1.0 – Introduction
With the acceleration of global economic integration, more and more enterprises are seeking to expand international markets. In response to the needs of a large clothing retail group to expand its business to Asia, this report focuses on the importance, challenges, skills required and coping strategies of cross-cultural communication in international business communication (IBC). This article will explain the importance of cross-cultural communication from the perspective of the general manager of the company and overcome the challenges as part of the relationship building process to promote successful international business communication. It will also take readers to have a deeper understanding of what international business communication is.
























2.0 – Main Findings
2.1 – International Business Communication
International business communication refers to the process of exchanging information, ideas and views in various ways between business entities (such as enterprises, institutions, etc.) in different countries or regions in transnational business activities. The purpose is to effectively convey business intentions, including product information, prices, contract terms and other contents, under business situations such as international trade, transnational investment and international cooperation.

2.2 – Skills Requirements

2.2.1Cross-cultural communication skills
1) It is crucial to understand local Asian cultural customs, values and business etiquette. For example, in Japan, there is strict etiquette in exchanging business cards in business situations. Knowing these details can avoid misunderstandings and establish good business relationships.
2) Effective language ability. In addition to English, local language ability is also very important, which is convenient for communication with employees, partners and customers.

2.2.2 Management skills

1)With cross-cultural team management ability, the working style and expectations of Asian employees may be different from those in the UK. Managers should be able to understand and integrate the differences to motivate employees.
2)Adapting to different laws, regulations and policy environments, labor laws and tax policies in Asian countries are very different, and professional knowledge is needed to ensure the legal and compliant operation of the company.

2.3 – Methods of Communication

2.3.1 - Halls High Low Context
This concept illustrates the diversity of world cultures. According to the mainstream communication methods in culture, different cultures are divided into high-contont culture and low-conton culture..Hall, E. T. (1976).High-level culture is usually more common in Asia, such as China, Japan, South Korea and other countries. In this culture, information transmission is often more subtle. When people communicate, many meanings are contained in context, interpersonal and non-verbal signals. For this clothing retail group, it is necessary to understand this way of communication when communicating with Asian partners, establishing a supply chain or conducting marketing. For example, when negotiating with a supplier, the other party may not directly reject a clause, but hint in a more euphemistic way, such as mentioning some industry difficulties or other similar situations. This requires the personnel of the retail group to be good at observing and understanding these potential information.

2.5 – International Culture

2.5.1 - Trompenaar’s 7 dimensions to culture
In terms of "universalism and specialism", we should balance rules and relationships. In terms of individualism and collectivism, attach importance to collective interests.Pîrlog, A., (2021). The dimension of "neutrality and sensibility" uses sensual culture for marketing. The dimension of "specific and diffusion", adapt to diffusion communication. In the dimension of "achievement and belonging", consider the factors of belonging for personnel management and brand promotion. The dimensions of sequential time and synchronous time coordinate different time concepts. The dimension of "internal and external control" is combined with local concepts to deal with problems, so as to better integrate into local culture and expand business.

2.6 – Importance of Building Relationships

It is of great significance for clothing retail groups to expand their business in Asia. In business cooperation, build a good relationship with suppliers and sales channel partners, which can ensure supply, help market access and promotion, such as priority supply, high-quality store location, etc. At the level of partnership, Asian business focuses on tacit understanding and loyalty, and in-depth relationships can work together to meet challenges, such as promoting marketing activities and optimizing the supply chain. For the brand image, establish emotional ties with consumers, and be able to accurately grasp the needs to optimize products; build relationships with the government and industry associations, which is conducive to compliance and industry support, and lay a solid foundation for the long-term development of the brand in Asia.



2.7 – How to build Trust

On the contrary, companies that adopt a diversified localization strategy will adjust according to the local culture and market of the target market. Adjust products according to the unique needs, preferences and competitive products of each market, and strive to gain a local competitive advantage. Understand and respect local laws and culture.The establishment of relations during the expansion of the international market is subject to the cultural differences between the two sides. Among these differences, language, communication, trust and local business practices play a role in the process of building relationships. Using local employees can reduce the risk of unknown markets and provide access to commercial networks. Cultural differences should not fully adapt to the local market. National conditions and cultural differences do not necessarily have a negative impact on the construction of relationships, but they can have a positive impact on the development of trust.（Roppelt, C. and Royo Trallero，2017）

2.8 – Failed Relationships 

In different cultural contexts, the effects of marketing and advertising may be very different. Even if you use the same set of platforms or channels to reach potential customers, you may not be able to copy the marketing methods of the existing market, and the way applicable to the local market may be far from your expectations. Moreover, consumers in different markets may have different focuses on the demand for the same product.And not paying enough attention to marketing and advertising requirements, the effects of marketing and advertising may vary greatly in different cultural contexts. Even if you use the same set of platforms or channels to reach potential customers, you may not be able to copy the marketing methods of the existing market, and the way applicable to the local market may be far from your expectations. Moreover, consumers in different markets may have different focuses on the demand for the same product. For example, the social media used by consumers in different countries is usually different. When promoting websites in China, it is of little use to improve Google search ranking, because Chinese users generally use Baidu search. We can clearly see that if you want potential consumers to see your products, you should adjust them according to the habits of the target audience.






