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[bookmark: _Toc108540502]INTRODUCTION
With the evolution in internationalisation and globalisation in businesses, the scope for international business communication has also increased significantly (Gomez-Trujillo and Gonzalez-Perez, 2020). The assessment of the aspects and detailed concepts of, 'International business communication' is the topic of the report. The report will be prepared about the UK based FOM London Skincare Company. The assessment of international business communication will be part of the report. The chosen developing country for moving the products of the company is, ‘India’. The report and discussion will be supported by the application of relevant theories like Hofstede and Jandt. The cultural sensitivity of the location and major barriers to facilitating business in foreign will be part of the discussion in the report. The report will include the assessment of relevant communication strategies for effective business processes. Developing the understanding and knowledge of business communication is the aim of the report. 


[bookmark: _Toc108540503]INTRODUCTION TO COMPANY
Incorporated in October 2013, FOM London Skincare Company is a skincare brand that dwells in the UK market. The company produces plastic-free skin care products that contain anti-pollution elements. The company produces eco-friendly and sustainable products. The forecasted revenue of the company is around £11.87 billion and the number of employees associated with the FOM London Skincare Company is around 25 (FOM London, 2022).


[bookmark: _Toc108540504]CONCEPT OF INTERNATIONAL BUSINESS AND COMMUNICATIONS
Today's business environment is highly competitive and companies are required to evolve and adopt relevant practices to sustain in the highly competitive business environment.  Internationalisation of the business is one of the relight business practised adopted by the business organisations, to sustain in the market and to attain higher growth and development (Shevtsov and Obolenska, 2020). Globalisation is one of the complicated and key practices that provide help to businesses in accomplishing higher growth and development. To facilitate effective internationalisation practice, Communication is very important. 
To attain a competitive advantage and to implement the business in a foreign country effectively, the business communication process is been adopted by the Companies. To resolve the differences in culture, language and other aspects, business communication is been adopted (Shevtsov and Obolenska, 2020). The available cultural and other barriers are been eliminated through the business communication process and the smooth facilitation of the business practices is been facilitated through it. By adopting effective business communication, the reputation of the firm in the international business market is been maintained and the objectives of the business are been accomplished. To facilitate the business in the new market, the business organisation needs to check and understand the culture, beliefs, trends, preferences of customers and other related details (Tien et al., 2019).


[bookmark: _Toc108540505]INTRODUCTION TO INDIA
FOM London Skincare Company is a private limited and to expand the market the selected developing country is India.  India is among the leading and highly developing countries in the world. Indian economy is highly developing and is the fifth largest growing economy in the world. The high diversity in the population and the increasing purchasing power of the country are the factors that build growth opportunities for new businesses. The global output of India has doubled to 7% and the purchasing parity of the country makes it thread the largest economy in the world (India, 2022).


[bookmark: _Toc108540506]INTERNATIONAL AND INTERCULTURAL COMMUNICATIONS THEORIES
The assessment of cultural aspects is very important for the facilitation of the Business process in the Indian Market. The managers and leaders at FOM London Skincare Company are required to analyse the cultural and other related aspects and elements of the country. Hofstede’s cultural dimensions are one of the effective and relevant theories that help in analysing the related aspects of culture in India (Rojo et al., 2020). To facilitate the business the cultural dimensions of the Home country of FOM London Skincare, i.e., the UK and India are been assessed. 
[bookmark: _Toc108540507]HOFSTEDE'S CULTURAL DIMENSIONS THEORY
To facilitate and practise international business communication, the assessment of the cultural dimension is carried out by the application of Hofstede’s cultural dimension theory. The comparison and cultural dimensions of the UK and India are as discussed below:
[image: ]
[bookmark: _Toc108540239]Figure 1 Hofstede Cultural dimensions of the UK and India
Source: (Hofstede’s Insight, 2022)
Power index
The power distance of India is higher than that of the UK. The distribution of unequal rights between the lesser down and privileged with power is present in India which increases the power index to 77 points. Directive communication is adopted for business processes. In the UK the score of power distance is 35 which reflects the equality in communication and other aspects of the business (Hofstede’s Insight, 2022).
Individualisms
The dual collectivism in India is been indicated by its score of individualism. The 48 score reflects the both; collectivistic and individualist cultures of the nation. In the UK the high degree of interdependence is been maintained at the score of 89 (Hofstede’s Insight, 2022).
Masculinity
On the dimension of masculinity, the score of Indian society is 56, which indicated the dominating values in the society. The Competition and achievement-driven society is been reflected in the masculinity score of India. The extent of competition and success orientation in the UK is higher than in India with a score of 66 (Rojo et al., 2020).
Uncertainty avoidance
The created beliefs and the control over avoiding uncertainty is been depicted by uncertainty avoidance. The medic to the low extent of preference for avoiding uncertainty is been reflected by the score of India, i.e., 40. In the context of the UK, the uncertainty avoidance score is 35, which indicates the end goal-oriented culture of the country (Hofstede’s Insight, 2022).
Long term orientation
The management of past leadings along with dealing with future challenges is associated with a long-term orientation. The score of the UK and India in this dimension is 51 which reflects that the dominant presence is not present in the countries and the normative nature is been practised. 
Indulgence
The high extent of its tendency toward cynicism and lower gratification in India is been reflected through the 26 scores of indulgence. In the UK, the indulgence score is 69. The willingness and optimism of the society is been reflected through the high score (Rojo et al., 2020). 
[bookmark: _Toc108540508]JANDT THEORY OF INTERCULTURAL COMMUNICATIONS
In the assessment of the theory of intercultural communications Jandt Suggests that intercultural communication is an important practice and is impacted by several factors (Hoa, 2019). It is been abstracted through the analysis of the theory of intercultural communication that negotiation and conflicts are the key aspects that are required to be focused especially in the intercultural communication practice. By turning the conflicts into agreements negotiation and effective intercultural communication can be accomplished (Gomez-Trujillo and Gonzalez-Perez, 2020). The intercultural communication theory of Jandt is a guide that suggests the ways by which conflicts in the intercultural communication process are been managed. Negotiation and conflict management are the key tools for the effective intercultural communication process as per the theory (Hoa, 2019).


