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Executive Summary
This report analyses how a British clothing retailer can effectively carry out cross-cultural exchanges to support its expansion in the Asian market. The purpose is to help companies understand cultural differences, improve communication efficiency, and establish sustainable business relationships across regions.
Based in key theories such as Hall’s High- and Low-Context Culture, Trompenaars’ Seven Dimensions, Hofstede’s Cultural Dimensions, and Meyer’s Trust-Building Model, the report examines how changes in Asian values, communication styles and time orientation affect negotiation, decision-making and relationship building. With the further support of Attribution Theory and Cultural Noise Model, the analysis explains the common causes of communication interruptions, such as language barriers and non-verbal misunderstandings.
Drawing on some relevant business examples, the report found that trust and long-term commitment are crucial in the Asian environment. Finally, this report puts forward practical suggestions based on AUM: provide cultural training, establish a localized communication team, adapt to leadership styles, and establish a feedback system to manage anxiety and uncertainty. These strategies enable enterprises to improve communication efficiency and gain competitive advantages in a cross-cultural environment.
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1. Introduction
In the increasingly globalized business environment, effective cross-cultural communication has become more important when entering foreign markets (Gudykunst, 2005). The report’s client is a UK-based clothing retailer, which is planning to expand its business to the Asian market. Although Asia has huge business potential due to its rapidly growing consumer base (Hofstede, 2010), expansion has also brought considerable cultural and communication challenges. Differences in language, values and relationship-building practises often lead to misunderstandings, which hinders cooperation and long-term business success (Meyer, 2017). Therefore, understanding the communication styles and cultural expectations is crucial to building strong partnerships in the Asian environment (Trompenaars & Hampden-Turner, 2020).
The scope of this report is the role of cross-cultural communication theory and its relevance to the establishment of sustainable business relations in Asia. It will study how to apply theoretical frameworks, such as Hall’s high- and low-context cultural models and Trompenaars' seven dimensions of culture, to determine the gap between Western and Asian communication practises.
The report has three purposes: first, to explain the key theories that support cross-cultural communication in international business; second, to analyze the impact of cultural differences on the effectiveness of communication and relationship formation; and third, to put forward practical suggestions on how to improve cross-cultural cooperation when companies enter the Asian market.
Following the introduction, Section 1 explores the concept of culture and its components through relevant theories. Section 2 analyses the skills and methods required for effective international business communication. Section 3 discusses relationship building and trust within Asian business contexts. Section 4 identifies potential communication failures and their causes, while Section 5 concludes with key findings and recommendations. Each section combines theoretical discussion with practical examples and critical evaluation to guide the clients.
[bookmark: _Toc213106324][bookmark: _Toc213104750][bookmark: _Toc213618254]2.0 Understanding International Business Communication
[bookmark: _Toc213106325][bookmark: _Toc213618255][bookmark: _Toc213104751]2.1 Theoretical Basis
[bookmark: _Toc213104752][bookmark: _Toc213106326]International business communication refers to the oral, non-verbal, written and digital interactive channels the individuals and organizations exchange information, consult meaning, and develop relationship to accomplish their business objectives across national and cultural boundaries (Czinkota et al., 2021). Business interaction is conditioned by cultural expectations and social norms. Tonalities refer to intracultural verbal communication: tone and politeness in oral communication across different levels of directness; written and digital communication, such as mails and reports and virtual meetings.
The Shannon-Weaver model (1949) conceptualizes communication as a linear process between the sender and the receiver, in which “noise” can distort the meaning. In the international business environment, this “noise” often comes from cultural misunderstandings rather than technical failures. Berlo’s SMCR model (1960) expands this framework, emphasizing how the skills, attitudes, knowledge and cultural background of communicators affect the effectiveness of information.
