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International Business Communications

A suitable EU-based country for future expansion
The essay will develop in the international business context and aims to help a UK business to enter a suitable EU country. In this case, Burberry is selected which will enter either Bulgaria or Greece for further business expansion. In the essay, the cultural and communication contexts of the UK along with the two selected EU countries will be evaluated. British business communication is mainly formal, indirect, and task-oriented. UK people mostly tend to prioritise and value precision and clarity in business communication at the same time, valuing indirectness and politeness. The essay will moreover highlight effective strategies to overcome communication barriers in international business.
The company selected for the essay is Burberry Group plc. It is a British multinational fashion house based in England. It is a public limited company that operates in the fashion retail industry. The company was established in 1856 by Thomas Burberry. The key products of the company include clothing items, footwear, handbags, and accessories. Currently, Burberry has more than 413 stores throughout 34 countries, such as the UK, Europe, Asia Pacific, Africa, the US, and the Middle East. The company presently employs more than 8,868 employees. Its annual revenue is over £3,094 million (Burberry Plc, 2024).
Bulgaria and Greece are the two selected European Union (EU) countries where Burberry can expand its business operations. As Burberry is a UK-based company with international business operations, the company has experience in operating business by embracing cultural differences. However, as Burberry is thinking about entering any of these EU countries for the first, it needs to properly understand cultural differences between the UK and these two countries to successfully cater to customers and stakeholders of these countries. To understand significant cultural differences among these countries, first, it is important to compare their profiles and social contexts. For example, Bulgaria has a vivacious blend of old-folk millennium traditions and a formal culture. The country has a social welfare system that aims at providing essential services to citizens. Bulgaria highly values formality. People of the country greet formally each other and maintain reserved modes of behaviour (BBC, 2023). In this context, the UK is quite different from Bulgaria. In the UK, the informal social structure highly values individuality and personality. The tradition of the country highly emphasises personal expressions. People of the UK mostly prefer an informal greeting style and they believe the way of greeting must be firm; however, not too strong. Focusing on language aspects, it can be stated that there is a strong difference between Bulgaria and the UK. In Bulgaria, the official language is Bulgarian. Few young residents can communicate in English; however, most people in the country cannot communicate in English properly. There are moreover few possible risks that the UK company may face while operating the business in Bulgaria. For example, though the economy of the country is gradually growing, there are still various challenges, like bureaucracy, corruption, and others which can impact business operations. Moreover, the country has a skilled workforce; however, there are significant inequalities in terms of accessing training and education as per socio-economic background (Bell, 2019). On the other hand, the UK has a strong and efficient workforce which has been developed by highly prioritising diversity and inclusion. 
There are moreover significant differences between Greece and the UK. Focusing on the profile and social context of Greece, it is considered that Greece developed a collectivist society and there is a robust loyalty shown to social and familial groups. People of the country mainly prefer to keep their social lives to a close circle and personal relationships are very significant to their daily life. In the case of interaction and greeting, the culture of Greece is quite similar to the UK. In Greek culture, people mostly maintain informality; however, in the case of professionalism, they maintain formality just like in the UK (Cultural Atlas, 2019). The official language of Greece is Greek and the majority of the population speaks this language. Though in Greece, the official language is Greek, English is broadly spoken by people. Therefore, while operating the business in Greece, the UK company may not experience language problems. However, conducting business in the country can bring some potential risks to the UK company. For example, Greece has been facing some economic risks, such as high unemployment rates. The country moreover has been facing challenges in dealing with equality and discrimination. Though the country has an efficient workforce, workers face high levels of disparities in terms of accessing employment opportunities, training, and professional learning (Havelock, 2019). However, in the UK, disparities within the workplace are very low as equality and diversity are highly maintained in the country.
