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International business communication is the development and sharing of information through verbal and non-verbal messages in international settings. It is essential for building trust, understanding and cooperation among different stakeholders. Effective business communication is significant for preventing misunderstandings, smooth processes, and supporting a positive organisational culture. It enhances overall productivity. It is adaptable and evolves with technological advancements and cultural shifts. 
A communication strategy enhances brand messaging. It also builds customer relationships, supports creativity and innovation, encourages feedback, and supports employee morale.  Open communication leads to better customer satisfaction, stronger client relationships, and increased employee engagement, ultimately benefiting the business’s bottom line (Indrawati, 2020). It also reduces costs and risks by ensuring consistent messages and complications with local complexities. Verbal agreements are confirmed in writing for clarity and record-keeping. Business hierarchies are compressing and encouraging calculated risk-taking and innovation (Guffey et al. 2021). Written communication predominates and maintains professionalism, even in casual interactions. Phone etiquette involves stating the organisation's name and greetings instead of a personal name. This highlights the significance of formal correctness and professionalism in British business relationships.
The main purpose of the essay is to develop a business report for Deliveroo, an online food delivery company that is expanding its business in Australia and Greece. Therefore, the cultural background of Australia and Greece were discussed to conduct the study. This analysis is possible with the help of Hofstede cultural dimension model.  Based on this information in the final part, it is recommended that between these two countries, Greece is preferable to expand the company.

Deliveroo was founded in 2013 by Will Shu, who was inspired to start the company after moving to London. He noticed that, the lack of food delivery options from great local restaurants. His mission was to bring the best local food directly to the doors of the people (Deliveroo, 2024). Deliveroo now operates a hyperlocal three-sided marketplace that mainly connects with consumers, restaurants, and grocers (Deliveroo, 2024). The riders offer fast, reliable deliveries within 30 minutes (Deliveroo, 2024). The company has grown rapidly, working with thousands of restaurant and grocery partners and serving millions of consumers across 10 international markets (Deliveroo, 2024). Deliveroo's success is driven by its advanced technology, enabling efficient logistics and creating new opportunities for partners and riders. Their innovative delivery-only kitchens, “Editions”, help restaurants expand to new areas with lower costs. 
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Figure 1: Gross profit of Deliveroo
(Source: Beyrouthy, 2024a)
In 2023, Deliveroo achieved an international gross profit of 726 million pounds, up from 643 million the previous year (Beyrouthy, 2024a). Deliveroo's gross profit has consistently risen yearly since 2018 (Beyrouthy, 2024a). Deliveroo has aggressively followed consumer reach in the UK and internationally, tripling its active monthly consumers from 2018 to 2023 Beyrouthy, 2024a). Despite this growth, investors remain concerned about the long-term profitability of the company. On the other hand, recent financial results provide some optimism. The operating loss of Deliveroo reduced from approximately 294 million pounds in 2022 to less than 32 million in 2023 (Beyrouthy,2024b). This substantial decrease in operating loss indicates an improving financial trajectory. It suggests that Deliveroo is moving closer to achieving profitability.

Greek culture is deeply influenced by its history, with significant contributions to philosophy, arts, and sciences. Greek Orthodox Christianity dominates, shaping national holidays, social structure, and cultural practices. Greek is the official language spoken by 90% of residents. Other languages include Albanian (2%), Turkish (1%), and Macedonian (1%). English is commonly spoken in tourist areas (Original Travel, 2019). Greek cuisine features fresh vegetables, meats, and seafood. Traditional dishes include tzatziki, moussaka, souvlaki, and stuffed vine leaves. Meals are often accompanied by salads with feta cheese and olive oil. Near about 98% of Greeks identify as Orthodox Christians, with religion playing a major role in daily life and national celebrations (Original Travel, 2019).
Greece's economy, once thriving with high-income status and a GDP per capita of $30,779 in 2008, suffered a severe downturn due to a debt crisis (Statista, 2024). By 2013, GDP had dropped to $21,038, and unemployment soared to 25.37% (Statista, 2024). To prevent default, Greece received two major bailouts from euro area nations and the IMF, totalling 175 billion euros (Statista, 2024).
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Figure 2: Employment and Unemployment Rate in Greece
(Source: O’Neill, 2024; Macro Trends, 2024)
In 2022, Greece had approximately 4.14 million employed individuals (O’Neill, 2024). The unemployment rate was 12.43%, reflecting a 2.23% decrease from 2021 (Macro Trends, 2024). The country’s job market continues to struggle due to the lingering effects of the 2008 economic crisis, with unemployment nearly tripling since 2009. Despite an improved trade deficit and a rise in exports, Greece faces high national debt and ongoing economic challenges (Chen et al. 2021). Moreover, In 2021, Greece ranked 47th on the Global Innovation Index, performing better in innovation inputs (39th) than outputs. Its innovation performance is below expectations relative to GDP (Wipo, 2024).




