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Introduction
Cultures give people unique conceptual frameworks through which they perceive the world, and people from various cultures are likely to interpret the "same world" very differently. International Business Communication is a process of transferring corporate information from one country to another (Takino, 2020). It is also defined as standard communication which is used by businesses to operate in different countries with different languages and cultures. The purpose of this study is to understand the impact of cultural expectations and differences for Ribble Cycless, which is planning to set up a production facility in Brazil. Theories would be used to analyse intercultural communication to understand the cultural sensitivity in the Brazilian market. The analysis of communication barriers and strategies to enable companies to succeed in the market would be also studied. Brazil is a developing Latin America country which offers a close proximity to the South and North American market. A cheap labour availability will help the company in availing labour and reducing operational expenses.  Ribble Cycless was established in 1897 in the UK and since then the company's production plants are situated in the UK. The company is planning to set up its production plant in Brazil where the company is expecting a cultural and language barrier to entry.











International and intercultural communication
The international and intercultural communication by Ribble Cycles in Brazil would be successful if the company understands the culture of the target country. By understanding the culture, the company will be able to satisfy the expectations of the people of Brazil. In order to do this Ribble Cycless need to implement the Hofstede cultural dimension which will help the company in understanding the culturally different between the two countries. 
[image: ]
Figure 1: Hofstede Cultural Dimensions
(Source: Wang et al., 2020)
HOFSTEDE CULTURAL MODEL[image: ]
Figure 2: Hofstede Cultural Dimension for Brazil
(Source: Hofstede-insight, 2022)
Power distance. The Hofstede cultural model explains that Brazil has a high degree of power distance of 69 as compared to 35 in the UK, which indicates that the individuals in Brazilian society are not equal with respect to the division of power. There is a huge distance between powerful people in society or organisations and the less powerful people.
Collectivist nature. The collectivist nature of the society reflects that it is integrated into strong cohesive groups. This will help Ribble Cycless in understanding the people's needs and based on this the company's offers will be designed. Brazil has a score of 65 for collectivism as compared to 11 in the UK.
Masculinity and femininity. Brazil has intermediate scores in the masculinity and femininity dimension which indicates that the market has maintained a balance between competition, care and respect for others' life. Brazil has a score of 49 masculinity score as compared to 66 in the UK which indicates that in Brazil people have a balanced approach toward competition with other people and maintaining care with other people. However, in the UK the higher score indicates that the people from the UK are more inclined toward competition rather than having a feeling of care with other people.
Uncertainty avoidance. A high uncertainty avoidance index in Brazil which is 76 as compared to that of the UK where the score is 35, will help Ribble Cycless in setting up the production unit and hiring local talent by following the rules and legislation.  A higher uncertainty avoidance index of Brazilian people indicates that they avoid any uncertain situation or products whereas the people of the UK happily accept new situations or products owing to low uncertainty avoidance index.  Due to the high uncertainty avoidance index, the Brazilian people will prove to be demonstrative and passionate people which Ribble Cycles can use in their business.
Long-term orientation. Brazil has an intermediate score of 44 in long-term orientation which means that the society is in a transition period where people are changing their low long-term orientation to improve its score. On the contrary, the UK has a 51 score in long-term orientation. The people of Brazil are improving the score of long-term orientation by dealing more with the challenges of the present and future rather than considering their past. This dimension will help the company in communicating its offers and benefits to people which will help them in the future.
Indulgence. A high score of indulgence of 59 in Brazilian society indicates that the people there have a willingness to realise their desire in regards to enjoy life and have fun. Although this high score is still lower than that of the UK where the indulgence score is 69, the Brazilian market still makes a better market for setting up production plants. A moderately high score in this dimension will help Ribble Cycles in offering the people perks and monetary compensation that they can use to fulfil their desire of enjoying life.
HALL’S CULTURAL FACTOR
Hall's Cultural factor is another theory that explains the different behaviour of people. According to this theory, there are three principal categories in which people communicate (Gomez-Trujillo and Gonzalez-Perez, 2020). These three categories are:
· Context. High and low context refers to the importance of the message in communication. Brazil has a high context culture where the messages are mostly indirect and they rely on non-verbal communications. Whereas, countries like the UK where people are more direct in communicating have a low context culture, which means that people have less reliance on non-verbal communication.
· Space. Space represents the need for personal space in the workplace (Waight et al., 2022). In countries like Brazil, people tend to have a low need for personal space which means people can stand close to others while working. In contrast to this, the UK has a high degree of personal space requirements which makes people need more space while working. The close proximity at the workplace helps in developing better workplace culture as it enables good communication between employees.
· Time.  As far as time is concerned Brazilian people are polychromic which means that they can work more than one job at a time. Whereas, the people from the UK are monochromic which means they work only one job at a time.

