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Global trade and business play a significant role in one country's economy. Every country wishes to spread its business outside the country. Wider social and political issues depend on worldwide business. This is why different companies are highly interested to reach till the international customers. For this purpose, they introduce their products in suitable countries according to their policies. United Kingdom ranked the world's fifth-largest economy by Gross Domestic Product (GDP), and the eighth-largest by purchasing power parity (PPP) (Cavusgil et al., 2014). There are different Uk based companies that show interest in moving their business to other countries. However, when a company wants to move to another location with its products, a number of challenges pop up. The company needs to deal with those challenges in a proper way to build up a profitable environment (Cavusgil et al., 2014). For example, if a Uk based company wishes to move the business to a developing country like China, a number of facts are needed to be considered such as the cultural diversity, demand, and acceptance of the products, customers' requirements, and so on. However, considering these a company successfully runs a business in a different location in the world.


[bookmark: _Toc102424417]A Brief Overview of China
China is the world's most populous country. The population of China is more than 1.4 billion, and has a vast and diverse landscape with an area of 9.6 million square kilometers (Callahan, 2019). China is an upper-middle-income country with great economic power. In terms of nominal GDP since 2010 China has had the world's second-largest economy and according to the World Bank, it has become the largest in the world in 2014 (Rofel, 2017). The service sector, agriculture, exports, intensive manufacturing, and especially technology are some major industries that drive the growth of China. China plays an effective role in other countries in the sector of trade and investment. Moreover, this country has a greatly diversified economy and plays a consequential role in international trade (Hannum and Xie, 2014). Chinese culture is highly enriched and it influences trade and business. Their society has a positive effect on the relationship between customers and marketing. A huge population of China has different kind of preferences which is often shaped by their culture and tradition. Chinese people practice a warm culture that encourages entrepreneurship which allows more people to exercise their potential and thus business activities increase (Hannum and Xie, 2014). China has worldwide trade partners as it developed a marketplace around the world that is growing day by day. In addition, economic modernization is happening rapidly in China. Also, Chinese trade with developing countries is appreciated and it has been continued through credits, grants, and other forms of assistance. China imports machinery and apparatus like chemicals, fuels, computers, semiconductors, etc. while exports manufactured goods like electrical and electronic machinery, clothing, etc. (Hannum and Xie, 2014). American many countries are showing interest to expand their business in China. Though after the Covid Pandemic the situation seems different. Every country's economy has fallen. Therefore, it will take time to become the economy more stable.
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Hofstede's cultural dimensions theory provided by Geert Hofstede works with cross-cultural communication. The members of a society are affected by its culture and values and the relation of the behavior of the members and the culture of that society is derived from this theory. After deep research on national cultural preferences, by analyzing the cultural values Geert Hofstede and his team proposed four dimensions. There are six key aspects when the national cultures of different countries are compared including the individualism vs. collectivism (IDV), power distance index (PDI), uncertainty avoidance index (UAI), Masculinity versus femininity (MAS), long term orientation versus short term normative orientation (LTO), and indulgence versus restraint (IVR). However, there is a fifth dimension, long-term orientation,  provided after research in Hong Kong, and in 2010, the sixth dimension self-restraint is added. However, this theory is widely popular and used for research on particularly cross psychology, cross-cultural communication, and internal management. 
The United Kingdom ranked the forth most positively viewed nation in the world, according to a global opinion poll by BBC (Dweiri and Almulla, 2018). uring nations such as Wales, Scotland, and Ireland. China is a multi-national state and Chinese history is ancient as well as beautiful where culture and tradition are the national identities (Hannum and Xie, 2014). Culture varies from nation to nation which makes differences from one group of people to another. Therefore these two countries have vast cultural and traditional differences. 

Power distance index: The power among the members of institutions of a country is not distributed equally. In easy words, the acceptance of this inequality is defined as power distance. In the United Kingdom, this index is comparatively lower among the higher class than the working class. The PDI score, 35,  expresses some inherent tension but in a fair way, it is believed that no matter where one is born, he can reach any point of success in life (Dweiri and Almulla, 2018). Besides, with a score of 80, China has a higher ranking in PDI. Here people accept the inequalities and superior relationships. Formal authority and leadership have a great influence on society. 