[bookmark: _Toc213618256]2.2 Practical Application in Global Retail Expansion
[bookmark: _Toc213106327][bookmark: _Toc213104753]To an apparel merchant who wants to expand his business from the UK to Asia, languages’ interference can cause misunderstanding in the negotiation, marketing, supply chain coordination (Gudykunst, 2005). For instance, in the first online meeting between China brands and dealers, the British marketing manager would often have such phrases as “we may reconsider the price later” when he discussed cooperation detail, because it is supposed to illustrate the politeness and flexibility of negotiation. However, China interprets “possible consideration” as a hesitation or insincere reply and think that the British side does not have confidence in local partners. Because of these misjudgments resulting from language ambiguity, potential risk of semantic difference during cross-cultural communication is presented (Hofstede, 2010). Moreover, apart from language, non-verbal communication also serves a significant role in international business scene (Hall, 1976). For example, in the brand marketing actions, UK’s representative maintains social distance from being polite, but local market representatives from Japan think that such behaviors do not possess affinity and sense of willingness to collaborate. On the contrary, when the UK’s representative tried to motivate him by patting his shoulder which was seen to be highly impolite as it was excessively intimate. The non-verbal difference is not recognized, which will cause losing trust, thus, the influence of the relationship in business can’t exist for a long time (Meyer, 2017) 
[bookmark: _Toc213618257]3.0 Culture and Its Components
[bookmark: _Toc213618258][bookmark: _Toc213104754][bookmark: _Toc213106328]3.1 Theoretical Foundations
[bookmark: _Toc213104756][bookmark: _Toc213106330]Culture can be understood as the collective programming of the brain, which distinguishes one group from another and shapes perceptions, values and behaviors (Hofstede, 2010). It includes a system of shared meaning expressed through values, beliefs, norms, communication styles and time orientation (Trompenaars & Hampden-Turner, 2020). These components affect how individuals interpret messages, manage relationships, and make business decisions.
Edward Hall's high- and low-context cultural theories explain how the meaning of different societies is conveyed differently; Trompenaars' seven cultural dimensions provide a further framework for understanding business behavior. Three particularly relevant comparisons are: universalism and particularism, which refers to whether rules or relationships guide decision-making; neutral vs. emotionality, about emotional expression in a professional environment; specific vs. dispersion describes the separation between work and personal life; the dimension of Hofstede also clarifies cultural differences. The low power distance in the UK encourages open dialogue between managers and employees, while the Asian market tends to emphasize hierarchy and seniority.
3.2 Application in Business Context
When expanding to the Asian market, retailers often encounter cultural differences. For example, in Japan, the typical feature of the meeting is a high-context communication style, which means that it is conveyed through subtle clues such as silence, tone and group consensus, rather than a clear statement. A British retail team accustomed to direct and low-context communication may misunderstand the hesitation of the Japanese as a lack of interest, which in fact reflects the desire to be polite and harmonious. Understanding this cultural difference can allow Western managers to adjust their approach - by pausing, listening and leaving room for indirect feedback. This adaptation promotes mutual respect and trust, and it is crucial for successful cross-cultural communication (Hall, 1976).
Similarly, in China, decision-making tends to be more collective and relationship oriented. Fashion retailers may meet this situation when negotiating terms of supply: business partners prefer multiple rounds of informal dinners before finalizing the agreement, because these social interactions are important to building relationships, and relationships are a network of trust and mutual obligations. This is in stark contrast to British managers, who are driven by lower power distance and task-oriented thinking and may expect faster, document-based decision-making. Recognizing this point allows the company to manage the schedule more effectively, emphasizing relationship building rather than speeding up contract agreements.
Real life examples like H&M and ZARA show how to adapt communication strategies based on local culture. ZARA has changed its strategy to set up more flexible feedback channels with the local teams in China to respect cultural sensitivity under the changed market atmosphere (Lopez & Fan, 2009). Second, H&M tailored its marketing impression to the Japanese market to suit local tastes, by highlighting some inconspicuous and humble values, which was a local part of Japanese communication culture (Yan, 2012). Such pragmatic adjustments indicate that cultures play a role on advancing the success of cross-cultural business (Tokatli, 2015). For an efficient communicative way for foreign business about cultural expectations could facilitate a lasting and successful co-operation.
[bookmark: _Toc213618259]3.3 Critical Analysis
Zakaria (2017) believes that individuals who adjust their communication methods based on cultural situations can significantly improve their effectiveness in international business. In cross-cultural communication between countries, it is crucial to switch between low context and high context communication to adapt to different cultural environments. For example, China and Japan tend to observe each other from a distance rather than close or direct contact. Although each other is traditionally a high-context culture, both sides may regard each other as a low-context culture. Therefore, adopting a low-context method through cross-cultural code conversion can help reduce misunderstandings and promote smoother interaction (Zakaria & Muton, 2022).
[bookmark: _Toc213618260]4.0 Skills Required for Effective Intercultural Communication
[bookmark: _Toc213106331][bookmark: _Toc213104757][bookmark: _Toc213618261]4.1 Core skills and Theories
Effective intercultural communication requires a set of core skills, which can be supported by various frameworks and theories, including Cultural Intelligence (CQ) and cross-Cultural Management Competencies.
