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[bookmark: _Toc100672637]Introduction

All across the world, business owners offer their wares. In today's global economy, people from different countries work together. Every country and culture has communication challenges. Maintaining these intricate corporate links is more accessible through good international business communication skills. As a result of poor international communication, conflicts are sparked worldwide, and businesses are damaged. Etiquette and nonverbal clues have an impact on how people communicate. Understanding cultural diversity and the significance of intercultural communication are two key components of globalization. Every culture has a remarkable impact on the way a person communicates verbally. For example, the word "no" is intensely disliked in Japan. Never say no out loud in Japanese business culture unless one means it. This could lead to a lot of uncertainty.
For the most part, attention is focused on a Chinese-British joint venture in China. There will be a focus on cultural sensitivity in China and Hofstede's aspects of culture that are unique to both countries (in the UK as well as China).
[bookmark: _Toc100667600][bookmark: _Toc100672638]Introduction to China
The world is well aware of China's cultural and historical contributions. This spirit of national pride permeates nearly every facet of Chinese life, from business to education. However, The business culture of China is still mostly unknown to many individuals throughout the world. Like other countries, the business culture in China is also unique. Companies in China value tradition because they are proud of their history. Meetings, recruiting and pitching all require familiarity with Chinese business etiquette. Chinese business practices have the following characteristics:
[bookmark: _Toc100667601][bookmark: _Toc100672639]Language
Mandarin is the official language of commerce in China. In business, they prefer to speak in Manderin than English (Lauerman, 2011)
[bookmark: _Toc100667602][bookmark: _Toc100672640]The Standard Business Attire
It is traditional for men and women in China to wear shirts and ties and pants, and a jacket to work in a professional environment. Therefore, they closely adhere to this tradition (Gruys, et al.,2010).
[bookmark: _Toc100667603][bookmark: _Toc100672641]Chinese business never stops
The British value their time significantly. Despite this, in China, "life is business." Discussion about business is a constant presence. Businesses are an essential aspect of people's lives, regardless of whether or not they work for the company itself. In China, business receptions, private dinners, and luncheons are commonplace. Late-night pastime karaoke is frequently performed professionally. On the other hand, evenings and weekends are commonly dominated by obligations relating to one's job.
[bookmark: _Toc100667604][bookmark: _Toc100672642]Guanxi
Long-term commercial relationships are referred to as "Guanxi" in China. The methods used by the West and the East to build trade links across civilizations are vastly different. For example, in the United Kingdom, it's unusual for companies to send gifts to their outside parties. But in China, giving presents can improve a  company's relationship. Understanding the Chinese concept of "guanxi" is essential to building successful business partnerships in China (So and Walker, 2013).
[bookmark: _Toc100667605][bookmark: _Toc100672643]Businesses mentality
Preparation is vital when dealing with Chinese companies. It's essential to make sure there are enough copies of the proposal. Bright colors should not be used in the presentation materials. Meetings begin with small talk, which is very important to them.
[bookmark: _Toc100667606][bookmark: _Toc100672644]Businesses communication
When speaking, nodding is a common occurrence among the Chinese. Nodding means they understood the speaker's point of view. Punctuality is an essential factor for Chinese people. They want everyone at the meeting to be on time. Face-to-face meetings are preferred by the Chinese rather than phone conversations and emails.

The Chinese concept of Tan pan is a blend of two characters that imply 'to discuss' and 'to judge.' According to the Chinese perspective, confidence and cooperation can be built through discussion in China. It is common in China for negotiations to be built on long-term relationships (Schwartz, 2020). It is not uncommon for final decisions to be reached outside of formal meetings, in locations like restaurants and bars, for example. Interpersonal negotiation is preferred by many Chinese. Rather than short and efficient dialogues, they prefer long-term partnerships. For instance, they like long-term correspondence and giving gifts and festive greeting cards. Intending to build long-term commercial relationships, they seek to know as much as possible about their partners.
[bookmark: _Toc100667607][bookmark: _Toc100672645]Hofstede Cultural Dimensions
As outlined by Hofstede, a theory of cultural dimensions can be used to assess cultural aspects on a worldwide scale. In terms of business, it is a valuable tool for companies who want to extend their activities abroad. Using this approach, any business wishing to enter a new market can better understand the cultural distinctions (Hofstede and Bond, 1984).
Hofstede’s theory includes 6 cultural dimensions:
1. [bookmark: _Toc100667608][bookmark: _Toc100672646]Power distance index: 
The gap between those in positions of power and those in less privileged institutions is measured in power distance (like the family). For centuries, traditional societies have accepted and encouraged a more cooperative or liberal type of power. Connecting as many individuals as possible is a good thing. Worker feedback and criticism of management decisions is a fundamental expectation. Authoritarian and paternalistic power structures are more common among those less powerful. It doesn't matter how powerful a subordinate is; all they want is respect. People's views of power are shifting, but not the actual power distribution (Basabe and Ros, 2005). Only 35 percent of British people believe in reducing individual inequality, whereas 80% of Chinese people believe in preserving societal equality (Uta, 2021).
