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Communication is an essential factor for the business to operate effectively and flourish within the marketplace. An important aspect of British Business Communication is that the individuals within the nation strongly place diplomacy before directness while communicating. A vital characteristic of British Business Communication is being very non-confrontational in different situations of the business and the individuals fear bluntness in defending the other party and equate directness with an open confrontation (World Business Culture, 2020). Further, Britain individuals additionally make use of coded language while communicating which emphasises that they prefer saying things that are unpalatable with the use of more positive and acceptable phrases. Their style of communication ensures professionalism while communicating which is an important norm for business growth (Minvielle, 2024). The use of formal language while speaking establishes and enhances credibility leading to foster trust in the deals related to business. The following essay will initially describe the overview of the business followed by the evaluation of two different European Union Countries namely, Italy and France describing their cultural attributes, language, labour diversity, and so on. It will further evaluate the description of communication barriers and recommend the right country for the operations of Virgin Media. Lastly, the communication strategies will be evaluated for overcoming such barriers for Virgin Media.
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Virgin Media is a part of Virgin Group, a multinational telecommunications business that operates in a wide range of European countries. The business currently is involved in providing services related to telecommunications, including video on demand, broadband internet, real-time television services, and recording. The business was established in 2007 and is headquartered in Green Park Reading, United Kingdom (Virgin Media, 2024). The business has two different segments which include business and consumer and offers a wide range of communications and entertainment services to its clientele and customers across the United Kingdom and other European countries wherein the business operates. The business operates in 6 different European nations apart from the UK under its consumer brand name Virgin Media. The nations include Poland, Russia, France, Portugal, Spain, and Romania (Virgin Media, 2024). The business is further involved in investing in the platforms and infrastructure that assist in empowering customers to make the most of the digital revolution. The business is further involved in mobile and fixed-line Telephony. It offers plans that are both handset and SIM-only contracts wherein they operate as MVNO (Mobile Virtual Network Operator) with the use of their EE network infrastructure. The substantial commitment and scale for innovation allow the business to develop market-leading commodities and services which the business delivers through networks that are fire-based and next-generation. The business connects more than 11 million customers which subscribes to over 25 million telephone services, broadband internet, and Television (McCarry, 2021). The business further serves six million subscribers, and they also offer services of Wi-Fi with the help of millions of access points across their footprint. 

One of the major European nations that offer international business expansion is Italy. Within the nation, there is a significant social difference between the southern and northern parts. Concerning social aspects, the northern part of the nation was industrialised in the second phase of the 19th century. The northern part of the nation is considered much more modern, business-minded, and individualistic in comparison to the southern part. The culture of Italy is continuously being romanticized across the world. However, the nation is highly benefited from the national cultural products which has also become a major economic asset of the nation. The individuals in the nation have successfully subverted their national stereotypes into their proud virtues (Evason, 2017). Italian people are considered confident, flexible, and have lively and playful styles of communicating, and are often considered charming individuals. Such characteristics of the people often state the impression of being appreciative and enthusiastic. In terms of language, though the national language of the nation is Italian, a wide range of other languages are also spoken. The total number of languages spoken within the nation is 34 and related dialects (IET, 2019). Most of the languages spoken in the nation are Roman-based which are developed from Vulgar Latin including Neapolitan, Sardinian, Sicilian, and more. Furthermore, the labour outlook is diverse in Italy and there is a growing acceptance of equality in terms of gender. It is much more appreciated in the Northern part of the nation. However, in certain sections of society, females are still expected to stay at their residences and as compared to 79% of males, only 69% of females work in Italy (Expatarrivals.com, 2024).
