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Executive Summary
The population growth of Brazil is higher which creates a market for the products sold by the commodities. However, the political instability of the country might give rise to several complications during the business expansion. The barriers including language and geographical location affect the business expansion of the organisation. There are differences between the cultures of the countries which require the enterprise to get accustomed to the Brazilian culture for successful expansion. Communication plays a major role in international business and effective communication also has a deep impact on succeeding new markets. Strategies related to communication affect the business expansion and the company needs to choose wisely the appropriate strategy.  
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[bookmark: _Toc101373669]An inclusive introduction to the context of international business and communications
International business is referred to as the process of trading merchandise, technology, knowledge and services to the rest of the world by crossing their national borders. It enables higher revenue generation for the company and allows them to manage risks efficiently. This helps the company to attain a competitive advantage over the production of the goods in the market. In this study, the international communication, cultural sensitivity, barriers and strategies to overcome these in the context of the business expansion of Coburg Coffee Company in Brazil will be discussed. The company with its headquarter at Woolwich started their journey in 1963. It has an employee base of 12 individuals and generates revenue amounting to 2.61 million dollars (Coburg Coffee Company, 2022a and dnb , 2022). 


[bookmark: _Toc101373670]Brief introduction to the selected developing country
Brazil is the fifth largest country in the world and the largest in South America with a total population of 21.26 crores (The World Bank, 2022a). This high population would be beneficiary to the business expansion. The GDP of the country is 1.44 lakh crores USD, which is quite less compared to other countries (The World Bank, 2022b). This country belongs to the developing third world domain with a political stability index of -0.46, which indicates that the country is politically unstable (The Global Economy, 2022). It is not preferable for business expansion. The Human Development Index (HDI) of the country is 0.765, which implies that the country is still in the process of achieving development (UNDP, 2022). However, the country has shown growth compared to previous years and the high population growth has made it a lucrative market for business expansion.  
[bookmark: _Toc101373671]Application of theories of international and intercultural communication on the selected context/Country (Hofstede, Samovar, Jandt etc) 
Hofstede’s cultural dimension theory is a framework used for cross-cultural communication. It highlights the effects of the culture and values of the society. The power distance index refers to the inequality that is prevalent between the people having power and not having power. According to this theory, Brazil has a very high-power distance having a score of 69. Brazil highlights a society that firmly believes the fact that hierarchy needs to be respected and even the inequalities among the people are also acceptable (GoBrazil, 2022). 
Individualism vs collectivism primarily focuses on the fact whether the people prefer a very close-knit network and prefer to live alone. Brazil scores 38, which implies that Brazilians prefer to live with a strong family bonding. Thus, even in the business, it is beneficial to build trust and long-lasting relationships to create a strong foundation in business. Masculinity implies a society where there is a predominance of heroism and the material rewards for success. Brazil exhibits strong masculine dimensions with a score of 49, emphasizing success, achievements, and so on. Uncertainty avoidance implies whether a member of a particular society is feeling uncomfortable due to the feeling of uncertainty. Brazil scored quite well with 76, Brazilians are demonstrative and passionate people their emotions are visible through their body language (Hofstede Insights, 2022). 
Fred E.Jandt offers unique insights into intercultural communication. Intercultural communication mainly focuses on the idea of communication in various parts of the world. Intercultural communication enables us to understand the strengths, weaknesses, and preferences of an individual during the time of communication and how it impacts hindrance when the communication is across two different cultures. With a thorough understanding of the theory, people can understand the norms and cultures that are prevalent for the adaption of the new cultures. Jandt has identified several ways of communication. He further stated that the stereotypes can cause to assume a widely accepted belief as true. For example, if a particular group in an organization is being stereotyped as dishonest, this is applied to all individual members of the group irrespective of the individual differences (Jandt, 2004). Such typical stereotyping can cause harm to the entire organization. The culture of Brazil is westernised which is derived from the Portuguese culture. Hence, the people in Brazil show a diverse culture by portraying a cultural and ethnic mix that occurred during the time of the colonial era. Intercultural communication refers to the communication between two people from two different cultures. 


