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[bookmark: _Toc]Introduction
In an increasingly globalised business environment, effective intercultural communication has become essential for successful international collaboration. Multinational corporations (MNCs) operating across culturally diverse regions must navigate communication differences to avoid misunderstandings and foster cooperation. This essay evaluates cross-cultural communication between UK and Japanese teams, focusing on Unilever, a British MNC, and Mitsubishi Corporation, a major Japanese conglomerate. As the UK is generally characterised by low-context, individualistic communication, and Japan by high-context, collectivist styles, these contrasts can create barriers in multinational project execution. According to Khan and Farooq (2024), cultural appreciation and the ability to overcome communication challenges are essential in the success of long-term cross-border ventures. With the help of several theoretical approaches extended by Hofstede (Cultural Dimensions), Hall (High- vs. Low-Context Communication model), and Trompenaars (Seven Dimensions of Culture), this paper critically examines the communication behaviour and its influence on cooperation, trust or productivity.
[bookmark: _lio0bht0n2z4][bookmark: _Toc1]Contextual Overview of Companies and Regions
Unilever (UK‑headquartered MNC expanding in Asia)
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Figure 1: Underlying sales growth (USG)
(Sources: Unilever PLC, 2025)
Unilever plc is a British-based company that recorded a turnover of 60.8 billion in 2024, with Asia lesser Pacific and Africa contributing to about 43% of the group revenue, proving its immense growth in Asia (Unilever PLC, 2025). As part of the 2024 Growth Action Plan, Unilever focused on scaling its key brands, expanding innovation in its high-growth markets (India, China and Southeast Asia) where underlying sales grew 4.2 per cent and volume rose 2.9 per cent in its emerging markets (Unilever PLC, 2025). In a strategy that is decades in the making via Unilever Food Solutions and other avenues, the firm has been intent on enhancing exposure across the region, ensuring that its global marketing, supply-chain coordination, and sustainability programs and efforts are in harmony with burgeoning markets across the region.
Mitsubishi Corporation (Japanese partner and global conglomerate)
Mitsubishi Corporation is among the largest trading conglomerates of Japan and acts as a hub for energy, infrastructure, mobility, as well as industrial undertakings across the globe. During its fiscal year ended March 2024, it changed its governance model (Audit & Supervisory Committee) and developed a climate strategy entitled its Roadmap to a Carbon Neutral Society (Mitsubishi Corporation, 2025). It is collaborating actively in sustainable projects globally, one of the pioneers in the Global e-NG Coalition; world-focused on renewable ammonia; and it is also investing in LNG capacity in Malaysia, taking 10% ownership and boosting production by 60% (Mitsubishi Corporation, 2025).
Business Landscape and Cultural Expectations in the UK vs. Japan
In the UK, principles of board accountability, risk management and stakeholders’ oversight are established in the January 2024 UK Corporate Governance Code within a so-called comply or explain level of regulation (with internal controls rules in 2026) (FRC, 2024). The standards require reporting by public companies to strengthen investor trust and transparency. The UK Stewardship Code is still under re-evaluation by regulators that attempt to mitigate reporting obligations and improve practices of long-term capital allocation (Treanor, 2025).
In contrast, the Japanese corporate governance refers to the Corporate Governance code and Stewardship Code (valid since April 2022) and entails a focus on a more extensive form of stakeholderism, where corporate purpose complements social responsibility and shareholder returns. According to Lewis (2025), the pressure to reform the governance process in Japan is gaining momentum, with a growing number of shareholder activists, enhanced disclosure, and a practice of aligning their strategies to the principle of ESG and SDGs (concern with SDG lapel badges).
CSR Influence on International Partnerships and Ethics
Both Unilever and Mitsubishi are engaged in ways that are in line with globally acceptable CSR provisions. The 2024 report of Unilever repeats about the approach to sustainable value chains and ethical sourcing in Asia-Pacific. The sustainability roadmap at Mitsubishi goes even further and adds carbon-neutral investments and reforms of the governance structure, which embodies the adoption of SDG frameworks and corporate ethics which take into account both shareholders and society. Cross-cultural joint ventures hence, face the challenge of working in both the rule-based stakeholder governance of the UK and the broad responsibility style of the CSR approach of Japan.
