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[bookmark: _Toc92795094]Introduction 
International business is the type of expansion strategy that is adopted by the companies related to selling their products and services outside of their origination country. In other words, communication is the key factor to maintain coordination inside as well as outside the company in foreign markets. This report sheds light on Tesco and its international business and communication principles while establishing its business in India. This study aims at evaluating the state where the company resides, the theory for implementing international and intercultural communication, cultural sensitivity, and determination of communication barriers and strategies. The objectives of this study are evaluating international and intercultural theories to support the international communication principles and cultural sensitivity of Tesco, communication barriers experienced by foreign companies, and strategies to overcome those barriers.
[bookmark: _Toc92795095]Introduction of selected developing country 
Selecting a suitable country for business expansion in an international context requires identification of the opportunities that lie forward towards the growth and development of the country and the company itself with time. Similarly, Tesco, being one of the most popular business segments in the global market would eventually be able to gain effectiveness in deriving business towards growth through an establishment in a developing country (tescoplc, 2021). The significance behind selecting a developing segment rather than a developed one lies in the fact that it would eventually provide Tesco with an ability to showcase its strengths in the retail business and thereafter sustain a preferable position within the selected country. India is categorised to be one of the most preferable market segments in the international perspective due to its large size. 
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Figure 1: Grocery retailers in India
(Source: Extracted from Kar et al., 2021)
According to the current economic condition of the country, there has been recorded a total of 12,777,575 grocery retailers exists. From these statistics, it could be observed that the competitive rate of India’s retail segment is high along with the opportunities probable for business establishment. Additionally, among a total of 190 economies, India has ranked 63 with a score of 710 (Kar et al., 2021). This indicates that business in the Indian economy is appreciated in terms of trading across borders, permit acquisition and other resolving insolvencies. Based on the taxation system of India, companies from foreign countries are expected to gain benefits as they would be required to pay 13% of their Goods and Services Tax (GST) as overall saliency. 
[bookmark: _Toc92795096]The theory that supports international and intercultural communication on the selected company
International communication is the communication between two states to maintain and control the business operations of a particular country. As opined by Beugelsdijk and Welzel, 2018, intercultural interaction is the communication between two states with different cultural backgrounds to achieve common goals. The managers of Tesco need to implement Hofstede’s cultural theory to support its international and intercultural communication within the organization. This theory encircles six elements that will help in understanding the communication principle in the organization. These six elements are the power distance index, collectivism vs individualism, uncertainty avoidance index, femininity vs masculinity, short-term vs long-term orientation, and restraint vs indulgence. 
Power distance index is the measure of distance that senior management maintains from the employees in the organization. This is the major reason for the high turnover rate as employees cannot express their feelings that lead to an increase in dissatisfaction. The managers of Tesco know the negative consequences of the high-power distance index that may affect the whole business operations in both native as well as foreign countries. Hence, they maintain a low power distance index to avoid any kind of miscommunication and increase the value of the working community in the organization (Kristjánsdóttir et al., 2017). Collectivism vs individualism is the principle that allows the employees to work in a team or individually to complete the task.  The managers of Tesco maintain the individuality index in terms of teams and individual activities. This enables the employees to express their ideas and thoughts whether they work in teams or individually. This also helps the managers to increase flexibility in the work culture that may reduce internal conflicts in the company.
An uncertainty avoidance index is the measure of tolerance of the working community to sustain changes in the organization. The managers of Tesco maintain a transformational leadership style that helps in implementing changes and taking risks like penetrating new countries or introducing new technologies in the company. They provide extensive training to the employees to develop skills and knowledge that will help in maintaining a low uncertainty avoidance index (Minkov and Kaasa, 2020). Femininity vs masculinity is the measure of the number of female and male workers in the organization. Tesco follows the employment law of equal opportunities irrespective of gender, race, and caste. The managers hire candidates based on their talents not based on gender.
Short-term vs long-term orientation is the formation of a team for a particular project based on the length of the project. The managers of Tesco follow this orientation principle based on the project and location by forming both domestic as well as international groups. Restraint vs indulgence is the measure of how employees implement new policies and change in the organization. It is the measure of acceptance and restriction of the working community in the company. The managers of Tesco follow transformational leadership where they explain the importance of changes and maintain communication and flexibility to avoid restraint of the employees. Hence, implementing the Hofstede model will help the company to understand the intercultural values of India where it may plan to expand its business operations. The political stability helps Tesco to penetrate its marketplaces and understand the cultural values of people and their purchasing behaviour that may help in producing new items. The managers may hire new candidates who may provide an idea of market demands in India.
[bookmark: _Toc92795097]Critical evaluation of cultural sensitivity in India by Tesco
Cultural sensitivity is defined as the cultural awareness of the infusion of different cultures that enables the companies to penetrate new countries and develop the market without hurting the sentiments of local people. It is also called a cross-cultural principle where different cultural values are adopted to penetrate a particular country. According to Naghavi and Mubarak (2019), the Indian people put punctuality as their priority. Hence, Tesco has to keep its products ready and communication channels active to provide immediate responses to the consumers of India. The managers have implemented CRM (customer relationship management) tool and omnichannel to link its communication channels with these tools to collect, store and reply to the messages of consumers in a short time.
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Figure 2: Tesco Current statistics
(Source: Extracted from Kar et al., 2021)
As the cultural background of India is highly preferred as a perspective of economic development, it is necessary for organisations that plan to expand their business in the region to identify the requirements and thereafter manage changes accordingly. Considering the current statistics of Tesco Plc in the international market, a total of £63,911 in revenue is generated as a financial profit to the company (Kar et al., 2021). Upon having established their business in India, there would be a significant competition probable to be faced by Tesco due to their lack of presence in the Indian market. 
[image: Text

