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[bookmark: _Toc164271625]An inclusive introduction to the context of British business communications
The study sheds light on British business communications by choosing a major British multinational company, Tesco. British business communication has developed into a mix of direct and indirect communication in terms of communicating cultures across the world. They emphasize transparency rather than feelings and relationships and value politeness and indirectness. 
Also, the British communication style helps people learn about face-to-face communication, making contact with business relationships, and evaluating personal titles. The fundamental principle of British business culture is confrontational and prioritizing avoiding conflicts. They are more formal and indirect, which can easily lead to misunderstandings and confusion if not taken into account (Marsen, 2020). Therefore, The study will discuss Tesco and its future business expansion to one of the potential EU-based countries between Romania and Sweden. The study compares the communication styles of both countries and identifies communication barriers that British businesses could experience in both EU countries. Also, the study would provide recommendations on which country the British business should expand to and the strategies for overcoming communication challenges by providing a positive environment for everyone. 
[bookmark: _Toc164271626]A brief introduction to the selected organisation 
Tesco plc is a British multinational grocery and general merchandise retailer with more than 330,000 colleagues. The business is situated in Welwyn Garden City, England. It is known for a consistent share of over 26% of the market and is classified as one of the biggest supermarkets, along with Asda, Sainsbury and also Morrisons (tesco.com, 2024). Tesco has diversified its business needs since 1960 and contributes to different areas like clothing, retailing of books, electronics, software, toys, petrol, telecom and internet services, as well as financial services. Tesco's overall purpose is to serve its customers, the planet, and the communities. Also, the mission statement of the brand is to keep customers at the heart of what they do while reflecting on their responsibilities to society and the communities. 
Tesco follows a British business communication style and focuses on the strategies of greetings and politeness. Being a British multinational organisation, the organisation mainly follows the British communication style, where British business culture engages in networking activities, building relationships, and developing a balance between being straightforward and maintaining politeness when conveying ideas and opinions. Also, British organisations often value a hierarchical decision-making process, understanding the role of hierarchy and authority within organisations (Wang et al., 2020). Also, business etiquette is important over the British business courses in which Tesco operates appropriate uniform, maintaining punctuality and demonstrating proper meeting etiquette with their customs and practises. This also values diversity and inclusion in the business culture. Tesco tries to avoid making assumptions by relying on stereotypes. It helps the brand to value diversity and employee human resources by removing discrimination and treating people how they want to be treated (Cheng, Hung-Baesecke, and Chen, 2024).
[bookmark: _Toc164271627]Evaluation of at least two EU countries 
The two chosen countries of the EU are Romania and Sweden. Romania is a Southeastern European country with preserved medieval towns, including Clifftop Bran castle, churches and long government buildings. The country tends to value direct communication and maybe value more straightforward language than some other EU cultures. On the other hand, Sweden can be considered to apply more indirect communication than the other EU countries. Sweden is a Scandinavian nation, with thousands of coastal islands and islands with mountains and boreal forests. Swedish style of communication is regarded as one of the most indirect in the world, as people are very modest and restrained in their communication. They also value punctuality, respect for personal space and formal contact. Both communication cultures can be discussed and compared by applying Hofstede's cultural dimensions theory and comparison tools.
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· One of the major dimensions of the theory is power distance. Romania stands higher on this dimension than Sweden, which means that people in Romania accept a hierarchical society, reflecting inherent centralisation and inequalities in the population. However, the Societies of Sweden are much more independent regarding equal rights, coaching, leaders, and management facilities that empower the centralised power structure (Bene et al., 2022). In addition to this, employees in such societal settings can expect to be consulted while making decisions about any concern.
· Based on the second dimension in the theory, individualism versus collectivism can be openly discussed. Sweden, with a high score in this segment, can be considered an individualistic society in that it has a higher percentage of a loosely-knit culture while taking care of individual dreams and aims and their immediate families. However, Romania is considered to be a collectivist society that manifests commitments to the membership of a group. Romania maintains loyalty to societal roles and regulations by fostering strong relationships with each other. Therefore, businesses may face loss of face, shame and criticism due to employer and employee relationships in moral terms in Romania.
