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The activity of selling products and services to customers to earn revenue is called business. In order to conduct business, it is essential to exchange information between multiple entities (Burrow and Becraft, 2020). Direct and passive communication to operate a business organisation is defined business communication (Overton, 2019). Aviva PLC is a renowned insurance company of the UK. It has multinational operations to provide insurance services. The essay will provide a detailed coherent analysis for choosing the next country for Aviva to expand. It is going to include an organisational overview, evaluation of two EU nations, and barriers of communication. Finally, a set of recommendations will be provided for AVIVA in selecting the destination country for expansion purpose. 
Aviva PLC was established through a merger in 2000. The organisation has acquired an engaged customer community of 18 million. They have purchased various insurance plans from Aviva PLC. The firm has operations in UK, Canada, and Ireland. Irish and UK market are the major fields where the business generates 59% of its business (Aviva plc, 2019). Amanda Blanc is the current CEO of Aviva PLC. Under her provision and strategic guideline, the brand has been in the profitable scenario for the last 3 years. Customer acquisition, retention, and consistent development are the key areas where Amanda Blanc focused during her leadership. The organisation has sufficiency in infrastructure, workforce, and business communication aspects to expand the business to more nations. The current essay will aid in deciding on the expansion to a suitable and appropriate country of the European Union. 
Germany and Sweden are two developed nations of the European Union. Both have strong business infrastructure for welcoming new global brand to operate within the nation. For the case of Aviva PLC, an evaluation through comparative analysis is going to be developed below: 

Culture refers to the collective beliefs, values, and behavioural aspects of a group. The group can be as small as a family and as large as a nation. Cultural factors defines the preferences, likeliness, and choices of an individual. There exists a visible and certain difference between German and Swedish cultures. Both nation nurture different attitude towards sellers. Customer’s aspects are also considerable to understand whether Aviva PLC will be able to operate effectively and efficiently or not. 
Hofstede’s model of cultural dimension is one of the most recognised models to analyse cultural contexts (Hofstede, 2001). The first factor is power distance index. If the index is high, there exists an absolute hierarchy between classes. Germany has high power index due to their preferences towards right wing movement (Drda-Kühn and Wiegand, 2010). On the other hand, Sweden has low power distance. The country practices flat culture to promote equality and diversity. It is visible in majority of the Swedish workplaces. Individualism and collectivism is the next concerning dimension in Hofstede’s cultural dimension. German is a nation that promotes individualistic approach. On the other hand, Swedish culture nurtures collectivism. Teamwork and collaborative work practices are highly encouraged among workplaces. Leadership and equal distribution of responsibility are the key significances bearing the element (Neil, 2021). Hofstede defined the cultural dimension through gender differences. Masculinity vs. femininity defines whether the group practices gender equality, male-centric, or female centric approach in the culture. According to the overview of gender equality in Germany, the country has a culture of promoting equality in leadership as per the ability and skills. Organisations have to practice equal distribution of power in the country. Similarly, Swedish culture nurtures gender equality. Neither masculinity nor femininity are promoted in Sweden. Equal opportunity ensures that the person with the skill and capability will get the chance to lead. The fourth factor in Hofstede’s cultural dimension model is uncertainty avoidance index. Innovation and development depends on how far a team, an organisation, or a society may take risk. Uncertainty avoidance index is high in Germany. On the other hand, uncertainty avoidance index in Sweden is moderate. German workers are less capable to innovate strategies and operational approaches for developing the organisational positioning. Swedish workers, on the other hand, are more capable in risk-taking and formulating strategic steps. UAI defines how well a global company like Aviva may operate with appropriate confidence in Germany and Sweden (Neil, 2021). Amanda Blanc is an innovative leader and her focus remains on business positioning through continuous development. The index favours towards Swedish expansion. The cultural segment in term of uncertainty avoidance supports Aviva PLC in making decision to expand in Sweden. Long-term and short-term orientation are included in the fifth aspect of cultural dimension. Long term orientation is the key strategy where the culture favours long term development than short term development. German workplace cultures are more prone towards short-term orientation (Drda-Kühn and Wiegand, 2010). Ongoing business trend for communication is given the maximum priority in the business organisation. On the contrary, Sweden is a country with the goal of sustainable development. The culture has also been crafted with the aim of sustainable development. Long-term orientation for meeting future needs is the key strategy in this regard. Insurance company such as Aviva PLC will have more business opportunity in Sweden than Germany for this reason. Finally, indulgence and restraint are considered to define the nature of a culture. Indulgence offers for a balance in work-life. On the other hand, restraint is a culture where the focus remains on strict professionalism. German culture is more restraint-centred (Ghisetti and Rennings, 2014). Indulgence is less practiced. Swedish culture, on the other hand, focuses on the freedom to develop work-life balance. 
By the evaluation and comparison of different factors in the Hofstede’s cultural dimension, Sweden is a more suitable destination for Aviva PLC than Germany in the cultural contexts. 


