Executive summary
As a key member in EU, Netherlands is an influential country located in continental Europe. Through a British perspective, it is beneficial for a local company doing business with a Dutch company. For example, due to the short physical distance between two countries, the transportation cost will be significantly reduced. Via a British perspective, this analytical report will offer a comprehensive cultural comparison based on the related theories and concepts. Firstly, Hofstede’s (2009) cultural dimension will be served as the foundation for this report. Moreover, Hall’s (1973) theory of high-context and low-context culture will be offered to analyze the communication skills in business environment. 



Content Page
1.0	Analysis of Hofstede’s cultural dimension	4
2.0 The cultural comparison	4
2.1 Power distance index	4
2.2 Individualism Index	5
2.3 Uncertainty Avoidance Index	5
2.4 Masculinity Index	6
2.5 Long-term Orientation Index	6
2.6 Indulgence Index	7
3.0 Hall’s high-context and low-context and recommendations	7
3.1 Guidance for verbal and non-verbal communication in Netherlands	8
Conclusion	9
Reference	10



Introduction 

Before the ultimate Brexit Deal between the UK and European Union, Britain is still a member of EU. So, the business connection between Britain and EU has to be focused by British enterprises. As the most adjacent country with the UK, doing business with Dutch enterprises seems the most accessible springboard for British company to extent their business in an international stage. Thanks for the developed technology, the international trade and business between the UK and Holland are enhanced trough Eurostar between London and Amsterdam (Calder, 2018). It only takes 3 hours and forty-five minutes from St Pancras International to the city centre in Amsterdam (ibid). To analyze the differences and similarities between British business culture and Dutch culture, those two different cultures have to be introduced briefly. In Britain, culture contains some very different ethnicities, the most predominant race is Anglo-Saxon culture (Taylor, 1992). As a Christian culture, monarchy customs and royalty traditions are the most recognized features in the UK. Moreover, similar with the UK as a multi-cultural country, cultures within Netherlands are also diverse reflecting different values and ideologies (Taylor, 1992).  Hofstede’s culture dimension theory and Hall’s cultural factors will be the key models to evaluate the similarities and differences for two countries. 































1.0 General evaluation between the UK and Netherlands  

To establish a cutting-edged theory for cross-cultural communication, a psychological theory engaged a real research in IBM (Hofstede and Bond, 1984). Through Geert Hofstede’s (2003) research, his theory of Cultural Dimension has been structured to comprehend cultures in different nations. For international business, developing a new market is the key task for entrepreneurial abilities. Hence, within this context, communication across boarder is important for international enterprise who desires greater revenue from a different country.. 

[bookmark: _Toc30089195]2.0 The cultural comparison 

As a key issue in cross-cultural communication, international business communication will be built on the foundation of Hofstede’s cultural dimension theory and Hall’s theory of high-context and low-context culture. From a British perspective, the pre-condition of doing business with a Dutch enterprise is to identify the differences between two countries for sure. Hofstede structured cross-cultural communication theory seems presenting the best method for British firms to understand Dutch culture and Dutch companies. There are six dimensions : Power Distance, Uncertainty Avoidance, Individualism, Masculinity, Long-term Orientation and Indulgence (Hofstede, 2003).  Both the British culture and Dutch culture are placed in low-context culture (Hall, 1990). The following sections are based on the stream of Hofstede with the evaluation of Hall’s theories. 

[bookmark: _Toc30089196]2.1 Power distance index 

The dimension of Power Distance is to examine social tolerance of unequally distributed power (Hofstede and Bond, 1984).  By considering the viewpoint of less powerful group in a particular society, their tolerance of the social inequality can be identified as the higher score of power distance represents that within a specific culture, me power distance (Lee, Pillutla and Law, 2000). Members of society are more likely to accept unequally distributed power. It is easily for individuals to accept bureaucracy and dictatorship when a culture has ranked high score in this dimension. However, the low score in power distance demonstrates that most individuals cannot accept social inequality, they may consider that people within a society are enjoying equal power (Brockner et al., 2001). 

In the similarity perspective, the UK and Netherlands are very similar, there are 38 and 35 for Dutch companies and British enterprises in the dimension of power distance. For example in the real world practices, to apply this theory into a real situation of business communication between British and Dutch, the score of two countries has to be provided. The low score has emphasized that to form a closed business relationship, British firms have to express their culture of democracy and decentralized authority adequately for matching Dutch values at this stage (Bochner and Hesketh,1994). 

However, there are also some differences within two cultures. It is a tradition in Britain to show power upon opponents to achieve a successful communication. Communicating with Dutch, British firms cannot show powerful pressure upon Dutch opponents during the communication. This is because Netherlands is a typical representative of social egalitarianism in continental Europe, it is widely believed that people are born for equal rights (Kirkman et al., 2009). 
 