· Masculinity versus femininity can be the third dimension to value competitiveness, material, success, assertiveness, ambition and motivation towards achievement and success. The business culture of Sweden can be considered as a feminine society to balance inclusivity and consideration for others. Sweden, by scoring low in this segment, can be regarded as a consensus society and develop the role of supervisors and managers to strive for people, value, equality, equality of work, lives and solidarity (Jan, Alshare, and Lane, 2022). Also, the Scandinavian concept helps the Swedish culture to spread equality between women and men as a constitutional norm and an explicit policy objective in Sweden. However, Romania, by scoring high in this dimension, is considered to be a mix of masculine–and feminine culture. Romania focuses on working in order to live. Here, organisations, their managers and supervisors also value equality, quality and solidarity in their work lives. In addition to this, they also focus on well-being and status and provide incentives such as flexibility and free time. In this section, both cultures manage similar situations of the labour force.
· The fourth dimension is uncertainty avoidance. Romanian is high on this dimension to avoid uncertainty. The country maintains rigid codes of beliefs and behaviours that have an emotional need for rules, time and money. Organisations create an extra burden for employees to be busy and work hard. They value punctuality and precision but resist innovation to restrict individual motivation. On the other hand, Sweden's score is low on this dimension, which supports that the country has a very low preference for avoiding uncertainty (Rehman, 2022). The societies of Sweden, establish changes and schedules which are flexible. They value innovation as necessary to make creative business cultures with discoveries.
· Romania can be considered a normative culture in the dimension of long-term versus short-term orientation. By scoring low in this dimension, the people of Romania can be considered to have a strong concern with establishing the absolute truth and normative thinking to respect their traditions and save little for their future. However, Sweden does not support the achievements of quick results; they value prosperity and long-term support to save for the future.
· Based on indulgence versus restraint culture, Sweden indicates that Swedish culture is one of the indulgences in which people are classified by high score indulgence generally and exhibit to realise their desires. Also, by managing positive attitudes and a tendency towards optimism, Sweden is quite different from Romania, placing high importance on leisure time, Curriculum skill building, spending time on arts, music and making money as they wish. On the other hand, Romania developed a culture of cynicism and pessimism, which restrains societies and the environment for organisations (Escandon-Barbosa, Ramirez, and Salas-Paramo, 2022). Employees with this orientation develop their actions to be restrained by social norms and feel that indulging themselves is somewhat wrong.
[bookmark: _Toc164271628]Communication barriers the British business could experience
Communication in Romania means talking in a structured manner, where communication mediums may use complex sentences as one of the risk factors related to language, which can be hard to grasp. On the other hand, corporate communication represents a true challenge for Tesco as the chosen British business. Tesco also evaluates daily communication with direct forces that develop the concept of work-life balance to create a healthy balance between productivity and employee well-being (Park, Kim, and Rim, 2024). Sweden is based on the feminine culture and values of long-term orientation. It can be challenging for the chosen British business to connect local labour and employees. The differences can be based on different categories, such as, 
· Communication style: due to developing a collectivist culture, Romania more often gives words to collectivism, managing decisions by collective opinions on a concern. However, British people emphasise negotiations and employees' decision-making style by gathering information and assessing alternative alternatives resolutions with the help of employees. Sweden is quite different from the British culture, in which it values individual aspects, strong learning towards egalitarianism and does not encourage competition. Decisions in Swedish organisations are primarily made with some form of consensus where managers and superiors value individual decisions in a meeting and then form a structural exhibition of the decision (Barnett et al., 2021). So, therefore, the EU communication style is oratorical by nature and tends to value implicit communication style by giving indirect instruction to employees as well as Sweden. However, the UK or the US can be considered to use a more explicit communication style, which gives direct instruction and order while being respectful and mindful of the other person's perspective.
