

          International           Business Communications

Assessment 1



Student name: MOISIU      MARIA-ALEXANDRA
Student ID: 1921355
Lecturer: Zainab Atta
Module Code: LCBB 6001


2

TABLE OF CONTENTS
INTRODUCTION	3
MAIN BODY	3
International business and communication	3
Overview of India	4
Theories of international and intercultural communication	5
Hofstede's Cultural Dimensions theory	5
Cultural sensitivity in international business	6
Importance of networking	7
Communication barriers faced by Marshfield Bakery	7
Communication strategies and recommendation used by Marshfield Bakery	9
CONCLUSION	9
REFERENCES	10

[bookmark: _gjdgxs]INTRODUCTION

Business communication is essential in a vast number of activities such as marketing selling etc. A good business communication ensures that everything is done peacefully and according to plan. International business is doing its business globally and worldwide with various channels of communication (Guercini, 2020). The company Marshfield Bakery of United Kingdom, a firm selling various types of bakery products to its customers, is now expanding its business to another country. The Marshfield Bakery specialises in offering a wide range of delectable baked goods, including pancakes and a huge selection of chocolate cakes, at affordable pricing. This report will define international business, talk about communication, and discuss about the chosen developing country. Additionally, it will incorporate an assessment of cultural sensitivity when conducting business in the chosen country as well as the application of theories of international and intercultural communication for the chosen country. Additionally, the value of networking or research into the relative importance of languages, including the amount to which the language of the customer should be utilized as well as the various communication barriers encountered by foreign enterprises in the chosen country, will be highlighted. The presentation will conclude with appropriate communication tactics and other pertinent suggestions for helping the business prosper.
	


[bookmark: _26in1rg]MAIN BODY

[bookmark: _1fob9te]International business and communication
Due to globalisation, internationalisation, and customers' increased awareness of the range of products, foreign enterprises are expanding rapidly (Szkudlarek and et.al., 2020). The company seeks to grow and expand by entering new markets and making its goods and services available to those customers in order to generate a profit. Only with the aid of effective networks and communication channels is this achievable. When conducting foreign business, communication is crucial. Due to a poor communication network, businesses would suffer losses and customers won't be aware of the products available on the market. Therefore, if a business wishes to grow or relocate its operations from one nation to another, it must advertise its products in the intended region and nation so that all of its customers are aware of them. A company from the United Kingdom named Marshfield Bakery sells baked goods that are made by hand and shipped throughout the European Union and the UK (Makhmudov, K., 2020). This creative company is growing its business with constant improvement and looking for new marketplaces for more growth and revenues, both of which are advantageous for the company's progress. This business, which has 45 employees and a $2 million annual revenue, is situated in Dyrham, Wiltshire. This enterprise contracts directly with the government to get funding from regional growth funds and European regional development funds.

Overview of India
Due to increased competition in the United Kingdom, which is weakening this company by limiting it to a fixed amount of income that doesn't allow for further growth, Marshfield Bakery is moving its operations to India, another developing nation, where there are more opportunities for growth and higher earnings. This move will be more advantageous for India as a whole. Due to its large population and diverse population in terms of culture, India offers several opportunities for business. Because of the lack of or minimal competition and the absence of comparable product equivalents, The Marshfield has great advantages while conducting business in India, allowing them to generate enormous returns (Gerlach, 2021).
	Additionally, there are other benefits to choosing this nation, such as the extremely low tax rates in use, the low value of Indian currencies, the presence of a diverse population with a wide range of income levels, and the rising desire for tasty food. Teenagers and adults constitute a sizable segment of the market, and they can be targeted to increase revenues. The workforce of Marshfield Bakery is being trained in such a way that they will give their all-out efforts and be satisfied with the opportunities that are given to them in order to motivate them to provide a wider range of goods and services for India.