[bookmark: _Toc108540509]CULTURAL SENSITIVITY FOR BUSINESS IN INDIA
Cultural sensitivity and awareness are among the key aspects required for facilitating business in the international market. It is the key factor that impacts the growth and development of a company in a foreign country (Carruthers et al., 2018). With the emergence of technology, the process of communication has become easier for business organisations, but to bring the utmost efficacy in the content and communication process, awareness about cultural sensitivity is very important.FOM London Skincare Company is required to have a high and detailed awareness of cultural sensitivity for facilitating business operations in India (Bhattacharyya et al., 2018). The awareness of the cultural sensitivity of the nation helps the manager and leaders in the company to form and implement the strategies effectively. Cultural sensitivity is defined as the awareness of the related differences and similarities in the cultural aspects for ensuring the efficacy of the communication process (Gomez-Trujillo and Gonzalez-Perez, 2020).
In the context of India, the extent of cultural sensitivity is very high. India is a highly diverse country in terms of culture and demographic differences. Due to the high diversity in the country, the psychology and behaviours of the customers are impacted by it (Shevtsov and Obolenska, 2020). To facilitate business in India, the psychology of customers is required to be assessed by communication managers at FOM London Skincare Company. The assessment of the cultural sensitivity in India brings the following points:
· Cultural hotbed
Indian society is highly diverse and has huge subcultures within. The religion, culture and values followed by the Indian people are highly varied and multi-ethnicity is followed in the culture. For beauty and cosmetic brands like FOM London Skincare Company, the assessment of the valued and beliefs practised in the culture is very essential (Carruthers et al., 2018). 
· Language
Along with the high diversity in the culture, linguistic differences are also associated with Indian society. The communicators and marketers at FOM London Skincare Company need to assess and prepare the content that supports the business establishment in the country (Bhattacharyya et al., 2018). 
The critical assessment of the cultural sensitivity of foreign businesses in India suggests that due to the presence of high diversity and legal reliabilities in the country are advantageous for business in India (Doshi et al., 2019). The legal structure for operating foreign business in India is very easy and thus the least taxes and complication are been faced by FOM London Skincare company. The positive aspects associated with the cultural sensitivity in business in India are the variety and acceptance of the company by the customers. The high purchasing power of the customer and the fast growing economies situation of India is the key aspects that supports the business of FOM London Skincare Company in India (GERMINARIO, 2018).
The negative aspects obtained through the critical assessment of cultural sensitivity in India are various. Due to the presence of high degree of variety and diversity, the exact measurement of cultural sensitivity is difficult (Doshi et al., 2019).  Due to the cultural and geographical differences in the culture of the country, the business organisations are required to adopt more than one communication channels to reach to customers effectively, and it costs a huge amount of money. The cultural diversity and sensitivity for the business in India, is associated with the opportunities and challenges. It is very essential for the marketers at FOM London Skincare Company to identify the opportunities and facilitate the research to reduce the extent of risks (GERMINARIO, 2018).
[bookmark: _Toc108540510]IMPORTANCE OF NETWORKING
Language is one of the key aspects of culture and communication process. To facilitate the communication process, the knowledge of the native language is essential. To establishes the network and to form the connection with the local customers, the language is been adopted by the business organisation. The selection of language is based on the culture of the company (Braslauskas, 2020).To share the ideas and to deliver the thoughts the language selection is been made. 
Language is very important because it is the only medium that enables the FOM London skin care company to share the ideas and to build the reputation of the company in the Indian market. To form the emotional connection with the customer and to define the identity of company, the language selection is been made based on the suitability. The educational level and other aspects of the customers are been identified and checked in the selection of Language (GERMINARIO, 2018).
The efficacy in meeting the company objectives and the smoothness in facilitating the business are the advantages associated with the language. The marketers are required to be highly sensitive and aware in the using the language for the advertisement and business communication because in lack of it the Company may suffer the heavy loss in reputation. 


