Supporting Handout
Introduction 
As a newly assigned manager directing a large Jewellery Retail group, I am writing this handout to provide a brief guidance for our expansion strategy doing business internationally. At first, Asian countries are our key target to enter. 

Therefore, to break this goal, there are five perspective to establish an international business in Asian countries. Firstly, developing a good relationship would be essential while the benefits to do good relationship will be found via Hofstede’s (2001) theory of cultural dimension which has divided national culture into six dimensions: Power Distance, Indulgence, Masculinity, Long-term orientation, uncertainty avoidance and individualism. Secondly, as a large Jewellery Retail Group, the newly developed product will be focusing on Asian market. 

However, to know the preference from Asian customers from international partnership is important. Hence, the demonstration of doing business with global partnerships with appropriate approaches will be offered. Correspondingly, there are also some potential hazards existing the process of building relationship with global partner. The reasons for causing failures will be contained by considering the gift giving behaviour in Asian countries.






























Cultural differences 

To investigate the cultural differences between two cultures, Hofstede’s model of country comparison has to be depicted based on six dimensions. 
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Exhibit 1.1: Cultural differences between the western countries and Asian countries
· = Asian culture [image: ]= Western culture

Generally, there are some cultural differences between those two cultures. The dimension of power distance refers that the distance of social hierarchy between the social bottom group and very top group in society (Zhilina, 2020). This dimension has shown significant differences (78 vs 35): Western culture has less power distance compared with Asian culture. Additionally, Asian countries are commonly acquiring greater market of collectivism while Western culture highly values individualism, 14 and 89 respectively (Hofstede, 2001). However, western cultures are normally having greater rate of indulgence compared with Asian cultures. In terms of Masculinity, Uncertainty Avoidance and Long-term orientation, there are only slight differences between two cultures. Therefore, considering the business communication and international partnership, the index of power distance, index of individualism and indulgence will be focused when we considering the new design of our products and new modifications.

Production modification and adaptation 

Generally, there are two strategies of product: production standardisation and adaptation. Production standardisation refers that products do not require change when products sell in international market while production adaptation means that to meet customer’s preference in an international market, products have to be modified (Zholobova, 2015). 

Based on the research on culture, symbolism and jewellery, customers under the different cultural backgrounds may have very different preference on symbol jewellery (Mountz, 2013). This is because the jewellery products are normally containing different meanings and attributes. Based on the Asian culture, there are several representative attributes: currency, wealth and security, social status, fashion accent, self-expression, rites of passage and heirlooms (Bhanot and Banga, 2014) Therefore, in those difference elements and attributes, the new design will be provided theoretically.  

Firstly, Jewellery Retail group has to make sure the newly designed jewelleries have to show social status due to the high score in power distance, In Asian society, Jewellery Retail group has to provide very distinguished physical symbol to represent ideas, values and rituals (Gokulsing, 2008). Therefore, in the newly designed jewelleries for Asian countries, our company has to make our product more compelling. As a luxury good, our jewelleries have to generate greater power distance between elite social class and ordinary class in Asian countries. High price strategy and luxury elements have to be contained for our new product targeting Asian elite group.

Unlike British culture, jewelleries in Asian country is also a symbol of protection from family bond, friendship and relationship (Gokulsing, 2008). As a culture with very high score in collectivism, the element of family bond and some relationships would be acquired. In Asian countries, the good jewelleries can represent family bond and friendship to convey customer’s feelings towards other people. For example, in a wedding in Asian country, good jewelleries can be regarded a gift containing good loyalty to family and marriage partners (Nguyen, Heeler and Taran, 2007) It is a symbolism shows that the receiver of a particular jewellery is important for a sender. 

Jade would be the definite element for our new products. The meaning of Jade is “the Stone of Heaven” in Asian cultures (Bai, 2016). In terms of rituals and heirlooms, jade plays a very important role in Asian culture. To be more specific, traditionally, in Asian mythology, jade can protect wearers from evil and illness (Haddon, 1995). Jade is also a durable heirlooms from generations to generations. Therefore, jade would be the most important element for Asian jewelleries. 


Required skills of international communication 
Based on Edward T. Hall’s theory in 1970s, the high-context culture indicates that the rule of communication is basically transmitted based on contextual elements including body language, tone of voices (Bai, 2016). However, there are also some low-context cultures which show that contextual elements do not play a significant role in the rule of communication (Nguyen, Heeler and Taran, 2007). Basically, most Asian countries including Japan, China, South Korea, Singapore, Hong Kong SAR, Taiwan are very high-context culture.  