According to Hofstede's cultural model, Austria is characterised by a low power distance (11), reflecting a preference for equality and decentralised power where hierarchies are seen as a convenience, and employees expect participative communication. More than 17% of the population of Austria is expat and the country supports multiculturalism (Expat Travels, 2024). The workforce is diverse, and most of the employees in MNCs prefer their nationalities and languages (Fraccastoro et al. 2021). Moreover, in Austria, gender equality in the labour market faces challenges despite progress. The gender pay gap is among the largest in the EU (Federal Chancellery Republic of Austria, 2023). Women often work part-time impacting economic independence, and are underrepresented in leadership roles and high-paying sectors. They perform unpaid care work and face career breaks. In Austria, the employment rate for 25-54 year-olds is 84% (Commisceo Global, 2024). Unemployment eased to 6.2% in June 2024, with 264,000 registered unemployed, up 24.7 thousand from the previous year (Trading Economics,2024).
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Figure 3: Cultural differences between Austria and Greece
(Source: Hofstede-insights, 2024)
The country scores high on individualism (77), indicating a focus on personal responsibility and merit-based relationships, with people primarily looking after themselves and their immediate families. Austria's culture is also driven by a high motivation towards achievement and success (79), emphasising performance and competition, with managers expected to be decisive (Hofstede-insights, 2024). The official language is German, with Slovene, Croatian, and Hungarian also present. Similarly, Austria has a high uncertainty avoidance score (70), showing a preference for rules and precision to manage risk, which may lead to resistance to innovation. Austria, a landlocked Central European country, features a population of 9.01 million with a different ethnic mix, 88.5% German, 10% recent immigrants, and 1.5% indigenous minorities (Commisceo Global, 2024). The nation exhibits a balanced approach to tradition and future challenges with a moderate long-term orientation (47) and displays a high level of indulgence (63), valuing leisure and personal freedom while enjoying life and spending on desires.
On the other hand, Greece’s culture blends its rich historical legacy with modern complexities. The society has a high-Power Distance (60), reflecting respect for hierarchical structures and authority. It is Individualistic (59), emphasising personal responsibility and achievement, with family structures including both nuclear and extended units (Hofstede-insights, 2024). Motivation towards Achievement and Success (57) is strong, valuing competition and personal accomplishments. In 2022, Greece had approximately 4.14 million employed individuals (O’Neill, 2024). The unemployment rate was 12.43%, reflecting a 2.23% decrease from 2021 (Macro Trend, 2024).  Greece exhibits the highest level of Uncertainty Avoidance (100), relying heavily on rules and structure to manage ambiguity, with a high degree of emotional expression. Greece ranks last in the EU on the Gender Equality Index with a score of 53.4, 15.2 points below the EU average. It excels in health (85.8 points), ranking 17th in the EU, with significant improvements since 2019 (Europa, 2024). Its Long-Term Orientation score of 51 indicates a balanced approach between tradition and modernity.

In Greece, communication is often indirect and expressive and focuses on emotional and theatrical language. Greeks use a lot of non-verbal cues, including hand gestures, and expect direct eye contact (Bocken et al. 2020)). Personal space is less rigid. On the other hand, Austria emphasises directness and formality and prefers precise and pragmatic communication (Ariansyah et al. 2021). Austrians maintain greater personal space, use formal titles, and avoid extensive eye contact and small talk. Non-verbal communication in Austria is subtle, contrasting with the more animated and tactile Greek style (Ilardo et al. 2020). Both cultures have distinct approaches to addressing social interaction and communication etiquette.
Network in any communication assists the organisation in reaching its goals. Once the goals are achieved, any organisation will value the importance of a strong network. Managers use these to create a system of information that's needed for them to handle (Lord et al. 2023). Deliveroo could confront significant communication and networking barriers in Greece and Austria. Formality and structured networking could be difficult for Deliveroo because they must navigate formal networking etiquette and hierarchies in Austria (Sewpersadh, 2023). A lot of people in Greece value casual networking and personal relationships. This could make it harder for Deliveroo to make connections through more formal channels (Lord et al. 2023). Deliveroo can additionally encounter difficulties due to cultural nuances and local expectations in both countries, and these could make communication and relationship-building more challenging (Sewpersadh, 2023). Overcoming these barriers involves adapting to cultural networking styles and building trust using locally sensitive techniques.

