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Executive summary 

The aim of this report is to investigate key aspects influencing the activities of multinational enterprises, such as international trade regulations and tariffs; the political, economic, and social factors in the external business environment; and the significance of culture to global organisations. The first two sections focus on a case study regarding the tariffs imposed by the United States (US) government on the Scotch whisky industry and the second section highlights the importance and challenges of culture in foreign corporations. 

Part A assesses trade barriers and the consequences of tariffs on United Kingdom (UK) Scotch whisky exports and US whisky imports. The effect of tariffs diagram is used to measure customs duties in terms of the cost to the consumer, and the producer and US government tax revenue gains. 

Part B examines the transnational business environment in the context of political, economic, and social factors that affected the introduction of tariffs in 2019 and the suspension of tariffs in 2021 by the US government.

Part C analyses the importance of culture to international business relations and highlights major topics like communication, relationship building, global marketing and utilises Hofstede’s Cultural Dimensions Theory to determine the obstacles faced by organisations concerning cross-cultural differences.

The research from Part A draws attention to the fact that the imposition of tariffs negatively impacts consumers because of the increase in costs and positively impacts producers and local governments because of the profits.

The results from Part B discovered that government departments and the World Trade Organisation (WTO) play a critical role in instituting and deferring tariffs, the ramifications of tariffs are higher prices and a slump in economic growth, and consumer buying behaviours and lifestyle trends also control the success or failure of a particular industry.

Further inspections reveal that the rise of globalisation and technology has led to a surge in multiculturalism and cultural issues in the international business environment which organisations can overcome by incorporating cultural sensitivity. 


Notable recommendations include:
· Forming alliances with the entire business ecosystem to address the challenges caused by tariffs.
· Restructuring organisational strategies to reduce unnecessary costs and maintain profitability
· Obeying legal requirements to remain compliant
· Observing and acting on any external threats 
· Enhancing e-commerce sales of whisky 
· Preserving Scotch whisky tourism
· Reducing excise customs charges where possible (e.g., postponing tax payments with government agencies)
· Targeting international markets 
· Advocating for free trade agreements 
· Improving cultural awareness
· Regular cross-cultural training and development
· International market research to enhance decision-making
· Attracting and retaining top talent
· Championing diversity and inclusion


















Part A – The effect of tariffs on the whiskey industry

An overview of the whiskey industry

Whiskey is an age-old distilled spirit produced from fermented grains matured in wooden casks (Osburn, 2022). Whiskey is a Gaelic word meaning “water of life” in English (Thompson, 2022). Whiskey has Celtic roots, however, there have been long-running debates about whether the drink originated in Ireland or Scotland (Bell, 2022).

The global whiskey industry was worth approximately $79.6 billion in 2021, which is forecast to increase to $108.97 by 2025, with a compound yearly growth rate of 6% between 2021 to 2025 (Statista Research Department, 2021; Technavio, 2021). 

Whiskey products are categorised according to: 

· Country – American, Irish, Canadian, Scotch whiskey and more
· Grain – Wheat, Corn, Malt, Rye and more
· Standard – premium, high-end and top-end
· Route-to-market – on-premises and off-premises consumption
· Region – Asia, Middle East, South America, Africa, America, and Europe (Facts & Factors (2020).

In 2021, the world’s biggest whiskey exporters were the UK followed by the USA with estimated values of $5billion and $1.03 billion, respectively. In 2020, the USA was the UK’s largest whisky importer globally, followed by France with estimated values of $1.74 billion and $686.49 million, respectively (Conway, 2021).

For the past 100 years Scotland has been famous for manufacturing the greatest amount of Scotch whiskey worldwide. In 2021, the value of Scotch whisky exports was £4.5 billion, which accounted for 21% of all UK food and beverage exports. A few major players include Diageo, Chivas Brothers and William Grant & Sons (Whiskey Invest Direct, 2022).