For high-context cultures, communication has to be based on context. Hence, there are two types of communication: spoken language and body language. In terms of spoken language, Asian partners do not like express their real intension during the business communication. The indirect information will be encoded during the process of business communication. Hence, the principal required skills of international communication with Asian partners have to hire a local translator who knows local culture very well. Additionally, hiring a local translator can interpret some non-verbal languages including gestures, body languages, tones of voice and eye contacts. The correct information can be received to do business correctly.  

For example, in terms of eye contacts, Asian people do not do eye-to-eye contact with foreign strangers. Especially in Japan, direct eye-to-eye contact can be offensive and shameful. Japanese culture prefers more comfortable with fleeting eye contact (Ranjan, 2007). In the situation of business negotiations, business negotiators can choose apply eye contact when something very important was mentioned. 



Importance of adapting appropriate approach 
Based on Hall’s high-context and low-context theory, it is very important to do international business in high-context culture in Asian countries. Almost all business communications and partnerships in high-context cultures highly value the relationship building via an appropriate approach. In Asian countries, relationship building can be regarded as building “Guanxi” and saving face.  

For example, in Japanese culture, profitability and interests are not the dominating factor to form a strategic business alliance. Therefore, it is very important to choose an appropriate communication approach communicating with Asian countries. In Asian countries, building relationship is equivalent to building business trust and goodwill (Nguyen and Munch, 2014). For example, referred as “Guanxi” in Chinese and “Quanhe” in Vietnamese are very important personal or corporate networks of relationships (Li, 2015). Based on Confucianism and related philosophies in Asian culture, relationship networks are usually regarded as social harmony and hierarchy (Li, 2015). It is very important to build trust with Asian companies.

Additionally, face and favour are also an essential part to contribute a good relationship with Asian countries. In western culture, face and favour are hard to be understood. Based on the research conducted by Public Relation (PR) practitioners in Asian countries, saving people’s face is an important way to build good relationship. For example in a real situation, during the business communication, representative from Asian countries might not understand English, however, they may try to pretend they know English (Li, 2015). At this moment, our representative cannot direct say “do you really know English?”, we have to choose to talk with them in a more private situation. 


Supporting evidence 
Burger King, an American chain-fast food restaurant operator, has failed its communication with Chinese customer due to its potential elements of harassment in its advertisements. In that advertisement, two Americans are impolitely using kuaizi (chopsticks) to eat hamburger in Burger King’s restaurant in New York city (Reuters, 2017). It is a very arrogant advertising degrading Kuaizi’s culture in Chinese market. Burger Kind may not consider to humiliate Chinese kuaizi culture deliberately (Reuters, 2017). This is because this boring humiliation will lead to the financial loss which is unexpected for capitalisms. Actually, this humiliation event is due to American’s misunderstanding on kuaizi’s culture. First, chopsticks are round at one end and square at the other.

The round symbol of the day, the square symbol of the ground, corresponding to the round heaven and the place; This is the Chinese understanding of the basic principles of the world; Square on the top, round on the bottom, direct contact with food, representing "food is the people". Secondly, when holding chopsticks, the thumb and index finger are on the top, the ring finger is on the bottom, and the middle finger is in the middle. Then, the Chinese follow the philosophy of tai chi and Yin and Yang. Tai chi is one, Yin and Yang is two; Split into two, which means that everything is composed of two opposites; Unite two into one; The combination of Yin and Yang also means a perfect result (Hwa Ang, 2003). 

Gift giving in different cultures 
Asian people believe in giving gifts with light gifts and heavy feelings. The value of a gift lies in the proper expression of affection, so it cannot be measured in terms of money alone. That is to say, the more expensive the gift, the better. If your partner enjoys collecting cups, then a nice cup may make him happier than a designer dress. If your partner loves movies, a movie ticket is more important than a theatre ticket.

But many times, especially when you don't know each other very well, it's difficult to know what the other person's specific preferences are, so many people choose to give gifts that are both valuable and decent. Asian people have a strong concept of "face", which also affects gift-giving behaviour. Whether in ancient times or modern times, whether rich or poor, people should pay attention to face when giving gifts. For example, many people will give gifts such as paintings, calligraphy, stamps and antiques to each other, not necessarily because the other party knows how to appreciate, but most likely because such gifts appear to be cultural, classy. By presenting such a gift, not only will the recipient feel cultured, but the giver will also be considered a cultural person. Obviously, if you give Chinese gifts, the key is to give the other side face (Li, 2015).

For example, in China, Chinese people also pay attention to return gifts. As an old Chinese saying goes, "courtesy on one side only lasts not long." If there is a visit or a gift, there will be a return. You can treat me to a meal and I can treat you to a cup of tea. You give me a gift, I will give you a gift again. Through this form, the relationship between the host and the guest is transformed and the relationship between the two sides is further harmonious (Li, 2015).
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