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Introduction 
International business and communication refer to any trade which takes place all over the international borders. This business recommends the import and export of goods and services across the world between two or more countries. To establish a successful international business, efficiency in business communication is a mandatory component. While procuring the process of expanding the business from one country of origin to another, it is essentially needed to find channel communication for information and data sharing. the linguistic barrier may take place in the case of global expansion. Therefore, the choice of suitable language, specifically, the mother tongue of the destination country is widely used for publicity purposes (Szkudlarek, 2020). Apart from this, different trading policies, cultural sensitivity and many other factors may create hindrances to expanding the business into the international borders. In the context of international business and communication, the case study suggests that a European business organisation wants to capture the market of Bulgaria, one of the poorest and most developing countries in Europe. While establishing the business in such a country, an evaluation of cultural sensitivity is required. Different communication barriers which may be expected in the way of organizational expansion need to be formulated. Being a market consultant, this report will configure an outline of Bulgaria with the aspects of political, economic and social factors. Different international and intercultural communication theories will be jotted down in this report (Granata and Scozzese, 2018). The market consultant will emphasize the descriptive analysis of cultural sensitivity and communication barriers in Bulgaria which may be considered upcoming challenges for the foreign trading company. Finally, this report will be completed with recommendations on communication strategies and in other fields followed by a conclusion cum summary.
[bookmark: _Toc101281387]Brief Introduction of Bulgaria 
In the context of a short description of the European country Bulgaria, below are the points to be noted while planning for market development. 
· Geographical Location: Geographically Bulgaria is situated in Southern Europe and comes under the Eastern Balkan Peninsula region. The country is mostly surrounded by hill stations or mountain centric countries namely Macedonia, Greece, Serbia, Romania and the Black Sea. Because of its strategic location, it controls different road access to Europe and the Middle East. 
· Language and currency: the residents of Bulgaria speak in the Bulgarian language which is considered the South Slavic language. Some of the residents are found who use Macedonian as well. All the languages are the community members of the Indo-European language family. The currency used in Bulgaria is named the Leva. 
· Political Ground: Bulgaria is a republic country under the terms of the 1991 constitution. Like the other republic countries, the President is considered the head and elected for five years while the Prime Minister is elected by the ruling party. The national assembly of Bulgaria is constructed with 240 members. As per the market research, the political ground of Bulgaria is extremely corrupted resulting in many times the residents with an anti-Government squad.
· Economical Ground: As per the classification of the World Bank, Bulgaria is considered an upper-middle-income country. Their economic situation is empowered by construction, Government and private sector services, Mining and agricultural sector (Dimitrov and Nakov, 2022). Unfortunately, in Europe, it is known as one of the poorest countries where 65% of the residents are unable to cover their survival expenses. Poor infrastructure of all the fundamental services is evident everywhere in Bulgaria. 
· Social Factors: Fight against poverty is the main social challenge of the Bulgarians. Economic turndown because of the recession and pandemic has highly affected societal life and accelerated economic crisis and deployment (Davidescu, 2018). The residents of Bulgaria are looking for adequate employment, economic prosperity and better living standards. 
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Intercultural communication can be stated as a well-known communication strategy between two or more people belonging to different cultures. This communication is generally established over the international business to present business proposals from one country to another and helps to extend a soft but determined communication approach to execute the business deal. This communication can be in many forms like symbolic, contextual, interpretive and transactional. In the background of business organizations from the UK wishing to establish their market in Bulgaria, theories of intercultural communication need to be explained appropriately underneath.
· Social science approach:  This specific model concentrates on observing the different behavior of a person belonging to a different culture in respect of comparing the person’s attitude with other cultures. The social science approach includes the communication style of people in a specific territory such as language, expression, way of non-verbal communication and focus on written communication (Yang, 2018). It also adds to the educational status of the region to understand the reflection of the academic lessons in the behavior of the people which is equally important to finding the reason for economic backwards or forward. Ultimately, the purpose of the social science approach is to understand whether the upcoming project inclusive of products and services will be accepted by the buying behavior of the local people. 
· Interpretive approach: This theory of intercultural communication focuses on the depth of the gathered data to understand the cause and effect of societal, economic, and political grounds and turmoil of the specific international border. Over the inspection of the accumulated knowledge, an outline of cultural stories of the country can be defined. In such cases, before placing the interpretive approach, emphasis on the qualitative data analysis is given (Razzhivin, 2019). Based on the key points from the survey, interviews and research, no predictions are given. 
