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[bookmark: _Toc164642140]Introduction of British business communication:
Business communication is integral for any country or organisation, and it is referred to as the method of sharing information between people in the context of a workplace and outside the workplace. Business communication is important for the growth of a business, improvement of productivity and creation of meaningful relationships between different business entities (Dignen and McMaster 2013). It also aims at establishing a harmonious organisational culture. The British business communication focuses on face to face communication, personal titles, language matters and making meaningful business relationships. The verbal or face-to-face communication involves discussing neutral topics and open questions as the ice breaker and the business communication in the UK has a strong liking for the understatements. Apart from that, the people in Britain value clarity and precision in communication style, and they value indirectness and politeness as well. A balanced approach to politeness and candidness should be maintained while communicating ideas and concepts in the context of Britain. UK English is the dominant language of British business culture. On the other hand, the brutish people have poor knowledge of the foreign languages and they also have an inhibition to talk in or learn other languages. The hierarchies are becoming flatter, leaving limited and restricted communication scope due to fewer differences between the responsibilities and the differences. Apart from that, the business communication in Britain further avoids expression of emotion in the public communication. In the British culture and communications, the meetings and gatherings are directed by a structured agenda with a focus on ensuring collaboration and agreement. However, the communication styles in British business communication vary based on the types and geographical regions of the organisation.
[bookmark: _Toc164642141]Introduction of the organisation 
Tesco is a leading multinational grocery based in the UK. It deals with a huge range of offerings starting from the Groceries and home appliances to financial services and fashion or clothing items. Apart from that, the organisation ensures constant commitment to quality and affordability which further increases the brand recognition and brand loyalty of Tesco. As a result, the annual revenue of Tesco reached more than 60 billion pounds in the UK in 2023 (Statista 2023). On the other hand, the customer service and impeccable brand promotion measures have further developed a positive brand image for Tesco in the minds of consumers. The total number of employees at Tesco is 326000 as per the data received in 2022 (Statista 2023). Employees are at the heart of Tesco, and the brand ensures the wellbeing of the employees through various financial and non-financial measures, which has further ensured constant thriving for the betterment and growth of the organisation. Apart from that, the technological disruption has further enhanced the business process of Tesco and streamlined the business operations. The brand is also committed to the social and environmental responsibilities which have further developed the brand as a socially responsible brand. The philanthropic activities and sustainability measures are further strengthening the brand image of Tesco.
[bookmark: _Toc164642142]Evaluation of two EU countries 
The countries which are chosen for the comparison and selection for the most suitable country for the expansion of Tesco are the Sweden and Denmark and both are the EU countries. A comparison of different cultural factors is discussed below:

Social context and profile:
The social context of Sweden is inclined towards equality and individualism. The country also has a separate gender equality policy that advocates for the elimination of gender discrimination in all the sector starting from the household to formal organisations (Lane and Jordansson 2020). Apart from that, the even though demark values equality, the societal norms and hierarchy restrict the equality to some extent. The cultural expression of Sweden does not support the expression of emotion in public, while the situation is completely opposite in Denmark. The organisational culture of Sweden is more of an authoritative and formal hierarchical type with multiple layers. On the other hand, the organisations in Denmark keeps a more relaxed approach towards the organisational hierarchy by maintaining a flat hierarchy and a balance of the power (Career Denmark 2022). Organisations in both Sweden and Denmark prioritise the time spent with families and aim to strike a balance between the personal and professional lives of employees. However, Denmark is known for preferring shorter working hours of 27 hours in a week (Denmark 2024). On the other hand, Sweden is known for improving effectiveness and incorporation of innovation and creativity in the workplace. 
Language
The language difference is the most important part of the comparative evaluation of both the countries. The official language used in Sweden is Swedish, while the population of Denmark speak Danish. There are significant differences in pronunciation, grammar, dialect, and vocabulary of both the languages. Therefore, the differences in the language will create a communication barrier for Tesco in these countries since it is based in the UK, where British English is used as the official language.
Possible risks
The risks related to the language have already been discussed in the previous section, which can create a potential communication barrier for Tesco. Apart from that, the possible risk for Tesco can also involve the changing consumer preferences of the consumers. The number of users of E-commerce shopping facilities in Sweden was expected to increase in 2029 by almost 30 per cent (Statista 2024). The online presence of Tesco has not been developed yet properly which can create a problem for Tesco. The situation is more challenging in Denmark, considering the increasing number of e-commerce shoppers. Almost 90 per cent of the shoppers were estimated to purchase from e-commerce websites and even outside the EU (Statista 2024). Apart from that, the
Labour diversity
The diversity of ethnic groups of Denmark consists of people from various cultures, including the Greenlandic and the Faroese, and other cultures, including Polish, Romanian, Syrian, and Ukrainian, along with Iraqi and German (CIA Factbook 2023). On the other hand, the cultural diversity of Sweden is relatively limited and consists of Swedish, Syrian, Iraqi, and Finnish people (CIA, 2021). However, the cultural gap among the workers should be briege to obtain better outcome in the organisation (Carté and Fox 2008)
[bookmark: _Toc164642143]Comparative Hofstede analysis of Sweden and Denmark:
[image: A graph of numbers and a number of people

