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Executive Summary
This article will analyze the challenges and sensitivities of doing business with South Korea from a UK perspective. The purpose of this report is to analyze how British people and organizations can trade with South Korea. Based on the six cultural dimensions of Hofstead culture, this article proposes that the United Kingdom should pay special attention to strong nations, strengthen common interests and euphemism, strengthen long-term stable cooperation and interest adjustment with South Korea, and strengthen the profitability of South Korean cooperation Attach importance, give due attention, hire intermediaries, and focus on building trust and harmonious relationships, rather than directly engaging in business negotiations. The British side also needs to pay attention to a series of sensitive issues such as diet and etiquette.

The structure of this article is as follows. The first part will give a brief background introduction to the content of this article. The second part will present the main findings of this article, including its cultural and other challenges. The third part is the conclusion.
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1.0 Introduction
This article will analyses the challenges and sensitivity of business cooperation with Korean and Korean enterprises from the perspectives of the British people. Although South Korea and the UK are both developed countries, but they are quit different in many aspects. Adopting the cultural standards of the UK to judge and deal with the issues of South Korea will lead to many conflicts and problems. Hence, it is necessary to adopt to the local cultures of South Korea to realize a win-win result. Through the six cultural dimensions of Hofstede, this article proposes that the British should pay attention to show special respect for those who have rights and high positions (Barkan, 2001), enhance the concept of common interests and Euphemism in business cooperation and negotiation (Mackintosh, 1992), adjust long-term and stable cooperation and interests, strengthen the emphasis on profits in cooperation with South Koreans, and hire an intermediary, and focus on building trust and harmonious relations rather than direct business negotiations. And a series of sensitivity on diet and etiquette in South Korea should also be paid attention to. 


2.0Main Findings
2.1Cultural Perspective 
According to the statistical data of Hofstadt's (1983) six cultural dimensions, there are some differences between Britain and South Korea in each cultural dimension (Hofstede, 2011). In the dimension of individualism and masculinity, the UK shows a higher level than South Korea, while in the aspect of power distance, uncertainty avoidance, long-term orientation, South Korea is higher than the UK, especially in the aspects of power distance and uncertainty avoidance.

Firstly, from the perspective of the right distance, power distance will be introduced. Power distance means the acceptance degree of the people of lower status towards the unfair allocation of society (Huang and Crotts, 2019). In a society that has a big power distance, people are willing to accept unfair allocation and rights. In organizations of such society, the subordinates need to listen to the upper-level authorities without hesitation. While in a society that has a low power distance, everyone thinks they are born equal, and there is no reason to obey the authorities. The UK has a low power distance. In the management of the UK enterprises, the subordinates and the leaders think people are equal ever since they are born (Hofstede, 1983). Hence, the activities such as meeting is just a place for negotiation instead of giving orders. While South Korea belongs to one of the countries with a large power gap in this dimension (Hofstede, 1983). In the enterprise or daily life, it is hierarchical. There is a clear division of positions in Korean enterprises, such as the lower level should obey the higher level. For example, When addressing people who are higher in rank than oneself, an honorific ending such"입니다"should be added to show respect to others especially the elderly ones and the ones who are in a higher social status than them. While if using the UK ways of calling one’s name in meeting no matter what kind of social level this person belongs to. Therefore, when doing business with South Koreans, the British should not indulge their view of equality, but pay special attention to respect for those who have rights, whether in attitude or language.

Secondly, from the perspective of individualism and collectivism, the British should take into account the collectivist spirit of Koreans, enhance the concept of common interests and Euphemism in business cooperation and negotiation. Individualism and collectivism refer to the connection level between individuals and groups. Individualism highlights the personal target while collectivism highlights the target of the group (Tekeş, et al., 2019). In the collectivism cultural context, people focus on taken care of their relations with blood and also have the expectation that their relatives to take care of them. The UK is a country that highlights individualism, in which people pay more confirmation on their values. For example, when accepting a task, the British people tend to through their efforts to complete the task instead of searching for help. While South Korea has a strong tendency of collectivism. There is no difference between collectivism and individualism, which is determined by social attributes. In a society that advocates the values of collectivism, all people are closely related and they obtain the final interest through mutual efforts. South Korea people know that team interest is bigger than personal interest. While the UK people pay more attention on individualism. Hence, in the cooperation and communication, the British side should strengthen the interest of the group and mutual interest with their South Korea partners to inspire the activity of the employees and organizations of South Korea. 

