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Identification of a suitable country for the business expansion of Tesco
Business expansion to various countries can help companies to develop their sales and brand image. The essay will be developed aimed at helping a British multinational business expand to an EU country. In the essay, the selected UK company will be Tesco and the EU countries are Germany and Italy. British business communication is mainly verbal and indirect communication. Moreover, the country’s business communication style is task-oriented and formal. The essay will develop a comparison between culture and communication patterns among the UK and other two EU countries to identify which country will be more suitable for the UK business for international expansion. In the essay, the company will recommend the ways it can overcome communication barriers while expanding the business internationally. Tesco plc is a British multinational retail company which provides groceries and general merchandise. It is a public company established in 1919 by Jack Kohen. Headquarters of Tesco is situated in Hertfordshire, England. Key services of the company include supermarkets, superstore, hypermarkets, and convenience shops. Tesco is the grocery market leader in the UK with a market share of over 28%. Moreover, the company has expanded its business in Ireland, Hungary, Czech Republic, and Slovakia. The company operates with over 5000 stores in different parts of the world. It provides almost six different store formats in diverse sizes and product ranges in the UK. More than 330,000 employees work in the company and its annual revenue is over £65.762 billion (tescoplc, 2024). 
Two specific EU countries are selected here that are Germany and Italy to evaluate cultural differences between these two EU countries and the UK where the headquarters of Tesco is situated. Considering the profile and social context of Germany, it can be stated that the country comprises different individuals and families. Maximum part of the population of Germany is organised, thrifty, and industrious. Most Germans prefer to talk about culture, sports, politics, the environment, and philosophy. Germany mainly developed a formal social structure with strict devotion to rules and regulations as well as respect for authority. On the other hand, the UK is quite different from Germany in terms of social context and profile. The UK developed quite an informal social structure with a strong value and focus on personal expression and individuality. British families are conventionally small and the society in the UK consists of the group behaviour of UK people as well as collective organisation, social interactions, and political attitudes (bbc, 2023). Considering the language aspect, it can be stated that between Germany and the UK, there is not a big barrier. Germany’s official language is German; however, English is widely spoken in this country. Moreover, in the UK, English is the official language which is spoken throughout the country. Considering the cultural and social differences between these two countries, it can be stated that there will be some potential risks for UK businesses like Tesco to expand and operate the business in Germany. For example, misunderstandings can increase during interactions due to differences in social norms and communication patterns. Germans mainly prefer to be straightforward during conversations which can seem rude to UK people. Focusing on the labour outlooks of these countries, it is considered that both countries developed quite similar workforces. For example, Germany has a skilled and diverse workforce where diversity is the key focus. Moreover, the UK has developed a skilled workforce with a strong focus on inclusion and diversity. 
Along with that, Hofstede’s Cultural Dimensions is applied here to develop a cultural comparison between Germany and the UK. Focusing on the power distance dimension of this model, it is considered that Germany is highly decentralised as well as completely supported by a strong middle-class society. In the country, a participative and direct communication and meeting style is very common. Moreover, the UK has a low score in this dimension just like Germany. This indicates that UK people mostly believe inequality must be reduced. Focusing on the individualism dimension, it is stated that the German society is an individualist one as there is a solid belief in the supreme of self-actualisation (Mah, 2019). The UK is moreover similar to German culture in this dimension as societies in the country highly value privacy and self-image. A high score of Germany on the masculinity dimension specifies that German society is driven by achievement, success, and competition. The UK is moreover considered a masculine country that values competition, accomplishment, and success. Focusing on the uncertainty avoidance dimension, it is stated that Germany is one of the uncertainty-avoidant countries. The country tends to reimburse for its higher uncertainty by mostly depending on expertise. The UK has a low interest in uncertainty avoidance as people from the UK society are quite comfortable with ambiguity and they can tolerate insufficient information regarding what the future will hold. Considering the long-term orientation dimension, it can be stated that Germany is a pragmatic country and the people of the country believe that trust relies on time, context, and situation (Riechers et al., 2021). On the other hand, the UK is neutral in this dimension. The low score of Germany in indulgence orientation indicates that the culture of the country is self-possessed. However, the UK demonstrate a weak desire for control and a propensity to attempt to realise their requirements. 