2. [bookmark: _Toc100667609][bookmark: _Toc100672647]Individualism vs. collectivism: 
People who live in an individualistic culture are entirely guided by their aspirations. The United Kingdom has a bias toward such a society. Maintaining social cohesion is a primary concern for those in a collectivist society. Hofstede's findings suggest that China has a strong preference for collectivism (Sinha and Tripathi, 2000).
3. [bookmark: _Toc100667610][bookmark: _Toc100672648]Uncertainty avoidance: 
Many people prefer conventions and rituals because they provide a sense of security. As a result, people's willingness to accept risks is reflected in their comfort level with uncertainty avoidance. Risk aversion is more prevalent in communities that avoid uncertainty. Uncertainty-avoidant people are more receptive to unique experiences and discoveries than those who are more cautious. According to Hofstede's research, China has a lower uncertainty avoidance index than the United Kingdom (Roll, et al.,2015).
4. [bookmark: _Toc100667611][bookmark: _Toc100672649]Masculinity vs. femininity: 
Force is a sign of masculinity in society. In conservative culture, males must display their toughness and strength via their actions. Regardless of gender, men and women value victory highly. Men and women react differently to emotions. But in a culture dominated by women, both sexes feel more linked. This leads to a lot of empathy for the outsider. According to MAS, the UK and China are very similar in this (Chong, 2013).
5. [bookmark: _Toc100667612][bookmark: _Toc100672650]Long-term orientation vs. short-term orientation: 
It shows how society sees the world. Long-term residents are more concerned about the future. They encourage endurance, frugality, and flexibility. Short-term cultures emphasize values such as permanence, tradition, identity, fairness, and social responsibility by focusing on the past and now. China has a high LTO, while the UK has a low one.
6. [bookmark: _Toc100667613][bookmark: _Toc100672651]Indulgence vs. restraint:
[bookmark: _Toc100667614]The basic human needs of those in developed societies can be met. People have the right to live their life as they see fit. Self-absorption and self-determination are the key concepts here. Laws and regulations that discriminate against people impede their ability to fulfill their desires and needs. Restrictive societies affect people's moods—a sense of helplessness and helplessness (Amgalan,2016). Sixty-nine percent of British people are willing to follow their instincts to have fun and enjoy life. On the other hand, a quarter of the population lives in China, where the emphasis is on labor rather than fun (Uta, 2021).
[bookmark: _Toc100672652]Cultural sensitivity
China is a highly sought-after destination in the international marketplace. However, before entering the Chinese market, marketers must first learn about Chinese culture to strengthen their marketing efforts and avoid alienating Chinese consumers.
Business in China has many complexities, but one of the most difficult is understanding Chinese culture, especially concerning marketing.  It is going to demonstrate how China's cultural sensitivities are different than those of the United Kingdom.
[bookmark: _Toc100667615][bookmark: _Toc100672653]China's group-oriented society contrasts sharply with British society's emphasis on individual freedom
Any success in a democracy like the United Kingdom is viewed as an individual.  Victory for the group in a team-oriented culture like China. Rather than only thinking about one's interests, the Chinese prioritize the impact one's actions will have on the larger community (Pun, et al., 2000).
[bookmark: _Toc100667616][bookmark: _Toc100672654]The Chinese place more importance on individuals at the top of the social ladder
In the United Kingdom, employees at all levels of a corporation are permitted to communicate with their superiors.  However, Low-wage workers in China do not see their bosses very often. Instead, everyone understands their role in the system and abides by its norms.
[bookmark: _Toc100667617][bookmark: _Toc100672655]Chinese discourse may seem more straightforward to British speakers
Even while the British enjoy placing individuals in context to build rapport, they may find Chinese small talk intrusive and too intimate for their liking (Mak, 2019). Tourists from China may find the British corporate terminology and tone uncomfortable. In China, people are taught to consider before they speak and to accept the prevailing social structure. Reading between the lines is essential for British enterprises in China if they want to do business with their Chinese counterparts.
[bookmark: _Toc100667618][bookmark: _Toc100672656]Compared to the British, Chinese people are more likely to form long-term relationships with others
At first glance, the British appear to be kind but perplexing. Having a companion in China is a big deal, and they'll do anything for them. Guanxi, or business alliances and contacts, is the Chinese term for this strategy. Employees regularly gather for fun and games to build lasting professional connections.  However, Work and personal life are not mutually exclusive in the United Kingdom.
[bookmark: _Toc100667619][bookmark: _Toc100672657]In the eyes of the British people, freedom of expression and knowledge are fundamental rights that must be protected
China's media and the internet are tightly controlled. Many online editions of Western media, like Instagram, YouTube, and Facebook, are not available in China. There is a more considerable emphasis on open communication in the UK's corporate culture than in China's.
[bookmark: _Toc100667620][bookmark: _Toc100672658]People in China are willing to ignore disagreement or confrontation to maintain their good names
Businesses can suffer irreparable harm if both parties lose face. On the other hand, Chinese Executives tend to avoid direct comments to preserve the other person's good face. When it comes to being plain and clear, the British may find this challenging. The worst thing a British coworker can do in a conversation is to try to prove a point when it comes to success. The British place high importance on reputation and even friendships (Zhang, 2004).
