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Organizations expanding internationally must adapt their communication strategies to new cultural contexts. It is a challenge for British businesses where direct, informal communication styles are prevalent. When collaborating with other cultures, factors like formality, hierarchy, language, and channel skills, as well as language skills, must be considered (Chaney & Martin, 2019). It is important to be flexible and focus on building relationships.
Understanding nuanced factors such as hierarchy, context and timing, along with sociolinguistic characteristics of different cultures, is essential for effective cross-cultural communication (Usunier Roulin, 2010 ). As British businesses globalize under competitive pressures (Park et. al., 2012), adapting to foreign cultures becomes essential for success. This is a challenge that is often under-appreciated. UK communication norms are direct, informal, and quick to turn in conversations – qualities that may be offensive in hierarchical markets. But building relationships that are based on trust is the key to overcoming style differences.
In British organizations specifically, power distance and individualism play a role (Quappe & Cantatore, 2007). Comparing the UK to other countries such as Spain and Italy, it shows a lower power distance. This indicates flatter structures and greater accessibility between management levels. In the same way, Britain is more individualistic than other cultures that are collectivist, which require group harmony. Murray (2013) suggests that adaptations must be made to formality and context, as well as understanding the different motivations of people. Evidence shows that British expats are still struggling to navigate communication norms despite awareness training (Lovvorn & Cheng, 2022).
Also, sociolinguistics theory highlights divergence in areas like volume, interruption patterns, and emotion expression (Zhang, et. al., 2021). Charles (2007) argues that regional dialects and idiosyncratic terminology are practical challenges British businesses must overcome. Harzing et. al. (2011) argue that linguistic competency is crucial to global market success. To foster connections, it is necessary to tailor communication to local preferences. Adaptation should therefore consider deeper cultural traits, not just surface behavior.
[bookmark: _Toc153889338][bookmark: _Toc153889384]About Diageo
Diageo, headquartered in London and a major British alcoholic beverage company, was formed by the 1997 merger of Guinness with Grand Metropolitan. Smirnoff, Johnnie Walker, and Guinness are some of the most well-known brands. Diageo, which has operations in 180 countries, is aiming for continued growth in international markets, especially emerging markets, as the demand for premium spirits increases (Diageo annual report, 2022).
Diageo is a great example of a successful merger and acquisition that has increased global reach in the alcohol beverage industry (Baghai, et. al., 2020). Diageo, formed from the £24 billion merger between Grand Metropolitan Brewing and Guinness, now has unrivaled brand recognition and scale, including rums and whiskeys. According to research, diversifying brand portfolios can help companies adapt to changing consumption patterns among different generations and cultures. Alcohol's social and health effects raise questions of business responsibility (Marmier, et al., 2021). Corporate messaging must balance celebrating universal appeal with discouraging harmful overindulgence (Panzone, et. al., 2016).
Specifically within spirits, Diageo commands category-leading positions across high-growth categories like scotch whiskey and premium vodka (Companiesmarketcap.com, 2021). According to data, Diageo's premium core brands account for over 35% (Hyde, 2021) of its profits. Profit margins are also near 60%. Martin, 2019) attributes this success to marketing campaigns that combine cultural sophistication with relatable yet aspirational positioning. There is still controversy surrounding excessive binge drinking by college students and the use of popular Diageo products (Barry, et. al., 2022). To maintain ethical standards, international expansions in markets with changing demographics are accompanied by initiatives aimed at ensuring compliance (Petticrew, et. al., 2017).
Diageo is adept at balancing universal appeal, local adaption, and ethics from a communication perspective (Keith, et. al., 2016). The campaigns highlight values such as sociability and self-expression that resonate across cultures, while also incorporating representative castings and community partnerships. There are always risks associated with cultural disconnection or accidentally appealing to younger consumers. Localization is, therefore, a key component of marketing strategies overseas (Bolton et. al., 2013). This is enabled by cross-functional integration and data analytics, as well as consistent brand identities. Diageo’s success is a testament to the importance of communication decentralization and tight strategic coordination.
[bookmark: _Toc153889339][bookmark: _Toc153889385]Assessment of Spain
Spain's Sun Belt and 47 million inhabitants make it a desirable destination for Diageo. There are some notable cultural differences between the UK and Spain. While Brits tend to be more reserved and task-oriented, Spanish people are open and prefer relationships over tasks in business (Hofstede, 2017). Spanish conversations are often loud because of the frequent interruptions (Jandt, 2022). Regarding risks, unemployment remains high after the 2008 recession but lower operating costs help offset this (OECDbetterlifeindex.org, 2021). Spain has a diverse workforce - more than 10% of its residents are immigrants, mainly coming from Morocco, Romania, and Latin America. (Expatica.com, 2021).
