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1.Introduction
Life nowadays is about globalization, and to live and develop in any sphere, it is necessary to adapt to differences. According to Tesoriero (2006), we should respect the ethnicity, culture, values and beliefs of others. This transformation process is slow and gradual (Taylor, 1994), but very necessary for effective communication (Alred & Byram, 2002).
When is talking about business and international relations, it is important to mention the role of communication in a diverse cultural environment, in terms of the negotiations and transactions themselves and within the company (Karras, 2015). For successful results, preparation and knowledge of the differences between partners, mutual respect and the skills and abilities of managers in intercultural communication are significant (Graf, 2004).
In this essay, will looking at the successful British drinks company Diageo and its ambition to expand its operations in two European countries Bulgaria and Greece, as well as the advantages and challenges in the countries for business ventures. I will compare their cross-cultural differences according to Hofstede's criteria and also analyse communication barriers and mention how each nation's identity affects international relations through the eyes of Samovar and Porter. In conclusion, based on the presented facts and assumptions, recommendations will be given that the company should follow to have successful expected results.
2. Diageo – Company Profile
Diageo, as a global producer and supplier of premium beverages, has a portfolio of over 200 brands and operates in more than 180 countries (Diageo, 2023). The British company, created as a conglomerate, manages some of the world's famous drinks such as Johnnie Walker, Smirnoff, Captain Morgan, Bailey's and Guinness. The ability to understand consumer attitudes, along with innovation, creativity and sustainability are qualities of Diageo that make it one of the best-performing companies in the world. Its operating profit for 2023 is approximately GBP 4.6 billion, which is the highest to date compared to other years (Statista, 2023). Along with high profits and stability, the company strives for sustainability, efficiency and responsible drinking to ensure competitiveness both now and in the future.
Operating over 130 manufacturing sites worldwide for its various brands, Diageo's profitability and growth derive from the diversity and scale of its portfolio. With a dominant presence in spirits, wine and beer, Diageo is influenced by macro trends, but success for Diageo remains a guiding principle. Emerging markets are where the company should focus its attention. The selected countries are Bulgaria and Greece, where have a stable economic and political environment, a well-developed tourism industry and laws allowing the smooth development of the company.
Earning customer loyalty by understanding the cultural differences and the specifics of the local market and preferences of both countries, combined with the company's extensive infrastructure and resources, will set it apart from its competitors. Using marketing strength and a broad product portfolio, Diageo will implement differentiation and segment leadership methods, but cross-cultural knowledge will be strategic.
3. Country comparison
 3.1. Bulgaria
The motives for investing in Bulgaria according to Bitzenis (2003) are the good geographical location, qualified staff and at the same time lower labour cost. Developed tourism, macroeconomic stability and laws allowing the free sale of alcohol to persons over 18 are also incentives for initiative.
Bulgaria is a country in Southeast Europe, whose neighbours are Romania, Serbia, North Macedonia, Greece and Turkey, as well as the Black Sea to the east (Daskalov,2007). The population is about 6.9 million, mostly Bulgarians who profess Eastern Orthodox Christianity, but there are also ethnic minorities, such as Turks, Armenians, Jews and Roma (Eurostat, 2022).
Bulgaria, as one of the oldest European countries established in 681 ADS (Neshovska, 2023), has official language is Bulgarian, built on the Cyrillic alphabet, which is the third official alphabet in the EU (NTripping, 2023). Founded in the 9th century over 250 million people use that language in 12 countries (NTripping, 2023). Since 2007, Bulgaria has been a part of the EU, but the country is still not a member of the Schengen Area. The Bulgaria’s currency remains the Bulgarian lev (BGN). 
Economically, the country relies mainly on wholesale and retail trade, industry (20.4%), tourism and food services (21.4%) (European Union, 2023).
For Diageo, entering the Bulgarian market will be successful if they understand the cultural nuances, religion and economic situation. 
The company has to prepare for longer bureaucratic deadlines, the demographic changes and the not-so-high purchasing power of the population in certain areas of the country (Jordanova, 1999).
