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International Business and Communications Report 
Due to globalisation, businesses are no longer confined within the limits of their towns or countries. The technological advancements of this century have allowed large and small businesses to engage with customers and employ labour from different parts of the world (Kenneth Shaw, 2015, n.p.). That means that people from diverse cultures now have the opportunity to work together and exchange ideas that improve the lives of all parties involved. To achieve success in international business, communication is key. Not just mere communication, but proper communication. One must take into account non-verbal cues, cultural nuances, business culture, dress codes, and many other societal variations between different countries (Kenneth Shaw, 2015, n.p.). 
In this report, a company located in the UK is planning to outsource its production to Brazil. Brazil is considered a developing country. Needless to say, the cultures in the UK and Brazil are wildly different. To succeed in Brazil, the UK-based company -which will be referred to as company A- will need to familiarise itself with the business culture in its target country. This paper is a discussion of the various factors that company A will need to consider to effectively move its production to Brazil. It also touches on the challenges that Company A is likely to experience during the process. 
Brazil
With over 210 million inhabitants, Brazil is the largest country in South America. The country’s economy is ranked twelfth worldwide and third in the Americas based on Gross Domestic Product (GDP). Brazil’s most valuable assets include its natural resources such as scenic beaches, wildlife, minerals, and mysterious plants (Barros, 2017, n.p.). The country is also known for its historical architecture such as the Christ the Redeemer statue. Brazil has many other attractions that keep a steady flow of tourists visiting the country. For instance, Brazil is home to over 5 UNESCO World Heritage Nature sites and over 15 UNESCO World Heritage Sites centred on culture. Some of these sites include the Pantanal Conservation Area and the Historic Town of Ouro Preto. Brazil’s culture is vibrant, colourful, and family-oriented (Victor, and Kelm, 2022, n.p.). This is evident in their colourful cities and exciting festivals involving Samba music and dance. Brazilians are also known for their love, with their national football team being a 5-time winner of the World Cup. Some of the most talented soccer players are from Brazil. Key players like Ronaldo have attracted millions of fans to watch major football matches live. 
All things considered; Brazil’s economy can be said to be fast-growing. Economists suggest that the country has great potential. This potential is stifled by poor leadership and corruption, which is typical in most developing countries. In 2009, the World Economic Forum named Brazil among the topmost countries in economic competitiveness and growth (Barros, 2017, n.p.). The country suffered a recession in 2014 and recovered in 2017. 
The business culture in Brazil is different compared to other regions like the UK. Interpersonal relationships based on family and trust are the cornerstone of the Brazilian business culture. Business partners are required to have personal interactions before any formal business is conducted. Successful business negotiations in Brazil begin with meaningful personal connections. This suggests that international businesses hoping to move one or more aspects of their business to Brazil must gain competency in intercultural communication. 

Theories of international and intercultural communication
The field of intercultural communication is broad and more relevant than ever before. Intercultural communication can simply be defined as the exchange of ideas between persons of different cultural backgrounds (Auwalu et al., n.p.). This is especially significant for international businesses. In the case of Company A, the human resource department is tasked with the responsibility of recruiting employees to join the new production team in Brazil. This endeavour demands thorough preparation which would be characterised by a detailed analysis of different theories of international and intercultural communication. The UK-based company will then need to apply these theories to the case of Brazil to ensure a smooth transition into overseas production of their products.  Various scholars have carried out research to illuminate the factors affecting intercultural communication for global businesses. Numerous theories of intercultural communication have come up as a result of these studies. 
Hofstede’s theory 
One of the most notable scholars in this field is (Hofstede, 1982, n.p.). His definition of culture is formed based on his anthropological background. According to Hofstede (1982, n.p.), culture is comprised of unwritten social rules that act as differentiating factors between people from different cultural backgrounds. These rules are embedded in the thinking patterns, attitudes, and resultant behaviour of a given people. Diverse cultural beliefs are apparent in different social aspects such as the level of personal hygiene, the physical distance between people, greetings, mating habits, and displays of emotion. In the Brazilian business culture, greetings should be formal. The parties involved should address each other with their official titles based on credentials or age bracket. One is expected to express their pleasure at meeting someone, especially during first-time meetings. While professionals on the same level can address each other on a first-name basis, juniors are required to add titles when exchanging pleasantries.  
