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1. [bookmark: _Toc99146095][bookmark: _Toc430254230]Introduction
The international business and communications refer to intercultural exchanges within between international businesses. The effective communication skills help organisations to overcome business issues globally (Chong, 2018). Cultural conventions play an important part in the success of any international business. For example, if an organisation has an uncertainty avoidance culture, it would be reluctant to take risks in businesses. However, such organisations are ready to take expert opinion or details on making critical business decisions. They do not work on assumptions. There are some other organisational cultures of flexibility and spontaneity. Similarly, preferences for colour schemes, graphics and visual aids also vary from one business culture to another. 
For any business to sustain in the international market, it needs to consider the production factors and their issues related to the target country (Guffey & Loewy, 2017). Some of these factors include facility location of the production unit, scale of operation and even cost of production. The issues related to the facility location are its distance from the customers, suppliers and workers and the transportation cost. The organisations target new countries to manufacture their products successfully where there is scope of scalability and expansion. If the cost of production in these countries are unfavourable, the businesses will not be able to achieve desired revenues or profits. 
[bookmark: _Hlk99145349]Tesco is an international retailer of general merchandise. It performs its business offline as well as online (tescoplc.com, 2022). It is considering to move its production unit to a developing country i.e. Brazil However, it needs to analyse whether its strategic decision to target a new country is favourable for the growth of its business. For this, this report discusses the cultural differences and sensitivity between the host country i.e. UK and the target country i.e. Brazil. It also discusses different communication barriers that it may experience while operating from Brazil. Finally, some recommendations are provided to enable Tesco to succeed its business in Brazil. 
2. [bookmark: _Toc99146096]Introduction to the developing country selected i.e Brazil
Brazil is a developing country of South America possessing almost half of the landmass of the continent. It is also known to be the fifth largest country of the world. The population of this country is estimated to be around 211 million. Brazil’s capital city is Brasilia and its currency is real (taxsummaries.pwc.com, 2022). The landmass of Brazil is divided into 27 federal units having around 4,600 miles of coastline and 9,750 miles of inland borders. Its coastline faces Atlantic Ocean. 
Apart from being one of the largest countries of the world by size, it is also one of the world’s largest economies in terms of Gross Domestic Product (GDP). It ranks eighth in the largest economies of the world. The country’s economy is diversified with major population falling into the middle-class category (taxsummaries.pwc.com, 2022). It collects revenues majorly from the areas of agriculture, commodities, service sector and even industrial sector. However, the recent Covid19 pandemic has affected the economy of the country to a great extent. Since the year 2020, the country has experienced reduction in the rate of its GDP and increase in the rate of unemployment. 
In recent years, Brazil implemented various reforms, such as Labour reforms in the year 2017 and Pension reform in the year 2019. It is even considering to implement Tax (both direct and indirect tax) reform for its citizens (Pereira, 2020). 
Brazil has a wide-range of cultures as since its colonial times, the Portuguese Brazilians supported inter-caste or intercultural marriages. This vast culture is also responsible for the country’s instability and security threat (Garmany & Pereira, 2018). The country has always been the victim of social exploitation. Around half of the population are of European descent. More than two-fifths of the population are a mix of either European and African ancestry (also called mulattoes) or European and Indian ancestry (also called mestizos). There are even small group of African, Afro-Indian and Indian descendant people. Almost one-third of the population has a history of having some Indian ancestors. In spite of having such a mixed culture, the major population of Brazilians prefer to marry in the same race or colour as they socialise more in their own social class and geographic region. 
The official language of Brazil is Portuguese and it is followed by the majority of the population (Cavalcanti & Maher, 2017). However, the diversified cultural people speak dozens of discrete languages. They have even introduced new terms in the Portuguese language. One such example is the introduction of the term ‘tchau’ by Italian migrants. This term means farewell. 
Brazil Government has taken initiative to digitally transform the economy. Digitalisation will help the Government to solve regularity or informality issues, increase public spending and productivity and even provide additional educational opportunities (Overholt, 2019). This will even enable the firms to introduce big data and data analytics to enhance their overall business environment. However, digitisation may even increase disparity amongst rich and poor, urban and rural people or large and small firms.
3. [bookmark: _Toc99146097]Application of theories of International and intercultural communication on Brazil
[bookmark: _Hlk99145577]Since Tesco plants to enter the Brazilian market for its business expansion, it is important for the organisation to know how to effectively deal with the people of Brazilians that include its customers, suppliers and other stakeholders belonging to different cultural and geographic backgrounds (Dugan, et al., 2017). For this, the analysis of the cultural differences of people can be done using the six dimensions of the Hofstede’s Six Dimensions of Culture theory: 
Power Distance Index (PDI) – This dimension is based on the degree of inequality amongst people or society. The PDI score of Brazil is 69, which is high and the PDI score of UK is 35, which is lower than that of Brazil (hofstede-insights.com, 2022). A high PDI score of Brazil means that its people accept the complex hierarchical structure in organisations with centralised governance, along with inequality in compensation and pay of the employees. On the other hand, a low PDI score of UK means that it believes in sharing of the authoritative power and the rejection of the society towards inequality. 
