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[bookmark: _Toc17549]Executive Summary
The importance of international business communication (IBC) has gradually increased with the advancement of globalization and technology. International business communication refers to the effective communication in multilingual organizations. The efficiency of IBC is affected by many factors, the most important of which is culture. Culture refers to the characteristics and knowledge of specific populations, including language, religion, food, social habits, music and art. In addition to culture, language, stereotypes, and gift giving also need attention.

Britain and Spain are also part of globalization. Research on IBC between these two countries can help companies understand the factors that affect the efficiency of communication between the two countries.

In this report, after discussing related concepts, similarities and differences in stereotypes, language, and gift giving between Spain and the United Kingdom will be analyzed and evaluated to determine the positive or negative effects of these factors on communication. And culture will be analyzed from different perspectives to help companies understand the impact of cultural differences on communication.
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[bookmark: _Toc19599]1.0 Introduction
In the current economic context, due to the globalization process and the improvement of communication technology, most companies trade to a certain extent globally, which has increased the importance of international business communication (IBC) (Kameda, 2005). business communication is a dynamic, bi-directional, multiply influenced, and transformational translation process (Sherblom, 1998). Babcock & Du-Babcock (2001) emphasizes that in international business communication, the complexity and diversity of this translation process is compounded as individuals send and receive messages that are translated through multiple languages and cultures.

There are many factors that affect the effectiveness of IBC, including language, prejudice, and culture. Language is an important medium for communication, and there are currently 7111 languages still in use in the world (Ethnologue, 2019). The diversity of languages hindered IBC and promoted the development of lingua franca. There are a variety of lingua franca in history, such as Latin in the Roman Empire, depending on the prestige of certain countries in a certain historical period (De Houwer & Wilton, 2011). English is currently considered the lingua franca, with 110 countries worldwide using English as their mother tongue, official language, or universal second language (Theglobalist, 2017). In addition, stereotypes can have a positive or negative impact on IBC. Bordalo et al believe that stereotypes are widely held but fixed and oversimplified image or idea of a particular type of person or thing. Will contain some biases and errors (Hilton, & von Hippel, 1996).

Differences and similarities in culture, language, and stereotypes between Spain and the UK have a positive or negative impact on IBC between them. Firstly, the concepts related IBC will be discussed. Subsequently, differences and similarities between stereotypes, languages, and gift-giving cultures in Spain and Britain were analyzed and evaluated to determine their impact on IBC. And then, based on Hofstede's dimensions, cultural differences between Spain and the UK in each dimension will be explored to analyze the impact of culture on IBC.
[bookmark: _Toc29716]2.0 Major impediments and facilitators
[bookmark: _Toc922]2.1 Relevant Concepts
Culture is a crucial factor affecting the effectiveness of IBC. The Cambridge Dictionary defines culture as the way of life, especially the general customs and beliefs, of a particular group of people at a particular time. Hofstede ’s dimensions provide a theoretical framework to help investigate and explain cultural differences. It divides culture into different dimensions, including masculinity, individualism, power distance, and uncertainty avoidance (Hofstede, 2001). However, it also has some limitations. For example, cultural changes are fast and difficult to measure, and these four aspects do not include all dimensions of culture (Taras, Steel & Kirkman, 2012). Based on cultural and research differences, some other dimensions are also proposed, such as Long-term Orientation and Indulgence (Mansson et al., 2016). Gift-giving culture is also one of the most important factors in business because it may involve issues such as business ethics and corruption outside of relationship building (D'Souza, 2003).
[bookmark: _Toc13501]2.2 Stereotypes
Stereotypes have a positive or negative impact on IBC between Spain and the UK. Understanding stereotypes can help improve the efficiency of British companies communicating in Spain. Based on the social cognition approach, stereotypes are seen as special cases of cognitive patterns or theories, and are intuitive profiles that people often use in their daily lives (Schneider, 2004). So, it can help people save cognitive resources to process information more easily and efficiently (Hilton & von Hippel, 1996). For example, the stereotypes of Spain include the Spaniard's relaxed attitude towards time, and different schedules from other countries (Huffpost, 2017). Moreover, these stereotypes can help the United Kingdom understand the situation in Spain when IBC in the United Kingdom and Spain, and thus help the United Kingdom quickly form accurate expectations for certain situations. For example, the United Kingdom can set a more flexible meeting time based on the stereotype of the concept of time, or adjust the dinner time based on the stereotype of the schedule. So stereotypes can effectively promote IBC between the UK and Spain.

