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International business communication performs the exchange of information, building of trusts and creation of relationships across cultures. A huge challenge appearing before the organisation is establishment of relationships and building of trust across cultures. The international communication gets complicated further by different practices of a business organisation, language barriers and extent of technological advancement’s implementation (Andrews, 2022). Studies found lack of business communication skills to around 30 percent of the employees around the world the time of making new entry into a market. Considering the importance, Easy Jet’s management has focused on development a clear understanding on international business communication.
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India is one of the fastest growing developing nation that has also been believed to have oldest continuing civilization. Over 10 years of successful run, Indian economy has made places to the top 10 and expected to grow to number five just behind US, China, Japan and Germany. New Delhi is its capital and several language is its official language while Hindi is widely accepted. India is ruled by demographic formed government and guarantees freedom of religion although majority of the population practices Hinduism (Andrews, 2016). Being second most densely populated country, Indian nation has approximately 1.36 billion people that makes the Indian market promising and attractive to the multinational conglomerate globally.
The federal republic of India has grown into and recognized as middle income market economy which nurture capitalist society and pursues long term prospective plans alongside industrial policies. Indian economy has become one of the fastest growing economic powers in most of the time over past couple of decades. Indian economy has state owned enterprises and large group of companies like TATA groups, Reliance Groups and many more which shows the culture of mixed ownership enterprise. The openness of foreign organization is one of the key important aspects of Indian economy which has USD 3.5 trillion economy in 2022 and that made it fifth largest economy in the world (Andrews, 2022). In the near future, Indian economy will become third largest economy in the world.


[bookmark: _Toc123767410]Cultural Differences
In order to clarify cultural differences between UK and India, five cultural dimension of Hofstede’s can be pursued as a pragmatic approach for problem solving. A relations between cultures and management is presented where culture is meant as collective programming of people’s mind in distinguishing between people on the basis of their category. This culture value based system is comprised of power distance, masculinity/femininity, uncertainty avoidance, long/short term orientation and individualism/collectivism.
Power distance: Inequalities in a societies expresses its cultural attitudes towards equal opportunity practices in an organisation. Organisations or institutional member’s power results in acceptance or expectance of equal distribution in terms of power distance. India sits on the high table of power distance index which indicates its belying in acceptance of inequalities amongst the people (Andrews, 2016). The abuses of power of the superiors don’t prevent polarisation of superior-subordinate relationships where individual’s optimism about leadership and initiatives are influenced by formal authority and sanction.
Masculinity: This dimension’s highest score indicates having highest score indicates the winning of the society through competition, achievement and success. This value system continues to the starting of value systems at the school level. Indian society is driven by success where employee’s success depends on family and leisure on the work (Naidoo & Dulek, 2018). Migrated workers in the country leaves behind family and travels across the country in quest of better pay and safe work. 
Long term orientation: Maintenance of connection with every segment of a society represents efficient dealing between future and present. This dimension’s low score represents the preferring of the time honoured. Thrifty nature and adequate effort in modern communication enhances the way of scoring high in the future. Society with pragmatism believes the dependency truth largely on situation and time context (Takino, 2017). Indian people have higher ability to changes adaptation in the societies tradition along with strong propensity to invest, save and for thriftiness and perseverance for achieving expected results.
Uncertainty avoidance: Society member’s feelings about the cultures threatened by ambiguous and unknown situation is known as dimension of uncertainty avoidance which creates institutional beliefs for avoidance. Under this dimension, Indian economy scored low where truth is concerned about immediate social circles and not necessarily laws which is flexible to the suiting of actual situation and pragmatism (Naidoo & Dulek, 2018). UK people can found it difficult to follow ambiguity of Indian people although they are highly adaptable and entrepreneurial. 
Individualism: Degree of maintenance amongst the members must define and address self-image of the people. In the individualistic societies, families expects to be looked after but in exchange of loyalty people considers this taking care of. In the Indian culture, people acts on behalf of the interest of groups which made it collectivist in nature and as a result of that cooperation among colleagues (Takino, 2017). Here, personal relationships can be prevailed over tasks and institutions.
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In order to run regular operation in Indian market, western economies like UK, need to have concern about cultural norms and values. Slow negotiations are usually conducted by Indian people while UK people hurries to the best to make a deal for making quick and sustainable money. Quick negotiations and instant gratification are preferred in the UK’s economic culture which is biased in the short term end. In the phase of pre-negotiation, British team member’s attempts on shortening the process that can be presumed by Indian people as a window to hide something. These differences in culture may play crucial role in growing of mistrust among them which results in breakdown of negotiation.
Universalism VS Particularism: This talks about societal belief regarding codes, rules and values importance. In the particularistic societies, human relationships are considered with utmost importance while in the universalistic societies rules, codes and values are seen with great importance. Being particularistic culturally, friendships role in business negotiation are given a shot by Indian people and negotiations for easyJet may go in vain if they overlooks these (Getchell, 2022). For avoidance of culturally offensive behaviour to Indian people, management of easyJet need to presents themselves in trustworthy and friendly gesture.
Cross cultural negotiation: The negotiation between Indian people and easyJet, its management must concern about prioritising interpersonal relations creation. This negotiation process encompasses cultural norms driven unconscious process and gets complicated alongside undermining effective communication. In the Indian economy, cross cultural complications encompasses the interpretation of cultural behaviour, language and expectations gets influenced by business norms including stage for economic development, power and influence centres, level of bureaucracy and government policies (Ainsworth, 2013). European negotiators like easyJet, researched on discovering Indian’s way to behave, unveiling their homocentric characters and understanding their standards.