3.2. Greece
Greece is a country from the Balkan Peninsula, whose territory includes thousands of islands in the Ionian, Mediterranean and Aegean seas, and neighbouring countries are Bulgaria, Albania, North Macedonia and Turkey. The main language in the country is Greek, and the population is mainly Greeks and a small part of the people define themselves as Bulgarians, Turks, Vlachs, Macedonians and Roma (Cultural Atlas, 2019).
Greece has a strong cultural heritage with influences from the ancient Greek, Byzantine and Ottoman civilizations (UNESCO, 2022). In addition, their Mediterranean diet, rich in olive oil, fruits, vegetables, and seafood, is an important aspect of the Greek lifestyle and is considered one of the healthiest. Greeks like to often share this food and emotions at casual dinners after the work day. Characteristic of the region are the evening "volta" walks, an indicator of their proverbial sense of belonging to society and striving for a good life.
In Greece, 98 per cent of the population professes the Orthodox Christian religion, which is deeply embedded in their identity and daily life (Grigoropoulou and Chryssochoou, 2011). They are deeply religious and zealously observe all holidays.
Tourism makes a significant contribution to the Greek economy, with millions of tourists visiting each year. Greece is the ninth most visited country in the world. According to Statista (2023), for the period 2019-2022, the country was visited by 27.84 million foreign tourists.







4. Hofstede comparison
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                                            Fig 1. (The Culture Factor Group, 2023).
4.1. Power Distance
[bookmark: _Hlk153789999]When comparing the power distance between Great Britain, Bulgaria and Greece, a distinct difference can be seen between the two Eastern European countries with high coefficients of 70% and 60%, respectively, compared to the low indicators for Great Britain - 35%. The perception of leadership style and hierarchical division is evident in the first two countries. They have a centralized management, where the responsibility is assumed by the governing bodies, and the tasks are defined and carried out strictly. On the exact opposite side is Britain, where class divisions cannot influence a sense of equality (The Culture Factor Group, 2023). However, the partnership is entirely achievable as each nation changes with time and adopts strategies that would be more adequate to the situation and time. When a partnership is built on trust and common incentives, the parties agree to respect each other and understand each other.
4.2. Individualism/Collectivism
Bulgaria with the indicator of 50%, has a middle desire to emphasize the individual, passing through Greece with 59%, where personal achievement and responsibility are important and highly valued, until we reach the United Kingdom, where we have a strong individualism - 76%, an indicator of the belief in the personal uniqueness of each one of us and the pursuit of improvement for personal fulfilment and prosperity (The Culture Factor Group, 2023). For businesses in the future, it is important to finding the right executives with the skills and knowledge will be vital to the processes ahead.
4.3. The motivation for achievements and success among
The motivation for achievements and success among Bulgarians is moderate and it can be said that these 40 points are an example of a general desire for consensus, quick clarification of conflicts and flexibility. For Greeks, however, with a score of 57, the desire for progress and success is much stronger, regardless of effort. Personal victories and prosperity raise the individual to a higher level in society, becoming a role model. With even higher incentives are the British and their 66%, which is a sign of ambition and self-proving through work and achieving the expected results (The Culture Factor Group, 2023). The data thus indicate that business relations can develop relatively easily and without conflict, but they must be supported by an ambitious project and management.
[bookmark: _Hlk153805250]4.4. Uncertainty Avoidance
But when it comes to the attitude of avoiding uncertainty, Bulgarians do not like to feel unprepared and therefore have a coefficient of 85. Obeying laws and rules, as well as persistence and accuracy in completing tasks, are characteristic. In comparison, the Greeks received the maximum number of 100 points. This is the nation that fears and categorically avoids the unknown. Strict order, bureaucracy and clear rules are preferred. The reason for this caution is the severe economic crisis of 2009. To a large extent, the inherited neglect of the situations and current difficulties or in Greek "Ohaderfismos" is the reason for the lost houses, businesses and unemployment (Karras, 2015). Today, the Greeks are not as flexible and risk-taking as the innovative British and their 35%. Successful cooperation in this situation requires accurate and detailed projects to instill certainty.
