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[bookmark: _Toc][bookmark: _Toc102725136]Introduction 
Tesco is one of the biggest retailers in the United Kingdom. The company has obtained a market share of around 14.4%. It is a highly profitable company, and its is headquarters located in Cheshunt. The company has effectively achieved a competitive advantage by promoting its products and services in the consumer market. The company was founded in 1919 by Jack Cohen, and its journey began from a mere market stall to one of the biggest grocery chains in the United Kingdom. Tesco offers a wide range of food-related products, as the two primary brands are every day and Finest, which sell more than 1 billion pounds on an annual basis (Tesco, 2022). Tesco is considering moving its production to China to enhance its consumer base and revenues. The report provides international business and communications information and a brief introduction to the Chinese market. The report covers different theories to understand culture sensitively when doing business in the Chinese market. The report provides a well-detailed recommendation list to enable the company to effectively conduct its business in the Chinese market and overcome emerging communication barriers. 

[bookmark: _Toc1][bookmark: _Toc102725137]International Business and Communication 
When a business decides to expand its operations and productions to international markets, it is imperative to consider the business from all different angles like marketing, communication, international economies and social responsibility. It will enable the business to effectively manage its systems and operations in the international market. One of the core components of international business is communication. Communication can help with the creation, management and eradication of different companies. This means that communication plays a significant role in the development of the compelling relationship, exchange of adequate knowledge and establishment of strong partnerships. The most critical variable for the success of the operations of a multinational-level company is compelling communication mechanisms. 
Organizations are supposed to effectively understand the overall communication process and ensure that communication-based technologies are properly implemented and paid increased attention to as it is considered highly essential for its growth and development in the business environment. Organizations are required to focus on cross-cultural communication, which means measuring the respective influence of the culture and understanding the communication system between two parties. 
For example, Tesco wants to shift its production and operations to an emerging economy like China to increase its customer base and profitability rate; therefore, it is highly necessary for Tesco to develop a cross-cultural communication strategy to ensure its success and growth in the emerging economy. It will also enable the company to identify predominant communication and cultural barriers that might hinder the internationalization process and will take the company two steps backwards. According to research, cross-cultural communication occurs between members from diverse cultural groups, as they come together with the primary aim to effectively negotiate how to influence each other's behaviors (Ehret and Wirtz, 2020). However, there is a high chance that disagreement and misunderstanding might occur due to cultural values and background differences. Analyzing and studying intercultural communication and international business can effectively reduce the emerging risk. 
[bookmark: _Toc2][bookmark: _Toc102725138]Selected Developing Country 
Tesco has decided to expand its production and operations to the Chinese market. The retail industry in China is growing and evolving rapidly. China has an emerging economy and growing population that will directly benefit the company as it can increase its consumer base by targeting a significant portion of the consumer segment. The country will present immense growth opportunities to Tesco, which must be availed at the right time. It should be noted that Chinese consumers' eating habits and choice of food ingredients are completely different from that of UK-based consumers. It is imperative for Tesco to conduct extensive market research to understand Chinese consumers' needs and eating habits. The choice of ingredients displayed at the stores should align with Chinese consumers' current trends and eating practices. 
The individuals of China have a higher standard of living, which results in an increase in buying power. The company can implement a competitive pricing strategy as the consumer will not have difficulties paying a higher price for the goods and services. In such cases, Tesco is supposed to completely focus on the choice of products as it should appeal to the target customers. The Chinese consumers are highly educated and completely aware of the respective shifts occurring in the consumer market. This indicates that it is necessary for Tesco to create compelling strategies according to the trends and shifts of the current generation. According to a study, the business environment of China is highly diversified as small and medium-sized companies dominate the market.
This further indicates that Tesco will face high competition in the consumer market, and it needs to focus on developing a compelling international business strategy to break through the clutter and gain the attention of the customers. 
There is high accessibility for cheap labour in China, which is one of the reasons why Tesco has decided to shift its operations and productions to China. It should be highlighted that the economic condition of China is in the recovery phase after getting hit by the coronavirus as it immensely disrupted the retail market. The GDP of the country is also on the higher end, as the inflation rate is also increasing. It might be challenging for the company to pick out the most suitable location to set its store, given the rise in property prices (Sajdak, 2021). China is continuously focusing on building its e-commerce system, and this particular area should be effectively utilized by the company if it wants to create a competitive advantage in the local market.
[bookmark: _Toc3][bookmark: _Toc102725139]Application of Theory of Intercultural Communication 
Hofstede's framework will be applied to China to measure the overall impact of its cultural values on workplace behavior. Hofstede's framework is highly used to develop compelling strategies to enable the workforce to effectively work in a multicultural environment. The Chinese culture can be explored by implementing Hofstede's framework to identify the deep diversity of the culture of China.