At the same time, when doing business with Koreans, the British should pay attention to the use of euphemism in communication and negotiation. British people lack flexibility in negotiation. They usually adopt an attitude that does not allow bargaining. Therefore, in the critical stage of negotiation, they are stubborn and unwilling to spend much effort. At the same time, the British are good at stating their positions and points of view concisely. In negotiations, they are more silent, calm, confident and cautious than excited, adventurous and boastful. However, Korean businessmen do not like to say or hear direct words such as the word "no". This modesty way is an expression of the collectivism of the South Korea. Because expressing one’s own opinion directly is highlighting one’s own opinion. In business contacts, Korean people are more sensitive and value their feelings. Like other countries which are impacted deeply by Confucianism concepts, South Korea view the harmonious result of human relation is the thing in the first place. As long as they feel that the other side slightly disrespects themselves, a business will blow up. Therefore, British people should pay attention to the use of euphemism.

Thirdly, in terms of uncertainty avoidance, the British should emphasize long-term and stable cooperation and interests to the British side. The uncertainty avoidance refers to the degree that individuals or team face threats, including the methods of technology, law and religion (Mazane et al，2015). The British people have a lower level of uncertainty avoidance degree than the South Korean people. The UK people are more willing to accept great changes and do not like to avoid risks. However, in some aspects, the UK people are also conservative. For example, for traditional culture, they do not want to make over-innovation but realize their existing value. While South Korea, comparing with the UK, is a country of higher uncertainty avoidance. The high saving rate and the comparatively low turnover rate of South Korea prove the expectation of South Korean people towards long-term value, stability, and traditions. Moreover, South Korean society even strengthens the concept of eternal career and eternal work. Hence, it is necessary for the UK organizations to pay attention to the external issues when cooperating with South Korea people, such as enhancing the external added value to their positions and works. Moreover, when doing business with Koreans, the British should emphasize long-term and stable cooperation and interests. Because avoiding the uncertainty issues can make the people of South Korea people feel safe in their work and thus can realize a good performance in their work.

In addition, from the perspective of masculinity and feminism, the British should pay more attention to profits in their cooperation with Koreans, and pay more attention to them. Hofstead's male and female dimensions refer to the different roles of men and women in gender (Favaretto et al., 2016). Although the United Kingdom is more masculine than South Korea in this regard, with the development of modern society, the British have paid more and more attention to the quality of life. The British have less material interests than the Japanese, nor are they as direct as Americans (Burrell, 2011). They would rather do business with low risk and less profit than risk taking huge profits. However, South Korea has a moderate masculinity in this regard. Male society is characterized by everyone's sense of competition, arbitrariness, and strong sense of adventure. At the same time, Korean society shows a high feminine character. Korean corporate culture places great emphasis on mutual concern among employees and emphasizes the relationship between management and employees (Meyer, 2014). Therefore, when British companies cooperate with Korean companies, they must emphasize both high risks and high profits, and give emotional care. This is also a magic weapon for British companies to win business in Korea. In this way, it can meet the needs of the Korean people's wealth and social success, and it can greatly stimulate their enthusiasm for work.

Moreover, in the analysis of the long-term and short-term orientation, it can be seen that the British should hire an intermediary when they go out to do business with the Korean side, and focus on building trust and harmonious relations rather than the direct business. In a society of a long term orientation, people pay more attention to stability in the long-run (Rejchrt and Higgs, 2015). While the short-term orientation culture tends to focus on the past and present. The UK is the same as other western countries, pays more attention to short-term issues (David et al., 2011). For example, they are more realistic and wish to obtain the expected result without spending a long time. Although the UK people also pay attention to the traditional culture, compared with South Korea which is deeply impacted by the Confucius culture, the features of the UK in this aspect are not very obvious.

