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1. [bookmark: _Toc109148376]Introduction

International business can be defined as the trade of services goods, capital, knowledge and/or technology at the global, international, or transnational level (Srivastava et al., 2020). The concept of international business came into being due to the rapid expansion of the business world. It has led to the rise of the concept of international business communication. The establishment of effective business communication is essential for the survival of a business in each business context. It enables an organisation to communicate necessary information to all its stakeholders (Adawiyah, 2021). The report focuses on the different aspects of international business communication, considering the various elements that JD Sports must focus on to internationalise its business in Bangladesh. It uses Hofstede's theory to explain intercultural and international communication in the context of the chosen internationalisation destination. Further, it evaluates the cultural sensitivity and significance of networking and analyses different barriers to communication that JD Sport might face in its day-to-day business operations in Bangladesh. Lastly, the report provides recommendations and strategies that the company can use to improve the effectiveness of its business operations and provides a concise conclusion of the overall findings of the report.


2. [bookmark: _Toc109148377]Overview of Bangladesh

Bangladesh is a South Asian country with the eight-most largest population in the world. It is also one of the most densely populated nations in the world with a population of over 160 million in an area of about 148,400 square kilometres (Worldbank, 2022). The country shares its borders with India and Myanmar and is separated narrowly from Nepal, China and Bhutan. Bangladesh’s capital is Dhaka, which is also its largest city. It is also the cultural, political and economic hub of the nation. The official language of the country is Bengali, a branch considered the easternmost of the “Indo-European language family”. The country separated from Pakistan in 1971 and had been a part of India till 1947 (Worldbank, 2022). Thus, Bangladesh shares cultural similarities with Pakistan and India. 
In terms of ease of doing business, Bangladesh has shown a steady rise, which is a good indication for businesses looking to establish their international units in the country. According to the “ease of doing business index “published by the World Bank in 2020, Bangladesh ranks 168th in a list of 190 countries. It is an improvement compared to the previous years in which the country grabbed the 176th position. 
Bangladesh has emerged in the garment manufacturing world as one of the most potent and powerful competitors. Currently, it is one of the largest exporters of “Ready-made Garment (RMG)” in the world. About 81% of the nation's exports are in the form of ready-made garments (Statista, 2022). The apparel and textile industry in the nation makes up about 20% of the nation’s GDP every year (Statista, 2022). It provides employment opportunities to over 20 million people across the nation, which helps maintain a smooth flow of the nation’s economy. 
There are a number of factors for the success of the nation as a garment or apparel manufacturer destination such as the availability of low-costing skilled labour, technological adoption and duty-free advantages. The vast and check workforce is one of the most significant advantages that Bangladesh has in terms of competition. Its minimum wage is lower than its neighbouring countries such as India and China. In addition, to maintain the quality of the workforce, there are over 35 public and private universities that produce thousands of textile graduates each year. Bangladeshi garment exporters and manufacturers have developed extraordinary vertical capacities that can compete against that of China. It provides more coordination and transparency in the supply chain to global brands, which is essential to maintaining the sustainability of the supply chain. It has installed sophisticated apparel management and manufacturing technologies to meet the demands of its international partners (Chowdhury et al., 2022). Lastly, Bangladesh’s “Least Developed Country (LDC)” status provides garment manufacturers duty-free access to its market. It is equipped with the facility of duty-free access to over 50 countries globally, including countries like Japan, Australia, the USA, New Zealand, South Korea, China and more.
3. [bookmark: _Toc109148378]Cultural differences 

The Hofstede model of intercultural communication is considered one of the most popular frameworks used to analyse and evaluate the cultural diversities among different nations and markets. It was proposed by one of the most prominent cultural theorists of all time, Greet Hofstede. The model plots cultural differences among nations by comparing them along the lines of six dimensions, namely, power distance, long-term orientation, masculinity, indulgence, individualism and uncertainty avoidance. 
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Fig.1 Hofstede Model UK vs Bangladesh 