To effectively identify and understand cultural differences among these countries, Hofstede’s Cultural Dimensions is utilised here. The score of Bulgaria in the power distance is high as people of this country highly accept a hierarchical order and centralisation is quite popular. In the country, subordinates expect to be directed and guided on what to do by their leaders and managers. Greece moreover in this dimension has quite a similar score to Bulgaria as the people of this country moreover believe in the hierarchy. They value and respect high authority and prefer to be guided and directed (Hofstede-insights, 2024). However, the UK has a lower score in this dimension than Bulgaria and Greece and the UK people mostly believe in equality and they highly believe in the equal distribution of power. In the individualism vs. collectivism dimension, Bulgaria has a higher score for collectivism as the country developed a collectivistic society where loyalty is the principal. Bulgarian society effectively develops and maintains strong relationships. Greece has moreover higher score on collectivism. In this culture, the authority and management help subordinate to fulfil their responsibilities (De Angelis, 2020). On the other hand, the UK has a high score for individualism. As part of an individualistic society, the UK people expect to look after themselves and they highly value privacy and personal fulfilment. Considering the third dimension of Hofstede, it can be stated that Bulgaria has a feminine society as people of the country believe in working to live. Bulgarian people value solidarity, quality, and equality in their professional lives. In the country, conflicts are mainly resolved by negotiation and compromise. Greece has a masculine society where social gender roles are different. Therefore, in Greek culture and society, assertiveness, competitiveness, power, and ambition. In this dimension, the culture of the UK is similar to Greece as the UK society is considered masculine. Society of the UK tends to highly prioritise and value accomplishment, competition, and success. However, it places less value on attributes, like being modest. In the uncertainty avoidance dimension, Bulgaria has a high score that indicates the country is intolerant of unconventional ideas and behaviour. People of the country tend to be busy and working hard and security is the most vital element in individual motivation (Dragostinova, 2022). Greece moreover has a high score in this dimension. People of the country are concerned about their future and due to that, they apply several rules as well as have very structured lives. On the other hand, the UK exhibits less interest in uncertainty avoidance. People of the UK are quite comfortable with uncertainty and they prefer to avoid information regarding what their future will hold. Focusing on the long-term vs. short-term orientation dimension, it is considered that Bulgaria highly values short-term orientation as the country is more concerned about past and present events and short-term consequences. However, Greece highly scores in long-term orientation which means the culture of the country highly values perseverance, long-term goals, and appreciation of changing conditions (Legg, 2021). In this context, the UK culture is similar to the Greek culture. 
It is highly considered that a business can face various communication issues and barriers during international business operations. Each country has different languages, communication styles, and ways of greeting which differ from other countries. Therefore, if a company determines to enter a new country for business expansion, it will be essential for the company to first identify and understand those communication barriers so that it can develop a strong communication strategy during expansion. From the above-developed comparison and evaluation, it can be stated that in Bulgaria, Burberry can experience some significant communication barriers. Language is the major communication barrier that Burberry will face while operating the business in Bulgaria. Bulgarian is the official language of the country and the population mainly speaks this language while interacting. In the country, few people, like young residents mainly can speak English. Therefore, it will be quite challenging for Burberry to develop conversations with its Bulgarian stakeholders and communicate its business and marketing messages (Blood, 2024). The communication style of Bulgaria moreover is different from the UK. Bulgaria highly prioritises direct, formal and reserved types of communication. They maintain physical gestures during conversations. For example, while greeting someone for the very first time, Bulgarians make strong eye contact and handshakes. Bulgarians do not like hugging and they do not address people by their first name while meeting first time. Moreover, they maintain proper distance while speaking and they are likely to raise their voice as well as be very active during conversation. However, the communication style of the UK is quite indirect and the UK people prefer to remain polite and calm during conversation. In the British communication style, the handshake is common in business communication; however, UK people kiss or hug familiar people as gestures of greeting. Therefore, it can be stated that the significant difference between the communication styles of Bulgaria and the UK can create communication barriers for Burberry during entering the market of Bulgaria. Another major barrier of communication that Burberry can experience in Bulgaria is differences in listening and feedback (Blood, 2024). Active listening and giving productive feedback during conversations are considered a sign of value and respect in Bulgarian culture. Bulgarians are not afraid to increase their voice even if they sound rude or upset. They moreover maintain diverse head gestures to exhibit active participation and listening during interactions. Therefore, it will be quite challenging for Burberry to develop relationships with local staff and customers in Bulgaria if managers of the company cannot demonstrate effective active listening skills while communicating with them and providing constructive feedback.
