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1.Introduction:
 As companies grow globally, cultural background differences in communication are a key factor in determining success.  One such example of joint venture partnership between established business players is UK's Marks & Spencer (M&S) and Japanese retailer Muji.  M&S, the British multinationals' company, is known for frankness in communication, corporate rigidity, and emphasis on tradition and quality. On the other hand, Japanese company Muji uses a high-context, minimalist style of communication, focused on group harmony and subtle messages.  When people of different cultures work together, such differences in communication styles can cause miscommunications, misinterpretations, and inefficiencies.
UK workers tend to be low-context in their communications, telling others directly and honestly. However, in Japan, high-context communications where meaning tends to be extracted from indirect body language and verbal communications are usual. Decision-making, organizational patterns, and interpersonal office relationships vary, which have the potential to affect productivity and cooperation.
The following essay compares and analyses these differences in terms of their influence on corporate cooperation as it is affected by Hofstede's Cultural Dimensions and Hall's High-Context vs. Low-Context Communication Theory.
The differences above should be noted in order to understand how effectively to communicate when doing business internationally and to bring cooperation between M&S and Muji to successful conclusion in the Asian market.

2. Cultural background of M&S: 
One of the most trusted retailers in the UK is Marks & Spencer (M&S).  They also specialize in M&S Bank, their own food merchant brand, clothing, and home goods.  But in 1847, the M&S was founded.  It began as a "one penny convenience" shop in 1884 and only survived until 1915.
evolved into a chain of retail stores,  M&S operates 1382 retail stores worldwide as of date (M&S, 2017). Out of M&S's 914 UK stores, 349 are franchised food stores, while 222 are owned-brand stores. The purpose of this report is to review and analyze M&S's existing marketing and strategic position. Moreover, an extensive review and analysis of M&S's past conditions raise doubts over the long life of its competitive advantages.
M&S had previously been penalized by its formal corporate culture that is against change.  In recognizing that it needed to change, the company drastically reshaped its organisation, reducing the formal chain of command and augmenting the powers of store managers.  The purpose of the change was to improve responsiveness and agility in responding to changing customer needs.
 M&S has historically underperformed because it has had a tightly controlled corporate culture that will not accept change.  In recognition of the requirement for change, the company fundamentally changed its organisational structure by weakening the formal line of management and giving more autonomy to store managers.  The purpose of this reform was to improve responsiveness and flexibility to accommodate changing customer demands.
M&S has acquired a reputation of respecting its staff. The business has placed its focus on equitable remuneration, a nice working environment, and fair working conditions. M&S launched campaigns like "Plan A," which is a company social responsibility and sustainability program involving staff in ensuring a good social and environmental track record. The company has been dedicated to encouraging diversity, encouraging a considerate and respectful work culture, and assisting employees with career growth.
3. Cultural background of Muji:
Ryohin Keikaku Co., Ltd. operates the Japanese brand MUJI, which sells a variety of products such as clothing, home goods, furniture, appliances, stationery, food, and more. MUJI first emerged in 1980 as Seiyu Co., Ltd.'s private label in a supermarket chain. It was renamed Ryohin Keikaku in 1989 and was a standalone company. 
The firm has been growing internationally in a gradual rate since 1991, when it opened its first international store in London. With 419 stores in Japan and 457 stores in Europe, North America, Asia, and the Middle East, MUJI now earns 30% of its sales from international markets. MUJI is among the few Japanese retailers with high international presence.
MUJI's distinctive approach is founded on standardisation, although the retail sector generally prefers an adaptation policy in internationalisation—emphasizing the need to conform to local customers' preferences. The following is a discussion of how MUJI effectively challenged the common practice in global retail strategies by employing a standardisation policy in global operations
4. Hofstede’s Cultural Dimensions:
In order to find out the differences in communication between MUJI in Japan and Marks & Spencer (M&S) in the UK, we can utilize the Hofstede's Cultural Dimensions approach. This approach identifies how national culture affects teamwork, decision-making, and work interaction. The following are the six dimensions of the Hofstede model and their influence on M&S and MUJI's communication approach.
a) Power Distance:  
At MUJI in Japan, there is a clear hierarchy and a lot of respect for bosses. Top leaders usually make decisions, and junior staff rarely question or challenge them. Communication is usually indirect, and staff might not be willing to share their opinions openly. In comparison, the working culture at M&S in the UK is Fairer. It encourages staff to share their thoughts, ask questions, and even challenge their managers.
b) Individualism vs collectivism:
Individualist cultures focus on independence, accomplishment, and personal freedom. Instead of relying on a larger collective, people are expected to look after themselves and their immediate family. Personal achievement is normally used to measure personal success, and the choices are made based on individual objectives and requirements. The cultures of **the United States, the United Kingdom, and Canada** are traditional examples of individualist cultures.
Furthermore, in collectivist cultures—such as China, India, and Brazil—individuals consider themselves members of a larger group, like their family, their workplace, or their social group. Decisions tend to be made in terms of what is good for the group, rather than for the individual. Such cultures place great importance on social relationships and social connections. They also prioritize loyalty to the group, harmony, and shared responsibility.
c) Masculinity vs femininity:
Masculine societies put an emphasis on achievement, competition, and success.  High ambitions, hard work, and material prosperity are valued by them.  High performance and excellence in what they undertake are given a high priority in these societies.  Material success and career advancement are commonly used as indicators of success.  Italian, German, and Japanese cultures fall into the category of masculine cultures.
In comparison, feminine cultures emphasize cooperation, work-life balance, and well-being over competition. These civilisations are extremely concentrated on living life to the fullest, cooperating with people, and caring for others. Happiness and well-being are as important to success as is hard work. Norway, the Netherlands, and Sweden are examples of feminine cultures.
d) Uncertainty Avoidance Index: 
Well-defined rules, rituals, and predictability are appreciated by high-uncertainty avoidance cultures.  Because uncertainty frightens them, people in these nations try to restrict it through strict compliance with rigid rules and rituals.  They might be resistant to change and apprehensive of unpredictability.  Orderliness and security become valuable in such cultures because they minimize uncertainty. Greek, Portuguese, and South Korean cultures are a few among the high uncertainty avoidance cultures.
On the other hand, low uncertainty avoidance societies are open to change and uncertainty.  These cultures promote risk-taking, experimentation, and situational flexibility.  They foster creativity, resourcefulness, and flexibility in everyday life as well as at work.  Singapore, Denmark, and the United Kingdom are some examples of low uncertainty avoidance cultures. 