German is one of the countries known for its supremacy in automobile sector. Technological advancements are also recognisable elements of German society. The preference of advanced technology allows German people to stay updated with global development. Recognition in the global market as a destination for tech-company showcases that German business market is competitive in economic nature. Customer behaviour is a part of the societal context. Aviva PLC sells insurance packages. Therefore, customers will require understanding the value of long term investment to an insurance company. The percentage of literacy in Germany is also high. It signifies that selling insurance premium will be easy.
Consumer behaviour in Sweden is also welcoming for multinational companies. Sweden focuses on natural resources and organic elements for their daily usages. Insurance packages are considered as special type of services for customers. It will require having long term vision about the package (Grunert, Hieke and Wills, 2014). Swedish people have a characteristic positivity about visioning and long term success. Therefore, it will get easier to develop the market for Aviva PLC. People will recognise sustainable plan that will help them in securing their future needs. Professionalism is valued in Sweden similar to Germany. However, there exists flexibility and less rigidity Sweden. Aviva PLC and its operational development can flourish with such societal context. 

Linguistic difference is always a major factor for deciding on business expansion. A UK company such as Aviva PLC requires an English-speaking nation. 56% of the total German population speak English as their secondary language (Mennen, Schaeffler and Docherty, 2022). On the other hand, 89% of Swedish people speak English as their secondary language (Bolton and Kuteeva, 2012). A British multinational business will have more sustainability in a nation with higher English speakers. The barrier to communication will be dissolved through the development of the business in Sweden. People communicate effectively in Sweden and it will support Aviva PLC to grow effectively. The cost of developing host-nation linguistic infrastructure is going to be low in such a case.
The nature of a multinational company is to ensure that the instruction of the head office keeps spreading in every corner of the world. The multinational operation will include a persistent value in this regard. 


Aviva PLC requires a nation where the business establishment, development, and expansion will be as easy as Canadian or Irish expansion. German culture is different in term of their beliefs and collective behaviour. The professionalism context is strictly followed. It hampers the flexibility of employees of the workplace. If employees are not engaged to the organisation, it will be difficult to engage them in the business development process (Dellermann, Fliaster and Kolloch, 2017). There exists a risk of expansion in Germany. 
On the contrary, Sweden is a more flexible nation. The culture is sophisticated in nature. Literacy and English speaking percentage are more in Sweden. Aviva PLC will be faced with the national legal policies about insurance. The Swedish government authorises domestic and global insurance companies after evaluating all the compliances and factors affecting customer’s rights (Simon, 2023). Thereby, the time is a major risk in developing business in Sweden. 

German labour law suggests that a worker can work up to 8 hours per day for 5 days a week. The worker will be given weekly holidays. The minimum wage is 1584 per month for German workers. On the other hand, Sweden has the law of minimum wage of 1968 Euro per month. The cost of operation in Sweden will be higher than Germany. However, the productivity is a differentiating factor between two nations. Swedish productivity is 106.0% (Simon, 2023). On the other hand, German productivity is 94.8%. The difference is visible and it is considered as a corresponding factor in decision-making procedure. The Swedish expansion will be more efficient for Aviva PLC than German expansion. Labour outlook suggests that there is going to be sufficient development possibilities in Swedish business expansion (DEAKIN, MALMBERG and SARKAR, 2014). 

