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In the constantly evolving British corporate sector, inclusion is a core principle that is the basis of the organisation's growth and prosperity. Astra AB and Zeneca Group PLC joined together in 1999 to create AstraZeneca, an internationally-based pharmaceutical manufacturing company which currently has its head office in Cambridge, UK. Its operations are in over 100 countries, and the main focus on this area is the therapeutic area which covers autoimmune, cardiovascular, respiratory, and oncology sicknesses. For AstraZeneca, the values are the higher purpose of innovation, sustainability, and development of medical science. The United Kingdom, full of varied working groups consisting of different cultures, settings, and outlooks, puts a high price on the contributions of every individual. This culture of inclusion finds its way into all communications in the UK. In the UK, communication means more than just providing information. It means being empathetic, respectful, and an active listener. Whether it is official emails, meetings or informal talks, inclusivity is very important. Such appreciation of divergent opinions is the mother of creativity and innovation, therefore yielding the desired growth. When communicating with British business partners, language is important with emphasis on politeness, clarity and brevity. Maintaining professionalism while being approachable is the key to giving every stakeholder the satisfaction of being heard and respected. Different linguistic backgrounds and disabilities should be taken into account when selecting language choices as another strand of inclusivity. When it comes to the British business culture, open communication together with attentive listening are often highly regarded. Suggesting team members to actively express themselves motivates them to own the company and hence the production rises. Being inclusive in business communication is not an option but a moral obligation, but it also pays off. Embracing the diversity of human capital broadens creativity, adaptability and robustness, which is the recipe for the leadership capability ready for a dynamic global marketplace. 
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The world-leading pharmaceutical company AstraZeneca is an enterprise to improve the quality and integrity of medical investigations as well as the overall health condition of the patients. Astra AB and the Group PLC merged with the British company in 1999 to give birth to the company; a leading competitor in the pharmaceutical industry thereafter. As a multinational company having its offices in more than 100 countries, AstraZeneca is a medical firm with the central administrating point situated in the United Kingdom, at Cambridge. The motivation of the enterprise is mainly to discover new scientific realities to grant people from diverse countries similar sophisticated drugs which help to fight various diseases, including autoimmune, cardiovascular diseases, and cancer. AstraZeneca's strong research and development competencies, that of its main advantages, can be defined as one of the organization's permanent features (Cross et al., 2021). The company keeps innovation at its pinnacle by allocating a considerable amount of its funds to both the discovery of treatments in which current therapies have failed to be effective and the development of new medicines. AstraZeneca's long-term research and development pipeline includes a wide spectrum of different treatments, including small molecules, biologics, and innovative platforms like gene therapy and RNA interference. Besides dedicating itself to research and development, AstraZeneca also sees the need for partnership and joint ventures. The company ensures that the development of new therapeutic compounds is carried out with speed by participating in project consortia in both academic and corporate settings. This strategy maximises efficacy by bringing complementary expertise and resources to the table. Notwithstanding, AstraZeneca is also involved in activities concerning corporate social responsibility and green areas. Through the provision of affordable healthcare to the poorest in the population but making its environmental impact less negative and hiring a diverse and inclusive workforce, the company aims to sow positivity in society. An innovation company and science lead group consisting of scientists, researchers, and medical professionals make sure that the quest for new medical frontiers is always forward, thanks to AstraZeneca. By dedication to the achievement of better patient health and a resolution of global health problems, AstraZeneca is at the top of all major pharmaceutical companies and set out to form the future of healthcare in years to come (Runiewicz-Wardyn and Eliashvili, 2022).
