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[bookmark: _Toc102341687]Introduction
This report aims to present the intercultural differences between China and the UK in the event of a relocation of typical British production to Asia. It is assumed that a British company wants to move to China for certain reasons, and managers should be aware of this. Many difficulties may arise as a result of cultural differences, but all this could be avoided by reading the report on the research topic. The main theories that analyse the profile of Chinese culture are considered. Attention is paid to the nature of cultural sensitivity in China. The main obstacles that could face the British company are identified and analysed. Finally, a vision of how a communication strategy could be developed is presented.

[bookmark: _Toc102341688]Brief introduction to China 
The choice of China as a strategic partner of the British company Pashley (Pashley Cycles, 2022) is not accidental. This choice is based on several facts closely related to the economic and historical development of one of the fastest-growing economies in the world - the Chinese economy. It is, therefore, necessary to monitor China's economic development, while linking to the specifics of Chinese culture. In practice, this has strongly influenced the choice of this country as a strategic partner of the British bicycle manufacturer - Pashley. 
China is an ancient and ancient civilisation. This determines its cultural roots and the general behaviour of the population. Founded around 1250 BC (Szonyi, 2017), China is a vast population of diversity and cultures in different parts. Because the country is huge in the territory, it is administratively divided into 34 administrative regions, including 23 main provinces, five autonomous regions, four municipalities and two main regions with special status. All this forms the image of the culture of modern China (Sarkar, 2020). 
The other main indicator that is important for the study is China as a developing economy. It is indisputable that this country is a thriving economy due to numerous reforms implemented by the Central Policy of the ruling party. The visible progress can be seen in Figure 1 (Ligang Song (Ed, 2019). From the presented figure, it is very clear that the country is in a huge boom, making it a leading economy. On the other hand, the attractiveness of foreign investors stems from this fact due to the many factors such as the political system, access to many resources, built infrastructure and others. It should be noted that cultural changes are also a fact due to the influx of many foreign investors in recent years in the country. Comparing China with itself 40 years ago, it can be argued that the change is in the direction of opening the economy to the world because of many political decisions. At present, modern China has successfully managed to balance the centralised management of the country and the capitalist management of private property (Lunn and Britain., 2006). This also greatly changes the face of cultural relations and must be taken seriously as a factor in the success of foreign investors.
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Figure 1. The Chinese Economic Transformation
Source: Ligang Song (Ed (2019). Chinese economic transformation: views from young economists. ANU Press.

[bookmark: _Toc102341689]Application of theories of international and intercultural communication on the selected context/Country 
In order to establish effective communication between the selected British company and the representatives of the Chinese country, it is necessary to prepare a profile of the cultural differences of each of these countries. This profile would greatly help to understand the nature of managers on both sides while avoiding unpleasant and unforeseen situations. Preliminary preparation is part of the ultimate success.
The main differences between the UK will be defined and China to achieve this goal. While working for IBM, in 1968 and 1978, Hofstede conducted a large-scale study of labour values in 53 countries where the company has offices, involving about 116,000 employees. He then noticed that there was a correlation in the answers to some of the items from the questionnaires (Hofstede, Hofstede and Minkov, 2010). By studying correlations and using factor analysis, he discovered the independent dimensions of cultures. In one of his revolutionary studies, the author draws a parallel between different countries, which is dictated by the nationality of the country. The main differences between the UK and China could be presented as follows: 
China falls entirely under the so-called Collective Culture. Characteristics of this culture are the following main things:
 - the whole group is supported, as the group itself is perceived as a family.
 - the group is concerned about its members and shows almost no concern for other groups.
 - members of the group are threatened with expulsion if they do not follow the rules imposed by the group.
 - there are different rules for the group and outside it.
 - strongly supports the elimination of conflicts.
 - there is a strong sense of group morality of the type if I make a mistake, everyone makes a mistake.
 - It is characteristic of the members of this type of group that they are introverted.
On the opposite side is Britain, which falls into the group of individualists. Characteristics of this group are the following main things such as:
 - public care for all, regardless of whether they are members of the group.
 - each member of the group is able to make decisions even different from the group ones.
 - there are clear, uniform rules of conduct, but all must follow them.
 - in case of mistakes, the guilt is personal and not group.
 - the opinion of the members of the group is strongly encouraged.
Many factors play an important role in the development of good international communication, but three of them are essential and the future of communication between the UK and China must be taken into account(Samovar, Porter and Mcdaniel, 2012). These are:
  - Cultural Predestination is directly related to the understanding of Chinese stereotypes back. It would help if you did not make any business relationships based on past events. History is changing, and therefore stereotypes should not be created that could also change.
 - Individual Values - nations are filled with a wide variety of people, combining different types of cultures, religions, beliefs, and values in their identity. Therefore, it should be borne in mind that even if a British company does business in China, it is not necessary to negotiate with people who identify as Chinese.
- Culture Is a Set of Dynamic  Processes of Generation and Transformation - Culture is constantly changing, combining many ideas and beliefs stemming quite often from the history of the nation. That is why it is good for the British company to get acquainted with the history of China and the country's political system. This is presented in the first part of the report.

