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[bookmark: _Toc29403658]Introduction 
Due to the advanced technological and transportation development, the process of globalization has largely been accelerated to a higher stage. As a researcher in the discipline of business management, the importance of international business communication has been placed as an elementary foundation for developing an international business organization. In the UK, the trend of business globalization has been arose, companies aim to improve their profitability within international market (Glaister and Buckley, 1998).  For the UK business, developing their international business scheme is closely related to the nearest trading bloc, European Union (Golub, 2007). As one of the world’s most developed economies of free market, Switzerland seems a good choice for the British companies to develop their business. However, the first step to do business with a foreign country is to learn the business communication skill in other country. Hence, the report will provide a critical analysis and evaluation on the business communication in Switzerland based on a British perspective. Firstly, based on the Cultural clusters theory and Hofstede’s theory, the key cultural differences will be founded between Britain and Switzerland. Secondly, the key methods to solve the cultural divergence within business context will be proposed. The corresponding recommendations and conclusion will be finally provided. 




























1.0 [bookmark: _Toc29403659]Cultural cluster and Hofstede’s cultural dimension 
Within the discipline of international  business communication, the first step is to define the specific cultural cluster for a particular country (Hofstede,2003). The definition for cultural cluster is providing a distinct group of nations sharing similar values, histories, religions and other related factors affecting national culture (Gupta, Hanges and Dorfman, 2002). Hence, as a British company, Anglo culture would be embraced for a British perspective. For the target country, Switzerland, is belonging Germanic culture. 
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Exhibit 1.1: Cultural cluster diagram (OCHA, 2020)

However, the cultural cluster diagram cannot provide sufficient information for British company to communicate with a Swiss company. Based on Hofstede’s cultural dimension theory, a more detailed framework can be formed to develop a more efficient technique for international business communication. Based on Hofstede’s research in IBM, he has found six critical dimensions affecting people in cultural perspective (Hofstede,2009). There are individualism (collectivism), uncertainty avoidance, power distance, masculinity (femininity), long-term orientation (short-term), indulgence (self-restraint) (Hofstede,2009). The comparison between two countries has to be proposed to analyze the key divergences in business communication. 
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Exhibit 1.2: cultural comparison between the UK and Switzerland (Hofstede Insights, 2020)

Based on the exhibit 1.2, regarding to the scores of six dimensions, the scores for the UK and the scores for Switzerland are generally approaching to each other. 

[bookmark: _Toc29403660]1.1Power Distance (PDI)
In this dimension, Hofstede aims to show that the extent between the least powerful group and the most powerful group in a particular society (Hofstede and Bond, 1984). On the other hand, this dimension represents the social inequality in a given society, this level of inequality is endorsed by followers and leaders within society. It is the most fundamental facts for different cultures by considering the aspect of international business communications. For business people, to know the power distance in the target country is the most essential element to establish a good relationship with the business organizations in that country (Soares, Farhangmehr and Shoham 2007). 

Basically, the communication style at this stage between the British company and Swiss company is relatively similar. This is because that the PDI score in Britain is 35 while the PDI score in Switzerland is 34. The low power distance score represents that both Swiss and British cultures believe that inequalities within society should be minimized ( ). Based on the cultural cluster theories, both British and Swiss people are adhering independency, equal rights and decentralized power ( ). Hence, at this stage, the communication ought to be complied with low social hierarchy. For example, a large British company has to show enough respect to a relatively smaller Swiss company during the business communication context. Inequality and high power distance should be avoided. 


[bookmark: _Toc29403661]1.2Uncertainty Avoidance  (UAI)
According to Hofstede’s (2009) theory of cultural dimensions, the index of uncertainty avoidance deals with people’s tolerance for the uncertainties in a particular society. Based on Wu’s (2006) research in Taiwan and the US, he argues that the ultimate logic behind this dimension is referring citizens’ passion for searching for truth. In a particular society, this index shows that people’s view (comfortable or uncomfortable) on unstructured situation with ambiguity and uncertainty (Tavakoli, Keenan and Cranjak-Karanovic, 2003). The culture with high score in UAI shows that this society aims to avoid uncertainty, relatively strict regulations, rules, security measures will be proposed to regulate members of society (Tjosvold and Leung, 2004). The culture is tending to be more rational compared with culture with low score in UAI. In an opposite side, cultures embracing uncertainty are more tolerating different views and ideas (Han and Zhang, 2011). Social members are more are more phlegmatic and contemplative in low UAI societies which are having  fewer rules and regulations to intervene people’s freewill (Denness, 2013). 


