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This is particularly important in the operation of international business since the interaction of diverse people from different cultures means that communication is key in ensuring efficient relations. In this regard, it is common knowledge that business communication from Britain, particularly in writing, is very professional and precise (Jandt, 2017). These qualities are exactly observable in Costa Coffee, a leading British multinational coffee chain. Originally started in 1971, Costa Coffee has opened branches worldwide, thus becoming one of the most successful coffee shop chains. This essay will analyse the potential for Costa Coffee to expand into two EU countries: The two countries are Finland and Estonia, which will be compared on several criteria to identify which market is ideal for this venture.


[bookmark: _Toc171873483]Evaluation of Potential EU Countries for Expansion
Understanding the rationale behind the decision to enter the new country is crucial for the expansion strategy of Costa Coffee, identifying potential benefits and threats. It has already described two states that are members of the EU and provide different opportunities for the expansion of business activity. When the social context of each of them is understood as well as the linguistic implications, potential dangers, and employment prospects then the more likely it will be seen which outlet fits into Costa Coffee’s growth strategy (Karhunen and Kosonen, 2018).
Furnishing a brief detail about the country of operation, which is Finland, it could be advocated that the nation boasts of one of the world’s highest standards of living accompanied by an advanced infrastructure hence being conductive for business. The social context of the country conveniently combines educational factors with a focus on innovations and sustainability, which cannot be regarded as Costa Coffee’s drawbacks. Finnish consumers are democratic and possess a well-developed digital infrastructure, which is why they can be targeted by tech-compatible and environmentally friendly products. English is widely used particularly in the business context which would be very helpful to Costa Coffee as it seeks to establish it and conduct business in the United States (Lewis, 2019). Nevertheless, gaining at least some knowledge of the Finnish language can be helpful should one wish to delve deeper into the culture and engage with customers on the local level.
However, in the process of expansion, it is possible to identify some risks of obtaining a new market in Finland. The market consists of serious competition because currently there are many coffee brands available, both local and international. There are the costs of wages and rent, which are high across the globe and could be a potential problem to overcome. Further, the operation in Finland may affect the market growth due to it having a comparatively small population size than many other European countries (Business Finland, 2023). However, the Finnish labour force is diverse and knowledgeable thus the company will be able to employ qualified and talented employees from the available lot to steer the operations of Costa Coffee. Combined with favourable conditions, it supports the workers and their organisations through strongly protecting labour laws, which can result in improved satisfaction levels for employees and employers.

This variety of opportunities is somewhat offset by another country that presents an entirely different and equally interesting landscape for growth – Estonia. As a country with fast-growing economy and developed digital culture, Estonia offers favourable conditions for companies. In Estonia the social environment is liberal, and science is advanced the use of technology and innovations are actively developed with the support of the government, encouraging start-ups and foreign investment (Mattila, 2020). The culture of the Estonians is to be quite punctilious, respectable for efficacy and transparency, the Costa Coffee may find these attributes sung for its operations. Normally the language barrier is not that much of a problem here because English is quite popular especially among the younger generation and in the business field.
It is prudent to understand that there is risk involved in expanding your operations to Estonia. Compared with Finland, the market is smaller and less developed, which may present certain difficulties towards explosive advancement. The economic environment is predictable and varies slightly depending on regional tensions in geopolitics. Indeed, the rivalry in the coffee market of Estonia is intense, with both domestic cafés and international coffee shop chains entering the market (Invest Estonia, 2024). Nevertheless, it should be noted that the labour outlook in Estonia is rather bright. This means that the workforce complies with certain attributes; young, technologically inclined and possess multiple language skills that may work to the benefit of Costa Coffee. For the same reason, the commitment to using digital technology is high in the country, and hence the employees are well-equipped to utilise these technologies for operational and customer service improvement.