[bookmark: _Toc102341690]Critical evaluation of cultural sensitivity when doing business in the selected country supported by relevant examples
Intercultural sensitivity is: "an individual's ability to develop emotion
towards understanding and appreciating cultural differences that promotes appropriate and effective behaviour in intercultural communication "(Chen and Starosа, 1997). Sensitivity in the communication process in doing business is an attitude to the problems in the communication of the interlocutors (Micklos, Walker and Fay, 2020). That is why the participants in this process must be very well prepared for future negotiations. Britain and China are totally different in terms of sensitivity, and the two countries behave differently. These authors clearly emphasise that intercultural sensitivity is directly related to cultural competence. This, in turn, requires a representative of the British Bicycle Company to know in detail different countries of Chinese culture and be able to abstract from:
 - national differences stemming from ethnic, religious and gender identity;
 - the possibility of not accepting everyone as equal. This will be quite easy for the British due to the fact that in their culture, as mentioned, everyone is widely accepted as part of the group;
 - the understanding of achieving end results in different ways. This is directly related to the ability of managers from the UK and China to achieve the same results but with totally different methods and tools. For example, the ultimate goal may be required to make a profit, but the Briton will require this to happen gradually and everyone to participate, while the manager from China may order this to happen now, regardless of which team does it. 
Another important feature of intercultural sensitivity is the management of emotions. Emotional intelligence is an important quality that every manager, no matter where he should be. There are questions about the purely technological way of communication in this case. In China, people see communication as a game of bowling (Schrank, 2013). Once a player has finished the game, he can pause for a while. This in the UK can be seen as a crude form of communication. That is why the Chinese sometimes consider themselves passive and often do not say everything. 

[bookmark: _Toc102341691]Discuss and analyse different communication barriers 
British companies in China face state, legal and regulatory challenges on two main fronts. First, China is an emerging market with a relatively weak and rapidly evolving judicial and regulatory institutional environment (Methavee Gomootsukhavadee and Cruz, 2011). Second, and perhaps more importantly because of their asymmetric impact, local and central government actors can potentially use local institutional instability and regulatory flow to favour and support local businesses. 
China is a multifaceted Asian country that quite often, due to confusion regarding its cultural differences, a phenomenon in communication called cultural conflict is observed. This leads to open confrontation and the inability to negotiate smoothly between British managers and their Chinese counterparts. That is why it is important to define and understand the nature of cultural conflicts acting as a barrier to subsequent negotiations and business relations (Nie, 2017).
Another significant barrier to the ability to build a future British-Chinese business is the way different countries define their cultural habits, cultural values and, in general, how they perceive the way of the communication. Differences between the two countries are evident even in understanding "time". The British are famous for their accuracy. Perhaps it is no coincidence that one of their most famous landmarks is a clock - Big Ben. They just want every activity to be done on time and accurately. Their business logic is simple - you follow the schedule and things work out. The Chinese have different understandings of this. They just have a habit of postponing activities. If something cannot begin and end today, it can be done tomorrow. This philosophy of the nation can simply provoke a serious conflict between the British and the Chinese. Therefore, this fact must be considered before starting a business. 
Another communicative difference that manifests itself as a barrier to effective business lies in the following feature. Many people of different nationalities live in the UK, many of whom even use the small names of the interlocutor in the official etiquette of the address. This is widely accepted and is not a problem even in official communication. In China, the situation is different. As a typically collective party that adheres to the hierarchy, official addresses are the backbone of the family. It is even customary to use a person's position in relation to his position. This shows the class hierarchy and accordingly suggests how to negotiate with the person.

