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Executive Summary
The purpose of this report is to explain and evaluate the challenges and sensitivities from a British perspective of doing business with Italy. Although both the UK and Italy belong to the European Union, they still have cultural differences and various communication styles. To better understand this report, the definitions of business communication and cultural differences are illustrated first. 

Furthermore, in order to analyse how to do business in Italy, the local business market is investigated. It is believed that the economic growth of the northern region is much higher than that of the southern region, which is affected by various cultures. Then, Hall's high-context and low-context cultures theory and Hofstede’s dimensions theory are applied, with two organisational examples. Differing from the UK, Italy has high-context culture, a stronger tendency for power distance, collectiveness, masculinity, uncertainty avoidance, long- term orientation and constraint.

After analysing six possible challenges and sensitivities of doing business with Italians, such as language barrier, different negotiation styles and time-keeping difference, the impacts on British people are also concluded. In order to solve those problems, there are six recommendations to conduct successful business communication with Italians.
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1 Introduction
1.1 Background
International businesses happen all over the world, Italy and the UK are no exceptions (Fortner, 1993). Italy is a capitalist country, which is located in Europe, and is also a member of the EU (Export, 2019), and the UK is the same in those two aspects. However, the differences between the two countries’ cultures affect the success of an international business.
It is said by Sanchez-Burks (2000) that every country’s unique culture brings challenges to business communication, but it still can be regarded as an opportunity. Favourable international business communication is beneficial for maintaining an intricate business relationship, while inappropriate business communication can cause business loss, or even intense relationship among countries (Mightyrecruiter, 2019).  

1.2 Definitions of major concepts
1.2.1 Business communication
Business communication is the name given to share information with people, who are in the same company. It contains customer relationship, enterprise communication, interpersonal relationship and other themes (Business Dictionary, 2019). Moreover, international business communication takes place when two or more countries’ people are sharing information, in order to fulfil a certain business (Samovar, et al. 2004). 

1.2.2 Cultural differences
Cultural differences are regarded as different behaviours, beliefs, practices, languages and expressions of a specific race, ethnicity or nationality (Mightyrecruiter, 2019). It covers research of both anthropology and psychology, and contains a unique society’s beliefs, patterns and social institutions. Furthermore, the comparison to other cultural groups is the main theme of cultural differences (Psychology, 2019).
	
2 Main Findings
2.1 Business market in Italy
Italy is the eighth largest economy in the world, whose gross domestic product in 2018 is $2.18 trillion (Export, 2019). However, it ranked 87th when it comes to economic freedom index, partially due to corruption, political interference, high levels of taxation, bureaucracy (TMF, 2019). 
Comparing the economic distribution between the north and south, there is a clear gap (Wordpress, 2019). The northern region is relatively developed, and the primary industries include food, clothing, footwear, textiles, machinery, steel and ceramics. By contrast, the south is less prosperous, where the economy depends heavily on small businesses, such as agriculture and manufacturing, as well as tourism (Businessculture, 2019).
Although Italy’s domestic consumption is slowly rebounding, its economic growth is still below the EU average. In 2018, the unemployment rate was still higher than the average level of the EU, especially the youth unemployment rate was as high as 33%, the highest level in the European areas (Export, 2019).  Among Italian women whose age is under 65, only 38% of them are employed, one of the lowest rates in western Europe, but this figure is increasing in technical and business positions currently (Wordpress, 2019).

2.2 Hall's high-context and low-context theory
Anthropologist Edward T. Hall (1976) put forward high-context and low-context theory, defining that a high-context culture pays attention to nonverbal cues and implicit expression, while a low-context culture attaches importance to explicit communication (Hall, 1976). 

Figure 1 Italy’s high context and UK’s low context (Hall, 1976)
Hall distinguished a certain number of countries’ cultures (See Figure 1). Italy is regarded as a high context culture (Wordpress,2019). This means Italian place more emphasis on physical cues. Under this circumstance, people should comprehend and understand message throughout a piece of complete background information, not only just words they spell out (International Development, 2016). Therefore, there is usually no need to explain too much verbally in Italy’s cultural context.
On the contrary, the UK has relatively low context cultures, thus the communication style is very explicit, specific and logical, the information is spoken out (Samovar, 2004). So if a British do business with an Italian, people should not only listen to other, but observe their facial expression, hand gesture, eye contact and tone (Chen, et al. 2017).

2.3 Hofstede’s cultural dimensions theory
Hofstede (1980, 2005) published the results of a cross-cultural study on IBM employees from 40 countries, from which six factors were derived to distinguish people from different countries’ cultures (Huang, et al. 2019). Hofstede-insight (2019) estimates six dimensions indexes between the UK and Italy (See Figure 2), and those dimensions are discussed as follows.

