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China is the country with biggest population in the world with now more than 1.4 billion inhabitants. In 2017, the economy (BBC, 2017). The country has a big role in the global economy. Since the nineties, the Gross Domestic Product has been almost rising by 10 percent each year. Nowadays, China is the second largest economy in the world. 
China is a big player of the economy of the UK. In fact, the country is the second largest import partner outside of the European Union. And the sixth major destination for the exportation of UK goods. As a world economic power, more and more companies want to do business in China. In 2012, they were more than 650 UK companies which were working is this country (ONS, 2015).
But dealing in another country is dealing with an another culture. In this report, we will see the challenges and sensitivities that British companies could have to manage in the event of doing business in China. 

***

In 1976, Hall determine a new theory on the impact of the context in a conversation between two people from different countries. In fact, he found that the context can change everything in the meaning of an exchange, this is the high and low context. For him, China is a part of the cultures classified as high context communication. During a conversation, Chinese will be more attentive in how an information is said that the information itself. This is why in China a “yes” could mean a “no”. However, it is the reverse for the United Kingdom. As part of a western culture, United Kingdom is considered as a low context culture. A British will give more intention on the information than on the way they are given. When a British says “yes”, this could mean just “yes”. In other word, Taylor explain that a high context communication will be ambiguous and indirect when a low context communication will be clear and direct. (Hall & E.T., 1976), (Taylor, 1997), (Kim, 2012).

Another researcher on the cross cultural dimension is Hofstede. In 1980, he developed his own model for compare culture from different countries. This one is based on 6 dimensions, Power Distance, Individualism, Masculinity, Uncertainty Avoidance, Long Term Orientation, Indulgence. Even if the level of Masculinity and Uncertainty Avoidance are more or less the same, the other components are different. In the first one, Power Distance, China is ranked as the highest. In that society, it is normal to have differences between people. For example, in China it is common to have a supervisor using his power on his employees and these employees cannot defend themselves against these abuses. At the opposite of China, the UK has the lowest position on the scale of Power Distance. British people believes that inequalities do not have a place in the society. Everyone should be treated in the same way with equality. In Individualism, China has a low score. That means that Chinese are acting in the interest of collective groups, but it is not without consequences on the work environment. Actually, closer groups, such as family, could get a preferential treatment in the hiring or to get promotions. In the UK, since their earliest childhood, people are raised to look after themselves and to know how they can contribute to the society. In Long Term Orientation, China has a very high score of 87 points. Which means that in a period of changes, the society is pragmatic and able to adapt its customs and traditions. In the same time the UK totals 51 points. The country prefers to follow the traditions and is more on the defensive of changes. The results in the Indulgence show that China is a restrained society. People have a propensity to be pessimist and cynical. There are not push to have spare time and desires contrary to the British society, which she is more turn on enjoying life. (Hofstede Insight, 2018)

In 1997, Trompenaars and Hampden-Turner, published their ten years of researches on the cultures. They come to the conclusion that they were 7 dimensions which are at the origin of the differences between cultures: Universalism versus particularism, individualism versus communitarianism, specific versus diffuse, neutral versus emotional, achievement versus ascription, sequential time versus synchronous time, internal direction versus outer direction. These researches are based on more than 46,000 managers’ responses to questionnaires from 40 countries around the world. The differences between the Chinese culture and the British culture are especially expressed on 4 dimensions. The first one is on universalism and particularism. In fact, culture in the United Kingdom is consider as universalist. People think that any idea can be applied everywhere in the world without any changes. At the opposite, Chinese people are guided by the context just as Hall explain with the high and low culture context (Hall & E.T., 1976). Indeed, ideas can be applied everywhere but not in the same way, without modifications. In this way British companies would have to be careful in case they want to trade with China. An additional dissimilarity in the specific versus diffuse dimension. In the British society the private life is separated from the work. But in China, the work and the private life are connected, and it is possible to linked to the Hofstede model (Hofstede Insight, 2018). As a matter of fact, he underlined that in the Chinese society in the work environment, family could have a preferential treatment. The third contrast is on the achievement and Ascription element. Actually, power, titles and position are important in China and made this culture focus on the ascription. This was also show by Hofstede on the Distance Power criteria (Hofstede Insight, 2018).  On the contrary, British people give more importance on what people achieved and value the performance, not the power. Finally, the last difference is on the environment and relationship to nature. On this point, the split is concerning the attitude toward environment. For instance, in the UK, people believe that they can reach their goal in controlling nature at the opposite Chinese it is the nature which is controlling them therefore they need to work with their environment. This will play a crucial part in the relationships at work where Chinese will try to avoid problem in this environment (Mindtools, 2018), (Trompenaars, Hampden-Turner, 1997).

