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Introduction 

According to Tenzer, Terjesen and Harzing (2017), engaging in international business is considered to be one of the most important factors in today’s dynamic and competitive business environment. International business expansion is considered by business organisations as it provides larger scope and opportunity for business growth and profitability. It helps the organisations to target the global market which has a greater potential for profitability and growth as compared to the domestic market. However, as Tien, Phu and Chi (2019) suggest, successful business expansion in the international market requires intercultural competence which is essential in the global market. Innovation practices and new communication strategies are critical for successfully executing the business operations and activities in the diverse global market (Richardson and Rammal, 2018). 

The purpose of this report is to analyse the chosen organisation, Burton’s Biscuit Company, which is based in the United Kingdom’s market. Burton’s Biscuits provides bakery items and flavoured biscuits to consumers (Burton's Biscuits, 2021) since 1935. This business organisation aims to expand its business operations in the Chinese market, in order to ensure further growth and profitability but to do so, necessary measures need to be taken to ensure the success of the venture. 

In this report, theories and models of cultural sensitivity in performing business in the international market will be applied. It discusses and analyses different communication barriers experienced by foreign businesses in the Chinese market. Lastly, it provides recommendations to enable the business to succeed in the Chinese market. 
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The Chinese market has a major influence on the entire world, especially to the western companies as stated by Karjalainen (2020). The Chinese economy continues to grow at a rapid rate and attracts a large number of foreign investors into the country, due to various factors like cheap availability of labour. The Chinese population exceed 1.3 billion people, which provide a higher opportunity for foreign investments to target the wide market segment and increase the profitability (ITA, 2021). The Chinese economy presents a huge potential for foreign manufactured products and services. In the recent years, the foreign companies are focusing mainly on China’s tier 1 cities like Beijing, Guangzhou and Shanghai. These locations are highly populated, and with the presence of many middle-class consumers with an income level above the national average (ITA, 2021). Furthermore, these areas are suitable for companies like Burton’s Biscuits with limited experience in Asian markets. However, the Tier 1 cities have higher operational costs and are more competitive as compared to other locations. Cities like Shenzhen, Tianjin, Wuhan, Chongqing, Chengdu, Nanjing, Qingdao, Dalian, Suzhou and Hangzhou provides a larger opportunity for foreign investments across different market sectors (CNBC, 2021). 

It is essential to understand the government regulations and policies to ensure higher success rate as mentioned by Wang et al. (2021). China is a member of WTO and it helps to liberalize the trade environment. However, some of the sectors still remain highly regulated. Therefore, Burton’s Biscuits need to adhere to different ministries and regulatory laws and regulations. The company will be operating in the food and beverage industry and it needs to adhere to State Food and Drug Administration (SFDA), as well as local regulations of the MOH and SFDA organs, as stated by Wang et al. (2021). Moreover, Burton’s Biscuits also need to acknowledge the food habits and cultural practices of Chinese consumers in order to be successful in the market, as mentioned by Lauring and Klitmøller (2017).  
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Professor Geert Hofstede conducted comprehensive studies on the impact of cultural differences on business workplace and operations. The Culture Dimension model indicates six dimensions of national culture as per the research done by Professor Geert Hofstede, Geert Jan Hofstede and Michael Minkov (Hofstede Insights, 2021). 

The cultural dimensions represent independent preferences of one country over another, which distinguish each other (Hofstede Insights, 2021), as described further below: 
[image: ]Figure 1: Hofstede’s Culture Difference Between China and UK (Hoftstede Insights, 2021)
Power Distance – This dimension determines the extent to which the people of the country accept that the power is equally distributed. China has a scoring of 80, which indicates that the society believes in inequalities (Wang et al., 2021). The individuals in the society are influenced by formal authority and subordinate-superior relationship. On the contrary, UK with the score of 35, believes that inequalities among people must be minimized (Hofstede Insights, 2021). 

Individualism vs. Collectivism – This dimension indicates the extent to which the people of the country are interdependent among its members or groups. In collectivist societies, people prefer to belong in groups. China, with the score of 20, indicates that the country has a collectivist culture where people act in the interests of the group. The level of in-group considerations might affect promotions, hiring and employee commitment. On the contrary, UK scores 89 on this dimension which indicates people are individualists and private (Hofstede Insights, 2021). 