It could be said that both nations, Finland and Estonia, have peculiarities that foster Costa Coffee’s growth and present certain risks at the same time. Some of the reasons for investing in Finland include Currently, Finland is one of the most developed countries with a high standard of living and less corruption, and hence it is a good market for foreign investment, though the competition is high, and costs tend to be relatively high due to the companies’ emphasis on sustainability and the education level of the workforce (Samovar et al., 2016). These factors are complemented by Estonia’s progressive government policies, digital-savvy customer base and overwhelmingly knowledgeable workforce that make it a very attractive proposition to expand in a somewhat, albeit significantly, more reserved overall market that has only just warmed up to the ‘Online Shopping’ phenomenon in comparison to its Western counterparts. A comparison of these factors is made to consider which market would be the best fit for the expansion plan of Costa Coffee.
[bookmark: _Toc171873484]Cultural Differences and Communication Challenges
This information underlines the importance of cultural differences consideration for Costa Coffee’s further expansion in Finland or Estonia, for example. Applying Hofstede’s cultural dimension, it is possible to compare the cultural traits of the UK, Finland, and Estonia. The high figure on the scale of individualism means that the UK is a society that highly values personal autonomy and responsibility (Suutari and Brewster, 2018). However, when compared to the other European countries, Finland and Estonia are individualistic but more collectivistic, particularly at the business level where unity and group decision are encouraged.
Power distance is also relatively low in Finland, and this is evidence of a rather egalitarian society and flat structures in organisations. This can prove to be useful for Costa Coffee as it is in sync with the new culture of democratic management styles. However, since the power distance index for the UK is higher than that of India, some preliminary changes may be required for managerial practices. Regarding uncertainty avoidance, Finland has been ranked high and thus might force Costa Coffee to embrace more structured business practices as this country is inapplicable of vague policies.
Estonia is like Finland but has its characteristics that make it more difficult. Estonians are pragmatic and future-oriented, prioritising long-term goals over short-term gains. This supports strategic business planning and may reflect Costa Coffee's commitment to local investment and long-term partnerships (Costa Coffee, 2024). Compared to other countries, Estonia's population is not extremely indulgent, which could affect consumption and marketing trends.
Another important factor is the Communication barriers. It is worth highlighting that, although people in Finland do speak English, there may be particularities regarding the ways they communicate. It would also be noteworthy to mention that Finns are fond of speaking their mind clearly which might be considered as rude by persons from less straightforward cultures. What is dear to the organisation, on the other hand, is a direct approach, and Costa Coffee will have to ensure that all its employees embrace this style of communication. In Estonia, the communication style is directly like in any other Western country, but it can be somewhat formal and thus, may be cautious in the beginning due to historical and regional differences (Hofstede Insights, 2024).
In both countries, especially in Finland, people extensively use digital communication, which can contribute to overcoming some of these cultural differences. Nevertheless, Costa Coffee must make sure that all digital media communications respect the local cultural norms. 
[bookmark: _Toc171873485]Networking and Communication
Business networking is very crucial for accessing the market in the new country since it facilitates relationships with other businesses, investors and customers. To a business like Costa Coffee, networking within Finland and Estonia will make the operation run smoother and allow for quicker adaptation to these markets. To strengthen the local networks, Costa Coffee should join business associations, trade fairs and industry bodies in both countries. These platforms provide avenues for contacting prospective partners, suppliers, and customers, therefore improving the entry strategies into a market.
In the case of Finland, partnering with educational institutions and innovation centres may help build brand association and awareness among the young audience. Moreover, supporting local events and community activities may contribute to entrenching Costa Coffee into the Finnish environment. Thus, the focus for Estonia is to make use of the country’s strong tradition of digital innovation (Trompenaars and Hampden-Turner, 2012). It is suggested to engage with local influencers and digital marketing agencies to foster a significant online presence. It can also create opportunities for developing new and innovative business partnerships and technologies in Estonia for Costa Coffee.
