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Business communication has been an essential ingredient in the success of modern business organisations. There is a definite structure in the type of business communication that is observed in various parts of the world. The British way of business communication is also unique and follows the epitome of the British legacy. English is the preferred language in British business communication and the British people prefer professional attire in business meetings and the work environment. Strong handshakes are common and are signs of greeting in a meeting. The communication is courteous in nature and business persons and employees maintain a sense of courteousness in communicating with others. There is a tendency to avoid harsh language and confrontation in business communication and everything is done formally (Malyuga, Ivanova, and Feigina, 2020). 
Therefore, a business operating in the UK may find it difficult to operate in countries with different communication styles. The present study will try to analyse the market expansion strategies related to Tesco – one of the leading retailers in the UK industry and how it can take care of communication problems while entering a new country. 
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Tesco is one of the biggest retailers in the world and is based in the UK. The company has expanded to various countries and operates around 7000 stores worldwide. Most of its expansion has been based in the European countries of the UK, Hungary, Ireland, Poland, Czech Republic, and Slovakia (Tesco Worldwide, 2024). The company has been well-known for its ability to deliver cheap and affordable products to its customers. The retail stores of Tesco are all-inclusive and consist of product categories like groceries, books, electronic items, food, dresses, etc. The management of the company has also developed products under its own brand to deliver cheap products to the customers and this has been the reason why Tesco has become so successful. The online sales of the company have also developed and special care has been given to customer care aspects as well – especially, after Covid (Core purpose and values, 2024). 
However, in recent times, the performance of Tesco has not been up to the mark, and on closer analysis it can be seen that the net profit of the company has decreased to £1,000m in 2023 from £2.033m in 2022. The earnings per share and dividends have also decreased as a result. This is interesting as the turnover of the company has increased on a year-to-year basis. This underlines the fact that the management had to incur high expenses related to the operations and maintenance of the company (Key facts, 2024). The UK retail industry has also contracted given the deterioration of the economic conditions of the country after BREXIT. The growth rate has been flat in the UK economy in 2023 and the GDP has contracted by 0.1% in the 3rd quarter. Industry experts have claimed that the condition of the economy will persist in the coming years and there may be chances of recession (The Economic Times, 22nd December, 2023). Tesco has faced competition in the UK retail industry from low-cost German players like Aldi and Lidl which has also played a role in reducing its profits. Based on these conditions, the management is contemplating to move to an international destination. It would be viable for the company if the chosen market is in the EU region which will make it easier for Tesco to control its operations there. The management has chosen two tentative markets in the process – Italy and Belgium. The final destination will be chosen in the following parts of the study. 
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The evaluation of the chosen markets that have been specified can be done with the help of CAGE analysis which denotes the cultural, administrative, geographical, and economic distance. This can be stated with the help of the following chart:
[image: The cage framework | PPT]
Source: Clark, Li and Shepherd, 2018
Cultural distance: It is apparent that there are differences in cultures between the UK and the chosen countries. The best way to understand the differences in cultures is via Hofstede’s cultural dimensions. Geert Hofstede defined various dimensions upon which countries have been ranked (Dingil et al, 2019). The ranking of the countries can be stated with the help of the following figure:
[image: ]
Source: The Culture Factor Group, 2024
It can be seen that the culture of Belgium is similar to that of the UK in the context of individualism, indulgence, and long-term orientation. This means that business organisations in Belgium and Italy are not comfortable operating in ambiguous situations. The consumers in Italy are more price-sensitive than in the UK. In the case of Italy, there are huge differences between the countries in the context of power distance, long-term orientation, individualism, and indulgence. The culture in Italy is family-oriented and the consumers look to save money for their future. They are more conservative in spending money and thus, can be termed as the most price-sensitive people among the three countries (Beugelsdijk, and Welzel, 2018).   
The languages of communication in both these countries have been different from that of the UK. The people in Belgium and Italy are proud of their heritage and thus, look to speak in their native language. This can be a problem for the employees of Tesco coming to operate in these countries. However, of late, more and more people have learnt and understood English as countries have become more globalised. More and more international companies have come to these countries and thus, the society has become more vibrant (Paul, 2020). As Belgium and Italy have both been important contributors to the EU economy, the culture of the people has become more dynamic and people have not been protective about the same as they had done earlier. In addition to the ethnic communities living here, there are people from other regions of the world as well. This can be an advantage for Tesco as the employee pool will increase and the products will also be available to a more vibrant and dynamic market. 
Administrative distance: Belgium and Italy have both been parts of the EU and thus, are part of the common market policy of the organisation. There is free movement of goods and services within the EU region and thus, companies coming from this region would have significant advantages operating here. The UK was also a part of the EU and thus, was also a part of the common market. However, after BREXIT, the UK came out of the Union and thus, the UK companies lost their advantages in the EU countries. Therefore, a company looking to operate in any of the EU countries will have to pay a substantial amount of taxes and duties in order to make the products available there (Bloom et al, 2019). 
However, the relationship between the countries spanned many decades during the World Wars. Italy and the UK enjoyed friendly relations before the World War but they chose different sides due to their political ideologies (Pollard, 2020). Belgium, on the other hand, has friendly ties with the UK Government and has trading relations. There have been business and trade relations between the countries after they became parts of the EU and the same has continued up to now. 
Geographical distance: All these countries are situated in Europe and are connected by sea links as well as air links. Rail links have also been established from the UK to mainland Europe which makes it easier to commute between the countries. Italy and Belgium are closer to the existing markets of Tesco like Hungary, the Czech Republic, Poland, and Slovakia which can allow the company to take advantage of the existing supply chain. (Paul and Benito, 2018). 
Economic distance: As has been stated earlier, the UK economy has been shrinking after the country came out of the EU. On the other hand, Belgium is growing as a country within the EU with the development of a service-based and export-driven economy and per capita real GDP has been $53,300. The growth rate of the country has been 3.01% according to the 2022 figures. The country has an enormous supply of skilled workers who are well-versed in the modern-day technological landscape. Society has become cosmopolitan with the development of various cities and industrial belts all over the country (The World Factbook, 2024). Italy has also been a major exporter in the EU but the country was highly disrupted due to the Pandemic. However, the country has been looking to recover and has showcased an impressive 6.74% growth rate in 2021. However, the experts have underlined that the figures have often been skewed due to a lack of governance and corruption in the country. There is also high regional discrimination with the northern part of the country being more prosperous than the south. The real GDP per capita of the country has been $41,900 according to the 2021 figures which showcases that the country is not too far away from the stronger states in the continent (The World Factbook, 2024).
The analysis has provided some key facts related to the countries of choice for Tesco which can be enhanced by the analysis of the communication barriers that the company can face in these countries. 
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The communication style in the UK business landscape has been discussed in the introductory segment of the study. It will be interesting to understand the communication landscape in Belgium and Italy that may provide the mode of action for Tesco in the coming years. 
Belgium: People in Belgium are influenced by the individual cultural traits of their backgrounds. The Belgian society is fragmented and thus, their communication styles are highly influenced by the same. In general, the population is comfortable in English. They may appear as reserved because of their communication style which is direct and honest. The   Belgians expect the other party to the communication to “break the ice” and they also expect the other party to be direct in their communication. They value relationships and avoid being too intimate in the business context. However, they like the other party to be honest and they can open up if they develop good relationship with them (Passport to trade, 2024)
Italy: The Italians are more open than Belgians and thus, they are not as reserved. However, they also love their language and are more comfortable conversing in the same. They communicate openly about their emotions and they also expect the same from the other person. Therefore, it is better to converse with them directly and with honesty. They love humour and thus, they can converse with a person freely if they are able to mix humour in their conversations. Any business conversation may include back stories and incidents and they also expect the other person to speak about the same things. They are very expressive when they communicate and thus, can use non-verbal communication in an expressive manner as well. It is not uncommon for people in Italy to hug and kiss each other (Evason, 2017). 
It has to be stated that the communication style in the UK is not as open as in Italy and is more congruent to the style followed in Belgium. Therefore, a company like Tesco will face problems communicating in Italy and will be at ease in Belgium. However, communication is formal and people in the UK would like to maintain a standard nomenclature in communication. 
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The choice of the market can be arrived at with the help of scores of two countries in the context of the analysis. This can be stated with the help of the following table:
	
