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Introduction
International businesses are trading services and products around the world, and it is essential for an international organisation to be inclusive in terms of culture and products or services provided to various communities. When business partnerships are formed internationally, businesses have to consider challenges and risks besides the positive factors that come with them. One of the most often encountered challenges in international business is communication, which can lead to lost business partnerships and tension between partners or even countries. It is vital for the business environment to understand the culture and values of business partners, stakeholders, and customers. 
According to Tian and Borges (2011), cultural awareness models how businesses behave in cross-culturally reflected international markets, and it is widely known that cultural factors act as invisible barriers in global marketing communications. At the macro level, communication in international business is a vital part of the scene. Companies tend to develop more inclusive and diverse strategies to form solid partnerships and grow in the global market. With globalisation being an inevitable process, businesses understand the importance of a cross-cultural environment and inclusion. In today’s society, communities have the freedom to practice any religion and abide by their inside rules and terms. The services and goods provided by external businesses can only be successful if their consumer behavior is fully understood.
This report will present the process of moving the products and services of the organisation to Croatia, a developing country in Europe that is considered to have one of the strongest economies in Southwestern Europe. It is important for the chosen market to be forecasted successfully. The country is developing at a quick speed and is considered to be a high-income country, primarily due to its tourism businesses. Croatia has an expanded international market with multiple countries around the world that proved to be successful, such as joining the European Exchange Rate Mechanism in 2020 and the Organisation for Economic Co-operation and Development in 2022.
The report will provide a comprehensive picture of the country’s economy and how can the products or services offered by the organisation impact it, but also what are the advantages and disadvantages of facilitating conditions for the implementation.

Theories of International and Intercultural Communication
Businesses that aim to be culturally competent in the market must have the necessary knowledge, skills, and the right attitude. Hofstede (2001) proposed a new process of intercultural communication competence that comprises three essential factors: awareness, knowledge, and skills. By this new process, Hofstede means that the area needs people that have a suitable personality, apart from other learned factors. As with any other skill, intercultural competence can be taught, and when the right person attains these skills, success is more likely imminent.
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Figure 1. Cultural Dimensions (Hofstede, 2001).
In the later years, many authors added to the list of requirements specified by Hofstede and proposed a more detailed description of culturally competent managers and companies. Organisations should be aware of various factors when engaging in international trade regarding legal matters, social, and professional. In a 2006 study conducted by Johnson et al., it was mentioned that the consensus on what cultural competence means had been agreed upon by defining it as the ability to be effective and appropriate in interactions with people and communities of various cultures and nationalities. These other theories indicate that to be competent in the intercultural trade, and one must have a solid personal identity, speak the language of the particular cultural group, understand their values and beliefs, show sensitivity concerning their cultural actions, maintain active social relations with the community, have proper conduct, and possess the ability to negotiate their institutional structures if required.
An important factor to consider before initiating intercultural business is the country’s political state. Croatia is a stable political country which is a positive element in the success of future trade. Another asset of Croatia is the young workforce available, which is cost-saving for international investors. The country is well situated geographically, with access to international waters, which can also offer great intercontinental accessibility. From a financial point of view, the tax regime in Croatia is less restrictive, and companies pay between 12 percent and 40 percent tax depending on their income. Organisations established in the UK or other leading markets can use the low production price and resources to boost their internal economy. International trade can increase the global welfare of the population in the long term. When evaluating the benefits of expanding a business in a foreign country, the customer needs have to be understood, as the products and services provided should facilitate solutions for them. 
There are many advantages to international trade. However, some disadvantages must be mentioned as well, such as intellectual property theft, local unemployment, resource depletion, and cultural differences. Another fact to be mentioned is the possible challenges encountered in complying with international laws.