[bookmark: _Toc102725140]Power Distance 
This particular dimension highlights the fact that all the people living in the community or society are not equal. It will suggest the overall behavior and attitude of the respective culture towards the emerging inequalities prevalent in the society. Power distance is defined in a way that the less powerful individuals related to a company within a respective country accept the fact that the distribution of power is not done equally (Novais and João, 2021). In the power distance index, China sits at 80, which means that the community highly believes that inequalities amongst them are acceptable. The relationship between an employee and manager is polarised, and power abuse by managers is not defended in the Chinese workplace. 
[bookmark: _Toc102725141]Individualism Vs Collectivism 
The dimension states the particular way in which people from certain cultures are promoted to be associated with any group that is opposed to having individualistic-based actions and thinking. China sits at a score of 20, which means that China has a collectivist culture. This indicates that the individuals act in favour of the interests of the respective group as they forego themselves in the overall process. In China, people tend to favour family-based relationships over the individual-based relationship. While doing business in China, organizations tend to stick to their suppliers and vendors as they have established a long-lasting relationship with them, and it prevents them from trying different options. 
[bookmark: _Toc102725142]Masculinity vs Femininity
The dimension states the way in which the community promotes or does not promote the masculine model directly related to traditionalism. China had a high score in this dimension which means that the society is dominated by achievement, competition and success. People tend to place importance on a well-established value system that begins from school and continues throughout their professional work lives. China has a masculine society that is success-driven and oriented (Li, 2018). Service industries will provide ongoing services, and farmer labours will not have any subsequent issues with leaving their family to begin to obtain stable work with a high pay scale.



[bookmark: _Toc102725143]Uncertainty Avoidance 
The dimension states that society has a particular way of dealing with the fact that no one is sure about the future. It refers to the overall extent to which the individuals of the culture might feel challenged or threatened by the uncertainty that has led them to create certain beliefs and institutions to avoid the emerging uncertainty. China sits at a low score in this dimension which means that the Chinese individuals are highly comfortable with uncertainty. They consider themselves to be adaptable and flexible. 
[bookmark: _Toc102725144]Long-term Orientation Vs Short-Term Orientation 
This dimension states how society tries to effectively maintain its connections with the post and how it tries to deal with the current and future challenges. China marked a high score in this dimension which indicates that it has a pragmatic culture. Chinese people believe that the truth directly depends on the shifting conditions. 
[bookmark: _Toc102725145]Indulgence Vs Restraint or Aggressiveness
The dimension defines the overall extent to which the individuals might try to have adequate control over their impulses and desires. China is considered to have a restrained or aggressive society as it marked a low score in this respective dimension. This means that the societies of China have the tendency to promote pessimism and cynicism. Chinese societies are not as open compared to other western societies. 
Based on the analysis of the application of Hofstede's framework to China, it exhibited mixed scores on different dimensions as the country is embracing modernization and making changes in the dynamics of its societies and communities. 
[bookmark: _Toc4][bookmark: _Toc102725146]Cultural Sensitivity 
Cultural sensitivity is being completely aware of the fact that there might be cultural differences and similarities between two parties. It includes the details examination of one's own prejudices and biases. Tesco can expand in the lucrative market by developing an adequate understanding of the Chinese culture. This will allow the brand to effectively empower its respective marketing campaigns and enhance its overall consumer base. 
China has a collectivist society and socialist economic market, and it will present various growth opportunities for the business. The company should cultivate different cultural elements by introducing exclusive products to celebrate Chinese holidays.