[bookmark: _Toc101373672]Critical evaluation of cultural sensitivity when doing business in the selected country supported by relevant examples
In the Brazilian market, the culture follows sophistication and prefers friendliness and openness while making business dealings. The country has a hierarchical and vertical business structure; the final decisions regarding any dealings are made by the topmost individuals in the hierarchy (Santander trade, 2022). It is needed for the entity to maintain this structure at their set-up in Brazil. However, business and interpersonal relations are amalgamated in this country and it focuses on the individuals compared than the organisations. This emphasises the importance of small talk while making business deals (Santander trade, 2022). As per the culture of the Brazilian business market, they prefer to be in touch with their business partners. In order to expand business in the Brazil market, it is required for Coburg Coffee Company to maintain a continuous relationship with the other partners in that country. As Brazilians prefer doing business with individuals over institutions; it is necessary for the entity to maintain a better interpersonal relationship with its business partners in that country. 
The initial conversation begins with an official email and a voice call is a preferred method of connecting with people in Brazilian business culture. Although they are flexibly related to the time, however, mostly the end timings of meetings are not mentioned. The business owners or executives of Brazilian enterprises do not encourage bringing gifts at professional meetings (Santander trade, 2022). It is required for the business to maintain a formal dress code while attending business meetings with their Brazilian partners. The managers of the enterprise require having complete knowledge of the Portuguese language for successful business expansion. It is preferable to start with a branch of the enterprise in that country with local individuals as staff. The managers of Coburg Coffee Company require being of equal mindset with their business partners in Brazil and not look down upon them. It would be beneficial for the overall expansion of the business if the managers look for a win-win situation. 
Due to a lack of political stability in the country, there is a large existence of bureaucracy in the business process (Santander trade, 2022). Hence, it is required for the business to remain cautious while making deals with their partners in Brazil. Brazilians prefer patience over hurry in the business process; it is needed for the company to maintain patience while expanding business in this country. Apart from this, Brazil has remained the largest coffee exporter and producer in the world with their exports amounting to 3.81 billion GBP (Statista, 2022). Out of the total population, 97% of them prefer drinking coffee as a drink after water. As mentioned in World Coffee Portal (2021) it is the most popular drink for Brazilian after water. This would facilitate the business expansion of the enterprise in Brazil as there is a high demand for coffee. The company would be able to capture a large market by expanding its business in this country. Coffee contains rich antioxidants and provides certain essential nutrients and health benefits. This has attracted consumers and increased the amount of coffee intake by them. 
[bookmark: _Toc101373673]Discuss and analyse different communication barriers experienced by foreign businesses in the selected country supported by different examples when relevant
Different communication barriers are experienced by the foreign business for the cross-cultural communications such as Language barriers, Physical barriers, Cultural barriers, and Environmental barriers. Language barriers impose certain significant challenges to foreign business. The language barrier often faced in international business and operations is often difficult to overcome. The companies can lose their opportunity in establishing a proper brand image. Brazilians are the worst in terms of coping with the problem of the language barrier issue. As per the survey, it is observed that 74% of Brazilians suffered from financial loss sue the problem of the language barrier (Tavener.B., 2012). 
Physical barriers include business-like technological problems, poor architecture, and so on. Brazil is among one the countries with a high number of trade-restrictive measures. The country is ranked 124 out of the 190 countries, due to the high challenging market also due to the complex regulatory environment. Cultural differences among the people can eventually lead to a cultural barrier between the team members. Due to cultural diversity, communication among the people also becomes difficult. The Brazilians are infused with the highly diversified ethnic groups for many centuries (TMF Group, 2021). In the day-to-day life of the environment, Brazilians are very much obliging. The cultural characteristics of the Brazilians are much more polychronic than the French. The major environmental barriers in the business include space, clime, time, and noise.