There is a gap between the UK culture and culture in Switzerland in UAI score. UAI in Switzerland is significantly higher than in the UK, 58 and 35 respectively. This means that Swiss business organizations are searching for a more structured circumstances by having a more concrete promise from their partners (Kurtz and Silverman, 1996). Swiss companies are also requiring more regulations and rules during the corporation with their partners (Hofstede, 2003). Hence, this dimension has to be concerned as the key cultural divergence between the UK and Switzerland. To generate a more sustainable communication environment and a more closed relationship from a British perspective towards Swiss partners, a very exact partnership contract would be the basic requirement. Additionally, British companies have to provide more physical evidence to proof their statement’s credibility for eliminating Swiss companies’ uncertainties.

[bookmark: _Toc29403662]1.3Individualism (IDV)
Collectivism and individuals are two sides of political ideologies which are associated with social members’ degree of integration into groups (Hofstede, 2003). Ideally, the pure individualists will only concern himself and his family as the most important characters in their life, while pure collectivists are regarding the society as an integrated entity (Cherry, 2019). To explain more, the former one perceives that the individuals’ own needs are the priority to be satisfied with (Dumont, 1980). On the other hand, the latter one may concern more about their extended family, society’s interests and state’s interests (Ignatow, 2012). Hence, a culture with high score in IDV, social members are tending to be independent and to be more self-interested compared with low IDV score. 

IDV score in the UK is relatively higher than the score in Switzerland. Hence, in the UK, social members are more welcoming individualists even in workplace. In companies, most employee’s motivation schemes are based on individual’s performance. Hence, the communication with Swiss partners, British people should put more effort on group’s interests and group’s motivation scheme. 
 
[bookmark: _Toc29403663]1.4Indulgence 
This dimension of indulgence and self-restraint is a newly added dimension by Hofstede’s research in Hong Kong (Hofstede, 2010). Generally, an indulgent society, social members tend to emphasis more on hedonism, gratification and natural desires for life enjoyments and having fun (Limited, 2020). On the other hand, citizens within a society with high level of self-restraint will firmly believe that human instincts have to be curbed through cultural and social norms (Lažnjak,2011). They consider that gratification and joys need to be regulated under strict personal controls. It is unlikely for restrained cultures to enjoy plenty of leisure time within a professional context in workplace. Companies will not allow people to have rights of free express and happiness or freedom. Hence, the dimension of indulgence reflects the extent of companies’ regulations strictness. 

The UK and Switzerland are sharing similar score of indulgence, 66 and 69 respectively. The similar score of indulgence demonstrates that the British companies and Swiss companies are opened and free to some extent. In terms of the consideration on hedonism and gratification, both British people and Swiss people are welcoming a free communication environment. Hence, during the international business communication context, it will be better for both parties talking in a free way.

[bookmark: _Toc29403664]1.5Long-term orientation (LTO)
Considering the cultural perspective, long-term and short-term orientation are initiated from ancient China, these values are originated from the teachings of Confucius (an influential philosopher in ancient China) (Waley,2012). This dimension tends to explore social members’ value for short-term enjoyments or future enjoyments (Noone and Griffin,1999). It might be argued that societies focusing more on short-term orientation will be emphasizing more on short-term gains rather than long-term achievements and vice versa  (Kehagias, Toulis and Mitkas, 2006). For example, if a country had very high score in LTO, national citizens in this country will more tend to saving money for future uses. In business context, this dimension reflects that the particular type of corporation: companies focusing on short-term orientation may keep changing their business partners while companies focusing on long-term orientation will be more likely to sign a long-term contract (Kehagias, Toulis and Mitkas, 2006). 

By referring the exhibit 1.2, companies in  Switzerland are determined by the value of long-term orientation. Hence, this represents that Swiss companies will find a sustainable and stable partner to sign a long-term corporation contract. For example, a Swiss luxury water maker, Rolex, has signed many very stable retail sellers and material providers cooperated with Rolex for decades (Rolex, 2020). However, in the UK with 51 score in LTO, business organization has no clear preference upon long-term or short-term orientation. Therefore, companies from the UK ought to meet Swiss companies’ value by showing the intension for forming a long-term partnership. 

