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[bookmark: _Toc133265682]1. Introduction
Diageo plc. is a British multinational alcoholic beverage company headquartered in London, England. It was formed in 1997 as the result of a merger between Grand Metropolitan and Guinness (Diageo, 2022). The company produces and markets beer, wine, spirits and hard drinks such as whiskey, gin, vodka, tequila and rum. Romania presents a great opportunity for Diageo as a developing country to expand its business as it is one of the poorest countries in Europe and has one of the highest unemployment rates. Despite this, numerous cultural differences must be taken into account when considering entering the Romanian market. To successfully do so, knowledge of culture and communication practices between Romania and other European nations such as Great Britain must be considered to develop effective strategies for communication. This report will make a discussion on Romania as a developing country that will include a General overview of the country, culture, language, economy, etc. Then the essay will make the discussion on cultural differences between Romania and the United Kingdom by taking into account Hofstede's cultural dimensions. Then the evaluation of the Cultural Sensitivity of Romania as a developing country includes Geography, political system, and how they treat families where Diageo plc is going start its business. The type of leadership, the way of motivating staff, different cultural contents (High context/ Low contexts), how to believe in (indulgence and resistance), and how to organise the work reward system will be also analysed. Finally, Communication strategies and recommendations will be completed for ensuring the success of the company. 
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2. Introduction to Romania
Romania is an Eastern European country that is undergoing rapid development and modernization (Newworldencyclopedia, 2022). It has a unique culture, rich in tradition and its distinct language. Economically, Romania has experienced strong growth in recent years, with the introduction of free-market reforms and increased foreign investment bolstering economic performance (Skuland et al., 2020). Romania has been undergoing a period of steady economic growth over the past few years. In 2019, Romania’s economy grew by 4.1%, continuing its growth from 2018 when it recorded an increase of 3.9% (Samuelson, 2022). This made Romania one of the fastest-growing economies in Europe in 2019, and according to figures published by Eurostat, was outpaced only by Ireland (5%), Malta (4.7%) and Luxembourg (4.6%) (Newworldencyclopedia, 2022). The main drivers behind Romania's strong performance were its booming services sector, with gross value added increasing 5% on 2018 levels; increases in investment spending; improvements in trade balance due to increased exports; and sustained private consumption fuelled partially by wage rises across most sectors (Newworldencyclopedia, 2022). 
Looking towards 2021 and beyond, experts predict that Romanian GDP growth may slow slightly relative to recent years due to headwinds created by the pandemic. The World Bank estimates that GDP could grow by around 3% next year providing conditions improve somewhat compared to current levels globally speaking. Diageo plc, one of the world's largest premium drinks businesses, recently announced plans to set up operations in Romania (History, 2021). The company will take advantage of Romania's low-cost labour and low taxes to manufacture alcohol products for export into Western Europe markets such as France and Germany. This move would create new jobs for Romanians while bringing more investment into the economy. The culture of Romania is very diverse, encompassing influences from both its European and Middle Eastern roots (History, 2021). Romanian is the official language spoken by the majority of its citizens, while several minority languages such as Hungarian and Roma are also widely used throughout the region. 


The economy in Romania has been growing steadily over the past decade due to increased foreign investment and privatizations that have helped spur economic growth. Diageo plc has recently announced plans to expand into this market, creating many new opportunities for local businesses and employees alike (Samuelson, 2022). To motivate their employees in Romania, Diageo plc will offer competitive compensation packages along with attractive benefits such as health insurance coverage and retirement savings plans. They will also provide professional development programs designed to help employees reach their full potential within the organization - encouraging them to take on more responsibility so they can progress in their careers (Samuelson, 2022).
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3. Cultural Differences
The cultural differences between Romania and the United Kingdom can be seen clearly when taking into account Hofstede's cultural dimensions. The first dimension, power distance, deals with how hierarchical society is based on its acceptance of inequality in power. In this regard, Romania scores much higher than the UK with a score of 90% compared to 35%. This means that Romanian society is more accepting of hierarchies between people in terms of their position and rank within an organization or society at large (Hofstede Insights, 2022). 
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Figure 1: Cultural Comparison Source: (Hofstede Insights, 2022)
The second dimension to consider is uncertainty avoidance which reflects the extent to which members of a particular culture are willing to accept risk and ambiguity when making decisions. Again here, Romania shows significantly higher levels at 90% while the UK stands comparatively lower at only 35%. Overall this suggests that those from Romanian cultures are less likely than their British counterparts to take risks or act without considering all possible outcomes before deciding on something important for them personally or professionally (Møretrø et al., 2021). 
