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ABSTRACT
This paper investigates business limitation as a consequence of unbroken language barrier with a view to exploring how to overcome the barrier. Although much scholarly attention has been given to business limitation occasioned by inadequacy of capital, poor advertising, absence of technology and failure in management strategies within the fields of Management, Economics and Business Studies, limited attention has been given to language oriented  limitation in business. A mixed methods approach was used in the collection of the data for the study, involving 50 randomly selected business men and women across 5 designated markets in FCT; Wuse Market, Area 1 Shopping Complex, Area 3 Shopping Complex and Area 10 Shopping Complex. The data were collected via 20 structured questionnaires, 5 focus group discussions and 10 in-depth interviews. The validity of the instruments was ensured through pilot testing. While the quantitative data were analysed using descriptive statistics, frequency counts, percentages and means scores calculated using Microsoft Excel, the qualitative data were transcribed, coded and subjected to thematic analysis.  The findings of the study reveal that language barrier inhibits rates of turnover, profit margins, business growth as well as expansion in business, thereby underscoring the relevance of language in business management. In view of these findings, the research concludes that unbroken language barrier is one of the limiting factors in business. The study adds to the existing body of knowledge by establishing the indispensability of language in actualizing market business goals and objectives and recommends harnessing language learning opportunities, language skills and multilingualism amongst others as ways of breaking language barrier in business. 
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INTRODUCTION
Business entails efforts and activities by individuals to produce and sell or buy and sell products for profit. This implies that profit which translates into growth and expansion is key in business. 
Irrespective of the fact that the goal of every business apart from the non-profit category is profit making, limitations are inevitable in business. Some of the business limitations are orchestrated by limited capital, poor management strategies, technological limitations and language or communication barrier. 
The paper focuses on language barrier induced business limitation, considering the centrality of language in business. Language is crucial in business because it serves as the medium of transaction and is also used for negotiations, documentations, public relations, advertisement, etc. The implication therefore is that the success or otherwise of any business is largely dependent on effective language use.  Put differently, language barrier in business inadvertently limits business transactions and consequently hinders its growth and expansion as well as narrows business profit margins.

Irrespective of the volume of research work done in respect of business limitation due to financial and managerial lapses, a dearth of research still exists in the area of language barrier induced limitations in business. This study therefore contributes to the body of knowledge by filling this gap, through x-raying business limitation as a consequence of unbroken language barrier and proposes possible solutions to the problem.

The study addresses three research questions:
(i)	What are the importance of language in business?
(ii)	What are the consequences of language barrier in business?
(iii)	What are the strategies of overcoming language barrier in business?
In view of the importance of language and effective communication in business, it becomes inevitable that or language use in business should be devoid of any form of barrier, if business goals must be met.

Literature Review
Business denotes an enterprise involving commercial, industrial or professional engagements to facilitate or promote the production of goods and services mostly for the purpose of making profit. In other words, business involves activities undertaken by people to produce and market commodities and services to make gain. Business begins with an idea and a name which is followed by a plan where the goals and objectives are clearly stated. 
In addition to the business plan, business requires an initial capital for a smooth take off, as well as strategies for the actualization of the goals stated in the business plan. Again, a business must be registered in line with the registration requirements and necessary permit and licenses secured since business can be sued in court for one reason or the other.
Although the reason behind most businesses is profit making, some businesses are classified as non-profit. The non-profit entities operate as charities, advocacy groups and social service providers. Business activities take place anywhere; physical shops, roadsides and online and are defined by the industries in which they operate like shoe business, food business, real estate, etc. Businesses come in different sizes; small business, mid-sized and language scale. 

There are also different types of business:
(i)	Sole Proprietorship – owned and managed by a single individual
(ii)	Partnership – operated by two or more people
(iii)	Corporation – managed by a group of people as an entity
(iv)	Limited liability Company

Although some businesses are non-profit oriented, profit is a major goal of business. What this means is that for a profit-oriented business, the absence of profit, which inhibits growth and expansion is described as business limitation. Put differently, limitation in business refers to restrictions that affect business operations and activities with negative consequences on business growth, expansion and profit margins. 
Apart from internally orchestrated limitations stemming from the business’ own structure, managerial inefficiencies, inadequate resources and unfavourable market conditions, one of the contributory factors to business limitation is poor communication occasioned by language barrier. Communication in business is an inevitable veritable instrument for the conveyance of clear and unambiguous business messages, customer services, advertising and branding. Business language encapsulates both specialized technologies and terminologies used in commerce and a wide range of language skills is needed for effective business transactions. It also involves understanding core business concepts, using professional language and recognizing cultural nuisances in business.

