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Main conftent / Agenda of the
presentation

= Why Sainsburysin Germany?¢

= Why chose Germany¢

= What could hinder Sainsbury's developmentin Germany<¢

= Why can cultural differences affect the expansion of Sainsbury's?

= Can Sainsbury's overcome cultural differences and succeed in Germany?¢
= Cultural sensitivity in Germany/ The differencesfrom the UK

= Hofstede cultural Dimensions: UK and Germany

= Recommendationsfor the Sainsbury's successin Germany

= CONCLUSION
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why SQ@iNsburys
In Germanye

= "Quality perfect, prices lower*

Thisis the slogan with which Sainsbury'swas bornin the
United Kingdom, and the German people feel the need for
quality and preferably at satisfactory prices.

| fOr Sainsbury's fo expand and cross the borders of the
JAtneeds to makeitself noticed and have the supportof a Sg R
strdong counftry like Germany. B ‘ e N

J.gAINSBﬁl{RY
= |t'sa CHALLENGE! | =

MISSION: Establishing a Sainsbury's management office in
?e(rjmcmy and overcoming cultural barriers to boost global
rade.

VISION:To be the strongest retailer of food and beyond, a
market leaderinternationally, who has succeeded and
offers customers low prices with high quality.

nburyplc
Source: Sainsbury's Archives, 1919




Why Germanye

= Germany is the largest economyin EUROPE.

Re’rolil trade in Germany has a compound annual growthrate of 4% according to Marketline
analyses.

In other words, Sainsbury's entry into Germany offers the opportunity for massive growth and the
chance to expand throughout Europe.

= Purchasing power

Germany has purchasing power, which allows Sainsbury's fo easily enter the German retail market.
Accordingto a study by GfK, Germans' purchasing poweris increasing by 2.8% per capita inthe
current yearcompared to the previous year.

= Customertrust

Sainsbury's successin Germany cerfifies Sainsbury'sinternationally, as customers trust Germany's
solideconomy and developed market.

Germany is the right choice!

= “In the businesssetting, Germans ook for security, well-defined work
procedures, rules, estab- lished approaches, and clearly defined individual
assignments. In short, the German business environmentis highly structured.
"Ordnung" (order) is the backbone of company life.” -

(Deresky, Helen, Infernational Management: Managing Across Borders and Cultures, Text and Cases, 2016, p.132)




What could hinder Sainsbury's development
INn Germanye

= Developing a brand like Sainsbury'sin Germany can be hindered primarily by
Brexit. The expansion of an English brand within the European Union isregulafed
by the EU-UK trade and cooperation agreements.

» There have been otherretailers that attempted expansion from the United
Kingdom to Germany and it didn't work out. A notable exampleis Marks &
Spencer, which entered the German marketin 1999 and in 2002 was "swallowed
up".

= Strong competitioninthe localmarket canindeed be another obstacle for
Sainsbury's entry and development in Germany.

= Sainsbury's should indeed build a strong image to be seen as a potential retailer
in the German market.

- CU|T|L<JI’(?| differences can indeed affect Sainsbury's entryinto the German
market.
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Why can cultural differences affect the
expansion of Sainsbury's?

= Deresky si Helenstatein “International Management”
"cultural sensitivity or cultural empathy”

means

being aware of another society's perspective,
Accepting and

adapting to another culture.

As long as another culture is studied, understood, and accepted-

international managers can dev eIoP appropriate policies so that integration and
resilience strategies can be successtully implemented in the market
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Why can cultural differences affect the
expansion of Sainsbury's?

= LANGUAGE: Germans are proud patriots and love theirlanguage.
Sainsbury'sis an English name, which may represent a barrier to integrating
the brand intfo the German market.

FOOD CULTURE: Certainly, Germany and the United Kingdom have different
food preferences, and Sainsbury's should adapt to the preferences of the
Germans.

PERCEPTION OF PUNCTUALITY

Market Competition: strong competition against Sainsbury's.

Workforce and Work Regime: Germany and England differin terms of work
organization, with Germans being oriented towards adherence to
standards and rules.

Both countries have cultural diversity among theiremployees, with both
havingimmigrant workers in supermarkets.
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Can Sainsbury's overcome cultural differences
and succeed in Germany?