Figure 2 the Hofstede’s cultural dimensions index of Italy and the UK (Hofstede-insight, 2019)
2.3.1 Power Distance (PDI) 
Power distance indicates the acceptance of unequal power distribution by those who are in lower status in an organisation or society. Countries differ greatly in this dimension due to their understanding of power (Hofstede-insight, 2019). The higher PDI, the more inequality between superiors and subordinates (Hofstede, 1980).
Italy seems to be neutral in this dimension. In fact, it is an average between northern and south Italy. In northern Italy, people tend to pursue a decentralisation of power and place more emphasis on equality. They prefer to have an open management style and attach importance to teamwork, so it is unpopular to control and supervise among the younger generation (Wordpress,2019).  However, in southern Italy, PDI are often high, which is quite different from northern Italy (Hofstede-insight, 2019).
By contrast, in the UK, the inequalities among people should be minimised, although there are four classes in society: upper, middle, worker, lower (International Development, 2016). Therefore, the difference in power distance between Italy and UK will impact the effectiveness of international business communication. There is a possibility that British people, who are in relatively lower status put forward great suggestions, their British leaders adopt them but Italian leaders reject them. A recommendation for the British is giving advice from those in high status, especially with south Italians, should pay more attention to the negotiation style, for example, dress appropriately, show respect to meeting leaders although disagree their opinions, explain opinions implicitly rather than speak out directly (Mightyrecruiter, 2019).

2.3.2 Individualism (IDV) 
This dimension refers to whether citizens are concerned about the interests of the individuals or the group (Hofstede, 1980). Loose relationships are seen in individualistic societies, and people place emphasis on caring about themselves and their small family. On the contrary, collective societies have a tendency to concentrate on inter-racial relationships and care for extended family. Moreover, individuals must be completely loyal to the nation, then they will receive continuous protection from the strong ethnic relationship (Huang, et al. 2019).
Both the UK and Italy are highly individualistic. Italians have their own ideas and goals that inspire their life, and the path to happiness is through personal achievement, which is same as in the UK (Hofstede-insight, 2019). However, southern Italy shows more collective behaviour, for example, the first group and family networks belong to essential social occasions, such as Sunday lunches or weddings, which cannot be missed (Mightyrecruiter,2019). 
In general, both countries emphasize individuals’ power and freedom, and dignity (Hofstede, 1980), which is beneficial for doing international business. For example, Jaguar Land Rover is a British car manufacturer, and Jaguar Land Rover Italia is a company which has cooperation with the British. When two countries’ people do business, they attach importance to others’ work, self-esteem and wage, and make them feel fully respected (IMA, 2018), which has a positive impact on building successful relationship.

2.3.3 Masculinity (MAS) 
This index considers whether a society represents masculine traits or feminine traits, as masculine symbols competitiveness and confidence, while feminine indicates modesty and caring for others (Hofstede-insight, 2019). High MAS means this society has a tendency to be more masculine, which is driven by achievement, success and competition. If a country has a low score on MAS, meaning that society is more feminine, whose main values are quality of life and caring for others (Bozzano, 2014).
Both Italy and UK are masculine societies, which is regarded as a highly success-oriented society. This similarity shows that most British and Italian have ambitious to gain success, which is good for international cooperation and trade. However, there are little women do business in Italy, and they have lower status than men (Wordpress, 2019). If Italian women are treated differently in a business meeting, they will feel uncomfortable and insulted. 

2.3.4 Uncertainty Avoidance (UAI) 
Uncertainty Avoidance describes the extent that society can avoid and control uncertain events and unconventional environmental threats with formal strategies, and it is also associated with the tolerance of risk and uncertainty (Hofstede, 1980).
The UK shows little Uncertainty Avoidance, meaning the British can cope with ambiguous situations comfortably. Compared to its counterpart, Italians place more emphasis on formality and plans (Hofstede-insight, 2019). If their work cannot run regularly, it will render Italians’ life very stressful, which cause lower efficiency in their work. Since this, their emotions are so intense that they usually express them to others, particularly through their body language, and this is another stereotype of Italians - speak with hands (Neuman, 2015).

2.3.5 Long-term orientation (LTO) 
This dimension refers to the degree the society embrace, long-term devotion to traditional, forward thinking value. LTO distinguishes the preference for frugality, respect for tradition, stability, and future-oriented (Hofstede, 2005). Members of some cultures look for quick payoffs, while people from different backgrounds are willing to defer gratification in pursuit of long-range goals (Huang, 2019).
Italian culture is pragmatic. With this pragmatic societies, truth is believed to be largely determined by context, time and situation. They demonstrate a strong propensity to save and invest, a capability of adapting to unpredictable circumstances, and determination to achieve goals (Mightyrecruiter,2019). By contrast, the UK is neutral in this dimension (Hofstede-insight, 2019). It means that the British should embrace Italy’s culture and context when doing business. For instance, Manolo Blahnik, a luxury footwear company in the UK, has acquired Italian shoe manufacturer, Calzaturificio Re Marcello (Vinny, 2019). Italians pursue fashion, so it is important to dress appropriately when negotiating business about fashion particularly, or they are reluctant to accept the proposal.

