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International Business Communication Strategy Based on Intercultural Communication
With the development of economy, International business communication is becoming more and more important due to the different languages, customs, backgrounds and cultures of various countries. With the prosperity and development of transnational corporations, intercultural communication has become inevitable relying on the communication and business platform built by transnational corporations. For transnational corporations, effective intercultural communication is the key and difficult point of transnational corporation management (Rosenbloom, & Larsen, 2003). Both management and operators must understand the complexity of intercultural communication and the reasons for communication barriers, and effectively deal with misunderstandings and conflicts caused by cultural differences to effectively achieve efficient intercultural communication. The study of culture and communication cannot be separated from the geographical and environmental constraints. The change of geographical location and the difference of national policies have a decisive impact on cultural and intercultural communication.
So I think it is necessary to mainly discuss on the importance and strategy of international business communication from the aspects of the basic content of international business communication, which is intercultural communication, the problems existing in the international business communication of British companies in the process of conducting business in Japan, and the strategies to improve international business communication.
Intercultural Communication is the Basic Content of International Business Communication
The essence of communication is the process of transmission and feedback of ideas and feelings of individuals and groups, and in this way to reach consensus on ideas. The transmission of thoughts and feelings is based on information. There are three basic steps in information transmission. The first step is for the sender to translate the information into the language, words, images or behaviors that the audience understands; The second step is for the audience to understand the information and combine the information with their own experience and knowledge, which is called translation; The third step is that the audience transmits their understanding to the sender, which is called feedback. At this time, the sender of the original information becomes the new receiver of the information, and then translates and feeds back, so as to achieve the convergence of thoughts and feelings between the two sides.
In international business communication, we cannot avoid the objective existence of cultural differences, which will bring important impacts. Tolerance of cultural differences is one of the bases of cooperation between the two sides. We should try to respect each other's cultural differences, and then, if possible, try to think from the other's perspective and position (Schmidt, Conaway, Easton, & Wardrope, 2007). Only when cultural commonalities are discovered, can intercultural business communication be full of fun. International business communicators must establish intercultural negotiation awareness, adopt skills in the face of different communication styles, and be good at looking at issues from the perspective of the other party to adapt themselves to different communication styles.
So International business communication should first fully understand the cultural differences between countries. Intercultural communication refers to the communication between different cultural units, which refers that sender and receiver of information transmission are of different cultural backgrounds. Then from the perspective, which the communication model presented in the theory regards communication as encoding and decoding, people always interpret information from another culture according to their own cultural background. Culture influences the ideas of the sender and receiver of information; Culture affects the encoding of the sender and the decoding of the receiver. Different cultures will lead to different changes in the meaning of information in the process of encoding and decoding; Culture influences the communication behavior of information sender and information receiver, and members of different cultures have differences in communication behavior; The influence of culture on communication is related to the difference between cultures (Argyle, 1982). The greater the difference between cultures, the greater the influence on communication.
Situation that British Companies May Encounter When Conducting Business in Japan
The Hofstede's cultural dimensions theory can well explain the situations that British companies may encounter when conducting business in Japan. In Hofstede's cultural dimension theory, based on the individualistic cultural society of Britain, people are usually interested in things related to their personal rights and achievements (Bluedorn, Kaufman, & Lane, 1992). 
In Japanese society, based on the collectivist culture, people focus on creating a harmonious working atmosphere, emphasizing the sense of belonging of employees, highlighting the importance of the collective to the interests and honor of the enterprise. Individuals are an integral part of the collective (Hofstede, 2010). 