Effective language use is unavoidable in making business decisions and solving problems in business. A multilingual business person is at an advantage in accessing wider range of information sources and collaborations with other business persons from different cultural settings. His linguistic background will not only enable him to make informed business decisions but will also enhance his ability to resolve business challenges with relative ease. 

In addition, effective communication or barrierless communication in business helps in maintaining valid and valued customer service relationship as well as improved business reputation and enhances customer trust and confidence that also leads to continuity in business. On the contrary, when business goals and transactions are poorly articulated due to language barrier and insurmountable cultural nuances, customers’ trust and confidence will hardly be earned and maintained.

Empirically, some scholars have contributed significantly to studies on language use in business. Farrias and Dewi (2023) carried out a study on the use of local language in traditional market between sellers and buyers with particular reference to the market located in Kacamatan Makasar, East Jakarta City. One of the theories they used in analysing their data was Janet Home’s theory of 2017. The result of the study was that the reason behind the use of language variation where there is similarity of ethnic background is to adopt negotiation strategies that attract buyers. 

Another scholar is Ahmad Abdullahi (2012) who conducted a study on language use at the Funtua Main Market. He gathered his data through participant observation between 2007 – 2010. His study covered the verbal and non-verbal aspects of interaction in the market and concluded that effective use of language (verbal and non-verbal) are instrumental in business success.

Furthermore, Nwankwere, A. U. N. of Nnamdi Azikiwe University Awka carried out a study on globalization with regards to Igbo traders and language use on customers. In her study, she considered the concept of globalization, ethics of trading as well as Igbo global traders and language use and concluded that irrespective of the capitalist ideologies of globalization, Igbo cultural antecedents are always reflected in business transactions through language use. 

The revelations of the study go beyond mere investigation of business limitation as a consequence of unbroken language barrier. They contribute significantly to the mechanisms of breaking language barriers in business to ensure the actualization of business goals across local and international markets

Theoretical Framework 
The research is hinged on the Economic Theory of Human Capital Development. The theory was developed by two Economists; Gary Becker and Theodre Schultz in the 1960s. According to the theory, knowledge, skills, experience and abilities of individuals contribute positively to economic growth and national development. Human capital refers to the educational attainment, knowledge, experience and skills that individuals acquire through training programmes and skill development initiatives that shape or determine their economic values. Human capital includes qualities like:
· Education 
· Communication skills 
· Human management 
· Problem solving skills 
· Physical, mental and emotional wellbeing
For the purpose of this study, of all the components of human capital, communication skills is emphasized as the most critical. This is based on the fact that acquiring language skills in business finds expression in this crucial component of human capital. 
Today, there is no doubt that proficiency in multiple languages by embracing language learning programmes is key to business success and expansion. In addition, acquiring language skills help traders in navigating the intricacies of cross border negotiations and collaborations and enhance their global competitiveness. 
This theory therefore informs the study’s analysis of business relations, outcomes and other narratives and by situating the study’s empirical findings within the theory, it provides the conceptual tool for understanding how language skill development or acquisition in business positively influences business outcomes. Specifically, this theoretical model provides a deeper understanding on how unbroken language barrier limits business outcomes.

Methodology
The study adopted a descriptive field survey design method to examine business limitation as a consequence of unbroken language barrier. The method was adopted because of its ability in capturing both quantitative and qualitative data. The research was conducted across selected markets in the Federal Capital Territory (FCT), comprising of Wuse Main Market, Area 1 Shopping Complex, Area 10 Shopping Complex, Gwagwalada and Kuje Main Markets. These markets represent the epic centres of business in FCT with wide range of goods and services for both  national and international businesses. The study population consisted of 50 well established and well experienced business men and women in the said markets. A multi-stage purposive sampling technique was employed to select the participants based on their experiences and business engagements in the said markets over the years. The final sample included:
· 20 questionnaires respondents across the selected markets.
· 5 focus group discussion (FGDs), one from each market, comprising 4 – 5 participants.
· 10 in-depth interviews, consisting of 2 business persons from each market.
Three main instruments were used to collect data:
(i)	Structured Questionnaire - designed to collect quantitative data on the perceived consequences of language barrier in business.
(ii)	Focus Group Discussion Guide - used to explore the causes and consequences of language 	barrier in business
(iii)	Key Informant Interview Schedule - designed to collect detailed business experience based 	accounts.
All instruments were validated through pilot testing in non-sampled markets in FCT. Minor adjustments were made to improve clarity and contextual relevance. Data analysis was done in two stages: Quantitative data from the questionnaires were analysed through descriptive statistics  and were computed to profile participants’ demographics, linguistic status and business typologies while Qualitative data from interviews and FGDs were transcribed, coded and subjected to thematic analysis. Triangulation of quantitative and qualitative findings was undertaken to cross validate results and to ensure that patterns observed in the survey were supported or explained by the narrative data.