The rise of technology, high bargaining power of consumers and the certain health benefits associated with whisky has led to a surge in demand. The USA dominates the global whiskey market, but India and China are emerging as opportunistic markets (Fact MR, 2021).

The overall implications of tariffs

International trade involves importing and exporting across countries, it boosts global market growth, increases competition, can lower costs, and provides consumers with a wider range of goods or services that may not be available domestically (Heakal, 2021). Free trade is the exchange of goods or services between countries without any restrictions, whereas protectionism is government-imposed restrictions such as tariffs or import quotas that protect domestic markets from international competition (Teeboom, 2019).

Tariffs are taxes levied by national governments on imports from other nations (Kenton, 2021). Pettinger (2022) notes that tariffs can be a specific amount or an ad valorem tax (a percent of the value of the imported goods). 

Tariffs are implemented to:
· Safeguard domestic jobs because rising global competition and cheaper foreign labour costs can increase unemployment in the local country
· Keep consumers safe from harm, for example diseases from imported animal products
· Encourage growth and employment in developing countries with nascent industries because consumers are forced to purchase cheaper domestic products or services
· Improve national security like the defence industry 
· Trade wars (retaliation) between countries (Radcliffe, Boyle, and Perez 2021). 

Tariffs increase the cost of imports, consumers from the importing country must pay the higher costs not producers and local governments collect the tax payments which raises their revenues. Hence, tariffs increase prices and decrease the supply and demand of imported goods (Hall, 2022). Inflated import prices could lower customer expenditure, decrease the profits of local businesses as customers may select substitute products, and higher competition means it is not necessary for domestic producers to lower their costs. The WTO has sought to lower tariffs and trade restrictions between nations to ameliorate globalisation, improve organisational efficiencies, and reduce unemployment (Radcliffe, Boyle, and Perez 2021).

The implications of tariffs on the whiskey industry in the UK and USA

In 2018, the USA was Scotch whiskey’s largest importer, comprising 22% of all Scotch whiskey exports (Schrieberg, 2019). 

The tariffs imposed in 2019 increased the cost of Scotch whisky in the USA, decreased domestic demand and reduced whiskey exports from the UK to the USA by approximately 30% (Pylas, 2021).

In 2020, the Scotch whiskey market in the USA fell by 20% with reported export losses of £500m (PA Media, 2021). According to the Scotch Whisky Association this could lead to lower investments, a decline in productivity, and job losses (Ward, 2020). 
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Description automatically generated with medium confidence]Figure 1 – The effect of tariffs on the whiskey industry (Source: Primary).

Figure 1 illustrates the 25% ad valorem tariff administered by the US government in 2019 on Scotch whiskey exports from the UK and the impact on consumers, producers, and the USA government tax revenues.

The cost of the tariff to consumers

	Consumer loss
	A + B + C + D

	Area of rectangle (A + B + C) 
	Base (550000) x height (2.5) = 1375000

	Area of Triangle (D)
	Base (700000 – 550000) x height (2.5)/2 = 187500

	Cost to consumers
	A + B + C (1375000) + D (187500) = 1562500 


Table 1 – Calculation for the cost to consumers (Source: Primary).

After the introduction of tariffs American consumers bought 150,000 tonnes less whiskey because the import prices increased by £2.50 so demand declined, this is known as price elasticity in economics. Furthermore, while some buyers may decide to pay extra others could choose to buy alternative whiskey products reducing consumer surplus in the market (Directorates of Environment and Forestry, International Trade and Investment, and Agriculture and Rural Economy, 2021).

The producer gain from the tariff

	Producer surplus
	A

	Area of rectangle (A) 
	Base (300000) x height (2.5) = 750000

	Area of Triangle (B)
	Base (350000 – 300000) x height (2.5)/2 = 62500

	Producer gain 
	A (750000) + B (62500) = 812500


Table 2 – Calculation for the producer gain (Source: Primary).