Therefore, Japan is a country that follows the culture of shame. The Japanese believe that it is a shame to do things imperfectly, but it is not shame to not be discovered by others. Therefore, the Japanese are very concerned about the views and evaluations of others. In this cultural atmosphere, the Japanese work style will be affected. For example, when it comes to using English, the most important thing in learning a foreign language is to dare to express. However, many Japanese are shy and introverted due to the influence of shame culture (Hendry, 2012). They are afraid of making mistakes in grammar and pronunciation when speaking English, so they dare not speak. They are afraid that making mistakes will be a shame to themselves and Japan. Some Japanese even see foreigners in front of the vending machine and prefer to go farther around to buy juice because they are afraid of being laughed at in their English because they are afraid of being spoken by foreigners (Louhiala-Salminen,  & Charles, 2006). Foreign language learning can only progress slowly through trial and error in oral expression, which undoubtedly hinders the improvement of Japanese English learning. Based on that I think it will affect the use of English as lingua franca in Japan, which is also mentioned below from my further demonstration.
So I believe that when British companies conduct business in Japan, there may be such a situation that the work goals of Japanese and British people are usually inconsistent. When British people try to get into the topic directly, rather than gradually getting familiar with Japanese and getting in touch with them, or talking about business after eating or some activities that are close to each other, they may think that they are avoiding wasting time on secondary communication purposes, which may cause Japanese resentment.
International Business Communication Strategies under Intercultural Communication
British companies need to master Japanese communication methods at the same time. Because they have cultural differences, they must fully understand the cultural environment and differences of negotiators from different countries and regions. Only in this way, as I believe, can we know ourselves and the other, and promote the final success of the negotiations.
When British companies carry out business in Japan, communication barriers often occur in the process of communication, especially the cultural differences between Britain and Japan. Therefore, I think we should understand the cultural background of Japan, overcome communication barriers, and make the negotiation achieve the desired effect. Language is the most direct way of communication, so first of all, language should be smooth. In addition to native English speaking countries, more than 1.5 billion people in the world can use English fluently. In other words, as a global universal language, English has become an indispensable tool and bridge in intercultural communication, and its important role in people's daily communication has also been deeply rooted in the hearts of the people. In addition, I find that the general English level of Japanese people is not poor. From this perspective, using English to communicate with Japanese enterprises seems to be a feasible way. However, after I observed, I realize that the problem is that in the case of business communication, there is an inherent cultural gap. Both sides need to convey information more accurately in language to avoid confusion. Due to language differences, when Japanese use English, they often encounter the situation that they know the specific meaning of a word, but have difficulties in understanding it. Some British people seem to express themselves in a very ordinary way, which is very strange to the Japanese. The Japanese grew up in a Japanese speaking environment. The Japanese language system fosters Japanese thinking, just like I have my native language thinking, so when they look at and understand things, they also use Japanese thinking, but the English language reflects British thinking. The difference between the two kinds of thinking inevitably creates transformation barriers when Japanese learn English. As far as sentence structure is concerned, there are great differences between English and Japanese. In addition, as I discussed above, Japanese are generally afraid of making mistakes, so even if English is the lingua franca, I don't think the unified language is a good business communication strategy.
Before entering the Japanese market, British companies must have extensive knowledge of Japanese culture and fully understand the differences between the two countries, which I think very feasible. The negotiation process should not be limited to how to reduce the possible errors or contradictions in understanding due to cultural differences between the two sides, but should take into account the factors of different cultures. For example, during the first meeting, the Japanese presented a small gift to the manager of the British company. However, this small gift may be declined by the manager for fear of accepting bribes, even though he knew that Japanese had the custom of giving gifts at that time. At the second meeting, the Japanese may still give him gifts, which increases the fear of the manager, so he will refuse again. In fact, in the eyes of the British, his refusal was intended to make the other party understand that it was time to talk about business, but the other party mistakenly believed that the gift was not enough, so the gift might be more valuable. The Japanese just want to establish a good relationship through gifts, and have no intention of bribery at all. 
I have a deep understanding of this, because the Japanese and I are in a relatively similar cultural circle, so we have a certain tacit understanding; However, if British people can't actively learn this culture, they may know that communication failure will never understand the problem. Therefore, in order to avoid similar misunderstanding, the British company can tell the other party in the subsequent negotiation that it is willing to establish a good relationship, but there is no need to give valuable gifts, but this may be considered as a refusal to integrate Japanese culture, which leads to the need to spend more time to establish a good relationship. Of course, he can also actively integrate into Japanese culture by giving each other small gifts that show interest or friendship but have low apparent value and price, which as I think is a better choice.