Apart from that, there are significant socio-cultural differences between Italy and the UK. In terms of social context and profile, the culture of Italy highly emphasises direct communications where people mostly prefer to openly speak about their emotions (afsusa, 2024). During conversations, people of the country expect honesty and avoid ambiguity. Italians are mainly opinionated, talkative, and curious. Contrary, the UK mainly values indirect communication. British are comparatively indirect communicators and they avoid strong conflict and take all the essential measures to stay polite during conversations. There is a significant language barrier between Italy and the UK (commisceo-global, 2024). The official language of Italy is Italian with regional distinctions, like Neapolitan and Sicilian. Moreover, many people in the country speak Romance language. On the other hand, UK people speak English with a broad range of regional vernaculars and accents. While conducting business in Italy, a UK company can experience possible risks of miscommunication and misunderstandings due to cultural and communication differences. Considering the labour outlooks of both countries, it can be stated that Italy and the UK both make efforts to encourage and promote inclusion and diversity in their workforce. 
To evaluate cultural differences between Italy and the UK, Hofstede’s Cultural Dimensions in applied in the context. Considering the power distance dimension score of Italy is neutral that indicates that the country favours decentralisation of power and equality. Whereas the UK more believes in equality. Italy scored quite high in the individualism dimension as people of the country have the tendency to look after first themselves and their families rather than society. The UK is moreover quite similar to Italian culture in this dimension as people of the country highly prioritise and value privacy and think about themselves first. Italy has a high score in the masculinity dimension as Italians are success-driven and oriented similar to the UK society where competition, success, and accomplishment are highly prioritised (Yanagisako, 2020). Italy moreover has a higher score in the uncertainty avoidance dimension as Italians are quite uncomfortable in unpredictable and uncertain situations. Whereas the medium score of the UK in this dimension indicates that the country has discomfort to some extent with uncertainty and prefers clear rules and guidelines. Considering the long-term orientation dimension, it is believed that Italy has a practical culture and societies in the country that highly value thrift and determination. The UK moreover quite different to Italy in this cultural dimension as the country gives a higher value to future planning. The low score of Italy on the indulgence dimension indicates that the country developed a culture of restraint (Khrebtan-Horhager, 2019). In this dimension, UK culture is quite similar to Italy as UK people have a strong focus on gratification and pleasure of fundamental human needs. 
While expanding and operating the business in EU countries, a UK business, like Teso may experience various communication barriers which can create a huge difficulty for its effective workforce and stakeholder management in terms of interaction and collaboration. Considering the socio-cultural and communication context of Germany, it can be stated that the country has some specific business etiquette and communication styles which can create communication barriers for the UK business. In German business culture, the communication style is direct and definite. People of the country highly value concise, clear, and fact-based discussions. They acknowledge straightforwardness and honesty as well as expect the same from others (Bryła, 2019). In this context, the UK business, Tesco can face a significant barrier to communication as UK culture mainly develops an indirect communication style. UK people remain polite throughout discussions and avoid gestures which seem rude to others. In this case, UK businesses might see the directness of German's communication style as aggressive and rude which can create misunderstanding and conflict while operating business in Germany. Germans mainly utilise formal language in written communication, strictly complying with the grammatical rules. Non-verbal communication is moreover a vital aspect of business etiquette in Germany. Germans highly maintain physical gestures, like eye contact while conversations as signs of sincerity and honesty. Personal space is moreover highly appreciated in conversation and it is very important in Germany to maintain humble distance during meetings and conversations. In this case, British employees may feel difficulties in maintaining the level of formality and space expected in business interactions in Germany (santandertrade, 2024). 