· Power distance
Power distance can be described as the measure of inequality prevalent and accepted by people exercising power and people that do not. A high “Power Distance Index (PDI)” signifies the existence and acceptance of a power hierarchy in society. In PDI, the UK is placed in lower rankings with a score of 35, which indicates that people in the country are more vocal about their rights and equal distribution of power. On the other hand, Bangladesh scores 80, which is high in the Power Distance Index, which suggests that people are content with the prevalent inequalities in society (Stępień and Dudek, 2021). Centralisation of power is more prominent in the nation and people are habituated to being told what they must do. It provides an idea about the kind of leadership or workplace culture that JD Sports needs to adopt to establish its business effectively in the nation.
· Long-term orientation
Long-term orientation defines the way a society deals with the situations of the present and the future and how it links it to its past. A society that scores low in this dimension is protective of its traditions and does not necessarily make changes in society positively. The UK scores 51 in this dimension suggesting that the society is a mix of both groups of people (Alipour, 2021). Bangladesh scores 47, which does not help determine any preference. It can be implied that like the UK, Bangladesh also has a balanced mix of both groups of people in society.
· Masculinity
The masculinity score of a society determines its predominant values. A high score in masculinity signifies that the values driving society are a success, competition and achievement. It is considered to be a masculine society. Contrarily, a low score suggests that the values determining society’s direction are quality of life, care for others and so on. It is considered a feminine society. Both the UK and Bangladesh are masculine societies with scores of 66 and 55 respectively. The UK scores higher in masculinity than Bangladesh, suggesting that it is highly success-driven (Zainuddin et al., 2018). Since Bangladesh also has a masculine society, business leaders and managers will have to be more assertive and decisive to grab a better hold of the market.
· Indulgence
Indulgence is the dimension that defines how much people try to restrain their impulses and desires. In an indulgent society, people value human satisfaction and in a restrained society people withhold their presence to align themselves more with the norms of society. The UK scores 69 in this dimension, suggesting that people value the satisfaction of their desires and impulses rather than societal satisfaction (Heydari et al., 2021). 
· Individualism 
Individualism can be defined as the extent of interdependence existent in society. An individualist society is one in which people only look after themselves and the members of their family. Collectivism is the exact opposite of individualism, in which people are dependent on one another. The UK scores 89 in individualism, suggesting that people prefer privacy and independence over collectivism. In terms of individualist scores, the UK is behind the US and Australia (Beugelsdijk and Welzel, 2018). Bangladesh, on the other hand, has a collectivist society with a score of 20 in the dimension. People have close and long-term relationships and commitment toward the members of their family, extended family or any form of group.
· Uncertainty avoidance
The score obtained in uncertainty avoidance reflects the degree to which unknown events or ambiguity threaten people and their preparation to avoid these situations. The UK scores low in uncertainty avoidance score suggesting that people are fine with now knowing what is in store for them in the future. On the other hand, Bangladesh scores high in this dimension signifying the existence of rigid beliefs and codes to avoid uncertainties (Alipour, 2019). Bangladesh, on the other hand, scores 20 indicating that people are more concerned about the perspectives of society and end up withholding or subduing their own desires. 
4. [bookmark: _Toc109148379]Cultural sensitivity 

Cultural sensitivity can be described as the willingness of an organisation to respect and accept cultural diversities. Business organisations that are culturally sensitive understand that every employee, customer and/or vendor is different and has their own perspectives and understanding. The cultural differences between the UK and Bangladesh are significant. The most prominently used language in Bangladesh is Bengali. However, the Bangladeshi population also uses Hindi, English and Urdu for communication. There is a prevalence of a strong Islamic culture in the nation which influences people’s perspectives, lifestyles and beliefs significantly (Khan and Sharma, 2020). Furthermore, the nation follows a hierarchical structure in which people are respected for their positions and age. The older generation of people is respected as they are considered wiser. In a professional or corporate space, a person's educational qualification, expertise and seniority are required to place themselves in a favourable position in the organisational hierarchy. The major festivals in the nation are influenced by the Islamic religion. Fashion in the country design offers and discounts accordingly to connect with the local communities. 
Networking is essential in the business world. It ensures that business organisations are able to meet the needs of the environment. It helps businesses develop productive professional relationships which are essential for the identification of opportunities and raise the chances of success. For networking, language is essential. Language helps symbolise and express cultural reality and is therefore considered the source of creating a relationship of understanding in the world. Customers use their native language to develop an identity of an organisation, brand or company. The use of native language can help organisations shape customers' behaviour, decisions and perceptions about the company (Parsad et al., 2018). As discussed earlier, Bengali is the most prominently used language in Bangladesh, which is used as the official language in the nation. A business aspiring to enter the Bangladeshi market must acknowledge the importance of the Bengali language in the lives of Bangladeshi people. Some strategies that JD Sports can use to effectively communicate with its target audience are the customisation of its marketing messages in Bengali and hiring people from the local communities.
5. [bookmark: _Toc109148380]Communication barriers and challenges