Several critical factors need to be identified when learning the cultural nuances of a given country. As Hofstede (1982, n.p.) states, there are four major components of culture. These include values, rituals, symbols, and heroes.  Symbols are very important to all cultures.  Each culture in the world has a myriad of symbols that have the same meaning for everyone in a certain society. Symbols can be anything from a phrase, a gesture, or an image that triggers certain feelings or meaning in people from the same country. In Brazil, the Christ the Redeemer statue is a symbol of openness and the willingness to embrace the world. It also reaffirms the strength of the Brazilian republic.
 Another key component of culture is rituals. Societies value certain traditional festivals that mark different events in the lives of the people. When global businesses venture into foreign countries, it’s important to take into consideration such rituals. One of the major rituals in Brazil is the Carnaval festival which is celebrated before the lent season begins. The people of Brazil are so invested that streets are closed during these celebrations. Parades are held in big cities such as Rio de Janeiro. Since the country is predominantly catholic, the majority of people join in the Carnaval festivals (Victor, and Kelm, 2022, n.p.). Company A would be wise to remember this when dealing with local employees in case their move forward with the move to Brazil. 
National heroes are a big part of the culture. Heroes are members of the society that exhibit exemplary behaviour and contribute greatly to the social fabric of the country (Hofstede, 1982, n.p.). Heroes can be dead or alive. They can also be real-life heroes or fictional characters that depict the culture of a given country.  For example, the football passion in Brazil makes the most talented soccer players national heroes (Victor, and Kelm, 2022, n.p.). Star players like Ronaldo have been celebrated throughout their careers as heroes for consistently putting the country on the map in terms of football. 
Shared values also represent another critical fragment of culture. A people’s values speak to their perceptions of certain actions and people. Some things may be considered morally upright, while some behaviours are frowned upon depending on the culture in question (Hofstede, 1982, n.p.). Cultural values dictate things like taboo topics, the idea of beauty, and basically what is considered evil or good. While interruptions may be considered rude in other cultures, in Brazil it is a sign of interest during a meeting. Additionally, it’s imperative to maintain eye contact in the business environment. Avoiding eye contact is viewed as a sign of distrust or lack of confidence in one’s ideas. This has negative effects on communication. 
Samovar’s approach
In his work Samovar (2010, n.p.), emphasises the importance of proper intercultural communication in today’s globalised world. Samovar and his colleagues suggest that culture has the potential for ethnocentrism. This is where people of a certain culture view themselves to be superior to persons from a different culture. Such attitudes are prevalent in citizens of developed countries, who might feel their way of life is more acceptable than the norms in a less developed or third-world country. Ethnocentric attitudes diminish the desire to understand and appreciate the variances between different cultures. This can be detrimental to any communication efforts made between the two parties. Samovar (2010, n.p.) attempts to integrate communication and culture. This piece of literature highlights five main components of intercultural communication. These include the impact of context, verbal behaviour, non-verbal actions, cognitive patterns, and perceptions. All these factors come into play when conducting business in a foreign country or simply visiting as a tourist. 
Non-verbal behaviour across cultures can pose quite a challenge. In a society like Brazil, the people are passionate and expressive. During communication, there may be continued use of gestures that may appear dramatic to people from a more subdued culture like the UK. Concerning verbal behaviour, Brazilians also tend to stand very close to each other when having a conversation. Personal space is viewed differently in the UK. Company A would be wise to understand such details before moving its production to Brazil. Samovar (2010, n.p.) strongly discourages intolerance between cultures, especially during this era where geographical barriers are being eliminated by technology and the media. Multiculturalism should be considered a good thing, especially in the field of business where talent can be recruited from any part of the world. 
Cultural considerations for international businesses in Brazil
Several factors ought to be considered when setting up an international business in Brazil. These factors include but are not limited to business relationships and communication patterns, language, time, and dress codes.
Business relationships and communication
As mentioned earlier the business culture in Brazil is rooted in trust. Before going forward with any formal business, Brazilians will want to personally know their business partners. Face-to-face interactions are favoured over written communication since they give a personalised touch (Victor, and Kelm, 2022, n.p.). Brazil is a collectivist culture, which means that people value their reputations in a given community. In the work setting reprimanding an employee in front of others is greatly discouraged. International managers would be wise to keep this in mind as it may reflect poorly on the business. 


