









INTERNATIONAL BUSINESS COMMUNICATIONS

Student Name: Vasilka Nenovska
Student ID Number: 1909487
Tutor Name: Rexon Nting


Table of contents

Introduction	2
Introduction of country chosen	2
Cultural differences	4
Cultural sensitivity	6
Communication barriers and challenges	6
Communication strategies and recommendations	7
Conclusion	8
References	10



[bookmark: _Toc99659289]Introduction 
International business and communication has been one of most apprising concepts that organisations in 21st century have been using in expanding their businesses. Most organisations have adopted technologies and advanced business strategies to operate in different new markets and expand their businesses to global sphere. Other than home countries, most organisations are making an effort in operating in potential markets in different countries so as to increase their customer base and create a global brand presence. Based on needs and requirements of market, organisations have been trying hard to expand their businesses and ship their production operations to other countries in order to create a global presence. In recent times, it has been evident that mostly retail organisations have been emphasising on operating in other countries, mostly developing nations so as to create a great market demand. Developing countries with an increasing population have potential of being a good demanding market for established brands and therefore organisations use this aspect in selecting an international customer base. This chapter has been specifically emphasising on international business expansion and marketing and communication aspects for organisations who prefer to move their production to another location in a developing country. Sainsbury has been chosen as a company that wishes to move their production to Brazil which is a developing country. On this note, this report emphasises on the introduction of Brazil along with a general overview on the country's developmental factors following a hosted model for cultural difference and sensitivity. Further, communication barriers and challenges have been identified in study followed by strategic recommendations of overcoming it. Some potential challenges identified in Brazil are increasing unemployment, poverty, population and proper healthcare facilities. These barriers can be difficult for Sainsbury to operate in Brazil for a long term and establish their market.
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Brazil overview
Brazil is the largest country in South America and fifth largest globally along the coastline of Atlantic Ocean (Kids National Geographic, 2022). It has a good source of drainage through Amazon River that has a network with many other hundreds of waterways making it easier for import and export. Brazil has a federal republic government with presidents, national congress and judiciary. By 1995, Brazil's politics and economy were stable enough to form business relations with international market.
Population
As of March 2022, Brazil has a population of 215,188,013 according to the latest UN database. This population is equivalent to 2.73% of the total world population and therefore makes Brazil sixth most populated country worldwide. However, there has always been a slight increase in urban population since 2015 (Worldo Meters, 2022). In 2015, urban population percentage was 86.4% which increased to 87.6% in 2020. With increasing urban population, Brazil also attracts luxurious brands and supermarkets who find Brazil customers capable enough of affording high price luxury products.
Culture
Brazilian culture is amalgamation of indigenous Indians, Africans and Portuguese that have significant impacts on their language, religion, customs and tradition. Indian population in Brazil is comparatively much smaller in number but is very much evident in language of Brazilian Portuguese as they use “Tupí-Guaraní” (Britannica, 2022). Africans have also influenced Brazilians along the coast between north east and Rio de Janeiro. African influence has been greatly evident in their traditional foods, religion, popular music and dance especially in Samba. Therefore, it can be stated that Brazilians have a great cultural diversity in them which can attract potential brands to target specific customer groups based on their cultural identity and preferences. 
Language
Brazilians mainly use Portuguese as their first language which has further undergone many transformations with continuous colonisation in 16th century. Many indigenous Indian communities have been using their own traditional language along with Latin based on their cultural backgrounds. 97.9% of the population speaks Portuguese whereas 1.9% speak German and 0.2% speak indigenous languages (World Atlas, 2022). To some extent, English has also been greatly encouraged and appreciated as a profound language in Brazil.
Economy
Brazil currently is having a stable economy with 1.44 trillion USD in 2020 as its GDP. COVID-19 outbreak has been an economic challenge leading to a 4.1% decline in GDP in 2020 which is expected to rebound by 2021 (World Bank, 2022). Both external and domestic demands are expected to increase by 2021 with a steep pick up in commodity prices which can result in GDP growth of 5.3% in 2021. An expectation of increasing to 1620.00 USD billion by 2021 was evident thus witnessing a steep increase in GDP (Trading Economics, 2022). This increase can be because of economic and political stability thereby attracting a large number of foreign investors and businesses to operate in country.
Workforce and unemployment
Brazil in 2021 has experienced a drop in its unemployment rates in consecutive months which was evident to be 14.70% in April and 14.60% in May in same year 2021 (Ceicdata, 2022). From March 2012 to May 2021, average unemployment rate in Brazil was 11.60% which gives foreign brands operating in Brazil an opportunity of exploring local skills and cheap labour by hiring them in these brands.
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Hofstede cultural dimensions 