Neutral versus affective: Neutral cultural practices for controlling and subduing of feelings but affective cultural practice of Indian subcontinent contributes to their propensity to openness. UK people’s highly natural style can be misinterpreted as disinterest or boredom by the most affective Indian under which British counterparts may found Indian people’s indirect style for communication as vague and ambiguous (Mayfield & Mayfield, 2018). In the media of communication, smile can be meant commonly as media but it can have different meaning and even can be considered as mask. Indian people greets people humble by bowing down and they don’t like physical interaction which must be considered by management of easyJet.
Specific versus diffuse: Diffusion culture says about saving face during a negotiation which is mark for personal dignity and are meant for high status in peers eyes. Indian people prefers a more structural and hierarchical form in which emotions are shown barely in times of negotiation and concerned highly about maintenance of composure and saving of face (Ainsworth, 2013). UK people usually speaks out of their mind even if that causes embarrassment for the counterparts but business prospects with Indian people can be lost if these codes are broken.



[bookmark: _Toc123767412]Communication barriers and challenges (UK VS India)
Following decade’s long promising economic growth, Indian economy has become a major player in the global economy which has grown into an attractive destination to the large market player like UK, US and European Union. However, foreign firm still faces great challenges and greater hurdles be establishment of effective communication and lack of good language skills which will cost easyJet dearly (Marcel, 2019). Firms will find its feet difficult to place in the Indian market without gaining proper understanding about market insights and pursuing appropriate approach to attain success in this market.
Understanding negotiation tactics of Indian economy: In the aspects of business communication, negotiation is considered essential and easyJet will face a number of challenges during their expansion in the Indian market.
· In the Indian culture, emotional display which is blatant are looked down upon that may guide the business in conducting negotiation more favourably (Marcel, 2019). 
· The negotiation phase of Indian people is considerably lengthy which takes longer time and deliberately examines the patience of the entrants in many cases.
· For ensuring the saving of negotiators face, management of easyJet need to make some concession.
In the form of visual aim, communication may be very effective so that alternative channel to communication may be pursued easily.
The need to master local knowledge: One of the key characteristics of a good market is telling the essence for establishment of emotional connection with potential customers and speaking to them about pursuing of ways for driving of actions. The base language is a barrier to meaningful interaction in the market and inextricably linked to the culture also. For competing in the Indian market and bagging of success, easyJets’ management need to be unrest until they sort out what to say and how to say correctly. In the industry of localised marketing, development of an Indian version website should be absolute minimum (Campbell, 2022). Indian culture consists of different cultures, dialects and customs, easyJet must understand and interpret each of these unique approaches for gaining momentum in the competitive situation through bagging their attention.
The limitation of translation app: In the translation app, there is lack of precision which acts as a barrier to accessible communication. Although a long journey has been passed, for a delicate conversations, a translation app can’t be relied upon completely. Although the accuracy of Indian translation on Google translator is by 90%, the degree of confidence will remain low for an advertising campaign (Argenti, 2017). The translation of Hindi language to English is considerably difficult under which easyJet need to take time for the development of translation abilities through hiring of local employees through revision of HRM policies.
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Effectiveness of an organisation in case of communication, enables itself in building strong relationships with all the parties and boosts its cultural diversity and overall organisational growth in the organisation.
Keeping consistency in communication: Organisation’s alignment across all of its communication channel for building a focused brand image shaping of expected customer experience can be ensured by employment of this strategy. This reinforces the brand strategy of the organisation alongside ensuring consistent content design through employment of rules (Argenti, 2017).
Focus on conciseness and clarity: Aiming at building of communication with the customer, this strategy sorts out minimal confusion and misunderstanding for assuring planned reach of its offering by avoiding these.
Uses of asynchronous communication: This embraces a workflow which is more flexible and takes employees and customers into accounts pursuing favourable communication medium in different geographical design. Dynamism in the organisation’s work environment facilitates the employees and customer simultaneously to pursue a feasible way for communication. Both the customers and employees receives enough time and space to craft optimum space by creating more opportunities for communication and collaboration (Cardon, 2016).
Practicing active listening: This strategy aims at gaining more insights into the organisation’s audience and gives shape to the implementation of changes on the basis of feedback. When customers and employees are heard and appreciated, management obtains better understanding about the needs of the target audience.
Humanising of brand: This fosters long term relationships with the customers through connects the brand with the target customer emotionally through showing friendliness and empathy. This enforces trust and transparency through improving ability to establish and maintain meaningful relationships internally and externally.
Communication can be very efficient through employing suitable and adaptable strategy in the core activities of the organisation:
· The well-defined plan or strategy helps bringing everyone on board through establishment and attaining of clear purpose.
· Organisation’s management must have good grip on its target audience and messages must be delivered effectively to its target audience.
· A framework is needed to be developed for delivering the product of the company through communication strategy but it would be critical and crucial (Cardon, 2016).
· For ensuring communication strategies successful implementation and determination of good timing is essential. On the basis of customer wants and needs, the location and time of implementation of the communication plan to implement.
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Investigation on international business communication and its future trends conclude on telling about its enormous prospects and importance. Business organisations are pushed forward to meet customer’s needs around the world by the age of globalisation. An organisation’s communication strategies and approaches need to the effective globally and organisations like easyJet must employ people to reach their goals. For the enhancement of employee’s ability regarding international business communication, business organisation must invest in skills development. 
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