
A CRITICAL EVALUATION AND ANALYSIS ON THE CHALLENGES AND SENSITIVITIES FROM A BRITISH PERSPECTIVE OF DOING BUSINESS WITH IRELAND IN RATIONALE OF INTERNATIONAL BUSINESS COMMUNICATION


Executive Summary

The purpose of this paper is to identify the potential challenges and sensitivities from a British perspective of doing business with Ireland in terms of international business communication. There are three main findings in this paper: 
1) A model of language-based communication zones in a British perspective while doing business with Ireland;
2) The establishment of trust and relationships with Irish organisations; 
3) The culture and cultural-related considerations of doing business with Ireland. 
To interpret, the first finding introduces a language-based model in terms of international business communication and demonstrates that the unilingual to unilingual is the most suitable way to the two countries as there is a huge population speaking English. The second finding states that the importance of establishing trust and relationships and how the to maximise the positive outcomes in terms of establishment of trust and relationships between Ireland and the UK. Further, the five key factors which significantly affects the relationship commitment and trust are identified: Relationship termination costs, benefits, shared values, communications and opportunistic behavior. The third finding figures out that the cultural differences between Ireland and the UK in terms of international business communication. Much importantly, the British people must respect the Irish culture and style while doing business with Irish companies. In conclusion, this paper discusses and analyses the challenges and sensitivities of doing business with Ireland based on British perspectives in terms of the differences of languages, cultures, trust and relationship establishment. 
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Introduction

The UK is the fifth largest economy with gross domestic product of approximately 28088.99 billion of U.S. dollars in the world (Ranks In 2018). As one of the most critical countries in Europe, the policies, legislation and culture are co-influencing international business in this region. Furthermore, under the circumstance of the continuously accelerated process of globalisation especially in the UK other European countries, the international business, which essentially includes international business policies, laws and standards, language-based difference and other relevant key factors around this, is a significant section to the economic development of UK (Babcock & Du-Babcock 2001). 

In addition, as for the definition of international business communication, literally, it is most commonly defined as a process of dynamically and multiply influenced to both parties and transformational translation in different language and culture (Sherblom, cited in Hooker 2012). When it comes to doing business in the United Kingdom, there are a series of knowledge must be known, for example, the British society is multi-culture, multi-language and multi-ethnic and thus every difference in the British society must be fully respected from its international business traders and co-operators (Nickerson 2005). The British society is multi-language, as the people in Scotland, Northern Ireland and Wales have their own language and history. 

As for doing business with Ireland in a British perspective, Ireland is a fully open and developed economy with a great international reputation and image for attracting global investment. It is reported by the UK government that Ireland ranks 17th in the World Bank’s Ease of Doing Business Index 2017 (Government of UK 2017). The advantages of doing business with Ireland are: 
1) Irish organisations have well-educated and English-speaking employees; 
2) The tax rate in Ireland is relatively lower than in the UK; 
3) The Irish law system, especially tax and business laws, is very similar to Britain; 
4) The regulatory system in Ireland is very strong than other European countries (Government of UK 2017). 

Main Findings

A model of language-based communication zones in a British perspective 

Although Irish organisations have a large number of well-educated employees with fluent English speaking skills, some of the British people especially who are in Scotland, North Ireland and Wales are non-English speakers, the language gap must be taken into consideration while doing business with Ireland (Poncini 2002). Likewise, Ireland also its own official language named as Gaelic language or Irish across the country with approximately 39% of users (Atlas 2019). English is also widely used in Ireland and English speakers are fully welcome in the country, nevertheless, if British people want to highly engage into the conversation with the local Irish people, a distinctive way of speaking English in an Irish style is essentially needed. 

In order to distinctively identify the impacts from the different languages to the international business communication, this paper introduces the model of different language zones as shown in Figure 1 (Babcock & Du-Babcock 2001). When it comes to the logic of the model, it is clearly illustrated that the language competency and the outcomes of international business communication are significantly affected by the prospective communicators which matches in the communication zones and matched channels in the model (Babcock & Du-Babcock 2001, Gimenez 2006). Moreover, other researchers of international business also explain the process in a approachable way, for example, Beamer (1992) states that the transmission process or the model itself cannot be classified as domain of international business communication, however, the most important thing for the process is how the conscious perception of signals at the receiver’s end is essential for the international communication. 

