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INTRODUCTION
The oldest form of interfering amongst people is the communication. As defined in Cambridge Dictionary (2025), communication is the process of exchanging information and expressing feelings that can result in understanding. People communicate all the time, not only verbally, but also by writing, listening, or through non-verbal communication, like body language, or facial expressions, or even the voice tone they are using, communicating their feelings. Globalisations made possible communication on a much larger scales, between different nations, diverse cultures, allowing understanding and sharing of traditions, habits, expressions, the meanings of others’ actions. Many things can be learned from travelling to specific areas, but also from social media, internet, or paying attention to the behaviour of people in multicultural business. 
Globalisation allowed multinational companies to extend all over the globe, making international business communication a key factor in successful negotiations, and, as stated by Szkudlarek, B. et all (2020), in developing relationships, exchanging knowledge, and establishing partnerships. 
This report will analyse the cross-culture communication between two companies willing to form a partnership - Primark, a UK based company, and Aeon Group, the largest Japanese retailer. The cultures of the two countries are vastly different, presenting a big challenge in ensuring an effective communication, smooth operations and a successful project implementation. 

MAIN BODY
For a company to expand internationally, is important to analyse both the environment in which is willing to operate, as well as the risk of acceptance and the better options to succeed in a foreign ambient. The UK based multinational company Primark, the international fashion retailer expanded in seventeen countries across Europe and United States, owning four hundred sixty stores (Primark, n.d.), is considering expanding in new territories, aiming toward a partnership in Japan. The fashion retailer is known for the affordable prices it provides within its range of products, from fashion styles for all ages and genders, to homeware, accessories and cosmetics. Primark aims for sustainability, having developed a multi-year programme to give clothes a longer life, by using more recyclable materials, and lowering carbon emission. For a better chance to succeed in opening its business in Japan, Primark will form an alliance with Aeon Group, one of the biggest retailers in the country, With several segments of operations, from discount shops, discount shops, supermarkets, financial services (banking, insurance), health and wellbeing (drugstores, pharmacies), restaurants, entertaining services, Aeon operates eighteen thousand eighty-six stores and served thousands of millions of customers (GlobalData, 2025).
Japan, the world’s third largest economy, is an important trading partner of UK. As mentioned on the UK government site (2023), the two countries signed economic partnerships, CEPA in 2020, RECP in 2021, showing Japan’s interest in raising its economy though free trade agreements and strengthening its collaborations with UK.
After a thorough analysis of the business environment, and a risk assessment of business survival, Primark decides is worth expanding to Japan, despite the endangerment of natural disasters that the country is exposed to, the balance leaning toward the growing economy of the country, the low level of corruption and transparency in the law system, and the low level of crime, the development of intellectual property, and the high investment in R&D. In many ways, the Japanese system is like UK’s, but there are also high differences in other aspects of the nationality, especially culture related.
Therefore, Primark must go through a thorough analysis of Japan’s business culture, to ensure o smooth Collaboration with the Japanese company, even taking example from previous unsuccessful attempts of UK businesses across Japan, or tips from successful mergers.
It is important to understand the role of the culture in business communication. The culture of a society expresses believes, behaviours, habits, traditions, customs, shared values, everything that characterises them as a nation, and convey the way that society perceives life, their influence, and how they communicate and interact with others. In business is crucial to understand the culture of people that interact with the business, to improve relationships and communication, avoid misunderstandings, and provide a more effective business coordination.
There are various tools to analyse the cultural differences of the country a company wants to expand to. Some of these are Hofstede’s Cultural Dimensions, The Seven Dimensions of Culture (or Trompenaars’s Dimensions of Culture), and High-context vs Low-context Cultures. To understand how to communicate better between the British and Japanese culture, Primark should analyse both cultures and find compromising solutions. As the British government sustains the expansion of British companies in Japan, and the Japanese country needs the resources provided by foreign investments, the compromise should be consensual. However, an analysis of the business culture will provide more insight of the situation.
Hofstede’s Cultural Dimensions
Hofstede’s Cultural Dimensions is a framework established by the psychologist Hofstede Geert to measure the influence of culture on a workplace values. The theory is a crucial business tool for companies that look to globally expand, helping in gaining cultural awareness before entering a new market in a foreign country.  Hofstede introduced six value dimensions that allows the analysis of behaviour, decision making, communication and interaction within a society when at work: 
· Power distance
· Individualism vs collectivism
· Masculinity vs femininity
· Uncertainty avoidance
· Long-term vs short-term orientation
· Indulgence vs restraint.
The dimensions are measured on a scale from low to high in regard to how influenced the society is by each value and offer the possibility to compare different countries in charts that makes the analysis easier to comprehend for managers conducting negotiations.
United Kingdom and Japan have diverse cultures and values, that will challenge the approach in business communication.
