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[bookmark: _Toc30086750]Executive summary 
This report aims to analyse an international market for UK businesses from the cross-cultural perspective. The report summarises on the key findings on the current trade and international business relationship between the chosen country and UK. By employing the Hofstede’s cultural dimension model, this report aims to provide valuable insights for both the academia and the business community. The country under focus in this report is Tunisia. 

With the brief introduction on Tunisia and a detailed cross-cultural comparative analysis between UK and Tunisia, this report found out that Tunisian culture has its Islamic identities and has been leaning to the western culture, showing high level of similarities to that of UK. With the discussions on the Hofstede’s dimensions, this report suggests that UK business in Tunisia should establish cross-cultural competency with the focus on cross-culture awareness on the similarities for the creation of synergy effects and differences for the avoidance of cross-cultural conflicts in UK businesses in Tunisia. 
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[bookmark: _Toc30086751]1.0 INTRODUCTION
The changing global business environment has been demanding the UK businesses to establish competence from multiple perspectives in international business communication. As one important aspect of international business communication, cross-cultural understanding and competence is necessary for all UK businesses in Tunisia. For multinational enterprises (MNCs) in today’s business world, international business communication is important for them from multiple aspects. The cross-national and cross-cultural communications between various parties from both the host and home countries can determine the success of the failure of doing businesses in specific countries. Issues including the language barriers, the cross-cultural intelligence of the managers and employees in the MNCs can directly impact the effectiveness of the international strategy as devised by the MNCs (Deresky, 2017). UK companies have maintained their competence in the global business community with leading in management and technological innovations. However, some recent events have shadowed the prosperous future of the UK MNCs in the global market. International matters including the Brexit, the refugee crisis in the middle east and Europe, the US-Sino trade war and social unrests in multiple regions, have demanded the UK businesses to develop a dynamic understanding of the international business market and to devise novel approaches for the management of international business communication (UNCTAD, 2019). The basis of these is the understanding of the destination market from the perspective of international business communication. As indicated by Joynt and Warner (2013), the understanding of specific destination markets is based on the understanding of the cross-cultural differences of the host and home countries. The understanding of the cross-cultural differences for international business communication, as argued by Kittler, Rygl and Mackinnon (2011), has been excessively important for MNCs.


[bookmark: _Toc30086752]2.0 MAIN FINDINGS
[bookmark: _Toc30086753]2.1 Doing International Business in Tunisia 
Tunisia is one the far north side of the African continent. Tunisia was the territory of several glorious civilisations in the history including Carthage. As being connected to the Mediterranean trade circle since ancient times, the country has a long history in engaging itself in international trade and business. Tunisia is next to Algeria on its west and Libya on its southeast. The country has over 731 miles of coastal line facing Italy. Tunisia has a solid economic foundation as in infrastructure and business environment. The country enjoyed an over 5% of annual growth in GDP from 1987 to 2007, which was referred to as the Tunisian miracle (World Bank, 2019). The company has also been one of the well-developed countries in Africa. According to the United Nations (2019), Tunisia is among the top-ranked countries in Africa as shown in the figure below.
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Source: (United Nations, 2019)

However, the socio-political unrest in Tunisia so-called as the “Arabic Spring” led to the decreasing in political and economic stability since 2009. As suggested by Reuters (2019), the country is still recovering from the economic downturn after 2009. With the aim of the Tunisian government being to recover its domestic economy, the country has been actively promoting investment from foreign countries. As the junction hub for European business, middle east business and the African market, Tunisia has been attracting investors. The country has established stable trade relationship with the European Union by forming a free trade zone. Tunisia is also the singing country of the Convention Agadia which allows free trade between Tunisia, Jordan, Egypt and Morocco (Hassen et al., 2018). The country has also been actively negotiating with G7 countries for trade agreements. 

The above analysis suggests that Tunisia is a potential investment destination for UK businesses. The analysis shows that Tunisia has long been integrating in the international business relationships established in Europe and the rest of the world, which means the doing business in the country is less challenging from the international trade perspective. To provide solid insights for UK businesses in Tunisia, the next part is to analyse the cultural differences between the UK and Tunisia with the Hofstede’s model. 