For example, Tesco can offer promotional offers and discounts on the Chinese New Year, as it will enable the company to increase its profitability rate. It is imperative for the company to choose the right medium or channel to deliver the marketing message. Internet and social media platforms are considered indispensable facets of the regular lives of Chinese consumers. The internet population of Chinese consumers have crossed more than 830 million, as it occupies around 60.1% of the total population (Li, 2018). This means that the company needs to effectively build its online presence to ensure its success and growth in the Chinese market.
[bookmark: _Toc5][bookmark: _Toc102725147]Communication Barriers 
When Tesco shifts its production and operations to China, it will face increased communication barriers that might cause issues in the internationalization process. It is common in western countries to ask to follow up questions after every deal of business, but Chinese individuals tend to save face and might even neglect the quality of the products. This prevents the Chinese individuals from providing constructive criticism as they do not seek further clarification (Mayrhofer, 2021). Chinese individuals are highly hesitant to ask questions, as this can be traced back to their previous cultural heritage known as saving face. Chinese individuals save face by holding their compelling reputation and prestige. 
One of the major communication barriers while doing business in China is the difference in language. Chinese individuals do not know how to speak the English language from the beginning as it is not mandatory in their academic curriculum. Therefore, it will be highly difficult for Tesco to manage its operations and production due to the difference in language. 
Chinese individuals praise the culture of 'yes', and it significantly impacts the operations and systems of international business. Chinese individuals often respond yes to the most commonly asked questions of the suppliers, and then they will wait till the deadline to notify the suppliers about the delay (Cumming and Zahra, 2020). The main question is that why did not the Chinese individuals let the suppliers know about the delay of the products upfront? A reason for this is that Chinese individuals tend to maintain a compelling relationship with their customers and suppliers, which enables them to withhold important information that might cause a conflict in the long run. 
The organizations in China follow a hierarchical structure as the middle managers or employees do not take part in the main decision-making process.
This might cause issues in the internationalization process for Tesco (Heiba, 2019). It is highly uncommon for the employees to start working on the projects without analyzing the overall complexities and details in China. Chinese people prefer the overall process and procedure to be open, and detailed instructions do not frustrate them in any way. 

[bookmark: _Toc6][bookmark: _Toc102725148]Recommendations 
According to the emerging communication barriers that Tesco might face while doing business in China, the following strategies can be recommended to the brand:
Tesco should develop a compelling cross-cultural training program for its employees to promote a positive organizational culture. It is imperative for the company to understand the cultural differences and ensure that there are no subsequent conflicts occurring at the workplace that might hinder the internationalization process.
It is necessary to develop an efficient communication mechanism to ensure that there is a proper flow of adequate information across the business functions of the company. The company should make sure that a common language is developed among the workforce so they can work hard to achieve the objectives of the internationalization process.
Tesco should provide language training for its employees to ensure no misunderstanding occurs due to the difference in language. The company should conduct adequate research about cultural problems in the communication process. It will enable the employees to understand business etiquette and pay attention to small details. 
The company should promote a regular meeting culture within the workforce, as emails cannot substitute face-to-face interaction. When the company develops a proper meeting culture, it will streamline the business activities and ensure the success of the internationalization process. 
The company must make sure that they have strong human resource management to improve the overall efficiency of the operation and production process. The human resource management of the company must be aware of which tools should be effectively utilized and develop compelling strategies to reduce workplace conflict. 
[bookmark: _Toc7][bookmark: _Toc102725149]

Conclusion 
It is imperative for Tesco to understand the cultural background and values of doing business in China and cultivate the necessary information in its international business strategy. The company should maintain a close relationship with the supplier as it can positively contribute to the overall quality control of the products and services. The company should take its time to understand the business environment as it can prevent making significant mistakes and improve the overall internationalization process. 
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