Individualism – This dimension is based on the degree of interdependence within the society of a country. The score of UK’s individualism is 89 (high) and that of Brazil is 38 (lower than UK) (hofstede-insights.com, 2022). This high individualist score of UK means that its people give importance to their privacy and independence. The people are taught from the young age of how to value their uniqueness in society, find the purpose of their life and contribute individually towards achieving it. On the other hand, Brazilians strongly believes in extended families and cohesive groups. The people are very social and prefers to understand each other and build long lasting relationships either in personal life or in workplace.
Masculinity (high value) versus femininity (low value) – This dimension is based on the degree of power, achievement, success and competition. UK scores 66 (masculinity) and Brazil scores 49 (femininity) (hofstede-insights.com, 2022). UK’s masculinity score depicts that its people are success and performance driven. At the same time, the people are very modest. Brazil’s femininity score means that its society values quality of life and are caring for others. 
Uncertainty Avoidance Index (UAI) – This dimension is based on the degree of anxiety management. UK’s score of UAI is 35, while that of Brazil is 76 (hofstede-insights.com, 2022). UK’s low score UAI means that the country is openness to change or innovation. They take decisions as per the situations and do not show urgency in handling situations. On the other hand, Brazil’s high UAI score means the people are very structured, rigid, expressive, conservative, passionate and even demonstrative. 
Long versus Short-Term Orientation – This dimension is based on the degree of time horizon people in the society display. UK has an intermediate score of 51, while Brazil also has an intermediate score of 44 (hofstede-insights.com, 2022). The long-term orientation means that the country is thrifty, modest and pragmatic and the sort-term orientation means that the country emphasis more on rule, principles, truth and consistency. The people are very religious and nationalistic. 
Indulgence (weak control) versus Restraint (strong control) – This dimension is based on the degree of controlling own desire and impulse. UK’s score of UAI is 69, while that of Brazil is 59. Both Brazil and UK belong to the indulgent society, which means that they possess a positive attitude with high optimism (hofstede-insights.com, 2022). The society believes in giving importance to leisure time along with their work.
4. [bookmark: _Toc99146098]Cultural sensitivity of doing business in Brazil
Culture refers to how and why one responds or communicate in a particular situation. All individuals are shaped by the culture they follow. So, every country has people raised and influenced by its local culture (Cutler, 2018). Different cultural people in different countries may interpret various gestures and motions in their own way. For example, in UK, the symbol for being ‘OK’ is the sign ‘zero’ made by index-finger and thumb. Similarly, the symbol of devil horns means ‘Rock n Roll’ in UK. However, these symbols have offended meanings in Brazil. 
Brazilian employees prefer to greet their business associates with handshakes, hugging, kisses and backslaps. They even judge people with the way they present themselves. For example, men with appropriate clothing and clean look and women with professional look are appreciated in business meetings (Kelm & Victor, 2017). They do not prefer underdressing in workplace and consider it as dis respectful. Brazilians give cleanliness and personal hygiene the utmost importance. As a result, it is important for foreign business professionals to smell and look nice when they interact with the Brazilians counterparts. As per the culture of Brazilians, if professional women want to shake hands with her business counterpart, she needs to extend her hand first for handshaking. Brazilians address men as ‘Senhor’ and women as ‘Senhora’. They appreciate if one side of a business card has its content translated into Portuguese. 
Brazilians appreciate Portuguese language for communication, but is willing to communicate in any other language that they understand except Spanish. They are upset to know that many people of foreign countries feel that all Latin American countries speak the same language i.e. Spanish (Rangel, 2017). Since they are very informal people, they prefer to communicate in informal tone while speaking or exchanging emails. They even prefer to communicate through face-to-face meetings instead of mails. Since Brazilians prefer to maintain long-term relationships with their foreign counterparts, it is important for businesses to get to know their Brazilian partners both personally and professionally. 
Brazilians tend to strictly follow their labour landscape i.e. working for around 44 hours in week and require 13th salary during Christmas (Galvan, 2020). They even prefer to have maternity and maternity leaves as per their labour law. Since Brazilians are easy going and do not hurry u things, they take their own time for business meetings and business activities, such as meetings, deals or negotiations usually take more than usual time. 
