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Intercultural business communication plays a considerable role in the global economic development and international commerce as it cuts across the cultural differences among spatial markets and countries. Analysing the issues raised in the international business communication assists in studying the influences from cross-cultural business behaviour, cultural dimensions, language role and intercultural sensitivity to specialise in an area of business (Martin and Nakayama, 2013). This article takes the specific focus in evaluating the challenges and sensitivities of the business between the United Kingdom (UK) and Egypt, to better understand the business communication between them and propose relevant recommendations. 

Before analysing, the cultural background and characteristics of the UK and Egypt will be introduced first. The UK is a melt multiracialism country, and British society is more racially integrated than other nations as it includes multiple ethnic and various culture, though some regions are separated by sociality (Thomas et al., 2006). The United Kingdom consists of four countries—England, Scotland, Wales and Northern Ireland, and people from different areas are proud of their own culture and traditions, populating broad cultural dimensions and various business behaviours for the UK. Besides, different British countries people speak their regional languages alongside English. Though English, in different dialects, is the principal spoken language of UK, there are various indigenous languages and immigrant languages spoken across UK (Algeo and Butcher, 2013). Hence, the multi-cultural environment, broad cultural dimensions and linguistic diversity of the UK add difficulties in direct British business communication than other Europeans and North Americans. The aim business market Egypt locates at the northeast corner of Africa and southwest corner of Asia, considering to be a regional power in Africa, Middle East and Muslim world (Cooper et al., 2007). It is the most populous country in the Middle East, and the population ranks third on the African continent. Africa and the Middle East are the regions where mixed with diverse languages, religions and cultures especially western and Muslim cultures, making this area exist some shocks and roughs in the process of intercultural business communication. In addition, Egypt is religious country predominantly by Muslim and Islam is the state religion (Butler, 1999). The strong religious background gives Egypt a particular business cultural behaviours. The Islamic fundamentalists are different from the core values of western countries such as the UK, requiring the respects and understand when doing business with Egyptian traders. Considering the role of languages, the dominant and official language of Egypt is Arabic rather than English, though English has been taught in schools as the main foreign language. The fact of the different spoken English is another aspect should be noticed in doing business with Egypt from UK perspective. Basing on the business culture differences between the UK and Egypt, this article intends to analyse the challenges and sensitivities in doing business between UK and Egypt in next section, and mainly discuss how the challenges and sensitivities behave relate to real world situations in these two countries by employing some examples. And the last section concludes and gives the recommendations.

[bookmark: _Toc504035468]2. Analysis and Applications
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Intercultural business communication is an uneasy process as people continue to encounter challenges when doing business with overseas clients, control the ethnically diverse workforce and negotiate non-native language contracts (Jameson, 2007). In UK-Egypt business practices, the business culture in UK and Egypt is discrepant, providing some opportunities and advantages for these two countries when doing business mutually. For instance, Egyptian market is relatively young and eagers to acquire more chances in doing business with some developed countries. The business time for Egypt is more flexible, giving British businesspeople enjoy more freedom to conduct business. However, the different business culture environment induces the business happened between these two markets faces some unavoidable challenges. The analysis will follow Trompenaar and Hampden-Turner’s seven dimensions of culture and combine with the specific UK-Egypt background, to understand the challenges existed in business communications between these two markets. 

The individualism and communitarianism included in Trompenaars’ cultural dimensions are the first main challenge for UK-Egypt business. The UK is a melting pot of various groups of people, and it is a country low on communitarianism but high on individualism, indicating British people focus on themselves when conducting business with counterparties (Lu, 2006). Specifically, British society is individualistic and British communicators regard themselves as individuals and concentrate on solving personal issues rather than caring others. And they take the highly personal responsibility of completing tasks alone (Turner, 2003). However, Egyptian business owners ranked communitarianism high than individualism (Dionigi, 2014). While the communitarianism indicates people regard themselves as a section of a unit group, which means they value more on group issues and finish things in groups (Daly, 1994). The two important features of Egyptian life culture is family and friendship. The Egyptian traders are more likely to develop the relationship first and then get on business. This two different type cultural dimensions will trigger the concerns when doing business with Egypt for the UK. For example, British businesspeople represent themselves while Egyptian people will consider the benefits of their committees, leading to low communication efficiency and cause misunderstandings.