· Language barriers: language can be one of the critical aspects while communicating with local associates and organisations. Tesco, as a British retailer organisation, manages most of this operation in English by engaging English-speaking employees and employers. However, the Swedish language is the official language of Sweden, which belongs to the North German language languages. However, people in Sweden also speak English as a second language, which can help to bridge the gap by providing good comments on the language. Romania, on the other hand develops Romanian as their official language with strong similarities to Italian. However, most modern Romanian speaks English to encounter a language barrier, but older people in rural areas are much more likely to speak Romanian (Alonso-Munoz and Casero-Ripolles, 2020).
· High context vs low context cultures: Tesco plc is operating their business in low context culture where communication is explicit and they often rely on non-verbal communication. To enter the EU-based countries, Tesco may face the challenges of the high context culture of both Romania and Sweden, where communication is extremely indirect. Therefore, people have to read between the lines. Sweden is also considered as a mix of high and low context culture to generally provide an honest and straightforward style of communicating with employees, but informal with friends and co-workers after working together for a while.
· Time zones: Different time zones can be one of the major constraints while entering into the EU market by the British conglomerate Tesco. The chosen organization, by employing EU labourers, may face challenges of different time zones, including challenges in meetings, interruptions of the concept of the time with events, and repeating themselves in patterns (Liao et al., 2023). Different time zones also make communication more complex for people across the globe. However, Tesco values the inclusion of diversity, which can be overcome by applying the time zone teams and having visible diversity and different cultural viewpoints, fostering creativity.
[bookmark: _Toc164271629]Recommendations on which country should the British business expand 
Based on Hofstede's cultural dimensions and the analysis of societal structure, communication styles, and communication barriers within the workplace of Sweden and Romania, Tesco can be recommended to expand to Sweden as one of the EU-based countries. Based on Romania's and Sweden's communication styles, Romania faces different challenges related to having high power distance. On the other hand, societal rules and collectivism can discourage self-expression, and many group members may stay silent to allow better decision-making for the whole community and decrease the scope for innovation (Zajac et al., 2021). 
· The communication challenges can be resolved by applying strategies to overcome the language barrier. Tesco must apply for having a translation app or person and using simple terms and phrases. 
· Tesco can also remove barriers related to different communication styles. Employers must be clear and develop one-on-one communication styles and explicit language so that the person understands the meaning of the statement. 
· Also, evaluating diversity and inclusion can help Tesco overcome other communication barriers related to time zones and business etiquette and develop the right communication method with a positive and assertive attitude. 
The recommendations can further analyse the UK to be an individualistic country that expects to take care of itself and its employees' preferences over the groups that are collective members of society or the community. Similarly, Sweden is considered to be individualistic, which holds greater importance in attaining personal goals and satisfaction. It can be better for Tesco to reflect a distinctly individualistic profile due to the centralisation of political, cultural, economic and policy systems in Sweden. Another recommendation for choosing Sweden is based on the pragmatic society. Pragmatic cultures are more competitive, result-oriented, and market-driven culture, which can provide opportunities to best place innovation for fasting creativity. Sweden provides the labour force with a pragmatic orientation in that people believe that truth depends very much on the situation. Also, employees are more focused on long-term goals, which control the gratification of their needs and regulate individualistic norms (Barnett et al., 2021). Tesco must enter Sweden by following pragmatic orientation, language policies, and technological and social innovation to improve the motivation of the labour force. Sweden is more active in sharing a very high proportion of people who speak English as a second language. Therefore, Tesco, by expanding in Sweden, may have more diverse people to understand the advantages of solving operations in English as well as Swedish, which is good for hiring and making relationships with locals. 
[bookmark: _Toc164271630]Conclusion
The United Kingdom is an individualistic nation that prioritises its own needs and the needs of its workers over those of the groups that make up the community or society as a whole. In Romania, speaking is an organised activity, and one of the risk factors associated with language is the use of complicated words in communication mediums, which might be difficult to understand. Sweden is founded on the values of long-term orientation and feminine culture. Connecting local labour and staff can be difficult for the selected British company.
However, Sweden can be recommended as an individualistic nation that emphasises achieving its own objectives and fulfilment. It can help Tesco successfully expand to the chosen EU-based country, Sweden, which is overcoming communication challenges by applying appropriate feedback methods, regular schedules and meetings for communication, and identifying the reasons for miscommunication and sources of disinformation or rumours for the future.
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