Ethical Consideration
The study was carried out in compliance with ethical considerations for safety, dignity and privacy of respondents and in line with established humanitarian and academic research protocols. The researcher also ensured the confidentiality of the respondents as well as the protection of their data. No identifying personal data were recorded and participation was entirely voluntary and participants retained the right to withdraw at will without penalty.

Results
The data collected from questionnaires, interviews and focus group discussions were analysed and the result shows that most business limitations are orchestrated by language barrier. The findings are presented in two sections: Quantitative results from the survey of 50 participants and qualitative insights obtained from in-depth interviews and focus group discussions. A combination of these results yielded both numerical patterns and rich narrative accounts, providing a clear picture of business limitation as a consequence of unbroken language barrier in the sampled markets.
1.	Quantitative Results
(a)	Distribution of Participants According to Sex
Table 1:
	S/N
	Sex of Participant
	Frequency
	Percentage (%)

	i.
	Females
	25
	50

	ii.
	Males
	25
	50

	
	Total
	50
	100%









Field survey, 2026

From table 1, the participants comprised of 25 females (50%) and 25 males (50%), making a total of 50 participants (100%). This accounts for a balanced representation of participants in respect of sex.

(b)	Distribution of Participants According to their Business Locations

Table 2: 
	S/N
	Business Location
	Frequency
	Percentage %

	i.
	Wuse Market
	10
	20%

	ii.
	Area 1 Shopping Complex
	10
	20%

	iii
	Area 3 Shopping Complex
	10
	20%

	iv.
	Garki Market
	10
	20%

	v.
	Araa 10 Shopping Complex
	10
	20%

	
	Total
	50
	100%












(Field  survey, 2026)

From table 2, 10 participants corresponding to 20% of the total participants were selected from each of the selected markets. This accounts for another even selection of the participants vis-à-vis the markets under investigation.
(c)	Distribution of Participants According to Business Typologies
Table 3:
	S/N
	Type of Business
	Frequency
	Percentage (%)

	i.
	Textile
	5
	10%

	ii.
	Ceramics
	5
	10%

	iii
	Grains
	5
	10%

	iv.
	Electronics
	5
	10%

	v.
	Perishables
	5
	10%

	vi
	Provisions
	5
	10%

	vii
	Jewlries
	5
	10%

	viii
	Shoes
	5
	10%

	ix
	Plastic Products
	5
	10%

	x.
	Soft drinks
	5
	10%

	
	Total
	50
	100%








(Field  survey, 2026)

From table 3, 10 products were selected from the numerous products in the sampled markets. The table shows that 5 merchants were selected for each typology of business, amounting to a uniform of 10% participant representation for each selected business typology

(d)	Distribution of Participants According to their Educational Qualifications
	S/N
	Educational Qualification
	Frequency
	Percentage (%)

	i.
	1st School Leaving Certificate
	5
	10%

	ii.
	WAEC/SSCE/GCE
	35
	70%

	iii
	NCE/National Diploma
	7
	14%

	iv.
	Degree/HND
	3
	6%

	v.
	Masters Degree and above
	Nil
	%

	
	Total
	50
	100%


Table 4





Field  survey, 2026

Table 4 reveals that 5 or 10% of the participants have 1st School Leaving Certificate while 35 or 70% have either, WAEC, or SSCE Certificate. Another 7 or 14% have either NCE or National Diploma Certificates while 3 or 6% of the participants have Degree or HND Certificates. None of the sampled business men and women has Masters Degree or more.
(e) 	Issues of Communication: 
In all the sampled markets, English serves as a common language or language of commerce although other languages are used once in a while, especially when the customers and the traders have the same linguistic background. However, the participants with 1st School Leaving Certificate who also have poor background in computer proficiency confessed that they struggle with spoken English and find it difficult to transact their businesses on line. According to them, they also struggle to issue receipts except with the help of apprentices or hired sales men and women. This implies that their inability to use English effectively affects them negatively in their businesses.