Moving onto individualism-collectivism we see another stark contrast as individuals from Romania often prefer working together for common goals (30%) whereas those in Britain tend towards independent action (66%) (Hofstede Insights, 2022). This highlights how different these two cultures view cooperation versus autonomy – indicating that Romanians may look more favourably upon collective problem-solving situations whilst Britons are more comfortable being self-reliant to solve challenges they face individually (History, 2021). 
Finally, masculinity-femininity along with short Vs long-term orientation provide insights into underlying values held by people living within each country respectively - suggesting that Romanians focus heavily on success using masculine traits such as ambition (42%), whereas those in Britain have adopted both masculine and feminine aspects equally resulting in a score of 66%, showing greater balance overall between these opposing traits; however, it should be noted British culture typically prefers shorter rather than longer-term strategies when dealing with complex problems/issues scoring 51%, slightly below Romania’s 52% (Hofstede Insights, 2022). Lastly, indulgence refers to how tolerant countries are towards behaviours such as keeping up with current trends and enjoying life's pleasures - here again, there is considerable difference whereby Britain ranks highly at 69% compared to just 20% for Romania meaning citizens there exhibit stronger restraint against indulgence due primarily religious beliefs observed historically throughout the region. 
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4. Cultural sensitivity 
Romania is a culturally diverse country, with influences from both Eastern and Western Europe. It has a long history of multiculturalism, as evidenced by its many ethnicities, religions and languages. Romania also has strong ties to the European Union (EU), which it joined in 2007 (Berbers et al., 2021). As an EU member state, Romania maintains high standards for social protection and human rights. When it comes to geography and political systems, Romania is considered a developing country due to its recent transition from communism to democracy in 1989. This transition led to major economic reforms that allowed for greater freedoms and increased access to markets outside the former Soviet bloc countries. Today’s Romanian economy is largely based on services including banking, transportation and tourism; manufacturing remains relatively low in comparison but still accounts for over 25% of GDP growth since 2000. 
Diageo plc should be mindful of local customs while engaging with Romanian citizens when introducing new business operations into the country. For example, Romanians tend to place great value on family loyalty; respect for elders is highly emphasized throughout society so Diageo personnel should take care not to disrespect older generations during any interactions or negotiations. Lastly, when conducting meetings or employee training it would advisable to employ cultural sensitivity guidelines such as making sure seating arrangements reflect status differences if applicable within a particular context -this can go long way in showing appreciation and understanding traditional ways of interacting among peers thus allowing more efficient flow communication delivering desired outcome overall.
The management of Diageo plc. should follow the following strategies to deal (with Expat) with invitations and dinners, and present itself at cultural events in Romania (Mahmud et al., 2018). Diageo plc. management should be proactive when dealing with invitations and dinners, as well as taking part in cultural events. They must approach these situations with respect and sensitivity towards the local customs of Romania. For example, when invited to dinner or a social event it is considered polite to bring small gifts such as pastries or flowers for the host family (Samuelson, 2022). When attending cultural events, it would be wise for Diageo plc personnel to dress appropriately- this may vary depending on the type of activity but generally speaking avoid overly flashy clothing. Finally, Diageo should always take time to familiarize themselves with the native language Romanians use to help break any potential language barriers during interactions (Düren et al., 2023). It can also encourage better understanding between two parties thus leading more enjoyable experience overall.
[bookmark: _Toc133265686]5. Communication Barriers and Challenges (UK VS Romania)
In a foreign business, the type of leadership necessary for success is often different from what would be effective in other countries. Cultural differences can lead to miscommunication and misinterpretation between leaders and their employees, which can create barriers within the communication process. Different cultural backgrounds may also affect how staffs are motivated to work towards organizational goals (Skuland et al., 2020). This difference in motivation styles could pose a challenge while trying to maintain successful communications with those involved with foreign business. One major barrier experienced by foreign businesses is their inability to effectively communicate using high- or low-context cultures. These cultures have very different perspectives on how information should be shared and understood, leading to communication breakdowns that negatively impact an organization’s operations overseas. Differences in indulgence versus resistance levels can cause problems when it comes time for decision-making or problem-solving among employees at all levels within a company operating abroad (Mahmud et al., 2018). Setting up an appropriate reward system for workers who complete tasks abroad takes into account different cultural traditions as well as any legal regulations pertaining specifically to that country's labour laws.  