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Figure 1: Hofstede cultural dimensions UK and Brazil
(Source: hofstede-insights, 2022)
In the power index, Brazil has a score of 69 which emphasises on the hierarchical system in society (hofstede-insights, 2022). There is a high inequality percentage in Brazil and is accepted by people. On operating in Brazilian market, organisations need to be structured so as to match up with Their cultural mindset and follow a single flow of command. On other hand, UK has a 35 rank in power index which shows a minimising process in inequalities between higher and working-class. Initially, British culture had been into promoting social inequalities but lately, British organisations have been into a fair play where employees are being treated equally irrespective of their designations and organisational structure. 
Brazil has a score of 38 in individualism which emphasises on people's interest in strong cohesive groups and teamwork in spirits. Businesses also in Brazilian community emphasises on working as a team and group together in their own preferred communication style thereby emphasising on increasing bond and long-lasting relations (hofstede-insights, 2022). On other hand, UK has 89 scored in individualism which compels people to think about their individual goals and on perspective instead of working as a team. In this country, employees working in different brands have their individual goals that they need to fulfil with individual effort therefore team working and collective responsibility is not much into practice.
Brazil scores 49 in masculinity which somehow creates a balance between competition, achievement and success on one hand and care, quality of life, value and respect on other. Brazilian employees emphasise both aspects and look for equal opportunities in your workplace. In comparison to this, UK has a 66 score in masculinity which drives them to be a highly success oriented country. Most organisations have a tendency of competing in terms of revenue and production with other countries and therefore compel employees undergo motivational and developmental activities for improving efficiency. Less emphasis is spent on quality of life, values, customs and workplace culture and stress is given on better profit earning, revenue generation, increasing sales and competition and achieving market success. 
Brazil scored 76 in uncertainty avoidance which makes it important for organisations operating in Brazil to follow bureaucracy, laws and rules set by them in order to have a safe life to live in (hofstede-insights, 2022). In contrast to this, UK has a score of 35 which makes it more bowled in taking risks and exploring new dimensions. Organisations in this case have the ability of changing and modifying plans and going through new ambiguous situations.
In long-term orientation, Brazil and UK comparatively have the same approach as they score 44 and 51 respectively. In this case, Brazil uses a normative approach and prefers to maintain their age-old tradition and norms for viewing scenarios. On other hand, UK scoring 51 has a pragmatic approach which emphasises on changing to modern education and getting better preference for the future (hofstede-insights, 2022). In this scenario, it can be stated that Brazilian organisations are less adaptive towards market change whereas UK organisations have been constantly changing their organisational operation based on market demands and strategic approaches.
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Cultural sensitivity refers to the process of being aware of cultural differences and similarities between two nations which makes it easier for organisations to operate in multiple countries (Guerra, 2021). Sainsbury's operating in UK has been experiencing less inequalities in organisation and fair treatment of employees have been mainly evident. However while operating in Brazil, they can experience people‘s preference towards hierarchy and power influence. Further, cultural sensitivity has also been identified in individualism and it has been evident that Brazil mainly emphasises working in teams whereas UK was more individual goal oriented. Employees in Brazil have always tended to work as a team and give collaborative production to organisations, UK companies are more competitive and always encourage employees to strive for their individual goals. Individuality might not be easily accepted by Brazilian employees when Sainsbury starts working in this country and therefore leaders of sales need to adopt team working strategies and group collaborations and dynamics so as to bring efficiency (Bretas and Alon, 2020). In same instance, Brazil gives more emphasis on quality of life, values and respects that employees get in their workplace. Employees in Brazil as well as customers give more emphasis on product value, brand image, workplace culture and environment and strategic approaches that organisations take. Whereas on other hand, UK organisations have been mainly emphasising on sales, market competition, competitive advantage, and profit earnings and revenue generation. In this case, he needs to make sure that along with pushing employees in Brazil for personal skill development and professional efficiency, they need to provide them with a healthy working environment with proper job satisfaction and respect (Alfinito et al. 2019). It would be much difficult for Sainsbury to keep up their risk-taking nature and accept failures in Brazil as country has a high score in uncertainty avoidance. UK on other hand with a low score is more prone to take challenges with innovative business plans and marketing aspects. 
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Language and cultural difference
