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Introduction 
In the context of its profession as a management consultant operating from the international front, the task entails analysing EU-based countries that could be targeted for expansion by a large British multinational firm. As pointed out in this work, this essay will be expected to make a recommendation of any single country in the EU that will be suitable for the company’s strategic direction and which has the right business environment. First of all, it is necessary to start with an understanding of the general peculiarities of business communications and the cultural environment in Britain. These issues will be the key factors when the further internationalisation process is concerned. Being a part of the United Kingdom, British business culture can also be described as rather formal and polite; it also tends to focus strongly on the concepts of both loyalty and conflict resolution (Szkudlarek et al., 2020). 
British people’s business communication consists of such features as the focus on presentations and greetings, title basing, the use of indirect speech, and the necessity of a careful approach to body language and conflicts. Against this background, possible countries in the EU for further expansion of the company will be identified after analysing indicators such as market demand, legal climate, and availability of labour, infrastructure, and compatibility with the company’s culture. The recommended country will be the one in which the company will experience the most favourable conditions to set firm and stable ground and therefore grow. Thus, this paper seeks to offer a detailed description of the case and prescribe an optimal solution to be considered by the company. As per Shenkar, Luo and Chi (2021), to achieve the best overall result for all the concerned customers and the firm itself as it works towards the realisation of strategic objectives. 
Tesco is a food and general merchandising retailing company that originated in Britain and has its regional base in Welwyn Garden City, Hertfordshire in England. The company was established in 1919 by Jack Cohen and has expanded to become one of the global biggest retailers. Supermarket group Tesco has a chain of supermarkets, hypermarkets, and convenience stores located in Great Britain and some other countries (Rosnisam et al., 2020). The company retails food and grocery products and it is a major seller of these products however, they also have non-food categories including apparel, computing and electrical and home and garden. Currently, Tesco controls around 27% of the total market of the UK over the years has expanded its dominance in the retail industry. This strategic element has played a crucial role in making the company successful because of its commitment to the satisfaction of consumers, more products that it offers and flexibility in the market. Tesco has also ventured into the international sector conducting its businesses in some of the European as well as Asian countries. However, the company has suffered some problems in some of these markets and some of its international operations, like the one in Poland as a result were sold to reflect the company’s strategic direction that placed more emphasis on its domestic market in the United Kingdom. As per Kuraszko and Smith (2020), these are some of the hard-hitting trials in which Tesco as a retail giant and still has a strong brand, product mix specialisation, and the vision for sustainability and CS responsibility. These changes observed in the company’s strategies mean that the firm has to transform and adapt to the new realities of the retail business to post positive growth outcomes in the future. 
As a result of the identification of two potential EU-based countries, a detailed assessment will be conducted to guide the preparation of a recommendation for Tesco’s future expansion. While implementing the analysis, several aspects related to cultural differences, social settings, language barriers, precautions, and the labour market will be featured. Poland is one of the developed and fast-growing economies of Central Europe with a population of above thirty-eight million (Moura, 2021). Since the breakdown of communism, it has undergone massive reform generally in the aspects of economy and politics hence making it quite suitable for foreign investment. From Hofstede’s framework of culture dimensions, Polish culture can be described as having high PDI, and high UAI, which means that it prefers more power distance and avoids uncertainty in organisation and business. It is less informal than in some of the rest of Europe and priority is given to the establishment of business relationships and trust. Polish is the main language of communication in Poland and this means that those Tesco workers who cannot speak Polish may find it hard to do business. Thus, despite the positive dynamics, the level of English language preparation is not as high as in other EU countries. As per Catalão (2022), hazard include, it may be challenging to determine the regulatory framework to operate under or to solve any outstanding political or economic issues. From the results obtained from the search, Tesco food has established itself in Poland with approximately of 200 stores by early 2002. Tesco has been able to subsequently influence its products according to the market base. For example; hypermarkets stock a broad range of Polish deli goods. This of course implies that Tesco has been able to overcome the challenge of cultural barriers and/or provide merchandise that fits the Polish market. On the whole, the Polish labour market is relatively young and dynamically developing, as the number of skilful employees, especially in the field of IT and engineering increases year by year. However, these employees may not have the necessary experience in some fields, and there is still a continued growth of diversity in the country’s labour force (Gan and Yan, 2023). The sources indicate that it has been possible for Tesco to opt for local producers and suppliers in Poland with ninety percent of the supplies in the country. This has helped Tesco to be able to give customers the products they need that are also relevant to the cultures of the country and boost the economy of the country.  According to the information given, Poland can be considered as suitable for Tesco to expand further. It has already operated in the country and proved its capability to introduce products that satisfy local customers’ culture. Some of the challenges that may affect the strategy include language and regulation, which may affect the bargaining power of buyers in Poland but, Tesco’s previous experience in these countries indicates it can effectively cope with these challenges in Poland as well. The young, dynamic product market composed of young employees and good relations between Tesco and Polish suppliers can be considered as opportunities to create a more stable position of Tesco in the Polish market. As per Jones and Comfort (2021), the development of the Polish economy and the past performance of Tesco in the Polish market support a standing wedge decision for the company to expand its business in Europe. 
