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[bookmark: _Toc100851307]1.0 Introduction
Communication is vital for any organization. It is the communication by which business leaders attract their target consumers. Business communication is not only necessary when a company markets its products and services, but it is also vital for organizations when they expand their business in foreign markets. At this stage, the necessity of international communication can be understood. International communication is the process of communication that takes place across global borders. This assignment will analyze multiple aspects of global communication for a UK-based company that is trying to expand in a newly developing market. In this assignment, some theories of intercultural and international communication will be analyzed. Apart from that, distinctive barriers to communication that the company can face in the new country also will be highlighted with relevant instances. This assignment also will analyze and discuss some strategies of communication and other strategies which the organization can adopt for performing in a better manner.
[bookmark: _Toc100851308]2.0 Overview of the developing country
Ocado is a leading online grocery store in the UK and this organization is planning to expand in the Indian market. A report by Deloitte has highlighted that the middle-class society of the Indian society is growing very quickly and the unprecedented development of the Indian middle class outside the economy of the western nations will be the strongest economy in the upcoming time (Deloitte, 2022). Apart from that, it is also found that the spending by the Indian middle class is also growing very quickly and it is assumed that by 2030, almost 23 percent of global spending by middle-class society will come from the Indian market. Apart from that, it is found that in the current time no organization can achieve success without the use of IT systems and technology. In the field of technology, India has multiple things to offer to global organizations. Ocado will not only be able to use the IT infrastructure of the country, but it also will be able to use the huge population who are using the internet. It is found that more than 4.33 B individuals effectively use the online tools and internet today, and India ranks 2nd in the global population related to internet usage (internetworldstats, 2022). India is the fastest-growing economy in the world. However, it is found that the cultural aspect of India is more distinctive than the UK and it can create difficulties for Ocado. The company will need to analyze the country's diverse culture and will also understand its cultural values before developing marketing communication strategies.
[bookmark: _Toc100851309]3.0 Application of theories in the country
Application of Hofstede’s dimensions on India:
· Power Distance: rank of India in this index is 77 and it highlights a higher amount of inequality in the field of wealth and power within the society of India. This situation is not significantly subverted by the Indian population, however, rather easily accepted and adopted by the Indian people as a norm of the culture. Apart from that, in such a society, leaders count on and believe in the obedience of the members of their teams and the workers expect to easily be directed and managed clearly related to their work and functions as well as what is anticipated of them (Bochner and Hesketh, 1994). However, India is a very strong instance of the culture with a very "high power distance" because the Caste System of the country effectively divides the population of India into 5 groups, where each group has a proper higher social status compared to the group which lies below it. Apart from that, such castes describe an Indian's power from birth as well as he cannot try to enter any other caste.
· “Individualism versus Collectivism": the society of India has collectivistic traits and characteristics as the society ranks 48 in this dimension. It highlights the preference for representing a larger social structure and for belonging to the larger social structure. Individuals in society are anticipated to work with the goal of the betterment of one's described in-groups. Multiple members and individuals of the society of India have their valuable future authorized the members by the country's government, family, and religious organizations (Sinha, 2014). In such a situation, the individuals' actions are affected by multiple concepts, like the opinion and ideas of one's friends and family, neighbors, extended family, workgroups as well as some other wider social connections with which one has an effective affiliation. Apart from that, the connection between a worker and an employer is one on the basis of expectations and familial protection and safeguard from the owner, and loyalty from workers. Apart from that, in the organization, promotional decisions and hiring are often on the basis of relationships, and relationships and connections are the vital aspects of everything.
· “Masculinity versus Femininity": India's rank in this dimension is 56 and it is a masculine nation. Apart from that, India is masculinely related to visual displays and representations of power and success, despite the reality that India scores above the middle range very barely. In masculine nations, like India, the aim is at achievement and success, is certified by some material achievements, work, and organizational activities are the base of a person's life as well as visible symptoms and behaviours of success in a workplace is vital. Apart from that, the culture of India values competitiveness, ambition, and assertiveness.