QUALITATIVE RESULTS 
Thematic analysis of interviews and focus group  discussions corroborated and enriched the survey findings, bringing to light the following recurrent themes:

Theme 1: Customer Service Impediment 
All the participants asserted that: “Language is vital in maintaining customer relationship in business”. Again, one of the participant interviewed in Gwagwalada main market observed: “It is absolutely difficult to retain a customer whose language you neither speak nor understand”. 

In every business, every trader needs to communicate fluently in the language that the customer understands and speaks. If there is no cordial customer relationship, it may be difficult for the customer to come back another time. Language barrier negatively affects customer service and the totality of business transactions between traders and customers.  The same language barrier creates gaps in answering customers’ questions and providing adequate solutions to their needs, thereby reducing both their confidence as well as the business reputation. 

Theme 2: Weakening of Business Relationships
From the focus group discussions held in Area 10 shopping complex, the participants asserted that: “If a business man or woman is faced with language barrier, he or she hardly keeps a strong business relationship with his/her customers”.

This implies that effective communication creates a positive atmosphere for strong business relationships to flourish. In other words, when communication is negative or ineffective, it discourages and weakens business relationships. Where there is no business relationship due to language barrier, trust and customer loyalty will be conspicuously absent and this can limit business to a very large extent. 

Theme 3: Competitive Advantage Incapacitation. 
All the participants agreed that: “Language barrier inhibits competitiveness in business”.

Many business men and women end up incapacitated because they lack the linguistic ability to compete effectively in business locally and internationally.  They therefore face limitations in business even when they have the required resources to do business in such places. Their inability to speak multiple languages therefore significantly impede their competitive advantage in business and hinders them access to broader range of market opportunities especially within the international scene.

Theme 4: Hindrance to Global Business Growth and Expansion 

All the participants said: “Language barrier hinders business growth and expansion”
This consensus opinion by the participants is not unconnected to the fact that in  business, linguistic diversity, apart from achieving effective communication also enables cross cultural understanding with so much value addition to business success. In other words, lack of understanding of cultural differences hinders effective communication and appropriate marketing strategies that suits diverse markets within diverse cultures. 