Germany is the largest economy within the EU and emphasises a highly significant role in the global economy. They have bulge manufacturing industries mainly automobiles, machinery, and chemicals among others. Germany is also a leader in new technologies in such spheres as renewable energy, biotechnologies, and information technologies. Germany is one of the most populated nations in Europe with more than 83 million inhabitants due to the union attributions. The population density of the country is high and in spite of unity in many aspects, there are still many differences within the regions regarding culture, dialects, traditions and more. The birth rate in Germany has been reduced over the years and hence is significantly aging acting as a strength and weakness to organisations that are operating in Germany (Chen, 2022). Analysing the results of Hofstede’s cultural dimensions one can mention that Germany is high in uncertainty avoidance and masculinity. This suggests organise relation with environment and a drive for accomplishment and success. The business culture in Germany is respect for formal authorities, strict organisational structure, dealing with priorities, and adherence to the standards and guidelines. The main language spoken in Germany is German, which may prove to be a problem for non-German speaking workers in companies such as Tesco. As per Azan and Karimah (2022), English is understood and used frequently, especially in the business circles and large cities. From the case, some of the possible risks that Tesco may encounter in Germany are legal structures and having to work within a nation that highly protects its workers and their unions. The labour market in Germany therefore assists mid and skilled-level employees with a very educated populace. The country places a high value on vocational education and apprentices to which the firm can source qualified talents for Tesco. More and more people from the workforce in Germany are becoming diverse; however, there might be some barriers when it comes to culture, especially immigrants and minority groups. In summary, these factors influence Germany’s economic attractiveness as a market for Tesco; technological advancement and skilled human resources are critical to the expansion of an organisation such as Tesco. However, this expansion may present the firm with some main challenges. Cross-cultural differences firms will be expanding from a country that practices a different culture from Germany (Dyson and Humphreys, 2023). This means that the firm will encounter some challenges in trying to adapt to the German culture amid their expansion. 
When assessing the feasibility of other EU enlargement countries for Tesco it is important to examine the possible communication obstacles the British company might encounter in a particular country. Only by understanding these issues will it be possible to guarantee interaction and adaptation to the conditions of the national economy. The main language in Poland is Polish, and this can be rather problematic for Tesco’s workers who do not speak this language. However, compared to the other EU countries, English is still not so widespread, though the level of its usage has been gradually increasing, especially among business people. This language will limit communication with customers, suppliers, and other local entities. This has an impact on the firm since the firm cannot easily adapt to the preferences of the country and region (Laursen and Roederer-Rynning, 2020). Lastly, it is imperative to stress that the business culture in Poland is more formal and centralised compared with Great Britain with the predominant focus on the issue of trust. Tesco's organisational culture seems to employ a relatively direct communication strategy, which is not entirely compatible with a tendency towards a more embedded and relational approach to business correspondence. Some of the manners of communication may prove rather challenging moving through these various cultures and will key in understanding how Tesco can build strong partnerships and communicate the value proposition. Even though the official language of Germany is German, the country has a higher index of the English-speaking population, especially within the adult working population. This can assist with overcoming communication issues for Tesco because the firm’s employees should be able to liaise with German actors. However, the formal details and the understanding of the differences between the US and Germany were not assumed, so necessary attention will still need to be given to them (Kita, 2020). The style of business in Germany may be formal, particularly in their business communication, and features a strong bureaucratic organisational structure. It forecasts that Tesco’s employees would have to change how they communicate with their German counterparts, who generally prefer specified, procedural relations. 
Therefore, using the information obtained from the search, Tesco needs to concentrate on the expansion of its business in Poland more than in Germany. Poland currently has a population of 38 million and a growing economy and therefore is a large market hence has growth potential. Germany has a population of 83 million people being the biggest economy in Europe, however, at this time Tesco should not focus immediately on expanding in to this market. The grocery market in Germany is one of the most competitive and is already occupied by such giants as Aldi, Lidl, Edeka, Rewe, etc. As per Holliday (2020), in reconciling the two perspectives, Tesco would be hard-pressed to find distinctive pathways necessary for it to gain that all-important market share. On the other hand, Poland presents a market that is not fully populated by rivals and Tesco can enter to the country and be amongst the most prominent players. Some recommendations, which may help overcome the communication barriers and create the favorable organisational climate in Poland include: recruiting the local managers who have Polish language skills, offering the language courses for expatriate employees, setting up the formal and informal communication lines between headquarters and Polish subordinates, valuing the cultural differences, and supporting the local employees to adapt the model to the local context. To ensure everyone is on the same page fundamentally, ten-minute meetings, twice-a-week video conferences, and reports will be implemented. Another way is to create an environment that is friendly to people with different opinions, and this will lead to participation and, therefore, success (Talalova and Werthschulte, 2020).  Through the plans for the company’s development in Poland and the adaptation of these plans to Polish conditions, while focusing on increasing the availability of effective communication, Tesco can expand its business and maintain a good work climate for its workers.
Conclusion 
Altogether, there are great prospects for Tesco to expand the company being part of Poland and to contribute to the solving of the problem of discrimination against employees in the company. It is only natural for Tesco to expand into Poland as the nation boasts of a relatively large population and a constantly broadening economy; the company can carve a niche in the market by adjusting the format of its stores and the choice of products based on Polish consumers’ preferences. To achieve the goals of localisation effectively, Tesco needs to employ local managers, offer language courses, set up the proper means of communication, and share the authority with multicultural teams (Karatas, 2022). This is how Tesco can create an appropriate cultural environment to support the further evolution of the company. The organisation should cherish cultural diversity so that the employees would feel valued and would be willing to actively contribute to the company’s development. If Tesco adapts good strategic directions, it is possible that the company can dominate the market of Poland while employees are given what is necessary to help them improve themselves in their areas. An organisational roadmap to success begins with the fundamental concept of diversity and inclusion in the workplace. In summary, we can construct Tesco that it will be more competitive, creative as well as well – positioned in the long run in Poland and the global market.
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