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Introduction 

Effective communication plays a very vital role in the British business, specifically for those 

companies which operate their business on the global market (Guffey and Loewy, 2019). In a 

business environment that values clarity, accuracy and professionalism, communication serves 

as the foundation for building strong relationships, managing teams and negotiating deals. For 

the British multinationals, expending into new markets requires clear understanding about the 

cultural differences to ensure successful integration and collaboration. Cultural differences 

influence how messages are recognized, how negotiations are conducted and how trust is 

established. If a multinational company failed to understand the local people cultural preference 

and there any activity disrespect the people belief then do business on that market is impossible. 

This essay will assess how Tesco can prepare its strategy to expand their business on the two 

EU markets such as Germany and Poland.     
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Main Body 

 

Tesco is a British multinational company. It was founded on the 1919 and since its establishment, 

it consistently provides the customers higher quality products. The company has become one of 

the largest and most influential retail company in around the world (Tescoplc.com, 2024). The 

company’s product range is significant and they have a strong bonding with the suppliers which 

ensure consistent supply of the products. The company is operated their business in 12 countries. 

The key factors of the company’s success around the world are deep understanding of local 

markets, strong supply chain management and commitment to innovation which allows it to serve 

to diverse consumer needs worldwide. 

 

A key driver of Tesco’s global operations is its commitment to sustainability. In the present time, 

consumers are very conscious about environment and they prefer those companies which 

operate their business sustainably (Tescoplc.com, 2024). Tesco understand it very well and they 

consistently shift their business towards sustainability. The company decided to become a carbon 

neutral in 2035 which outlines the company’s goal of reducing negative environmental impact and 

increasing its positive social impact. This plan includes ambitious targets such as reducing the 

environmental footprint of its products, improving the health and well-being of people and 

enhancing the livelihoods of millions across its value chain. The company’s commitment to 

sustainability is not just a corporate responsibility initiative but also a core element of its business 

operations which allowing the company to meet the growing consumer demand for ethical and 

sustainable products. 

 

Tesco’s consideration of further expansion in the European Union aligns with its strategic 

objectives of growth and sustainability. The EU market is considered as the stable and 

economically advanced market with a strong regulatory framework which will support the Tesco’s 

responsible business practices (European Union, 2023). Moreover, the EU’s focus on 

sustainability and green initiatives matches with the company’s core values which making it a 

favourable environment for the company’s continued expansion. As the EU people are very 

conscious about the environment so making a strong position and attracting customers will not 

be difficult for the company in the EU market. The expansion will also allow the company to tap 
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into new consumer segments which enhance its market share and contribute to the EU’s 

sustainable development goals. 

 

Germany is known for its stable economic and political situations which make it an attractive 

market for the business expansions (dw.com, 2024). Its economy is third largest in the world. This 

economic strength is the ultimate result of the well-developed infrastructure, advanced technology 

and a highly skilled labour force. Germany's labour market is known for its efficiency and 

productivity, with a strong emphasis on vocational training and education. The legal environment 

in Germany is equally strong which characterized by strict regulations that govern business 

practices, consumer protection and labour rights. This legal framework provides a secure 

environment for businesses to operate but it can also pose challenges in terms of compliance and 

operational flexibility. In the context of the Tesco, German strong economic conditions will be a 

positive factor for rapid business expansion.   

The social context in Germany is deeply rooted in its cultural norms and values. German culture 

is often described as highly structured with a strong focus on punctuality, accuracy and 

orderliness (dw.com, 2024). The country has more than 84 million of population and most of the 

people are living in urban cities such as Berlin, Munich, and Frankfurt. The country’s population 

is relatively homogenous in terms of language. German is the official language of the country and 

most of the people use it to do communication. But the country is also home to a growing number 

of immigrants, specifically from Turkey, Poland and other EU nations which make the country’s 

culture diverse. Those businesses that wants to expand their business into the Germany needs 

to consider this diverse culture for ensuring long term sustainability.  

   

Culturally, Germany is known for its high level of individualism as highlighted by Hofstede’s 

Cultural Dimensions model (Hofstede-insights.com, 2020). In the Germany, individualism means 

people highly value personal responsibility, being self-dependent and following their own goals. 