Communication barriers can be a significant threat to a business organisation. It can lead to disruptions in the business processes and hamper the quality of the workplace environment. There are a number of challenges or communication barriers that foreign businesses entering Bangladesh have to overcome. Some of the most common ones are cultural barriers and emotional barriers. 
Cultural barriers are the obstacles that arise due to the difference in culture. People’s perspectives and ability to empathise with the perspective of others depend greatly on the kind of mental modelling their cultural background has influenced. Cultural barriers to communication can lead to conflicts in the workplace, which can impact the workplace environment and consequently quality of work. Cultural barriers in Bangladesh have oftentimes been highlighted in the fashion retail industries (Fandrejewska and Wasilik, 2018). For instance, Zara has had controversies around it regarding its fashion apparel in stores which did not align with religious norms in the nation. It did not only attract legal penalties for the business but also impacted its reputation in the market. 
Emotional barriers are barriers to effective communication caused by emotional reasons. For foreign businesses entering the Bangladesh market, it is essential to understand and empathise with the locals’ emotional connection with their traditions, religion, and culture. Bangladesh has a rich history that connects the country with India, Pakistan and the UK (Adanlawo et al., 2021). It is essential for business organisations to respect public sentiments and make decisions accordingly. 

[bookmark: _Toc109148381]6. Communication strategies and recommendations 

For JD Sports to be successful in the Bangladesh market, it will require a communication strategy different from that of the UK. This is due to the established fact that the two markets are very different, which is evident from the use of Hofstede's model of intercultural communication. The perspectives of customers are widely different and are influenced by their exposure to the prevalent culture in both countries. For instance, the power distance index in Bangladesh is high, which indicates that the working class people are habituated to being given responsibilities (Das et al., 2020). To assume that people would take responsibility can be risky in the nation. JS Sports will have to accordingly design its marketing messages or advertisements. 
Similarly, it should change its marketing mix strategies depending on the differences in cultural factors between the UK and Bangladeshi markets. For instance, at present, the product strategy of the company is oriented according to the UK market, which has a high score in the dimension of individualism. The Bangladesh market, however, displays a collectivist societal approach to consumerism, which needs to be taken into consideration and the products have to be customised to meet the local demands. For instance, family packages and discounts can be included in the marketing strategy of JD Sports. 
Furthermore, the pricing of products will have to be changed. The prices at which the UK customers were willing to buy the products of the company will not be suited for the Bangladeshi market. The tax exemptions and low cost of labour that the country offers to businesses operating therein can help the company meet the price demands of Bangladeshi customers. Further, the extent of indulgence in the nation also significantly determines the demands for products and services (Heydari et al., 2021). Additionally, the differences in the economic state of the two nations also advocate the need for the company to change its marketing approach in Bangladesh. The demand for affordable products and high perceived value would be on the rise in the Bangladesh market, which JD Sports will have to address for its survival in the market. A cost leadership approach can be recommended for the company as it would help it maintain competitive prices in the market and help it in its international expansion. 


[bookmark: _Toc109148382]7. Conclusion 

Internal business communication is an important concept that enables a business organisation to maintain the effectiveness of its business operations. Bangladesh is one of the best prospects for the internationalisation of business in the fashion retail world. Its low cost of labour, technological adoption and duty-free trade provide its advantage over its competitors. The cultural differences between the UK and Bangladesh are significant, which impacts the marketing and communication strategies of organisations in the industry. Thus, the company will have to make adjustments to its marketing strategies as per the requirements of the Bangladesh market. JD sports will have to overcome cultural barriers and emotional barriers to communication to establish effective communication in the market. Finally, there are recommendations for the adjustment of the marketing mix elements for the company to effectively meet the demands of the business environment in Bangladesh.
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