[bookmark: _Toc213106332][bookmark: _Toc213618262][bookmark: _Toc213104758]4.1.1 Cultural Intelligence (CQ)
Earley and Ang (2003) developed the Cultural Intelligence framework, which states four essential dimensions for interacting successfully across cultures:
Table 1 Four dimensions
	Cognitive CQ
	Understanding cultural norms, values, and practices

	Metacognitive CQ
	The ability to reflect on and adjust one’s thinking in intercultural interactions.

	Motivational CQ
	The drive and interest to engage with people from different cultures, especially during challenging interactions

	Behavioral CQ
	The ability to adjust one’s behavior in response to cultural expectations and non-verbal cues


These dimensions allow individuals to anticipate, adapt to, and respond appropriately to cultural differences, thus minimizing the possibility of misunderstanding and fostering effective communication.
[bookmark: _Toc213106333][bookmark: _Toc213104759][bookmark: _Toc213618263]4.1.2 Cross-Cultural Management Competencies
Luthans and Doh (2020) highlight that cross-cultural management competencies, and these competencies include:
Cultural Awareness: Understanding cultural differences and how these differences impact communication, decision-making, and leadership.
Adaptability: The ability to adjust one's behavior and strategies to suit various cultural contexts.
Cross-Cultural Communication Skills: Effectively communicating with people from different cultural backgrounds, using both verbal and non-verbal cues.
Global Leadership: Leading teams effectively across national borders and adapting leadership styles to different cultural norms and expectations.
These skills are essential in reducing cultural conflict and promoting productive collaboration in global business operations.
[bookmark: _Toc213104760][bookmark: _Toc213106334][bookmark: _Toc213618264]4.2 Critical Evaluation
[bookmark: _Toc213104761][bookmark: _Toc213106335]These skills, however, are critical to minimizing cultural clashes but depends greatly on the mentality of the person concerned; ethnocentric and polycentric mentality plays a great role.
Ethnocentric contains holding one’s own culture superior to others’. People who have such a kind of ethnocentric attitude toward culture may have the difficulty of cross-cultural interaction because they try to make others follow their own culture. This is likely to cause problems of misunderstanding and bad communication outcomes. In contrast, polycentric thought values the differences between culture and accepts diversity. People who practice polycentric approach understand that culture is unique, and adapt his conduct to interact effectively and facilitate the cross-cultural relationship.
[bookmark: _Toc213618265]5.0 Relationship Building and Trust in Asian Business Culture
[bookmark: _Toc213104762][bookmark: _Toc213106336]In China and many Asian cultures, trust is established within a long term of interactions and relationships, rather than formal arrangements or contracts, with strong foundation and importance in Chinese business culture, through what is known as guanxi, which refers to relations and ties. Trust is not something that can be rushed or formed quickly among people in these cultures and is the product of patience and time (Meyer, 2017; Luthans & Doh, 2020).
[bookmark: _Toc213618266]5.1 Trust-Building Model
[bookmark: _Toc213104763][bookmark: _Toc213106337]According to Meyer (2017), trust takes a long to time to grow in a culture such as that in China and Japan by focusing on tasks of intent. Asian culture, in contrast to Western cultures that prefer short-term business opportunities, have a different mindset to take time to spend with the party. These relations are developed through series of repeated social and informal meetings. Luthans & Doh (2020), in turn, claim that such a procedure happens not just on professional dimension, but also on personal and emotional levels.
[bookmark: _Toc213618267]5.2 Hall’s Time Orientation Theory
[bookmark: _Toc213104764][bookmark: _Toc213106338]Hall (1959) distinguished the single time culture, such as the United Kingdom and the United States, pointing out punctuality and task completion; and the pluralistic time culture, such as China and Japan, in which interpersonal relationships take precedence over strict schedules. In multiculturalism, time is more fluid, and informal interaction is the key to building trust. These cultural differences indicate the importance of building relationships rather than following a strict schedule.
[bookmark: _Toc213104765][bookmark: _Toc213106339]The second key distinction is the way communication differs regarding relationships. Communicating in the UK is task oriented and time efficient whereas in Chinese (also largely for Asian culture) communication is relation based. They develop lasting person-to-person relationships, and it is understood that they develop connections out of informal contact, contrary to UK’s task based efficiency.
[bookmark: _Toc213618268]5.3 Case Study
[bookmark: _Toc213104766][bookmark: _Toc213106340]In his case, Meyer explains the difficulties of a white manager in Boston (low context and monochronic) when he moves to Beijing (high context and polychronic), suffering the slowness of decisions made in Beijing, which seem to have as priority to establish good friendships. Meyer notes how manager’s efforts to cut meetings short by minimizing relationship talk was found disrespectful of relationships in Beijing (Meyer, 2017).
