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Introduction
The world has witnessed massive developments in technology and globalisation, which has made it possible for companies and people to do business with anyone in the world. This has caused a significant rise in competition as huge multinational companies get access to different markets. This has caused a rise in the implementation of internationalisation strategies by most companies with the primary aim of enhancing their productivity and competitive advantage. UK companies, for instance, have been looking for strategies to expand to developing markets as this offers them new markets and access to cheap labour compared to the UK market, which is already saturated. The only problem is the differences in culture and the cultural sensitivity that can affect its operations significantly. Multiple companies failed when they tried to expand into the Asian market. For instance, Walmart failed in South Korea. This report will analyse the Indonesian market about the UK culture and propose the most appropriate communication strategies and other relevant internationalisation strategies that will enable the company to Succeed in the new market.
Introduction of the Indonesian Market
Indonesia is the largest economy in South Asia, with diverse ethnic groups that have charted impressive economic growth in the past two decades. Since the country has overcome the Asia financial crisis, the country has enjoyed economic stability and growth more than any other in the region. Today, Indonesia is ranked among the most populous countries and the 10th largest economy globally (Irawanto, n/a). In terms of poverty reduction, the country has also made significant progress by cutting its poverty rates by more than a half in the past decade. To better assess the country's current situation, this report will utilise the Pestle framework to analyse the country's environment.
Pestle Analysis
Political Factors
Indonesia is a presidential and constitutional democracy, with the President being the head of state and the commander in chief of the armed forces. There are also many parties in the country, thus making the country a malty part state. With an effective government, the country has a stable political environment with almost every arm of government working as it is supposed to (Irawanto, n/a). But the country still suffers from high rates of corruption, particularly in government institutions, which makes it hard for businesses to grow. In the recent past, there has been an increase in demand for independence from multiple provinces, thus affecting the political stability of the country.
Economic Factors
The country's GDP has been increasing exponentially for the past few years. It was affected a little by the corvid 19 outbreak, but the country has stabilised after the lockdown was lifted. The GDP is expected to reach 1270 billion dollars in 2022. In the last two decades, the country has experienced significant economic growth regardless of the Asian economic crisis and the global lockdown of 2020 (Riwayadi et al., n/a). The Indonesian economy is dominated by private and foreign investors who generate massive revenues for the government and create employment for the people. However, the Indonesian government is the largest owner of businesses. The largest sectors in the country are the oil, agriculture, and hospitality industries. Other sectors like hydrocarbons and automotive sectors are also peaking up and becoming a major part of the Indonesian Economy. Most commodities are imported to neighbouring countries like China, Singapore, and Japan. It also exports its products to China, Singapore, Malaysia, and India, among others. The corporate tax rates in the country are at 22%, which is still much lower as compared to other developing countries that are over 30%. The resident tax ranges from 5% to 30%, depending on the income they earn (Riwayadi et al., n/a). Non-residents pay a flat 20% tax on their gross income.
Social Factors
One of the primary social factors is the population of the country. The country has over 277 million people, which makes it one of the most populated countries in the world. Its population is made up of more than 90% Muslims with only 10% Christians. This is possible through its freedom of religion accepted by the constitution as the country is significantly diverse. The life expectancy in the country is 67 years for men and 71 years for women (Beatrix and Agustinus). The country has more than 300 local languages, but Indonesian is the major language spoken in the country. This is also a huge problem for the UK company expanding to the country as most people don't speak English, and therefore it could be significantly challenging to navigate the new market without effective communication. Another social factor in the country is the literacy levels. The country has enhanced its education sector significantly, reaching a 95% literacy level (Beatrix and Agustinus). This has been possible through the massive government investment in education and healthcare systems which are reflected in the high literacy levels and the relatively high life expectancy as compared to its neighbouring countries
Technological Factors
Like any other country in the world, Indonesia has experienced exponential growth in technology over the past few years. For instance, television has become a primary source of mass communication in the country, with virtually every household having a television. There is also increased use of online platforms that have gained popularity in the past few years. Sites such as Twitter, WhatsApp, YouTube, Facebook, and Instagram have gained massive popularity. The country has made significant progress in adopting technology, with the government being at the centre of it all. One such program is the plan called "making Indonesia 4.0," which is aimed at increasing the country's technological growth and increasing its industrial capacity in five key areas that are food and beverages, automotive, textile and chemical technologies (Maisyarah 763). There is also investment in artificial intelligence and human-machine interfaces, among others which have become important in the 21st-century markets.
