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The report explores the role and impact of national culture and communication specifics affecting international business. A better understanding of culture is suggested to facilitate the performance of internal organisations and cross-cultural communication in a global setting. The current report examines important cultural aspects of the UK (home country) and two culturally diverse countries from the European Union: Denmark and Italy. The former is a Scandinavian country, whereas the latter is a Mediterranean one, thereby suggesting the existing of considerable cultural differences affecting communication and management of diverse teams. 
The business communication process in the UK demonstrates mixed features. According to SGE (2024), the communication process is facilitated using first names, a sense of humour, and a strong degree of curiosity in the other person, even if this may not be reciprocated. It is also worth noting that the British business communication process is associated with a high degree of politeness (SGE, 2024). This approach may convey implicit messages and lead to a lack of comprehension. More specifically, politeness limits one's capacity to openly express disapproval towards the opinions of others, which might be crucial information that outsiders may not perceive (SGE, 2024). Considering this, the British business communication style is quite distinctive and requires a thorough analysis of its match with alternative cultural settings. 
The chosen company is Tesco – the largest UK retailer with a market share exceeding 27% in the home country (Bedford, 2023). Tesco is a large public organisation with market capitalisation of more than £20 billion and extensive workforce of almost 337,000 people (Bedford, 2023b; Reuters, 2024). It is important to note that Tesco already has international experience in countries, such as Poland, Hungary, Slovakia and Czech Republic (Bedford, 2023b). Therefore, the retailer has already been exposed to specifics of national culture and communication. The current analysis of Denmark and Italy is expected to enrich the understanding of potentially attractive new markets for Tesco. 
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There are specific characteristics of each country impacting internal business performance. First, the role of language must be considered since Danish and Italian are used in Denmark and Italy, respectively. This is different than the English language in the UK, thereby imposing a potential language barrier. In Denmark, 86% of people can freely communicate in English, however this skill is performed by only 34% of Italians (Facts Maps, 2024). Hence, the evidence suggests that the language barrier is much worse in the case of Italy. 
Second, workplace diversity is another relevant factor affected by the national culture that must be considered by Tesco. Data by the OECD (2024) provides a detailed overview of diversity performance across several respective areas, as shown below. The results are summarised in percentage terms, thereby indicating the existing gap in each area (OECD, 2024).
Table 1 – Gaps in several key indicators of workplace diversity (%)
	