[bookmark: _u68yy50g5d2][bookmark: _Toc2]Comparative Analysis of Communication Styles
[bookmark: _iz8zcfa8orsa][bookmark: _Toc3]Hofstede’s Cultural Dimensions
Cross-cultural communication is an important aspect for most international organisations such as Unilever and Mitsubishi Corporation, since their work comes down to efficient multinational cooperation. The Hofstede six-dimensional cultural model creates a systematic tool in which one can compare national behaviours regarding the chief influencing factors of the communication instruments, team performance, and decision-making procedure.
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Figure 2: Country comparison through Hofstede’s Cultural Dimensions
(Sources: The Culture Factor Group, 2025)
Power Distance
The UK has a score of 35, which is quite low to be labelled as a power distance society that places more emphasis on equality and the informal use of authority. All ranks of employees are able to contribute their ideas and hierarchy is not emphasised (Ozturk and Berber, 2022). Conversely, Japan ranks 54, somewhat hierarchical, where respect for rank and procedure is extremely high. Decision making at Japanese organisations such as Mitsubishi would involve consensus at different levels and is thus characterised by slow but well-structured processes (Mehra, 2025). This impacts UK-Japan teams where the UK personnel might find the Japanese system to be very bureaucratic, and the Japanese might take the relaxed British style as showing disrespect.
Individualism vs. Collectivism
The score of the UK 76 means that the culture is also highly individualist because personal goals, autonomy and privacy prevail (The Culture Factor Group, 2025). At Unilever workers are supposed to be proactive, and individual success is a fact of celebration. Japan is individualism-oriented with a score of 62; it has elements of collectivism in the form of group loyalty and corporate identity. By all means, Mitsubishi workers will have to be oriented towards harmony and collective prosperity, hesitating to express themselves and keep unity (Mehra, 2025). The existence of such opposite norms can lead to misunderstandings in terms of teamwork and performance.
Masculinity (Achievement Orientation)
Japan has a score of 95, which makes Japan one of the achievement-oriented societies (The Culture Factor Group, 2025). Group competition and commitment are pursued to attain success, which leads to a perfectionist work ethic. The UK, with 66, is also a country that believes in success but with a hint of modesty (The Culture Factor Group, 2025). British professionals can be ambiguous when using ambition, but their Japanese counterparts demonstrate their high degree of commitment. The difference is affecting the goal-setting, the pressure and sensitivity to feedback in cross-teams.
Uncertainty Avoidance
Japan (92) has very high uncertainty avoidance, where rules and risk evaluation and detailed planning are preferred. Recommended business decisions within the sphere of Mitsubishi involve the thorough work of feasibility studies and long-term prognosis. By way of contrast, the UK (score 35) adopts the concept of ambiguity and loose planning (The Culture Factor Group, 2025). The national preference by the British teams is to negotiate and do whatever is good and to muddle through, which may appear unstructured to Japanese opponents. One of the consequences of a mismatch of risk management or decision processes may be miscommunication.
Long-Term Orientation
Japan scores 100, which indicates strong future orientation. Longevity, persistence in market growth, long-term research and development- the major Mitsubishi approaches are rather different than the pragmatic but able to respond to changes within the short-term time in the UK, which consists of 60 points (The Culture Factor Group, 2025). The result is that this difference formulates project planning and investment schedules in multinational alliances.
Indulgence
With an indulgence score of 69, a certain leisure-seeking and optimistic nature of the UK can be discovered. In contrast, Japan has a score of 42, meaning restraint and duty precede pleasure (The Culture Factor Group, 2025). Employees in the UK can anticipate a work-life balance whereas Japanese co-workers accept long working hours. These impressions influence motivation, morale and organisational expectations.
[bookmark: _x719vzfg98zc][bookmark: _Toc4]High-Context vs. Low-Context Communication
A successful intercultural communication depends on knowledge of the dynamics of how implicit vs explicit processes influence the nature of the interaction. Teams of Japan and British, particularly those of Mitsubishi Corporation and Unilever, are at opposite sides of this spectrum.
	Dimension
	Japan (High-Context)
	UK (Low-Context)