Spain's economic resurgence following years of recession has significant implications for the expansion of premium spirits among its burgeoning Middle Class (Felzensztein et.al., 2015). After a prolonged recession between 2008 and 2013, steady GDP growth is now being driven by domestic consumption as well as exports and tourism (OECD, 2018). The hospitality sector is particularly benefited from this rebound, with nightlife being an integral part of culture in Spanish cities (Hofstede Insights, 2022). Branding analysis shows that spirits are associated with celebrations, which drives purchase intention. This is a key area for vodka and whiskey (Yankelovich, 2021). Diageo faces barriers to entry due to the dominance of local brands (Steenkamp & Geyskens, 2022).
In particular, the evidence confirms that in Spanish business culture, a higher value is placed on building trusting relationships with others before transactions are made compared to Brits who tend to be task-oriented (Vazquez Ordas, et. al., 2021). Lewis (2006) explains that establishing credibility and securing partnerships can take a lot of time. In negotiations and deals, the Spanish communication method also prioritizes poise and eloquence. Hard selling can damage bonds if it is perceived as too aggressive (Usunier and Roulin, 2010). It is important to adapt and build strong local relationships.
Demographic shifts within Spain also hold implications - while still dominant, native Spaniards represent a declining share among a younger, more ethnically diverse population (Migrationpolicy.org, 2019). This new mix brings with it a diverse population of Europeans, Latin Americans, and Africans, whose consumption habits are changing. Adaptable branding and cultural sensitivity are vital for this group (Wolburg & Pokrywczynski, 2001). Premium spirits can signal sophistication by leveraging positive associations with cosmopolitanism (Dimofte and al., 2008). Localized campaigns allow for relevance to be achieved across different segments.
[bookmark: _Toc153889340][bookmark: _Toc153889386]Assessment of Italy
Similar to Spain, Italy has 60 million people and offers many opportunities. Hofstede (2017) noted that Italians value relationships more than tasks, and have built up trust over time. Communication is more non-verbal in Italy than in the UK, with gestures and facial expressions being used. Political uncertainty, frequent government turnover, and an informal economy that accounts for 27% of the GDP are all risks (Santangelo, 2022). In terms of diversity, more than 10% of residents were born abroad, mostly from Eastern Europe and North Africa (Povcalnet.org, 2020).
Italy is the biggest spirits market in Southern Europe. Its value is over 9 billion euros, with stable growth predictions (BusinessWire, 2022). The US Department of Agriculture (USDA) reports that Diageo's key brands such as whiskey and vodka are consumed at higher rates per capita than most EU countries. This is due to the strong tourism and hospitality sectors. The fact that alcohol is a part of Italian social rituals and bonding over food is a key element in business culture (Lewis, 2006) indicates the importance of alcohol to Italians. Risks are posed by the aging of the population and rising health consciousness (Bentzen & Smith, 2020). Diageo must therefore develop a nuanced brand that is sensitive to changing attitudes.
To understand Italian business culture, you must acknowledge that it takes longer to build trust and loyalty before transactions are made compared to Brits who tend to be task-driven (Passador & Thomas, 2018). Italians rely heavily on nonverbal cues such as facial expressions and hand gestures to convey meaning beyond the words they use (Samovar, et. al., 2021). Casiraghi, et. al. (2018) say that backroom deals are also a major influence on the market. Relationship development is a must before sales discussions.
As immigration increases the multicultural fabric of Italy, it is important to consider demographic shifts. 10% of Italians are now foreign-born. (Fondazione migrantes, 2021). The growing mix of Eastern Europeans, North Africans, Latin Americans, and Asians brings with it a variety of consumption habits and brand loyalty (Zhang and colleagues, 2014). The shared values of hospitality and sophisticated branding provide opportunities for signaling prestige (Dimofte, et. al., 2008). Adaptation should be done to align global messages with local meanings.
[bookmark: _Toc153889341][bookmark: _Toc153889387]Communication Barriers to Diageo
Communication barriers are primarily caused by differences in formality, hierarchy, and networking. British managers can be perceived as lacking in respect or cold until they develop personal relationships (Lewis, 2006). The centralization of decision-making in Spain/Italy may hinder attempts to encourage a more open exchange (Zeffane, 2020). Brits who use direct criticism could be offensive. Lack of language skills can also hinder relationship building.
Diageo faces significant barriers abroad due to cultural differences such as power distance, context dependency, and uncertainty avoidance (Lewis, 2006). While Brits are more direct and prefer quick turnarounds, the hierarchical business culture of Southern Europe is based on building long-term loyalty before any transactions take place (Usunier & Roulin, 2010). Tasks are secondary to feelings and harmony in relationships. The British communication style can lead to impatience and perceptions of disrespect until local bonds are cemented (Callow & Schiffman, 2002).