Cultural diversity, social contexts, language gaps, job opportunities, and health risks are among the factors we should consider that differentiate these two EU countries since they compare to AstraZeneca. In this regard, "Sweden and Germany are good examples for AstraZeneca". Germany's strong industrial base with a rich cultural heritage is a suitable business environment for the company. The highly qualified workforce and scientific propensities of the country are the reasons for the country being more known for excellence in technology. Effectiveness, timeliness, and precision are highly valued in Germany. It is this outstanding trait that is in harmony with the company's stringent production processes which are advanced and innovative. As highly qualified English proficiency level is a characteristic feature in German more in the business and professional environment the language is the least barrier. However, AstraZeneca must, without doubt, apportion as much attention/value to the German language and culture as when it comes to dealing with regional stakeholders. From the labour market view in Germany, there is a diverse workforce, and people of different cultural and national origins have done so (Shabalina and Khumran, 2018).  Vocational and apprenticeship training is an old custom that ensures that corporations possess all kinds of labour required for different industries. Sweden, unlike elsewhere, has a vibrant cultural scene that has self - a self-evolving nature with equal citizenry, belongingness, and a tougher side of work-life and home balance. The Swedish society is used to building consensus with informal transparency and putting social welfare on a high priority level which is similar to AstraZeneca’s approach to corporate social responsibility and sustainability. Sweden has very high English skills which make things easier in the process of communication and business operations with AstraZeneca's stakeholders and employees. On the contrary, the addition of such a language barrier can serve as a hindrance to the integration of the society while the bonds can be stronger if the Swedish language and culture are understood and appreciated. Sweden has developed its immigrant employment pools to make sure that not only their culture is valued in society but also their input in the economy. The state is the country that has adopted the regulations to allow for a schedule with greater flexibility, maternity leaves, and gender equality, which promotes the working environment without the background of the people employed. Through applying Hofstede's cultural dimensions theory, we will be able to find out these cultural differences in a more thorough analysis. In the area of certainty about the future and concern regarding the long run Germany usually gets good marks, because it strongly focuses on planning and stability. However, when it comes to Sweden, which should top the charts in both individualism and indulgence, it is there that you will often find people who are prepared to trust their intuitions and enjoy life to its fullest (Zaharieva, Tarakchiyan, and Zahariev, 2022). These cultural variables create the business environment peculiarities that can be overcome by the knowledge of these differences, which enables the company to advance slowly but successfully in each country it operates.
AstraZeneca is a world-renowned multinational pharmaceutical company that is based in the United Kingdom. When answering the question about the communication barriers two EU countries may encounter in their company, namely Germany and Sweden, several factors have to be classified, like language issues, culture specifics, and business norms. The unique language barrier may not be one of the issues AstraZeneca faces anyway, since both companies are fluent in English (Källner and Nyström, 2018).  However, sometimes the exchange of information might face difficulties. The approach toward choosing the place to live can begin with Germany, a country that is sometimes famous for its businessman’s accuracy and effectiveness. Apart from the language barrier, it may be not a key problem as English proficiency is quite high, especially in the professional area. Nonetheless, even though English is a prevalent language and is well understood by people, some cultural discrepancies may have an impact on communication. This heavy German business culture's adherence to structured communication and hierarchical frameworks may well turn out to be the one obstacle. German professionals relate these values like clarity, accuracy, as well as more details to communication. On the other hand, AstraZeneca could find itself confronting issues if the level of how she communicates is considered too informal because of the lack of accuracy (Tulum and Lazonick, 2018). Even though English is no longer rare in the world, a lack of mutual understanding might come across, especially, when during in-depth conversations on more technical matters. AstraZeneca is a world-renowned multinational pharmaceutical company that is based in the United Kingdom. When answering the question about the communication barriers two EU countries may encounter in their company, namely Germany and Sweden, several factors have to be classified, like language issues, culture specifics, and business norms. The unique language barrier may not be one of the issues AstraZeneca faces anyway, since both companies are fluent in English (Konstantinovich et al., 2021).  However, sometimes the exchange of information might face difficulties. The approach toward choosing the place to live can begin with Germany, a country that is sometimes famous for its businessman’s accuracy and effectiveness. Apart from the language barrier, it may be not a key problem as English proficiency is quite high, especially in the professional area. Nonetheless, even though English is a prevalent language and is well understood by people, some cultural discrepancies may have an impact on communication. This heavy German business culture's adherence to structured communication and hierarchical frameworks may well turn out to be the one obstacle. German professionals relate these values like clarity, accuracy, as well as more details to communication. On the other hand, AstraZeneca could find itself confronting issues if the level of the way she communicates is considered too informal because of the lack of accuracy. Even though English is no longer rare in the world, a lack of mutual understanding might come across, especially, when during in-depth conversations on more technical matters (Remneland Wikhamn and Styhre, 2019).