Another possible country in the European Union is France wherein contemporary businesses are thriving continuously. The nation has a pro-business environment with highly educated working individuals and the financial market is highly sophisticated. Being culturally influenced and one of the most visited nations by tourists, the possibility of growth for the business is comparatively high. Within the nation, in shaping daily life and interactions, social contexts play an important role. For French people, unity and equality are important aspects. Further, French people also value sophistication and style and take pride in the artistry and beauty of the nation. In the French culture family is highly valued and often each member of the family shares meal time together (Ensign, 2020). Concerning language factors, French is the official language in France and almost 88% of the population speak the language. Different minority languages are spoken in the nation; however, they have no legal recognition. In addition to that, different other languages spoken in France such as chairman dialects are spoken by almost 3 per cent of the population in the nation, mainly in regions like Moselle and Alsace-Lorraine (Bbc.co.uk, 2014). There are different styles of communication and the most preferred in France are frank, direct, and honest. French people are formal and humorous while interacting with others. Certain risks need to be considered such as criminal activities as the nation ranks 117th among the 140 nations. Violent crimes such as theft, assault, and robbery were reported moderately high in France and the rate was 45.65 (GITNUX, 2024). The factors of diversity and equality are also highly advanced in the nation. Mainly in the technological area, women are highly advanced. Ports state that almost 42 percent of the overall start-up workforce in the nation is represented by women. Further, 28% is one-third of the executive committee and directors are women (Techerati, 2023). It reflects enhanced diversity within the nation. 

Hofstede Cultural Dimensions is a framework that is implemented for gaining insights into the cultural differences across nations. It further helps to gain insights into the impacts of these cultural differences on the business setting of different nations including Virgin Media. As per the framework analysis, the power distance is significantly different in both nations as the scores of France and Italy are 68 and 50 respectively. Further, in terms of individualism, the scores gained by France and Italy were 74 and 53 respectively. The score achieved through Hofstede analysis in terms of motivation towards success and achievement is 43 by France and 70 by Italy (Hofstede-insights.com, 2020). In terms of uncertainty avoidance, the scores of Italy and France are 75 and 86 respectively. The long-term orientation in France is 60 while in Italy it is 39 and for indulgence, France is with a score of 48 while Italy is 30.
Operations in the international markets are significantly difficult for modern businesses like Virgin Media due to communication barriers. Different factors lead to the communication barriers in both the nations, France and Italy for Virgin Media (‌Midha, 2020). One of the common factors that leads to the communication barriers in both nations is cultural diversity. Cultural distinction leads to personality and behavioral differences such as mindsets, gestures, communication, body language, norms, and manners as well. These are the factors that lead to miscommunications for businesses like Virgin Media while operating in both France and Italy. Concerning Italy, the individuals within the nation are direct communicators and often tend to be open about emotions (Cultural Atlas, 2017). The people within the nation expect honesty in their conversations. However, they fail to read understatements which causes barriers for Virgin Media, their executives, and superiors while being engaged with the audience. Involvement in factors like indirect speech and ambiguity, meaning ambivalence often leads to miscommunications. On the other hand, the style of communication in France is different as people value humour and formal communication methods. Direct communication is valued by the people in France which is essential for the businesses to flourish in the nation. People in the country highly engage themselves in being concise, transparent, and clear while interacting which is an essential aspect of their culture. Frank discussions can be expected and further, the leaders of the business need to be prepared to defend the ideas with comprehensive evidence and reasoning (Grodzka, 2023). These are the crucial factors of business communication within the nation.
Language is a factor that leads to communication barriers for businesses like Virgin Media while operating in both nations. The national language of the nation is Italy and it causes a wide range of difficulties for the business to communicate with the audience and customers and convert the lead effectively. Although English is spoken in the nation and its business setting in the bigger regions like the Capital. The levels of proficiency vary across the nation. As per sources, although English is regarded as the second language, 97 percent of people speak the national language and only 13 percent of the residents speak in English which causes difficulties for the business leading to communication barriers (Whyte, 2023). People in France speak different languages although French is the national and official language of the country. Most of the bigger cities are highly influenced by the English language and are common in the areas related to business. The high rate of tourists visiting is also an important factor for English to be spoken widely across the nation. Reports suggest that out of 65 million individuals in France, a significant volume of 38.6 million are familiar with and speak English (Le Page, 2023). Another factor that causes communication barriers for businesses like Virgin Media while communicating with customers is non-verbal communication in Italy. People in the nation heavily rely upon body language, facial expressions, and gestures and the involvement of Virgin Media to misinterpret such expressions or modes of interaction leads to offence or misunderstanding causing differences between the business and the audience. In addition to that, being formal is an important essence of business communication in France. People in France are highly involved in valuing direct communication which is an important factor of the business etiquette in the nation. Addressing such factors is essential for businesses like Virgin Media to interact with customers, convert them effectively, and operate smoothly to generate sales and revenue effectively.