4.5. Short-Term Orientation/Long-Term Orientation
Long- or short-term orientation shows us how the relationship between past, present and future has been preserved or the adaptation of a certain country to newness and pragmatism is observed more strongly (The Culture Factor Group, 2023). The coefficient of both Bulgaria and Greece is 51, which indicates moderation in orientation. In contrast, Great Britain with its 60% shows a greater pragmatism and drive to achieve ambitious undertakings. Because of courage and forward-thinking, companies will increasingly successfully develop their potential.
[bookmark: _Hlk153805274]4.6. Indulgence
Based on Hofstede's theory and how society presents itself - restrained or indulgent, we have a big discrepancy. Bulgaria with its 16 is markedly restrained and control over emotions and behaviour are imposed as a social model for behaviour. The Greeks are a little freer in their expressions with 50, while the British culture is at the opposite end of the scale. This 69% clearly describes the freedom to express opinion, impulses and desires, as well as more pronounced consumerism (The Culture Factor Group, 2023). Knowing these differences, must be ready for different market capture strategies based on traditional behavioural patterns.
5. Samovar, Porter and misunderstanding in Intercultural communication
According to Samovar and Porter (1991), all nations live in a common environment where culture and differences cannot be ignored (Samovar and Porter, 1991). According to the same authors, the cause of communication problems comes from different cultural backgrounds and specific perceptions of the other party, which sometimes cause incorrect decoding of our words, actions and goals (Samovar and Porter, 1997).
An example of such unacceptable mistakes in the business world is Walmart in Germany, which caused financial losses, but also damaged the name, reputation and trust in the company (Commisceo Global, n.d.).
The American giant underestimated the way of management in terms of preferences, consumer habits and the organization of the work process. The relegation of discount goods to lower shelves and inconspicuous places irritates the Germans, as does the fact that stocking the stands requires more time to spend in the stores, which is uncharacteristic of their efficiency as a nation. Management's attitude towards staff, disregard for feedback, encouragement to spy on colleagues, participation in morning gymnastics and repeating the name of the store are ridiculous for Germans. In addition, employees at dispatch counters are required to smile at all customers, which is not normal for the German reality (Commisceo Global, n.d.). All these inadequate and inconsistent approaches are examples of bad management that must not be repeated.

6. Intercultural communication barriers and sensitivity 
As has become clear so far, success in intercultural communication is closely related to intercultural sensitivity (Karas, 2015). According to Chen and Starosta (1998), intercultural sensitivity is the ability to understand, make sense of, and respectfully accept differences in cultures. The same authors add that, in addition to being necessary for living and running businesses, intercultural sensitivity helps us enjoy and acquire additional knowledge and skills.
The profile of the Bulgarian entrepreneur, market and consumer is related to the history of the country and the stages it has passed through. Strong family attachment, ingenuity, observance of national holidays and traditions, striving to preserve cooperation and the collective are observed in the country. Sometimes behind the initiative and entrepreneurship lies corruption (Bobina and Sabotinova, 2015). The same qualities can be attributed to the Greek people, due to their identical religion and holidays. The only difference is in their stronger visually expressed emotionality (Cultural Atlas, 2019).
6.1. Language barrier
One of the biggest obstacles in international business communication is language. Negotiations can usually be conducted in English because, in both Bulgaria and Greece, this language is spoken by the majority of the population. However, knowing the local languages would make a very good impression and strengthen the trust of our partners.
6.2. Business meetings and negotiations
Official protocols and clothing for meetings with Bulgarian partners are mandatory. The first meeting is an introductory one, and decisions are made at a slightly later stage after the details have been worked out. Bulgarians are direct, clear and categorical in their communication (Passport to Trade, 2023). When negotiating, they don't like personal issues. This is what they do after meeting in a cafe or restaurant. Decision making follows a hierarchical structure; however, each participant is entitled to an opinion that will be taken into account.
With the Greeks, face-to-face meeting is also mandatory. Formal in behaviour and dress on a first date, with a protocol that they often break to discuss something further, sometimes quite enthusiastic and prone to interruption. In these meetings it is good to be friendly and patient. Personal questions are normal for Greeks. This is how they are accepted and known. Personal relationships are very important to successful business relationships. And here the hierarchy is decisive (Cultural Atlas, 2019).