	Gender
	Migrant
	Age
	Disability

	UK
	9.1
	2.6
	19.8
	30.5

	Denmark
	5.4
	10.9
	12.7
	32.6

	Italy 
	18.2
	-2.3
	17.2
	15.4


Source: OECD (2024)
The evidence suggests quite a different performance across countries. In Denmark, gender- and age-based discriminatory practices are insignificant; however, the country has the widest gaps in terms of migrant inclusion and access to disabled people to work (OECD, 2024). In contrast, Italy demonstrates the worst gender inequality, combined with an issue in terms of age equality (OECD, 2024). Nevertheless, Italy integrates migrants quite well in the workplace, as there is no gap at all in this specific area (OECD, 2024). The UK context is unique, as the country performs quite similarly to Denmark in terms of gender and disability management, whereas the Italian performance is replicated in the UK when focusing on migrant inclusion and age-based gap in the workplace (OECD, 2024). To summarise, the results are informative regarding the existing similarities and differences between the UK and the two respective countries in terms of workplace diversity management expectations. 
Third, it is also worth noting that Italy and Denmark experience similarities in terms of the percentage of foreign population. Data show that the share of foreigners is 8.7% and 9.1% in Italy and Denmark, respectively (OECD, 2023). Therefore, bot countries appear to have insignificant variations in terms of population diversity. In the UK, the share of foreigners is much higher – 14.8% of total population (IAS, 2024). Therefore, Tesco is expected to enter relatively less culturally diverse countries when considering the cases of Italy and Denmark. 
Fourth and most important, the role of national culture must be understood since a set of cultural dimensions lead to specific country-specific values and attitudes (Hofstede, 2001). There are six dimensions explaining a national culture: power distance, individualism, masculinity, uncertainty avoidance, long-term and degree of indulgence (Hofstede, 2001). 
The six dimensions and their theoretically suggested impact on culture are discussed hereafter. Power distance describes preferences for hierarchy which in turn informs whether a society is relatively egalitarian or tolerates inequalities (Hofstede, 2011). Individualism is a measure of how much a society values and respects the individuality and rights of individuals, as opposed to prioritising group values and activities (Hofstede, 2011). Masculinity measures the gap between the two genders in terms of professional and personal development. Respectively, achievement and success are dominant in masculine societies, whereas a more harmonious and egalitarian approach is preferred in countries with low masculinity index (Hofstede, 2011). Uncertainty avoidance is generally a measure of risk tolerance in a society (Hofstede, 2001). Long-term orientation describes the collective beliefs and attitudes about the past and future held by individuals within a community (Hofstede, 2011). While some cultures prioritise the importance of tradition, others have a focus on the future. These contrasting perspectives account for their varying abilities to adapt in a rapidly changing environment (Hofstede, 2011). Indulgence is a measure of the preferences for immediate gratification (Hofstede, 2011). Different levels of indulgence may explain reward structure and preferences in the workplace (Hofstede, 2011). 
Actual data regarding the six cultural dimensions in the UK, Denmark and Italy is available at the specialised database Hofstede Insights (2024). The results are shown below by considering a scale ranging from 0 to 100 (Hofstede Insights, 2024).
Figure 1 – Cultural specifics of selected countries 
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Source: Hofstede Insights (2024)
The results suggest some similarities and differences across countries. In terms of power distance, the Italian culture is the most hierarchical with a score of 50, whereas the UK occupies a middle position (35), followed by the most egalitarian Danish culture (18) (Hofstede Insights, 2024). The Danish and UK cultures demonstrates similarities in terms of several cultural dimensions: individualism, uncertainty avoidance, long-term orientation and indulgence (see fig. 1). More specifically, both nations demonstrate preferences for individualism, risk tolerance, long-term orientation and high degree of indulgence, as suggested by the reported scores in each of the four cultural dimensions (Hofstede Insights, 2024). The Italian and UK cultures are similar regarding the high level of masculinity which in term predisposes for high motivation towards achievement and success – a contrasting feature in comparison to the more egalitarian and harmonious Danish culture (Hofstede Insights, 2024).
The research findings regarding national culture clearly suggest that Tesco can be in a more advantageous position if choosing Denmark due to the high number of culturally similar features with the home UK market. Regardless the cultural similarities, Tesco must adapt to the Danish case by considering a flatter organisational structure because of the lower power distance score in Denmark (Hofstede, 2011; Hofstede Insights, 2024). Some considerable improvements are needed to reflect the much lower masculinity score in Denmark (Hofstede Insights, 2024). For example, Tesco may re-shape performance rewards at work and prioritise inclusion and comfort at work to reflect the more harmonious and balanced low-masculinity culture in Denmark. 
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The efficacy of communication is a key factor in driving motivation and labour productivity, particularly in situations where individuals possess diverse cultural, ethnic and language backgrounds. Therefore, to optimise team performance, it is important to recognise and take into account linguistic and cultural disparities. As discussed, the levels of English proficiency tend to be quite different in Denmark (86%) and Italy (34%) (Facts Maps, 2024). While this may be a major communication barrier, there are also some other aspects, as discussed hereafter. 
Context in communication is a key consideration worth discussing. Hall (1976) divides cultures into two large groups: low- and high-context ones. As explained by the theory, cultures with low-context communication preferences rely on straightforward verbal expressions (Hall, 1976). As a result, meanings are expressed in a direct verbal manner, so that all information content is communicated to the other party. In contrast, high-context cultures heavily rely on implicit signals, contextual information and other indirect forms of communication (Hall, 1976). Therefore, non-verbal communication and context play a considerable role when sharing information in high-context cultures. 
The Hall's model presents a comprehensive depiction of the communication spectrum, as seen in the image below. Typically, Asian and Arab countries have a high-context communication style, where non-verbal cues and contextual information are prioritised (Nomura, 2018). Scandinavian countries and German-speaking nations have a tendency for clear and verbal communication due to their low-context profile (Nomura, 2018). 