When it comes to the type of leadership, Romania is more likely to use an autocratic style which is characterized by one-way communication from an identified leader who makes all decisions for their followers. On the other hand, The UK tends to use a more democratic or consultative style where leaders seek input from their team members before making decisions. This allows for two-way communication between team members which can help reduce some potential communication barriers in decision-making processes. Cultural content also differs between both countries as Romania has been heavily influenced by its Latin roots while the UK has seen many influences due to its geographic location in Europe (Samuelson, 2022). In terms of cultural context, Romanian culture typically leans towards high context whereas British culture is usually low context – this means that Romanians are more likely to rely on shared values and implicit meanings within conversations while those in Britain focus on explicit verbal messages during interactions with others outside their immediate circle. This difference can lead to confusion if not properly addressed when communicating across cultures as each party may interpret information differently depending on how they process information based on their native background (Düren et al., 2023).
[bookmark: _Toc133265687]6. Communication Strategies and Recommendations
As we know Diageo plc. is a global beverage company that has products spanning spirits, beer, wine and non-alcoholic drinks. To successfully start its business in Romania as a developing country, it must consider some effective communication strategies (Coleman, 2022). Brand Awareness is important for Diageo to create strong brand awareness in the Romanian market by engaging potential customers through effective campaigns on social media platforms like Instagram, Twitter or Facebook etc. Using creative visuals and videos with captivating messages that showcase their diverse product category portfolio within the region. Initiating promotional activities like discounts and offers also helps to draw the attention of local customers towards Diageo’s products which will result in positive word-of-mouth publicity further strengthening the brand presence in Romania’s consumer market (Coleman, 2020). Adaptation of Local Language and Culture will also be beneficial to Diageo plc. Because language forms an integral part of any culture, Diageo should focus on adapting its communications to suit the local language used widely among Romanian people so that they can connect with its messages more easily thereby increasing sales opportunities for them locally. Additionally focusing more on how local cultural values are intertwined within product offerings would be beneficial too since it helps build trust between consumers and brands creating loyalty towards certain product categories over time (Mehralian and Khazaee, 2022).   Since radio is one of the readily available mediums in most parts of Romania due to increased access points from mobile devices, this could be utilized effectively by implementing targeted adverts tailored according to specific demographics present within particular cities or regions which may ultimately lead to better response rates from prospective buyers.  This method could even be combined with many other digital marketing techniques including search engine optimization (SEO) as well email campaigns etc., making sure visibility across multiple channels increases significantly thus helping drive revenue growth consistently over long periods at low costs compared to traditional advertising methods typically employed by multinational companies worldwide today (Shankar et al., 2021). Building relationships with key stakeholders such as journalists, bloggers, politicians or government officials should form another vital component when entering into newer markets especially those considered developing countries like Romania where distinct regulations have been put into place particularly concerning alcohol consumption laws throughout Europe recently (i e GDPR). Thus ensuring compliance while simultaneously forming partnerships henceforth help raise public perception about Diageo's corporate ethics maintaining transparency during operations leading up eventually toward sustainable success down the road (Rudeloff et al., 2021).
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7. Conclusion
In conclusion, despite its economic downturn, Romania presents an excellent opportunity for companies looking to expand their businesses abroad due to its lower labour costs as well as accession to both EU law and regulations making it easier for trading purposes. To best succeed within this market, however, considerations need to firstly be made regarding intercultural communication theory followed by cultural sensitivity before determining potential barriers or challenges which may arise from conducting business on foreign soil. With these aspects carefully considered beforehand, Diageo can look forward to expanding its operations further east quickly enabling them to access new markets whilst also benefitting local economies through increased employment prospects. A successful entrance into the market of Romania by Diageo plc. requires an effective communication strategy that involves building strong brand awareness and adapting to the local language and culture. Additionally, utilizing radio mediums with targeted adverts should be combined with other digital marketing techniques like search engine optimization (SEO) as well as email campaigns etc., while also forming relationships with key stakeholders such as journalists, bloggers, politicians or government officials to ensure compliance and raise public perception about corporate ethics within this region. With these strategies implemented effectively, Diageo can ensure sustainable success over long periods at low costs compared to traditional advertising methods typically employed by multinational companies worldwide today.
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