[bookmark: _Toc30089197]2.2 Individualism Index 
The dimension of individualism index is to tackle the degree to test citizen’s perceived responsibility, duties and obligations with their degree of independencies towards groups (Hofstede, 2009). The term “individualism” is commonly used in politics context to suggest individuals’ tendencies of ideologies towards their own individual or a larger range of group (Jungee Han, 2010). The high score of individualism implies that people are defined themselves as “I” in a specific culture, while the high score of this dimension shows that people are regarding themselves as a part of “we” ( a group) (Bochner and Hesketh,1994).   

Within a business organization in the UK, the high level of individualism indicates that company will be focusing more on motivating individuals by paying bonus on an individual basis. BP, as a British oil industry company, has carried out a policy in 2016 showing that individual employees will be offer extra bonus when they finished their KPI (Key Performance Indicators) within a financial year (BP global, 2020). 

 
It is very similar between the UK and Netherlands in terms of the individualism. For example, within an international communication via a British perspective, the contract towards Dutch firms has to be based on this principle as well. Additionally, a good business contract between British and Dutch is based on the maximized benefits for two coordinated companies rather than for the benefits for two countries’ societies. It is highly unnecessary to make an beneficial deal for a whole society. 

[bookmark: _Toc30089198]2.3 Uncertainty Avoidance Index
Uncertainty Avoidance Index aims to define the social tolerance upon the uncertain environment and ambiguities (Hofstede, 2003). It is also dealt with people’s attitude on the unexpected events and accidents. In a psychological view, higher ranked uncertainty avoidance implies that this particular culture tends to be conservative on the risk-taking behaviors. 

Considering the similarities in business culture between Netherlands and the UK, the low score of uncertainty avoidance for two countries implies that this culture is welcoming risk and uncertainty situation. Referring this theory in a business context in the UK, it is a basic logic showing that high risk is to some extent equivalent to high profit (Littrell and Nicolae Valentin,2005). Hence, the cultural background of a specific firm would be an influential factor to make a decision. For example, in Royal Dutch Shell, this company is very unlikely to accept high risk- high profit business plan for future collaborations, this can be based on its business collaboration in Africa (Shell, 2020). 

In British enterprises, Prudential for example, they are welcoming high profit-high risk plan due to the 35 point in this dimension. Psychologically, gambler’s culture can be regarded as an analogy at this stage. However, for a Dutch firms, they hold the neutrality view on risks by ranked 53. To achieve a successful business collaboration, an international business communication between two companies has to find a business project with medium risk and medium profit. This is because that Dutch people may not accept an aggressive risk-taking project which is possible for causing great economic loss. 

[bookmark: _Toc30089199]2.4 Masculinity Index
In this dimension, it is very easy to comprehend masculinity versus femininity by referring an analogy of “tough and tender” (Hofstede, 2009). Considering the preference of society on different elements including material achievements, attitude towards gender equality and life style, a society with high level of masculinity has placed its barycenter on tasks, material, economic performance (Odekerken-Schröder, De Wulf and Hofstee,2002). 

Within this dimension, masculinity in Britain is different from Netherlands. Distinct gender roles have been employed by British company, wealth-building and assertive will form the core value of a masculine culture. However, in Netherlands, fluid gender roles, nurturing and high importance of life quality are the key characteristics of culture with high level of femininity  (Odekerken-Schröder, De Wulf and Hofstee,2002). In a business atmosphere, a company with high score of masculinity shows that this company is a task-orientated company while low score constructs an emotion-orientated company. 

There is a huge gap between the UK and Holland in this dimension. Dutch culture has only 14 points at this stage while the British culture has 66 points. This can constitute a great cultural difference between two countries and their style of international business communication. HSBC for example, it is obviously that this bank will put extremely lot effort to generate more profit, more advantages and more benefit for their employees. The situation in Netherlands is completely different. Therefore, according to a British perspective, real economic outputs and material success are the two most important elements to evaluate a successful business communication. In Netherlands, Unilever can be the best example for standing on the view of Dutch firms: employees’ feelings and emotions are focused by management in human resource development aspect (Unilever, 2020). Hence, in Dutch consideration, a successful business communication can be concerned as an emotional touch or a successful spiritual communication. In a real situation, British enterprises have to slightly shift their communication style from a task-orientated side to a emotion-oriented side.

[bookmark: _Toc30089200]2.5 Long-term Orientation Index 
In order to probe the relationship between citizens’ consuming behavior and culture, long-term orientation explores a culture’s attributes including persistence, perseverance and long-term development (Hofstede, 2009). Within this dimension, cultures approaching to long-term orientation will emphasis long-term success rather than short-term profit. In an international business context, companies with long-term orientation tendency will consider a long-term business relationship with their partners. It is more likely for a short-term orientated company to draft a short-term business plan (Ronen and Shenkar, 1985). 

