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[bookmark: _Toc173507792]1. Introduction 
	The most common type of cross border commerce is centred around the concept of communication, so as far as management is concerned. It is crucial to the formation, management, leadership, and dissolution of organisations because it involves conveying information, maintaining relationships, entering into partnership and signing contracts, and forming and developing partnerships. Companies are gradually coming to realisation of the fact that communication is integral to business at interpersonal, group as well as organisational level (Szkudlarek et al., 2020). Further difficulties come from evaluation of negotiation and commercial contact abilities of people speaking across multi-cultural boundaries and modelling the strategic decisions. All of this implies the need for modelling approaches accentuating intercultural compatibility and a more adequate perception of intercultural business communication. As a matter of fact, there are cultures that are based on business affairs and there are cultures based on mutual relations. And so, the UK comes in the former category (Braslauskas, 2020). Tesco, the largest British-based retailer which was founded in 1919 has become one of the global largest retailers but is looking to expand in EU-based country. However, for Tesco to expand its operations in the EU, different cultural aspects and barriers in comparison to Britain need to be evaluated. This essay provides recommendations and strategies for Tesco to efficiently expand into either France or Germany.

[bookmark: _Toc173507793]2. Discussion 
[bookmark: _Toc173507794]2.1 Overview of Tesco Plc
	Tesco is a UK based company that was started in 1919 by Jack Cohen who used to sell merchandise in east London. The Tesco brand name was adopted in 1924 from the supplier’s initials ‘TES’ and the first two letters of his surname ‘CO’. Tesco PLC was established in 1919 by Jack Cohen, and the first store was opened in 1931 at Burnt Oak, Barnet. By the year 1939, his firm had expanded to over one hundred Tesco outlets all over the country. The UK grocer has embarked on internationalisation since the early 1990s and currently has its stores in 13 different countries. Despite the fact that the firm exited the Japanese market in 2011 and the US market in 2013, it is still strong in the international market. Beginning in the 1960s, the corporation expanded and started selling books, clothes, electronics, furniture, toys, gas, software, financial services, telecommunications and internet services. Tesco has quickly grown in other countries such as Malaysia, Hungary, and Thailand. It has been for years the people’s preferred hypermarket. Thus Tesco was able to offer its customers cheaper and a broader range of goods (Rosnizam et al., 2020). 
	Tesco's corporate development over the last 25 years is one of the most extraordinary stories in British retail. According to Smith (2023), Tesco has transformed efficiently in the UK market, catering to growing trends and expectations of customers, which has earned it great loyalty and the finest e-commerce operations, becoming the dominating retailer in the United Kingdom. Tesco today operates in a variety of formats, ranging from Extra hypermarkets to small Express convenience stores. This heterogeneity has been exacerbated by retail operating changes. Many stores have expanded their hours to include 24-hour operations. Service levels and quality requirements have been improved. Non-food items now account for a substantially larger part of conventional shop offerings than they did previously.

[bookmark: _Toc173507795]2.2 Evaluation of France for Expansion 
[bookmark: _Toc173507796]2.2.1 Key facts
	France is famous for its food, clothing, traditions, and language all over the world. It is an important actor in the international system and is located at the heart of Europe’s politics (BBC, 2024). The business environment in France is very stable, and this has made many investors from across the world to invest in this country. French legislations dedicate significant funds for attracting foreign investment through marketing and advertising, overseas trade promotion offices, and investor service centres. France which is among the major trading countries globally has recorded its exports as being higher than one-fifth of its gross national product. The UK has a share of 6% was just 2% (see Figure 1) in 2023 in France’s exports as projected by Britannica (2024a). France is also a major importer especially of machinery, chemicals, chemical products, tropical produce, and common industrial products such as clothing and textiles. The UK has a share of 3. 6% of all the exports in France in 2023 (Britannica, 2024a).
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Figure 1: France's major export countries
Source: (Britannica, 2024a)
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Figure 2: France's major import sources
Source: (Britannica, 2024a)
	France enjoys an educated population, good universities and has a pool of skilled employees. It embodies modern corporate culture, advanced financial systems, strong IPR protection, and visionary business leaders and managers (ITA, 2023). France has a rich history of music, arts, and dance which is evident in every aspect of its culture. As compared to the post-war period, the French are now more into leisure due to education, affluence, and shorter workweek (Britannica, 2024).

[bookmark: _Toc173507797]2.2.2 Analysis Using Cultural Model
	Because of its accessibility and popularity, Hofstede's framework allows for straightforward analysis of countries based on scores using the previously described characteristics to explain cultural variations. The Hofstede model evaluates five dimensions of a country which are identity, gender, time, uncertainty, and power. In a study by d'Artagnan, (2024) France was evaluated on the basis of Power distance, Individualism, Masculinity, Uncertainty avoidance, long-term orientation, and Indulgence adapted from Hofstede’s model. The findings of the study denote that France is noted for its strong hierarchy, higher masculinity (a clear demarcation of gender roles), and penchant for intense competition and uncertainty avoidance, which makes the French populace feel more threatened by unexpected situations.
	If Tesco expands its business to France, it will need to adjust its management style to account for France's greater power distance and uncertainty avoidance. A clear structure with top-down decision-making is to be expected. To create trust with risk-averse French partners, robust processes and policies are required. Inventory, scheduling, and expansion planning must reflect France's masculinity, with a focus on competitiveness and outcomes over work-life balance. Careful change management is also critical in this risk-averse environment.