[bookmark: _Toc30086754]2.2 Cross-cultural analysis of UK and Tunisia 
The Hofstede’s model was designed with six dimensions originally with data from IBM employees. The model was revised with the consideration of new data acquired from Chinese organisations. During its wide application across the world, the model has received a significant number of critics arguing the validity and robustness of the model. However, as suggested by Ali, Brooks and AlShawi (2008), the validity of the model depends on the interpretation of the data. They suggest that based on that many studies have effectively analysed various cross-cultural issues using the model, the Hofstede’s model can be used as a solid advisory model for cross-national and cross-cultural analyses. The model is used with six models which are listed as below:

	Code
	Dimension
	Description 

	PDI
	Power distance 
	The acceptance level of the unequal distribution of power in various organisations including the company, the family and in society. 

	IDV
	Individualism 
	The level of individuals integrating into groups as opposed to collectivism. 

	UAI
	Uncertainty avoidance
	The tolerance level on uncertainty in the society. 

	MAS
	Masculinity
	The level of favouring competition, ambition and the accumulation of wealth and resources. Feminism on the other hand is more focused on the quality of life and inter-personal relationship. 

	LTO
	Long-term orientation
	Also known as the Confucian dynamism. The level of the society’s attitude to the future. 

	IVR
	Indulgence
	The acceptance on the controlling of self-desires related to the enjoyment of life. 


Source: (Hofstede, 2011)

The scores of Tunisia is not directly available on the Hofstede’s website. The author of this report identified one academic article calculating the Hofstede scores of Tunisia (Triki et al., 2012). The authors used the Hofstede model to calculate scores with the survey on the Tunisian financial accounting student. With the statistical analysis conducted, the authors used similar data from other countries with well-established Hofstede scores to calculate the Hofstede scores for Tunisia. By using the data, the comparison between the UK and Tunisia is graphed as below. 
[image: ]
Source: (Triki et al., 2012; Hofstede, 2019)

[bookmark: _Toc29227399]Power distance index 
For nations valuing the hierarchical structure in the society and the seniority, ranking in businesses, the PDI score is to be higher. Both UK and Tunisia show low scores on PDI, suggesting that both countries are less appealing to the organisation hierarchy which allows the unequal distribution of power. In the UK, business activities including conferences and meetings are highly relied on the equal rights residing on each member of business entities. For UK businesses, rotation among employees in different levels in the organisation is typical, leading to the highly equal distribution of power (Beugelsdijk, Kostova and Roth, 2017). As a country highly exposed to the western culture, Tunisian people are also motivated in establishing an equal society especially after the social unrest in 2008 (Khan and Mezran, 2016). The two countries show almost identical scores on PDI, indicating that the UK businesses in Tunisia can efficiently establish effective business communications with Tunisian people. The close scores, as suggested by Brett, Behfar and Kern (2006), can also facilitate the conflict management within cross-cultural teams.

[bookmark: _Toc29227400]Individualism 
The IDV index assesses the connection strength between individuals and the groups. In this dimension, the two countries also show almost identical scores. Both countries are high in IDV scores, which means that people from both countries highly value the independence of maintaining individual identity in groups. The high score in Tunisia, as suggested by Triki et al. (2012), has been increasing since the 2008 social unrest. As the country is actively engaging in international businesses to establish trade relationships with western countries where individualism is largely promoted (Hamamura, 2012), the IDV score of the country is to be close to its closest trade partners including UK. The IDV scores also favour the UK businesses in Tunisia. As UK businesses are accustomed to the management on individuals (Černe, Jaklič and Škerlavaj, 2013), the close IDV scores can help the UK business to smoothly migrate their management routines to businesses in Tunisia.

[bookmark: _Toc29227401]Uncertainty avoidance 
The scores on UAV are slightly different for the UK and Tunisia. Both countries fall into the low score range of UAV according to Hofstede and Hofstede (2004). The low scores on UAV indicate that people are less concerned with the uncertainty in life and in businesses. The business strategies planed in such cultures are less likely to be followed by detail. People and business in such culture are more leaning on the assessment of the outcome instead of the process itself. According to Qu and Yang (2015), a combination of high PDI score and low UAV score can potentially enhance the innovation capacity of the country under focus as such societies are typically more willing to engage in innovative activities. The close scores on UAV are favouring the UK businesses in Tunisia as both businesses from both countries can work together and develop business strategies fit to their cultures. What’s more, based on the analysis above, UK businesses in Tunisia can leverage the cultural characteristics of Tunisian people to engage in more innovative and creative activities.