When it comes to the model itself, there are two columns shown in the model. The first column is named as “parallel competencies”, which includes three different communication zones. For example, the first zone is unilingual to unilingual, the second zone is partial bilingual to partial bilingual and the third one full bilingual to full bilingual. Further, when it comes to the non-parallel competencies, the zones are quite different from the paralleled groups. For instance, the full bilingual matches the unilingual or partial bilingual and the partial bilingual matches the unilingual. In the case of doing business with Ireland in the British perspective, the parallel competencies are the most suitable one for the business. The reasons are listed as follows: 
Since there are still a number of non-English speakers in both UK and Ireland, the best expected situation based on the model is full bilingual to full bilingual (zone three). But as the great gap between British language such as Scottish and Irish (Gaelic language), the extra costs on educating language to employees will increase the burden to bilateral companies (Gannon & Associates, cited in Forsgren & Johanson 2014). 
Partial bilingual to partial bilingual is another pattern for doing business with Ireland in a British perspective, the specific method for this pattern is, the bilateral companies can choose some of their employees to study language together in the process. However, the method will incur an extra expenditure for organisations as well (Du-Babcock & Babcock, cited in Forsgren & Johanson 2014). 
Unilingual to unilingual is the most suitable one to the situation of doing business with Ireland in a British perspective, as there is a huge population speaking English in both Ireland and UK. The unilingual pattern will enhance the bilateral sense of trust, identity and cooperation. More importantly, the unilingual pattern will much easier to build a steady relationship between two countries’ organisations (Du-Babcock, cited in Gimenez 2006). 


Figure 1. Language-based communication zones in IBS, adapted from Babcock & Du-Babcock 2001, p. 381.

The establishment of trust and relationships with Irish organisations 

The establishment of trust and good relationship with Ireland is the most important part to a successful cooperation. Since number of British entrepreneurs set up their own companies with the purpose of meeting a very specific market needs, some of them are unable to fulfil their initial goals due to a complicated combination of internal and external factors (Katsikeas, Sharmeas & Bellow 2009). Thus, the cooperation with Irish organisations can significantly help to overcome the difficulties. The establishment of relationships and trust can be explained through the model in Figure 2. 

It is evident that there are five factors have direct impact to the relationship commitment and trust, and then to the establishment of a long-term relationship of doing business with Ireland in a British perspective. Alternatively, according to Pitzl (2010), the psychological factors, which are significantly affected by shared values, communications, relationship benefit and opportunistic behavior, are determining the necessity for developing an long-term relationship in international business communication, and in this case, especially for doing business with Ireland. 

To explain, a long-term and steady cooperation relationship is underpinned by an equal and balanced mutual commitment which commonly defined by researchers as the perceived importance of a relationship (Dweyer & Schurr, cited in Saunders 2012). In this case, take doing business with Ireland for example, if the business relationship with Irish companies is perceived as much important, the commitment would be instantly increasing and vice versa. This is because the high importance for bilateral companies will imply a great desire to constantly develop a positive relationship which potentially brings about much benefits and values in the future (Moorman, Deshpande & Zaltman, cited in Saunders 2012). When it comes to building the trust which generally defined as “the willingness to rely on an exchange partner in whom one has confidence” (Moorman, Deshpande & Zaltman 1993, p. 83), basically, it will be building in the repeated interaction with bilateral partners in Ireland and UK (Friman et al. 2000). Alternatively, trust sometimes is demonstrated as an expectation towards the cooperative partners’ honesty, responsibility and reliance (Rosenbloom & Larsen 2003). 

Furthermore, back to the model, five key factors which have great impact on the establishment of relationship commitment and trust must be discussed. In the case of doing business with Ireland in a British perspective, the shared values should be one of the most important factors (Saunders 2012). There are a series of shared values for doing business in the two countries, for example, a more sustainable business operation and model for both companies in UK and Ireland, the tightly connected people (i.e. UK has the largest Irish-born community outside of Ireland), reliable exporter both UK and Ireland. In addition, when it comes to the opportunistic behavior, both Irish and British must notice that they should not maximise their own profit in the early stage meeting and cooperation which would potentially do harm to the relationship establishment (Jevons, Colin & Gabbott 2000). Much more than that, being authentic is another key factor to build a reliable relationship in doing business, which means the British companies or organisations must be creating the authenticity of connecting different perspectives, beliefs and personality. This can effectively accelerate the establishment of a good relationship. 