Communication is the exchange of information between two or multiple entities. Receiving and sending information are considered as two parts of communication. It is mandatory for a business organisation to develop the communication smoothly and effectively. The potential communication barrier from the evaluation are visible for Aviva PLC. 
German barriers include the lacking of linguistic ground. Aviva PLC will not be able to generate good communication with stakeholders because of the lacking of linguistic access. Stakeholders include customers, suppliers, and authority (Hertog, 2020). All of them are to be communicated through English and it will not be a smooth option for linguistic purpose. 
Swedish barrier to communication is the issue related with suppliers and authority. Authority is strict and they focus on compliance more than anything. Therefore, written business communication is given the first priority of operation for businesses (Stroila, 2020). Without the right way to develop communication with authority, Aviva PLC will have to face challenges in establishing and developing their operations. Also, there is a barrier to communication related to the corporate social responsibilities. Swedish authority requires proper commitment regarding the corporate social responsibility by companies. Aviva PLC does not have an infrastructural guideline in business development to a similar nation. It will turn into a barrier to communicate with authority. Aviva PLC has to ensure that the communication remains effective in the long run. The business communication determines whether the expansion will succeed or not. 

The evaluation and comparison have been provided between German and Swedish expansion of Aviva PLC. As per the comparison, the culture, society, language, barriers, and communication factors were evaluated. The previous section developed different elements in a particular point of view. Germany is strict and Sweden is flexible in term of global expansion. German economy is product centric and the value for service is considered as a secondary choice. On the other hand, Sweden has a balance of product and service in the economy. The nature is determining factor for selecting an appropriate country to develop. The service is always focused in Sweden and ensuring the high quality service is the key for developing business by a multinational insurance company. The culture of Sweden, societal values, linguistic proficiency to communicate in English, and the overall processes are supporting the fact of expanding business in Sweden. 
Aviva PLC will have a sustainable and profitable business in Sweden. The country practices low power index to engage employees at the workplace. The productivity is 106%. The outcome from any business is positive in the country because of suitable operations with compliance. People are literate and their consumer behaviour are focused on the standard-basis. It is mandatory for Aviva PLC to review the challenges in communication. When the business communication is effectively focused, the stakeholders will get benefit from the expansion. The focus has to be remained on removing the obstacles in communication. In order to remove and mitigate challenges, Aviva PLC will have to undertake necessary steps. 
The first step is to introduce written communication guideline to communicate with the Sweden authority. According to the conducted analysis, it is proven that business communication in Sweden occurs through written communication. Majority of businesses and firms have significant communication strategy in written format. Aviva PLC will need to develop a structured written communication strategy to formulate the communication with the authority and suppliers. The insurance premium policies are the services to offer to a certain target audience. Since 89.0% people speak English in Sweden, the chance to reach customers through marekting will be easier (Ghisetti and Rennings, 2014). The development of business and continuous improvement in the process are possible through written communication. 
The next recommendation is to develop corporate social responsibility with the highest priority for the Swedish expansion (Dellermann, Fliaster and Kolloch, 2017). The authority wants contribution from each organisation in large scale. Aviva PLC is a company with profit and there are chances to deal with the changes. The development of corporate social responsibilities will include scopes to communicate with the authority on a regular basis. 
Finally, the recommendation for Aviva PLC to introduce an engaging workplace with the chance of developing internal bonding and relationship. Swedish work-life balance feature is one of the positive sides which will support the business to run in the long operational prospects. The development will need to be considered at the same course of action (Grunert, Hieke and Wills, 2014). Therefore, the introduction of an engaging workforce will generate higher chance and better opportunity for Aviva PLC. It will be sufficient to introduce new policies to overcome challenges. Aviva PLC will flourish with success in Sweden with the help of evaluation and comparison conducted in the essay. 
To draw a conclusion to the writing, Aviva PLC is experienced with different multinational operations. The business will have significant development in Sweden. Germany is also a country with possibilities. However, the rigidity and accesses are limited in Germany. Sweden is more engaging, productive, and suitable choice for Aviva PLC. This British multinational company will need to develop communication strategies more effectively to ensure that the production will support in generating productivity for the nation. It will also generate higher chances to make profit from the expansion. In a nutshell, the expansion at Sweden will be productive, effective, and efficient for Aviva PLC. The business organisation has to consider the scope and develop the business as per necessity. 
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