Description automatically generated with medium confidence]
Figure-1: Hofstede analysis of Sweden and Denmark
Source- Hofstede Insights. Com 2024
The above pictorial representation portrays the Hofstede cultural dimension analysis for the countries Denmark and Sweden. The Hofstede analysis further provides the organisations with the cultural insights of different countries through several parameters, which are the power distance, Individualism, motivation towards achievement and success, uncertainty avoidance, long-term orientation, and Indulgence (Bukowski and Rudnicki 2019). Therefore, the parameters are discussed below in the context of expansion for Tesco:


Power distance:
Power distance is defined as the unequal distribution of power among the individuals in a society. The power distance score of Denmark is 18, which means that the leaders in Denmark believe in training and coaching employees by providing them with the utmost autonomy (Hofstede Insights. Com 2024). Denmark was also ranked as the highest in terms of providing employee autonomy among all the EU countries. It further believes in accessibility to the supervisors along with the rights and responsibilities. On the other hand, Sweden has a higher score of 31 than Denmark when it comes to power distance. It further depicts that in terms of providing employee autonomy, Sweden still needs to work on the organisational culture.
Individualism:
In the case of Individualism, the difference between the scores of Denmark and Sweden is quite small. Individualism stands for the interdependence of the people within a society while the collectivism supports the development of a group or community (Cheng et al. 2020). With a score of 89 in Individualism, Denmark is a preferable country to establish a business as it does not require building strong relationships first while starting the business since people in the individualistic community tend to think of themselves and their families.  On the other hand, Sweden has a score of 87 on the same parameters, which means a significant level of challenge would be faced by Tesco in this country regarding developing relationships before the business expansion.
Motivation towards achievement and success:
This aspect represents whether a society is driven by success, achievement, and competitive situation or not, along with the factors of motivation for people. Apart from that, Denmark's score for this segment is 16, which is relatively low. It further signifies that work life balance is prioritised and the employees expect inclusion in the decision-making process of the organisation. The consensus along with the equality is the prime preference of the employees. The score of Sweden is 5 for this parameter, which is even lower than Denmark. The score further reflects that the consensus and conflict resolution through discussion are prioritised in Sweden along with the work-life balance. Apart from that, the culture of Sweden revolves around the concept of Lagom, which believes in moderation (Johansson 2023). It is further implemented by the Jante Law, which believes in keeping people in place by motivating each other and not trying to boast in front of others.
Uncertainty avoidance:
The different societies deal with the uncertainty around the future in different manners. The score of Sweden in this parameter is 29 which represents a relaxed approach towards the avoidance of uncertainties and more tolerance towards the innovation and deviation from the traditional norms. It further represents more flexibility and adaptability. On the other hand, the culture of Denmark is more flexible and adaptive to innovations, which is reflected through its score in this parameter, which is 23.
Long-term orientation:
This dimension signifies the way in which each society takes inspiration from the past while resolving the complex problems of the present and future. Denmark has a score of 59 in this segment, which signifies the pragmatic approach of Denmark towards the situation and time while they have an ability to adapt to the changing situations. On the other hand, the situation is quite similar in Sweden, where the score is 53.