This culture is observed in the workplace where employees are expected to take initiative and 

show independence in their roles. Moreover, Germany scores low on the power distance index 

which indicating a preference for equality and participative decision-making processes within 

organizations. Employees of the organizations in the Germany want to share their thoughts with 

the higher authority for ensuring that their rights and dedication towards the organization are 

valued.  
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Germanys approach to avoiding uncertainty is another vital aspect of its cultural profile. 

Hofstede’s model suggests that Germany has a relatively high level of uncertainty avoidance 

which refers that Germans have a strong preference for rules, regulations and structured 

processes to manage doubt and uncertainty (Hofstede-insights.com, 2020). This cultural 

dimension is reflected in the country’s highly regulated business environment. For a multinational 

company like Tesco, understanding and adopting to this cultural preferences is crucial. If Tesco 

failed to maintain transparency then consumer will be demotivated to buy product from them. To 

establish a positive brand image, the company can share annual business report with the people 

which will enhance the consumer trust over the company.   

The German labour market is characterized by its highly skilled workforce, strong labour unions 

and a well-developed vocational training system (the Guardian, 2024). Getting skilled workforce 

for any kind of business is not difficult for those organizations which wants to expand their 

business on the Germany. Germany’s dual education system which combines classroom learning 

with hands-on training produces a workforce that is not only technically proficient but also highly 

adaptable to the demands of the modern economy. The country’s labour market is also famous 

for its focus on work-life balance, with regulations that protect employee rights including strict 

working hour limits and generous vacation allowances. Those organizations who fail to follow the 

labour law of the country go through strict financial punishments. Moreover, employees also do 

not wants to work with them which impacts the operations of the organizational as well.  

 

But Tesco may face several communication challenges when expanding into Germany. One of 

the primary barriers is the language difference as English is not as widely spoken in Germany 

compared to other European countries (Timothy Garton Ash, 2023). While many Germans, 

specifically those who live in the urban cities and young generation can speak in English but for 

dealing with the local stakeholders, government authorities, and employees required proficiency 

in German.  Tesco may need to invest in language training for its expatriate staff and ensure that 

key documents and communications are available in German to facilitate smooth operations. 

 

Another potential communication challenge exists in the differences in business etiquette and 

social expectations (Guffey and Loewy, 2019). German business culture is formal and 
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conservative where maintaining punctuality is very important if any one fails to do it then their 

reputation is significantly impacted. Meetings are typically structured and to the point, with a clear 

agenda and focus on achieving specific outcomes. But UK culture is totally different from it, where 

small talk and relationship-building play a more significant role in business interactions. The 

businesses in the UK get the flexibility to operate their business. Tesco will need to adapt to these 

expectations by promoting a more structured and formal approach in its German operations by 

ensuring that its management team is aware of and respects the local business customs. 

 

Belgium is a unique and complex country in Europe, which is famous for the multilanguage and 

multiculture (@FinancialTimes, 2024).  It is divided into three regions such as Flanders in the 

north where Dutch is predominantly spoken, Wallonia in the south where French is the main 

language and a small German-speaking community in the east. Brussels is the capital of the 

country where both Dutch and Frenches is used to do official work.  

 

Belgium's social context is shaped by its regional diversity, which extends to various aspects of 

daily life and business practices (@FinancialTimes, 2024). This regionalism is reflected in its 

labour market, which is characterized by significant differences in employment practices and 

workplace norms across the country. The country’s workforce is well educated and skilled as well 

as they have expertise on multilanguage which is advantageous for the international business. 

Multinational company like Tesco will be benefited by the employee’s expertise in the 

multilanguage. But this linguistic diversity can also present challenges, specifically for companies 

operating in multiple regions. 

Applying Hofstede’s cultural dimensions to Belgium reveals several important aspects of its 

business culture (Hofstede-insights.com, 2020). Belgium scores relatively high on Individualism 

which indicating that personal achievements and individual rights are highly valued. Employees 

of the country are very conscious about their right and if their rights are not fulfil then they seek 

helps from the related authority. Moreover employees place a strong focus on the personal goals 

and autonomy.  
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Belgium’s Power Distance score is moderate which suggesting that hierarchical structures are 

accepted but not rigidly enforced (Hofstede-insights.com, 2020). Employees generally expect to 

be consulted and involved in decision-making processes. Employees become motivated and 

engaged in the work when organizations develop a collaborative and less authoritarian culture. 