= With careful attention and thorough market analysis, including
understanding the requirements of the German market

= With detailedresearch on the competition

= With a study of the failures of other English retailers entering the German
market (e.g., Marks & Spencer) to identify mistakes

= With a significant openness and adaptability to the German market

Sainsbury's can achieve long-term success in Germany.
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Cultural sensitivity in Germany/
The differences from the UK

= Due to cultural differences, the marketing culture is completely diffe

| took the differencesin marketing campaigns by Lidl as an example.

Lidl Germany page and
UK Germany: ¥ Pag

your slogan:

y ) "Discover now the online
Creativity, Humor, and Diversity; Efficiency and Quality; shop categories and
Focus/on Quality and Value; Simplicity and Clarity; much more!"
Divefsity and Innovation Value for Money;
C % lidide B %
(S STHEIS Vo hose st Jetzt die Onlineshop-Kategorien entdecken und vieles mehr!

NE i (

Baumarl kt Baby & Kind Sport & Outdoor Multime

A

Garten & Balkon Wohnen Haushalt & Kiiche

Lidl UK page and your
slogan:

“Great deals at your local
store!"




Economy

Details for ENGE the United Kingdom

Cultural sensifivity in Germany/
The differences from the UK

Germany

United Kingdom

Currency:

Unemployment rate:

Inflation rate:

Cost of Living:
(USA = 100%)

Commercial taxes and contributions:
Average income:

Average wage:

Central government debt (% of GDP):
General government debt (% of GDP):

Corruption index:

Source:WorldData.info

euro
(1 EUR = 100 Cent)

3.0 %
6.87 %

82.26 %

48.80 %
54,030 USS
47,836 USs

45.95 %

66.54 %

22 (good)

Sterling pound
(1 GBP =100 Pence)

3.6 %
7.92 %

98.52 %

30.60 %
49,240 USs
50,209 USs

100.75 %
101.36 %
29 (good)
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Hofstede cultural Dimensions: UK and
Germany

= 1. Power Distance:

UK: Medium hierarchicallevels+ open communication between employees
and management:“open-door management”

Germany: Rigidity and vertical hierarchical structure with detailed planning.
There are procedures, control, and rules.

= 2. Individualism vs. Collectivism:

UK: Flexible relationships and embracing of ideas;
Germany: "Germans rank quite high on Hofstede's individualism dimension.”
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Hofstede cultural Dimensions: UK and
Germany

= 3. Masculinity vs. Femininity:

UK: There is gender equality, with a slight tendency towards male power, and
gender diversity is promotedin companies;

Germany: Tendency towards masculinity, with tendencies towards gender
diversityincompanies;

4High Masculinity* Low
Assertive/Materialistic Relational
l: 5 A A& & & & A 42 A 4 A /

JPN MEX GER UK US. ARA FRA KOR POR CHC DEN SWE
» 4. Uncerfdlnfy AVOqunce: *Not to scale — indicates relative magnitude,
Source: Data based on G. Hofstede, 1983.

UK: They have a high degree

Germany: 'They have a high degree of uncertainty avoidance,"evenin
negotiations, detailed informationisrequested to avoidrisks.
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Hofstede cultural Dimensions: UK and
Germany

= 5. Long-Term Orientation vs. Short-Term Orientation:

The United Kingdom and Germany are classified with a short-term orientation.

Long-Term/Short-Term Orientation*

= =/

CHI lND US CAN UK GER AFR

*Not to scale—indicates relative magnitude.

Source: Databased on G. Hofstede, Culture’s Consequences: Comparing Values,
Behaviors, Institutions, and Organizations across Nations, 2nd ed. (Thousand

Oaks, CA: Sage, 2001).
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Recommendations for the Sainsbury's
success iIn Germany

» Sainsbury's needs to learn from the mistakes of Marks & Spencer, which did
not survivein the German market;

= To analyze the competitive market by establishing a Sainsbury's
management office in Germany;

= | propose conducting a detailed analysis of German cultural beliefs and
policies and abandoning English cultures once entered the international
market;

Analyze and adapt to the marketing strategy used in Germany.

CONCLUSION

Sainsbury's can sustain long-term success in Germany under the following

condifions: .
Source: Sainsbu

- Respecting German cultural values;

- Analyzing the competition
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