Figure 2 – The spectrum of low- and high-context culture countries 
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Source: Nomura (2018)
As suggested by the spectrum, the UK culture occupies the middle position by mixing elements of low- and high-contextual ways of communicating (Nomura, 2018). These results align with the earlier described nature of the British business communication style which combining direct and implicit messages and meanings (SGE, 2023). Culturally, Italy is quite like the UK in terms of communication, as the Italian culture is slightly higher context than the UK one (Nomura, 2018). In contrast, the Danish culture, which belongs to the group of Scandinavian countries, has predispositions for more low-context way of communicating by extensively applying direct and verbal messages and paying little attention to non-verbal and contextual meanings (Nomura, 2018). 
The analysis of communication leads to the suggestion that there are some barriers between the UK and Denmark. For example, the UK representatives may consider the explicit verbal communication of the Danish counterparts as too direct and even impolite. Moreover, some of the implicit meanings communicated by the UK representatives may not be detected and understood by the Danish professionals practicing low-context culture. As a result, there may be communication gaps in the process, preventing the achievement of maximum performance and predisposing for conflicts and misunderstandings. When the Italian case is considered, only minor communication problems are expected given the proximity of the UK and Italian cultures on the spectrum (Nomura, 2018). 
Tesco must be aware of the existence of culturally based stereotypes, as well. As explained by Braslauskas (2023), stereotypes are cognitive constructs leading to bias. Respectively, intercultural stereotypes frequently result in misunderstandings or cultural disputes during communication since they hinder the objective evaluation of persons from a certain country culture and the accompanying attitudes and activities (Braslauskas, 2023). In general, the role of stereotypes in communication is well-studied; however, international culture-based stereotypes have been an area with little research attention so far. Therefore, there is not enough practical guidance on effectively reducing or eliminating stereotyped attitudes (Braslauskas, 2023). Considering this, Tesco must carefully examine whether stereotypes, which are related to the different cultural contexts in the examined countries, potentially play a role in inhibiting cross-culture communication. 
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The analysis suggests that both countries – Denmark and Italy – do not completely match the UK culture and communication preferences. Given the findings, the Danish culture appears to be closer to the UK one, mainly based on the observed similarities in four out of six cultural dimensions according to the Hofstede’s model (see fig. 1). In addition, the high share of Danish knowing the English language is another key factor for choosing Denmark as a perspective country for the future expansion of Tesco. 
Research findings also showed the existence of cultural specifics in Denmark which must be addressed by Tesco accordingly. To ensure long-term success, the company is advised to develop a strong and effective organisational culture accepted by all employees in Denmark. Organisational culture, by definition, suggests common values, attitudes and behavioural norms which distinguish a company and navigate the performance of organisational members (Mullins and Christy, 2016). Respectively, the development of organisational culture in the Danish case will ensure that all employees – UK and Danish – comply with common values and principles of communication and performance at work (Mullins and Christy, 2016). This suggestion is expected to reduce some of the observed country-specific cultural differences. 
The changes in organisational culture must be accomplished by structural changes, as well. In Denmark, there are egalitarian and low-masculine preferences, as reported by Hofstede Insights (2024). Therefore, Tesco may consider the development of a flatter organisation in Denmark with active communication channels across all levels of the organisation. In addition to flattening, the company must re-consider its rewards and stimuli. The low masculine index in Denmark suggests that employees may be more motivated at work based on extra time off, more paid holidays, access to free-of-cost sports activities and other benefits to improve harmony and comfort, rather that performance-based bonuses, high targets and other achievement-related rewards typical for the predominantly masculine UK culture. 
Another key suggestion relates to the need for communication training. All members of Tesco in Denmark must enrol communication training to become aware of the differences in low- and high-context cultures and their respective impact on communication styles. Such a specialised education is expected to develop a more tolerant work environment based on mutual understanding and acceptance of differences. In addition, well-trained employees may be better able to effectively communicate by switching styles and avoiding conflict situations caused by misunderstanding or bias. Employee training must also address some additional areas, such as business etiquette, avoidance of stereotypes and ethnocentrism, and others, as they may also inhibit communication effectiveness in a cross-cultural setting (Vaughan, 2021). 
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To sum up, the essay explored the role and impact of culture by considering the UK case, as well as the evidence from Denmark and Italy. Specific cultural similarities and differences were observed, thereby explaining the preferences for hierarchy, achievement, risk taking, rewards and other important aspects affecting employee management and business development. Considering the case of Tesco, the future expansion is suggested to take place in Denmark since this specific country is culturally closer to the UK in comparison to the alternative of Italy. In addition, the evidence suggested almost no language barrier, as most Danish people know the English language. Despite the cultural proximity between the UK and Denmark, research findings suggested the existence of different communication styles and some unique Danish cultural features worth addressing by Tesco as a part of an adaptation strategy. To maximise its future performance in the host Danish market, the retailer is advised to develop a common and inclusive organisational culture, a re-structuring of the company, changes in internal rewards and goals, as well as an extensive communication and cultural sensitivity  training to all employees. The holistic efforts in all areas are expected to address the existing culture- and communication-related differences between the UK and Denmark and support a better organisational performance. 