In addition, the use of one common language like English is not a solution as linguistic difficulties remain in conversations which are more complicated or technically based. A routine indispensable for AstraZeneca will be to overcome the language barriers and make certain that the information is being understood by all peacekeepers alike, thus, simplifying the communication is the major point. Additionally, English in-depth understanding of the Swedish language and culture can facilitate their communication with the Swedes and enable them to build stronger connections in Sweden. AstraZeneca will make it more likely for the company to have long-term achievement in the market where the company operates with Swedish stakeholders by exhibiting a fascination for Swedish cultural norms; among them are gender equality and work-life balance. About AstraZeneca's case in Sweden and Germany, there are chances that the differences in business protocols and traditions stemming from culture might be a problem as well. For one thing, meetings in Germany must be carefully scheduled and conducted by offering the time rather than the hour. This is an indication that Germans put a lot of emphasis on timekeeping. In addition to this, the problem is that English, as a common language for both of us, still exist in situations of more complex or technical conversations (Hemamou, 2023).  AstraZeneca may have to work on removing the language barrier and also designing its communication in such a manner that messages are understood and comprehended by every party including the reader. AstraZeneca can align its business desires with the values and options of Swedish society by making use of its dedication to sustainability and innovation as key differentiators inside the Swedish context. AstraZeneca can improve its popularity and marketplace presence in Sweden by demonstrating its dedication to environmental stewardship and progressive studies, which is likely to be nicely received with the aid of consumers and policymakers within the country. Moreover, AstraZeneca's prospects for achievement in Sweden also rely on its potential to manoeuvre the regulatory terrain and shape positive alliances with nearby institutions. AstraZeneca can accumulate valuable insights into the neighbourhood market dynamics and personalize its products and services to efficiently cater to the desires of Swedish sufferers and healthcare specialists by cultivating cooperative relationships with Swedish healthcare carriers, studies establishments, and government groups (Porsbjerg et al., 2021). Moreover, Snowball's towards acquiring a mature understanding of the Swedish language and culture could be occupying in harnessing the ability of AstraZeneca to make effective communication as well as reinforcing ties with Sweden. AstraZeneca can build better relationships with Swedish society and make the organization more likely to its long-term market success in the country thanks to a recognition of Swedish national values such as equality, and work-life balance. Other than that, AstraZeneca may also encounter communication problems in Sweden and Germany because there are different business protocols and conventions when they are between cultures. For example, meetings in Germany are mostly well-organized and structured, Herring Germans’ obsession with being punctual. Communication difficulties and other varying cultural aspects get resolved in AstraZeneca in Swedish surroundings, where the professionals enjoy working (Serrano, 2019). This is achieved through appreciating and respecting Swedish cultural norms, promoting straightforward communication and teamwork, and displaying its commitment to sustainability and innovation to form a strong foundation that can make a celebrated expansion and market sales. AstraZeneca may have a problem communicating in Sweden and Germany because of cultural differences in enterprise etiquette and customs. Meetings in Germany, for example, are typically well-established and organised, reflecting the significance of punctuality in German culture. But AstraZeneca handles these distinctions nicely, especially inside the Swedish putting, where specialists flourish in respectful and collaborative surroundings. By adopting and honouring Swedish cultural norms, encouraging open communication and collaboration, and showing a resolute dedication to sustainability and innovation, AstraZeneca establishes a solid foundation for prosperous growth and augmented market income in each international location (Gutman and Lavarello,  2021).
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To sum up, AstraZeneca’s launch in the Swedish market will allow it to utilise its principles and advantages towards winning the market. Borders of communication have to be broken and a warm environment should be cultivated for the parties to be involved. Through finding an approach to communication that suits the particular culture and habits of the Swedes, AstraZeneca makes a great starting point for opening communication terms and other relations including partnership between the foreign company and the Swedish healthcare sector. AstraZeneca can have clear and efficient communication with the Swedish world and both station holders and provide cultural competency, language support, and communication style adaptation. After AstraZeneca stresses inclusivity, teamwork, and results-oriented communications, the company shall have a productive staff, equipped with the self-esteem to be part of the firm’s success story. Consequently, by drawing attention to its corporate social responsibility as well as to sustainability issues, AstraZeneca may play into the Swedish values and show that it is dedicated to solving the local community problems better. AstraZeneca is consciously presenting social responsibility in Swedish society as one of the additional competitive advantages with enhanced reputation and credibility in the market.
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