International Business Communication is the addition of two main things: communication and international business. Communication is interacting with someone else through speech, look or gesture. International Business represents negotiations, transactions around the world, regardless of national borders. The addition of both gives us International Business Communication. Communication makes it possible to simply interact with another person for any subject or purpose, and in different ways: speech, listening, feelings, looks. When we go abroad to communicate, it becomes totally different because each country and region of the world does not have the same way of interacting with each other, the same culture. Culture is divided into three points: beliefs, values and customs. International Business Communication therefore depends on these three points. To communicate, we must interact and build relationships, which can seem very complex given the cultural differences around the world. But the concept of relationship building is probably the most important in International Business Communication because it is that which will allow the progress of the negotiations and to make contact with the person with whom one communicates. We will, through theories and foundations show the different skills needed for international business communication and show how relationships buildings are the main skills to have.


International Business Communication therefore corresponds to the international expansion of traditional communication for business and negotiations. However, there is a great deal of disagreement about the means of negotiation according to where one is in the world. It was therefore necessary to measure these differences and theories emerged, three of which were :

· High and low context communication : It is a notion, used for the first time by Edward T. Hall in 1976 (cf. Beyond Culture) which defines two types of interpretation of a message, one implicit and the other explicit. In a High Level context, the message will be implicit, i.e. the way of speaking will be more important than the message itself. While in a low level context, the message is explicit, clear. These two categories of context communication could be defined by observing different ways of communicating in countries. Some have more than just verbal communication and straight postures corresponding to a low level context... while others will have a little less verbal communication, with more body language and contacts that correspond to a high level context (see Elizabeth Würtz, 2005).

· [bookmark: _GoBack]Hofstede's theory : Based on a research conducted in the 70s by Geert Hofstede originally on IBM and its employees on 4 cultural dimensions. Today it corresponds to the comparison of the countries of the world according to 6 cultural dimensions for the communication: Power distance, Individualism, Masculinity, Uncertainty avoidance, Long term orientation, Indulgence. This tool makes it possible to determine the cultural differences from one country to another. Kluckhohn in his 1952 text says that there should be only one category of cultures. Except for the majority of researchers at the end of the 20th century, including Hofstede, say that there are many different cultures around the world (cf. Hofstede 2001 and 2009).

· Trompenaar's Cultural Dimensions of Culture : Corresponds to a culture analysis that includes 7 different dimensions in order to compare and see the differences between different societies around the world. The cultural criteria are: Universalism / Particularism - Individualism-Collectivism - Neutral / Emotional - Specific / Diffuse - Achievement / Ascription - Temporal orientation - Environment. "Culture is simply understood as the way a group of people solves problems and reconciles dilemmas" (cf. Trompenaars and Hampden-Turner, 1997, p.6). The tool put in place by Trompenaars solves cultural problems in big multinational companies. And still according to Trompenaars, these cultural differences are not to be taken lightly because how to deal with these differences can determine the success or otherwise of a multinational company.


These different theories make it possible to understand the cultural differences in each country of the world and thus the differences in terms of business communication. International Business Communication is a very complex notion, and business communication must be built, maintained in the function of the beliefs, values and customs of the country in which one finds oneself. That is why relationships building  is the main skills for successful International Business Communication. The concept of relationship building is explained by a voluntary connection between two or more people, and in our case to do business. As the world is globalized today, we are forced to build relationships internationally, taking into account the cultural differences that exist between all. Referring to the Cornelius Grove’s article (2001), when going abroad on business communication, you have to be aware of 3 things of business relationship according to him, necessary for relationship building: Social capital, Emotional competence and Intercultural communication. Here social capital defines the cultural and economic aspect of an enterprise whose characteristics are trust, networks and ease of cooperation. The concept of Emotional competence refers to another author, Daniel Goleman and Emotional Intelligence. It is about controlling our own emotions while dealing with the emotions of others (Daniel Goleman, Emotional Intelligence, 1995). According to the author, Emotional Intelligence is a very important concept but especially in the highest spheres of any organization, and that this competence is more important than the technical skills (animation, repair ...). And finally Intercultural Communication which is simply the study of communication across different cultures and social groups. The author adds in the text that this notion, born in the 1950s with authors such as Edward T. Hall (see The silent language, 1959), stems from two things: a fairly large public domain linked to the hate and violence of WWII, and a more centered professional field bound to the interest of group behavioral differences. And so for Cornelius Grove, to have successful international business communication you have to be at the "intersection" of these three notions, which are very important to positively maintain business communication. But relationship building goes by things that are also simpler, like honesty and transparency. Do not hide anything from the person you are doing business with. We must also be careful to target the expectations of international customers or people with whom we have worked, and learn to listen and understand them. Sharing the knowledge that we have also allows us to build a good relationship over the long term, and thanks to that will come a confidence from the business partner to see long-term relationships. By putting these things in place, this makes it possible to build strong business relationships over the long term. But a part that is not to be neglected in international business relationships is the maintenance of these relationships. One of the most used ways to maintain good business relations is gift giving. One can even speak of a key element in relationship building because it allows to build and maintain good relations in business and to show respect and affection towards the business partner. However, we must pay attention to the gift we make, we must not offend the person, we need a gift easy to carry, which have a relationship with the culture of one of the business partners... All these little things are very important for the good offered, received with gratitude. 


Fig. : Gift Giving process
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If we refer to the article by Manfred Bruhn (1996) dealing with the business gift giving in German companies, it is argued that gift giving is a form of non-verbal communication, and corresponds to a symbolic act.  Unlike China, where it is a widely used practice, as P. Stedlmeier (1999) says in his article on the subject. In the article, the author tells us that gift giving in China is very widespread but that it is also a custom rather difficult to define because the border between gift giving and corruption is relatively delicate. And in some countries we do not hesitate to use corruption for relationship buildings. There is talk of corruption when the gift becomes a bribe. Bribe can be defined as “Money given or promised in order to influence the judgment or conduct of a person in a position of trust“. And corruption is often the cause of a weak presence of the state, and the consequences can be numerous as the destabilization of the public authorities, to widen even more the inequalities and also degrade certain business relationships with other partners. 


International Business Communication defines the fact of communicating internationally for business. To do this, we must take care of the different cultures found throughout the world and put into practice different skills. And the most important skill, we have seen it is the relationship buildings because they allow to get in touch with people from all over the world to do business but they are also important for the image that we give of us , the company or part that we represent. A business relationship necessarily involves first contact, discussions and interviews to build and maintain a good relationship, and that is why relationship building is the main skills for good International Business Communication.
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