[bookmark: _Toc29227402]Masculinity 
The MAS scores are also close and high in both countries. Both countries are in the classification as masculine societies. This is evident as the strong consumerism in both societies and the ambition for social and economic development for both countries (Esty, 2009; Gasse and Tremblay, 2011). The businesses in both countries, as suggested by the high MAS scores, are highly motivated by success in achieving end-goals. In the Arab world, the MAS scores are typically in the middle range (Obeidat et al., 2012). This means that UK businesses in Tunisia can establish more effective cooperation’s with local businesses compared with UK businesses in other Arabian countries. This is also favouring the UK businesses in Tunisia.

[bookmark: _Toc29227403]Long-term orientation 
As a county with over 98% of the population in the religion of Islam, Tunisia has a tradition to value its traditions and social norms elaborated in the Quran. On the other hand, the UK does not exhibit a dominant cultural orientation on this dimension. The UK is known for its historical and cultural heritages including the Monarchy and the imperial, royal and noble ranking systems in UK society. This means that the UK people and businesses also highly value their established social norm from the past. However, UK people also show limited concern in breaking the social norms as indicated in the IDV score. As suggested by Lumpkin, Brigham and Moss (2010), the UK businesses are highly flexible in business plans and strategies due to the medium level of LTO score. This can be challenging for the UK businesses in Tunisia as the Tunisian people put tradition and established social norms above some practical or future issues.

[bookmark: _Toc29227404]Indulgence 
The indulgence scores on both countries show that the UK is an indulgent culture while Tunisia is much restricted on allowing the indulgence for personal enjoyment. The differences in IVR has been arguably causing management difficulties for UK businesses in other countries with low IVR scores such as China and South Korea (Fan and Zigang, 2003). For example, UK businesses are typically strict on balancing the leisure and business hours whereas those in low IVR score countries tend to highly prioritise working schedule with the sacrifice of leisure time. 

UK businesses have been accustomed to maintaining the schedules to guarantee the leisure time of both employees and managers. However, in Tunisian culture, such management approaches can be less appealing. When UK businesses are in Tunisia, it is thus important for the managers to develop a management approach for both UK employees and Tunisian employees.   This can also affect the marketing strategies of UK businesses. As argued by Sun et al. (2019), consumers in indulgent cultures favour the marketing of brands, products and services in the form of promoting individualism and personal leisure while in non-indulgent cultures it can be otherwise. This suggests that UK businesses in Tunisia are required to adjust their both human resource management approaches to avoid the issues happened in China and South Korea and marketing management approaches to fit the local market. 

[bookmark: _Toc30086755]3.0 CONCLUSION
From the analysis in the second part of this report, it is evident that Tunisia is the market worth entering for UK businesses and potentially an ideal market considering the trade relationship established by Tunisia and other entities including EU and the Arabian world. As the business junction connection Mediterranean countries, European countries, middle east countries and African countries, Tunisia has established a well-developed business environment for international businesses. UK business in Tunisia can also leverage this advantage to enter other neighbouring markets. 

From the cross-cultural analysis, it is evident that Tunisia, after the 2008 socio-political unrest, has developed a national culture with its own identity leaning towards western cultures. The close scores on dimensions of PDI, IDV, UAI and MAS favour the UK business in Tunisia as mangers can smoothly migrate the management approaches from UK to Tunisia. What’s more, the close score indicates that the management of cross-cultural conflict can be more effectively managed. The close scores can also potentially create synergy effects for creative and innovative activities. the differences between LTO and IVR are the primary challenges for UK businesses. It is concluded that UK businesses in Tunisia can face the challenges of the respecting of tradition and established social norms in Tunisia. Overall, the British business people’s feelings in doing business in Tunisia is primarily familiarisation. However, as based on the analysis, they can also feel challenged as the differences in LTO and IVR dimensions. 


[bookmark: _Toc30086756]4.0 RECOMMENDATIONS 
[bookmark: _GoBack]Based on the analysis in this report, and the conclusions drawn above, it is recommended that the UK business in Tunisia should focus on the dimensions of LTO and IVR specifically. In general, the UK businesses should establish cross-cultural programs for employees and managers to be aware of the cultural similarities and differences between the UK and Tunisia to better prepare themselves to work in Tunisia. Specifically, the training programs should be established to articulate the differences in IVR dimension. It can include meetings and workshops for managers to develop management approaches to balance the needs of people from both sides (Bargiela-Chiappini, Nickerson and Planken, 2013). The training programs should also promote the similarities in the cultures of two countries, inspiring the UK business to generate synergy effects with those from Tunisia. The training programs should also make the UK managers aware of the differences in the LTO dimension to allow them to fit in the Tunisian market flexibly. 
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