Possible strategies for UK companies
The first step to understand cultural differences is to understand their own culture. Everyone lives in a certain cultural environment, but it is not a very simple problem to describe their own cultural characteristics clearly. Because a person who has integrated with his own culture will ignore its existence, when he leaves his own culture and faces another completely different culture, he will really start to understand it.
On the basis of understanding the cultural background and dimensional analysis, I try to determine a intercultural management strategy, namely CCIOT strategy, including TRUST, COOPERATION, OBJECTION, INTEGRATION-INNOVATION and CULTURE. Rely on the cultural background and take "trust+cooperation+common goals" as the stable foundation to achieve innovative development.
Understand Japanese culture, laws and business habits, summarize similarities and differences, use similarities to narrow cultural distance, and find communication methods to reduce the adverse effects of differences. Build a working atmosphere and business environment of "trust+cooperation+common goals". In terms of trust, first, we should build individual trust, which is based on the feelings and beliefs between individuals; The second is institutional trust based on contracts, rules and systems. In terms of cooperation, it is necessary to clarify the motivation of cooperation. Consistent and transparent motivation can create a positive cooperation atmosphere and realize the even synergy of resources. The common goal should break down the overall goal of the company. Each sub goal should be consistent with the goals of Japanese managers and employees. Each sub goal should have a clear object, index, quota and time limit. Whether such a clear measurable goal is achieved or not will help promote the development of cooperation, and give cooperation a visible and measurable sense of reality. This rigorous work model conforms to the national character of Japan, It can offset the target differences brought by the cultural differences between the two sides.
I think this is not enough because I don't think we can ignore personal factors. On the basis of a good foundation for intercultural communication at the company level, in order to do a good job in each specific communication, it is still necessary to improve everyone's communication skills. Creating an environment and improving everyone's intercultural communication skills is the last and most important step in the company's intercultural communication management. For example the use of time in different cultures is divided into two categories, one is Monochromatic Time and the other is Polychronic Time (Bluedorn, Kaufman, & Lane, 1992). Monochromatic Time can be separated but not repeated. People only focus on one thing at a time and strictly follow the schedule; However, Polychronic Time is different. Time is regarded as decentralized. People with this culture can generally do several different things at the same time, and have greater flexibility in observing time (Kaufman‐Scarborough, 2017). I find that similar to me, Japanese society adopts a system similar to that of Polychronic Time that people tend to be tolerant of "random visits", while the British society adopts the opposite system. In a society characterized by Polychronic Time that people tend to be tolerant of "random visits". The British should pay attention to this point. In the early stage, they do not have to complain too much about the disagreement between the two sides' schedules, but should explain their habits through communication.
In a word, I think it is necessary to integrate Japanese and British cultures, find a way to integrate cultures based on common goals and trust, and build a platform for mutual understanding and trust.
Conclusion
In traditional international business, people generally believe that "business is business", and cultural factors are basically ignored under the influence of this idea. But the cost of ignoring cultural differences is sometimes very huge. Different cultures have different subjective views on the same objective thing, and then affect the external output; And the output content will become an objective thing to be interpreted by another party, which is the main reason for the impact of cultural differences. So as this essay has always emphasized, communication is the main content of international business communication, and the elimination of cultural differences is the basis for smooth communication between the two sides. Without understanding each other's culture, it is often counterproductive to carry out international business communication in accordance with our usual way of thinking and doing things, which can not only promote business activities, but may even lead to the breakdown of cooperation. 
International business communication is related to the external management of the whole organization, so we should carefully choose communication strategies. In the case of the United Kingdom and Japan, unified language is not recommended as the preferred strategy, which has limited effect. The CCIOT strategy mentioned in this paper can take into account all aspects of cultural differences, and is more suitable for communicators with huge cultural differences, such as the British and Japanese.
In short, the way to achieve effective international business communication intercultural differences should be to choose strategy based on understanding and respecting cultural differences.
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