Theories of international and intercultural communication
[bookmark: _tyjcwt]Due to the geopolitical, economic, and social linkages between the societies and groups of businesses, both international and intercultural communication place a strong emphasis on culture and communication (Djekic and et.al., 2021). Intercultural communications are those that take place between individuals from various nationalities, as various nations and countries have various cultures. The company Marshfield Bakery is expanding its operations in India, a developing nation with a variety of languages and cultural traditions that make it challenging for the company to run its business there. The company must analyse all of India's communications and cultures and plan its marketing accordingly so that every customer in India can understand its products. The theory chosen by this business for cross-cultural and international communication is:

Hofstede's Cultural Dimensions theory
This theory is intended to outline the elements and variations that influence businesses operating abroad or marketing and selling their goods in markets with diverse cultural languages. It is important to carefully research these discrepancies because they operate as a communication barrier, demotivate clients, and have an impact on business growth and profits. Important to note are Hofstede’s six cultural dimensions given by Dr Geert Hofstede in 1970 which are as follows:
· Power distance index (PDI): The degree of inequality and the amount of power distribution among society's members are shown by the PDI. A high PDI indicates that society and its citizens accept the hierarchical and unequal distribution of power (Maaravi, and et.al., 2021). Low PDI is a sign that society as a whole accepts situations in which everyone is treated equally and authority is distributed equally. Therefore, Marshfield Bakery must examine India's PDI, which is typically high.
· Individualism vs collectivism: This is the distinction between people's behaviours, such as those who may choose to keep to themselves and maintain their thoughts to themselves, and those who choose to stay in groups and express their viewpoints collectively. Individualism results in losses and makes it harder for a corporation to communicate with each individual, whereas groups can be contacted and communicated with more easily (Maaravi, and et.al., 2021).
· Masculinity versus femininity: In India's markets, men are typically favoured and targeted over women because they are more dominant and are therefore able to speak up first. In a society that values femininity, men and women are treated equally and women are preferred more than men, thus the organization must determine to whom it should advertise its products (Darsono, and et.al., 2021).
· Uncertainty avoidance index: There is uncertainty everywhere, and it cannot be eliminated, but it does not mean businesses should give up. Before executing the plan, the uncertainty should be accurately predicted (Sun, and et.al., 2019).
· Long- versus short-term orientation:  The communication of products in society is also impacted by long- and short-term orientation. If long-term goals are chosen, then more sincere and devoted approaches should be used, and vice versa.
· [bookmark: _3dy6vkm]Indulgence verses restraint: This is how society behaves toward life: while some people like it, are open to change, and readily accept goods and services, others are very adamant about their decisions and are difficult to persuade; it takes more work on the part of the organization to win them over (Gallego-lvarez, 2021).

Cultural sensitivity in international business 
Various countries have different cultures, and Marshfield is expanding its business in India, a country with a diverse population. In order to produce goods and services that are appropriate for each target culture or group of people, Marshfield Bakery must first analyse their needs and preferences. There is no point in conducting business in a market if this company is unaware of the culture that is prominent there and the products are not effectively presented to and understood by the customers. The Marshfield Bakery Company also sells coffee with different flavours and tastes, along with all of the popular market snacks. Therefore, if there is a greater range of products accessible on the market, the success of those things will increase because different cultures have unique tastes.
[bookmark: _1t3h5sf]Since not every employee, vendor, or customer comes from the same cultural background, the Marshfield Bakery should focus its marketing and communication efforts first on that culture that is more widely accepted by the citizenry and in which there are the greatest numbers of individuals. For example, Indian adults between the ages of 15 and 30 prefer sweets and coffee over other buyers, so this demographic is the first to be targeted. Due to groupism and collectivism, if one person of a certain cultural group is unsatisfied with the items, the entire culture will stop purchasing them, hence this corporation needs to build or communicate effectively via culturally based networks.

Importance of networking
Through networking, businesses or individuals can reach out to others in other countries or regions to share ideas and opinions. The greatest way to communicate with clients or people in other regions is through networking. Strong networking helps businesses feel more confident. For example, Marshfield Bakery should use effective networking channels to communicate its products to Indian customers with a wide range of clients so that all the customers and groups are effortlessly covered. Networking is crucial for international business, as is communication to grasp market demands and cultural differences as well as to interact with clients to discover their preferences (Godwin, 2022).
Because Indian clients use a wide range of languages and have diverse cultural backgrounds, networking is essential for companies like Marshfield Bakery that will be expanding throughout India. This involves using numerous communication channels to inform customers about new offerings. For instance, Marshfield Bakery should use a variety of communication channels, such as social media and online platforms, to advertise its products in the market and inform customers about their features and quality. They can also use a variety of discounts and offers, such as the first purchase is free for all new customers, to draw in customers.
Language is vital to networking. For instance, if Marshfield Bakery wants to sell its goods and operate in India, it must speak the languages spoken there; otherwise, Indian customers won't be able to understand the products in other languages, and communication will be impeded by language barriers. The business should utilize languages like English, which 50% of Indians can recognize and which makes it easier to define products on multiple networks and communicate with clients. This business should operate successfully by utilising several networks and languages to reach clients effectively and boost profitability (Alshammari and et.al., 2019).