Individualism: This index implies how much independence a society considers of the members. United Kindom has a score of 89 which is quite higher than many other countries (Dweiri and Almulla, 2018). It shows that the British are quite self-concerned and private people and also they want to find their own purposes in life and contribute to society. On the other hand, China has got 20 in this index. The low score implies that Chinese people consider group tasks more than their personal interests.
Masculinity: In this index, the United Kingdom has a score of 66 which implies that the society is a masculine society. Therefore, there are competition, achievement, and success orientations what British people practice in their life. China also has a score of 66 which is the same as the United Kingdom. So, China is also a masculine society.  Chinese people like to ensure their success even if they need to compromise with their family or leisure time. 

Uncertainty avoidance: This index reflects in which manner the members of society create beliefs and institutions when they are afraid of unknown situations in the future. The uncertainty avoidance score is quite low, 35 which shows that British people are happy to cope with the situation whatever comes next and they express this with the term "muddling through". In this case, China also has a low score of 30 (Dweiri and Almulla, 2018). The Chinese are comfortable and they can adapt to any situation. Even their language contains a lot of ambiguous meanings. 

Long-term orientation: New challenges come in the present and future and a country has to deal with them. This index describes how much the members link the dealings with the past. The United Kingdom has a score of 51 which is medium in this case. On the other hand, China has a score of 87 in this dimension which is quite high. They believe the truth of a situation depends on the context and time. Also, traditions are very important to them. 

Indulgence: According to this index, a culture can be described as indulgent or restrained. A society, where people have strong control over their desire and impulses is called restrained. On the other hand, the weaker one is indulgent. British culture possesses a positive attitude and has fun with a high score of 69. In the contrast, China has a low score of 24. Chinese people control the gratification of their desire and they do not like to have more leisure time.
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Figure 1: China (Hannum and Xie, 2014).
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In today's cloud marketplace it is very common to do business with people all over the world (Hannum and Xie, 2014). In addition, we need to build manufacturing factory, office, outlet in a different country in a different region. Therefore, they need to collaborate with the people of those countries. It is very important to deal with those people by awarding about their culture and their norms. The customer may be from different parts of the world. They can be local or international. So, there is no way to underestimate the cultural sensitivity to establish a successful business.

Cultural sensitivity means the respect and understanding of other cultures. The proper understanding and knowledge of different cultures people, their norms, festivals, their similarities, and differences helps people to understand and communicate effectively (Hannum and Xie, 2014). It also helps to grow professional relationships. Culture affects people in different ways. It is expressed by their way of talking, lifestyle, gestures, etc. How we are dealing with problems and how our attitude toward our colleges and seniors depends on culture. Every culture has its own way to express norms. 
Chinese business culture involves indirect and underlying communication. Chinese social structure and communication are strictly formal. Therefore, the participant needs to be well aware of his position and the person should be very polite towards others. To establish a successful business in China we need to keep in mind that,
· Politeness: To run a successful business in China it is essential to be polite with others. For worst communication, the business can be burnt in a few days.
· Respect: Owners always need to be respectful towards partners, office workers, and surroundings. Without being respectful it is very tough to survive in the market and in Chinese society as well.
· Conflict:  To run a business profitably foreign businessmen need to avoid conflict. Conflict could be very dangerous there. Moreover, Chinese people love to do bargaining so clever businessmen don’t settle down in their first proposal.
· Teamwork: Chinese people loves to do teamwork. They love to achieve things by being a team member. Therefore, it is very important to be a very good team player there.
· Pride and honor: These are very common there that Chinese people to settle down and deal with a handshake except for a signature on paper because they have a very strong sense of pride and honor.
· Eating out etiquette: Eating out etiquette is also important aspect of China. Here the one who invites will pay the bill. In China tipping the staff at a restaurant seems rude. Moreover, their people don't try to hurry. 
· Tea business meeting: Chinese people prefer tea business meeting etiquette. As a herbal and natural drink, they prefer tea. It is considered to be friendly and welcomes people.

Following all these strategies one can easily overcome Chinese cultural sensitivity.
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In recent years many foreign companies have entire in China for business purposes. While there are many opportunities for them at the same time, they also face different problems and challenges. They must enjoy cheap labor and transport facilities but they also face some vital problems like those of human resource management, customer loyalty, cultural difference, etc. Human resource management is one of them (Wu et al., 2019). The problem raises for communication barrier. 