In China, the process of building trust is slower and requires more personal participation. Managers learned that they needed to spend more time on informal social activities, such as dinners and informal parties, rather than focusing on completing tasks quickly to build the necessary trust. This case shows the contrast between the two cultures: American culture emphasizes efficiency and task completion, while Chinese culture cares the relationships and personal trust. Informal social interaction is an important part of business processes. Beijing's diversified model shows that successful business interactions in Asia require significant cultural adaptation.
[bookmark: _Toc213618269]6.0 Communication Breakdown
[bookmark: _Toc213618270][bookmark: _Toc213104767][bookmark: _Toc213106341]6.1 Causes
[bookmark: _Toc213104769][bookmark: _Toc213106343]Cross-cultural communications may fail due to cultural and language factors. Language ambiguities are one of the main factors behind communicative breakdown that is created by translating words directly which fails to communicate with the target audience. Nonverbal communication is a major factor due to variations in non-verbal cues like space or non-verbal gestures and its expression, leaving room for misinterpretations between cultures. This is where, to understand why communication failures occur in cross-culture communication scenarios, we can delve deeper into the Attribution Theory (Heider, 1958). Culture Noise Theory puts forward that due to individuals use cultural frames of references in their attribution of other’s behavior which results in such misunderstanding; e.g., a Western manager tends to interpret an Asia partner indirect communication as avoidance, whereas the Asian partner is probably just being respectful and polite according to the culture; also cultural Noise Model argues that cultural differences present as “noise” that is associated with communication, thus deforms the original message (Gudykunst & Kim, 2003).
[bookmark: _Toc213618271]6.2 Case Study
When Nason et al. (2017) competing against Bling to enter the Asian market, the luxury brands are in trouble due to the cultural miscommunication. The brand relied on a Western-centric, direct communication approach, which failed to resonate with local consumers. In cultures like China and Japan, indirect communication and relationship building are the most important, and this method leads to confusion and lack of participation. As a result, the reputation of the brand has been damaged, and it is difficult to build trust with local partners. The case emphasizes the importance of adjusting communication strategies according to local cultural expectations, especially the situations and relationships rather than directness and efficiency.
7.0 Conclusions
[bookmark: _Toc213104770][bookmark: _Toc213106344]Cross-cultural communication is a key asset for the international expansion. Understanding cultural differences can contribute to effective communication, building relationships and achieving long-term success in new markets. Although cultural differences may bring challenges, they can be solved through strategies such as cultural training, localization adjustment and careful communication.
Hall's theory of high-context and low-context culture, Trompenaars’s seven-dimensional cultural theory, and Hofstede's cultural dimension theory, etc., provide the necessary framework for understanding and utilization of these differences. By applying these theories, enterprises can adjust communication methods, decision-making processes and leadership methods, to better adapt to the cultural background and enhance cooperation and trust. Combining these theoretical insights with practical strategies can help enterprises effectively manage cultural differences, reduce misunderstandings, and promote the success of global expansion.
[bookmark: _Toc213618272]8.0 Recommendations
To strengthen communication and relationship in the Asian market, British companies should adopt several strategies, combined with the insights of AUM theory.
Cultural training: Company could conduct regular cultural training for British employees to help them understand Asian cultural norms, values and communication methods. According to the AUM theory, this reduces the uncertainty and anxiety when interacting, enabling employees to communicate more effectively and confidently. Training should focus on cultural aspects, such as hierarchy, indirect communication and relationship building.
Local communication strategy: It is essential to establish a local public relations and marketing communication team. This team should comprehend local preferences, bridge cultural differences and adjust communication strategies. The AUM theory thinks that minimizing the uncertainty of local norms and communication methods helps employees adapt and communicate more effectively, thus promoting trust and cooperation.
Relationship management: The company should adopt a long-term and mutually beneficial communication mechanism. The item should develop a strong and trust-based relationship, which is the foundation of Asian culture. By maintaining consistent and cautious participation, the company can ensure effectiveness and strengthen its market position.
Leadership adaptation: Leaders should adjust their communication style to make it more culturally sensitive. Cross-cultural leadership communication training helps leaders manage cultural differences and reduce uncertainty.
Feedback and evaluation: HR department could use the cross-cultural communication performance evaluation system to evaluate the effectiveness of communication strategies. Continuous feedback helps to manage uncertainty and improve overall communication efficiency.

[bookmark: _Toc213618273]9.0 References
Arasaratnam, L. A. (2015) ‘Research in intercultural communication: Reviewing the past decade’, Journal of International and Intercultural Communication, 8(4), pp. 290–310.