Communication barriers faced by Marshfield Bakery 
There are various communication barriers which every company faced while expanding the business internationally. In this report we will discuss seven barriers of communication which are as follows:
· Physical barriers: There are a number of physical hurdles, including the physical environment, which involves operating the business in numerous locations, the availability of resources, offices, and labour. Noise and poor architecture are two things that hinder effective communication among workers because they misuse physical resources.
· Perceptual barriers: Perceptions are people's mental conceptions of certain products, their resistance to, or obstruction to, changing those products, as well as some widespread notions in their heads, such as the belief that people in India will not readily choose to purchase foreign goods over domestic goods, which reduces the effectiveness of communication (Saint-Pol, and et.al., 2020).
· Emotional barriers: Emotional barriers are the unfavourable attitudes that some people have toward new and foreign products while remaining emotionally tied to their own products. Customers find it difficult to trust new goods and services, and the company finds it difficult to communicate with them as a consequence (Kumar, A., 2022).
· Cultural barriers: The company Marshfield, which is relocating its operations to India, must overcome obstacles such diverse religions and communities, different experiences, and different choices which affect the company's communication.
· Language barriers: The fact that this company is operating in India, a country with a wide variety of languages, presents challenges to properly communicating about the items with customers in several languages.
· Gender barriers: In some communities, men are dominant, and speaking with them will be more effective than communicating with women. This is another barrier that determines who the corporation should engage with and target first. Because its products can be enjoyed by individuals of any age or gender, Marshfield Bakery produces and sells products that appeal to both of these groups of consumers.
· Interpersonal barriers:  They are the unpleasant actions taken by the business and certain groups in relation to particular goods and services, and because it is difficult to change them through communication, the business needs to use communication more wisely. In order for Marshfield Bakery to properly communicate, all of the consumers' negative thoughts must be eliminated, and a positive impression must be created in their minds.

[bookmark: _2s8eyo1]Communication strategies and recommendation used by Marshfield Bakery
[bookmark: _lnxbz9]In order for Marshfield Bakery's products to be successful in the Indian market, it must utilize a wide range of communication strategies and effective communication channels. This business adheres to growth, marketing, low-carbon business plan, and industry norms for environmental protection (Al Shamsi, and et.al., 2020). To make sure that customers are aware of and drawn to the company's products, it should promote them on social media, television, as well as other media. To reach every client and make sure that they can readily understand the company's products, the business should apply all types of language and translate its adverts into all kinds of languages. This business should employ a variety of marketing strategies to draw in customers of all demographics, speak a number of languages, and purchase products with a variety of qualities, such as creating meals and cakes that are more popular with Indian consumers. The Marshfield Bakery should develop a comprehensive marketing plan, assess all the variables that effect communication, and focus on markets where there is a high demand for the products and no competition.
 

[bookmark: _17dp8vu]CONCLUSION

From the aforementioned report, it can be inferred that international business communication is crucial for conducting business abroad, such as when expanding or entering a new country. Communication also plays a crucial role in informing the target country's customers about the products and services. Additionally, it has been determined that the Hofstede culture theory aids the business in properly analysing all the market elements that influence intercultural communication and planning its strategy in accordance with those needs. Additionally, cultural differences make it difficult to communicate with clients because of their distinct behaviours, tastes, and preferences. Through a variety of communication channels, networking enables reaching clients and informing them about goods and services offered in other nations. Before starting a business and developing all the strategies required for the successful operation of the company, there are numerous communication barriers that may arise.
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