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The business world is composed of various entities and factors that build up the environment for doing business activities (Sladen, 2015). Business activities are done through the projections of these attributes in the competitive market to gain organisational consistency and gradual growth (Sladen, 2015). International business is the synchronous process through which organisations in the competitive workspace initiate and executes business operations in a host country. The international business ensures the internationalisation of various organisations. We observe different international brands in the market that have constantly developing their products and services for their customers and taking various approaches to dominate the whole global competition. The international business allows an organisation to ensure proper domination of business operations in any part of the world through proper planning and execution of detailed processes (Czinkota et al., 2021). Communication is also a solid attribute in business orientations. Communication is the process of exchanging messages and information about a particular topic that helps an organisation to gain proper knowledge about every entity of the business (Bear, 2017). International business and communication go hand in hand with each other for gaining organisational consistency and efficiency. The following report will unveil the international business strategies and communication hacks of an international car manufacturer brand Volkswagen and its business operation inclusion in the developing country of India.
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India as the selected developing country
India is known as the biggest democracy in the world. This country is on the verge of becoming one of the strongest economic centres in the future. Still, now India is one of the global leaders that have been developing immensely in their political, social, technological, cultural, and infrastructural aspects of the country (Devonshire-Ellis, 2012). The economic condition of India is quite unbalanced when it comes to the other developed countries. Other developed countries have a proper payment scheme and balance of payment when it comes to different jobs and responsibilities in the economy. One of the main reasons why India is lagging is due to the population it possesses. India is a densely populated country containing the second most population of every country in the globe (Devonshire-Ellis, 2012). Though India is very much rich in natural and human resources, the population is not a resource anymore once it starts to overflow into the economy. Overpopulation causes different problems in the economy which affects poorly in the economic standpoints. Unemployment, poverty, low standard of living, demand & supply imbalance and GDP is affected negatively due to overpopulation.
Out of all the adversities, India is one of the most promising economies in the whole world due to the advancement they have in their recent economic updates. This is visible in every country of the world. If we look at other countries in the world, we’ll observe that the Indian community in every major economy are living together in a community. The biggest organisations like Google, Microsoft, and IBM contain the most Indians in their organisation for their excellence and integrity. The educational development and human resource development of India have reached such a state that every country in the world is welcoming Indians to their organisations (Devonshire-Ellis, 2012). That is why the economy is rising effectively and efficiently when due to the governmental implications done to the infrastructural development of the country. Volkswagen is an organisation that is very famous for its motor vehicles in the world. It has been serving millions of consumers around the globe with its products and services. India is a very promising place for the organisation for capturing the Asian market. The purchasing power parity is also on the rise and the people of India are also more than capable of purchasing Volkswagen cars for daily consumption. 
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For ensuring the proper development and application of the organisational services and products of Volkswagen, it is very important for the organisation is to ensure different international and intercultural communication tactics which will ensure market penetration by Volkswagen. One of the ways where the communication aspect is properly attributed is Hofstede's cultural decision model. Six attributes are revolving around this model. Power distance index, Individualism vs collectivism, masculinity vs femininity, uncertainty avoidance index, long vs short-term orientation, and indulgence vs restraint are the six factors that determine the intercultural as well the international communication of India (Taras & Steel, 2019). The power distance in India is quite high as the hierarchy that is present in the systems of India. The payment scheme is also quite dispersed and the leader status is very complex and rising to the top is necessary for getting the right answer (Taras & Steel, 2019). Collectivism is followed in India. The work assignments are indeed done to the people based on individual tactics and speciality but India is the place where people feel comfortable with their work colleagues for sustaining in the environment. As they spend a considerable amount of time in the office with their colleagues, subordinates and seniors, Indians accepted the collectivist culture in the workspace. In the old Indian system and still, now, masculinity is still being followed largely in their personal and professional ground. But education and social attributes of the country are changing this scenario very fast where women are getting emphasised in every segment of the economy (Taras & Steel, 2019).
Indians tend to avoid uncertainty but this is scaled on a level. For instance, the lower and middle-level employees tend to stick to the plans ordered by their seniors as they don’t want to get entangled with any sort of disturbances and uncertainties but the higher-ups embrace uncertainty so find and try out various things about the economy to gain competitive advantage (Taras & Steel, 2019). Long term orientation is sought by the Indians and this is prominent in the culture. As the people out there don’t embrace change so much like the people of the world various aspects are still unchanged in the Indian culture (Taras & Steel, 2019). In the indulgence and the restraint compass, they seat somewhere in the middle. For instance, the seat in the middle of being optimistic or being a pessimist. They can balance a quite proper work-life balance in their life and their qualities can be quite complex.
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Cultural sensitivity refers to the ability to recognize and tolerate cultural variations. It suggests that one can cope well with cross-cultural variations by refraining from passing judgment on them. Each cross-cultural connection requires cultural awareness (Rothlin & McCann, 2016). However, in global working relationships, including in industry or administration, it is vital. Some research demonstrates that when employees are socially responsive, they are highly successful and efficient at negotiating at all ranks (Rothlin & McCann, 2016). Appreciating the intricacies of a community as shown in body expression, speech rhythms, and conventions allows an employee to better comprehend and interact with colleagues, business associates, allies, and consumers on a more fundamental level. 