UK and Brazil have great cultural and language differences that makes it difficult for Sainsbury to operate in Brazil. While operating in this country, Sainsbury can experience cultural differences in terms of customs, traditions, food habits and beliefs (Nobrega et al. 2020). At the same time, the UK is more proficient at speaking in English, whereas Brazil mainly uses Portuguese as its dominant communicative language. In many cases, it has been evident that Brazil customers are not much adapted to English and therefore it can be challenging for Sainsbury to communicate with its customers and employees.
Less technological adaptability for business communication 
Brazil has a tendency of normative societies where they emphasise and honour their age-old traditions and societal values. Brazilian people, customers and employees are not much adapted to changes and therefore hold the rooted traditions and norms. It is because of this reason that Sainsbury might not find proper digital and communicative technologies for business communication. Employees and customers might not be much accustomed to technological change and therefore using communicative software like CRM, ERP and digital platforms for business communication can be difficult. Because of this challenge, organisations like Sainsbury operating in Brazil can also find it difficult in sharing information with its employees and customers and therefore business objectives can be not addressed. 
Difference in organisational policies for employee communication 
While operating in UK, Sainsbury has always been in favour of formulating policies in order to give its employees fair treatment and remove the typical organisational hierarchical structure (Córdoba et al. 2018). However, in Brazil, communication is mostly done in a hierarchical form where subordinates are answerable to their senior authorities. Therefore, Sainsbury can find it difficult to communicate with its employees without proper hierarchical structure and therefore organisational policies need to be framed according to their needs. Fair opportunity based organisational policies might not be easy for Sainsbury to communicate with its employees in Brazil.
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Changes in organisational policies
You don’t need to maintain hierarchy, it is very much important for Sainsbury to ensure that they bring changes in their policies. Policy in terms of hierarchy is very much essential so as to give Brazilian employees a sense of their own culture. In addition to it, it can be stated that by formulating organisational policies, Sainsbury can create a sense of commonness with Brazilian influence thereby maintaining unity and efficiency (Lima et al. 2019). Formation of policies keeping in mind the job requirements and expectations of employees in Brazil can be helpful in creating a better work environment where work efficiency and productivity can be enhanced in the new market.
Training employees on technological knowledge
As Brazilian employees based on their culture and community are more focused on the deep-rooted traditions and are less likely to get changed and adapted to the market trends, technological knowledge in them and advancement in terms of digitalisation has been much lower. In order to improve this aspect, Sainsbury needs to train their employees with proper technical knowledge so that they can easily communicate on digital platforms rather than undergoing the traditional methods. Special training on ERP software and CRM systems can be helpful for Brazilian employees to operate with Sainsbury ideologies. 
Using a common language for communication
When Brazil people are more accustomed to Portuguese, Sainsbury's has been completely based on English language as they have been deeply rooted to UK traditions. Focusing on this language barrier, it is recommended to sense buddy leaders to get adopted to Portuguese as not only employees, but also customer communication is important (Sauer et al. 2018). With proper adaptability to Portuguese, leaders and managers in Sainsbury can effectively communicate with their employees and customers thereby reducing misinterpretation and improper exchange of knowledge.
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Hofstede cultural dimensions is a framework that helps in understanding and comparing international cultures and values based on six different aspects including power distance, individualism, masculinity, uncertainty avoidance, long-term orientation and indulgence. Sainsbury, being a UK retail supermarket chain, has been planning to expand to Brazil which is a developing country. UK and Brazil cultural differences have been established through the Hofstede cultural model and therefore it has been evident that in many instances, both countries have conflicting cultures. Sainsbury to operate in Brazil might not get enough scope for being aware of cultural sensitivity aspects. It is very much important to understand similarities and differences so as to bring on changes in policies, frameworks and business strategies. Risk-taking is not a trend that organisations mainly go through in Brazil and therefore choose is the safest way to operate. However, in UK, for Sainsbury, market failure or project failure is just a lesson for understanding their weaknesses and gaps which affect Brazil as they are more prone to be safe players. At same time, Brazil is focusing more on organisational hierarchy whereas UK organisations mainly deal with giving employees equal opportunity and fair treatment in respect of their hierarchical designation. Based on these differences, policies need to be set up by Sainsbury in Brazil in such a way that hierarchy can be easily maintained so as to bring a constant flow in management. Further, the study has also emphasised on communication issues like language and cultural barrier, improper technological adaptation for marketing and business communication and changing taste and preference of customers as the major issues that Sainsbury can face while operating in Brazil. Simultaneously, mitigating strategies have been recommended in order to minimise the barriers and challenges that the organisation can face in operating in Brazil.
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