Environmental Factors
Indonesia is located across the chain of islands between Asia and Australia. It is a beautiful country with access to multiple beaches, thus offering both local and international tourists a perfect experience. But after the Indian Ocean Tsunami of 2004 that devastated the country, the country has been struggling to rebuild and set up infrastructure to protect itself from a similar occurrence. Other environmental challenges include deforestation and rapid urbanisation, affecting the natural environment (Bryan and Melanie, 1672). There is also power exploitation of marine resources due to the huge populations. Other environmental challenges include air pollution, noise pollution from the massive traffic, and water pollution from the industrial processes and cities developing all over the country.
Legal Factors
The legal landscape of the country is somewhat stable for foreign investment, with the constitution investing in the protection of business and also the public. Issues such as employment law have become significantly common in the country, with employees needing leaves, religious holiday allowances, social security, and a safe working environment. All companies operating in the country must ensure this, as, without the legal companies, there will be disruption from the government agencies, and a business can lose its license (Steelyana, 116). However, for a UK-based company, this may not be a challenge as the UK legal framework is more advanced than the Indonesian legal structure, which makes it a weak force.
Hofstede Analysis
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Power Distance
This is the first dimension in the Hofstede Analysis, and it refers to the fact that all individuals in the society are not equal. It helps in expressing the attitude of the culture towards these inequalities. Power distance is defined by Hofstede's insights as the extent to which the less powerful members of the society or institutions within a country expect and accept that power is distributed unequally. Indonesia scores high when it comes to power distance which is at 78. This means that they are characteristics such as dependence on hierarchy, unequal rights between power holders and non-power holders, superiors inaccessible, and management controlling delegates. Communication in the country organisations is indirect as the hierarchies must be respected, and negative feedback is hidden (Hofstede Insights). This also means that the Indonesian workers need constant directions and guidance from their leaders as the system is set on the classic guru student structure. This means that a company from the UK is at 35, which means that the power distance is minimal, and society believes in inequalities. The UK based company will have to find ways to deal with this power distance issue if it aims to survive in the market.
Individualism
This dimension addresses the degree of interdependence a society maintains among its members. Indonesia has a low individualism of 14. This means that Indonesia is a collective society. There is a high preference for strongly defined social frameworks in which individuals are expected to align with the ideals of the society and the groups to which they belong (Hofstede Insights). There is extreme loyalty to family in Indonesia, with children committing to their parents and they committed to them when young. This is a little different in the UK, where Individualism is at 89, and people care most about themselves and not anyone else.
Masculinity
A high score in this dimension dedicates that the country is driven by competition, success, and achievements. A low rate, on the other hand, means that the dominant values in society are caring for others and quality of life. Indonesia rates at 46 on the dimension and is thus considered low masculine. The country is less masculine than other Asian countries like Japan and China. In Indonesia, Status and Visible symbols of success are important (Hofstede Insights). Still, it is not always material gain that brings motivation. The outward appearance needs to be maintained in the country as it is used to impress and create an aura of status. The UK rates at 66, which means it is based on competition and success rather than outward appearance and caring factors.
Uncertainty Avoidance
This dimension refers to the extent to which the members of the society are willing to feel threatened by ambiguous or unknown situations and have created beliefs and institutions that try to avoid risky situations. Indonesia rates at 48 which means that it has a low preference for avoiding uncertainty. This means that people in Indonesia do not show weakness or negative emotions. This, therefore, means that companies have to maintain positive work relationships as this will lead to better performance. The UK rates at 35, which means that it will be able to align with the new markets with ease.