Guanxi has a very strong place in the Chinese culture. It is about the construction of relationships in order to had a strong network. The construction of relationship between co-workers is not proper to China but it has much importance. Guanxi is about the trust that people are according to other people so it is important to be honest. In China it is usual to spend time to know your business partners, it is common to spend time outside of the work environment. The construction of Guanxi can done through the visit of the place of each side, gift or entertainment. Guanxi has such power that it can affect the work environment. For example, building a strong relationship inside of the company can help people to get promoted. But also, building relationship with others companies like the suppliers is important because I can affect the negotiations. Moreover, the laws in China do not offer a legal protection. Consequently, British companies has to build strong relationships with other companies or organisation. In fact, if they encounter a problem during their business in China, those relations can help them to manage the problem. This why it is important for foreign companies like the British companies to understand guanxi. Foreign companies which are planning to stay in China, must have to found a native born Chinese who could be help them to build those relations. In fact, he knows how business is doing in China and could make guanxi easier (Chen, Friedman, Yu, and Sun, 2011) (Business Insider, 2011) (Millington, Eberhardt, and Wilkinson, 2005) (Mu, 2015). But first of all, for creating a strong relationship, it is essential to be credible, that’s why companies have to be honest. In fact, if the company is hiding somethings about the product and it Is reveals. It could be the end of the relationship.  Then if the company has expectation about the production or raw materials etc. she needs to be clear on it to avoid misunderstanding. Knowledge is important, sharing knowledge will help the success of the relation (Trade Ready, 2015)
[bookmark: _GoBack]
In the construction of relationships in China, gift giving is a social custom. Its shows that the relationship has value and it is a mark of respect. But a British company must have different perceptions on this practice. Indeed, they could think that is bribery or corruption (Steidlmeier, 1999). The anti-corruption organisation, Transparency International, mass data on corruption to help companies to avoid this. In the index of 2016, the UK was perceived as a clean country with a score of 81 percent. But in the index, China has a just a half of the UK sore, with 40 percent. This is means that the country is considered as a corrupted environment. (Transparency International, 2017). In fact, a study (Millington, Eberhardt, Wilkinson, 2005) shows that the gift-giving is a significant issue for UK companies in China. In fact, the gift giving is related with corruption or illicit transactions. 

Nevertheless, for Hongying Wang, Guanxi is just an alternative at the Chinese legal system which do not provide protection and not a bribe (Wang, 2012). Moreover, some scholars such as Wilson and Brennan, are agreed to say that Guanxi starts to be less important in the Chinese society. Even if people think are still considered it as a strategy for doing business in China. But in fact, with the liberalisation of the economy of China, there is a modernisation of the Guanxi. And companies in China tend towards to use more the western manner of doing business (Wilson, Brennan, 2010).

All of this models and issues highlight the differences between the British culture and the Chinese culture. In order to avoid them, it is important to understand the culture with which we interact.

First of all, before going in China a company must makes research on the country to avoid issues. The models of Hall, Trompenaars and Hofstede can be convenient to apprehend those differences. However, it is also important to just keep the researches at those models. In fact, for example, the Hofstede vision is controversial. Indeed, some scholars explained that they were some inconsistencies in the Hofstede’s researches. One of them is that the survey was only on one company in just one industry. And the issue is that a company can have its own culture. Moreover, Hofstede choose to determine the limits of a culture to the borders of countries. But according to Oyserman et al (2002), there are differences culture in some countries as the United State for example (Kim, 2012).

As the culture is different, the needs of the Chinese are different than in the UK. Thus, companies have to adapt their product to the Chinese demand and environment. For instance, IKEA came in China without changing anything about their strategy. They did not make money for the first years because of the price of the products. In fact, the low price in Europe was not lowest anymore in China. Local companies had cheapest manufacturers and cheapest raw furniture (Kim, 2012).  

Furthermore, as I explain before, it is crucial to create strong relationships with suppliers, distributors, customers and administration organisations. This could be useful to avoid problems. UK companies need to be patient because those relations are based on trust, and taking time to build them is a reason of success.  Moreover, understanding what Guanxi means before doing business in China could help to not take this as bribery (Kim, 2012). 

Another challenge of doing business in China, is to make the conversation. Firstly, the language can be a barrier. Only two percent of the respondent consider them fluent before going in China. So when the company hire someone to translate, it is important that he has already dealing with Chinese company, and the UK company has to be sure that he also knows industrial terms. Furthermore, it is advising against to speak about some subjects. For examples, avoid sensitive topics as politics, religion or human rights. Moreover, Chinese people are going directly on personal topics that western country can feel uncomfortable with. For example, they can ask questions about, age, marital status or salary. (Hannon, 2006) (Ho, 2017).

***

The Chinese culture is not the same that the British culture.  A company from the UK needs to study these differences and understand the culture. There are diverse ways, models like Hofstede or Trompenaars can help. Moreover, Guanxi is the main characteristic of the Chinese culture. Building relationships on trust and respect with Chinese companies is certainly the key of doing business in China. She has also to adapt its products and his strategy in order to prosper in this market. 
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