As per the analysis of the culture, workforce diversity, language, and other factors of both the European Union countries, France is a more potential country for Virgin Media to efficiently grow by effectively operating their business. The Hofstede Cultural Dimensions’ analysis has demonstrated that within France, individualism is higher than that in Italy (Hofstede-insights.com, 2020). The increased individualism rates are essential in ensuring that Virgin Media possesses a higher level of tendency to operate in France rather than Italy. The factors are considerable as the increased individualism rate is comprehensive for the acquisition of better, skilled, and talented working individuals. Further, such an enhanced rate of individualism enables each worker to be accountable for themselves as well as help their team in the achievement of professional, personal, and commercial goals (Hofstede-insights.com, 2020). Individualism is essential as it encourages the workforce to pursue their personal goals alongside taking ownership of their roles and jobs and ensuring productivity while operating within the nation. 
It is further recognised from the country comparison through Hofstede’s cultural analysis that the long-term orientation in France is comparatively higher than that of Italy. The factor allows businesses like Virgin Media to obtain employees who would prioritise goals based on long terms such as adaptability and perseverance. Such factors are essential elements that are required by businesses like Virgin Media to grow, develop, and flourish in the French nation. The fact that millions of French people are engaged in speaking English enables them to mitigate language barriers, which is another major characteristic for the business to effectively be established in foreign nations like France (Le Page, 2023). It further enables UK businesses like Virgin Media to spread and improve their reach through positive communication within the nation and operate smoothly. 
In order to mitigate or overcome the barriers related to communication in France, an appropriate measure is to be involved in training related to language for the workforce. The training is essential for the workers of the business to overcome any kind of language barrier as it allows the employees of the business to polish and harness their linguistic abilities (Presbitero et al., 2023). As a result, it enables them to communicate with the customers, executives, and other stakeholders efficiently. The measure is further crucial for the business as it helps in establishing rapport in the local languages which is essential to establish trust, transparency, and positive relationships with consumers. Specific needs, issues, concerns, and demands can be known by the workforce, and strategize accordingly to address each concern. Virgin Media can also be engaged in the recruitment of bilingual staff members. The approach is a comprehensive international strategy, allowing the business and its employees to overcome any challenges related to communication. The business can initially hire translators or speakers based in France who can speak with locals or convey messages which can help prevent any kind of miscommunication or concerns (Truong et al., 2023). As a result, the business can effectively cater to the needs and demands of the customers while also making revenue and enhancing sales for the achievement of commercial objectives and competitive advantage in the foreign nation. Hiring native employees is also essential for Virgin Media to improve ethical aspects like diversity and inclusivity which is an essential approach to attracting investors and customers, leading to substantial growth of the business (Language Magazine, 2018). As per the analysis and concerning the communication barriers of Virgin Media, another viable solution can be the improvement of cultural sensitivity. The business can adopt seminars and workshops related to the improvement of cultural sensitivity that can be valuable to improve the knowledge of the workforce regarding the cultural norms of France. Such training and workshops can also be valuable for the development of knowledge regarding the styles of communication, the traditions that the people follow, and even the etiquette of the nation and people (Dominique, 2020). As a result, it enables the workforce to tailor their ways of conducting their daily activities that cater to the needs of the customers. The final strategy that can be adopted by Virgin Media to operate effectively by reducing barriers to communication is adapting to the communication and marketing materials. A primary measure regarding the approach can be engagement in the creation of marketing campaigns that can be understood by the locals (Kalogiannidis, 2020). Further, the generation of the contents and product literature in the local French language can be valuable for the promotion to be reached, understood, and followed by French customers.
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The study has descriptively evaluated International Business Communication. The study in the initial section has demonstrated the evaluation of two different European Union Countries namely, Italy and France. It has described the possible risks, language, social contexts, and labor outlooks of both nations alongside presenting their cultural aspects with the help of Hofstede’s Cultural Dimensions. Further, the study described Further evaluation of both the EU nations alongside the barriers of communication for Virgin Media. Communication barriers described within the study are in terms of language, cultural norms, formality, and so on. The report also mentioned adequate recommendations for Virgin Media on a certain EU nation to operate and as per the analysis, it has been found that France is more viable for British Business to grow. Lastly, the study described the strategies for Virgin Media to overcome barriers in terms of communication.
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