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Introduction
Growing a business can be challenging, but sometimes it is essential. In order to expand abroad and reach new customers, you need to apply your international business communication skills. This is the process of developing strategies, designing and operating systems, and working with people around the world to ensure sustained competitive advantage. However, sometimes expanding in a different country could be tricky, because of their culture and many other obstacles that may occur. In this essay we will be looking at how to overcome those obstacles and expand our British company “Ted Baker” into France and Spain. 

The company
“Ted Baker” is a British fashion and retail company, established in 1987 by Ted Baker in Glasgow. It started as a male’s fashion company, selling mostly dress shirts and providing free washing for them. Nowadays, Ted Baker’s portfolio is so large, and you can see them in the leading department stores, also with their own shops. They sell both men and women’s clothes, shoes, skincare products, toiletries and they even have kid’s departments. Their shops are mostly located in the UK and USA, but they also have some shops in Asian countries. Their number of employees for 2022 is more than 2200.
As we are trying to expand the company in more EU countries, we will look more into the culture of those countries, and in fact France and Spain.

Evaluation of the two EU countries - France and Spain
As Ted Baker looks to expand its presence within the European Union, both France and Spain present attractive opportunities. Each country has unique cultural, social, and economic factors that can impact the success of the expansion. This evaluation will compare France and Spain using country facts, cultural differences, social contexts, and the Hofstede cultural dimensions model. The analysis will focus on language, possible risks, labor outlook, and workforce diversity to determine the best fit for Ted Baker’s strategic goals.

France
France is a country deeply rooted in tradition, with a strong emphasis on fashion and cultural sophistication. French consumers place high value on quality, heritage, and brand prestige, aligning well with Ted Baker's brand identity. However, the French market is known for its selectivity, with consumers maintaining high expectations for both quality and service.
The official language, French, plays a critical role in business, as localizing marketing efforts and customer service in French is essential for building trust and loyalty. While many business professionals in France do speak English, demonstrating respect for the French language and culture is key to establishing a strong brand presence.
Despite its attractive market, France presents certain challenges, particularly for foreign companies. The business environment is highly regulated, with strict labor laws that can complicate operations. Additionally, France's relatively high tax burden may affect profitability. The market can also be resistant to foreign brands, especially in the luxury and fashion sectors, where local competition is fierce.
On the positive side, France offers a highly skilled and diverse workforce, underpinned by a strong emphasis on education and professional development. However, the labor market is characterized by stringent employment laws and high levels of job protection, which can limit flexibility and increase operational costs. The country also faces a relatively high unemployment rate, especially among young people, which could impact the availability of talent.
Spain
Spain is characterized by its vibrant culture, strong family ties, and relaxed lifestyle, all of which contribute to a market that is highly fashion-conscious. Spanish consumers have a keen interest in both local and international brands, making the country an appealing market for fashion retailers like Ted Baker. However, Spain's regional diversity, with distinct cultural identities in areas such as Catalonia and the Basque Country, may necessitate tailored marketing strategies to effectively reach different segments of the population.
The official language is Spanish, but regional languages like Catalan and Basque are also widely spoken. Unlike France, where English is more commonly used in business settings, fewer Spaniards speak English fluently, making localized marketing and customer interactions in Spanish even more crucial for success.
Despite its appeal, Spain does present certain risks. The country’s economic recovery following the financial crisis has been slower compared to other EU nations, resulting in economic disparities and varying levels of consumer spending power across regions. Additionally, the political climate, particularly concerning regional independence movements, can pose risks to market stability.
On the labour front, Spain offers a young and diverse workforce, though high youth unemployment rates present challenges. While labour laws in Spain are relatively flexible compared to those in France, making it easier to adapt to changing business needs, the competitive job market means that companies may face difficulties in attracting and retaining top talent.

Communication Barriers
When expanding into France and Spain, a British business like Ted Baker may face several communication barriers that could affect its market entry and operations.
In France, although many professionals speak English, there is a strong cultural attachment to the French language, especially in business settings. Using French in communications, marketing, and customer service is often seen as a sign of respect and commitment. Failure to prioritize French could lead to misunderstandings or perceptions of cultural insensitivity. Additionally, the formal and hierarchical communication style in France may clash with the UK's more direct and informal approach, complicating negotiations and relationship-building.
In Spain, the language barrier can be more significant, with English proficiency generally lower than in France. Spanish is the dominant language, but regional languages like Catalan and Basque are also important, particularly in areas with strong cultural identities. Ignoring these linguistic differences in marketing and communication could alienate potential customers. Spain's communication style is typically more expressive and personal, which may challenge British businesses used to a more reserved approach, especially in building trust with local partners and consumers.
Both countries also present challenges related to non-verbal communication, business etiquette, and negotiation styles. In France, subtle non-verbal cues are important, while in Spain, more direct and expressive body language is common. Misunderstanding these cultural differences could hinder effective communication.
Overall, the communication barriers in France and Spain arise from language differences, cultural nuances, and distinct communication styles. To succeed, Ted Baker will need to develop a deep understanding of local languages, be sensitive to cultural expectations, and adapt its communication strategies to resonate with French and Spanish consumers.