· Dialectical approach: This model of intercultural communication highlights various arguments to figure out the suitable communication style for the destination country before marketing the products or services. Those arguments can be based on the static versus dynamic, history versus past and present, professional versus contextual, cultural versus individuals and many others (Vu, 2019). Such categorized arguments help to find out the key factors of the destination country and therefore, the establishment of intercultural communication becomes easy. Though the dialectical approach is complicated, it gives an accurate figure of the different backgrounds of the destination country. 
· Critical approach: A critical analysis of the culture of the destination country is emphasized here by the researcher. While the analysis takes place, the researcher compares the cultural background of the specific territory with self and the other nations. It helps to draft the communication style for the country of origin to be placed in the destination country (Razzhivin, 2019). A critical approach is an elaborate process, therefore time-consuming. As a result, the researcher takes adequate time to use this method for planning intercultural communication. 
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In this part of the report, the cultural sensitivity of Bulgaria will be exposed pointwise.
· Cultural Traits: Bulgaria holds a blended culture of Thracian, Slavic and traditions of Bulgaria. The spiritual culture of the country is highly influenced by the Eastern Orthodox Church (Kamales and Knorr, 2019). Undoubtedly, Bulgaria has a heritage taste of culture which is profound in their folkloric tradition. The evidence of beautiful cultural architecture is found in their literature, music, celebration styles and artefacts.
· High Context Culture: The root of the high context culture is found in the behavior of the Bulgarians. It explicates the relational exchange of culture along with creating interpersonal relationships (Mobaraki, 2020). The belief of the Bulgarians is found in presenting their attitude with the bonding of harmony. Therefore, the communication gap becomes less. For a country in Europe, the High context culture of Bulgaria will support them to develop their business. 
· Multicultural Conduct: Located in the South-East Europe and sharing a border with many countries like Romania, Macedonia, Serbia, Turkey, Greece and the Black Sea, Bulgaria has established the country as multiculturally diverse with different ethnic groups’ presence (Shepherd, 2019). Therefore, if any international organisation in the UK wishes to establish their project in Bulgaria, they will certainly benefit from the sensation of multiculturalism.
· Intolerance: Bulgaria is considered one of the most intolerant countries in Europe and never stands beside each other because of different ethnicity. Caste and prejudice are very much effective in Bulgaria (Kamales and Knorr, 2019). Therefore, a mix and match of religious traditions are not found. While establishing the branch of the organisation, thorough research based on demographic segmentation is necessary. 
· Business Culture: Bulgaria holds the most cost-effective workforce who can be planted in the different job roles of an organisation at a cheaper rate. Being a developing country, they have affordable prices on the purchase or rent of lands, houses, offices and plots. It provides one of the best eco-friendly atmospheres which is found very much progressive in the business environment (Mobaraki, 2020). Therefore, Bulgaria can be a good choice for opting for the expansion of the organisation. 
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While stepping into another country for organizational expansion, different communication barriers may hinder the path. Especially in a developing country like Bulgaria, communication barriers can be extremely effective because of the educational and economic turndown. Following are the barriers found from the research by the market consultant, listed below.
· Linguistic Barrier: Being a developing country, Bulgarians are mostly convenient in using the Bulgarian language. Other religions such as Slavic, Turkish, Macedonians and other province areas are also comfortable in using their mother tongue. Due to the poor infrastructure in the academic system, the rate of literacy is also comparatively lower in Bulgaria, resulting in the discouragement of learning the global language (Ramlan, 2018). Hence, the linguistic barrier is highly evident in this context. 
· Cultural barrier: Cultural difference is one of the main barriers which may create abrupt business expansion. Culture is referred to as the dimension and direction of society. Business organizations always keep culture on the top note before expanding the business slot. European culture is known for its sophistication, punctuality, technological advancement, and many other factors (Wang, 2020). While in Bulgaria, people concentrate on folkloric objects and keep their tradition in their art, heritage, wardrobe and other significant factors. Therefore, a cultural barrier needs to be won by the British Company before expanding its wings.
· Body Language: Cultural communication becomes cozy and comfortable when it does not contradict the way of exchanging views (Ramlan, 2018). While setting up business organizations abroad, the gesture and body language of the residents carries a meaningful message towards the company to indicate whether stepping off the foreign trading house is accepted or not.