5. [bookmark: _Toc99146099]Communication barriers and challenges experienced by foreign businesses in Brazil
Communication barriers often arise due to difference in cultural values between different countries (Lane, 2018). Since Tesco is a UK-based company, it might face challenges in communicating with its Brazilian counterpart in numerous ways. 
Use of expressions – Since in UK, people tend to avoid using their feelings or emotions in any business activities (McPhail & Phipps, 2019). However, as per Brazilian culture, they are more expressive and believes in outwardly showing off their emotions. 
Meeting expectations – In UK, people are very disciplined and expects everyone to attend business meetings on time (Tench, et al., 2017). However, the culture contradicts to that of Brazilians, who take their own time in doing business activities. 
Listening habits – Another communication barrier for UK people with Brazilians is the latter’s erratic listening habits (Bonesteel, 2020). Brazilians are not good listeners and tend to interrupt in between any business conversations to share their viewpoints.
Stereotyping – Due to vast cultural differences, UK people and Brazilians often rely on oversimplified cliches regarding each other (Means, 2018). For example, in UK, people do not prefer to invite their business associates over dinner. On the contrary, Brazilians being very social people, tend to invite their business counterparts for dinners to understand them better. These cliches restrict Brazilians to be friendly with their UK partners.
Geographic distance – Due to the high geographic distance between UK and Brazil, people get little chance to meet personally and build a strong relationship with each other (Lane, 2018). They often face problems in having urgent virtual meets due to difference in time zones. 
Language barriers - UK people find it difficult to communicate with their Brazilians counterparts as they are generally not very fluent in English (Means, 2018). This often withdrew them from effectively sharing thoughts and ideas. 
Legislation – The local laws and regulations regarding trademark, copyright, privacy and safety issues may be different in different countries (Lane, 2018). Such laws often create complications in communicating one-to=one messages. Tesco or any other UK organisation need to comply with local laws to communicate the right message in a legal manner. 
Due to these communication barriers or challenges, UK people might find it difficult to communicate effectively with their Brazilian counterparts. 
6. [bookmark: _Toc99146100]Communication strategies and recommendations for Tesco to succeed in Brazil
There are certain recommendations for Tesco to successfully enter the Brazilian market and have effective business communications.  
To create a common company-wide culture – It is important for Tesco to adopt a global company-wide norm for its effective international businesses. For example, it can implement a technique called managing confrontation where all members of the global team are given an opportunity to express their thoughts and ideas during a decision-making process (Normore, et al., 2019). This helps the organisation to build trust amongst its Brazilian counterparts and enable them to give a positive contribution to business. 
Be a Multilingual organisation – Tesco need to ensure that its intranet or extranet site contents are available in localised languages too to make the critical message or content visible and readable (Lichy, 2019). It can hire individuals to make them communicate with their Brazilian counterparts in the naïve language to give a personal touch and mingle in their local culture. This helps to create a comfort zone amongst its Brazilian associates. 
Be multiplatform – Tesco can adopt multiplatform mode of communicating with its Brazilian delegates through brochures, newsletters, social media and videos (Yang, 2017). This helps the organisation to create a deep level of engagement and promote company’s brand. However, Tesco needs to ensure that only that part of content be communicated that is acceptable by Brazil’s local culture.
Partner with language service provider – Tesco can hire professionals to translate business content and messages to the Brazilian counterparts (Cutler, 2018). This helps to effectively communicate the original content and message without getting them distorted and erroneous. 
Localise the products – In order to communicate its branding to its suppliers and customers, it needs to localise its products in terms of preferred colour, fabric, ingredients and packing for its different products (Guffey & Loewy, 2017). 
Establish a culture of frequent meetings - Due to different geographical regions, Tesco needs to establish a culture of having frequent meetings with its Brazilian associates to have a smooth workflow of information (Kelm & Victor, 2017).
7. [bookmark: _Toc99146101][bookmark: _Toc444513922]Conclusion 
An effective business communication is essential for the success of doing business internationally. Different countries have different cultures. It is important for business to understand the culture of the society of the target country while going global. Tesco, an international retailer of general merchandise, needs to expand its business in the international market and plans to enter the Brazilian market. Brazil being one of the largest economies by population and size, it entertains wide range of cultures in the country. Portuguese is its official language but it also hosts people of diversified culture and speaking different languages. 
It is important for Tesco to analyse the cultural differences and cultural sensitivity of Brazil so that it can effectively do business in this country. The analysis of cultural difference can be performed by using the six dimensions of the Hofstede’s Six Dimensions of Culture theory. The analysis of cultural sensitivity will help Tesco to understand the cultural behaviour and attitude of Brazilians. In order to successfully enter the Brazilian market, Tesco needs to identify various communication barriers and challenges of doing business in the country. Certain recommendations are provided to enable Tesco to communicate effectively in Brazil.
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