One of the most obvious and immediate challenges to efficient communication when working abroad is the language barrier. Many different kinds of cultural communication barriers exist in the business sector (Riyanto et al. 2023). Here, anything as simple as a language barrier or something more complex, like different levels of formality, could be at work (Rakhmankulovna 2023). Background noise, emotional hurdles, power dynamics, language and cultural barriers, an excessive amount of information, inadequate communication channels, and unclear or missing context are among the most significant challenges that individuals face when attempting to communicate (Aripin et al. 2023). The following are a few barriers to good communication at work such as Challenges of a Personal, Psychological, and Semantic Character.
Semantic barriers are impediments that can be encountered during the encoding and decoding of messages. The most common causes of such barriers include inadequate language, incorrect translation, and other considerations (Salendab and Akmad, 2023). Sometimes, a translation is required because the language of communication is not native to the recipient. For example, IKEA had trouble translating the names and descriptions of its products properly (Bhana, 2024). When it first started selling in Greece, there was some confusion about what the products could do and whether they were available. 

Communication is greatly impacted by psychological barriers. During the communication process, emotional states such as anger, concern, and grief become apparent (Riyanto et al. 2023). When communication must pass through multiple levels, some or all of the message's data is lost. The most common instance of verbal communication is presented here. As evident When Coca-Cola first came to Greece, sales were hurt because some people were wary of foreign brands (Oxford Academic, 2011). Sometimes, Greece's business partners didn't feel comfortable handing over power to a big international company while negotiations were going on.

Both the sender and receiver's unique characteristics have a big impact on how communication flows (Rakhmankulovna 2023). While a superior perceives that someone is trying to undermine his authority, he may choose to remain silent. For example, Walmart ran into resistance from employees when it tried to expand in Greece because of cultural differences in management styles and work norms (ABC News, 2024).

Communication is the key to understanding the audience's preferences and understanding their needs. For entering a new market like Grece Delivroo needs to develop its communication with the target audience. Thus, developing cultural awareness and localised approaches with unique preferences helps the company to effectively communicate with the consumers.

The employees are required to learn the Greek language or hire mostly the local Greek people for delivery to foster better communication. The company should use and promote its services in the Greek language as well as provide the option of choosing delivery in the Greek language to improve customer satisfaction (Spiteri Miggiani, 2021). The Deliveroo App and website, including the menu and prompt as well as key buttons, should be fully translated into Greek. This will help the consumers navigate the platform easily and improve the customer's overall experience. 

They should provide customer support in the Greek language via chat, phone email, etc, to effectively communicate with customers (Melnikava, 2023). Hiring native speakers to handle queries can help customers understand their needs, lead to more effective communication and foster better resolution of issues. It helps to build trust among customers who feel uncomfortable speaking in English. 

They can celebrate traditional festivals by incorporating different Greek elements into their campaign during the local festival or during vacation time. This traditional festival includes the celebration of Easter or Feas (Salvador and Pedersen, 2022)t. During this period, the company can highlight special or popular dishes of the Grece in the menu associated with occasions that can attract the attention of the people and order more food, such as highlighting the Easter lamb dishes and authentic Greek sweets during the festival seasons that can be associated with consumer's cultural practices. 
 

The company can hire bilingual staff who have proficiency in both Greek and English, this will help the company to bridge the gap between its Greek customers (Pandey et al. 2021). The company should hire local people who are excellent in the Greek language and easily communicate with the Greek partners furthermore hiring a Greek local for customer service will also help in minimising the communication barrier.  Provide employees with basic training in the Greek language to foster better interaction among customers. For instance, Staff with knowledge of Greek are more likely to understand the customers more which created a positive impact on the company’s service.
Deliveroo can improve its market strategies by creating different campaigns mostly targeting specific holidays (Alzoubi et al. 2022). It is already mentioned that Easter is the most traditional festival in Greece. To highlight the moment the company can put a specific Greek menu on the list with specific Greek symbols and themes in the advertising to create more deeper conception with the audience.  They can foster partnerships with local cuisines or restaurants to attract customers and provide acceptance and value towards the Greek culture. 

From the above discussion, it can be concluded that the complex cultural landscape of Greece presents both opportunities and challenges for the expansion of Deliveroo. The high Power Distance and Uncertainty Avoidance of Greece reflect a hierarchical and rule-oriented society. It impacts which impacts communication and business operations. The indirect communication style, combined with a high degree of emotional expressiveness, contrasts sharply with the direct and formal approach of Austria. Greece’s significant progress in health and moderate Long-Term Orientation indicates a society balancing tradition with modernisation.
Deliveroo should focus on localised communication strategies to enter the Greek market effectively, It includes offering Greek language options across its app and website, employing local employees, and celebrating Greek cultural festivals to build a strong local presence. Multilingual customer support will enhance customer satisfaction and foster trust. 
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