6.3. Stereotypes and ethnocentrism
Stereotypes about a particular nation can create problems or wrong impressions. Due to the different working hours, Greeks have to British and European standards, the nation is thought to be lazy. They do have reduced working hours on Mondays, Wednesdays and Saturdays until 15:00, and on Tuesdays, Thursdays and Fridays a long lunch break of 2.5 hours. Still, they work after that until 21:00. These rules are related to religious beliefs and the specificity of the climate in summer (This is Athens, 2023).
Ethnocentrism or the belief that a certain culture is better than others can also create problems in relationships. (Simon & Simon, 2022). Undoubtedly the Greeks are heirs to one of the most ancient cultures. This sometimes makes them too proud and even a little arrogant, and should be careful not to share opinions with them.
6.4. Non-verbal communication
Misinterpretation of signs or gestures caused by ignorance of the traditional culture of the area can be the cause of misunderstandings and even insults and feelings of disrespect.
In Bulgaria, unlike Western cultures, moving the head up and down means disagreement, and turning the head from one side to the other indicates agreement (Kubilius, 2019). This non-verbal communication, which is considered universal, must be carefully used in this part of the Balkans.
The Greeks, on the other hand, tilt their head back to say "no" or forward to say "yes" (Cultural Atlas, 2019).
For the Greeks, eye contact is important, as well as tapping on the shoulder or hand during a conversation. The use of hand gestures is very characteristic of them. This is how they express their opinion, as well as politeness and understanding, which for a large part of the cultures is even forbidden and unacceptable. Greeks value their personal space only in a crowd or when they are among strangers (Cultural Atlas, 2019).
6.5. Verbal communication
The communication style among Bulgarians is moderately emotional and very rarely accompanied by speaking in a loud voice. This happens when the participants in the conversation know each other or are excited about some event or situation. However, this is not the case with the Greeks. They express their strong emotions by being verbose, jumping from topic to topic, interrupting, sometimes being theatrical and all this usually in a higher tone (Cultural Atlas, 2019).
Both nations can be indirect when they don't want conflict or offend and hurt the other side, but at the same time, they can also be quite direct with acquaintances.
​7. Recommendations
Diageo's strong competitive position is primarily that it offers a diverse range of high-quality alcoholic beverages. Entering new markets, the company should maintain its current stable policy, but also expand its portfolio, if possible, by adding regional and preferred products. It must monitor consumer preferences because they can easily change according to region, demographics, holiday periods, economic instability or social trends. Due to this fact, the information from the regional management should be regularly taken into account.
Undoubtedly, Diageo has strong competition in the countries in which it operates. Large companies or smaller regional ones would try to dislodge it from the first positions with different commercial approaches. For this reason, the company must invest in building a good partnership and healthy business relationships, through contracts and agreements.
 Different cultures in an organization should have representatives at every level. Leadership diversity reflects the company's commitment to cultural understanding and diversity. By creating a code of conduct, they will ensure compliance with rules, mutual respect and understanding (Simon & Simon, 2022).
In addition, employees need a cohesive work environment in which communication and expression of opinion at all levels are allowed. Freedom of communication and cultural diversity should be encouraged because different ideas, views and impressions would thus prevent declines in the interest of the company. For the smooth running of all work stages in the company, it is recommended to invest in various courses corresponding to the company's activities - business language courses, as well as those for cultural exchange.
Diageo's activity is related to compliance with numerous regulatory requirements - marketing, production, distribution, and product liability. The trade-in of alcoholic beverages requires strict and regular monitoring of all legal changes and restrictions. For greater security, the company should use regional companies or experts in the field to prevent financial damage.

8. Conclusion 
In conclusion, the quality of adaptation to cultural differences, their acceptance and respect leads to effective economic behaviour and the ability to prepare correct strategic approaches. In this essay, was given an example of the company Diageo and its desire to grow in international markets such as Greece and Bulgaria. Also was explained that the approach to them should correspond to the intercultural sensitivity in the cultural diversity that is an invariable part of our daily life. It was mentioned the specific features of the countries, through the eyes of Hofstede, Samovar and Porter, while also pointing out the problems that the company would have if it did not take into account the differences. Recommendations were also given for the successful presentation of the company, in accordance with the rules of international business communication.
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