	Communication Style
	Indirect, implicit, uses non-verbal cues (tone, silence, atmosphere – haragei) (Broeder, 2021).
	Direct, explicit, relies heavily on verbal content and clarity

	Relationship Focus
	Strong emphasis on long-term relationships, harmony, tatemae/honne distinction
	Task-oriented, professional distance, low reliance on emotional context (Tabata and Vrij, 2023.)

	Meeting & Negotiation
	Silence valued; indirect refusals; consensus through nemawashi processes (Crisbiecoach, 2024)
	Meetings are agenda-driven; issues are raised openly; debate seen as constructive

	Email & Written Tone
	Formal, context-heavy messages may omit explicit requests, expecting inference (Tabata and Vrij, 2023).
	Clear subject lines, specific requests, minimal ambiguity

	Non-Verbal Cues
	Subtle body language, facial expressions signal approval or dissent realistically (Broeder, 2021).
	Non-verbal cues are secondary; meaning is in the words

	Noise/Misunderstanding
	High risk of misinterpreting silence or vague phrasing as consent or uncertainty
	May feel overwhelmed by implied meanings; may misinterpret indirect politeness (Tabata and Vrij, 2023).



Table 1: High-Context vs. Low-Context Communication
(Sources: Created by author)
The Japanese communicators use haragei, or reading between the lines, and silence and timing to convey meaning. In high-context societies, knowledge of the context and implicit inferences are anticipated, whereas in low-context ones, message intent is clearly described (Lo and Huang, 2021). Further, during meetings, Japanese members may present hesitation, nod, or remain quiet to express agreement or reverence; behaviour that British peers may interpret as indecisiveness or the inability to hold an opinion. On the other hand, explicit feedback or questions made by British subjects can be perceived as harsh or hostile in Japanese environments, which can disrupt the harmony (Tabata and Vrij, 2023).
Emails are equally likely to suffer miscommunication. According to the Japanese point of view, the message can include some implied expectations; therefore, brief texts can do (Bennett et al., 2023). The British correspondents, however, require extensive verbal articulation, which causes a misunderstanding when the Japanese messages lack outright guidance. Japanese professionalism includes body language, tone, and indirect messages (Refer to Week 4). When members of the UK team disregard such cues or when they see silence as a form of acceptance, they bring about a misunderstanding. Similarly, British candour and humour can also be viewed offensive to the Japanese peers, who place great emphasis on respect and peacefulness.
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Universalism vs. Particularism
Individualism vs. Communitarianism
Specific vs. Diffuse
Neutral vs. Affective
Achievement vs. Ascription
Sequential vs. Synchronous Time
Internal vs. External Direction