Long term Orientation
This dimension focuses on how every society has maintained some links with its past while dealing with the challenges of the present future. Indonesia scores at 62 in this dimension which indicates a pragmatic culture. This means that people believe that truth depends on the situational context and time. They show the ability to adapt tradition easily to changed conditions, a strong propensity to save and invest, thriftiness, and the perseverance in exchanging results.
Indulgence
This dimension focuses on the extent to which people try to control their desires. The low rating in this dimension shows that Indonesia has a culture of restraint, and this means that their culture is based on pessimism and Cynicism (Hofstede Insights). The UK, on the other hand, has a much higher score of 69 which means that the British people are an indulgent society. People in this society are willing to realise their impulses like having fun and enjoying life. This means that a UK company expanding to Indonesia must consider this dimension otherwise, it will find it difficult to navigate the new environment.
Cultural Sensitivity in Indonesia
Some of the considerations the Business must consider in doing business in Indonesia is the relationships. Business in Indonesia is all about relationships. People in the country tend to do business with people they like and trust. This, therefore, means that it is significantly challenging for a foreign company to survive the environment, but with effective alignment with the culture of the people and respecting their values, it will establish meaningful relationships, which are essential when doing business in the country. The initial focus should be on building rapport and establishing relationships (Steelyana, 116). There is also the issue of religion. Indonesia is a multi-culture and multi-religion country. Despite its reputation of being the most populated Muslim country, there is also the presence of Buddhism, Hinduism, and Christianity. It is therefore essential for a foreign company to understand the local dynamics and find a way to align with them. They tend to say what they think and often withhold the truth to maintain harmony and good relationships. One case of this is the tendency never to say any (Steelyana, 116). they answer yes even when they do not mean it. Finally, there is the issue of hierarchies in the country. Indonesians respect hierarchies thus, in communication, foreigners must ensure that they respect the hierarchies. There are local customers’ religious bonds and social systems that are rooted in honour. Status is a very important aspect of Indonesian culture, and it should be respected in communication.
Communication Barriers
One of the main communication barriers in Indonesia is the language barrier. The UK speaks English, and Indonesia speaks Indonesian and many other local dialects. This means that the company will find it significantly difficult to communicate with locals and different stakeholders. Without a common language, the business will rely on interpreters to run operations. This also means that the management and the leadership may find it difficult to connect with the local workforce and even have meaningful relationships. Other barriers to communication include indirect communication and the hierarchical nature of the country. The UK workplace has evolved to adopt flat communication with little focus on hierarchies as employees can communicate directly with their bosses (Umboh et al., 796). This will be different in Indonesia as the workforce will never communicate directly to the bosses, thus calling for the implementation of a new communication framework.
Recommendations
Some of the communication strategies that should be employed in the new market include the hiring of local managers who will be able to directly connect with the local workforce. Delegating work to these managers will ensure little friction with the new cultures. Besides, the top management will need guidance on how to navigate the new markets, and hiring local managers will ensure that there is the ease of transition and alignment with the local cultures and beliefs. Besides, it will help the company in respecting hierarchies when interacting with the different stakeholders in the new market (Umboh et al., 796). Due to indirect communication, the management should always read other communication cues, thus understanding the true meaning in every communication to avoid confusion. The company will need to be patient as the country is built on a bureaucratic system with a hierarchical system which means that it can take weeks for the simplest things to be achieved (Umboh et al., 796). The company should be patient and manage its expectations as this is the only way to survive in the market.
Conclusion
International expansion has gained popularity in the past few years, with most companies looking to expand to international markets. This is to cope with the rising competition and the expensive labour costs in the developed countries. For a UK company expanding to Indonesia, it has to align with the cultural differences in the country for it to survive. Indonesia is significantly different from the UK, starting from the language to the religious beliefs. Therefore, to survive the new market, the UK company should consider hiring local managers who will make it easy to navigate the local environment and align the company with the local culture. But most importantly, the company should respect hierarchies and be patient as it will take time to do even the smallest things in the country. But with, the stable political environment and the growing economy provides the company with an opportunity to exploit the opportunities and grow its competitive advantage.
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