The rising costs caused by the tariffs protected domestic whisky producers from cheaper imports, so they were not required to reduce their prices to compete. Therefore, producers in the UK augmented their whiskey supply by 50,000 tonnes because they would receive higher prices with the introduction of tariffs, causing a producer surplus (Radcliffe, Boyle, and Perez, 2021; Economics Online, 2019).

The tariff revenue to the US government 

	USA tariff revenue
	C

	Area of rectangle (C)
	Base (550000 – 350000) x height (2.5) = 500000

	USA government revenue
	500000


Table 3 – Calculation for the US government tax revenues (Source: Primary).

The tariffs raised the USA government’s tax income by 500,000. According to research Trump’s tariffs decreased the US economy’s GDP and sank American citizens disposable income and consumer welfare (Berstein, 2021).



Recommendations

Tariffs or trade barriers are political external factors that are non-controllable, however there are certain strategies firms can adopt to address these issues:

· Bargain with traders or suppliers and build long-term, mutually beneficial relationships to negotiate the best prices
· Reassess the company’s financial performance, try to cut costs where possible and be completely honest with customers 
· Consider moving the manufacturing plant to a different location, although often extremely difficult
· Negotiate dividing the tariff charges between the business, retailers, and suppliers
· Enhance the inventory management system to minimise slow-moving products 
· Apply for duty drawback to claim back excise fees paid for whiskey products 
· Follow OECD guidelines on transfer pricing to reduce corporation and income taxes, all parties involved in the transaction must agree on the final price to minimise legal problems
· Hire a top-notch, economical accountant, and customs broker because it will ensure that the business implements the correct tariff treatment and customs value (Sacco, 2019, Croneri, 2022; Steven, 2015; Mohtaram, 2020).

Part B – An international business environmental analysis

The introduction of tariffs in 2019 

Political factors

When the UK was still part of the EU, the US filed a case with the WTO in 2004 alleging that the EU’s airplane manufacturer Airbus obtained $22 billion in unlawful subsidies. The EU reacted with a counterclaim contending that the US’s airplane manufacturer Boeing obtained $23 billion in illegal subsidies. Following a 16-year trade war between the two countries, the WTO ruled in favour of both (Pandey, 2020).  

In 2019, during Trump’s administration the WTO enforced tariffs on $7.5 billion worth of EU exports, with 25% tariffs on agricultural products including Scotch whiskey imports from the UK. In 2020, the WTO also imposed tariffs on $4 billion worth of US goods imported to the EU (Ward, 2020; Pandey, 2020).

Economic factors

In 2018, Scotch whiskey provided £5.5 billion in gross value added to the Scottish and UK economies, contributing to 21% of all UK food and beverage exports and employing 40,000 people. Scotch whiskey balances the UK’s trade deficit by £145.7 billion, generating £3.8 billion in HMRC taxes and is the UK’s ninth most valuable export (Scotch Whisky Association, 2019).

Scotch whiskey is not to blame for the aircraft subsidies dispute, yet the industry is bearing the brunt of the tariffs at nearly two thirds on all UK exports to the US. Farmers, employees, and smaller distilleries have suffered the most – putting thousands of jobs at risk. After the tariffs were imposed in 2018, Scotch whiskey exports to the US declined by 33% and Bourbon whiskey imports to the EU fell by 20%, which engendered a slump in profits and investments (UK Parliament, 2022). 

Social factors

The Scotch single malt whiskey industry lost a large share of the US market due to the tariffs and consumer choice declined. The Scotch whisky industry said that tariffs will impact sales because while there may be affluent customers who can afford to buy premium whiskey, others might not be willing to pay the extra costs (Bennett, 2019). To prevent binge drinking, protect public health and reduce the social problems often caused by excess alcohol consumption, policy makers implement a minimum pricing strategy for alcohol which raises taxes and makes alcohol products more expensive (World Health Organisation, 2014). Furthermore, research indicates that alcohol leads to 95,000 deaths per year in the USA (Centres for disease control and prevention, 2021). In 2020, alcohol-related deaths in the UK increased by 18.6% in comparison to 2019, with higher mortality rates in Scotland and Northern Ireland (Butt and John, 2021).






