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[bookmark: _Toc133496545]Introduction to British Business Communications

The UK is a major global economic power and a hub for international business activity. As such, it has a long history of developing sophisticated communication strategies to facilitate successful business relationships. One aspect of British business communication that is often cited is the importance of politeness and indirectness. This style of communication is known as "British politeness" and is characterized by a tendency to use euphemisms, apologies, and other polite language to avoid direct confrontation or offense (Bao, 2019).

However, it is important to note that the use of indirect communication in the workplace can be challenging for people from other cultures who may interpret it as a lack of clarity or honesty. In fact, some studies have found that the use of indirect language can lead to misunderstandings and even conflict in intercultural communication (Gudykunst & Kim, 2002).

Another aspect of British business communication that is worth noting is the importance of formal language and tone. This is particularly evident in written communication, where formal language and structure are expected in business letters, emails, and other documents. In addition, the use of titles and honorifics is common in British business communication, especially when addressing people of higher rank or status (Bao, 2019).

In recent years, there has also been a growing recognition of the importance of inclusivity and diversity in the workplace. This has led to a shift in British business communication towards more open and direct communication, as well as a greater emphasis on diversity and inclusion. For example, many UK companies have implemented diversity and inclusion training programs to help employees understand and appreciate cultural differences (Rosenbaum, 2019).

Overall, effective communication is essential for creating an inclusive workplace and building successful business relationships in the UK. While there are certain cultural norms and practices that are unique to British business communication, it is important to recognize and accommodate cultural differences in order to facilitate successful intercultural communication.
[bookmark: _Toc133496546]Introduction to Tesco

In order to show its dedication to diversity and inclusion, Tesco has established many projects to create a positive and inclusive workplace. Tesco has a Diversity and Inclusion Steering Group that oversees workplace diversity and inclusion policy. This organisation develops equity and anti-prejudice activities, including unconscious bias training for all personnel (Tesco PLC, 2021).

Tesco also offers flexible working hours and allows employees to work from home. This policy improves work-life balance and fosters an inclusive, supportive workplace. Tesco also offers disability, women, and LGBT+ employee support networks. Workers from diverse backgrounds feel safe and supported in these networks (Tesco PLC, 2021).

Tesco's diversity and inclusion efforts are also a selling factor. The company wants more women and people of colour in top management. Tesco offers mentorship and coaching to help professions grow and promote diversity (Tesco PLC, 2021).

Tesco's policies and practises generally promote a positive, inclusive working culture. The company acknowledges the importance of cultural understanding and clear communication in creating a diverse and inclusive environment. Tesco's diverse staff, support networks, flexible working regulations, and talent management illustrate this focus. Thus, Tesco is a good case study for understanding how line managers promote inclusive workplace policies and practises (Tesco PLC, 2021).
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Global communication requires international and multicultural communication. Hofstede's (2011) Hofstede model of cultural differences is widely used. The model identifies five cultural dimensions: power distance, individuality vs. collectivism, masculinity vs. femininity, uncertainty avoidance, and long-term vs. short-term orientation. This paradigm may be used to examine and contrast the cultural values of the UK and China, two extremely different nations.

Low power distance in the UK makes people more egalitarian and values equality. Individualism and self-expression are valued in the UK. China has a larger power distance and values hierarchy and authority. China is more collectivist and values group cohesion and loyalty (Lin, 2019). Communication in an international company requires understanding these cultural variances.

The Hofstede model is used to analyse cultural differences and communicate across cultures. The Trompenaars and Hampden-Turner model, which identifies seven cultural dimensions: universalism vs. particularism, individualism vs. communitarianism, specific vs. diffuse, neutral vs. affective, achievement vs. ascription, sequential vs. synchronous, and internal vs. external control, has also gained attention in recent years. To comprehend UK-China cultural differences, use this paradigm.

Intercultural communication researchers have also produced theories. The communication accommodation theory (CAT) posits that people change their communication style to suit others (Giles, Coupland, & Coupland, 1991). The face-negotiation theory examines how different cultures regulate their public appearance in communication (Gudykunst, 1993). Both theories may be used to UK and China to explain how communication styles vary and how people might modify their communication to better understand each other.

Applying these theories and frameworks to the UK and China environment shows that successful communication involves underlying cultural values and norms. The UK values direct communication and expects people to voice their thoughts. In China, indirect communication and nonverbal clues are favoured (Lin, 2019).
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The incorporation of cultural sensitivity is a crucial component for facilitating successful communication within a worldwide professional environment. In the context of the United Kingdom, it is imperative to exhibit sensitivity towards the varied cultural and national identities that are present within the workforce. The Chartered Institute of Personnel and Development (CIPD) (2021) asserts that the promotion of diversity and inclusion is a crucial factor in establishing an inclusive work environment. Comprehending the cultural disparities and intricacies of the heterogeneous labour force in the United Kingdom is imperative.

Likewise, the significance of cultural sensitivity cannot be overstated in facilitating efficient workplace communication in China. According to Lin's (2019) observations, guanxi, which refers to personal relationships founded on mutual trust and respect, is highly valued in Chinese society. Comprehending the significance of guanxi holds paramount importance in establishing prosperous associations with peers and customers in China. Moreover, the Chinese communication approach is inclined towards indirect and implicit expressions, which may pose difficulties for individuals from Western cultures accustomed to more straightforward communication (Lin, 2019). The ability to recognise and adjust to cultural variances in communication is crucial for achieving effective communication in China.