[bookmark: _Toc173507798]2.2.3 Communication/Cultural Barriers
	Despite their physical proximity, the United Kingdom and France have very different cultures. British people’s connections in the workplace are far less hierarchical than with French co-workers. For instance, while British employees are free to call their bosses by their first name, this cultures only allows it in start-up or small companies in France. In general, the working environment in the UK is more informal. Furthermore, the British greet one another in a more informal manner than the French.
	According to myNZTE (2022), French consumers prefer responsible products from companies with strong corporate social responsibility practices. According to a study, two-thirds of French consumers frequently cease buying their favourite products in order to be more socially responsible. "Purchasing less to purchase better' is also an increasing trend, with customers purchasing fewer things. French consumers favour products that contain 'natural components'. 48% of French shoppers read the nutritional information on the container. Consumers prefer the lack of branding and the ability to select a specific quantity. 91% of French customers want to buy products with less packaging. Figure 3 shows that in 2021, most retailers in France were in the fashion and clothing industry which means that the French value fashion and purchase clothing more than they do other industries.
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Figure 3: Retail market by industries in France in 2021
Source: (Statista, 2024)

[bookmark: _Toc173507799]2.3 Evaluation of Germany for Expansion 
[bookmark: _Toc173507800]2.3.1 Key facts
	Germany exports its products mostly to United States, France, United Kingdom, Italy and Netherlands. Some of the major products being exported are transport equipment, electrical machinery and apparatus, chemicals and some food and wine. As for imports it is split into remarkably similar categories but also goods such as raw material and semi manufactured products for industry. Germany's main import suppliers include the Netherlands, France, Italy, the United States, China, the United Kingdom, and Belgium (Britannica, 2024b). German culture and people, known as a land of thinkers, poets, and, more recently, businesspeople, are mostly based on reason and logic. According to Majidi et al. (2015), as cited in Omrane and Khan (2024), the culture is fostered by a strong middle class, direct and participatory communication, and a shared meeting style. Cars and technological devices, with a particular emphasis on the parent-child interaction, effectively demonstrate social standing. However, religion has a minor, if not insignificant, influence in many non-religious cities such as Berlin and Hamburg.

[bookmark: _Toc173507801]2.3.2 Analysis Using Cultural Model
	Going back to Hofstede (2011), analysing the German culture through the lens of the 6- Dimensional model, it is learned that the German culture is highly masculine, rigid in gender roles and gender roles are pre-defined at school and are carried over to organisational culture. However, Germans are moderate (as per social norms) and are pragmatics because they do not attach much importance to leisure time and they do not restrict the gratification of their wants. Germans feel uncomfortable when they are uncertain or faced with new conditions that they do not understand. They prefer to avoid them by scheduling their activities in advance, proceeding by rules, and taking into consideration the tax legislation and laws. In this regard, they are conservative and hesitant when it comes to taking risks with their money. This finding posits that German culture is not very collectivist; highly credited by their high expertise, professionalism, punctuality, seriousness, organisational collectivism, and in-group collectivism at working place. Thus, it seems that power distance is rather low in Germany because subordinates do not overstep the boundaries and adhere to the principles of the society, employment practices and regulations (Omrane and Khan, 2024).
[image: Hofstede's Cultural Dimensions Theory & Examples]
Figure 4: Hofstede's Cultural Dimensions
Source: (Nickerson, 2023)

	If Tesco advances into Germany, it will have to adjust to the country's more macho work culture, which has distinct gender norms. Processes must be carefully structured to account for German risk avoidance and inclination for stability. Given Germany's low power distance, a non-hierarchical structure may be more effective; collaboration and rule compliance will drive personnel. In addition to punctuality, professionalism should be emphasised.

[bookmark: _Toc173507802]2.3.3 Cultural Barriers and Retail Market
	Brits and Germans have many cultural differences that can be observed in their lifestyle but language is not a problem because English has been introduced in German elementary schools since 2005. Germans are renowned for their diligence, punctuality, and directness. In contrast, the British converse with people more politely and indirectly. When conducting business with the British, a little reserve is preferable to getting right to the point, and a careful choice of words is always appreciated (Alphatrad UK, 2022).
	In the retail business, e-commerce in various products like fashion and electronic goods has seen a hike for many years, and has become highly acceptable by the German public. Even though Germany is one of the largest food retail markets in Europe, it still has not fully adapted to the concept of Online Grocery Shopping. Prior to 2015, online grocery purchases contributed below 1% of the whole grocery retail market, though it increased slightly to 1.4% by 2019. This is also lower than other European countries like France and the United Kingdom that had 6% and 7% respectively (Braun and Osman, 2024).