3.0 – Conclusions

3.1 Skill requirements of retail enterprises for Asian expansion

3.1.1Linguistic competence
[image: hv5hyguim8u71]
There are a wide variety of languages in the continent, with about 2,300 languages. Among them, the main language families include the Sino-Tibetan language family, such as Chinese, Tibetan, etc.the Indo-European language family, such as Indian Hindi; the Altai language family, including Turkic, Mongolian and Tongus languages; the South Island language family is mainly distributed in the island areas of Southeast Asia, such as Malay, etc. These languages are divided into many languages and dialects.Nadeau（2014）It is essential to master the local language or the common business language. This includes not only vocabulary and grammar, but also the cultural connotation behind the language. Proficient language skills can convey information accurately and improve communication efficiency.

3.1.2 Asian cultural differences
In terms of religious beliefs, Buddhism, Islam, Hinduism, etc. are the main ones in Asia. For example, in Thailand, Buddhist culture is deeply rooted in people's hearts, and many temples are important places for religious activities. And Europe is mainly Christian. Respecting local religious beliefs is a very important point for expansion in Asia.Displays of emotion can backfire in some cultural contexts. In many Asian countries, showing your emotions openly is an impolite no-go, and there are even more cultures where restraint and understatement are held in high esteem, e.g. in large parts of Scandinavia. Always take this into consideration with regard to international business communications.

3.2 The establishment of business relations

Ways of communication:
Many countries in Asia have high-scult culture, and information transmission is more subtle. When negotiating with suppliers, the other party may euphemistically imply that enterprise personnel should be good at observing and understanding potential information and avoid misunderstandings, so as to establish a good communication foundation, which is the first step in establishing business relationships. For example, China is a high-contont culture, and the information transmission is more subtle and euphemistic. In communication, many meanings are implicit in context, interpersonal relationships and non-verbal signals. For example, in business situations, Chinese people may not directly reject a clause, but express their opinions by implying some industry difficulties or other similar situations.

Give full play to management skills:
Team management: The working style and expectations of Asian employees may be different from those in the United Kingdom. Managers should understand and integrate these differences, effectively motivate employees, make teamwork more harmonious, and help build business relationships.Adaptation to laws and regulations: The laws, regulations and policy environments such as labor laws and tax policies in Asian countries vary greatly. Enterprises need professional knowledge to ensure the legal and compliant operation of the company, which is an important guarantee for stabilizing business relations.

3.3 Build trust

Adopt diversified localization strategies: adjust products according to local culture and market, consider local unique needs, preferences and competitive products, strive to gain local competitive advantages, and win trust with products. For example, the unique "China Red" clothing sold during the Spring Festival in China.

Respect local cultural laws: Understand and respect local laws and culture. In the process of expanding and establishing relations in the international market, although cultural differences exist, correct treatment can have a positive impact on the establishment of trust.

Make good use of local resources: Using local employees can reduce the risk of unknown markets, and help them access the local business network, which helps to build trust. Set up factories in countries where the clothing industry is well developed. For example, India has one of the largest clothing industries in the world. The door to India's incredibly innovative textile and clothing business is opened by this incredibly operating industry, which includes clothing manufacturers, exporters, suppliers, inventors and wholesalers. India's ready-to-wear collection is very popular all over the world. In India, the clothing and textile industries play a special and important role. This industry is one of the earliest emerging industries in the country, accounting for 14% of national industrial production and nearly 30% of exports, creating employment opportunities second only to agriculture. Indian clothing is becoming more and more popular internationally because of its high quality, long life and attractiveness. ( Choudhary, A.K. and Tanveer Akhtar Khan, 2024)



























4.0 – Recommendations

4.1 Improvement of cross-cultural communication skills

Provide systematic Asian culture training courses for employees who are about to participate in business expansion in Asia. The course content includes the popularization of knowledge on cultural customs, values, business etiquette and religious beliefs in major Asian countries (such as China, Japan, South Korea, etc.). For example, Asian cultural research experts can be invited to hold lectures to explain in detail the code of conduct of different Asian countries in business occasions, such as the cultural significance behind the seat arrangement in Chinese business banquets, and the taboos of language use in Japanese business conferences. Through this in-depth cultural training, employees can enhance their sensitivity and awareness of cultural differences, so as to avoid conflicts caused by cultural misunderstandings in actual business communication and lay the foundation for establishing good business relationships. Employees are encouraged to learn local Asian languages, and the company can provide language learning subsidies or internal language training courses for employees. In addition to English, mastering the local language can greatly facilitate communication with local employees, partners and customers.

4.2 Choose local enterprises as partners

When choosing an Asian partner, we should not only focus on their business strength and market resources, but also deeply examine their cultural compatibility and cooperative values. For example, Suning Easy Shopping, the leader of China's retail industry. In 2022, Suning E-commerce ranked third in China's top 100 commercial retail list, with a sales scale of more than one trillion yuan. And Suning Easy Shopping has an online Suning Easy Shopping platform and many offline physical stores, forming a unique omni-channel retail model, which can cover a wider range of consumer groups and meet the shopping needs and habits of different consumers. (suning.com, 2022 financial statements). At the same time, China also has strong consumption power and a perfect logistics system. It is one of the most suitable partners for enterprises to expand in Asia.

4.3 Implement management and marketing with Asian characteristics

Form a diversified management team, including local talents and expatrite talents. Local talents are familiar with the Asian market and culture and can provide targeted management advice; expatriate talents can bring advanced management concepts to the headquarters. For example, in many foreign enterprises in Singapore, the management team has both professionals from European and American countries and senior managers in Singapore. The two cooperate with each other and have complementary advantages. Implement local marketing methods, such as live streaming in China; in Southeast Asia, platforms such as Shopee and Lazada are very popular. Foreign enterprises can cooperate with these platforms to expand sales channels. For example, many European and American clothing brands use their huge user traffic to increase product sales by entering Taobao flagship stores.
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