United Kingdom - Japan comparison graph chart
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Power distance
The dimension is measuring the acceptance of unequal distributed power by the less powerful members, and their acceptance of their place in the organization. UK’s score is 35, the low rank reflecting in the British society believes in equality, and in a more approachable and less formal leadership. They believe that everyone is born equal, and the circumstances of one’s birth should not impact what one can achieve in life. Also, in organisations, the promoting system is performance based, and members are encouraged to challenge, express opinions, and decision making is usually team-based (Hidayat, 2024).
Japan’s score is higher, 54. The hierarchical structure of organisations is recognized and respected, the subordinates not having equal rights. The promotions are mostly based on status and age rather than performance, but there is also a strong believe in Japanese culture that everyone is born equal, and there are chances to climb on the corporate ladder, if there is enough effort put in work (The Culture Factor Group, 2025). However, the hierarchy structure blends with a consensus-based decision-making process. Although the decisions must go through each hierarchical layer to be approved, which makes the process to be slow, it also certifies that the organisation values group opinions rather than be a top rank solution.
While British professionals favour equality and informal work relationships, they should consider and respect the hierarchical structure and have a sensitive approach towards seniority and functions.
Individualism vs collectivism
The cultural dimension refers to the ties an individual has with the society, the level of privacy and independence in making choices. 
UK’s score is 89, one of the highest on Hofstede’s dimensions scales, indicating a strongly individualistic culture. British people are encouraged from early ages to value themselves and their privacy and aim to reach their own goals. As stated by Grossman and Santos (2016), in individualist cultures, the main traits emphasized are personal achievement, own-direction, self-expression and accomplishment, independence, personal rights and privacy. Therefore, even in business, the behaviour of people showcases autonomy, right to defend opinions and challenge others, direct communication, informal relationships between managers and subordinates, time and privacy value. People’s time is priceless, therefore, to encourage employees to engage in achieving higher time-consuming goal, the organisations are willing to offer bonuses and higher payments. Also, data privacy is respected for everyone, so any leak of private information can have serious legal consequences. 
Japan’s score at individualism is 46, quite low, as Japan has a collectivism culture, putting the group above the individual. People are very loyal to their groups and value harmony at workplace, more than expressing personal opinions. Therefore, disagreements in public are avoided, as Japanese culture has a strong sense of shame for losing face. Even criticism is made in private meetings, and often subordinates don’t dare to contradict their leaders in the decision-making process. The consensus is valued as it enhances the conviction that the organisational society interacting as a team, keeps the harmony in the workplace. However, younger generations are growing individualistic traits, like personal recognition in the team, career development, accomplishments, professionalism. Therefore, the Japanese culture is a collectivist one with traits of individualism, a beneficial aspect for Primark in future negotiation if treated with sensitivity and respect.
Masculinity vs femininity
The value dimension refers to “the division of emotional roles between women and men” (Hofstede, 2011). The IBM studies Hofstede has done revealed that women’s values differ less than men’s values between societies. Therefore, as the difference is mostly in men’s behaviour, the pole toward assertiveness and competitiveness is called masculine, and the pole toward caring and modest is called feminine (Hofstede, 2011). 
UK has a high score of 66 at Masculinity, indicating a drive toward competitiveness and success. The score is not very high, because, although in business success is important, and individual performance highly appreciated and encouraged, the work-life balance allows people to focused on the quality of life and personal time. Also, in the British business society, gender is treated equally, both women and men occupying all kind of roles in organisations, from bottom levels to leader positions.
Japan is one of the most masculine societies in the world with a score of 95, being driven towards excellence and perfectionism. People are focused on careers, working long hours and being committed to the organisation they are being a part of. Work is known to be prioritise over the work life balance (Hidayat, 2024). Even though, the government started to implement measures to ensure the mental health of employees, like reforms and corporate well-being programs. It is a favourable point toward a successful cross-culture partnership between Primark and Aeon.
Uncertainty avoidance
The dimension evaluates the level of anxiety of a society towards uncertainty, unknown, change. The lower the score the more trustful the society is.
UK has a score of 35, which shows the confidence and acceptance of new challenges, opportunities, diversity and managing risks. Flexibility and work-life balance are strengths that allows the British people to take everyday life, as well as business perspectives, in a relaxed manner, following general guidelines. However, is not a strong trait in planning. Business culture focuses more on objectives than on planning, often encountering delays, due to weak risk assessments. Nevertheless, they are open to flexible planning, learn from errors, and continue to achieving the goals.
Japan has a very high score at uncertainty avoidance. One of the reasons could be the constant threatening of natural disasters, forcing them to prepare themselves for unexpected situations (The Culture Factor, 2025) In business, they invest an increased amount of time and effort in planning to make sure all the risk factors are worked out before the start of the projects. Society is ruled in certain manner to minimise risk. The fear of failure makes it difficult to accept changes in Japan, affecting and delaying innovation. For Primark to run smooth negotiations with Aeon, is necessary to have a well structure planning of the project, a high-risk assessment ready, and time to review the planning several times over.