Lack of communication is a primary network failure. Costa Coffee need to be culturally sensitive while dealing with the local businesses and the key stakeholders. By identifying the way Finnish people are direct and Estonians are rather pragmatic, it will be easier to establish trustful relationships. Employing ICT applications, including social networks, video calls and collaborative tools, will keep and enhance international connections (Veispak and Vadi, 2021). Besides, they assist in real-time communication and enable one to counter geographical possibilities so that local and international stakeholders are kept engaged continuously. By engaging in networking and communicating well, one can build a great platform for Costa Coffee to spread its business in Finland or Estonia.
[bookmark: _Toc171873486]Analysis of Communication Barriers and Strategies
In the culture of Finnish people, Costa Coffee may experience some communication issues due to their attitude of speaking only what is necessary. Lack of indirectness, politeness and ambiguous communication is found among the Finnish people as it is considered rude to beat around the bush (Jandt, 2017). Also, the Finnish communication style is high context which means they use more context than the words used to convey a message which might be challenging for employees from other companies. Cultural and language factors may also restrict the flow of information due to differences in professional communication and the use of idioms.
Some of the factors that could lead to impaired communication in Estonia could be attributed to the Estonian people being formally polite and rather reserved. Estonians themselves are generally rather reserved and formal, especially when the business relation is still new. This can present problems in the development of an early working relationship and an ability to form a bond of trust. Furthermore, there are elements of high-context communication in Estonian culture and interpreting such a style may prove difficult for Costa Coffee’s staff used to a low-context style of communication that emphasises meeting the receivers’ needs directly (Costa Coffee, 2024).
To counter these communication obstacles, Costa Coffee could put the following measures into practice. Firstly, cultural training seminars will assist the employees in learning how to address cultural differences, especially in communication. They should also be trained on general language, cultural and business etiquette that they are likely to encounter in Finland and Estonia.
Second, the involvement of employees familiar with the cultural context and language can minimise the barriers that affect communication with clients and partners. Local employees can also help to uncover market information and help in managing cultural factors (Karhunen and Kosonen, 2018).
Technology should also be utilised in the improvement of communication by Costa Coffee. Maintaining clear and regular communication is crucial when facing considerable geographical and linguistic differences; establishing communication through video conferencing, collaborative platforms, and instant messaging can be effective.
A positive business environment involves embracing the culture and practices of the host country within the business arena. The following are some ways by which Costa Coffee can establish a connection with the local community: participating in local events, supporting cultural programs, and offering products that suit the local palate (Lewis, 2019). Thus, to become established in Finland or Estonia and maintain long-term combined relations, Costa Coffee should prove its willingness to respect the local culture.
[bookmark: _Toc171873487]Recommendation
From the analysis, it can be recommended that Costa Coffee should enter Finland. The standard of living in Finland is very high, environmental concerns are given top priority, and the workforce is highly educated with a high percentage literacy level, which makes it easier for companies to expand. Despite high levels of competition coupled with high costs, the Finnish market fulfils the principles of Costa Coffee and stresses innovation and technology that present a strategic opportunity to grow. Further, the global usage of the English language means that there are few language barriers within the business community.
To ensure its success, Costa Coffee should consider employing an appropriate market entry strategy. This involves developing business relationships with key trading players and exploring the market through attending trade fairs. To avoid cultural differences and additionally get knowledge of the market, it is necessary to hire people from this country (Suutari and Brewster, 2018). To ensure that employees appreciate the Finnish culture when dealing with fellow citizens, cultural training will be compulsory. The usage of video conferencing and collaborative platforms will make processes more coherent and will not let the members of the team lose connection.

[bookmark: _Toc171873488]Conclusion
In conclusion, there is a variety of opportunities for the expansion of Costa Coffee in both Finland and Estonia, with the former being the more suitable option. The level of living in Finland is higher, people are more conscious about the environment and well-equipped, which can also be considered as Costa Coffee’s opportunities. Some key elements are the need to establish and maintain efficient networks of communication as well as cultural orientation, and the use of various technologies. By implementing the strategies highlighted in this paper and the commitment to follow the policy of local integration, Costa Coffee can reach sustainable penetration in the Finnish market.
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