The most common communication barrier that Burberry will experience in Greece is the language problem. Greek is the country's official language. Though English is widely spoken in the country, many local customers prefer to interact in their own language. Therefore, it will be quite difficult for marketers of Burberry if they cannot adopt the local language. Another considerable barrier to communication in this context is different communication styles. Greeks are mainly expressive communicators and they mostly utilise emotion and dramatic language during conversations. In this case, it will be quite challenging for officials of Burberry to maintain communication in Greece as the British communication style is indirect and maintenance of politeness is highly valued in the UK to avoid confrontation and conflict (World Business Culture, 2024). Differences in physical gestures are another barrier to effective communication that Burberry may face in Greece. For example, eye contact is the most important gesture during communication. People of this country generally expect direct eye contact to be maintained while communicating. Moreover, Greeks have different hand and head gestures which will be initially quite difficult for the company to understand and adapt. Another considerable communication barrier Burberry could experience is a different socio-cultural context. Greeks are very passionate about historical and cultural topics. Whenever during conversations these topics come up, they feel quite intense and emotional. Therefore, while conducting business in Greece and developing conversations with local stakeholders, the company will need to develop sufficient knowledge regarding Greek history and culture (Szkudlarek et al., 2020). Moreover, before discussing business or during business meetings, officials of the company will have to develop and maintain social conversations.
With the focus on the above comparison and analysis, it is considered that Burberry should expand its business in Greece. From the comparison, it is understood that to some extent, the socio-cultural aspects and contexts are similar to the UK. English is broadly appreciated and spoken in the UK; therefore, the company will be able to interact with local stakeholders. Moreover, in Greece, competition, achievement, and success are highly valued which UK people and businesses extremely prioritised. Along with that, the people of Greece have some cultural and social values that will help Burberry maintain business communications with Greek business persons. For example, Greek professionals are always ready to engage and be lively and they initiate numerous conversations which will be effective to discuss business contexts (Medium, 2023). Along with that, the culture of Greece highly values elegance, beauty, and style which will perfectly align with the brand image of Burberry. Therefore, cultural affinity can make it quite easy for the company to effectively link with Greek customers.
Though Greece has quite similar socio-cultural aspects to the UK, to effectively operate the business in the country, Burberry will have to overcome significant communication barriers. In this case, Burberry recommends some effective strategies. For example, to effectively overcome language barriers, the company will need to consider developing conversations with local stakeholders in their local languages as it will show a valuable and respectful gesture towards local society and culture. In this case, the company can appoint bilingual leaders and managers who can communicate in both English and Greek. Moreover, Burberry can consider hiring local candidates, especially for the marketing and promotion job roles as they have sufficient knowledge regarding local languages, cultures, and norms. Apart from that, Burberry can invest in language training for its staff to build basic language skills in Greek language.  This will enable better communication and comprehension during face-to-face business interactions. In this case, learning key cultural etiquette, phases, and greetings can exhibit respect as well as help Burberry make a positive impression on potential clients (Trade Council, 2023). Therefore, it can be stated that language training not only enables effective communication but also demonstrates a commitment to developing relationships in international markets. Communication is not only always about language but also it is about properly understanding cultural differences. Each culture has its own unique set of values, norms, and communication styles. Therefore, to ensure successful business operations in Greece, Burberry will have to effectively learn about the cultural distinctions of the country as it can improve communication effectiveness (Abilo, 2022). Showing proper respect for Greek customs and maintaining communication styles which align with the country’s cultural preferences will be effective for the company. Along with that, Burberry is recommended to utilise advanced technologies and tools to overcome communication barriers. Online translation and communications tools can be adapted by leaders, managers, and employees of the company to effectively interact with local stakeholders in Greece.
It can be concluded that to enter a new foreign market, it is very important for a UK business to properly understand the socio-cultural aspects of the target market as they have a strong influence on business communication. Though the UK culture is quite similar to Greece, there are still some cultural and communication differences which Burberry needs to consider before the business expansion to Greece. In this case, effective communication strategies can help the company overcome communication challenges. 
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