· Uncertainty Avoidance: the score of India in this index is 40 and thus the country has a mediocre to the low liking for avoiding and mitigating uncertainty. Apart from that, in India, there is some acceptance of the imperfections, and nothing needs to be properly perfect and nothing needs to go as planned. However, traditionally, the country has the trait of patience where tolerance and acceptance for serious unexpected things are high. Apart from that, individuals in the country basically do not properly feel compelled and driven to take effective action initiatives as well as feel comfortable and easy when working in established routines and roles with questioning. People and individuals in cultures, like India, where the uncertainty avoidance lies between "medium to low" tend to easily value the idea of risk-taking and ask for change and transformation rather than avoiding and neglecting it, as well as highlight a high acceptance and tolerance for error and distinctiveness. Apart from that, Indian society possesses all the mentioned traits and characteristics which transform the country into a favorable and effective destination for foreigners and outsiders who want to develop their organizational services.
· Orientation: the score of India in this index is 61 and this score is making the country's culture and society with "long-term orientation”. Apart from that, in the country, the idea of “karma" effectively dominates all philosophical and religious thought, and time cannot be a linear aspect, it is totally polychronic, as well as not as vital as it is to Western culture's discern time in a monochronic manner as well as basically score very low on orientation dimension. However, nations, like India, highlight a greater amount of tolerance for their religious views and opinions from other parts of the globe. Often Hinduism is considered an idea and philosophy instead of a religion, and it is also considered a proper amalgamation of views, beliefs, practices, and ideas. Apart from that, in Indian culture, there is the acceptance and thought that there are multiple truths as well as depending on a seeker. However, the high score of the nation on this dimension indicates that the members of the society basically forgive "the lack of punctuality”, and they easily change their plans on the basis of the changing situation and reality.
[bookmark: _Toc100851310]4.0 Cultural sensitivity when doing business in the country
India is the fastest-growing country with a huge economic scope. In the current year, it is found that India has become a 3 trillion dollars economy. A large and youthful population, as well as a strong sector of export, awaits expanding organizations, with a huge base of consumers that far outstrip some other countries (Beteille, 2018). Political stability and the idea of "investor protection" have attracted multiple organizations in the current period. However, there are some cultural considerations and sensitivity issues that every organization needs to understand and analyze. The points of cultural sensitivity are:
· “A cultural hotbed”: with a multi-ethnic and multilingual society, India has cultural distinctiveness between the south and north. A thorough analysis of the underlying beliefs and values of the domestic culture, as well as how the distinctive cultures can affect an organization’s workplace, is vital to the organization's success.
· Understanding local norms and impressions: organizations traditionally promote comfortable and smart clothing as a dress code. A handshake is very common across India and multiple people in the country use “namaste” as a greeting by pressing the palms together. Indians tend to use some formal titles, like using words like Professor and Dr in an organization is a norm. However, “Ji” is also widely used, which is a gender-neutral word.
· Religion’s role: religion plays a vital role in Indian culture. Organizations need to understand and value the religious aspects before developing their marketing strategies and product development strategies. For instance, in Hinduism, cows are a holy animals and Hindus do not consume beef as their food, which is common in western countries. Companies cannot promote beef in their marketing in India (Korom, 2000). It can affect the religious beliefs of millions of people.
· Local language: India has the 2nd largest English-speaking population in the world. However, more than 120 languages are spoken in the country. Apart from that, Indians are very sensitive about their local language. Organizations need to understand their sensitive matter and they can use the local Indian language to promote their services, as well as to connect more effectively with their consumers in India.
[bookmark: _Toc100851311]5.0 Analyze different communication barriers experienced by foreign businesses in the selected country
Some vital communication barriers that the foreign company will need to face in India are:
· Language: language is the most vital barrier in cross-cultural communication and interaction. Since verbal ways of communication are necessary for every field, the understanding and idea of the words' meaning are also necessary (Roy et al. 2016). The barrier of language takes place not just because of distinctiveness in languages, but, also occurs off the type of multiple dialects. For instance, in India, distinctive languages and dialects are spoken in distinctive parts of India. If the communicator is unaware of the proper meaning, it would develop misunderstanding as well as lead to some ideas conflict.