· Patience: Any business house needs to keep patience while stepping into some other country for getting sustainability and well acceptance in that society. Patience cannot be measured by lowering or zeroing the volume of the voice against any malpractice; rather, corporate houses understand the skill of business to fight the challenge for a longer period by the term patience (Wang, 2020). Therefore, the company from the UK may have a tough fight with the regional companies of Bulgaria when coming up with a foreign company. The British organisation needs to keep patient for a long time to touch the achievement. 
· Insight: To place effective business communication in a foreign country, a survey on insight culture is necessary. It defines the inner content of a country that may be wrapped with different supportive glory. Thorough knowledge of the insight is necessary before setting up the business; otherwise, it can be one of the biggest challenges. 
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In the context of communication barriers found by the British company while planning for setting up its business home in Bulgaria, a few communication strategies can be recommended below.
· Appointing Interpreters: It is necessary to overcome communication barriers in foreign trade to establish successful intercultural communication. Vernacular distance creates a gap between the organisation and the local society which can be overlapped if the organisation appoints interpreters who will be helping to manage the linguistic problems and residents will be able to opt for the service (Généreux, 2021).
· Focus on the body language: To avoid linguistic problems, employees can focus on the reaction and the body language of the clients to understand whether they are affirmative or negative. It will help in the initial stage to understand the residents’ buying behavior.
· Training of the employees: The employees can be skilled with multilingual lessons in respect of understanding the destination country’s people. Training in a foreign language helps the employees in personal development, as well as the organisation, gaining a competitive advantage.
· Understanding every stage: While foreign nation creates problems in communication and intercultural exchanges, therefore it is important to break the communication into shorter and easier parts and then after understanding all the stages becomes beneficial for the management and a cross-cultural communication takes place (Martin and MacDonald, 2020). The establishment of satisfactory intercultural communication with a common understanding allows the organisation to process a smooth negotiation.
· Developing a multilingual website: Merging the local languages in the website platform can be a good choice to overcome the communication barrier. On such websites, different languages from different territories are integrated. Choice of language is given on the website for the convenience of the users and to avoid misinterpretations.  
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· Recommendation to overcome cultural barriers:  A thorough research is recommended to the organisation in respect of avoiding any cultural conflict in Bulgaria. As per the studies, Bulgaria consists of different religions and has an intolerance of cultural acceptance (Lampos, 2021). Therefore, without a specific market segmentation, the organisation should not step into the country. 
· Increasing patience: The organisation is recommended to increase their patience level to receive success in the foreign land. The acceptance of Bulgarians to a foreign trade may take some time. The British company should bear that time on hold for a better tomorrow.
· Territory based choice of products: The management of the organisation should keep plenty of choice of traditional products or services in the initial stage of the business to attract more footprints (Correa-Garcia, 2018). While the choices are met with the tradition of the country, the people feel better communicating. Hence, the British company must look after the choice of the products based on the requirements of Bulgaria.
· Employment of the local people: The British company may be recommended to employ eligible local candidates in the company to keep a satisfactory matched level with the territory. It is a necessary responsibility of an organisation to employ local people for playing a successful role in the reduction of deployment (Ramlan, 2018). Therefore, in Bulgaria, British companies must employ a few locals to help cross cross-cultural benefits.
· Diversified Team: The organisation from the UK can be widely recommended to organize their team members keeping diversity in the mind. By employing people of different cultures in an organisation, the company wants to create the image of acceptance of different cultures which creates a better impact on the society. Therefore, a team with different cultural backgrounds is highly recommended to the British company to give it a global status. 
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Lastly, in conclusion, international business communication is found necessary for enhancing business possibilities in the global territory. International business communication defines the state of global connectivity in the progress of business organizations. It helps the companies to grow further along with the support of cross-culture benefits. Based on the case study, the British company wants to expand their organisation into a developing country like Bulgaria. Therefore, thorough market research has been estimated in this report. The geography of Bulgaria creates an additional advantage for the British company to get access to the other European countries. Similarly, the political, economic and social factors of Bulgaria have also been discussed in this report which is considered the most important factor before planning for any business expansion abroad. The cultural sensitivity of Bulgaria has been highlighted in this report where multiculturalism is spotted beside intolerance. Therefore, Bulgaria can be found vulnerable. Many communication barriers have been also jotted in this report for the understanding of the British company. Few suitable recommendations were also suggested to win the communication and other barriers. Hence this report can be justified as a complete document in the backdrop of the given case study. 
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