Cultural Sensitivity and Communication Barriers
Companies constantly look for new markets to expand their services and products worldwide. Still, many of them fail, and this is often because of their little knowledge of the cross-cultural factors in the chosen market. 
Johnson et al. (2006) reported their findings on what skills a successful manager in international business should possess. They will have to learn about different foreign cultures, their trends, technologies, and approaches, to understand what they really need. The manager must be a charismatic leader with the necessary skills to work with people from different cultures and quickly adapt to new environments. Lastly, success is brought about by effective communication. Therefore, the manager will interact with foreign colleagues and associates efficiently and treat everyone as their equals. The economic growth in Croatia happens at a very high speed, and the European Union is supporting the country highly in its development. For instance, the EU is allocating 30 billion US dollars to the country by 2030, which can significantly boost international trade, education improvement, and job opportunities. By managing to create suitable partnerships, the business can have high profits in the long term. 
In simple terms, cultural sensitivity means being respectful of other cultures. Possessing this skill helps individuals to create strong relationships with partners and show them that their culture is valued and respected. In the business environment, those in charge of establishing the relations should be well informed of the market and community they interact with. Cultural misunderstandings can often cause issues within the business, and the main problem is the communication barrier. [image: Diagram, timeline
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Figure 2. The Developmental Model of Intercultural Sensitivity (DMIS)
Bennet (2017) developed an intercultural sensitivity model that focuses on its development in communities. The model is based on a constructivist perception and communication theory and states that people create their perception of reality by facing specific experiences and building personal boundaries of themselves and others. At first, people deny the difference and pretend it does not exist; next, they will create barriers to communication by installing their beliefs and values. They will then minimise the differences and focus on the similarities instead, followed by acceptance of the new reality and experience, and finally adopting the change. This works for individual entities and international organisations considering investing or working with a new foreign market.
According to Shapiro et al. (2007), trust is widely considered the foundation of any type of interpersonal relationship, but it is specifically essential in cross-cultural business environments. In entering a new international market, the organisation should have a good reputation and present the benefits of the alliance accordingly. Important considerations to make are culture, legal barriers, and, most importantly, specific to Croatia - governmental views. As the Government has the power to allocate funds to public businesses and new implementations and research, the main challenge for any international organisation in entering the Croatian market is to prove the importance of their product or service. Also, the country is known for its developing internal economy; almost half of its funds are planned to go towards ecological purposes, such as improving energy efficiency, developing renewal energy sources, and investing more in geothermal energy. The government has a decisive role as state policy, specifically when legislation impacts the adoption and growth of any external business (Alyoubi, 2015).
The language barrier is often mentioned in the research; therefore, management should always ensure the communication is made clear, and there is no miscommunication or wrong interpretation between the parties. International business researchers have avoided the subject for an extended period, but now it is obvious how important this is (Tenzer et al., 2013).
The authors emphasise the link created between language and trust and how trust can induce certain feelings and emotions in people. This can impact decision-making and, on a large scale, can expand a business’s network.
The Importance of Networking
According to De Klerk (2010), networking is defined as the actions taken by the organisation, individual, or work unit towards creating direct or indirect links in the form of an alliance and mutual interests. It is well known in the business environment that any networking is a good networking. Sociologists and psychologists across history have described the need for affiliation. One of the most important theories in the field is Maslow’s Hierarchy of Needs, where networking or one’s social needs are placed at the heart of the pyramid. It is essential for people involved in international trade to be always up to date with cultural changes, trends, and beliefs of the community, as the business can only grow when it sells more than expected, which means that customer behavior should be analysed constantly.
[image: ]
Figure 3. Maslow’s Hierarchy of Needs
Taylor (2006) states that different types of personalities tend to express themselves differently regarding cognition, temperament, and choices they make. This being said, the author proposes that there are people who seem to be born with these communication abilities. In contrast, others must put effort and work into building a certain personality with the risk of exiting their comfort zone. 
For instance, in some areas of the world, people have to manifest a particular behavior and communicate in a specific way to different classes of people, such as showing respect for those in power via verbal and non-verbal communication. In comparison, democratic societies tend to have a more relaxed communication style, which can be seen as disrespectful or rude in some contexts.

Communication Strategies
The population of Croatia is well known for being loyal and respecting family values. To create a solid relationship from the start, it is important to develop trust. It is considered inappropriate for people to hide their hands under the table. Therefore, one’s hands should be in sight; this means the people present can trust each other. The language barrier between UK citizens and Croats doesn’t present a big gap, as 65 percent of the population speaks English, while 80 percent are bilingual. 
In collectivistic cultures, people tend to exhibit more self-disclosure and use interdependent communication strategies since group members tend to share their feelings and thoughts with each other. People from individualistic cultures tend to have a lower level of self-disclosure and view themselves as independent entities for promoting business relationships (Zhu et al., 2006).[image: Diagram
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Figure 4. Model of Business Communication
Communication is vital for business success. Due to globalisation and more dynamic ways of doing business, organisations are forced to adopt new strategies and rapid changes in the business environment. Changes will always create issues from within the organisation, but also external ones. Such contexts require particular strategies in place, such as communication improvement with the team, constant feedback, and appraisals, and very importantly maintaining trust within the company structure.


Recommendations
Integrating networking as a skill for building and sustaining relationships in business and management training makes sense. It is a life-enriching that managers can use to create opportunities and secure the benefits it holds for businesses. After researching various literature, it is clear that networking is not a skill that everyone is born with, and a primary recommendation would be to see the ability to communicate and create relationships as an important professional skill in business as well as in the personal environment.
-Networking skills could be taught through professional training, and international businesses should invest in their human assets and provide learning opportunities.
-It is important for the business to understand the economy of the country and the reputation of their possible business partners.
-In order to avoid communication issues, organisations should ensure that their employees are at the required standards in terms of language fluency. People that speak the same native language tend to create a more positive bond and understand one another better. Therefore, native speakers would be the most suitable for international trade.
We have seen many cases over the history of failed businesses and marketing initiatives, and macro businesses should always research the market not only for success stories but also for the risk of failure. Even well-known companies such as Starbucks and McDonalds failed at certain points in their intercultural expansion in certain areas, due to lack of knowledge and cultural sensitivity.







Conclusion
In order to finalise the report, a set of findings will be presented.
The process of globalisation is mentioned more often in research and the business environment, and this leads to drastic changes in the cross-cultural context as well. Many UK businesses have already expanded across the globe, as business owners understood the cost reduction by doing so, but also found methodologies and strategies that help to the transition, such as implementing emerging technology, hiring staff from that specific country, having native speakers in leading positions, and promoting an inclusive and diverse workforce.
It is forecasted that national culture will be a vital element that impacts economic development, demographic behavior, and general business policies worldwide. The cultural differences between nations, regions and ethnic groups are becoming stronger over the years. This means that international marketing communication, which is a cross-cultural process, needs managers to be well informed about cultural differences nationally, locally, and ethnically in order to be successful in global markets (Tian and Borges, 2011).
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