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[bookmark: _Toc16509]Executive Summary 
The purpose of the report is to examine the skills required to develop international business relationships through successful business communication, it lays importance on applying specific approaches with global partners in order to facilitate efficacious international Business Communications. The report digs into the issues surfacing the problems in making the communications effective and fruitful. The business operating in the global environment is susceptible to failures due to ineffective international business communication relationship and the report tries to uncover the possible reasons for the prospective failure. Important approached have been discussed in this report which establishes the link between international business communication and global business partners.
The report provides the evidence to support the claim that international ventures can only be successful when they apply appropriate approach to international business communications and the practical skills required to make the global business successful. 
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[bookmark: _Toc28571]Introduction
Richemont is one of the largest jewellery retail chains of UK in terms of turnover and market capitalization. In the recent general meeting by the board of directors of the company it was decided to extend the reach of the company to Asian company. Until Now the company has its strong presence in Europe and North America, the company wants to register its presence in Asian market, especially in the Asian Sub Continent where the tradition of wearing jewellery is very strong among a wide range of society, people from all caste, colour, creed and sex have strong penchant for jewellery and they are always ready to experiment with modern jewellery. Indian Market is best suited for company’s operations because of its high economic growth, rising income levels and increase in the standards of living. People have money to spend on luxury and purchase of jewellery on festivals, personal occasions like marriage, anniversary, and birthdays is a part of rich tradition and culture (Thiessen, 2005).
Richemont is famous for its diamond jewellery; the jewellery design is according to the region, local culture, tradition and beliefs and takes care of geographical peculiarities. The company has successfully formed global partnerships elsewhere. For entering into a partnership in Asian market the company is taking the services of a consultancy firm who will guide them for a joint venture with a successful jewellery retail group in India. This will help the company to easily expand its operations and increase its portfolio; the consultancy firm will help the company in this transition (Park and Russo, 1996).
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Relationships are all about give and take and making and maintaining International Business Relations is no different. Relationships are like long term investments; the benefits can only be taken once an investment and nurture it with trust and dedication. Strong relationships are very important in business especially when it is global, since things are taking place at long distances hence trust and dependability are most important factors in maintaining a good relationship (Hill, 2008).
The following are the four skills that will help to build strong international business relationships with the global partners.
· Emphasis on developing integrity with global business partner: Trustworthiness and reliability are the pillars of strong global business relationship. The company should represent exactly the way it is and showcase its products exactly the way they are. Indian Jewellery market is very sensitive towards the purity and real worth of the jewellery. Decision to purchase jewellery is a crucial life decision and hence transparency is required in declaring the real worth of the jewellery, appropriate labour cost required to make it and the contents required to make the jewellery. It should be certified with a reliable authority so as to prove its worth (Nuss, 1984).
· Gifting and Indian Business Decorum: It is not a practice to give gifts and presents in a first business meeting. In Indian manners gifting is not accustomed. Once a relationship is prospered gifts can be exchanged but not in a formal meeting and reciprocation is a decent practice when the gifts are received. However, it is mandatory to ensure that the gift should not be expensive enough to be considered as supremacy or inexpensive as to be considered as an insult (O'Hanlon, 1999).
Whenever there is an invitation in the social gatherings or functions, bringing a bouquet or decent gifts like perfumes, sweets or small jewellery items is acceptable. It is important to note here that the gift should be presented with either with both hands or with a right hand because gifting with left hand is not considered good or clean. When money is gifted to the business partners, it should be confirmed that the denomination must be in odd number like 21, 51, 101, 1001, instead of 20, 50, 100, 1000 rupees. Avoid gifting of items which are made of leather because it a hurt religious sentiment of Hindus (Stephens and Karnes, 1999).
· Listen to the global customers and customize the product offerings: It is important to pay attention to the goals and ambitions of the global partners. Ensure that the product offering must be in accordance with the goals of the partners. The packages and the leaflets of Richemont should be redesigned with different colours and sizes to suit the requirements of Indian Jewellery market. To enter into the Indian Market the Richemont Company has to modify the images, instructions and leaflet sizes. Many customers who do not read the instructions, the company creates fun videos which can be followed easily (Tersine and Harvey, 1998). The company put all the instructions on the website in different Indian languages so that they can be easily read via computer or smart phones. With is acceptable in the home ground may not be applicable in the foreign land so listening and adapting with global partners is a solution. It is important to know the preferred communication styles of the foreign partners, some prefer communication through emails and some may prefer to speak on phone. It’s always preferable to ask the partner what communication style suits them (Barclay, 2017).