	Cultural distance
	Administrative distance
	Geographical distance
	Economic distance
	Communication
	Total

	Belgium
	9
	8
	8
	9
	9
	43

	Italy
	7
	8
	8
	8
	8
	39


It can be seen that Belgium ranks higher than Italy on the basis of analysis that has been done in the study up to now. Thus, Tesco should look to enter the Belgian market in this regard. 
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It is quite apparent that proper training and development activities have to be pursued in order to make the UK employees ready to work in Belgium. It will be a good idea to make them aware of important Belgian words and also to learn about popular idioms and statements. The employees should be trained to be disciplined, honest, and polite in their conversations and to avoid ambiguity (Wallace, 2021). They should be direct and should have the tendency to research before they come for meetings. They should also have the ability to use jokes that are easily understood. They should know about the behaviours of their Belgian counterparts and they should be prepared to expect silence from them. They should also have an idea of their culture and the areas that are close to them. For example, they have a good long-term orientation like that of the UK people, and thus, more emphasis should be given to their history and heritage. 
The development of the training program will require the support of the leadership of Tesco. The leadership should be able to intrinsically motivate the expatriates who are going to Belgium and thus, they should be communicated about the experiences and opportunities they can receive. Leaders from various positions in the organisation may come and talk to them about the need for Tesco to go to Belgium. This can be instrumental in the success of the program. 
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The present study has dealt with international business communications and the problems that are faced when expatriates move to other countries. The study has taken the example of Tesco which is looking to move to either Belgium or Italy. A careful analysis has been made on various aspects and it has been decided that Belgium will be the most preferred destination given the opportunities in the market and the similarities of the country with that of the UK on various fronts. Communication has been important in this case and like the UK, Belgian communication is formal and disciplined as well. 
However, there is a need to develop proper training and development activities in order to prepare the expatriates to perform their jobs in the new country. The employees should be aware of the culture of the country, and should also learn important aspects of communication. The leadership of the company will have a huge role to play as they have to motivate the employees to move to Belgium. 
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