Bharadwaj, A. (2025) ‘Intercultural communication challenges in IT companies in India: A case study’, Business and Professional Communication Quarterly, 88(1), pp. 126–151.
Beamer, L. and Varner, I. (2011) Intercultural Communication in the Global Workplace. New Delhi: Tata McGraw-Hill.
Berlo, D.K. (1960) The Process of Communication: An Introduction to Theory and Practice. New York: Holt, Rinehart and Winston, pp. 27–35.
Czinkota, M.R., Ronkainen, I.A. and Gupta, S. (2021) International Business. 9th edn. Cambridge: Cambridge University Press, pp. 118–122.
Earley, P.C. & Ang, S. (2003) Cultural Intelligence: Individual Interactions Across Cultures. Stanford University Press.
Gudykunst, W.B. (1998) ‘Applying anxiety/uncertainty management (AUM) theory to intercultural adjustment training’, International Journal of Intercultural Relations, 22, pp. 227–250. doi: 10.1016/S0147-1767(98)00005-4.
Gudykunst, W.B. (2005) ‘An anxiety/uncertainty management (AUM) theory of effective communication: Making the mesh of the net finer’, in Gudykunst, W.B. (ed.) Theorizing about Intercultural Communication. Thousand Oaks, CA: SAGE, pp. 281–322.
Hall, E.T. (1959) The Silent Language. Anchor Books.
Hall, E.T. and Hall, M.R. (1989) Understanding Cultural Differences: Germans, French and Americans. Yarmouth, ME: Intercultural Press.
He, P. (2021) ‘Challenges and coping strategies of cross-cultural communication in multinational corporations’, Jiangsu Business Review, 8, pp. 103–105. doi: 10.13395/j.cnki.issn.1009-0061.2021.08.027.
Luthans, F. & Doh, J.P. (2020) International Management: Culture, Strategy, and Behavior. 10th ed. McGraw-Hill Education.
Lopez, C. & Fan, Y. (2009) ‘Internationalization of the Spanish fashion brand Zara’, Journal of Fashion Marketing and Management, 13(2), pp. 279–296.
Meyer, E. (2017) ‘Being the boss in Brussels, Boston and Beijing’, Harvard Business Review. Available at: https://hbr.org/2017/07/being-the-boss-in-brussels-boston-and-beijing (Accessed: 3 November 2025).
Nason, S., Salvacruz, J. and Stevenson, J.P. (2017) ‘HBR Case study: Competing against bling’, Harvard Business Review.
Neuliep, J.W. (2017) ‘Anxiety/Uncertainty Management (AUM) Theory’, in Kim, Y.Y. (ed.) The International Encyclopedia of Intercultural Communication. Hoboken, NJ: Wiley-Blackwell, pp. 1–9.
Ronkainen, I.A. and Gupta, S. (2021). International Business. 9th edn. Cambridge: Cambridge University Press, pp. 118–122.
Shannon, C.E. and Weaver, W. (1949) The Mathematical Theory of Communication. Urbana, IL: University of Illinois Press, pp. 3–7.
Szkudlarek, B., Osland, J.S., Nardon, L. and Zander, L. (2020) ‘Communication and culture in international business: Moving the field forward’, Journal of World Business, 55(6), pp. 101–114.
Tokatli, N. (2015) ‘Single firm, multiple cities: Zara’s agglomeration economies and the production of the fast fashion city’, Environment and Planning A, 47(12), pp. 2432–2450.
Trompenaars, F., & Hampden-Turner, C. (2020). Riding the waves of culture: Understanding diversity in global business. McGraw-Hill.
Wu, C., Yama, H. and Zakaria, N. (2023) ‘How do Japanese and Chinese view each other? Understanding the meaning of low‐context culture in intercultural communication’, Global Networks, 24(1).
Yan, R. (2012) ‘Brand positioning and communication strategies of H&M in Japan and China’, Asian Business & Management, 11(3), pp. 377–396.
Zakaria, N. (2017) ‘Emergent patterns of switching behaviors and intercultural communication styles of global virtual teams during distributed decision making’, Journal of International Management, 23(4), pp. 350–366.
Zakaria, N. and Ab Rahman Muton, N. (2022) ‘Cultural code-switching in high context global virtual team members: A qualitative study’, International Journal of Cross-Cultural Management, 22(3), pp. 487–515.
Zeng, Z. (2017) ‘Research on Cross-Cultural Communication Management in Business under the Background of Global Integration’, China Market, (10), pp. 34, 77.

image1.png