[bookmark: _Toc173507803]2.4 Recommendation for Tesco Expansion 
	Considering the trends of a country where Tesco plans to expand is important for easy acceptance and acclimatisation. However, Tesco’s internationalisation strategies also play an important role in determining the approach, Tesco should implement while penetrating an EU-based country. Similar to Krummel’s (2022) case study of Tesco penetrating the Indonesian market, the European market is also highly different from than UK in terms of culture, retail trends, food choices, population, communication, and economy as established in the above sections. Therefore, in light of Figure 5 and different European trends, Tesco should adopt a Joint Venture approach. This is because acquisitions and joint ventures are encouraged when the cultural gap among markets is enormous. (Bätz, and Siegfried, 2021). Additionally, food sellers prefer entrance modes that need more resources. Advantages such as the relatively rapid acquisition of existing local companies and intellectual property look very attractive. Another advantage of acquisitions includes improved negotiating muscle on the supplier side hence cutting on purchasing expenses as well as reduced risk through diversification internationally (Siegfried, 2021). 
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Figure 5: Tesco's internationalisation strategies from 1979-2014
Source: (Krummel, 2022)
	To expand into either of the two countries, France or Germany, Tesco will have to adapt to the cultural and communication styles there. However, if Tesco expands in France, it would not have to majorly change the almost hierarchal organisational structure, unlike the low power distance market in Germany. Moreover, Tesco can take advantage of e-commerce trends in Germany but in France, it can gain a greater market share because of the vintage and traditional culture of French people. Tesco can also bring in online shopping in France as per the behaviour of Gen Z, hence gaining an advantage on both fronts. The cultural dimensions of France also suggest that there should be compatibility with the Tesco British business culture. Additionally, as the population in France prioritises arts, culture, and music, Tesco could use the emotional values of the French to strategising an efficient market plan to penetrate the market. This will also be applicable in food habits, fashion trends, and electronic purchase trends and Tesco being a multi-product retailer can take advantage of it. While there is a requirement for careful cultural changes and adaptations due to high French risk sensitivity, the scores of France are higher than that of Germany in both hierarchy and uncertainty avoidance dimensions making France a better country to enter than Germany with its flat structure and obsession with results rather than procedure. Therefore, the large French market is the best suited for Tesco to achieve success without having to make significant alterations to its operations.

[bookmark: _Toc173507804]2.4.1 Strategies to Overcome Communication Barriers
· Change the management strategy to be more authoritative and with a strict organisational structure. Hire local French managers to manage operations that fit stronger power distance in culture.
· It is essential to put in place strong mechanisms to develop trust with the French partners and consumers who are wary of new products. Offer clear information regarding products, suppliers, and CSR practices.
· Acquire local knowledge concerning the eating habits of the French and incorporate natural, sustainably sourced ingredients into meals. Label the nutritional value of the food on the pack and containers.
· Adhere to 35-hour work weeks and promote workplace balance over performance, which is in contrast to masculine UK culture. Do not create stress or uncertainty.
· Take advantage of the fashion trends of local brands to customise products in line with fashion/ clothing favourites that make up the majority of French retail.

[bookmark: _Toc173507805]3. Conclusion
	To conclude, this essay has compared both France and Germany as the two major EU countries, which may offer a space for Tesco to expand its operation. By employing tools such as Hofstede’s, a comparison of the general cultural, economic, and retail environment of the two countries was conducted to determine how similar or different they are to the UK. However, of these two countries, France seems to be more favourable for Tesco’s first step into Europe. France can be considered to be an appealing market for Tesco due to the large population as well as the stability of the business environment. That is why France with its powerful economy and large market offers numerous opportunities for further development. The nature of corporate culture is also compatible with Tesco hence expanding into France leads to the best opportunities for Tesco with little changes to be made. If the strategies discussed in this essay are well implemented, Tesco can eliminate barriers that hinder its success in the French market. 
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Year Country/Area Entry Mode Cooperation Partner Success or Failure
1979 Treland v The Three Guys Failure
1992 France Y Catteau Failure
1994 Hungary Acquisition Global Success
1995 Poland Acquisition HIT Success
1995 Czech Republic and Slovakia Acquisition K-Mart Success
1997 Treland Acquisition ABF Success
1998 Thailand Y Lotus Success
1999 South Korea Y Samsung Failure
2000 Taiwan, China Greenfield - Failure
2001 usA Greenfield - Failure
2002 Malaysia Y Sime Darby Behad Success
2003 Japan Acquisition CTwo Failure
2003 Turkey Acquisition Kipa Failure
2004 China Greenfield - Failure
2014 India Y Tata Group Success
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