Human resource is the build-up of a company. To grow a potential business human resource sector must be strong. Without qualifying stuff in the company or organization, it is really tough to see the progress. It is more important for a foreign company to expand the business all over the country. Human resource plays the most important role in it. Communication could be a barrier to managing this huge population (Wu et al., 2019). Therefore, in the human resource sector, the company needs to recruit talented and skilled employees. To grow a strong human resource company, need to focus on a few things.
· Localized knowledge: Good marketing expert will always suggest make a polite connection with all of the active customers and stuffs should talk very politely to draw their attention (Wu et al., 2019). Although the original language is one of the most obvious obstacles to a interactive interaction with the Chinese market, the language is totally linked with the culture and it is peoples emotion. Therefore, the company needs to recruit a lot of potential local employees. The local people should be managed and served by the local people. That will be very beneficial for the company.
· Chinese negotiation: Negotiation is one of the most important skills in every business. In addition, through discussions with Chinese local business leaders, owners should present many unique business challenges that stuffs must prepare for. Therefore, the negotiation should be emotional and avoid direct criticism (Wu et al., 2019). Chinese negotiation should be longer and sometime the business owner can extend.
· Overcome language barriers: To grow a profitable business the company needs to decrease language barriers (Wu et al., 2019). It is best to learn a few basics of the Chinese language and the company can recruit people who can communicate in a common language.
Besides, there are some issues in the social environment. Then need to grow trust and loyalty for them among local people. To sum up, to overcome the communication barrier the company must need a strong human resource management team. 
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There is various way to grow proper communication with Chinese people. In the business sector, we can communicate with them by email, phone call, or by using any website (Gao, 2016). Email communication is one of the preferred ways to communicate with Chinese people. It is the most convenient way to maintain a relationship with the client. They might feel comfortable discussing issues in written communication. Social media and phone call communication can be recommended as well. For business communication, the way is preferable and quite handy as all of the world is now connected with the latest technology (Gao, 2016). Face-to-face communication still rules in the Chinese business environment.  For face-to-face communication, some verbal and non-verbal things should be maintained.
· Indirect communication: It is necessary to maintain friendly relations, the Chinese peoples are comfortable in indirect communication. They reply in limited words and more on posture, expression, and voice to draw attention. Their speech is often vague, and they may underestimate it. Its purpose is to maintain emotional attachment. 
· Refusals: A Chinese people response with face protection and politeness means they will rarely respond directly to negative responses, even when they do not agree with you. Therefore, focus on the hints of contraction and listen closely to what they say. Moreover, also pay close attention to what they don't say and double-check your understanding.
· Laughter: When spreading bad news, a Chinese person can smile and laugh to spread uncomfortable situations.
· Voice: In general, Chinese men speak louder than women. Therefore, in any conversation, if women speak louder than it is possible that the woman is in bad mood.
· Language: English could be the common language to communicate.
· Personal space: The Chinese feel comfortable standing one arm's length above each other. When meeting any strangers, this distance between them will be even greater.
· Physical Content: The Chinese usually do not touch their strangers unless it is inevitable.
Besides all these, there are some minor nonverbal things that should be maintained politely like eye contact, silence, body language, etc. Chinese people talk less but follow people's body language.
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To sum up, China could be a good choice for UK based company to move their product for business. Considering opportunities, economical structure and people China is very much business friendly country. To bring Chinese business relationship next level foreign companies just need to learn basic cultural and communication guidelines. Considering above all key points a company can easily establish their office, manufacturing factories and out lets. As the labor and technology cost in China is low cost so the company can reduce extra investment and increase the profit. Understanding Chinese business culture and etiquette can be very beneficial for startup business in China. Peoples of China are very much supportive and they are too much productive. Peoples are talented there. So, it will be much easier to make a good human resource management sector there to lead the company in right direction. Other problems can be dismissed when the human resources and stuffs will be talented and hard working. Every employee should maintain proper etiquette and they will be respectful towards their colleagues and others. By maintaining this strategy properly any UK based company can expand their business in China.
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