2.3.6 Indulgence (IND)
This dimension is a measure of society’s tolerance for people to enjoy basic needs and desires of life (Hofstede, 1976). British culture is considered as indulgent, meaning that British people place emphasis on leisure time, and they love to act as they are happy and spend money as they wish (Hofstede-insight, 2019).
However, Italian culture is relatively restraint, and this is a reason for Italians’ cynicism and pessimism (Huang, 2019). In addition, people in restraint society may feel constrained by social norms and it is wrong to indulge themselves, but appropriate entertainment is acceptable when conducting business with Italian, a sense of humour can relieve people and it is a good way to build a relationship (Zaefarian, 2017). Therefore, finding a suitable time, weekdays preferred, and using humorous negotiation style with Italian businessman matter, which is beneficial for business communication.

2.4 Challenges and sensitivities of doing business in Italy
2.4.1 Language barrier
Italian is the official language of Italy (Lepschy, et al. 2006). The average level of language proficiency in Italy is lower than the EU standards, particularly for the older generation. English, French, and German are often used in tourist resorts, where Italians must communicate with foreigners in order to conduct business (Businessculture, 2019). 
In addition, English is the most used foreign language, and German is widespread in some areas, especially in the northeast regions (Lepschy, et al. 2006).  A recommendation for British to conduct business with Italians is making use of a professional translator with different languages, especially Italian, French and German. Last but not least, there are twelve additional languages officially recognized as linguistic minorities (Villano, et al. 2017), and the distribution of regional and minority languages in Italy is shown below (See Figure 3). 

Figure 3 The distribution of regional and minority languages in Italy (Villano, 2017)

2.4.2 Different negotiation styles
Italian communication style differs from British culture. Usually, Italians use rhetoric in communication, raising their voices and waving their hands in conversation, almost theatrically (Neuman, 2015). In the UK, compliments to colleagues are more acceptable. In addition, Italians often use official titles and are very formal in their communications. It is not uncommon for them to convey their opinions to colleagues at the same level and ignore those they consider to be at a lower level in the organization (Capuano, 2011).

2.4.3 Italy’s cultural taboos
There are many sensitive topics in Italy which should be avoided, such as private income and age, politics, private family issues, the mafia (Capuano, 2011).
Moreover, Italians usually feel uncomfortable and unhappy if people start telling graphic jokes (Mightyrecruiter, 2019).
Avoid expressing additional criticism of the Italian situation (Traveltaboo, 2019). 
In Italy, it is illegal to smoke in restaurants, offices, bars, factories and any public place without special non-smoking areas. The law is widely applied in public places and most offices (Theitalywiki, 2019).

2.4.4 Improper gift-giving in Italy
Sending even number of the flower is against the old European tradition, especially the number 17 is considered unlucky in Italy (Giftpedia, 2009). 
Do not give chrysanthemums, handkerchiefs and brooches, because they are only acceptable for funerals. Besides, red roses are reserved for romantic occasions, Italians love green flowers (1-World Global Gifts, 2004).
Do not wrap a gift in black or purple package, since black symbolises a colour of mourning, while purple means bad luck and is the colour of death (Giftpedia, 2009).
Knives or any other type of sharp object are inappropriate, because those items may be interpreted as a suggestion for cutting off the friendship or other close bonds (Traveltaboo, 2019).
Gifts with a company logo are considered bad taste, and business cards should never be given in a social situation (1-World Global Gifts, 2004).

2.4.5 Time-keeping difference
Habitual lateness is regarded as a negative and unacceptable thing in the UK, while in Italy it is a reflection of taking life slowly and appreciating the moment (Neuman, 2015). Therefore, when punctual British does business with habitually late Italian, British may feel disrespected. It is important to make sure the time with Italian in advance, if they are still late, be patient and tolerant, or the business cannot go on (Capuano, 2011). 

2.4.6 Low penetration of Internet in Italy
Italy has one of the lowest Internet penetration rates among European countries, and a majority number of small and medium-sized businesses are far from opening the Internet (Businessculture,2019). In addition to that, e-business remains underdeveloped in Italy because of rampant credit card fraud, a lack of trust in the postal system, and the traditional return methods of Italian merchants (Capuano, 2011). Therefore, choosing a proper communication way is essential for British people to conduct business with Italian (Export, 2019).
3 Conclusion
In conclusion, although Italy is a member of the EU, its economy is less developed than in other countries. Besides, there is a clear economic gap between north and south regions. Differing from the UK, Italy has a high-context culture (Hall, 1976), a stronger tendency for power distance, collectiveness, masculinity, uncertainty avoidance, long- term orientation and constraint (Hofstede-insight, 2019). Combined with organisational examples of Jaguar Land Rover Italia and Manolo’s acquisition, six challenges and sensitivities of doing business in Italy are concluded. To solve those six problems, there are six recommendations as follows (See table 1).
Table 1 Recommendations for the British to conduct business with Italians (Villano, et al. 2017)

With the conduction of those six suggestions, it is more possible to cooperate with Italians successfully.
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