Figure 3: Trompenaars’ Seven Dimensions of Culture
(Sources: Created by author)
Universalism vs. Particularism
The UK has a universalist culture where rules and contracts are observed equally among the different stakeholders (Sokol, 2021). The British professionals seek fair play by following official rules without regard to personal association. Japan is, however, more of a particularist who tends to make decisions based on interpersonal affairs and situational factors, even at the expense of general rules to suit key partners (Bojadjiev et al., 2023). This inclination influences the fact that Mitsubishi favours flexible, relationship-oriented negotiation as opposed to inflexible, rule-based ones.
Individualism vs. Communitarianism
The business culture in Britain is more inclined towards individualism, as personal success and independence are valued. Unilever promotes self-driven performance and responsibility on merit. On the contrary, Japanese culture is Communitarianism, which means they value group harmony and consensus and mostly a type of decision-making system ringi seido, where all levels have to agree to formally authorise it (Rear, 2022).
Specific vs. Diffuse
In the particular culture of the UK, professional and personal life are separated: the discussions during the meetings are strictly task-oriented (Broeder, 2021). The diffuse norms of Japan blur all these boundaries as business relationships develop over time, and before taking any steps, an individual has to earn the trust. Relationship rituals may be anticipated by Mitsubishi professionals before discussing any aspect of business, and Unilever group professionals may proceed to discuss an agenda.
Neutral vs. Affective
British professionals are neutral and they undertake a discrete control of their emotions in the process of communication (Minato Unesco Association, 2022). Japanese culture is also rather reserved because the display of emotion disrupts harmony. However, the Japanese can talk non-verbally by way of understanding and gestures, which are not noticed by British colleagues.
Achievement vs. Ascription
The UK values achievement, rewarding individuals based on performance and skills. Japan assigns respect through ascription, where age, tenure, and rank carry weight. Mitsubishi's decision-making often defers to senior figures even if younger staff contribute ideas. British teams expect merit-based authority, sometimes clashing when respect is accorded by hierarchy rather than performance.
Sequential vs. Synchronous Time
British teams follow sequential time, emphasising punctuality and structured timelines. Japanese business practice, though punctual, also operates synchronously—multiple activities and discussions may overlap, and schedule flexibility is more accepted (Minato Unesco Association, 2022).
Internal vs. External Direction
The UK professionals trust in internal control, which determines results in advance. The Japanese culture is externally directed: Proceeds according to environment and social signalling, makes decisions by general agreement instead of fixed objectives (Minato Unesco Association, 2022).
Such cultural differences affect decision making: British groups can emphasise speed and individual contribution, whereas Japanese groups are close swung to a gradual and mutual way of proceeding and senior acceptance. Even leadership styles are different as in Britain, leaders believe in the idea of personal responsibility, Japanese leaders manage a group. These differences are found in business etiquette, where the British companies are concerned with efficiency and clarity whereas the Japanese companies expect relationship building, protocol and subordination to the hierarchy.
[bookmark: _ov47hc21x7nu][bookmark: _Toc6]Implications of Communication Differences in Business Practice
Mismatches in communication between teams in the UK and Japan, such as Unilever and Mitsubishi Corporation in a joint venture, can cause inefficiencies and cross-cultural tensions. Japanese Decision-making is usually hierarchical, with approvals based on consensus decision-making through levels. This organisational structure often increases delays in projects, which prove annoying to UK employees who are used to much faster, person-based decision making. UK teams can find the Japanese to be indecisive and too slow. There are also frustrating Japanese indirect communication and low-context rules both in style and manner, i.e. the UK counterparts, who believe in clarity, are mostly awaiting the directive, whereas Japanese counterparts understand that meaning is to be qualified. It will lead to mistrust and, over time, fuel confusion.
The process of building trust in Japan is usually time-based, and symbolic instruments of relationship-building are the main issues (Refer to week 4). The first experiences can revolve around rapport as opposed to deliverables, but the UK groups that are used to this work pressure need to see instant progress with the tasks. The UK team members tend to look at Japanese style as being relationally exorbitant or unbusinesslike due to this impediment.
In a CSR and ethics perspective, UK organisations, such as Unilever, would focus more on the governance that is based on formal rules and transparent reports as early as 2025 (Unilever, 2024). The Japanese companies, such as Mitsubishi, prioritise the safety of products, the reputation of the stakeholders, and the slow introduction of CSR within a business strategy (Mitsubishi Corporation, 2025). These CSR expectations will affect a communication norm: the UK teams will need clear proof of ethical conduct, and the Japanese teams will demand hints of integrity after much time.
[bookmark: _x93glx58iqvr][bookmark: _Toc7]Strategies for Effective Cross-Cultural Communication
To solve encounters with communication in the UK and Japan business liaison, particularly Unilever and Mitsubishi Corporation, organisations should introduce specific intercultural policies. To achieve clarity, trust and mutual respect, the next approaches should be implemented:
1. Cultural Sensitivity Training
Individuals should be able to understand how others communicate (such as how the Japanese are known to be hierarchical and how the UK are direct) through structured training on cultural norms (Tabata and Vrij, 2023). Simulations, case studies and materials based on the dimensions of Hofstede should be involved in training.
2. Feedback mechanisms and Active Listening
Misinterpretation can be minimised by encouraging active listening with active paraphrasing of responses by both sides (Aririguzoh, 2022). The teams of UK staff should be taught to be receptive to non-verbal cues such as silence or nodding in Japanese communities, and the Japanese staff must be assured that probing direct queries by UK staff is not hostile, but positive in nature.
3. Trust and Building Relationships
The UK firms need to invest time into relationship-based communication, such as informal communication and meetings, eating together, and respectful greetings. So that long-term trust can be developed in a Japanese environment where business follows loyalty and harmony.
[bookmark: _gi1twoagxwcr][bookmark: _Toc8]Conclusion
This essay has discussed the important communication variations between UK and Japanese teams, i.e. the low-context direct, individualistic style of the UK and the high-context indirect, group-oriented style of Japanese teams. Such differences affect the trust building, decision making, and business etiquette. Hofstede, Hall, and Trompenaars' framework inserts excellent information on cultural dimensions like hierarchy, time orientation, and relationship norms, which helps decode complicated issues between international cultures. In such global partnership arrangements as that between Unilever and Mitsubishi, their achievement depends on building cultural intelligence, respecting each other, and aligning communication strategies. In the contemporary business world that spans across different countries, diverse cultures should be embraced thoughtfully and systematically to foster high-standard and sustainable collaboration of the international teams.
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