[bookmark: _Toc29403665]1.6Mascuilinity (MAS)
According to Hofstede’s (2003) research in IBM, the dimension of masculinity and femininity is formed by two distinct characteristics. This dimension regards a nation or a culture may also have gender. Values of masculinity are men’s value by revealing that a society should be dominated by competition and economic success. By contrast, values of femininity are trying to show the quality of life, feminine value aims to emphasis more on spiritual gains rather than material success (Horrocks,1994). For example, once a society is determined by masculine values, the values and social norms of this society will be “men’s power”. Society will not focus on the quality of life, focusing one economic performance instead. 

The degree of MAS for Britain and Switzerland has shown great proximity between each other (66 versus 70). Hence, considering the attributes and definition of MAS, social values in Britain and Switzerland are principally dominated by men’s power. During the communication process, for a British perspective, a powerful man can be acting as a better business negotiator talking with company’s representative from Switzerland. Considering the physical and psychological dimension, a powerful men’s figure will make a good first-impression towards the other party under the background of masculine society (Edwards,2004).


[bookmark: _Toc29403666]2.0Eliminating cultural differences between Britain and Switzerland 
Generally, based on the theories of high-context and low-context culture, both British and Swiss cultures are located in low-context spectrum (Van der Stede,2003). It is not too many points that need to be concerned during the international business communication. However, through the research carried out by Hooker (2012), a theoretical framework can be provided to eliminate cultural differences between those two countries. The language factors and non-language factors are the most important to eliminate those differences. 

[bookmark: _Toc29403667]2.1 Verbal communications 
As a collaborative activity, verbal language is the most fundamental communication method to exchange information between two parties (Hooker, 2012). Based on the Hooker’s (2012) research on low-context culture, British culture and Swiss culture are based on rules rather than relationship. Therefore, the cross-cultural communication strategy will be placed on professional language. The sophisticated applications of trade language and contractual language would be the most essential  pre-condition before the business negotiation. Moreover, due the advanced globalization of culture and language, homogenization is a common phenomenon in western world (Golub,2007). For most international business entities, English is widely served as an official language rather than using Swiss native tongue.   
 
[bookmark: _Toc29403668]2.2 Non-verbal communications

	


In Switzerland, the basic communication on non-verbal basis is similar with other Northwestern European countries (Micheloud, 2020). The agreement is represented by “leaning forward”, while “leaning backward” implies suspicion (Micheloud, 2020). Head’s movements are also similar with the British culture: vertically movement shows “yes”, whereas hierarchical movements represent “no”. However, some presentations within the context of business communication are different, for example, most Swiss people will not show too much passion on their face, keeping silent during business talk does not show Swiss people having non-enthusiasm (Micheloud, 2020). Even the Swiss culture is belonging low-context culture. But, within a business talk, Swiss business people will never show their real consideration and decision right away. Swiss people are afraid that their real thinking will be uneasy to be accepted by opponents, they do not want to make people disappointed (Peters, 2004). Therefore, British people should not be too optimistic when they received blur response from Swiss business.  


[bookmark: _Toc29403669]2.3 Manner and communication
	


The manner during the business communication is important, this section will mainly explain the two commonly used manners: polite manner and joking manager. In Switzerland, all Swiss people are considerably polite, their politeness is used in their routine life all the time (Micheloud, 2020). Swiss people always say “thank you very much” and “it is my pleasure”. This behavior is similar in the UK, British, especially in London, people say “sorry” all the time. Hence, during the Business negotiation, the principles of politeness will be always adherent from the British perspective.  

In terms of joking manner, educated Swiss often talk things containing many meanings (Micheloud, 2020). Their sense of humor is intellectual. Hence, an intellectual response from a businessman towards their intellectual humor will make Swiss ranking that businessman to a higher intellectual level psychologically. However, sometimes, people should not pretend their understanding on Swiss intellectual jokes. This will usually make Swiss people awkward. To request explanations politely would be the best way in this circumstance. Hence, in a British perspective, the British sense of humor might be desired for a successful business communication with Swiss.


[bookmark: _Toc29403670]Conclusion 
In conclusion, Swiss culture is similar with British culture in business communication area. British business communicators do not deliberately change their communication skill when they are communicating with Swiss people. However, in terms of Hofstede’s cultural dimension theory, there still is a gap between the Great Britain with Switzerland in individualism, uncertainty avoidance and long-term orientation. Hence, within a particular business talk, the general strategy is to meet opponent’s culture. British people should show less individualism, more long-term orientation and more uncertainty avoidance. 
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