The next concern derived from the differences in the cultural dimensions of neutral and emotional aspect. Neutral culture denotes the culture in which emotions are held in, while the emotional culture emphasises on the emotions are expressed openly and naturally (Trompenaars and Hampden-Turner, 2011). The UK is the representative market which keeps the neutral business cultural environment in the world. The British people are more likely to behave reserved and hide their feelings during the business process. Their focus is more stay on deals and acts stoically with composure, adding difficulties in making the inference from their faces’ expressions. On the contrary, Egyptian people are more friendly and extroverted with more emotional express during business such as talking loudly and discussing with the smile. Besides, as mentioned above, a good friendship could lead to success in doing business. The opposite emotional culture between the UK and Egypt benefit the UK businessmen from directly understanding and capturing the attitudes towards the deals from Egyptian emotional expressions. For instance, the positive and enthusiastic words from Egyptian traders provide the hints of a satisfied deal. However, in Egyptian business culture, people with fewer smiles would be distrusted. Trust accounts for the expectations that a business participant could be relied on to arrange agreements, and he will behave honourably without any beforehand guarantees and promises (Boersma et al., 2003). The neutral business culture makes British communicators confront with the failure risks in conducting business with Egyptian people because their introverted behaviour will acquire less trust, which is another challenge should be noticed for the UK in doing business with Egypt.

Another challenge occurring in the international business communication between UK and Egypt would be the languages used. Language interacts with other cultural components and plays an integral role in the intercultural business communicating process (Jameson, 2007). The consistent language speaking would accelerate the business while the different language in business participant markets would trigger the language barriers and preclude business communication, sometimes even cause losses (Bargiela-Chiappini et al., 2013). As introduced in background part above, English speakers have a wide geographical distribution in UK and English serves as means of communication between different ethnic groups of British four countries. However, the official language for Egypt is Arabic, although English by far the most common and widespread studied foreign language in Egypt. Egyptian people are more used to using their native language rather than foreign language. Hence, language would become the major concern for both sides. From the perspective of UK, English is the global language, and they could advantage from negotiating contracts in their native languages, which reduces the risks of misunderstanding and errors (Crystal, 2012). However, it still has an unfair disadvantages in UK-Egypt business context as the Egyptian communicators are forced to employ non-native languages, leading to fewer interactions and low efficiency for UK traders. 
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The globalisation and internationalisation have pushed the business among cross-cultural background. The trend leads to an increasing requirement for intercultural communicators to notice how to behave appropriately and productively in international business communications (Fritz et al., 2001). Besides challenges existed in communicating with overseas clients, the sensitivity is another aspect will be investigated in this article, to further and deep analyse the business communications between UK and Egypt. The concept of intercultural sensitivity has been first introduced by Chen and Starosta in 1997, to evaluate the cross-cultural communication dimensions (Tamam, 2010). The study of Chen and Starosta (1997) defines the intercultural sensitivity represent the ability to appreciate and understand the cultural differences which develop the effective and proper behaviour in communicating with cross-cultural communicators. Later, Bennett (1986) enriches the definition of intercultural sensitivity and propose a developmental process in which the communicators could transform themselves from ethnocentric to the ethnorelative stage. In the UK-Egypt business contexts, the predominant intercultural sensitivity concern would be the religious differences between them. The strong religious atmosphere makes Egyptian businessmen insist on their religious beliefs and habits during communicating, which are the most sensitive part requires the particular attention from British traders. In addition, Egypt is influenced to a greater extent by Muslim culture, and mostly residents believe in Islam, which is the state religion of Egypt and plays a vital role in all aspects of society. Namely, Islam is a critical component of Egyptian life affecting behaviours, beliefs and social methods. But, the Islamic fundamentalists and Egyptian core values reject western values, making develop a business relationship with Egypt should be sensitive and serious. 

