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[bookmark: _Toc101581110]Introduction
Business communication is the process to relay information to people within and outside of an organisation. Using a proper business communication strategy is one of the key facts to achieving business success. In this report, the adaptive nature of business communication is discussed while doing international business. As a developing country, India is selected to analyse the various aspects of business communication. The various aspects of the cultural differences between the UK and India are discussed. And, problems and challenges faced by various foreign companies in India are discussed with examples. Finally, an appropriate communication strategy is proposed with relevant recommendations.

[bookmark: _Toc101581111]An Overview of India
India is one of the emerging developing countries and markets. The country is best known for its gigantic size and also for its cultural diversity. India's current population is about 1.38 billion as of 2020. The country welcomes FDI with several conditions but investing in India is overall profitable for big companies due to its infrastructural development and expert workforce. India is one of the highest GDP holders in South Asia which is about 2.6 trillion USD. The government of India welcomes FDI but it requires the investor company to form a joint venture with a local company to enter the country’s market. In this way, the local company can get access to the technology of the foreign company which has been the main reason behind India’s technological development. India is one of the attractive low-cost destinations used for arbitration strategies of various multinational companies (Chaudhury, n.d.). Almost, every multinational company have their production facilities in India. And what is more fascinating is that there are more than 500 UK based companies that have their business in India and employ around 400,000 people in India. India is attractive due to its low-cost attributes and a huge workforce. However, understanding the workforce is a very challenging thing in India. India is the most culturally diverse country in the world. There are about 2,000 ethnic groups who are living in India and among them, most of the people belong to the largest 12 groups which account for 97% of India’s population. And, the cultural and ethnic differences are so strong and important to analyse for any company who wants to enter and expand their business in India (Study.com, 2022). 
[bookmark: _Toc101581112]Theories of International and Intercultural Communication
Multinational companies need to assess the cultural aspects and differences while entering a market as it is very important to know how the companies can use the workforce of that country to their advantage. To understand the international and intercultural communication aspects of India, two theories are used in this case- one is Hofstede's cultural dimension and another is Samovar's intercultural communication theory.
[bookmark: _Toc101581113]Hofstede Cultural Dimension of India
Hofstede's cultural dimension is a tool to analyse the cultural aspects of a country based on six dimensions. These dimensions are power distance, individualism vs collectivism, masculinity vs femininity, uncertainty avoidance, long terms vs short term orientation and indulgence vs restraint. The cultural aspects and differences between India and UK are described from these six dimensions:
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Figure 1: Hofstede Cultural Dimension of India and the United Kingdom (Hofstede Insights, 2022).
Power Distance: In the power distance index, India scored 77 which means a high degree of power distance. A high degree of power distance suggests that the power is not equally distributed within the organisations and the low power employees or subordinates are dependent on the top management for direction or on the person with power. This kind of high-power distance index suggests that there is less scope for employees to use emergent strategies to show their creativity within the organisation (Carté and Fox, 2008). On the other hand, the UK has a score of 35 which means the power is equally distributed among the individuals within the organisation.
Individualism vs Collectivism: In the individualism vs collectivism index, India has scored 48 which indicates the country is an individualistic society. However, the score is so contradicting that the traits of individualism and collectivism are equally distributed in most cases in Indian companies. However, the primary results indicate that employees and individuals are mostly focused on their career development rather than organisational development which drives high turnover rates of employees (Madlock and Hildebrand, 2019). On the other hand, the UK has scored 86 on the index which means all the individuals within the organisation are concerned with organisational development rather than individual development. 
Masculinity vs Femininity: In the masculinity vs femininity index, the country has a score of 56 which means the country is a masculine society. A masculinity approach means more competition among the individuals and employees within the organisation. A country with an individuality dimension is likely to have a masculine approach to organizations (Karmakar, 2011). The UK is also a masculine society with a high score of 66.
Uncertainty Avoidance Index: In the uncertainty avoidance index, India has scored 40 which means organisations here are less likely to take risks and want to keep themselves in the safe zone by avoiding risks. It also indicates that people are more likely to accept the imperfections of the products and there is less constraint for not fulfilling the written descriptions (Chaturvedi, 2011). UK has the same scores which indicate UK organisations also want to keep themselves on the safe side by avoiding risks.
Long Term vs Short Term Orientation: India has scored 51 on the long-term vs short term orientation index. However, the score is not so dominant on the long-term orientation side which means the country is more concerned with future development through modern education and skill development of its society. Again, society is also concerned with short-term goals or which events have no future fruitfulness (Guffey and Loewy, 2014).
Indulgence vs Restraint: In this index, the country has scored 26 which means the country is a society of restraint. It indicates that people here are less likely to have control over their desires and they put less importance on leisure time (Chaturvedi, 2011). They think that their actions are bound by social norms and other religious views.
[bookmark: _Toc101581114]Samovar Intercultural Communication Theory
According to Samovar, Porter and McDaniel (2014), intercultural communication defines the negotiation between people from two or more cultures to meet the same objective. In that case, intercultural communication takes place in interactive situations and the communication can process can varies based on the ethnic, gender, language and cultural differences (Samover et al, 2014). In the case of India, the intercultural communication process is very important to understand for a foreign company which wants to expand its business in India. However, in the case of dealing with India, both parties mostly use international methods of communication which are preferred by the UK companies. However, in the case of dealing with India or while operating in the Indian market, it is important to understand the ethnic and religious aspects that can hurt the business of the company. The cultural aspects that a UK company should consider while operating in the Indian markets are ethnic and religious differences. These two are the most important differences that divide India and UK. However, the UK company can harness some advantages in case of cultural differences (Guffey and Loewy, 2014). As India is an emerging market, its culture is adaptive and Indian people are more likely to adopt the variation in culture introduced by the foreign companies. However, these differences do not represent the whole population of India and there is more to learn about the country.