Judd and Park (1993) pointed out that stereotypes are based on certain empirical realities, so while they are useful, they may be exaggerated. For example, although Spain is very relaxed about time, attending meetings on time is also one of Spanish business etiquette (Giftypedia, 2010). The differences within groups are also noteworthy. Because stereotypes are the largest unique feature difference among groups, there are still differences within groups (Bordalo, et al., 2016). For example, not everyone likes bullfighting in Spain (Expatica, 2019). So stereotypes can also form a barrier to IBC between the UK and Spain.
[bookmark: _Toc27749]2.3 Language
Language differences have caused some obstacles to IBC between the UK and Spain, but this situation may change positively in the future. The reason is that the official language of Spain is Spanish, which is different from English, the main language of the United Kingdom (BBC, 2014). According to a survey by the Spanish CIS National Research Institute, 60% of people in Spain do not use English to read, write, and read, and the remaining 35% do not speak well (Elpais, 2017).

Differences in language can lead to a lack of foreign language ability to fully express themselves and understand others, fear of ridicule or criticism in language, and a sense of incompetence in their own communication skills, which leads to foreign language anxiety (Guntzviller, Yale, & Jensen, 2016). Foreign language communication anxiety or anxiety about non-native language communication will reduce the willingness to communicate in other languages and lead to the failure to achieve the expected situational results when communicating in other languages (MacIntyre, 2007), leading to a reduction in the efficiency of IBC.

Therefore, when communicating between the United Kingdom and Spain, you need to pay attention to language barriers. You can use translators or written methods that do not require an immediate response. For British companies, Spanish language talent is important if you want to build long-term business relationships in Spain.

However, language barriers may decrease in the future, as many Spanish people are learning English, probably due to the dominance of English in the world (Kappa, 2016). All or almost all (99% to 100%) primary school students in Spain currently learn English as a foreign language in 2017 (Eurostat, 2019). This means that there is more possibility of using English in future communication with Spain. However, this obstacle will be completely eliminated in the future without learning English. This is due to Spain's protective attitude towards Spanish, which can be seen from its policies. In Spain, tenured positions depend on the level of fluency in Spanish, a restriction aimed at promoting local languages, which hinders the system of attracting foreign talent to Spain (Carazo & Font, 2016).
[bookmark: _Toc26023]2.4 Gift-giving culture
Gift-giving culture is also notable in IBCs in Spain and the UK. In modern circumstances, gift giving is seen as a sign of goodwill or as a symbol of gratitude or love (D'Souza, 2003). Gift giving may occur over time and go through three stages of giving, receiving, and giving back (Joy, 2001). It can help companies encourage reciprocal relationships by fulfilling social obligations or expressing gratitude in some form (Fadiman, 1986). Recognition, affection, and importance are also revealed during the gift giving process (Stafford, 1997). And the unique culture of each country leads to specific gifts, occasions and expectations, and directly or indirectly affect many business affairs. An in-depth understanding of the unique local business environment and culture can help achieve business success in different countries, as they can gain a competitive advantage by understanding and incorporating this cultural difference into a specific company (D'Souza, 2003 ).

There are differences and similarities between the gift-giving culture and business environment in Spain and the United Kingdom. In some cultures, business emphasizes written contracts and procedures, while in other cultures personal relationships are emphasized (Davis et al., 1995). Unlike in the UK, companies in Spain want to take the time to get to know business partners before doing business, and usually meet for the first time just to start the relationship (Giftypedia, 2010). However, it is worth noting that although Spain was first committed to building relationships, business gifts were given after successful negotiations, which is similar to British culture (Giftypedia, 2010; Giftypedia, 2013). Business gifts in the UK are not part of business culture and it is best to give them away after an agreement is reached (Giftypedia, 2013). Therefore, although the United Kingdom and Spain are different in terms of establishing business relations, the similarities in gift-giving culture have promoted cross-cultural communication between the United Kingdom and Spain.

In addition, for Western organizations, there is a certain degree of ambivalence in the issue of whether a gift is legitimate, because gift giving involves corruption. Bribery refers to an occurrence when one person (briber) provides an inducement to another person (bribee) that is intended to be in exchange for doing, or not doing, something that would favour the briber and be contrary to the bribee's positional duty (Dunfee , Smith & Ross, 1999, p. 25). This means that the purpose of the gift is to expect the other party to reciprocate through the exercise of status power, not to establish or cultivate a relationship.