Wang and Hou (2021) assert that the promotion of cultural sensitivity and understanding is crucial in establishing an inclusive workplace in both the United Kingdom and China. Acknowledging and respecting cultural differences and recognising the value that diversity brings to the workplace are essential components of fostering an inclusive work environment. In the United Kingdom, employers have the ability to enhance cultural sensitivity within their workforce by offering intercultural communication training and facilitating opportunities for employees to gain knowledge about diverse cultures. In the context of cross-cultural business interactions between China and Britain, it could be advantageous to offer training sessions aimed at enhancing employees' comprehension of British business culture and communication patterns, thereby facilitating more effective collaboration with their British counterparts.

Fostering an environment of receptiveness and deference can serve as an additional means of advancing cultural sensitivity. Establishing a conducive atmosphere wherein staff members are at ease in expressing their viewpoints and ideas without apprehension of criticism or bias is imperative. In the United Kingdom, employers have the ability to foster transparency within their organisation by incentivizing personnel to express their opinions and contribute their insights, irrespective of their hierarchical status. In the context of China, it could be advantageous to establish avenues for employees to engage in social activities beyond the workplace, such as team-building exercises or corporate excursions, as a means of fostering camaraderie and cultivating a sense of mutual reliance among coworkers.  
[bookmark: _Toc133496549]Communication Barriers in UK and China

The existence of cultural discrepancies and linguistic barriers may present challenges in attaining effective communication in a cross-cultural workplace setting. Employees in the United Kingdom who do not have English as their first language may experience communication obstacles. In the workplace, the occurrence of misunderstandings and misinterpretations can have adverse effects on productivity and teamwork. In order to address this matter, Tesco may consider implementing language courses or other language support programmes to assist employees who may be in need of such resources. According to Lin (2019), the implementation of this approach can promote the creation of a work setting that nurtures inclusiveness, thereby facilitating efficient communication among all members.

Communication obstacles in China can emerge not solely from linguistic discrepancies, but also from cultural disparities. According to Lin's (2019) findings, the Chinese communication style is often indirect and relies heavily on nonverbal cues, such as facial expressions and body language. The communication approach could present a difficulty for individuals hailing from Western cultures who lack familiarity with it. In Chinese communication practises, the preservation of one's reputation, also referred to as "saving face," is highly valued. This often results in the avoidance of public criticism, as noted by Lin (2019). Understanding the nuances of cultural subtleties is a vital component in facilitating effective communication in China, as it serves to mitigate the likelihood of misunderstandings and misinterpretations.
Despite efforts to promote cultural sensitivity and understanding, communication barriers may still arise in a multinational workplace. The presence of language barriers can pose a considerable challenge to effective communication, stemming from variations in linguistic aptitude or the utilisation of disparate languages among parties involved. 

Communication may give rise to misinterpretations and misunderstandings. The objective of this paper is to present communication strategies and suggestions for Tesco in both the United Kingdom and China. The primary objective is to ascertain the optimal communication channels and strategies for effectively engaging with customers and stakeholders in both of these markets. The present analysis will rely on pertinent scholarly literature and empirical case studies to guide the proposed suggestions. The primary objective is to assist Tesco in improving its communication strategies and fostering more robust connections with its intended audiences in both the United Kingdom and China, as noted by Lin (2019).

Tesco possesses the capability to implement diverse communication strategies and recommendations to overcome communication barriers and foster an inclusive work environment in both the United Kingdom and China. It is suggested that Tesco provide its employees with training sessions aimed at improving their comprehension of cultural diversity and proficient communication techniques in a global workplace setting. This methodology has the potential to enhance employees' cultural awareness and empower them to adapt their communication tactics accordingly. Moreover, it is possible for Tesco to introduce language support programmes for its staff, such as language training and translation services for those in need (Bao, 2019).

Tesco can potentially participate in guanxi-building endeavours in China, such as organising team-building activities and networking events, to foster the establishment of interpersonal connections and confidence between staff and customers. Understanding the importance of guanxi could potentially assist Tesco in fostering successful relationships in China and creating a more inclusive organisational culture.

Establishing clear communication channels and protocols is crucial for ensuring effective communication among employees working in both the United Kingdom and China. The act of engaging in this practise has the potential to promote a collective comprehension and mitigate occurrences of communication breakdown and misunderstanding. Moreover, Tesco possesses the capacity to foster a feedback-oriented culture, whereby employees feel comfortable providing feedback to both their colleagues and higher-ups. The adoption of this methodology has the potential to improve communication and cultivate a professional setting that is distinguished by transparency and inclusiveness (Bao, 2019).
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In brief, the importance of effective communication cannot be emphasised enough in creating a comprehensive workplace for Tesco in the UK and its expansion into China. It is crucial to have a thorough understanding of the cultural differences and nuances between these two countries in order to effectively communicate in a multinational business environment. Communication obstacles can arise due to differences in language, culture, and misunderstandings. Nonetheless, these challenges can be addressed through communication strategies and recommendations, such as implementing cultural diversity education and language support programmes. By implementing the aforementioned strategies and recommendations, Tesco has the capacity to create a workplace atmosphere that cultivates inclusivity, thereby providing all personnel with a sense of value and the aptitude to communicate effectively.

For Tesco to attain success in both the United Kingdom and China, it is imperative that the company employs communication strategies that are culturally sensitive and mindful of cultural differences. The tasks mentioned involve providing linguistic aid, altering communication strategies, and promoting awareness and sensitivity towards different cultures. By adopting this strategy, Tesco can potentially foster a work culture that is more inclusive and hospitable, while simultaneously enhancing its relationships with clients and collaborators in both geographical areas.
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