Finally, British companies need to hire a middleman to introduce and commission their business in Korea. Due to uncertainty avoidance and a long-term orientation, Korean business people should have a third-party introduction and entrustment respected by both sides when dealing with people they don't know, otherwise, they won't be easily trusted by the other side. British people should prepare business cards, either in English or Korean, but avoid using Japanese. In business conversation, it is essential to build trust and harmonious relationships first. Otherwise, the negotiation will last for a long time, especially the long-term business activities in South Korea, which requires multiple interviews to work (Buja,2016). Although Britain, as an old capital benevolent country, also attaches great importance to middlemen. For example, if a foreign businessman does not have a long history of dealing with the British people, does not win their trust, does not have the best middleman to introduce, then there is limited possibility for big business with them. But compared with the British, the South Korean side values the middleman more seriously. Hence, to save time, energy and to realize a successful cooperation, British organizations need to choose the famous middleman instead of fighting alone when dealing with the South Korea people.

2.2 Other challenges and sensitivities
First, there are diet etiquette. Britons can set up banquets in South Korea for business contacts. It is not easy to establish personal relationships between Britons. Even native people are more cautious in their communication and it is difficult to treat it as it is. They don't trust and tend to depend on others. This conservative traditional personality reflects the British superiority to some extent. However, setting up a banquet in South Korea is a common way of business communication, and guests who receive guests do not need to return invitations, but should give gifts to the host as a thank you when attending the banquet (Shirley and Ying, 2013). Inviting lunch, dinner and evening geisha shows are common ways of entertaining business. Koreans must drink soup before eating. This is not only a dietary habit, but also has a certain cultural origin. In ancient times, Koreans believed that not drinking soup would lead to poverty. This taboo continues to this day and is becoming a habit. In addition, in Korea, when people toast, if they meet for the first time, they will hold each other's elbows and pour each other. When they are familiar with each other, they can pour wine with one hand. After toasting the elders, the younger generation should turn to drink and then turn around after drinking. Another taboo in South Korea is not to pour alcohol on your own. As the saying goes, it is unlucky to drink your own wine. In business, Britons should be aware of these sensitivities to avoid conflicts.

In addition, there is another daily etiquette. In South Korea, for example, etiquette is taken very seriously. When they first met, they mainly used handshake. When shaking hands, both hands or only the right hand must be used. Women usually do not actively shake hands with men. They usually nod or bow (Kim and Kim, 2010). When people meet again, 90-degree bows and arrows can be used. Koreans are very particular about their qualifications and should respect their elders unconditionally. In addition, the Koreans consider the "four" not auspicious. "Four" and "death" in Korea are homonyms. Koreans also don't like the number 18, because in Korean, the pronunciation of 18 is very similar to curse. Koreans prefer odd numbers, such as 1, 3, and 7. Koreans think the number 7 indicates luck. Koreans do not follow any special customs when accepting gifts, but they usually say politely, such as "You really shouldn't bother yourself this way." Therefore, it is very thoughtful for Britain to give gifts to Korean business friends. Following these customs and realizing these sensitivities can help Britain gain trust from Korean partners.


3.0Conclusion
This article discusses and analyzes the challenges and sensitivities of doing business with the UK, South Korea and Korean companies from a UK perspective. Although South Korea and the United Kingdom are both developed countries, they differ in many ways. Adopting British cultural standards to judge and deal with Korean issues will lead to many conflicts and problems. Therefore, it is necessary to adopt Korean culture to achieve a win-win situation. This article analyzes the differences between the two sides and the differences in business cooperation through the six cultural dimensions of Hofstead. In short, when conducting business cooperation with South Korea from a British perspective, it is necessary to abandon British cultural ideology and adopt a strategy consistent with Korean customs and culture. Britain should abandon the concept of equality for all, pay special attention to people with rights and status, consider North Korean collectivism, strengthen common interests and euphemisms in business cooperation and negotiations, and emphasize long-term and stable cooperation and interests. In other words, we must not only do business directly, but also pay attention to interests, long-term and short-term positioning, hire intermediaries, pay attention to building trust and harmonious relationships, pay attention to diet etiquette and other daily etiquette and sensitivity.
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