Though many people in Germany know and speak English, there might be a significant language barrier while conducting business in Germany. In this case, accents, pronunciations, and misapprehension of cultural expressions and language nuances may lead to miscommunication and misunderstandings during conversations. Along with that, in the business culture of Germany, the code of behaviour for greeting and meeting is structured and formal. Handshakes are a very common and important gesture in German business culture. A brief and firm handshake attended with direct eye contact is the norm of the country’s business etiquette and culture. Along with that, punctuation is highly appreciated and valued in German business culture. Unable to meet deadlines and arriving late for a meeting are considered disrespectful which can adversely impact a business relationship (todaytranslations, 2024). Therefore, while operating the business in Germany, the UK business may face communication barriers due to differences in the business cultures and etiquette. Though UK business culture emphasises discipline, punctuality, and politeness, the British are often known for their ironic humour and tongue-in-check that often they use during greetings and business meetings. Therefore, it will be quite difficult for UK employees to adopt and maintain high formality, straightforwardness, and strict gestures while interacting with German business people.
Apart from that, while expanding and operating the business in Italy, the UK business moreover can experience some vital communication barriers. The communication styles of Italians are quite different from the UK people. A context culture exists in Italy that means non-verbal signs and subtleties drive the conversations as well as relationships instead of straightforward verbal communication like in Germany. Italians mainly prioritise indirect communication and their conversations hold emotions. Though UK people moreover utilise an indirect communication style, they may face difficulty in dealing with too emotional and abstruse communication styles of Italians (Holliday, 2020). Language issues can be a significant communication barrier for the UK business while operating in Italy. Most Italians speak their native languages; however, in business settings, they speak English. Though English is broadly spoken in business settings in Italy, in many places and localities, accent, language proficiency, and preferences for local languages vary. Therefore, while operating the business in Italy, especially while interacting with local employees and customers, the UK business may face miscommunications and misunderstandings due to variances in tone and language proficiency. Apart from that, communication barriers can be developed for the UK business in Italy due to different business mentality and culture. In Italy, during business meetings, it is quite common to openly express disagreement as well as productive conflict. In this business culture, often initial meetings are informal opportunities for assessing business people and developing relationships (Milosevic, 2019). For Italian, during a business meeting appearance matters the most and they highly believe in hierarchy and status. In this case, the UK business may find it quite challenging to establish relationships with Italian business professionals as the British business culture is quite different from Italy. For example, during a business meeting, British business professionals do not generally and openly disagree, instead they often use humour and vague statements. 
Considering the above-developed evaluation, it is recommended that Tesco expand its business in Germany. From the established cultural comparison among the UK, Germany, and Italy, it is found that the UK and Germany share some similarities and common aspects in their socio-cultural contexts which will allow Tesco to effectively operate the business in Germany. Considering the findings from Hofstede’s cultural dimensions analysis, it is understood that both the UK and Germany have greater prospects for equality and individualism in both business and social interactions (Veblen and Mayer, 2022). There is a limited language barrier between these two countries as Germans widely accept and use English during professional interactions. Therefore, Tesco will be able to effectively interact with its stakeholders in Germany. Moreover, both countries' business cultures highly value empathetic and active listening, formality, and punctuality which will allow the company to maintain a healthy and effective professional and communication setting in the workplace while operating business in Germany.
To overcome further communication barriers and develop a positive work environment during international business expansion, Tesco needs to consider the following strategies. Tesco is recommended to consider and prioritise local languages while developing interaction with local customers and employees in Germany as it will indicate a respectful gesture towards the country’s culture and language. Moreover, the company must learn to use local language and norms while marketing the product in Germany so that it can be easily understood and appreciated by locals. Recruiting local talent can moreover help Tesco overcome communication barriers during the international business expansion. Through the recruitment of local talented and skilled candidates, the company will be able to gain proper cultural perspectives to enhance communication as well as marketing while expanding the business. For example, recruiting local marketers, content writers, and salespersons can allow to grow the business in Germany. Along with that, to overcome communication barriers during international business, Tesco is suggested to develop an inclusive work culture. Such a culture is very effective in incorporating diverse values and norms from the international country into the organisation by making it global as well as friendly towards employees and customers throughout the world (Tuleja, 2021). 
It is concluded that expanding business in an international context requires a strong understanding of cultural and communication differences. The business culture and the selected EU countries’ culture are quite different along with the ways they communicate. Therefore, various communication barriers can be developed when a UK business tries to expand its business in the EU countries. The essay has compared cultural differences among these countries with the application of Hofsted’s cultural dimensions. Suitable strategies to overcome various communication barriers have been recommended in the essay for successful international business operations. 
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