
[image: A close up of a logo

Description automatically generated]
                  

                                                                                                                
ASSIGNMENT    2022
International Business Communication
Inclusive Report

Lecturer: Dr Ejiro Esohwode
Submitted by: Marcela Iuliana Dan (1917714)


Table of Contents
INTRODUCTION	3
COMPANY OVERVIEW	3
BUSINESS AND CULTURE IN SWEDEN	4
CULTURAL DIFFERENCES BETWEEN SWEDEN AND UNITED KINGDOM	6
HOFSTEDE’S CULTURAL DIMENSION MODEL COMPARISON BETWEEN SWEDEN AND UNITED KINGDOM	6
CULTURAL SENSITIVITY	8
COMMUNICATION BARRIERS AND CHALLENGES	8
COMMUNICATION STRATEGIES AND RECOMMENDATIONS	10
CONCLUSION	12
REFERENCES	13



[bookmark: _Toc101008969]INTRODUCTION 
International business is referred to the trade of goods, services, capital, knowledge, and technology across national borders and at a global transactional scale. It includes the cross-border transaction of goods or services between two or more countries. Therefore, business organisations operating globally must understand the communications and culture of each country to promote smooth business operation and maintain intricate business dealings (McWilliam et al., 2020). 
This report will consist of a brief on the international expansion of a UK based organisation as "Sainsbury" in Sweden to increase the business profits. Therefore, it will discuss Sweden's business and cultural background by identifying cultural differences between the UK and Sweden with the help of Hofstede's cultural differences model. The cultural sensitivity, communication barriers and challenges that Sainsbury would be facing in international expansion in Sweden will be discussed. 
The report will further define the communication strategies and provide some recommendations for the company to be able in to promote business internationalisation by expanding in Sweden. 
[bookmark: _Toc101008970]COMPANY OVERVIEW
Sainsbury is the British second supermarket chain in the United Kingdom. The company was founded in the year 1869 in London, the UK, by John James Sainsbury. The company has a 16% share in the supermarket sector, continuously growing and expanding in the UK market. Sainsbury has over 1,428 stores in the United Kingdom. The company's products include a hypermarket, supermarket, superstore, convenience shop, and forecourt shop (Sainsbury, 2022). 
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Sweden is located in Northern Europe on the Scandinavian Peninsula, bordering Norway and Finland. It is the third-largest country in Western Europe, covering 45,000 sq km. The total population of Sweden includes 9.5 Billion million, and the country's official language is Swedish. Other languages spoken in the country includes English, Finnish, Meankieli, Romani, Yiddish and Sami, with English being the top-most used language in the country (Guercini and Milanesi, 2020). 
The currency of Sweden is Swedish Krona (SEK), with its citizen declining to adopt the Euro as the official currency. The country has a high standard of living with a highly developed economy. Sweden's business culture is characterised by business etiquette, business communications, internship & student placements, cost of living, social media guide, work-life balance, and business meeting etiquette. 
The primary economic resources in the country include fisheries, high-grade ore mining, strong tourism, wood, hydroelectric power and more. In addition to this, the most necessary export goods in Sweden involve passenger cars, foodstuff, textile products, machinery, crude oil, Electrical and telecom equipment, footwear, paper, iron and steel. Therefore, exporting food products in Sweden highly promotes the business organisation towards development and growth (Nambisan et al., 2019). There are some important factors of the business culture in Sweden that the Sainsbury organisation must acknowledge before expanding the business in Sweden areas:
A.  Swedish Business Decorum: Swedish people highly value time which requires the business organisations working in Sweden to be punctual while meeting clients, investors or more to maintain strong relationships. In addition to punctuality, the exchange of gifts ritual is also followed in the country. 
B. Basic norms and culture: Swedish is a tolerant nation where people cooperate and support foreign businesses. They know the hurdles and challenges that the organisations face in doing business in another country. 
C. Business Dress Code: In business meetings and client communications, Swedish people always prefers formal, opting for formal attires that encourage modesty and soberness in the dressing style of businesspeople (Eden and Neilsen, 2020). 
D. Business Communication: open and direct communications are promoted in Sweden as people do not like to waste time, and they are very straightforward. Communicating in the Swedish language can be beneficial for foreign business organisations for more effective conversations. In Sweden, people address each other by their first names only. They also take time in agreements and business contracts as they are very inquisitive about business decisions and strategies. 
E. Work-life balance: Sweden is a country with high living standards, with the people valuing work-life balance highly. The maximum working hours in Sweden are 40 hours per week, and overtime hours are just 10. These working hours cannot exceed 8 hours for employees with children who can also request the shortening of hours. In addition to this, employees are also entitled to 25 annual leaves with an average per hour salary of 18.50 EUR. Thus, Sainsbury would be required to consider such facts for expanding business in the country. 
