








INTERNATIONAL BUSINESS COMMUNICATION
Assessment 1 – Resit 
Beatrice Maria Takacs
Student number: 1920012


Table of Contents
Introduction	2
Background of the Country	2
Application of  International and Intercultural Communication Theories	2
Evaluation of Cultural Sensitivity	5
Importance of Networking	6
Different Communication Barriers	7
Appropriate Communication Strategy	7
Conclusion	8
References	9

List of Figures
Figure 1:Hosted Cultural Comparison of China and the UK	4

[bookmark: _j1oj40s2fmh5][bookmark: _Toc109821711]

Introduction
Globalisation currently has created a business environment internationally where businesses from any country or geographical location can try to expand their operations in a different county. This new geographic location can have different cultural backgrounds and encounter barriers to communication. The following report provides a brief analysis of the Chinese market for the expansion of a UK-based company that wants to enter the market. It will provide a brief background and introduction of the chosen country, China and apply various International and intercultural communication theories in this current context.  Moreover, the report will also evaluate the cultural sensitivity that may be encountered by the company when doing business in China and discuss the importance of networking. It will include a brief discussion of the different communication barriers that can be recreated during the process of communication between people who are only able to understand their native language.  The report will conclude with an appropriate communication strategy that can help the business in its expansion venture.
[bookmark: _iexg3jbtto9j][bookmark: _Toc109821712]Background of the Country
China is one of the biggest countries in terms of landmass and It is also the most populous country in the entire world. Since the beginning of the formation of the Chinese economy in 1978, the GDP of the country has had an average growth of 10% per year (Huang and Rozelle, 2018).  Although China is the second largest economy in the world in terms of absolute GDP, its per capita income is relative loan compared to other high-income countries. This makes China a developing country that still needs to improve its position per capita income and reduce poverty in the country (China Power, 2022). Due to its permanent seat at the UN Security Council and membership in various international groups such as BCIM, WTO, BRICKS, APEC, G20 and ASEAN Plus china holds significant political power in international matters. Moreover, the growing influence of the country all over the world is a direct result of its successful trade, investment and innovative business decisions for local businesses. It is worth noting that China’s political and social landscape is white conservative and is quite different from that of Western countries like the UK. 
[bookmark: _cb71f5m497zp][bookmark: _Toc109821713]Application of International and Intercultural Communication Theories In Neway International LTD
Theoretical understanding and evaluation of different countries and their cultural environment can help to develop the basis for organisations to know what kind of cultural sensitivity and communication barrier they can encounter (Sovacool and Griffiths, 2020). The intern cultural communication theories of Hofstede, Samovar, Jandt and Hall highlight different aspects of cultural distinction that need to be kept in mind while analysing comparing different societies. As per Jandt’s theory, language plays a vital role in accelerating cultural differences as it clearly showcases variation in the communication process (Jandt, 2017). The use of language by individual cultures is also important to understand as a language primarily is a means of communication in western countries such as America and England whereas it can serve as a means of relying on feelings and establishing relationships for China. In this particular context, the UK enterprise and its employees will have several difficulties due to the cultural difference, as well as the language barrier in the Chinese Market. On the other hand, Samvar’s intercultural communication theory suggests that during the process of communication factors such as perception, cognitive patterns, verbal and nonverbal behaviour and contextual influences can play an important role (Samovar et al., 2014). In an international setting, it is vital for both parties involved to be conscious of the inherent perception and cognitive pattern that can influence their verbal and nonverbal behaviour.  The context of the situation is also important as it plays a significant role in influencing how intercultural communication will take place. 
In the discussion of the context during the process of communication, a significant theory proposed by Hall and Hall needs to be discussed. This particular theory identifies three primary factors that influence intercultural communication which include the concept of high context and low context society, Perception of space and regard for time (Patel et al., 2020). Traditionally western societies such as the UK lean more towards low context and they tend to explicitly communicate what they want to say with the means of verbal or written communication. On the other hand, eastern societies are countries that value their traditional roots such as Asian, Latian American and African countries are usually high context societies. People are more indirect and it is vital for the listener to have basic knowledge of the background context to properly understand the message.  The space factor is relevant in understanding how low context societies also tend to believe in a “safe distance” while communicating as opposed to high context societies where maintaining physical space is not a relevant factor in the communication process. It has also been identified that some societies tend to be monochronic and they value punctuality and try to maintain schedules with singular tasks at a time (Al-Marri, 2019). On the other hand, in polychronic societies time is nonlinear and people tend to do various activities at the same time due to their flexible attitude toward schedules. While the UK is a monochronic society, China has been traditionally considered to follow a polychronic time system.