So businesses which wants to expend their operations in the Belgium’s needs to involve 

employees in the discussions and decisions making.  

On the dimension of uncertainty avoidance, Belgium has a high score which indicating a 

preference for structured environments and clear rules to reduce uncertainty (Hofstede-

insights.com, 2020). This characteristic is observe in Belgian business practices, which often 

emphasize formal procedures and risk management. Those companies which operating in the 

Belgium need to ensure that their strategy align with thorough planning and risk assessment. 

Other then that, they will not sustain in the long run.  

Tesco may face communication difficulty because of the Belgium’s multilanguage nature. The 

necessity to operate in multiple languages can lead to misunderstandings or miscommunications, 

specifically if the language proficiency of employees or partners is not uniformly high (Griffin, 

2022). Tesco needs to establish effective communication strategies that serve to the different 

language preferences. By hiring local people in the front desk role, the company can ensure that 

customers will get their prefer products without facing any problems. Moreover, the company 

needs to develop the policy and products labelling in the multiple language to ensure that 

employees and local people can clearly understand it. 

Regional cultural differences add another layer of complexity (Griffin, 2022). Business practices 

and social norms can vary considerably between Flanders, Wallonia and Brussels. Tesco needs 

to develop their strategy based on the regional context. All the decisions and business strategy 

need to be take very carefully and to ensure that employees have enough communication skills, 

the company can provide language training and workshops to the employees. 

 

Several key things need to be considered for selecting a country between Germany and Belgium 

as potential expansion locations for Tesco. Culturally, Germany’s focus on the on precision, 

efficiency and structured communication aligns well with British business practices. So to adopt 

the German culture become easier for the Tesco as employees are used to with it. But Germany’s 

high level of uncertainty avoidance means Tesco would need to establish clear procedures and 
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risk management strategies to meet local expectations. On the other hand Belgium’s 

multilanguage and multiculture environment presents a more complex cultural landscape 

(@FinancialTimes, 2024). While this diversity can be an asset but Tesco also required to deal 

with the varying communication styles and regional differences which making operations more 

challenging. If the company wants to operate their business on the Belgium then they need to 

heavily invest on the employee’s training.    

Communication barriers are a significant consideration in deciding the country for Tesco’s 

business expansion. In Germany, the primary challenge would be adapting to a more formal 

communication style and ensuring that language proficiency is adequate, specifically in regions 

where English is less commonly spoken (Shenkar et al., 2021). On the other hand Belgium with 

its three official languages presents a more difficult challenge in terms of ensuring effective 

communication across different linguistic groups. The need to manage these three languages will 

enhance the chance of misunderstanding and customer dissatisfactions which ultimately 

impacting the company’s brand image.   

Labor market conditions also differ between the two countries. Germany offers a large and highly 

skilled workforce with a strong focus on vocational training which could benefit Tesco in terms of 

recruitment and employee development. As the retail business operations is highly challenging 

and ensuring customer satisfaction is the key for getting customer loyalty. German skilled 

employees can ensure higher customer service and satisfaction (Shenkar et al., 2021). Belgium’s 

labour market is also skilled but more divided because of the regional differences in employment 

practices and norms. This division could pose additional challenges for Tesco in maintaining 

consistent standards and practices across the country. 

Overall based on the above analysis, Germany is the recommended country for Tesco’s 

expansion. But for ensuring the Tesco’s long term success, considering all the aspects of the 

Belgium is very important. To overcome communication challenges, Tesco should invest in 

language training for key staff, ensure clear and structured communication channels and adapt 

its business practices to align with German cultural expectations.  
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Conclusion  

In conclusion, this essay assesses the possibility of the Tesco’s expansion on the EU countries. 

Two countries, Germany and Belgium are primary considered for the Tesco’s expansion. Both 

countries have several advantages and disadvantages. Through assessing different aspects, 

Germany is selected as the best market for the company’s business operations. The reason 

behind this is Germany's business structure match with the UK. But the company need to ensure 

that employees have the necessary communication skills.   
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