CULTURAL SENSITIVITY
Cultural sensitivity is a set of skills that allows an organisation to understand the culture of people or a place where the culture is different than theirs. The first step in developing cultural awareness is admitting that different cultures exist. These distinctions are evident in how various groups engage and converse with each other and they also affect how people connect with strangers. However, cultural sensitivity does not imply that one must just be aware of the distinctions to communicate well with others from various cultures (Almeida et al., 2019).
Cultural sensitivity has a huge impact on any organisation entering a new market. Ribble Cycless need to understand the culture of Brazil before entering the market. This will help the company in understanding the different cultures of the target market. Since Brazil is located on a different continent and has different cultures, entering Brazil without doing any cultural research will affect the success of the Ribble Cycles in Brazil. The Brazilian business culture depends upon the personal and professional relationship between partners (Takino, 2020). This indicates that Ribble Cycless needs to develop strong relationships with its business partners in Brazil to be successful in the country. For example, the Brazilian culture of being laid back in coming to office will affect the business of Ribble Cycless in the target country.  
Cultural sensitivity will help an organisation in understanding the unspoken needs of its employees and customers (Kalogiannidis, 2020). Understanding the culture of the people of Brazil will help Ribble Cycles in making strategies that will help the people of Brazil in accepting the company in their country. The knowledge of the culture of the target geographical market will not affect any company as long as the company is satisfying the needs of the customers (Hermans and Reyes, 2020). This view will not help Ribble Cycles as the company is planning to set up a production plant in Brazil and the product of the company has no relation or attachment to the culture of the Brazilian people or its customers.
NETWORKING IN BUSINESS
Networking in business can be defined as a process to engage others in conversation and dealings and mutually beneficial activities. Business networking can provide opportunities for a company's expansion. A top-notch business connection may offer prospects for higher revenues, employment leads, and insider knowledge of the sector. Advantages of networking include the development of knowledge about the industry. Business networking also helps in developing contacts which helps in referring new customers in new markets. A good business network has the advantage of providing solutions to a business problem. Business networking is a long-term process which takes time to build which is its one of the disadvantages. A business networking also gives a false sense of security which makes the business more complacent.
LANGUAGE AND COMMUNICATION BARRIERS
Language plays a vital role in business communication. Be it in the local market or the international market, the strategic use of language results in the success of an organisation.  It is a myth that English is a universal language as many companies are now using the local language of the target market (Czinkota et al., 2021).
While conducting business in Brazil, Ribble Cycles needs to conduct its business in the Portuguese language. This will help the people of Brazil in developing an association with the company as the Portuguese language is a part of their culture. The advantage of using the Portuguese language is it helps in making the employees and buyers understand the value offered by the company. The use of buyer language will help the company in developing bonds with them which will help the company for its long-term sustainability in the Brazilian market. Ribble Cycles should use the buyer’s language in its production facility, in corporate communication, marketing, advertisement and customer service. Buyer’s language in marketing will help the product to penetrate the market (Malyuga et al., 2018).
 However, the use of the buyer's language has a disadvantage in the form of value that the company is offering. When Ribble Cycless offers its products in the Portuguese language it may give a message that it is not offering anything new. Whereas, offering its product in another language like English will make an impression of the international product to the local market.
Communication barrier. A communication barrier can be defined as a disconnection of information that is being shared from the sender to a receiver (Shenkar et al., 2020).
In business, communication barriers can result in the wrong implementation of plans and misinterpretation of information. Ribble Cycles needs to minimise any communication barrier which it thinks might affect its business in Brazil. Ethnocentrism is one of the communication barriers in which the sender of the information has some preconceived understanding of the receiver (Bauman and Shcherbina, 2018).
The sender does not send information from the receiver's understanding point of view. This might result in wrong or no information received by the receiver. For example, communication of starting the work and finishing the work on time by Ribble Cycles may not be accepted or understood by the employees as the culture of Brazil does not follow time. However, communication of finishing the work in stipulated time might work for the workers. Another communication barrier is the language barrier that Ribble Cycles has to face while operating in Brazil. Ribble Cycles will have to develop the team in Brazil who are Portuguese speaking and senior management as a multilingual team. This will help the company in planning strategies with senior management and implementing those strategies with the workers. For example, if the strategy implementation is conducted in the English language then most of the Portuguese-speaking employees will not comprehend the requirements. This will result in improper strategy implementation.
In order to succeed in the Brazilian market, Ribble Cycles needs to develop strategies concerning the culture and different barriers, so that the company can operate without any hassle. Some of the recommendations that Ribble Cycles can use for its cross-culture business communication are as follows:
· Be culturally sensitive. Ribble Cycles should be culturally sensitive for its production plant in Brazil.  By developing the skill of understanding the culture of Brazil, Ribble Cycles can make strategies which will be aligned with the culture of the target market. Once the company becomes culturally sensitive the employees of the new market will develop a sense of association with the company and they will work with full motivation.
· Hiring Local management. Ribble Cycles should hire local management that will have the responsibility of running the business in the country. This will help in reducing most of the problems related to culture and communication. Local management should be bilingual and could understand Company's directives in English and implement strategies to subordinates in the local language.
· Using local language as a mode of communication. The company should use the Portuguese language as a mode of communication in its new market. This will help the company in better marketing the product and develop a good working environment in the workplace. The use of the local language will also help the employees in working in the production site in a better way as they will be able to understand all the directives and plans from the management (Waight et al., 2022).















Conclusion
[bookmark: _3dy6vkm]It can be concluded that culture plays an important role in international business communication. Ribble Cycles needs to develop strategies to understand the culture of Brazil so that it can work effectively in the target market. Different theories were used to understand how the culture of Brazil could affect the business communication and operation of the Ribble Cycles. The company needs to be culturally sensitive so that the employees and customers in Brazil can accept the company's offerings. Different recommendations were given for the company for the successful operation of the business in Brazil.
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