[bookmark: _Toc100667621][bookmark: _Toc100672659]Success and failure factors of joint venture
In a joint venture, two or more international investors or an individual from a foreign country join forces with another company to form a limited liability partnership (JV). The joint venture shareholders are only liable for the money they invested in the endeavor once it has been established as a legal entity. Consequently, this pledge is only applicable to the joint venture and not the parent firm.
Many well-known corporations, such as McDonald's, Starbucks, and most recently, the Chinese ride-sharing unicorn Didi Chuxing, have embraced a joint venture (JV) corporate structure in their operations (Wong, 2019).
In a joint venture, the following are some of the success factors:

· Expansion is made possible through joint ventures. In contrast to acquiring a company or establishing a presence in another country, joining forces with another company enables a more rapid entry (Gaille, 2020) . Similarly, McDonald's recently announced intentions to open 4,500 new restaurants in China. In addition, McDonald's expansion locations were improved in a cooperative effort. McDonald's can expand into China's third and fourth cities with its real estate holdings. Due to the elaboration, the company intends to grow its market share in these locations between 35 and 45 percent (Wong, 2019).
· Joint ventures give corporations access to local reputation, know-how, distribution networks, consumer markets, consumer comprehension, local production facilities, and government contracts. McDonald's lagged behind other food companies due to a lack of marketplace knowledge and resources. However, McDonald's joint ventures in China give management access to local business experience. Following the announcement, McDonald's plans to offer digitized and personalized eating options, popular in China (Rastogi, 2017).
· A company can make its imprint on the global market through a joint venture. For example, McDonald's is making a nationwide drive for expansion; it wants a large percentage of its shops to be franchised.
Through an international joint venture, companies can exchange complementary intellectual property assets, such as technical knowledge. Small and medium-sized businesses reduce the costs and hazards of conducting business in a foreign market. Joint ventures are less riskier than acquisitions in international markets since they provide greater flexibility if local conditions change or the market and relationship prove unfavorable. For example, McDonald's became the world's largest non-U.S. market when it formed a joint venture with China. The fast-food company seeks to reclaim its market share by allowing local decision-making that is more flexible to satisfy consumer needs by relinquishing control of the business.
It is going to explain some failure factor while doing joint venture in China below:
The classic adage "United we stand, divided we fall" holds in a joint enterprise, no matter how many variables there are. If an enterprise starts a partnership too rapidly without first trying to get to know one's partner and the goals of the joint venture, it may suffer the following failure causes.
Business partners' misunderstandings might lead to costly decisions. A simple misconception can occur in intercultural between the United Kingdom and China. Joint ventures can, on rare occasions, fail as a result of exploitation, as has been demonstrated. For example, the idea of a joint venture is sometimes used by Chinese firms to entice international firms to hand over their technology. According to Chinese lawyers, numerous joint ventures are exploitative. Foreign businesses are lured into joint ventures with Chinese corporations by the promise of money, technology, or expertise. The Chinese company will form the joint venture. China acquires the foreign company's assets but does not form a joint venture. They will then either go quiet or provide the foreign firm with falsified documentation claiming that the joint venture was created with the property held by a private entity.  Failure is inevitable for joint ventures that exploit their partners' shortcomings. Therefore, businesses should use caution when establishing joint ventures (Bricken, 2020).
[bookmark: _Toc100667623][bookmark: _Toc100672660]Recommendation: 
There are some recommendations to make the joint venture successful in China. They are going to outlined below:
· To avoid misunderstandings or misinterpretations that could lead to failure, the company must pay close attention to Chinese culture.
· Preoccupation with sustained competition. The basically includes danger for outsiders in Chinese joint ventures is the potential of creating or assisting a rival. Consequently, the agreement should be viewed in this light.
· Because of the high number of failed joint ventures in China, it is critical to understand the other party's motives. Therefore, a thorough investigation of the potential partner's reputation, bribery, anti-corruption policies, and any history of regulatory non-compliance is required to ensure that the partnership is safe.
· One must establish open lines of communication with the joint venture partner. Before the process can begin, all stakeholders must know precisely what they are expected to contribute and when. There may be provisions in a contract that allow one party to buy out the other if there is a significant and unresolvable dispute.
[bookmark: _Toc100667624][bookmark: _Toc100672661]Conclusion
Finally, joint partnerships enable enterprises with limited resources to boost their productivity. When one group is strong, the other can gain from it. As a result, economies of scale benefit both companies in the marketplace. Now there's a whole new market to explore, and it has the opportunity to do well. In addition, there are the challenges of adapting to the target country's culture and other business variables. The joint venture will fail if these components are missing. For example, suppose one organization has more expertise, expenditure, or assets than the other parties participating. In that case, it is conceivable for an imbalance to exist in a joint venture because many companies are involved. To put it another way, the relationship suffers since the effort put out does not pay off. A company's location must be stated in its incorporation documents if it is worth anything
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