One of the most significant theoretical frameworks in intercultural studies is the Hofstede Cultural Dimension. According to this model, there are six cultural dimensions based on which the values, attitudes and belief systems of different societies and cultures can be compared and analysed (Bissessar, 2018). The cultural comparison of the UK and China shows that in terms of masculinity versus femininity and the concept of uncertainty avoidance both cultures behave almost similarly. The score of 66 for both China and the UK in masculinity highlights that both societies value competition and people's achievement defines their success. The low score in uncertainty avoidance means that both cultures are comfortable with ambiguity and certainty. 
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(Source: Hofstede Insights, 2022)
The Other four dimensions help to understand the differences in both cultures. China scores high in power distance (80) and long-term orientation (87) while the UK scores are comparatively low in both aspects (35 and 51 respectively). China's high score in power distance means that the society believes in traditional hierarchical roles and inequalities in the society are accepted as a norm (Wang et al., 2020). The low score of the UK in this dimension means that the culture is more equal in terms of power distribution. A high score in long-term orientation on the other hand portrays China's capability to persevere and its characteristic to be a pragmatic society. The UK's 57 score also shows that the country is not far behind. China scores lowest in the category of individualism (20) as opposed to the high score of the UK in the same category (89). This highlights that Chinese society is a collective one where group or community interest is paramount for the people and sometimes, they can be openly hostile to outsiders (Chuanyue, 2019). The culture of the UK on the other hand is characterised by individualism where each person is expected to grow on their own without the help from a group.  Similar to most Western countries, the UK is an indulgent society whereas China is a restrictive one. In Chinese society, people’s activities are constrained by societal perception and they do not put much emphasis on leisure time.
[bookmark: _kdp3rd3ncqxq][bookmark: _Toc109821714]Evaluation of Cultural Sensitivity
It is significant to remember that cross-border and cross-cultural interactions are both necessary for successful international business. Schill et al. (2019), assert that culture has a significant impact on how people perceive various facets of life, as well as how they act and communicate. In nations that are culturally dissimilar to one another, business etiquette and how specific aspects of these activities are carried out will differ greatly. Even though they are perfectly acceptable in their country of origin, some business practices can be offensive in a different country. Companies engaged in international trade must comprehend the country's society and get past language and ethnocentricity barriers (Thapliyal and Joshi, 2022). Many foreign businesses have attempted to expand their operations in the nation with the largest population due to the rapid growth of the Chinese market over the past three decades as a result of the advent of globalisation (Chen, 2018). However, China's distinct cultural traits do not make it a simple process for the majority of businesses to properly maintain the cultural sensitivity of the people. Similar to most developing countries in the world, culture and tradition are at the heart of the societal structure of China.  People are expected to show respect and politeness in front of their elders and in professional situations. Respect for elderly and experienced people is at the root of the societal structure of China as the Chinese people really value the wisdom of a person acquired with experience and time. Moreover, the Chinese people play a significant value on community and family and organisations trying to expand their business in China need to keep them in mind while developing their products, service or communication strategy.
[bookmark: _synxeaqfd320][bookmark: _Toc109821715]Importance of Networking
Networking is an important aspect of international business as it provides businesses with the opportunity to create proper communication with all of their stakeholders. According to Karami and Tang (2019), proper networking leads to an exchange of ideas in a social setting from which individuals and organisations are able to develop their competency to meet the objectives of the firm. Networking in an international business atmosphere in average forms to connecting with other players in the market and developing proper opportunities by collaborating with companies that provide complimentary services. Guanxi is a Chinese term that is loosely translated to the personal connection, social network or relationship of an individual (Du et al., 2022). This is a form of networking that provides mutual benefit for personal and business relationships and impacts one's ability to complete their objective. It helps individuals or businesses shape their policy to achieve optimal competitive advantage and understand how to address the diverse consumer base of China. Using Guanxi Can help to understand how carbon areas such as Shanghai Beijing and Shenzhen are the best target market for their brands and they are more receptive to Western campaigns as opposed to locations such as Fujian or Jiangsu.
