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1. 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). As the diamond industry shows, the jewelry industry is also becoming more globalized than ever. The global trading centers are shifting from western Europe to middle east and southeast Asia (Bieri, 2013). As shown in figure 1, final consumption in Asian countries have drastically increased during the past decade. As in 2017 China has surpassed Germany, becoming the world’s largest exporter of goods, the centers of consumption and production is migrating to the Asian market (OEC, 2019). This means that a UK business in jewelry can be challenged from multiple aspects including the changing dynamics of consumer markets and of the supply chain.  
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Figure 1. Final consumption in Asian countries from 1970 to 2018 in USD (2010 currency). Source: (World Bank, 2019)
To effectively utilize the potential benefits from entering the Asian market, a viable and effective international business communication strategy for the company is a prerequisite. Otherwise the company can fail in sustaining relationship with both Asian partners and customers as suggested by Ching-Shing Chan (2012). 
2. 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, despite that many cultures have been shaped or influenced by the “Han” culture, they show distinct patterns especially when it comes to communication with western culture as argued by (Zhang et al., 2005). The Han culture is represented by the Confucianism-based culture developed in China and spread within the east Asian countries (Wen et al., 2004). The different patters are clearly shown in the cultural dimensional comparison as in figure 3. The Hofstede’s cultural dimensional model consists of six dimensions: power distance index, individualism index, masculinity index, uncertainty avoidance index, long-term orientation index and indulgence index. The scores in different dimensions mean different cultural characteristics and can directly impact the consumer behavior as argued by Jain, Khan and Mishra (2017). 
When it comes to jewelry products, the Asians show clear different preferences compared with western consumers. For example, Jade (or nephrite) is widely viewed as a less valued gem in many parts of the world, it is however one of the most important jewelries in east Asia (Lu, 2011). As argued by Pereira et al.(2019), the making of jade into jewelry products is among the most important and promising jewelry businesses in Asian countries. Inside Asia the taste on jewelry is also diverse. Indians prefer gold and conventional gemstones such as ruby. Chinese prefer green jade especially in etiquette activities such as wedding ceremonies (Pan, 2008). To better understand the local market as well as to more effectively cooperate Asian 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).
3. Countermeasures to bridge cultural differences 
3.1. 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. 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. 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).
3.2. 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. 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.
4. Recommendations 
Through extensive market research on Asian jewelry market, we believe that jewelry retail group must solve the problem of cultural differences in business cooperation between the East and the west to develop business in Asia. For managers and employees from different countries, they have different cultural backgrounds and values. The greater the cultural distance between partners, the greater the possibility of conflict. In order to bridge this cultural difference, we must have the skills and abilities needed for international business communication. In order to improve these abilities and skills, we can start from the following aspects:
1. Improve language communication ability
It is particularly important to use language sensitively, use offshore English fluently, be familiar with each other's cultural preferences and quickly form good communication skills with partners.
2. Identify the difference dimension. 
The first thing an enterprise needs to do is to understand the relevant dimensions of cultural conflicts, to effectively resolve the differences when dealing with the conflicts between the enterprise and the local culture.
3. Everyone has the right to speak
Give equal opportunities to employees from all countries and cultures. Listen to their voices and opinions and improve mutual understanding.
4. Training employees
When entering the new market, it is inevitable to follow the local customs, but it is also necessary to train local employees to adapt to the corporate culture of the group.
5. Ensure diversity
If 99% of the engineers in your Asian branch are Asian, and 99% of the human resources experts in London are British, the risk of cultural disruption is high. Therefore, we should ensure the diversity of employees in each branch, mix and match various tasks and functions, and guide employees to build a bridge across multiple cultures.
5. Concluding Remarks
[bookmark: OLE_LINK5]The presentation has demonstrated the significances, approaches, and concerns over the jewelry group’s international expansion into the Asian markets including China, Japan, Singapore and South Korea. The significant differences between the cultures of the home market and the host market. Prudent consideration of the applicable approaches to delivery effective international business communication and possible problems will help the group to be fully prepared when accessing the Asian markets.
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