In CORRUPTION PERCEPTIONS INDEX 2016, Spain scored 58 points, while United Kingdom scored 81 points (Transparency, 2017). This means that the United Kingdom has a cleaner business environment and gift-giving culture than Spain. Therefore, in the process of conducting business activities between the United Kingdom and Spain, there is less possibility of bribery in Britain, and Spain is more likely to have some corruption problems. This means that in the IBC process in the UK and Spain, attention needs to be paid to corruption-related issues, thereby improving the efficiency and stability of the IBC.
[bookmark: _Toc21729][bookmark: _Hlk29696228]2.5 Hofstede’s dimensions
Culture is the factor that has the biggest impact on IBC. Hofstede argues that differences in the dimensions of the culture can hinder IBC (Kluckhohn & Kroeber, 1952). In terms of power distance and unknown avoidance, Spain has higher values (Hofstedeinsights, 2020). In terms of individualism and masculinity, the UK is higher (Hofstedeinsights, 2020). This means that there is a huge difference between the cultures of Spain and the United Kingdom, which reflects the differences in the business environment and behavior patterns of the two countries, which has formed an obstacle to IBC between the two countries.

Power distance reflects cultural attitudes to inequality (Hofstede, 2011). It refers to the extent to which members of weaker institutions and organizations within a country expect and accept unequal power distribution (Bissessar, 2018). Therefore, Spain's higher value in this respect than Britain means that people in Spain are more willing to accept a hierarchical order, as opposed to people in Britain who believe that inequality between people should be reduced (Hofstede, 2001). Such discrepancies can cause obstacles in some IBCs, such as in the Spanish business environment where centralization is more popular because of this culture and subordinates want to be told what to do (Drogendijk & Slangen, 2006). However, British companies in Spain that are influenced by the culture of their home country may give employees more freedom, which will lead to reduced communication and work efficiency (van Oudenhoven, 2001).

Individualism reflects the degree of interdependence between members of society (Hofstede, 2001). The fact that Spain is lower than the UK in this respect means that Spain is collectivist, and the high score of the UK reflects that its culture is highly individualistic and private, which can also cause obstacles to IBC (Bissessar, 2018). For example, in terms of working methods, Spanish employees are more inclined to work in teams, while the United Kingdom is more inclined to complete work independently. This cultural difference will lead to misunderstanding and reduce IBC efficiency.

In addition, masculinity mainly reflects whether the main values in society are competition and success, or concern for others and quality of life (Hofstede, 1983). The fact that the United Kingdom is higher than Spain in this respect means that the United Kingdom is a highly successful and motivated country, while Spain seeks harmony (Hofstede, 2011). Therefore, it may be difficult for Spain to understand the thirst for success of British companies and employees, especially under the cover of British humble culture, which will also cause difficulties in IBC (Hofstedeinsights, 2020).

Uncertainty avoidance reflects the extent to which a culture attempts to avoid the threat of unclear or unknown situations (Hofstede, 2011). Spain's higher position in this respect means that it is more difficult for Spain to accept uncertainty and avoid change. 75% of Hispanic young people want to work in the civil service (ie working for life and not caring about the future) (Hofstedeinsights, 2020). As a result, obstacles to IBC also arise. For example, in British culture, planning is usually not oriented to details, but only focused on goals and goals, and dedicated to innovation (Hofstede, 1980). And this behavior will put tremendous pressure on Spanish employees and companies.
[bookmark: _Toc806]3.0 Conclusion 
There are many factors that affect the efficiency of IBC between Spain and the UK. The differences between Spain and the UK in various perspectives lead to many obstacles in IBC. In terms of stereotypes, British knowledge of Spanish stereotypes can help Britain process information quickly and form correct expectations for some situations. However, because stereotypes contain some incorrect information, in the actual IBC process, Britain needs to pay attention to the differences within the group. Language differences also contribute to some of IBC's problems, including anxiety, misunderstanding, and resistance to communication. But in the future, with Spain also committed to learning English, this barrier may be reduced. From the perspective of gift-giving culture, there are some similarities between the UK and Spain, where gifts are usually given after negotiations. This has promoted the efficiency of IBC to some extent. But the UK also needs to pay attention to corruption-related issues. The different perspectives of Hofstede's dimensions also reflect many obstacles. There is no similarity between the two countries in the four dimensions, which means that there are great differences between the two cultures, which seriously hinders the communication efficiency of the IBC. Because of the influence of language, gift giving and culture, the efficiency of IBC in Spain and Britain is relatively low.
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