Figure 2. Model of establishment of trust and relationships in IBS, adapted from Friman et al. 2002, p. 404. 

Culture and cultural-related considerations of doing business with Ireland

The culture and power distance can be measured in the following underlying value dimensions, for example, individualism versus collectivism, large power distance versus small power distance, strong uncertainty avoidance versus weak uncertainty avoidance and masculinity versus femininity (Rosenbloom & Larsen 2003). Further, some other index such as indulgence, individualism, etc. also contributes to form the distance. For the most common sense, the UK and Ireland have quite similar culture especially in the 21st century as people in two countries share the language and history. 

The cultural web is also a model (or a pattern) to identify the culture-related factors to the international business communication. In the case of doing business with Ireland in a British perspective, the analysis on the factors (rituals & routines, stories, symbols, control systems, power structures and organisational structure) can profoundly affect the practice. As for the rituals and routines, literally, it means that the daily behaviours and activities of bilateral people are accepted by both sides (Shirlow et al. 2005). For instance, while British and Irish employees having breakfast together, both two sides should order the co-accepted drinks or food. Since the rituals and routines is highly related to the management, thus, the daily behaviours must be rigorously considered for both British and Irish organisations (Van Dusen 2004). The stories could be not a challenge for Irish and British people as Ireland is able to get most of British TV channels and news and the UK is also able to receive the Irish channels (O’Brien 2016). Moreover, Ireland and the UK have shared the daily commercial brands, educational systems, law systems and federal systems, thus, Irish and British people will have a better knowledge with each other in terms of stories (O’Brien 2016). 

Symbols is another key element in the “Web Culture”, which is typically defined as the visual representations of the country such as images, logos and other representative things. Colour is one of the most important symbol in the Irish identity, for instance, the color green is acknowledged by the worldwide as the official color of Ireland. However, green color is tightly related to being Irish and Catholic especially in Northern Ireland.Further, the dress codes must be taken into consideration in international business communication in case of doing business with Ireland in a British perspective. Further, control systems, power structures and organisational structure in Ireland are very similar to the UK, and thus it is not a problem on these sections for bilateral companies (Nash 2005, Shirlow 2001). Other cultural-related considerations must be taken into account, for example, the punctuality is a critical element to Irish people with the acceptance range of maximum 15 minutes late (Graham & Nash 2006). In addition, a large number of Irish companies would not like to meet a foreign company unless it has fully introduced itself and already made an appointment (Atlas 2019). Much more than that, the communications and interactions in Irish workplace are more personable and relaxed than in Britain and thus the British companies should pay much attention to adjusting the nuances in terms of cultural differences in the working environment (Nash 2005). While considering gift giving is very common in the UK, Irish companies do not welcome this activity in the business context. 

Conclusion 

This report systematically and critically analyses the divergent international cultures within business with the combinations of assumed business communication situations both positively and negatively. This paper aims at evaluating the challenges and sensitivities from a British perspective of doing business with Ireland in terms of international business communication. The introduction demonstrates a basic and fundamental description of UK and Ireland including economic situation, policies, international situations and so on. In the main body part of the report, there are three findings relevant to the topic: 1) A model of language-based communication zones in a British perspective while doing business with Ireland; 2) The establishment of trust and relationships with Irish organisations; 3) The culture and cultural-related considerations of doing business with Ireland. To explain, the first finding implies how the differences of language impacts the process and outcomes of international business communication. More specifically, in the case of doing business with Ireland, the parallel model (unilingual to unilingual) is most suitable to the situation. The second finding demonstrates the importance of establishing trust and relationships bilaterally and how the to maximise the positive outcomes in terms of establishment of trust and relationships between Ireland and the UK. The third finding identifies the cultural differences between Ireland and UK while doing international business communications. For example, the punctuality, diet habit and other relevant factors must be taken into consideration in the international business communication. Much more than that, the differences on the national identities such as logos, icons, colours are must be fully respected by UK and Ireland with the purpose of enhancing bilateral relationship, trust and responsibility. In conclusion, there are three main factors that affecting doing business with Ireland from a British perspective, that are languages, cultures, trust and difficulties on relationship establishment. 
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