Long-term vs short-term orientation
This culture value refers to the focus and attitude of society towards traditions, values, and time.
UK has a score of 51, meaning that the British society short-term to mid-term oriented, valuing traditions, but embracing innovation as well. Is not a traditional society, more pragmatic, focusing on current achievements than long-term goals. Due to the low certainty avoidance, the business society is inclined to risk-taking, short timeframes, immediate results, flexibility, always aiming toward innovation and new challenges, not considering long-term commitments.
Japan has a score of 88, being a long-term oriented society. The Japanese society has the higher rate of investment in R&D, even in difficult time prioritizing perseverance and growth. A business is interested to ensure the profit for future generations, rather than for current shareholders. While respecting traditions, the society is willing to adapt to them for long-term success. Also, values loyalty, education, commitment, and long-term relationships.
For Primark UK is going to be challenging to convince Aeon to invest, as the latter should be convinced of the commitment and long-term involvement of the UK company. Therefore, a first step would be to tie strong relationships with the Japanese committee.
Indulgence vs restraint
The last dimension is related to the freedom to enjoy life and fulfil desires.
UK has scored 69, meaning it is an indulgent society. The fact is supported by the life-work balance that all businesses implement for all employees. Even the relaxed way of conducting businesses, of planning, of taking risks, allows the society a minimum level of stress and therefore to enjoy leisure time and socialize. Even at work, there are programs in place supported by human resources and management to support employees’ well-being.
Japan has a lower score of 42, leaning toward restraint. The business culture puts more accent on hard work, commitment and loyalty to the organisation, valuing self-discipline, savings, moderation, rather than spending and losing time. The culture requires less public emotional expression, constraint, having a tendency toward cynicism and pessimism, respect for the group expectation, reflecting the collectivism of the society, where group harmony is prioritised to individual desires. 
The Primark UK committee must be culturally sensitive toward the Aeon committee, make sure not to offend through behaviour, gestures, words of funny jokes, that may be offensive and inappropriate.
High context vs low context communication styles
As Canning (2008) relates in his writing, Edward T Hall developed, in 1976, the high context and low context communication styles. Low context communication is an explicit, clear and direct style, the speaking person conveying a comprehensible speech. The high context style means more than just words. The communicator expresses fewer words but also adds in the context eye and body language, tone of voice, subtle meaning, which can be understood after a cultural values analysis. The difference between low and high context styles are the verbal and nonverbal communication. Whereas Primark committee would meet Aeon for negotiation, the British speakers must be well prepared and informed about the Japanese culture, as they are expected to understand the conversation, by reading between the lines. 
According to Commisceo Global (2022), there are also other aspects of a silent communication, like the body language, gestures while talking. If the meaning is gotten wrong, it could offend and lead to disagreements. The dress code is also important, in business everyone is dressed formal, in dark colours, although the Japanese culture favourites the bright colours. Silence is valued. Sometimes in the middle of the meeting everyone falls silent for a short time., meaning respect, contemplation or even disagreement. Group harmony is important, so confrontation is avoided, and blunt answers are turned into more diplomatic context. Showing modesty is a sign of respect.  It is crucial to avoid making mistakes. They are unforgivable and a sign of disrespect. The UK culture learns from mistakes and allows individuals to be forgiven. But Japan is the business culture that prepares in advance in thorough ways and the planning strategies are very accurate. Therefore, they expect the same level of competency from their partners. 
CONCLUSION
UK and Japan have different business cultures, UK being more direct, flexible, enjoying a work-life balance to help people be more relaxed in their decision-making process, while Japan is work driven, with a hierarchical structure and indirect communication, focused on perfectionism and excellence. Although, at first view, it would seem to be an unsuccessful partnership, due to various incompatibilities, it is possible if both companies would pay attention to the other’ culture and try to understand what their expectations are and what are the meanings of their actions. There are also steps that Japan is taking toward globalisation and innovation that would make the approach easier between the parties. But regardless the differences, there are also similar traits in the two cultures that could facilitate the alliance. For example, the importance of strong business relationship, the drive to professionalism, strong presence in international trades, adaptability to market changes, quality of products and services, as well as interest in development, respect for the environment. Learning the culture of Japan can benefit Primark in fructuous ways. Building strong relationships would proof that it can be trusted, and it would benefit from the partnership, as Aeon is a strong name in Japan, already trusted by the nationality, and it could successfully launch the Primark brand. In turn Primark, by learning the Japanese culture could readapt to consumers preferences and expand new segments of the business. Globalisation is a source of inspiration for many businesses, an opportunity to new worlds, new cultures, new traditions.
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