Respect and trust are vitally needed to avoid producing sensitivity issues in doing business with Egypt for the UK. Gifts giving is a crutial sensitive topic included in the international business communications. Exchanging the gift to a business associate shows the respect and appreciation, and it also reflects the values you place on the business. But giving the wrong gift could trigger sensitive concerns (Ferraro and Briody, 2017). In today’s Egyptian businesses, exchanging a gift during the business discussion is still practised as the traditional custom. For the aims of showing respect and appreciation, selecting a correct business gift is sensitive as the wrong gift could cause embarrassments (Gesteland, 2012). The UK traders should choose the gifts that are not expensive and conflict with Egyptian’s religious beliefs, to avoid corruption problem and cultural shocks. Also, the behaviour of exchanging gift is sensitive demanding the attention of the UK traders. It is polite to give or receive a gift either with both hands or the right hands only in Egypt as the left hand is considered unclean and inappropriate in gesturing. In the aspect of business hours, affected by Muslim culture, the daytime has been divided by five prayer times so that British people should schedule meetings around these time slots. And weekends time should not be considered when arranging meetings or discussions (Gesteland, 2012). Besides, communication is in highly context in Muslim culture, explaining the gestures, facial expressions, tone pause, eye contact and the speed of speaking all express some messages. Especially, the eye contact and smile represent the trust and honesty, and Egyptians prefer to running a business with people they are familiar with and trusty (Hyder and Fregidou-Malama, 2009). The clear body expressions of Egyptian traders assist in understanding their attitudes and expectations for business communicating. But the UK is a high neutral culture country preferring to maintain composures (Trompenaars and Hampden-Turner, 2011). Hence, good observations and friendly communicating skills are required for British businessmen, to recognise the messages conveyed by Egyptians and avoid causing sensitive problems. The business structure and personal relationship are the next sensitive points. Egyptian business structure is hierarchical, which means the top person decides the deal after receiving group consensus (Wilson, 2011). Practically, taking time to develop a good relationship with people of influence is vital for the UK traders. Here, personal relations are considered sensitive when building a business relationship because westerners are usually defined rude and pushy to start a business without knowing the person. Furthermore, from a British perspective, less informed of the Egyptian business and social culture could also lead to some sensitive issues and even business failures. In Egyptian business social culture, examining the information and showing interest in details is essential when exchanging the business cards. A glancing at the business card will be regarded as impolite behaviour (Wilson, 2011). Generally, UK traders should behave respectfully and politely as Egyptians are very polite and expect the same treatment in return.

[bookmark: _Toc504035471]3. Conclusion and Suggestion
The challenges and sensitivities have been critically identified with the subject-related concepts and connect to the real world situations of the UK and Egypt. The dominant challenges occurring in the international business communication between the UK and Egypt stay on the differences in the cultural dimensions of individualism and communitarianism, and neutral and emotional culture. Besides, language is also a key challenge for the UK in business communicating with Egypt. From the intercultural sensitivities analysis section, this article concludes the respect and trust are the vital elements for avoiding the sensitive issues. And the ignorance of business culture about gifts giving, business hours, communication gestures and social behaviours is easy to induce intercultural sensitivities, requiring the UK communicators to be informed and noticed. The alternative and possible solutions for the UK to address these challenges and sensitivities would be concentrating on building trust and respect relationship with Egyptians because it is the foundation for running successful business transactions (Boersma et al., 2003). Additionally, understands and comprehensions for the Egyptian business and religious culture are needed to improve the success possibilities of cross-cultural business for UK traders. Finally, developing a friendship with Egyptian partners is essential and necessary for a successful deal for British people as friendship plays an important role in starting and continue doing business with their Egyptian business partners.
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