Time
The official business hours in Brazil are 9 am to 6 pm. In light of this, appointments and other work-related events such as meetings should be scheduled between 10 am and 5 pm. According to Brazilian business culture, meetings should be scheduled at least a week or two before the actual date (Victor, and Kelm, 2022, n.p.). Merely appearing without an appointment is strongly frowned upon in Brazil. Moreover, unlike in fast-paced societies, it’s important to allocate 2 to 3 hours between meetings. Although one is expected to be punctual for business meals or meetings, it is not unusual to wait for an hour or two for Brazilian business partners to arrive.
Dress codes
In the workplace, Brazilian culture requires men to wear dark colours. These include charcoal-grey, navy blue, and black suits. Some industries allow more vibrant colours. However, in the more formal sectors, darker colours are favoured. In the case of Company A, it is advisable for the male management members to choose traditional tie choices as opposed to colourful ties which perpetuate a “white” or “gringo” stereotype. Ladies are encouraged to be elegant in their dressing choices. They can wear pantsuits, blouses, skirts, and dresses that complement their figures but remain decent. Foreigners should be wary of putting on yellow and green clothes to work.  This colour combination will expose them to mockery since it represents the Brazilian flag (Victor, and Kelm, 2022, n.p.). During an important meeting, all parties are expected to wear quality attire and accessories as a show of power and affluence. 
Communication barriers for foreign businesses in Brazil
There is an abundance of business opportunities in Brazil for international businesses. To fully take advantage of these opportunities, there is a need to overcome certain communication challenges which can otherwise curtail business. 
The first challenge is centred on language. Contrary to popular belief, the majority of Brazilians do not speak Spanish or English. The prevalent language in this country is Portuguese. Although the younger generation is constantly improving on their English-speaking skills, learning Portuguese is critical in ensuring effective communication is achieved in business. 
Another challenge especially for cultures like the UK and US is the approach to business relationships. Brazilians are drawn to doing business with individuals as opposed to companies. They are especially attracted to foreigners and are open to learning new things from them (Victor, and Kelm, 2022, n.p.). Failure to understand this perception can be detrimental to an international business hoping to break into the Brazilian business industry.
While Brazil is a big fan of North American culture, it is worth noting that the most popular topics in Brazil are different from the rest of the world. The popular culture in the country is based on its values. The Brazilian people value their identity, which is reflected in the trends, memes, and slang used on social media platforms (Victor, and Kelm, 2022, n.p.). Failing to perform due research in this area may put major roadblocks for international companies hoping to be integrated into the Brazilian culture.
Geographically, Brazil is a huge country. Different regions in the country have social variations that can often go unnoticed. These nuances might seem negligible but they have a significant impact on businesses in each region. For instance, northern east Brazil is home to a large number of African descendants (Barros, 2017, n.p.). This region is considered poor and exhibits different values.  On the other hand, the southern region is the most affluent in Brazil. It is heavily influenced by European culture, cuisine, and architecture. Without understanding the various regions and their unique features, international businesses face an uphill battle in trying to effectively communicate with people from each region.  
Recommendations
Based on the information gathered throughout this report, there are certain ways that international businesses can improve intercultural communication. 
Firstly, international businesses must keep in mind the Brazilian philosophy of personal relationships in business. Before beginning a business relationship, or moving production into Brazil, prior research should be conducted by speaking to persons from Brazil and getting their points of view on various subjects mentioned throughout the report.
It is advisable to send a team ahead of the main event. This team can interact with the locals in the target area and learn their attitudes toward foreign business and the proper way to begin a healthy collaboration between the countries.  It would also be wise to study the successes and failures of other international businesses in t Brazil. In this case, Company A would get a more detailed view of the dos and don’ts of foreign businesses in Brazil. In this way, the company can avoid making the same mistakes made by its predecessors in the region. 
Another key recommendation is learning the widespread language which is Portuguese. A language barrier is the last thing a business needs when trying to break into a foreign market. Since Brazilians are particular about their identity, this will go a long way toward building trust between the business and the local people.
Conclusion
The world today is a global village. Many aspects of modern society have been globalised. This includes business. Large and small businesses have sought opportunities to improve different aspects of their operations through international collaborations.  This requires a wealth of knowledge in the field of intercultural communication. Without proper communication across cultures, any endeavour is bound to fail or meet impossible challenges. Setting up shop in developing countries is particularly challenging for developed countries like the UK due to the cultural diversity. However, it is not impossible. After a lot of research and consideration, international businesses can effectively set up thriving businesses in developing countries like Brazil. 
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