Masculinity vs. Femininity – A high score on this dimension indicates that the society is highly driven by success, competition and achievement, while a lower score indicates that the society values quality of life and caring for others. China scores 66 on this dimension which indicates that the society if driven by success and they might sacrifice leisure and family time to work. On this dimension, Britain scores 66, which indicates that it is success-oriented and driven by success and failures (Hofstede Insights, 2021). 

Uncertainty Avoidance – This dimension indicates the extent to which the members of the society feel threatened by unknown situations. China scores 30 on this dimension which indicates that Chinese people are comfortable with ambiguity. The Chinese language consists of a number of ambiguous meanings which is hard for western people to follow. UK scores 35 on this dimension which indicates that society is comfortable with change and in ambiguous situations (Hofstede Insights, 2021). 

Long Term Orientation vs. Short Term Orientation – This dimension describes the ways in which the society maintains a connection with their own past during the process of facing challenges in the present or in the future, as stated by Paetzel et al. (2019). The normative societies accept societal change with suspicion. China scores 88 on this dimension, which indicates that the people have a pragmatic culture where they show an ability to adapt the traditions as per the changed conditions. With a score of 51 for the UK, the dominant preference on the culture cannot be determined (Hofstede Insights, 2021). 

Indulgence vs. Restraint – The dimension can be defined as the extent to which people can control their impulses and desires. Relatively weak control is termed as indulgence while relatively strong has been termed as restraint (Wang et al. 2021). China scores 24 on this dimension, which indicates that China has a society able to perform restraint well. On the contrary, UK with a score of 69 indicates that it is an indulgent society and they prefer optimism with high degree of importance on leisure (Hofstede Insights, 2021).  
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According to Jonasson, Lauring and Guttormsen (2018), cultural sensitivity means the willingness of the people to address cultural differences without making judgements about those differences. Business organisations planning to expand the business operations in the foreign market must understand the cultural differences both internally and externally in order to execute the business operations successfully as stated by McGuinness, Vieito and Wang (2020). Performing business in the international market means management of culture in the targeted country while effectively maintaining international business relations. It needs to deal with the norms, rules, regulations and values. It needs to develop their ability to negotiate better, understand the cultural problems and adapt to the culture style to perform the business effectively. It requires high level of managerial ability and skill to create and maintain a relationship with different business networks and international consumers. It has been argued by Wang et al. (2021) that cross cultural training within the business organization improves the rate of success as it increases the level of personal cultural awareness and understanding the culture of other people.  

According to Favaretto, Musse and Costa (2019), China has an influential and dynamic economy with increased number of educated working and economic reforms. The level of domestic consumption provides an added advantage to the business organizations entering into the Chinese market (ITA, 2021). However, as mentioned by Frank (2017), there are various challenges and increased likelihood of volatility. Competition in the Chinese market is one of the major challenges that can be faced by Burton’s Biscuits, because Chinese companies are transforming into giant organisations on a global scale. 

For example, Huawei and Alibaba have established their names in the European market. Furthermore, as identified in the Hofstede’s cultural differences, the UK culture is different from the Chinese market which might affect the operations of the business, if not well handled. It has been argued by Sánchez and Alonso-Marks (2018) that developing business in the China’s market requires a sense of cultural sensitivity which is one of the main challenges faced by other brands venturing into the market. This issue has been exemplified by current issues faced by NBA, Dior and Blizzard-Activision (ITA, 2021). 

In China people refer to reputation and respect as a face. This concept indicates that people in China are mostly attracted to luxury goods and expensive items as it acts as a powerful status symbol (ITA, 2021). The demand for branded products, expensive items and quality products is high in the market. The Chinese market took a lead in luxury shopping despite economic slowdown and a weaker currency, as mentioned by Wang et al. (2021). The business organisation can take advantage of the “face” mentality by positioning the products as prestige items and elitism through advertising and promotions. 

Cultural elements must be adhered to by Burton’s Biscuits by launching exotic biscuits packages to celebrate Chinese festivals, as suggested by Adler and Ghadar (2017). The business organisation can also take advantage of gift giving festivals in the Chinese market like Chinese New Year. The products should be repackaged in red colour which symbolizes holiday and leisure time. For instance, the cosmetics brand Maybelline launched their ‘red on fire’ lipstick series with Chinese characters and zodiac signs on the packaging of the products. These cultural factors must be catered to in the Chinese market in order to gain a significant position in the market, as mentioned by Pham (2021). 
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Although China has highest growth potential with various opportunities, lack of understanding of the market can lead to overall failure of the business organisation. The Chinese market has an unique culture with logistical nuances which must be effectively dealt with right managerial skills and support, as stated by Fandrejewska and Wasilik (2018). High level of understanding, right preparation and support from the managerial level is required to create a mutually beneficial relationship. The distinct culture of China makes it very challenging for business organisations navigate through the market (Koval, Polyezhayev and Bezkhlibna, 2018). It is therefore essential to establish mutual respect and trust through contacts more than contracts in handling business. 