· Cultural values and norms: each culture has its own norms, meaning, and values distinctive from another. Such distinctiveness is created because of belief, judgments, and truth through which people gain knowledge about culture and society. In India, the physical proximity idea is distinctive from western countries. In western countries people maintain a proper distance at the time of communication, however, in India and some other eastern countries people get closer easily and they are soft-hearted people. At the time of communication, people can touch the hands and shoulders of another person.
· Beliefs and Values: the distinctiveness of beliefs and values in cultures and societies also develops a communication barrier. Apart from that, the distinctiveness in the stage of acceptability in societies and cultures is a proper instance. The vital reasons behind all such aspects are affected by the political environment, epistemology, and religion. Value is the form of belief that is effectively located and established in the overall belief system of a person. Apart from that, values tell individuals about their behavior of a person (Sekliuckiene, 2013). However, values can be implicitly and explicitly, as well as they can be individually seen as the form of a system as well as a cultural pattern. India has multiple religions adopted by its individuals, and the distinctiveness in the beliefs and values is an instance of communication barriers developed by cultural aspects.
· Gestures and body language: gestures and body language are other vital aspects of the communication barriers. It is not possible to interact without gestures and body language. It gives justification and meaning for communication. Apart from that, in countries like India, a person’s left hand is acknowledged as unclean and the left hand is used when Indians go to the bathroom and for cleaning dirty things and feet.
[bookmark: _Toc100851312]6.0 Appropriate communication strategies and other relevant recommendations to enable the company to succeed in the country
[bookmark: _Toc100851313]6.1 Recommendation on communication strategies
To avoid unnecessary issues which can arise because of cross-cultural communication, the organization can focus on some specific aspects. For instance, Indians are very concerned about their local language. Any foreign organization establishing its unit in India needs to respect the local language of the country which can be distinctive on the basis of regions. There are multiple instances, where it can be found that MNCs use distinctive languages in their marketing strategies. For instance, to promote a product through advertisement in the north of India, a company uses Hindi, Punjabi, and summertimes Bengali, and the same advertisement uses Tamil and Telugu language in the south. Apart from that, India has a huge number of vegetarian people, and organizations, like, Ocado will need to focus on its vegetarian food products also. Indian culture does not promote the consumption of beef and organizations need to understand that their marketing communication strategy cannot promote beef. The marketing strategy of the organization needs to understand that the company can face backlash if it does not respect the religion of the country. Religious values and beliefs are very vital in communication in India. No organization can disrespect the beliefs of Indian society. For instance, Nestle tried to communicate more effectively with the Indian people by using the pictures of Lord Jagannath, Mata Subhadra, and Balabhadra on KitKat's wrapper. However, this communication strategy emerged as a blunder for the company and it had to face backlash on social media after that Nestle had to apologize.
[bookmark: _Toc100851314]6.2 Recommendations to get success
· Ocado needs to focus on the costs of its products because Indians like products with reasonable costs.
· Ocado needs to develop an organizational environment and culture where the employees can face friendliness.
· India is the largest democracy in the world and the people of the country have the habit of living democratically. The organization can develop an organizational environment where all the employees can democratically take part in the decision-making process as well as get a proper share of the profit.
[bookmark: _Toc100851315]7.0 Recommendation and conclusion
From the study of the assignment, it can be concluded that organizations need to understand and effectively analyze the cultural aspects when they try to expand their services and units in other countries. This assignment has analyzed multiple cultural aspects of India. It is found that in India the organization can face some communication barriers, like, distinctive gestures and religious values. This assignment has also discussed some strategies which the organization can adopt to avoid cultural and communication barriers. Hofstede's cultural dimensions have been used in India to understand the country's cultural aspects.
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