Theme 5: Access Limitation to Global Market Opportunities.
Majority of the Participants said: “Traders with language barriers find it difficult to access global or international market opportunities”
According to the participants, market and marketing today go beyond local and national borders to include foreign and international scenes. The implication of this is that success in markets to some extents is dependent on the linguistic efficiency of the traders involved. This is because of the essentiality of barrierless communication between customers and their traders for fruitful outcomes. Put differently, ineffective communication, especially through new technologies like social media, email, Facebook, You-tube, WhatsApp, internet, etc, will be unsuccessful in reaching international audiences in global markets
Discussion 
The findings of the study show clearly that businesses are challenged and limited in so many ways by language barrier. To overcome these limitations, the following discussions are advanced:
i. Need for Improved Customer Service
One of the consequences of unbroken language barrier in business is customer service impediment. In this regard, the best way to enhance customer service is by prioritizing language learning to make sure that all business transactions are tailored to meet the needs and expectations of customers, irrespective of the differences in their linguistic and cultural backgrounds. Linguistic alignment with customers through any medium of communication fosters cordial relationship between traders and their customers and also enhances customer service that promotes trust and loyalty.
ii.	Need to Build and Maintain Strong Business Relationship
Effective communication is key to building solid business relationships between customers and traders. It creates atmospheres of friendliness and approachability and also establishes a sense of familiarity and reliability. When business men and women make efforts to understand and speak or communicate with customers in their own languages, it helps in building mutual understanding and respect that enables a long lasting bond that promotes continuity and sustainability in business. 
iii.	Need to Strengthen Global Competitiveness
In terms of global competitiveness, the intersection of language and business success reveals a complex relationship enhancing market prospects and trade dynamics. In other words, the relevance of language proficiency as an important asset that facilitates international trade and strengthens global competitiveness can never be over emphasized. 
iv.	Business Growth and Expansion
Language proficiency influences businesses by lowering communication barriers and stream lining international business transactions. Effective communication is crucial in facilitating business by lowing transaction costs and improving negotiation outcomes that result in increased business turnover that promotes business growth and expansion. When there is free flow of communication between traders and customers, trust and loyalty of customers is earned and repeated buying will be guaranteed, translating business success into growth and expansion.
v.	Need for Limitless Access to Global Market Opportunities
In this 21st century, business engagements or transactions are not limited or streamlined by local, state or national boundaries. In other words, access to global markets is now inevitable and also a common index for assessing business growth and expansion. To overcome access limitation to global markets, traders need to widen their linguistics scope to acquire diverse linguistic competence to navigate global market opportunities. This makes multilingualism inevitable in business.
Therefore, success in business largely depends on language efficiency especially through ICT compliance. Business men and women must be ready to adapt to new technologies like: emails, internet, WhatsApp, You-tube Facebook, etc. Through these media and in addition to both spoken and written languages, traders reach international audiences and widen their scopes in business.
Future Research Directions 
As a build up on this study, future researches should focus on:
· Ways of avoiding language induced business limitation 
· Ways of breaking language barrier in business
· Ways of encouraging cross cultural understanding in business 
· Ways of promoting multilingualism as part of human capital development 
Conclusion
Apart from inadequacy of capital and poor business management strategies, the study has demonstrated that businesses can be limited to a large extent by language barrier. 
At the level of customer relationship, it creates gaps in communication that leaves the customers needs poorly met, thereby reducing their trust and confidence levels in the business. Trust is key in building successful customer relationship because it is one of driving factors for success in business. Remove trust and the only option left will be failure. Since customers are always suspicious about claims that traders make, traders must do everything possible to create trust in their customers in order to gain and retain their confidence and trust in their businesses.  
Beyond customer relationship, cross cultural understanding and communication in business involves recognizing and adapting varied cultural nuances and communicational styles to avoid misunderstandings and foster better negotiations for effective global business transactions. Since cross cultural communication turns diversities into competitive advantage, traders must endeavour to be conversant with diverse cultural norms to accommodate diverse customers to avoid misunderstanding and conflict in business. 
At the global level, it does not only hinder access to global market opportunities but also incapacitates global competitiveness needed to excel at the international market scenes. Global market experience requires more than multilingualism. It also needs to embrace digital channels for engagements. Using social media and other digital platforms can actually engage traders and make them to respond quickly to their customers enquiries. It also makes helps to be afloat with several business transactions on daily basis without limitations or barriers of any form. 
Subjecting these limitations to Gary Becker and Therefore Schultz Economic Theory of Human Capital Development shows clearly that communication skills and education acquirable by embracing multilingualism and language learning opportunities is key to business success, growth and expansion. Conclusively, effective communication or barrierless language use is inevitable in business if business goals must be actualized. 

Recommendations
Despite these sobering realities, the study proposes the following recommendations as ways of breaking language barrier in business to avoid limitations:
(i) Traders should Embrace Language Learning:  
Entricas of cross boarder negotiations in business can only be easily surmounted if one is linguistically well equipped. To be linguistically well equipped is a product of embracing wide range language training programmes. The aim of these programmes is to enhance marketers’ linguistic abilities and cultural integration for effective global business transactions. 
(ii) Traders should Leverage on Language Skills. 
The impact of effective language skills in global business expansion can never be over emphasized. A trader’s ability to communicate in the language of his customers enhances his business transactions as well as exposes him to the cultural expectations and preferences of his customers. Again, a business individual that easily navigates through both linguistic and cultural differences usually experiences hitch free relationships with his customers and easily accesses new business opportunities.  
(iii) Business Men and Women should Embrace Multilingualism. 
To have a good command of different languages of the world guarantees a trader a competitive advantage in the global business world. This feature bridges communication gaps in business, streamlines engagements with international customers and enhances robust business relationships that enable sustainable business growth in diverse markets across the globe. 
(iv) Traders should Listen to and Watch Business Oriented Programmes: Listening to and watching business oriented programmes are ways of improving language skills. This is because these programmes are anchored by experts in the business fields who use key words or right vocabularies related to business regularly. So, by listening to or watching such programmes, business men and women become familiar with such key words or terminologies needed to flow in their daily business transactions
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