[bookmark: _Toc102341692]Communication strategies and other relevant recommendations 
The communication strategy must present a plan to be followed in order to implement effective business communication. As a result, it is possible to carry out joint business activities between the British bicycle company and a Chinese partner. 
The communication strategy has some basic elements that are considered important in effective communication (Jones, 2008). The foreign country must develop these elements - in this case the strategy should be developed by the British company. Therefore, the company must comply with the following elements:
 - defining and prioritising the goals of communication;
In this case, the main goals of the communication process will be related to the possibility of the British bicycle company moving its production to China. On this basis, the objectives of the communication strategy will have to be developed.
 - identifying the right target group in the communication process;
Finding the right group involves knowing China's history, religion, and cultural characteristics. All this was presented earlier in the development. Managers and engineers who have experience in bicycle production can be mentioned as the main target group. However, China is a major producer of this product.
 - building and sending appropriate messages and messages;
Proper communication requires consideration regarding the etiquette of circulation in China, which is subject to a strict hierarchy. The British must also be careful in the direction of the technology of conversation, body language and more. It is well known that there are many rules of etiquette and behaviour in the Asian country.
 - the choice of strategic channels for messages.
Today, one of the main channels of communication in remote countries is the use of any technological means of communication (S C L Koh and Maguire, 2009).
These elements can be perceived as the main steps – recommendations in building an effective communication strategy. 
The following are the main recommendations for managers in the UK:
  - to listen carefully to the interlocutors, giving them enough time for dialogue
  - to analyse and improve, if necessary, the necessary qualities for business in China (Hargie, 2019).
- not to accept any stereotypes arising from historical events or preconceptions;
  - not to accept the notion that if the British perceive the world in a certain way, then the Chinese have the same worldview.

[bookmark: _Toc102341693]Conclusion
If the managers of the chosen organisation want to do future business in China, they should follow a number of cultural rules of conduct. The main limiting conditions stemming from China's perceptions, beliefs, history, political environment and even natural factors must be taken into account. Achieving this ambitious goal requires the development of a specific strategy to be used as a follow-up plan. Just keep in mind that China is a developing economy ahead of Britain in certain economic indicators. That is why the qualities and skills of China's future partners should not be underestimated for a moment. It is well known that success does not depend on the implementation but on the preparation of the plan.
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The Chinese Economic Transformation 1. Deepening reform and opening-up for China to grow into & high-income country
» ” The ‘East Asian’ growth model allowed several emerging countries and economies

to become industrialised and to catch up with the living standards of the advanced
economies. This model—fearuring openness to trade and investment—has also
benefited China since its reform and opening-up policies were introduced, and the
Chinese economy has become increasingly integrated with the global economy.
During this phase, the main drivers of growth were structural changes in the
economy away from the agricultural sector towards the manufacturing and service
sectors, which were propelled by fundamental reforms in both rural and urban arcas
(Figure 1.4). As workers move from rural to urban areas, the increase in labour
combines with capital and imported technology to yield rapid productivity growth
(Song etal. 2011).

Share of China's GDP in World GDP (
Share of China's GOP in GOP of Emerging and
Developing Asia (%)

o 0
198 1985 1990 1995 2000 2005 2010 2015 2020

A -

Figure 1.2 China’s share of global GDP and of emerging and developing 06

Asia GDP, 1980-2024 (per cent) 05

Note: Post-2017 data are estimated values. 0r
Source: Authors’ calculations based on data for GDP (in current US doliar prices) from IMF (2019). 0 ‘—\—_\—’_‘M\N
800 02 x\,_\'_._*_‘__’_’_‘

01

600 0

1004 1999 2004 2009 2014

o0 “ll'.l h“‘ ‘|II|‘ 1'. a8 —e—primary VAshare  ~S—Secondary VA share Tertiary VA share o

15336
18°C Sunny (=]

21/04/2022