Description automatically generated]
Figure 3: Retail based competitors of Tesco in India
(Source: Extracted from Kar et al., 2021)
The above-depicted statistics provide evidence regarding the competitors that Tesco would be required to face while establishing their retail business in India. For this purpose, the business executives have planned to launch their service segment from retail to communication and technology. In other words, the demand for telecommunication and technology sectors are high in the Indian market. Upon establishing this part of their services, the company is expected to reduce their probable competition and thereafter indicate a new state of their business practice. 
The second most important aspect of the cultural values of India is people value their families a lot. Hence, the managers may target the employees’ families of India to increase its profit margin and identify its potential audiences. This will help Tesco to divide market segments and position its products and services in a way that may convince the family men to buy its items. According to Tropp and Moraghan (2017), the company implements new technologies to produce healthier and greener groceries that will increase the nutritional value of the food items and beverages provided by the firm. 
According to Nicolas et al., (2021), Indians follow order and structure of orientation based on reason and logic. Hence, Tesco needs to reorganize its cultural value system in an order to justify the products and services that it will provide in the market. The company is in demand for its grocery items with rich flavour and high nutritional value that are liked by many families in the United Kingdom. However, Ajmera Tushar (2020) stated that establishing a telecommunication and technology organisation in the states of India would eventually allow the company to address the needs and demands of the Indians which would help initiate their growth exponentially. The significance behind such change in service delivery has been examined to be the presence of high competition in retail segments of India. On the other hand, upon having a telecommunication and technological service undertaken, Tesco is expected to address the issues demands of the Indian market with higher probability.
[bookmark: _Toc92795098]Discuss and analyze different communication barriers experienced by foreign businesses in the selected country supported by different examples when relevant
The different communication barriers that may face Tesco while establishing its business operations in India are interaction principles in both verbal and non-verbal norms, language, business relationships, and personal titles. Indian companies are observed to maintain both verbals, as well as non-verbal communications with some rules such as personal distance and eye contact, which should be less, they like quietness and privacy, an exchange of business cards in meetings, and appreciation of presentation (Horváth and Szabó, 2019). They also maintain punctuality and reserve positions for every member of the company.  
The employees in Indian companies are observed to follow specific organizational order, punctuality, privacy, hard work, and behaviours that may increase industrious activities among the individuals. The organizational structure that is usually followed by the Indian companies is a hierarchy system with clear job roles and responsibilities of everyone in the organization. This hierarchy clears the confusion between the different levels of management and helps the managers to easily delegate responsibilities to the employees (Da Silva et al., 2020). In the Indian market, there is observed to be interactions performed using English as the major language. However, Mohan and Punathambekar (2019) underpinned that in several regions, the native language is used for communicating among individuals. Tesco Before planning to establish their business needs to ensure that the employees would be hired from native regions such that no communication issues are encountered. For instance, people residing in Mumbai are habituated with Marathi, Hindi, and English. Henceforth, no other language needs to be prioritised within stores of this region for better interaction among customers and retailers. 
The citizen of Indians is also observed to prefer creative observation on the details of every document, event, and meeting by keeping quiet till the whole procedure is explained. The managers of Tesco need to develop creative skills, especially patience and critical thinking to attend the meetings with the Indian people and try to provide logic and reason for their actions (Hole et al., 2019). The managers of Tesco should make sure that they maintain these basic codes of conduct while having meetings and conferences with Indian companies. Indian companies prefer exchanging business cards after meetings and conferences to stay in contact. For instance, the managers of Tesco should always carry their business cards in stores also so that not only company people but also consumers can contact them. Secondly, Indian people always appreciate the hard work and presentation of employees. For instance, the managers of Tesco provide rewards for the hard work of the employees to increase their motivation and dedication towards their work. Hence, the cultural value and ethics that are followed by Indian companies can easily be implemented and followed by the organization.
[bookmark: _Toc92795099]Provide appropriate communication strategies and other relevant recommendations to enable the company to succeed in the selected developing country
The communication strategies that Tesco may implement to develop a market in India are implementing corporate responsibility and socio-cultural adaptation principles, improving the digital platforms, translating content into preferred languages, and setting up a local phone number (Schönborn et al., 2019). Implementing corporate responsibility in the cultural system of Tesco will help the managers to reveal the standards and ethics of the company. This may help in gaining the trust and loyalty of the Indian people and may provide logic and reason to buy products and services of the company. Socio-cultural adaptation is the principle of adapting to the changing cultural values of a company to establish a business in that location. Tesco maintains a transformational leadership style that enables the managers to manage a flexible and diverse culture that will help implement new cultural policies within the organization. 
Digital platforms are the sites from where the consumers get aware of new firms and new launches of products and services of their desired companies (Telukdarie et al., 2018). Tesco maintains popular digital platforms such as Facebook, Instagram, and Twitter, which millions of people use. According to the study, Indian people are prone to communicate in their languages than any other language. This will also help the managers to maintain effective communication with the Indian people and companies (De Massis et al., 2018).
The other recommendations that may help Tesco to establish a strong business operation and increase its sustainability in India are to create a dedicated site for India, host lives consumers interactions, and create a band-friendly lading bill. The development of a site for India will enable the consumers to find Tesco’s relevant products and services in Indian markets. This will enable the managers to add value to the customer services of the company and receive feedback through this site. Hosting live consumers who have used the products and services of Tesco will help in attracting and convincing Indian people to buy the products and services of the company. Bill of lading is a type of communication strategy that provides details of shipment and title to recipients. This will help the managers of Tesco to increase the brand recognition and content of campaigns that will attract new consumers.
[bookmark: _Toc92795100]Conclusion
From the above explanation, it can be concluded expansion in a new country is a difficult step that multinational companies like Tesco adopt to increase their global presence. The company must implement Hofstede's cultural dimension model to understand the cross-cultural values and ethics that are prevalent in India. This model helps in evaluating the cultural sensitivity and basic principles of social norms followed by the citizens of India.  During the establishment of business operations, Tesco must face several communication barriers that have enforced the managers to implement changes and provide training to the entire workforce of the company. The managers implement different communication strategies that will help them to manage their business operations and establish relations with the citizens and the government of India.
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2013 2014 2015 2016 2017 2018
Modern grocery 5,852 5,902 6,152 6,545 6,670 7,162
retailers
Traditional 12,426,472 12,488,703 12,555,234 12,623,561 12,695,235 12,770,413
grocery retailers
Total 12,432,324 12,494,605 12,561,386 12,630,106 12,701,905 12,777,575
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Financial Statistics (£m) 2015 2016 2017 2018 2019

