the unreliability of legal systems. Also, westerners base their business on formal agreements that are documented as detailed contracts and governed by a legal system (Hooker, 2012). Human relationships serve as a foundation for business in other cultures, including Asian cultures (Hooker, 2012). These relationships are based on personal honor, familial duty, friendship, or mutually beneficial behavior. It is often considered unethical in Western cultures to treat friends and family differently and to use their relationships for business purposes, but in Chinese culture this is considered morally acceptable. 
[bookmark: _Toc17595]2.7 – How to build Trust
A long, lasting and fruitful relationship depends on the ability to share knowledge that will help one’s partnerships succeed, as well as requesting recommendations from people they already trust (Bekmeier & Eichenlaub, 2010). Trust is based on cultural differences. The fundamental aspect of business relationships in western cultures is based on rules and regulations that apply to all parties. In Asian cultures, the building of trust relies heavily on relationships based on exchanges of favours (Wang, 2007). As a result, to build trust between business partners, these cultural differences must be acknowledged and managed. For UK business, establishing relations is one way to be regarded favorably. By developing rapport, one is creating a system of personal relationships that extend both inside and outside the business enterprise (Xiong et al., 2021). Moreover, these personal relationships also help to create a culture of trust and understanding, which is essential for successful business dealings in Asia.
[bookmark: _Toc4394]

2.8 – Failed Relationships 
It is imperative to observe their rituals when expanding overseas in Asia, as business partners will judge the other party’s understanding of their culture. The more one demonstrates ignorance of local traditions, the more likely one will be known as a foreigner who has no knowledge of them (Cabral, 2015). Twenty mistakes will irreversibly damage one’s image, but one mistake will likely be overlooked. One will not be humiliated, nor will they be able to negotiate seriously. 
Insufficient respect for the organization's head and leader with the absolute power can lead to failure. In Asia, communication should be primarily to the head of delegation during negotiations since all others are effectively assistants and speaking with them directly reduces the head's standing in the mind of his or her subordinates (Pye & Pye, 2009).
The importance of building trust outside the office cannot be overstated, so do not refuse an invitation to dinner under any circumstances. As long as one eats and drinks, they will not insult the partners, even if they are not a fan. This is a sign that negotiations are proceeding well (Fang, 2006).
Despite being common in confrontational cultures to challenge speakers' ideas without attacking them, someone from a culture where confrontation is avoided may take such comments personally and feel the relationship has been negatively impacted. In Asian countries, saving face is of utmost importance, with varying levels of importance. Losing face will affect people from all cultures. Confucian societies emphasize this trait over stating what you think is correct (Meyer, 2015). 
Arriving too early, too late or even on time for a meeting can also cause misunderstandings. It is usually the distinction between polychronic and monochronic time (Hall, 1990) that explains people's attitudes toward time scheduling versus flexible approaches. Businessmen in the UK need to learn more about Asian time arrangements and multitasking.
Since Asian business models are always long-term, they will not appreciate their business partner providing only a product sale. They prefer a long-term partnership. They also prefer a partner who has developed a strategy to stay on the Asian market long-term. These partnerships are more reliable and promising (Lieberthal & Jisi, 2012).
A common practice in Asian business is to adhere to rituals, rules, and conventions (Woods & Lamond, 2011). Successfully establishing these personal relationships will boost the exchange of information and enable the businessperson to unlock enormous and diverse prospects within one of the world's largest economies. As a result, parties will focus less on opportunity and more on each other's needs.
[bookmark: _Toc27671]3.0 – Conclusions
Since the UK and Asia differ greatly in culture, it is crucial for UK businesses to consider effective intercultural communication methods when expanding overseas. Being an attentive and engaged listener, using appropriate nonverbal signals, and expressing thoughts, feelings, and needs are critical communication skills. The UK has low context, so explicit communication may appear rude and untrustworthy, and the retailer may miss the real message since they arecannotad the contextual clues in high-context regions in Asia. For effective communication, UK retailers need to understand Asian culture, which differs greatly from Trompenaar's 7 dimensions. As opposed than written contracts and rules in the West, UK retailers need to be aware of how relationships and social connections contribute to business foundations. For long, lasting, and fruitful relationships, one needs to share knowledge and ask for referrals from people you already trust. Developing a rapport is part of being likeable for a UK business. Relationships are built both inside and outside of a business by establishing rapport. A failed relationship is also possible if the local culture is not well understood, an invitation to dinner or an activity to build relationships is refused, making the Asian partners lose face, pushing too hard on the deadline, misunderstanding their flexibility, and developing a blurry and short-term business plan. A UK business can unlock immense and diverse opportunities within the world's largest economy by adhering to all the rituals, rules, and conventions common to Asian businesses.
[bookmark: _Toc2648]Appendices
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The 2-Way Process of Communication

[bookmark: _Toc4974]4.0 – Recommendations
Taking into account the cultural differences between the UK and Asia as well as the possible failures, it is recommended that the UK retailer establish relationships and get to know local people and gain a deeper understanding of the needs of Asian consumers, reward group performance for rewards, be prepared to discuss business at social gatherings as well as personal affairs at work, employ social functions for business negotiations, utilize titles as a means of clarifying the status of individuals in an organization as well as showing respect for authority figures, particularly when making difficult decisions, allow people to be flexible on tasks and projects, where possible, while emphasizing the importance of punctuality and deadlines if these are essential for meeting objectives, and providing constructive and constructive feedback in real time.
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