The environmental results to the certain factors that is present outside the thread of communication. The foreign investors and traders also express their concerns over the poor infrastructure, high and rigid labour laws, and the extra amount needed for doing business in Brazil. These are the severe problems and distortions caused within the organisation that leads to the disturbance and the difficulty in the business communication as Coburg Coffee company in Brazil. These barriers also pertain to certain hierarchical factors like the insufficient information system, and lack of clarity in the roles and responsibilities in the organizational structure. Coburg coffee company has customers in wholesale, vending, and food services. The conviviality and the proximity make the company easy in joining more business networks. In Brazil, all these networks are very much useful for creating solid professional foundations for a long period. the company has the capacity and the vast resources for supplying large tones to the large coffee shop chains. Thus, the proper form of communication is necessary for the company to provide an adequate, smooth delivery to cater to the worldwide customers of the Coburg coffee company. Team building exercises in a proper and controlled environment are a favourable way to bridge the barriers of communication within an organisation.  
[bookmark: _Toc101373674]Provide appropriate communication strategies and other relevant recommendations to enable the company to succeed in the selected developing country. 
There are certain communication strategies that would bring about benefits for the business expansion of the company. This facilitates the brand to market its products in the international market. It is required to have a proper company vision for expanding business in the international market (Tien et al., 2019). The company focuses on supplying delicious and fresh coffee throughout the UK with the help of wholesale, retail and food services. There are three communication strategies that can be used by the organisation to facilitate its expansion in the retail market. They can implement the same strategy for international market penetration as domestic, which is termed an extension. The organisation can adopt new strategies especially focused on international expansion. Along with these, the enterprise can create a completely new product design for their international expansion. These basic conceptions of strategies can be stretched to five distinct approaches, which are as follows: 
Products and communications extension – In this approach, the company prefers keeping a standard product and using a similar communication strategy to facilitate its expansion. This approach is adopted by the new firms entering the international market with a small number of resources (Teixeira et al., 2021). They are not able to bear the costs of product design or customisation and advertising. This approach provides the opportunity of making large savings for the enterprises because of the economies of scale. For an entity like Coburg Coffee Company, a regular communication strategy with standardised products would be beneficial. The company is expanding their business in the international arena for the first time and does not have many resources. Hence, this strategy would be beneficial for them.
Product extension – Due to the differences in the cultural and competitive environment, most of the time similar products get much positive response from the international market compared to the home market. This enables the organisations to market the same products with different communication and advertising strategies (Liu et al., 2018). By using this approach, the firms are sacrificing their chances of making a higher amount of savings. This approach is mostly used by large companies that possess economies of scale in their production process due to the size of the organisation. These companies focus on advertisement and spend a huge amount for the same purpose.    
Product Adaption – Under this approach, firms keep their communication strategies similar and focus on product differentiation or designing a new product with a different set of specifications. Several companies implement this strategy of product adaptation due to their expansion strategy (Choudhury, 2018). These organisations acquire local brands and increase their product portfolio to attract customers by offering lower prices. It requires the enterprises to spend a huge amount on their products and make savings from the communication strategy. They prefer maintaining a similar advertisement and communication strategy as the domestic brand. This approach is helpful for companies with a great brand image and reputation in the international market.  
Product and communications adaption – Due to the different cultures and environments of the international market, some entities prefer to adopt the dual adaption strategy. Under this approach, companies prefer adopting new communication strategies and products as well (Teixeira et al., 2021). This would be beneficial for the country as they would be able to expand in the international market. It helps organisations to introduce new products in their portfolio and allows them to implement new advertising and communication strategies, which would be beneficial for them in international expansion. Organisations with plenty amount of resources and a strong will to expand in the international market would adopt these strategies. 
Product invention – This strategy allows a firm to conduct research and bring development to their products in order to meet the requirement of the consumers in the global market. It enables firms to improve their product and generate higher revenue from those. The companies with a higher budget for research and development prefer this approach in their expansion strategy (Choudhury, 2018). It would bring about higher success for the organisation and brings about brand image to them.  


[bookmark: _Toc101373675]Conclusion 
The current GDP and the political stability index of Brazil are comparatively lower than other countries. Although, these are not beneficial for the expansion of the organisation, however, the large growth in the population of Brazil creates the potential market for the company. There exist differences in the culture between the two countries, which creates a barrier to the expansion of the business. The primary barriers include language and geographical locations. The culture of the country prefers to maintain interpersonal relationships with their business partners which requires maintaining for the successful expansion of business in that country. 
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