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Figure 1: Hofstede's cultural Dimension Model Sweden and the UK
Source: (Johansson and Arlestig, 2021)
Power Distance Index: The power distance Index considers to which extent power within an organisation is tolerated. Thus, Sweden scores low on this dimension which indicates the country is independent, promotes equal rights, accessible superiors, coaching leaders, the hierarchy for convenience only and empowerment of employees. In the case of the UK, the power distance index is slightly high than in Sweden. However, power is decentralised and counted on the experiences of team members. Communication is direct and participative in both countries' organisational cultures. 
Individualism refers to the degree of interdependence that is so maintained in society. In Sweden, the Individualism index is high, which defines that the country's population prefers taking care of themselves and their immediate families only; the employment relations are also based on mutual advantage, with decisions for promotions based on merit only (Yie, 2021). In the case of the UK, the individualism index is higher, with the country only focusing on the development of self and increasing the wealth of own. 
Masculinity: This dimension describes whether society is driven by competition, success, and achievement. Thus, Sweden scores low in this dimension, with the country having a feminine society. The work-life balance is maintained in the country. Managers at organisations in Sweden promote people's values of equality, quality and solidarity in their working lives. Conflicts are resolved effectively by negotiations and lengthy meetings. However, in the United Kingdom, the Masculinity index is very high. The country tends to value the competition, success, and achievements and places less value on being modest, measuring life quality, work-life balance, behaving well with others, etc. The people focus on their careers. 
Uncertainty Avoidance: the extent to which the members of a society feel threatened by unknown or ambiguous situations is determined in this dimension. Sweden scores 28 on this dimension which is a low preference for avoiding uncertainty with society maintaining a more relaxed attitude, and the uncertainties are easily tolerated by them (Berglund et al., 2020). People in Sweden believe that there should mo more rules than necessary, and the schedulable must be flexible but maintained with punctuality. The United Kingdom also has a low uncertainty avoidance index, with the society being able to tolerate the lack of information about the future. 
Long Term Orientation: this dimension describes how society is required to maintain the links with its past and deal with the challenges of the present and the future. The score of Sweden and the United Kingdom regarding this dimension is the same, with both the countries not clearly expressing a preference. Therefore, the UK has scored neutral in this index, with the society able to manage the challenges in the present and not describe its long-term strategies for the future. 
Indulgence: in this dimension, the people's control over their desires and impulses are described. Sweden scores 78 in this index which is very high and reflects the Swedish culture by encouraging the enjoyment and having in life and willingness to realise their impulses and desires. They possess a positive attitude with a high degree of importance on leisure time and a tendency to stay optimistic. In the case of the UK, the country scores 69 in this dimension, with society adopting the freedom of expression and people valuing leisure time (Kristjansdottir et al., 2020). People are motivated by flexible working hours and work-life balance in the United Kingdom. 
[bookmark: _Toc101008974]CULTURAL SENSITIVITY 
While doing business operations in Sweden, specific cultural issues are best avoided to build a strong relationship and promote smooth business operations. Therefore, Sainsbury would have to understand such issues and factors that would be a barrier to expanding the business in Sweden if not focused appropriately. Thus, it includes:
· In Sweden, business people avoid arguments on any subject, especially with visitors or clients. Thus, if any discussion turns into an argument, the subject must be changed.
· Swedes oppose stretching the truth and showing off their status or ranks. Thus, Sainsbury's management must not use superlatives while communicating (Johansson and Arlestig, 2021). 
· The people of Sweden are very proud of society and its welfare, so it must be appraised and maintained without any criticism while communicating.
· People highly get involved while speaking in Swedish rather than English. 
· Equality and individualism must be promoted in the business operations of Sainsbury in Sweden to promote smooth business operations. 
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The six barriers of communication between the United Kingdom and Sweden that would influence the business operations of Sainsbury in expanding to Sweden include:
Language Barriers: Sainsbury would face language barriers; the Swedish language is their national language to communicate. However, English is also their second most used language in the country. In the case of the UK, English is the primary language for communication. Therefore, the company would have to learn or recruit Swedish employees to promote business communication in their national language to improve business communications with clients in Sweden and build strong relationships (Santalova et al., 2018). 