The suspension of tariffs in 2021 

Political factors

When Biden became president in 2021, the US and EU finally settled the ongoing aircraft subsidies dispute and Ministers of International Trade from each nation agreed to cease tariffs for 5 years. Separate discussions about the tariffs took place between the US and the UK because of Brexit and the withdrawal of the UK from the EU in 2020. Liz Truss, UK Foreign and International Trade Secretary, and Katherine Tai, US Trade Official stated that, the agreement is beneficial for both countries because it will allow them to concentrate on rebuilding their trading alliance, free trade, and tackle issues such as unfair competition from China. Meanwhile, Ivan Menezes, CEO of top whiskey firm Diageo, highlighted the advantages of Brexit in connection to the removal of tariffs on the whiskey industry (Pylas, 2021).

Economic factors

The unfair whiskey tariffs massively damaged both the UK and US economies, Scotch whiskey exports decreased by £1.1 billion in 2020. The tariff suspensions will enable Scotch whiskey producers to reduce prices once again in the US (Glover, 2021).

Chris Swonger, CEO of the US Distilled Spirits Council stated, the move will help spirit manufacturers, farmers and the hospitality industry recover from the 37 percent losses experienced between 2018 and 2020, by improving imports and exports, sales, and generating new jobs. 

Lawson Whiting, CEO of Jack Daniels owner Brown Forman maintained, the company’s profits were severely impacted by the tariffs due to their 60 percent stake in American whisky in Europe. He welcomed the move by emphasizing the importance of the new tariff deal in relation to boosting trade relations between the UK and the USA (Brooker, 2021).  

Social factors

Alcohol plays a vital role in British and American social cultures. Consumer behaviours are changing, for example, nowadays 41 percent of millennials in the UK and US consume more spirits than any other alcoholic beverage, making them the most substantial demographic target market for the whiskey industry (USA Spirits Ratings, 2022). Since the suspension of tariffs demand and sales of Scotch whiskey have bounced back in the UK and US, with reported gains of 20 percent reaching £7.9 million in 2021 (Reid, 2021).

Recommendations

· Frequently monitor and keep track of external threats 
· Adapt policies so they align with any changes or new regulations
· Defer payments of import taxes for three months to safeguard cashflow
· Focus on trade promotion of Scotch whisky in international markets
· Extra support for Scotch whisky tourism to help sustain the brand
· Increase online sales of Scotch whisky and explore new markets globally
· Petition against protectionism trade barriers on the Scotch whisky industry
· Lobby for free trade agreements (House of Commons International Trade Committee, 2020).

Part C – The role of culture to international business 

The Cambridge Dictionary (2022) defines culture as the lifestyle (e.g., beliefs, traditions, behaviours, language) of a group of people in a specific society. International business refers to any commercial transaction that occurs between foreign countries, whereby anything valuable like products, knowledge, services, technology, or intellectual property is exchanged (Pearson, 2022). Moreover, culture in international business varies from one society and company to the next (Smith, 2021).

Culture is complex, it is the perceptions we have about how others should behave, and it impacts the way business is conducted in terms of communication, negotiations, marketing, and collaboration. The ability to successfully manage cultural differences can determine the success or failure of any business. Cultural awareness in the 21st century has become more important than ever (Commisceo Global Consulting Ltd, 2022).

Communication

To prevent missed opportunities international firms must demonstrate effective communication and convey the right message because workplaces are increasingly multicultural and interconnected, markets are dynamic, and every country has its own distinguished language and customs. Verbal communication such as language barriers can inhibit business negotiations, although English is the global language of business not everyone can speak it; today multilingualism is a vital asset to any organisation. Non-verbal interactions such as body language, tone of voice and signals are also essential factors organisations should consider when doing business with international firms (Twose, 2019).