[bookmark: _Toc101581115]Critical Evaluation of Cultural Sensitivity of India
Cultural sensitivity is a very critical issue for companies doing business in India. India is a country with 1.38 billion people and these people are divided into around 2000 ethnic groups among these ethnic groups 12 are the most important to consider. The most important aspects of cultural sensitivity in India can be analysed by measuring the sensitivity of some cultural aspects such as language barrier, religious sensitivity, ethnic sensitivity, and sensitivity to traditions and norms. These aspects are discussed below with relevant examples:
Language Barrier: Language barrier or differences is a very important issue to discuss as Indians have 22 official languages. Even if Hindi is considered the prime national language but most of the people in different states especially in the rural area cannot understand Hindi so companies doing business in India need to be adaptive while making advertisements or writing descriptions on the product package operating in different states (Chaturvedi, 2011). In the case of office communication, the standard language is Hindi and English so it won’t be a big challenge for managing the employees through a common official language.
Religious Sensitivity: Religious sensitivity is a very critical issue to be considered in India. India has zero-tolerance for religious issues and the current government is also supportive of this context (Madlock and Hildebrand, 2019). For example, if a company serves in India, it extremely needs to consider that it is not breaking any rules that can hurt the religious prospects of India such as using cow meat, not implying the product which is veg and which is non-veg etc. Religious sensitivity is extreme in both customer and office communication.
Ethnic Sensitivity and Caste System: Ethnic sensitivity is also a very critical issue to consider while doing business in India. There are various ethnic groups in India. Among them, 12 ethnic groups are important to consider. However, these ethnic groups are divided by language which is discussed previously. The caste system in India is very important to consider. There are four major castes in India which are Brahmin, Kshatriyas, Vaishyas and the Shudras. In many cases, local companies position their brand based on this caste system. Foreign companies doing business in India are mostly out of this approach and use a universal approach to serve all the people in the market at the same time (Study.com, 2022). 
[bookmark: _Toc101581116]Different Communication Barriers Faced by Various Foreign Firms in India
India is a culturally diverse country so communication barriers are very common issues in India. India is unquestionably an attractive market for foreign companies to enter but there is various communication barrier which can create problems in business communication as well as in communication with the customers (Madlock and Hildebrand, 2019). These communication barriers are mostly based on ethnic differences, language barriers, differences in social systems etc. Companies like McDonald's, Amazon, Unilever etc. have faced such communication problems both in PR marketing and brand management as well as to manage the employees in the country. These barriers are described below by the example of these companies:
McDonald’s Miscommunication with Hindu Ethnic Groups in India
McDonald's was one of the multinational companies which faced a critical disaster in India. The company is extremely popular for its beef burger in the global market. However, when the company tried to enter the Indian market, various Hindu groups tried to prevent them from entering the Indian market and even as a part of this prevention, these groups attacked various branches of McDonald's in India. The main problem was the company was facing problems or it can be said the company did not take enough approaches to communicate with the people that they are not selling beef burgers in India instead they will sell chicken burgers in the Indian market (Tilwani et al., 2020). So, there was a great communication gap in the brand introduction process.
Amazon’s Language Barrier with Local Sellers in India
Amazon entered the Indian market with the hope to access the huge population which can offer bigger sales amounts and also utilize the technologically expert population of India. However, as a global brand, Amazon has all of its operations in the app written or described in English. And, the company faced various problems while dealing with a local seller who had difficulties understanding English on the Amazon website and App (Ahmad, 2020). So, to remove the problem, the company simply allowed its sellers to manage their online businesses in the Hindi language in the Amazon marketplace.
Unilever’s Business Communication Barrier
Introducing organisational goals to employees is also part of the business communication process within the company. Unilever is a UK based company which has HR policies to control its global business. But when the company entered the Indian market, the company had to devise a new HR policy, especially for training and communicating with the employees due to cultural differences. For example, in the UK, employees are more concerned about job quality than salaries and other incentives. But in India, employees are more concerned about their salaries (Mahajan, 2016)
. So, their recruitment advertising strategies were focused on good salaries to attract potential employees.
[bookmark: _Toc101581117]An Appropriate Communication Strategy to Operate in the Indian Market and Relevant Recommendations 
India is a big market with people of diverse cultures. So, a proper communication strategy is very hard to find in the Indian market. Companies which want to enter the Indian market need to consider some issues such as language barrier, cultural differences, caste sensitivity etc. are needs to be considered while proposing a communication strategy for the Indian market. To keep building a good communication strategy in the Indian market, a UK company needs to understand the language differences. India has 22 official languages so, at the primary stage, the company needs to be adaptive in providing product descriptions and communicating to the target market through advertisements. Once the brand is established, the language barrier will have less effect on the communication process as the company’s logo is enough to communicate with the mass people regardless of language differences. Cultural differences are one of the most important issues that need to be considered by the company while operating in the Indian market. India has a culture which is different from most the modern countries in the world and in that case, the company needs to adapt to those cultural differences of India. Again, caste differentiation is a headache for companies operating in India. In that case, the company should use a universal branding strategy which can cover all the customers in the market (Guffey and Loewy, 2014). The most important thing a company needs to consider is that the company should imply anything that contradicts the religious belief of the Indian people which can pose a threat to its existence.
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Communication is one of the most important processes in business. Without a proper communication approach, a company can not utilize its full potential. Business communication is very important for organisations to consider while expanding their business in the global market. Due to cultural differences, companies may face miscommunication with employees and customers in the host country. So, having a proper and universal communication strategy is very important for companies. In this report, it is been shown that many companies even the companies like McDonald had to face various difficulties due to the communication gap between the target market and the company’s brand motto. So, using an effective communication strategy is a must in international business.
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