· Learn the local customs: Several deals break due to the principal company not understanding the local customs, traditions and views. It is very important to learn the etiquette of holding a meeting, carrying a conversation, doing negotiations to avoid any faux pas. Jewellery has been a significant asset for Indian women since ages. Even the poorest of the women possess some kind of jewellery. It is not just customary to wear Jewellery in India but there are a lot of values attached with each piece of jewellery (Turner, 2009). Jewellery is also considered a matter of security at the time of any financial crisis. Having a good collection of jewellery signifies power, higher social status and wealth of the owner. There is a wide variety of jewellery worn by Indian women like maangtika, noserings, earrings, mangalsutra and bangles. Richemont has to understand the traditional values attached to these pieces of jewellery and provide its offerings in the Indian Market (Mariam, 2020). The company should invest in technology heavily specially face time to make face-to-face interactions and try to get partner’s business needs, meet his employees and view his facilities.
[bookmark: _Toc5440]Benefits of developing business relationships with Global Partners
· Richemont can have new revenue streams with having access to large customer base. Indian has got a large customer base and is an emerging market for jewellers. If Richemont focus on right products and offerings then it can take its revenues to new heights.
· The company can offer new age design and innovative jewellery to the large pool of customers. There is a large segment of customers in India who want to enrich their lives and enjoy world class jewellery from a global jewellery manufacturer (Tzintzi et al., 2017). 
· The company can have access to new and excellent talent from the new pool of potential employees having unique skills and excellent designs. This can benefit global clients’ new, unique and innovative products (Vaughn et al., 2003).
· It enables Richemont to learn a new culture, getting information about new place make the company more well-rounded. It gives the company new perspective on global business partnerships and helps the company to understand its domestic clients better (Ebert and Griffin, 2013).
· It gives the company an exposure to foreign investment opportunities; it can be beneficial for the company.
· Richemont reputation will increase entering into a totally new market, the business partners will think high of themselves having been associated with the principal company. It will increase the overall reputation and market value of the company (Smith, Smith and Wang, 2010).
· It will help the company diversifying into new markets, this enables the revenue scores of the company getting stable even if the domestic market of UK will be slow and the business will not take a hit even if there is a slump in other markets.
[bookmark: _Toc26142]Importance of applying suitable skills to facilitate successful International Business Partnerships  
The Richemont Jewellery company strategic alliance with Indian Jewellery Business Partners has many reasons; the most important reason is to gain access to large market with India offers and to gain access to another company’s knowledge in the Jewellery sector and its resources. Richemont has got technological expertise and its ability to keep on top of evolving technological developments (Alvarez and Barney, 2001). Often one business partner needs from other business partner is large pool of capital, a large distribution network, wide reachability in the global world and the access to market expertise and gaining credibility in the market. It will help the principal company and the partner company in India to form economies of scale; both the companies will have access to broad set of resources and can rely on each other’s proven skills (Bliss and Flannery, 2002). Richemont can look to fill the skill gap in the organization by partnering with the Indian firm. This will help the firms to share the risks in the research and development areas. This cost is always increasing and the speed in innovation in the Jewellery sector means products rapidly becoming out fashioned. Both the companies can share transportation and distribution systems, which saves money and enable them to deliver the products faster (Diaby and Martel, 1993). 
It will help the company to set new standards in the manufacturing of new designs, introduction of new materials and implementation of new technologies. This will help the company to set new standards in the industry, however there will be a lot of competitors who will develop similar technologies but Richemont will always have first mover advantage. Partnering with Indian firms will help Richemont will help the company to overcome the competition. A well thought joint venture with an Indian Business partner will avoid new competitors to enter into the market (Korunka, Weiss and Karetta, 1993).