In India, this attribute is more dominant while doing business. If we properly attribute the cultural dimensions here, we will find that the cultural practices are quite prominent in every stage of an Indian. Showing respect to the elderly person is so different in India than in the western world. Calling out names is not recommended at all in the elderly society of India. Keeping and preserving family traditions as well as family norms is important for Indians, so culturally this country is one of the most complex yet beautiful in its way.
Volkswagen if they want to expand their business, the first thing they have to consider is their cultural attributes. If consider Coca-Cola, the biggest and the most famous soft-drink manufacturer in the world is dominated by a local drink name Thumbs-up in the market. Coca-Cola is standing at the top in every country in the world, let’s say the world but in India, they are behind the local brand. This is because of the cultural practices and attributes Coca-Cola failed to connect with the people. People in India follow the significance of culture in all of the advertisements and marketing that is put by the organisations (Rothlin & McCann, 2016). If they feel culturally connected with the advertisement shown, then they are infuriated with the product and services. The brands that are famous in the market in India know what they are up to (Rothlin & McCann, 2016). The marketing terms are so different from the rest of the world. Other places are not so picky with their cultural boundaries but here in India, an organisation needs to find that balance between the attributes of the society as well as the cultural integrity while making moves in the economy.
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India is known as the mini world in many prospects. If a person wants to visit the whole but instead chooses to roam around India, he’ll get the same result. This makes India a culturally diverse country, so diverse that there are more than 600 tribes in India and 22 languages in the country. This shows how much communication is diverse in a country. Every organisation knows that language is the best way to reach a community (Raman & Singh, 2012). If a person can speak the mother tongue of the community, he/she feels very much intrigued and connected with the people. So, every organisation in the world tries to grab that fact about communication as the most effective and proficient way.
Volkswagen is an organisation that has been dominating the car industry around the world. They are the global leaders when it comes to producing affordable cars as well as top of the line luxury and sports cars in the business. This shows how much versatile the organisation is with their product and with their brand. Every person in the world knows about the cars Volkswagen produces and this is because of the marketing tactics that they follow around the world. But the condition of the Indian market is quite different from the market abroad (Raman & Singh, 2012). The communication that has to be done in India needs to be properly allured through the advertising process so that the people of India feel pronounced and connected with the brand (Raman & Singh, 2012). Volkswagen needs to find a way of communication with every major tribe in India because if these tribes are targeted as their primary potential customers, Volkswagen can dominate the whole market of Asia. After all, India is the hub for every Asian community around the globe. But getting success is not that easy. Brands like Coca-Cola and Unilever faced insane backlash due to their miscommunication with the values of India. Coca-Cola is still being dominated by a major Indian Company and no matter what the brand does, it still cannot overtake the brand value of a local brand. Unilever faced a serious problem with their brand of beauty product, which is the ‘Fair and Lovely’ which infuriated millions of Indians because of the advertisement projection of the name. It created such a strong issue that the organisation had to reconsider the name of the product and turned it into ‘Glow and Lovely’. 
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Volkswagen knows that getting into the market of India is like taking up a double-edged sword. If the whole operation is done properly not only, they can dominate the market of India, they can conquer the whole market of Asia easily. But dominating the market of India is not such an easy job and every organisation in the world is also doing the same aspect. So, proper strategies revolving around the communication activities of the brand should be prepared for gaining the necessary market edge.
Indians are very sensitive to the advertisement scheme of every brand. Other communities in other countries may not view or critique the advertisement aspect of brands so prominently. But in India, every small hint and aspect will be viewed by the customers in the market. So, the first aspect is to keep the communication aspect simple yet sleek so that the Indians feel closer to the product (Samanta, 2013). Volkswagen has to come up with a strategy where not only the communication side is perfectly attributed but it needs to be projected in such a way that every community feels attached to the brand itself (Raman & Singh, 2012). All the faces of the major people living there and every mother tone of the brand need to pitch their entry and market strategies to the people. 
Indians are very much devoted and commuted to their local brands. This is one of the most successful countries in the world where the government and the people support the local brands more and for that reason, Volkswagen has to keep its strategies in such a way. Brands like Mahindra, Tata, and Eicher are dominating the car industry of India (Samanta, 2013). These local brands are the main problem of the organisation. First of all, Volkswagen cannot directly compete in the market with these brands because of the customer value and the pricing. Indians will always keep the local brands as their first preference and secondly, the prices of the same specifications will always be less than Volkswagen can offer (Raman & Singh, 2012). So, rather than seeing this as a competition, Volkswagen has to see this as an opportunity of becoming a secondary car. Indians prefer to buy local and international branding cars for their household (Samanta, 2013). So, Volkswagen has to make sure that every business attribute that they take must overtake the other imported brands in the market through its service, reliability, marketing, product offerings, pricing and convenience. 
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So, if we pan around the whole market of India, Volkswagen has a strong chance of dominating the environment and its people. Though the complete process is not that easy to grasp if there’s any company that can dominate the market of India that is Volkswagen due to its versatility and affordability. The cars that the organisation produces are both affordable and proper for the market of India. The environment and the culture that prevails in the market of India align with the offerings that the organisation produces in the world. Volkswagen just needs to make the right steps in the market and they can reign the whole region of Asia.
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