High-context vs. Low-context cultures

Thai	            Arab	         Italian              English             Scandinavian     
Japanese           Mexican	         Spanish	   Canadian          German
Chinese             Greek	         French	   American          Israeli
· Explicit communication, 
verbal or written
· Direct
· Focus on results
· Facts
· Individual
· Implicit communication, 
non-verbal
· Indirect 
· Focus on process
· Harmony
· Group

Figure 2 – Different communication styles across cultures (Milincic, 2020).

Examples 

The Americans have a low-context culture, so reactions to any proposition tends to be definite and immediate, contrastingly, the Japanese have a high-context culture, so reactions tend to be vague and delayed (Salacuse, 2005). Additionally, etiquette within international businesses can be formal or informal. For instance, the Chinese prefer a formal approach because addressing someone by their first name signals disrespect. Whereas the Americans prefer an informal approach because addressing someone by their first name signals friendliness. 

During the Camp David Egyptian-Israeli peace agreement, Egypt viewed Israel’s directness as aggressive and insulting and Israel viewed Egypt’s indirectness as insecure and evasive (Ballard, 2020).
In the US and Europe business handshakes are completely normal, however, in the Middle East handshakes are not as common and only the right hand is used because of the belief that the left hand is unhygienic (Twose, 2019). The Japanese culture values respect and a business meeting or greeting often commences with a polite bow (Ojigi), the Indians also greet each other by bowing and placing their hands together in the middle of the chest (Namaste) (Mariadoss, 2017).

Relationship building 

Cultural differences across boarders impact international business relationships and negotiations in various ways, specific rules and procedures may be acceptable in one country but not in another. Multinationals must establish trust-based relationships with their counterparts to avoid potential misunderstandings, this could make-or-break a business deal (Salacuse, 2005).























Deal–oriented vs. People–oriented cultures

Trust
Trust

Figure 3 – The differences between deal-oriented and people-oriented cultures (Ruppert, 2020; Lanier, 2000; Salacuse, 2005; Brett and Mitchell, 2020).

Examples

The Germans get straight to doing business, but the Chinese spend a great deal of time getting to know each other. Hence, the Germans use their head when creating trust which is earned through displaying proficiencies, but the Chinese use their heart when creating trust which is earned through creating personal relationship networks which they call ‘Guanxi’ (Ruppert, 2020). 

For the Americans, Australians and Dutch time is money, so they are inclined to finalise the deal as quickly as possible; Germans are punctual; Latinos, Mexicans, Africans, and Indians are often late; and most Asians negotiate slowly. The Spanish want a contract without any relationship, whereas 67% of Indians want a contract with a relationship. Latinos are more emotional but cautious of displaying their emotions during negotiations, the Germans and English are the least emotional (Ballard, 2020).

South Koreans respect their elders and people in higher positions, the Scandinavians treat everyone equally. The Japanese view negotiations as a win-win situation that offers a solution to a problem, whereas the Spanish view it as a win-lose situation because of the challenges it brings. The Americans prefer detailed contracts, and the Chinese view a business agreement as the embodoment of a new relationship (Smith, 2021).

Marketing

Consumer behaviour and cultures vary in foreign markets, it is imperative for firms to understand those differences, then create and adapt their global marketing strategies based on the demands of its target market. To effectively promote products or services internationally marketers must consider the numerous languages spoken worldwide and design meticulous, error-free translations. Every culture has a unique set of traditions, taboos, religion, values, and norms that determine what is allowed or forbidden and marketers should be mindful of this to avoid failure or causing offence. Also, the relationship between marketing and culture can also impact spending and taste preferences (Mariadoss, 2017; Claessens, 2019).

Examples

Legend has it that when General Motors advertised their Chevrolet Nova cars in Spanish speaking countries sales where poor because the word “Nova” translates to “it won’t go” in Spanish (Erichsen, 2019).