e) Long term vs short term orientation:
Long-term oriented cultures highly esteem perseverance, hard work, and extensive planning as well as highly esteeming the future relative to the present.  They emphasize heavily in education, moderation, and long-term oriented thinking.  For them to be successful in the future, they are willing to wait and endure change.  Japan, South Korea, and China are among some of the civilisations which are long-term oriented.
Short-term cultures, on the other hand, care more about customs, immediate results, and acting socially.  People in such civilisations prefer to succeed here and now, not wait for the long run.  They tend to be traditional and place more value in present accomplishments as opposed to planning for the future.  The Philippines, Nigeria, and the United States are some of the short-term civilisations.
5. High context vs Low context communication theory
The contexting theory that Hall created in 1976 is highly influential and widely applied with mixed success (McSweeney, 2015).  The assumption is that various cultures use context in different ways to provide communication with information and meaning.  Therefore, cultures can be characterized as
primarily high-context or low-context cultures.
a) High context communication in Japan:
Most of the communication in Japan is indirect, Since Japanese culture is a high-context one, the people are mostly relying on social contact, mutual information, and body language in an effort to communicate. 
In Japan, one tends to talk in a way that preserves harmony rather than excel in open opposition.  One may say something polite like "That may be difficult" or "Let's think about other possibilities" rather than a blunt "no."  Silence is another important component of Japanese communication, which may convey consideration, respect, or even disagreement. Meaning is largely conveyed by means of facial expressions, tone of voice, and body language.  In formal working relationships, communication tends to be polite and formal, and relations and trust are developed over time.  Hierarchy is significant because the language one uses relies on one's status.
b)  Low context communication in UK:
UK communication style is less subtle but still polite.  As a general rule, the British are more verbal than the Japanese but attempt to say what they mean in a less forceful way so as not to sound rude.  "That's quite interesting" or "Perhaps we could look at other ideas" are good examples of what may actually be statements of disagreement. Besides this, Brits also use sarcasm, irony, and understatements, sometimes that can cause non-Brits to be puzzled. In comparison to the Japanese, who make meaning out of not saying something, the British tend to insert the spaces themselves. While mutually respecting one another in a deferential professional sort of way, communication tends to be honest and direct.
In general, the British like polite direct speech, and the Japanese prefer delicate indirect communication. Communication in all business, travel, and interpersonal interactions between the two cultures will be effective only if it is realized that such differences exist, and thus an appropriate adjustment will make a difference in the productivity of cross-cultural communication without causing miscommunication.
British retail chain Marks & Spencer (M&S) uses a low-context communication style with focus on brief and explicit message to transfer company values and product information.  This is consistent with direct communication, the UK's preferred communication style based on openness and brevity. On the other hand, Japanese business MUJI employs high-context communication based on subliminal signals and sleek design in order to target the consumer.  This is indicative of Japan's cultural preference towards implicit communication as well as the respect given to establishing within which meanings are transmitted and mutual understanding between them.  The two businesses can successfully adapt their market practices in the various cultural contexts by noting the cultural communication differences.

6. Cultural Difference between M&S and Muji: 
While both of them are veteran brands, company cultures of Marks & Spencer (M&S) and Muji are quite contrasting.  London-based M&S attempts to sell traditional, luxury products that dwell much on tradition and trust.  With its enormous product offerings ranging from foods to apparels, their retail outlets tend to reflect a sense of British coziness and luxuries. They have plans to reach large consumer audiences by emphasizing quality and value that consumers can rely on from British sources.
The brand Muji is a Japanese brand that pursues simplicity and minimalism.  Its guiding principle is designing simple, practical products with a focus on sustainability.  The products from Muji are often unadorned and unbranded, making functionality clear and the idea that "less is more" true.  Their retail locations have a peaceful, clean environment which makes shopping easy. The cultural difference lies between Japanese preoccupation with effectiveness, minimalism, and nature awareness in Muji and the British affection for tradition and good quality in M&S.  Both companies are popular despite servicing different cultural inclinations and consumption habits.

7.Conclusion: 
The shopping cultures of Muji and M&S are diametrically opposite; while the former exploits Japanese minimalist ideals, efficiency, and sustainability, the latter rides on British heritage, trust, and quality. While Muji is content with repetition and simplicity, M&S facilitates a disciplined and dynamic business culture. These distinctions follow through to the way they communicate, too, as M&S uses more overt language and Muji uses more restrained language. Both companies were successful at going global without forsaking their foundational values and adjusting as needed to new markets, even though the two companies were quite different culturally.  Companies can more successfully expand globally when they are able to identify those cultural differences.
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