[bookmark: _Toc164781968]References
Bedford, E. (2023a) Grocery market share in Great Britain 2017-2023, [online] Available: https://www.statista.com/statistics/280208/grocery-market-share-in-the-united-kingdom-uk/ [Accessed: 20 April 2024]
Bedford, E. (2023b) Tesco group: number of employees worldwide 2023, by region, [online] Available: https://www.statista.com/statistics/490890/tesco-group-number-of-employees-worldwide/#:~:text=In%202023%2C%20Tesco%20employed%20336%2C926,Hungary%2C%20Poland%2C%20and%20Slovakia [Accessed: 20 April 2024]
Braslauskas, J. (2023) Intercultural stereotypes and the role of critical and creative thinking in overcoming them, Creativity Studies, Vol. 16(1), pp. 255-273. 
Facts Maps (2024) Percentage of English, French, German, Spanish, Italian and Russian speakers in Europe by country, [online] Available: https://factsmaps.com/percentage-of-english-french-german-spanish-italian-russian-speakers-in-europe/ [Accessed: 20 April 2024]
Hall, E. (1976) Beyond Culture. Anchor Books
Hofstede Insights (2024) Country comparison tool, [online] Available: https://www.hofstede-insights.com/country-comparison-tool?countries=denmark%2Citaly%2Cunited+kingdom [Accessed: 22 April 2024]
Hofstede, G. (2001) Culture's Consequences Comparing Values, Behaviors, Institutions and Organizations across Nations. SAGE, Thousand Oaks
Hofstede, G. (2011) Dimensionalising Cultures: The Hofstede Model in Context, Online Readings in Psychology and Culture, DOI: 10.9707/2307-0919.1014 
Immigration Advice Service (IAS) (2024) How Many Immigrants Are in the UK? [online] Available: https://iasservices.org.uk/how-many-immigrants-are-in-the-uk/#:~:text=As%20of%20the%20year%20ending,of%20the%20total%20UK%20population [Accessed: 21 April 2024]
Mullins, L. and Christy, G. (2016) Management and Organisational Behaviour. 11th edition, Pearson 
Nomura, S. (2018) Interpersonal Communication: An Analysis from a Point of In-house Communications, Business Communication Research and Practice, Vol. 1, pp. 85-89. 
Organisation for Economic Cooperation and Development (OECD) (2024) Diversity in OECD countries: Population diversity, labour market inclusion and acceptance of diversity, [online] Available: https://www.oecd-ilibrary.org/sites/2b1a0e8d-en/index.html?itemId=/content/component/2b1a0e8d-en [Accessed: 21 April 2024]
Organisation for Economic Cooperation and Development (OECD) (2023) Foreign population, [online] Available: https://data.oecd.org/migration/foreign-population.htm [Accessed: 21 April 2024]
Reuters (2024) Tesco PLC, [online] Available: https://www.reuters.com/markets/companies/TSCO.L/ [Accessed: 20 April 2024]
Switzerland Global Enterprise (SGE) (2024) Fact sheet, [online] Available: https://www.s-ge.com/en/publication/fact-sheet/20184-c3-uk-cultural-guide?ct [Accessed: 20 April 2024]
Vaughan, T. (2021) Cross Cultural Communication Strategies, [online] Available: https://www.poppulo.com/blog/cross-cultural-communication-strategies [Accessed: 22 April 2024]



2

image3.png
Japanese High context culture
Arab
Greek
Spanish
Italian
English
French
American
Scandinavian
German

German-Swiss Low context culture




image1.png
P Prifysgol Cymru
2N Y Drindod Dewl Sant

" University of Wales
Trinity Saint David




image2.png
89
7 75
- 70 69
59 60
50 53
35 35 -
30
23
18 %

Motivation
Power towards Uncertainty LongTerm
Individuslism Indulgence
Distance Achievement and Avoidance Orientation “

Success