The barriers are magnified at the group level - British teams can appear fragmented, disjointed, and uncoordinated to Spanish/Italian colleagues who are used to coordinated messaging (Gibson, et al., 2021). Lewis (2006) explains that the British tend to be humourous and understated, which can further confuse (Lewis). In this context, non-verbal communication becomes more important to clarify and reinforce the intended meaning (Jandt, 2022; Samovar, et. al., 2021). It is important to adapt approaches to better align with local norms.
Despite recent improvements, English proficiency in Spain/Italy still lags behind most Western European countries (Felicio et. al., 2022). It slows down relationship building and increases the risk of unintentional messaging disconnects due to nuance being lost in translation (Usunier & Roulin, 2010). It is therefore recommended that managers initially rely on interpreters until they develop greater linguistic abilities (Marquardt and Horvath Csikos, 2016). The gradual phase-out of translation assistance signals a deeper level of trust.
Hall (1976) explains that a deeper look at cross-cultural theory shows how the contrasts between low-context British culture and high-context Southern European culture cause disconnections. While Brits prefer direct, concise, and unambiguous messages, Spaniards, and Italians, rely on nuance, context, and implicit meaning. The same words may have completely different meanings in each culture (Usunier and Roulin, 2010). The British are advised to speak more slowly, pause often for reactions, and confirm understandings with greater consistency (Callow & Schiffman, 2004). It is important to develop cultural fluency to correctly interpret non-verbal cues and unstated assumptions.
Also, sociolinguistics theory looks at divergent cultural norms surrounding conversation flow. Evidence shows that Brits prefer fast turn-taking and minimal gaps, whereas Spaniards, and Italians, value simultaneous speech and interrupting each other to demonstrate engagement, rather than rudeness (Landone, 2022; Al-Amir, 2017). Delays in responses by British partners can be interpreted as disinterest, rather than thoughtfulness. (Callow & Shipman, 2004). For Brits who are more comfortable with a reserved modulation, Spaniards talking loudly and overlapping can cause confusion or frustration. It is important to recognize these differences to adapt.
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Effective cross-cultural education immerses employees into key values, language, and behavioral contrasts using experiential methods for a deeper resonance than classroom-only approaches. (Lenartowicz, et. al., 2014). Spanish cultural training for Diageo staff should leverage role play, case analyses, and immersion scenarios to reveal nuanced communication gaps around formality, relationship-building pace, and conversational patterns (Caligiuri et al., 2011). Even basic rapport can be improved by developing language skills (Tenzer and Pudelko, 2015). Incorporation is also based on the delivery of feedback in a tactful manner.
Both Britain and Spain score high on indulgent dimensions that prioritize positive emotions (Hofstede, 2022). Diageo's brand ethos of celebrating life through responsible consumption can be aligned with this - themes such as friendship, camaraderie, and reward expression are universally appealing (Jernigan, 2009). Accentuating complementary values can help build relationships and reduce disconnects based on hierarchy (Wang, et. al., 2022). Communication that emphasizes aspirational brand elements, which are warmly accepted in both cultures, is recommended.
Creating a local advisory board of respected Spanish businesspeople and community representatives can also help guide messaging and engagement strategies (Callow & Schiffman, 2004). This group also helps to identify potential issues before they become a problem while providing a conduit for building relationships and nurturing partnerships essential for market expansion. The ongoing guidance of the council allows for agility in responding to changing sociocultural dynamics.
Summary
Diageo's expansion into Spain is preferable to Italy due to its lower risks in terms of economics, similarity culturally with a less hierarchical culture and a positive climate for diversity that supports growth. Although there are differences in communication regarding formality and network, strategies such as training, local partners, and translators, can help facilitate collaboration. Success will be determined by your ability to adapt to the Spanish culture.
To sustain such success, global organizations must maintain a two-way approach to workforce integration, especially in the face of new market entry challenges (Gibson and Co., 2021). When expatriate British managers engage with new Spanish colleagues in a collaborative environment, adapting their leadership styles to local values is as important as setting strategic directions (Dickson, et. al., 2012). In this case, humble inquiry, cultural interpreters, and bridge networks can help promote inclusion and mutual understanding by balancing different styles and perspectives. (Tenzer and Pudelko, 2015). Gradually developing intercultural competency allows for enhanced creativity.
Similarly, Diageo needs to support the integration of new talent into its existing British-shaped norms (Callow & Schiffman, 2004). Spanish employees can benefit from buddy schemes, affinity groupings, and aligned messaging while also utilizing their culture as a growth accelerator. These efforts demonstrate how leadership and communication strategies are intertwined for effective global expansion. The new blended workforce must work together to sustain market growth.
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