[bookmark: _Toc108540511]BARRIERS OF COMMUNICATION IN FOREIGN BUSINESSES
The international business communication process is restricted due to the involvement of various barriers. To facilitate the effective communication is very difficult for the business organisations in the foreign land. The marketers and managers at FOM London Skincare Company may face the limitations in effective communication due to the below barriers:
· Linguistic barriers
The difference in the language is one of the key barriers that may impacts the working and business communication process of FOM London Skincare Company (Adanlawo et al., 2021).  The lack of sufficient knowledge of native language is the barrier in formation of effective message. The Company can hire the translators and people having the appropriate knowledge of native language of Indian Market. The mismatching in the styles of communication is among the key barriers of communication process (Braslauskas, 2020).
· Ethnocentrism
Ethnocentrism is among the key barriers that is been faced by Business organisations in the effective business communication process. In ethnocentrism the own culture is been considered superior to other and thus the marketers at FOM London Skincare company may face the challenges in effective delivering the message to the customers in India (Braslauskas,  2020).
· Psychological barriers
The psychological barriers that impact the effective communication process are among the key challenges faced by the FOM London Skin car Company in the Indian Market. The differences in the styles, attitudes and beliefs of the Indian customers may vary from the UK customers and thus the FOM London Skincare Company may face the challenge in effective facilitation of communication due to the differences. The lack of trust and past experiences of customers also acts as barriers in communication process (Adanlawo et al., 2021). 


[bookmark: _Toc108540512]STRATEGIES OF COMMUNICATION AND RECOMMENDATIONS
To reduce the extent and impact of communication barrier and to facilitate the effective business communication, the marketers at FOM London Skincare Company are required to form the effective communication strategies (Ali et al.,2021). Some of the relevant and effective communication strategies that FOM London Skincare Company may adopt to facilitate communicating in Indian market are as listed below:
· Avoiding slangs and simple language
It is one of the key strategies to form the message. To deliver the message in business communication process, the marketers are required to avoid the slangs. The use of slangs may create the misunderstanding and may bring the poor consequences (van Tulder et al., 2018).  By keeping the language of the message simple but attractive and catchy, the effective communication can be facilitated. The linguistic barriers can be reduced by the use of simple language. 
· Cross checking
It is always an effective strategy in facilitating the business communication process. The prepared message can be cross checked by the marketers to ensure the higher efficacy (Bolten, 2020).   The help from experts who have the strong knowledge of native languages can be asked to cross check the message. It is highly important for the FOM London Skincare Company to ensure the confirmation before delivering the message to avoiding the risks and conflicts (Ali et al.,2021). 
· Verbal and Non-verbal Communication
The use of verbal and non-verbal communication strategies is among the key strategies that help in facilitating the effective communication process. To mitigate the extent of psychological barriers, the FOM London Skincare Company may use the visuals and non-verbal aspects of communication. It helps in increasing the effectiveness of the message (van Tulder et al., 2018). The misunderstanding is been reduced and the clarity of the message can be achieved through the use of verbal and nonverbal elements of communication (Tien et al., 2019). 
RECOMMENDATIONS
Along with the use of these strategies it is been recommended to the FOM London Skincare Company to adopt the research as the key strategy for facilitating business communication. Research helps in assessing the preferences and trends in the country and the risks and challenges can be reduced through it (Bolten, 2020).   The FOM London Skincare Company is been recommended to include the emotional and relatable aspects in the business communication to form the relation with the customers for higher efficacy. To build the reputation of the company it is advised to the company to make the honest acceptance in case of making mistakes. The avoidance of use of slang and idioms is recommended to the FOM London Skincare Company to ensure the higher efficacy and to reduce the risks (Bolten, 2020).  


[bookmark: _Toc108540513]CONCLUSION
The assessment of the detailed aspects of international business communication is highlighted in the report. The report is prepared in context of FOM London Skincare Company. The assessment of related aspects of the communication and cultural dimension is attached in the report. The report includes discussion about the communication barriers, importance of network and strategies for effective communication. 
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