Indulgence:
The indulgence signifies for the extent to which the desires and the emotions are controlled by the people and it is also called as restraint. Denmark has a high score of 70 in terms of Indulgence which facilitates the willing ness to follow the impulses and enjoy the process of living. On the other hand, the people of Sweden are more indulgent than the people of Denmark as Sweden have a score of 78 in this dimension.
[bookmark: _Toc164642144]Communication barriers faced by Tesco in the two EU countries
The communication barriers which can be faced by Tesco in Sweden and Denmark are portrayed below:
Language barriers:
The language barriers and cultural barriers are the prime challenge which would be faced by Tesco while expanding to these two countries. Danish is the official language of Denmark while Swedish is used as the official language of Sweden. Apart from that, the language barriers in addition to the cultural diversity in the work force can further create barriers in business communication in both the countries for Tesco. However, Tesco is based in the UK, and the UK has almost 45 thousand Swedish residents (Statista 2024). Therefore, Tesco will be more familiar with the Swedish culture and people than Danish culture.


Style of communication:
The business culture and communication style in the danish organisations tend to be more informal than the Swedish organisation as danish organisations have a flat hierarchy. On the other hand, the Swedish organisational culture follows the hierarchies with several layers of commands and communication. Therefore, the communication style followed in Sweden is more formal in nature. Therefore, maintaining a strictly formal or informal culture can be a communication barrier for Tesco.
[bookmark: _Toc164642145]Recommendation on the country and overcoming the communication barriers 
The final verdict goes in favour of Denmark, considering all the aspects and challenges. Firstly, Denmark has a flat hierarchical organisational structure which facilitates active participation and exchange of feedback, which is preferred by the employees in contemporary organisations nowadays. Apart from that, the prioritisation of diversity, inclusion and work-life balance are some of the key reasons behind expanding the business to this country. On the other hand, Denmark is a preferable country to establish a business as it does not require building strong relationships first while starting the business since people in the individualistic community tend to think of themselves and their families. It has further created a favourable condition for Tesco to expand its operations in Denmark. However, a few recommendations can be suggested to overcome the barriers related to the expansion in Denmark.
[bookmark: _Toc164642146]Recommendations:
Language and cultural diversity training:
The language training sessions should be conducted in Tesco, and active participation of all the employees should be ensured. Apart from that, the formal or informal discussion sessions regarding the culture, traditions and values can further make the employees familiar with the culture and language of each other. On the other hand, the cultural engagement programmes can further be conducted in Tesco to enhance the engagement and interaction among the diverse group of employees. Cultural communication is integral for business growth (Larry et al. 2017)
Online presence and e-commerce
Tye online presence of Tesco should be improved in Denmark since the population of this country is highly active on social media and a major percentage of the population are E commerce shoppers. Therefore, the brand should develop the order placing features on the website or create its new online application to cater to the danish consumers and create an informal mode of communication through engaging social media posts. Social media can develop a deep emotional connection between the consumers and the organisation.
Autonomy and inclusion:
The employees at Tesco should be provided with the autonomy to put forward their own opinion to assimilate the employees with the culture of Denmark. Apart from that, the people should also feel included and valued within the organisational culture of Tesco by encouraging them to take part in the decision-making process to overcome ethe communication barriers. Effective communication can further be used to reduce conflicts (Effective communication skills 2010)
[bookmark: _Toc164642147]Conclusion
This essay has aimed at recommending a potential EU based country for Expansion of Tesco and it has checked the fit between the company and the designated country in addition to evaluation of the opportunity and the atmosphere. The essay started with a brief description of the British Business Communication and provided a brief introduction of Tesco. After that, the two countries have been selected for expansion which are Sweden and Denmark. In the next section, the facts related to the country are discussed to evaluate the suitability of expansion starting from the social context and profile to language and labour outlook. Apart from that, the Hofstede cultural model has been used to explore the various cultural dimensions of the country. The parameters used in the model are the power distance, Individualism, motivation towards achievement and success, uncertainty avoidance, long-term orientation, and Indulgence. Apart from that, the challenges are portrayed regarding the communication barriers to be faced in both the countries. In the next section, the final verdict is given in the favour of expansion to Denmark considering the favourable communication organisational structure and efforts in building relationships. A few recommendations are also provided to deal with the challenges which can be faced by Tesco in that country. If implemented properly, the recommendations can be a huge competitive advantage for the expansion of Tesco. 
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