It is obviously different between those two countries. Dutch people have a clear long-term orientation by scored 67. This data for British culture is 51 which is located in a neutral stage. Hence, in a British perspective, an obvious intention for a long-term business collaboration has to be expressed during the first contact between two companies. It is actually beneficial for both parties to form a long-term and durable business relationship, time cost can be saved for dealing other business affairs.
There are also some similarities. It is not coincident that Tesco PLC and KLM have chosen to invest certain amount of funds in Barclays Investment Bank for decades (Barclays, 2020). Hence, it is similar that British and Dutch companies are having certain degree of long-term orientation in savings.
[bookmark: _Toc30089201]2.6 Indulgence Index 
By taking the tendency of self-fulfillments and self-restraint elements into account, Hofstede (2009) argues that a specific culture has its degree of self-control. Therefore, in this dimension, social tolerance of free gratification and self-restraint would be the key indicator of score of indulgence index. 

Cultures with high score of indulgence are allowing its member to enjoy their life and having fun (Sparkes,2002). However, low score of this dimension indicates that cultures try to suppress individuals’ gratification and needs of having fun through strict social norms and customs (Kivetz and Simonson,2002). It is very similar between two countries by considering indulgence index. For example, in a business context, high score of indulgence index demonstrating a business may have less sense on corporate social responsibilities (CSR) in the UK  (Sun et al., 2018). This result is extracted from the research including 3753 companies in 43 nations worldwide (Sun et al., 2018).

Both the UK and Netherlands have considerable high score in this dimension. Point 68 and 69 for the British and Dutch people represent that their values for indulgence are same. It seems that companies in UK and Netherlands are same in this dimension. However, Hall’s (1973) high-context and low-context theory shows that in the UK, people will not explicitly express their indulgence in business environment, by contrast, Dutch will directly express this emotion.


[bookmark: _Toc30089202]3.0 Hall’s high-context and low-context and recommendations


The transmission of information is the most vital component in a cross-cultural communication. It is also difficult to decode some encoded information in some specific cultural backgrounds (Hall,1990). In some cultures, people say “yes” does not necessarily represent their satisfaction, while in some other cultures, people say “yes” means their endorsements (Chua and Gudykunst, 1987). Therefore, communicating with a Dutch company has to obey this principles to reach a successful business collaboration.    


By checking the figure 3.0, English and Anglo culture has been place at middle. As a member of Germanic culture, Dutch culture is very straightforward by having a very low-context culture. For a culture with high-context characteristics, they are tending to contain many different meanings, information is encoded (Kim, Pan and Park,1998). By contrast, Dutch culture for example, their information within a business communication is very explicit, this type of message is easily to be conveyed.

Hence, based on Hofstede’s (2009) theory and Hall’s (1990) cultural framework, British culture is highly compatible with Dutch culture for doing an international business communication. Unlike in North America and other Anglo culture, doing business in Netherlands is quite information for their routine work. For example, in a workplace, it is natural for a managerial leader to interact with an ordinary employee in a very friendly way by calling his/her first name (EU,2020). In Dutch culture, they are comfortable for working in an informal workplace. However, this does not imply they do not respect their leader. In formal situation, Dutch will call peer’s family name to show sufficient formality. 

[bookmark: _Toc30089203]3.1 Guidance for verbal and non-verbal communication in Netherlands

As this report mentioned above, Dutch business people have employed a very direct and straightforward style as their general communication method. Obscure gestures or some non-verbal signals are not expected during the communication process. Most gestures and signals are usually meaningless. However, be patient would be the key recommendation to British business people. This is because that some Dutch people’s directness may be interpreted as rude and impolite standing on a British perspective.  Accepting their directness would be the foundation to build a good relationship with Dutch companies  (Veem, 2019). 

In terms of “face” in high-context culture, this is very important. Face is a king of reputation or business integrity within a community (Veem, 2019).  In Britain and France for example, face is important. Some criticism against people will be sent privately to save people’s face. However, this not an issue in Dutch and German culture. They are very welcome to accept appropriate and contributive criticism publically. Their culture is based on a direct communication model.  As a British businessman, it is very likely to be criticized publically during the business communication phrase. Basically, Dutch people are also expecting criticism from others, they are trying to improve themselves through other’s criticism (Schilling,1992). Hence, some appropriate and contributive criticisms proposed by British firms will build a better relationship. 









[bookmark: _Toc30089204]Conclusion 

To sum up, this report has provided some valuable evaluations and analysis for a British company’s international extension towards Netherlands. By having noticed the key cultural differences between Dutch culture and British culture through Hofstede’s framework and Hall’s (1973) model, Dutch culture is very similar with British culture in many factors mentioned previously. However, for some specific cultural divergences and differences in business communication, some detailed recommendations have been provided for a British company at last. 
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