Cultural Difference – The local culture of China is completely different from the western countries where Burton’s Biscuits originate from. The business etiquettes and differences in communication is a tough challenge to overcome in this market (Koval, Polyezhayev and Bezkhlibna, 2018). The management needs to organise events to enlighten them as per the local Chinese culture. Conflicts might also arise due to ignorance and disrespect to local gestures, beliefs and culture (Pham, 2021). 

Language Barrier – English is not the language that is mostly spoken in China. The Chinese language is mostly used in the country for communication. The Chinese language is very different from English. China is a country which has one office language that is Chinese or Han Yu with various local dialects, as mentioned by Fandrejewska and Wasilik (2018). Therefore, a good translator is required for performing business in the Chinese market. 
Differences in Social Environment – There are significant differences in culture, labour market as well as employment systems between UK and China, which can be a major challenge in attracting and retaining talent in the organisation (Koval, Polyezhayev and Bezkhlibna, 2018). Additionally, the governmental intervention also threatens smooth operations and activities of the business. This situation might affect Burton’s Biscuits in the Chinese market. 

Apart from cultural aspects, differences in communication remain to be a major challenge for Burton’s Biscuits which must be overcome. Although the use of English language in the country is increasing, there is a significant portion of people who are not able to communicate well in English. This might lead to breakdown of negotiations and affect the flow of business operations in the Chinese market. Burton’s Biscuits need to improve their communication skills to strengthen buyer-seller relationships over a period of time, as suggested by Pham (2021). 
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As identified earlier, cultural sensitivity can be used by Burton’s Biscuits to craft an effective marketing strategy in China. It is also recommended to choose the right marketing channels as influencer for launching the brand in the Chinese market (Fandrejewska and Wasilik 2018). The internet and social media have become an important factor among Chinese consumers. Therefore, it is recommended to utilize online channels of communications to communicate with the customers. In China, “We Chat” is more popular social media platform, therefore, it can be used to grow its digital presence in China. 

The social media marketing in China is more popular as compared to other countries (Adler and Ghadar 2017). The fragmented population can be targeted easily with the use of social media platforms. It is also recommended to consider the preferences of the target audience and analyse the usage behaviours while choosing a suitable channel to communication. As compared to traditional celebrity endorsements, the Chinese consumers might prefer KOL marketing that is key opinion leaders or influencers (Koval, Polyezhayev and Bezkhlibna 2018). Therefore, it is recommended to implement KOL marketing as consumer’s value peer to peer advice which they consider to be more genuine and trustworthy. However, it must be ensured that the KOL is more relevant to the industry and can gain the trust and confidence of the Chinese consumers. 

As mentioned by Adler and Ghadar (2017), the communication message must resonate with the likes and preferences of the audience. Being sensitive to the local culture and preferences of the Chinese consumers is of paramount importance. Lack of alignment with the cultural values might lead to loss of market opportunities. Considering the differences in the social environment, it is recommended to conduct annual company meeting for dinner or campaigns for get together to strengthen the bonding among the diverse group of employees. This will enable the business organization to get acquainted with their practices and mindsets while preventing further misunderstandings. Burton Biscuits can introduce new products catering to the local food consumption trends and traditional culture of the Chinese consumers to ensure maximizes profitability (Frank, 2017). 
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From the above discussion and analysis, it can be concluded that the Chinese market provides various opportunities to ensure growth and profitability for Burton’s Biscuits. However, there are various challenges like cultural differences and communication barriers that might stop smooth flow of operations in the market. The business organisation needs to adhere to the cultural sensitivity in the country. 

The potential communication barriers that can be experienced by foreign businesses like Burton’s Biscuits have been discussed in this report. Furthermore, the cultural trends in China have been addressed, which can be used by Burton’s Biscuits to formulate strategies accordingly. Lastly, recommendations are provided to help appropriate communication strategies for succeeding in the chosen market. 
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