Sales

UK &ROI 38228 37,189 37692 38,656 44,883
Central Europe 6186 5268 5977 6343 6030
Asia 4492 4447 5,186 4,947 4873
Tesco Bank. 947 955 1012 1,047 1097
Group sales 49.853 47.859 49.867 50993 56,883
revenue

UK &ROI 45,062 43,080 43524 44914 51,643
Central Europe 6424 5451 6195 6585 6298
Asia 4492 4447 5,186 4,947 4873
Teseo Bank 947 955 1012 1,047 1097

Group revenue 56,925 53,933 55917 57,493 63911
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Competitor No. of Stores Cities

Future Group 1511 Mumbai (11 Big Bazaar and one Hypercity store), Pune (7 Big Bazaar),
Bengaluru (14 Big Bazaar) and many other cities across India.

Reliance Retail (Reliance Fresh & 61 Pan India Presence which includes a presence in Mumbai, Bangalore,

Reliance Smart) Pune and Hyderabad.

DMart 206 Maharashtra: Mumbai, Navi Mumbai, Pune, Thane; Karnataka:
Bengaluru; Telangana: Hyderabad.

Many more cities in the above states and the country
Spar Hypermarket 2 Bengaluru (08) Mangalore (02), Hyderabad (05), Gurugram (01),
Ghaziabad (01), Delhi (02), Chennai (03), Coimbatore (02) and
Shimoga (01).
Aditya Birla Group 543 Supermarkets: 523 and Hypermarkets: 20.

Supermarkets: Mumbai (03), Hyderabad (7).
Hypermarkets: Thane (01), Hyderabad (3).

Spencer’s Hyper & 140 Hyderabad (4 Hyper stores), Bangalore (01 Hyper stores) and 34
Neighbourhood Stores more cities across the country.
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