The bargaining power of buyers is higher in the US than it is in Africa so products or services might be more expensive in the US. In India 80 percent of the population is Hindu so McDonald’s adapted their strategies by selling vegetable burgers to cater for that specific market (Claessens, 2019).

Marketing alcohol products in Muslim countries would be unrealistic because it is prohibited; however, drinking is customary in many other countries like Europe and the US so promoting alcohol there would be acceptable. Additionally, pork is strictly forbidden in Jewish and Muslim cultures, thus impractical to promote such products in those countries. Christmas adverts would be worthwhile in Christian countries, but Eid adverts would work better in Muslim countries (Mariadoss, 2017).

Challenges of culture – Hofstede’s Cultural Dimensions Theory

The rise of globalisation has led to a surge in multinational organisations, with such a diverse range of people working together cultural conflicts can occur. Hence, the ability to manage any tensions is crucial to the success of international organisations (Bright et al., 2019).

Geert Hofstede’s was a Dutch social psychologist who devised the Cultural Dimensions Theory by studying thousands of employees at IBM in over 70 countries for more than a decade. This a popular framework can be implemented to measure cultural differences across countries and understand how to deal with them in the international business environment (De Bruin, 2017).























High
Low


Power Distance
How much inequity exists in society relative to power distribution?

			Hierarchical 
Equitable 



Collectivism vs. Individualism
How society prioritises personal goals in comparison to group/clan goals?



 

Self 
Group 



Femininity vs. Masculinity 
How society views the role of men (assertive being the best) and women (nurturing being content)?


Tender 
Tough




Risk-
averse
Risk 
tolerance
Uncertainty Avoidance
How anxious society is about the unpredictability & the unknown?




Growth 
&
 the future 
Traditional &
the present
Short-term vs. Long-term Orientation 
How society views time in relation to planning?





Free 
gratification 
Controls 
gratification 
Restraint vs. Indulgence
How serious is the society or do they just want to have fun?




Figure 4 – Hofstede’s Six Cultural Dimensions Theory (Corporate Finance Institute, 2022; Pogosyan, 2017).








Example – Comparison between the UK and Brazil


Chart 1 – The comparison of cultures between the United Kingdom and Brazil using Hofstede’s Theory (Hofstede Insights, 2022).

Power Distance

UK
A lower power distance score indicates the British feel that no matter where a person comes from we all have the same potential, and everyone must be treated equally regardless of their status. 

Brazil
A higher score shows the Brazilians believe in a stratified system and respect for elders, cultural disparities are tolerated, and powerful people have more authority than lower class citizens.

Collectivism vs. Individualism 

UK
The higher Individualism score demonstrates that the British are private people who prioritise the needs of themselves and their family, self-actualisation is bred into the community from a young age.

Brazil
The lower score signifies the Brazilians are highly integrated into groups in society. Family comes first and business deals are built on trusting relationships. 

Femininity vs. Masculinity

UK
The higher masculinity score reveals the British culture is ambitious and focuses on high performance, accomplishment and winning.

Brazil
The score is almost equal which means the Brazilians value both success and well-being.

Uncertainty Avoidance 

UK
The lower score illustrates the British are not afraid of the unknown, are comfortable changing plans to suit the circumstances and they are well-known for queuing and being innovative.

Brazil
The lower score implies the Brazilian culture thrives on consistent procedures, laws dictate their behaviour, and they are very expressive.

Short-term vs. Long-term Orientation

UK
The fifty-fifty score means the British handle issues by exerting a combination of customary and practical approaches. 

Brazil
The lower score shows the Brazilian society focuses more on past or present conventional methods when dealing with challenges.




Restraint vs. Indulgence

UK
The higher score specifies the British culture likes to enjoy life, they are optimistic and value a work-life balance.

Brazil
The higher score means that Brazilians also conform to their desires by having fun and acting as they wish (Hofstede Insights, 2022).