[bookmark: _Toc21989]The possible effects of a prospective failure of International Business Communication Relationship
The most important aspect for the success or a failure of a joint venture is the understanding of cross-cultural differences. Serious damage will happen to the organizations when the people in charge of those ventures are not aware of the impact of behaviours on cross cultural relations, the misunderstandings, errors in communications and hurt feelings due to unintentional reasons (Yuki, Maddux, Brewer and Takemura, 2005). A jewellery marketing campaign suitable for British market or for European market may have different connotations for the Indian market. Indian market is driven by traditions, beliefs and local folklore. Within India there are different cultural difference between different regions, hence a common marketing campaign may not be a success. The level of discipline and professionalism is different in different cultures, different cultures respect hierarchy in different ways, India and UK have different context for displaying respect for seniors and deference from the subordinates (Wind and Saaty, 1980).
Western Nations use rule-centered approach to resolve the disputes and build business agreements whereas Eastern Countries lay importance on establishing relationship-centered approach, the business partners try to build relationships first to resolve any issue rather than imposing a rule on someone. This bring disharmony among the business partners (Taka and Laufer, 1993). 
[bookmark: _Toc7769]Discussion on the possible reasons of failure
India is an attractive investment destination for European and American businesses because there is a population of 1.3 billion, English is an official language, it has got a democratically elected governments, there is a large diaspora of educated expat Indians to bridge the gap in different cultures but still lot of international businesses have failed in India. Motorola, McDonald’s, Coca-Cola, Vodafone and Walmart have all struggled to survive in India. The probable reasons for failure in business in India are as follows:
· Failing to adapt to local attitudes: Companies fail to do the localization and does not customize their products according to the choice and taste of people. Richemont has to adapt to local choice of the people. The company has to concentrate on manufacturing jewellery pieces like Mangalsutra a neckpiece worn by married women, noserings, traditional bangles, necklaces and other localized jewellery offerings (Gunningham, 2009). 
· False belief that English-speaking Indians must think like westerners: Indian companies used to be much more hierarchical than the Western firms, leaders in India used to micro-manage their staff, who are often discouraged from showing initiative. India has different views on leadership and subordination. India is often driven by the personalities while the Western nations are against the personality cult and prefers institutions which are self-governed. The expectation from Indian leaders that Western firm operates often leads to confusion (Apple, 1998).
· Rules operate in India are way different from Western Nations: Indians are considered to hate the rules and the West is driven by the rules. Often the Western firms criticize that there is lack of transparency. It is complicated and tricky to deal with bureaucracy in India; there are multiple rules on the taxation and a complicated judicial process, to run a successful and consistent business in India as a foreign owner is very difficult and challenging (Giannetti, 2007).
[bookmark: _Toc215]Personal Reflection 
The decision to get into a joint venture with an Indian Jewellery Manufacturing firm is a strategic decision and is favourable for Richemont, it will enable the company to diversify its business risk and give the company a lucrative option to invest in a foreign land. International Business is stated as globalization of business where countries and companies are integrated as one world economy. The cultural aspects of International Business have helped to discover new perspectives and to look at the things from multiple aspects. I found this to be a very effective tool while working in different cultural backgrounds (Amit and Wernerfelt, 1990).
Finishing this assignment I have learned many events that take place around the world. Every country has its own relationship with other countries where it can be weak or strong. Each country has its own culture and it is very important for a company to know their culture while business relationships.

[bookmark: _Toc23611]Conclusion  
The report discusses a lot on the advantages of having International Business Communication Relationships; there is no doubt that the advantages weigh over disadvantages, although it is important to discuss the disadvantages also so that the companies who are interested in venturing new markets can make sound decisions and be aware of the issues arising out of a joint venture with a foreign firm. The worst part of Foreign or International Business Partnerships is deterioration of domestic or home industries. Indian industries need protection from getting merged into any multinational firm (Li, Huang and Li, 2007). If there will be no protection from the government the local companies cannot prosper. Companies which are being taken over by the foreign companies often prove to be a loser, which can endanger the interests of local people. International business expansion is prone to confusing paperwork, complicated taxation rules and regulations, strict labour laws, registration and trademark issues. Business expansion leads to logistical problems and sometimes become more complicated due to complicated communication techniques. International business relationships have to face the problem of coordinating in different time zones. A UK based company might find itself into predicament on how to handle work between different time zones. Currency fluctuations are an important factor which can disrupt international business relations between different countries (Jeruchim, Balaban and Shanmugan, 2002).
Establishing Business Communication Relationships is a way forward because the entire world has become a global village and it has faded the ill effects of differences in economic development. The business has now become integrated. This has made the companies more competitive and efficient. The customers have now access to good products and services.  
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