Hofstede’s cultural Dimensions
Hofstede’s cultural values or dimensions provide a framework through which sociologists can describe the effects of culture on the values of its members and how these values relate to the behaviour of people who live within a culture. (Nickerson, 2023)
The Dutch management researcher Geert Hofstede created the cultural dimensions theory in 1980 (Hofstede, 1980).
France
France exhibits a relatively high-power distance, indicating a society where hierarchical structures and centralized decision-making are the norms. Authority is generally respected, and organizational structures tend to be formal. In contrast, the UK has a somewhat lower power distance, reflecting a more egalitarian approach where hierarchies are less pronounced, and decision-making may be more decentralized.
French culture places a strong emphasis on individualism, where personal achievements and individual rights are highly valued, aligning well with Ted Baker’s focus on individuality and personal expression. Similarly, the UK also scores high on individualism, fostering an environment that celebrates personal success and self-reliance.
With a high score in uncertainty avoidance, France favours clear rules, stability, and established brands, as French consumers tend to be more risk-averse. This cultural trait makes the market particularly receptive to brands with a solid reputation. The UK, while also valuing stability, tends to be slightly more open to innovation and change, though it similarly respects established brands.
France scores low on masculinity, indicating a preference for quality of life, work-life balance, and consensus, which aligns with Ted Baker’s emphasis on lifestyle and inclusive branding. The UK, with a moderately higher score on masculinity, tends to emphasize competitiveness and achievement more strongly, though not to an extreme degree.
In terms of long-term orientation, France adopts a pragmatic approach, valuing enduring relationships and long-term investments, which is advantageous for a brand like Ted Baker that seeks to build lasting customer connections. The UK also values long-term planning but often balances it with a readiness to adapt and innovate.
Finally, France exhibits a moderate level of indulgence, balancing enjoyment with restraint. Marketing strategies that emphasize quality and selective indulgence are likely to resonate well with French consumers. The UK, similarly, moderate, leans slightly more towards indulgence, reflecting a culture that enjoys reward and pleasure without excessive excess.
Spain
Spain's cultural profile shows a moderate power distance (57), where hierarchies exist but collaboration and flatter structures are more common compared to France. Unlike the more individualistic UK, Spain scores lower on individualism (51), emphasizing group loyalty and collective well-being. This suggests that Ted Baker might benefit from a community-oriented marketing approach in Spain. With a high uncertainty avoidance (86), similar to both France and the UK, Spanish consumers prefer stability and well-established brands. Spain’s low masculinity score (42) reflects a society that values relationships, quality of life, and work-life balance, which aligns well with Ted Baker’s ethos. Additionally, Spain’s short-term orientation (48) indicates that marketing focused on immediate results and trends may resonate more effectively. Finally, with a balanced indulgence score (44), Spanish consumers appreciate pleasure but maintain restraint, so marketing that highlights enjoyment without excess is likely to appeal.
Recommendations
Given the analysis of cultural dimensions, France emerges as the more strategic choice for Ted Baker's expansion, particularly due to its proximity to the UK, which offers logistical advantages and easier management of operations. While Spain presents a more collective-oriented society, France's similarities to the UK in certain areas, such as uncertainty avoidance, make it a familiar environment where Ted Baker can leverage its established brand reputation effectively.
To overcome communication challenges in France, Ted Baker should adopt a more formal and hierarchical communication style, which aligns with French cultural norms. Respect for professional titles and clear, concise messaging will be crucial. Highlighting the brand’s heritage, commitment to quality, and long-standing reputation in marketing campaigns will resonate well with French consumers, who appreciate stability and tradition. Additionally, the focus on well-established brands in France provides Ted Baker with a unique opportunity to position itself as a premium, reliable option in the fashion market.
Training and development will be essential to ensure smooth interactions between UK-based employees and their French counterparts. Cross-cultural training should cover French business etiquette, communication styles, and language support. Encouraging employees to learn French will not only enhance communication but also demonstrate respect for the local culture, fostering stronger relationships with French partners and customers.
Moreover, Ted Baker should establish partnerships with local French businesses and influencers who understand the market dynamics. Engaging with the local community through events and collaborations that emphasize the brand’s commitment to quality and excellence will help build a positive reputation and foster loyalty among French consumers.

Conclusion
In conclusion, expanding into France offers Ted Baker the advantage of proximity, allowing for more manageable logistics and operations. By adapting to the local communication styles and leveraging its established brand reputation, Ted Baker can successfully navigate the French market and create a positive environment for growth and success.




















References

1. https://www.macrotrends.net/stocks/charts/TBAKF/ted-baker/number-of-employees
2. Ibanez, F., 2022. International Business. Global Business Insights, [online] 21 January.
3. https://www.tedbaker.com/uk/info/about-ted
4. Expatrio, 2024. German Business Culture. Expatrio, [online] 19 February.
5. Nickerson, C., 2023. Hofstede’s Cultural Dimensions Theory & Examples. Simply Psychology, [online] 24 October.
6. Hofstede, G., 1980. Culture's Consequences: International Differences in Work-Related Values. Beverly Hills, CA: Sage Publications.
7. Hofstede Insights. (n.d.). Country Comparison: France, Spain. Available at: https://www.hofstede-insights.com
8.   European Commission. (2023). Labour Market Information: France and Spain. Available at: https://ec.europa.eu
9.   OECD. (2023). Economic Outlook for France and Spain. Available at: https://www.oecd.org 
10.   World Bank. (2023). Data on France and Spain. Available 
at: https://data.worldbank.org 







image1.jpeg
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