The strengths and weaknesses of Hofstede’s Theory

Although Hofstede’s work on cross-cultural relations is widely recognised, many critics and scholars have argued against the theory partly due to the complexities associated with culture. 

Strengths

Pertinence
During Hofstede’s heyday there were limited studies on the impact of culture in international business, his guidance proved valuable, and he was considered a cultural guru. 

Thoroughness
Some believe Hofstede’s research gleaned from methodical data and logical reasoning. 

Comparative precision
Comparisons between Hofstede’s findings and similar research found that apart from individualism most of his hypothesis were verified.

Weaknesses

Old-fashioned 
Several academics maintain that Hofstede’s theory is irrelevant in the contemporary, constantly changing business environment. 



A single company focus
Examining only one business limits the sample size and suggests that insufficient details were gained about the entirety of culture in different settings making the study inconclusive.

Methodology
Hofstede used surveys in his studies and based his model on too few dimensions which academics argue cannot be an accurate measure of cultural variances.

Cultural Uniformity
The analysis suggested that all local communities are the same, however, today many countries are cosmopolitan and embrace a wide range of ethnicities (Jones, 2007). 

Recommendations

Culture is a sensitive issue that should be managed delicately to soothe any problems such as cultural misunderstandings (Reynolds, 2017). Research demonstrates that cultural diversity and team compatibility leads to more productive, innovative, solution-oriented workplaces (European Academy for Executive Education, n.d.). Global businesses can execute useful techniques to overcome cross-cultural barriers. 

· Encourage honest, transparent communication and respect each other’s opinions. 
· Ingrain the acceptance of cultural diversity into the company culture 
· Promote personal interactions between team members that allows them to discuss and learn about any cultural differences
· Incorporate shared values and cooperation that inspires people to work towards a common goal
· Hire the best talent such as multilinguals 
· Establish strict code of conduct policies to prevent discrimination or stereotyping 
· Modify human resource practises to suit international market needs
· Training to help companies cope better with any multicultural problems that can impact business deals
· Adapt products or services to ensure they are compatible with local marketplaces
· Be conscious of the various cultural aspects in other countries, for example religious holidays or dietary requirements and customise them into company procedures
· Establish a common ground and keep an open mind
· Talk slowly and clearly, pay attention to body language and gestures
· Provide equal opportunities, and a diversity, and inclusion programme
· Thoroughly research the host country’s customs, habits, language, and lifestyle
· Develop high emotional intelligence skills and respect for others
· Take time to learn about foreign business activities and consumer behaviours
· Get help from language, translation, marketing, or brand experts with knowledge about local markets in the international business environment (Seah, 2021; European Academy for Executive Education, n.d.).
Conclusion 

This paper scrutinised essential concepts regarding international business, such as trade, tariffs, the main macro environmental factors and culture. Governments set and control tariffs or taxes charged on imported goods or services, while consumers lose, producers and governments gain. Political, economic, and social factors impact tariffs, and the way businesses must react to cope with any changes or issues. Globalisation and technology have connected boundaries and accelerated multicultural workforces but not without the challenges associated with cultural barriers. 

As 21st century organisations continuously move towards a more unified business ecosystem it is vitally important to not only address these determinants but to also manage them effectively for the collective benefit, as well as constantly strive to improve the triple bottom line – people, planet, and profits.
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Hofstede's Cultural Dimensions Theory - Country Comparison 

United Kingdom 	Power Distance	Collectivism vs. Individualism	Femininity vs. Masculinity	Uncertainty Avoidance 	Short-term vs. Long-term Orientation	Restraint vs. Indulgence	35	89	66	35	51	69	Brazil	Power Distance	Collectivism vs. Individualism	Femininity vs. Masculinity	Uncertainty Avoidance 	Short-term vs. Long-term Orientation	Restraint vs. Indulgence	69	38	49	76	44	59	
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