Physiological barriers: The barrier to communication between UK and Sweden includes the psychological barriers. It includes communicating, providing feedback and focusing on working with their preferences. For example, in Sweden, people do not like to communicate about their families, backgrounds or other personal things while communicating with business clients. They also promote positive feedback and appreciation for motivating people to work. On the other hand, people in the United Kingdom are focused on hierarchy and getting the work done by assigning them the duties, providing negative feedback for their performance, and asking them to work hard.
Conflicting Values: the cultural clashes, behavioural changes and different perceived values also influence the business organisations' smooth business operations while expanding in a foreign country (MoChridhe, 2019). Therefore, the changes in the ways of communication, behaviours, and values in Sweden and the UK highly influence the organisation in performing business activities. For example, Swedish people values more work-life balance, personal spaces, not sharing the personal details, encouraging positive feedback and more, whereas, in the UK, business people prefer overtime, hierarchy, getting the work done soon, traditional working hours and more that may influence the organisational cultural values with requiring the company to perceive accordingly as for the smooth business operations. 
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A business organisation can adopt many effective communication strategies for promoting international business expansion. These communication strategies provide ease of access and a smooth working environment for the company. The path to international expansion is lined with the potential pitfalls, unfamiliar cultures and foreign languages, which is supported by building effective strategies for the business operations and expansion in the foreign country to eliminate any cultural and communication barriers for the business organisation (Sacramento, 2018). It also helps understand the differences between two or more countries that help promote growth and development by fulfilling the customers' desired needs and requirements in the foreign market. 
There are many communication strategies that the business organisations can adopt for promoting international business expansion, including offering customers services in the local language in foreign markets, creating a shared culture at the organisation, being a multilingual organisation, having a real-time communication solution, considering the legal issues, designing a multilingual website, holding face-to-face meetings regularly, recruiting an international specialist and many more that assist the organisation in accomplishing its organisational goals and objectives of international business expansion at a foreign country. Therefore, Sainsbury must adopt the appropriate communication strategy to influence the growth and sustainability of the new foreign market, Sweden. It would provide the support and development opportunity to the organisation through the proper communication and promotion of the brand name in the new foreign market (Szkudlarek et al., 2020). 
· The communication strategies that the Sainsbury business organisation must adopt for smooth business operations include hiring international multilingual staff for effective communication among business managers and clients in Sweden. It would be highly beneficial for the company is targeting the right audience, fluently communicate with the clients in their language, understand the needs and requirements of the customers, avoid any possible cultural missteps and more. Therefore, it would promote the Sainsbury business organisation's smooth business expansion in Sweden (Tien et al., 2019). 
· Another recommended strategy for Sainsbury to promote the international business expansion in Sweden includes hiring an international business consultant from the Swedish market who would help understand the customer requirements and needs in the Swedish market by acknowledging ethical culture and preferences. It would effectively build further strategies for growth and development through the international business consultant's advice. The consultancy would also provide the company with additional benefits of being a translator, noticing social or non-verbal signs and paying attention to the small details in the workplace that help build a good culture in a new market. 


[bookmark: _Toc101008977]CONCLUSION 
This report has studied the concept of international business expansion by determining the key benefits and challenges of promoting international business expansion. The report has defined that international business expansion provides many advantages to the business organisation in influencing organisational growth and development. It provides opportunities for further expansion and development of business. It has been concluded that the Sainsbury business organisation's expansion in the Swedish market would be required to build effective expansion strategies that help in creating a communication strategy for the business that is consistent and cohesive for the international employees, customers and partners. Thus, the international business culture in Sweden and the differences in the culture are required to understand by the Sainsbury business organisation to promote the company's growth and development. Further, the report has recommended some communication strategies for Sainsbury to encourage its smooth business operations by influencing the company's cultural development to attract the Swedish population. 
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