An important part of networking is using language that is properly understandable by the buyers. The official language of China is Mandarin and currently, it is spoken by about 80% of the population.  Previously in 2001, it was estimated that only 56 % of the Population fluently use the language to communicate but in the last two decades the continuous campaign of the Chinese government to promote the use of Mandarin in schools, official government work and media has paid off (HRW, 2020). However, it is important to note that this is not an easy language to learn and use by foreigners. Although the use of English is quite common in China, it is vital that companies operating in the Chinese Market are able to communicate with the target customers in their native language. The concept of the Latin phrase “Caveat emptor” roughly translated as "let the buyer beware." is important in business transactions as it proposes that buyers should be able to understand the information provided by the company before making their purchase decision (Thomas, 2022). The use of local language helps companies in this regard and also enables them to influence buyers’ behaviour. The concept of neuromarketing helps to understand how small factors such as the use of a familiar language can help influence the purchase decision of the consumer.
It is also important to note that the use of local or native language can cause some disadvantages for the organisation as each and every employee that they will hire from other countries will have to learn Mandarin or the company will only be constrained to use local employees. 
[bookmark: _7kg3epsshyy2][bookmark: _Toc109821716]Different Communication Barriers
In the process of intercultural communication, organisations face several optical in their process of conducting business and negotiating deals.  These barriers usually are a direct contribution to the difference in cultures.  The lack of knowledge about the cultural integration of a foreign country creates significant barriers to communication for organisations. It has been identified by Ilie (2019), that cultural differences and discrimination or racism can also contribute to communication barriers.  The lack of knowledge about local business and negotiation tactics also creates barriers to communication for business. 
Some key features of Chinese negotiation tactics include displaying a lack of emotions during the negotiation, expecting a significant amount of time invested in the process and in most cases it is also important to provide some form of concession to finalise the deal (Ordorica, 2021). As cultural misunderstanding can contribute to a communication error, organisations should think about hiring cultural experts and efficient translators to oversee their daily business activities.  Any mistake in the translation process can create a significant misunderstanding between business partners.  However, the lack of accuracy in translation technology can create barriers for businesses in conducting effective communication.
[bookmark: _vhltziew2r5c][bookmark: _Toc109821717]Appropriate Communication Strategy
There are several important strategic decisions that the UK business can adopt to improve their chance of developing a better market position in China and overcome the barriers that the cultural difference and language can create. As cultural differences between the two countries can be one of the biggest challenges for the UK company, it is important they develop proper knowledge about the cultural background of one of the oldest civilizations in the world.  Cultural integration in China differs from the UK in several aspects. As China is a high-context society, communication significantly depends on background knowledge of the context and the characteristics of the culture. It is vital for the employees of the company to learn the factors that influence the behaviour and attitudes of the Chinese people, such as their strong feeling of community and respect for authority and regulation. However, the presence of flexibility and tolerance in the Chinese people is also an important feature that companies need to consider while developing their communication strategy. It is interesting to note that the majority of people in China speak English very well, and that language is frequently used for business communication in a global context. However, the huge number of the population that speaks Mandarin and the governmental support for the language make it imperative for the UK company to ensure it provides proper language training to the expatriate employees. Understanding basic Chinese, the concept of Guanxi and the Chinese business etiquette and negotiation process can also help to strengthen the negotiation process. 
[bookmark: _z78m25h53tmc][bookmark: _Toc109821718]Conclusion
The above report has highlighted how intercultural communication in an international business atmosphere can be a challenging process for businesses that are trying to expand their operation to a new country. The application of various intercultural communication theories has highlighted how the cultures of the UK and China are quite different from each other in various aspects.  The report has also evaluated cultural sensitivity in the context of business in China and discussed the importance of networking for international business.  It has identified some barriers that the UK company can face while doing business in China and provided a brief communication strategy that can help the company to succeed in the Chinese market.
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