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[bookmark: _Toc11756]Introduction to British Business Communications
The emerging business landscape poses both challenges and opportunities for business entities to expand operations into international markets. Regarding this, international business signifies the expansion of business in the international markets to optimise operations and maximise profitability (Rana et al., 2021, p.160). Here, “British Business communication” refers to the corporate strategic communication approach to convey business ideas and strengthen business relationships (Business Culture, 2024). It defines the open-minded and tolerant British culture to understand the cultural nuances and manage business dealings in a multi-cultural environment.
The essay will shed light on the implications of British business communication to expand the business of a British multinational to a potential EU-country. Following this, the British retail multinational chain Tesco Plc is chosen and Germany and Denmark are the selected EU countries to expand business. Hence, the thesis statement is- “the application of effective business communication strategies in UK can be beneficial for Tesco to expand its business to potential EU-markets”.
[bookmark: _Toc4630]Overview of Tesco Plc
Tesco Plc is a leading British multinational retail grocery chain, which started business in 1919 by the founder, Jack Cohen, as a humble grocery store in London, UK (Tesco Plc, 2024a). The retail chain operates with the purpose to serve the customers with sustainable, affordable and healthy food while working with over 330,000 colleagues (Tesco Plc, 2024a). In addition, the approach of this retail supermarket chain to achieve net zero goals across supply chain by 2050 and becoming carbon neutral by 2035 enabled Tesco to work collaboratively with suppliers and distributors. This justifies the approach of this multinational business to attain sustainable goals.
Tesco extended its business by placing the customers at heart and designing different service segments including Tesco Mobile, Tesco Bank, dunnhumby, one stop and Booker (Tesco Plc, 2024b) [Refer to Appendix 1]. Similarly, the intention to serve the community needs across the UK, the Czech Republic, Hungary and Slovakia resulted in securing a group sales of £61.5 billion in 2024 (Tesco Plc, 2024b) [Refer to Appendix 2]. The retail brand has a total of 4,506 stores across international markets including 3,786 stores in UK (Tesco Plc, 2024b). This is reflected in statutory revenue of this brand as it increased by 4.4% in 2024 making it £68.2 billion (Tesco Plc, 2024b). Thus, evaluating the market expansion opportunities of Tesco in potential EU markets would be beneficial in supporting international business expansion.
[bookmark: _Toc27299]Evaluation of Two EU-Countries
Considering the case of Tesco, the two EU countries chosen are Germany and Denmark. Therefore, a detailed evaluation of the country profiles is presented below for Tesco by applying British communication aspects and potential barriers of international expansion.
[bookmark: _Toc9804]UK with Germany
· Social Contexts and Profile
Germany is a member of the EU since 1958 and Berlin is the capital of this country with a population of 84,358,845, as of 2023 (European Union, n.d.a). The country accounts for 25.3% of the total GDP of EU and it ranks eighth in EU on the basis of GDP per capita of €41,300 (European Union, n.d.a). Germany has total 24 representatives in the “Economic and Social Committee” of Europe along with 96 representatives in the EU parliament (European Union, n.d.a). Additionally, 39% of German customers are intended to spend more on food while 21% are likely to spend both on clothing and health and beauty products in 2023 (Statista, 2024a) [Refer to Appendix 3]. Moreover, the television market of this country is the largest in EU as there are 38 million TV households (BBC, 2023). However, the use of social media and internet helps form a strong social network in this country.
· Language
National language of this country is German (BBC, 2023). However, English is officially adopted business language in this country to support international business activities.
· Possible Risks
The major business risks to operate in German market revolve around its dependency on foreign trade with China (Coface, n.d.). In addition, the country is dependent on the energy import as 69% of net import was due to primary energy consumption, as of 2022 (Coface, n.d.). Besides, export rate of Germany is 44.8% in 2022 with rest of the world while the export rate with EU member states is 55.2% (European Union, n.d.a). Besides, lack of proper investment in the digitalisation and infrastructural growth is another risk along with a focus on automotive industry (Coface, n.d.). Moreover, agri-food, clothing and textile and wood are other sectors with high and very high risks (Coface, n.d.) [Refer to Appendix 4]. This represents existing risks in different industries to support international trade activities.
As reported by International Trade Administration (ITA) (2023), imposing trade barriers on US trade and investments would be considered as a potential risk to expand business in Germany. Similarly, complexity to protect the local suppliers, restrictions on biotech agricultural products and acceptance of the “Common Agricultural Policy” of EU affected the trade relationship with the US market (ITA, 2023). Therefore, understanding the trade regulations and compliance with German standards would be primary concern to expand business in this market.
· Labour Outlooks such as Diversity of Backgrounds within the Workforce
Data presented by the “European Employment Services (EURES)” (2023a), a total of 45.72 million people were employed in Germany, as of March 2023. Moreover, total cross-border commuters of 237,929 worked in this country in June 2022 while the unemployment rate was 5.7% in April 2023 (EURES, 2023a). In addition, 55.1% of the workforce in this country works in SMEs (EURES, 2023a). Besides, a 6% year-on-year (YOY) increase in nominal labour wages signifies a rise in demand side while indicating a decrease in inflationary pressure (Coface, n.d.). This also represents positive labour market growth of this country.
Regarding this, labour diversity of workforce is significant across different industries as education sector has the highest (83.6%) participation of women in 2023 (Statista, 2024b) [Refer to Appendix 5]. Here, the women represented 48.2% of the total workforce while male representation was 51.8% in 2023 (Statista, 2024b). However, recording data on diversity characteristics of employees is conflicting with German Law under the “German General Equal Treatment Act (AGG)” (Bakertilly, 2024). This is done to avoid any unconscious biases in the hiring and recruitment process on grounds of diversity features.
· Cultural Comparison Using Hofstede’s Model
In case of expanding business in the German market, Tesco needs to explore the British business communication strategies while understanding the cultural connotations. Following this, the application of Hofstede’s Cultural Dimensions are beneficial to measure the cultural differences between countries (Li, Zhang and Shi, 2020, p.936). In this particular scenario, cultural comparison between UK and Germany is considered and it revealed that Germany scored 65 in uncertainty avoidance representing its attitude to stick to the set rules (Hofstede Insights, 2024a) [Refer to Appendix 6]. The UK, on the other hand, scored 35 in this parameter and this signifies a difference in the cultural beliefs of British people to accept the changes and go along with the same. This indicates a significant difference in dealing with changes as the German culture relies on talent and expertise to compensate this behaviour towards uncertainty avoidance.
In addition, there is a visible difference between the countries in terms of indulgence as British culture scores 69 in this parameter, whereas Germany stands at a score of 40 (Hofstede Insights, 2024a) [Refer to Appendix 6]. It denotes that German culture contradicts to the optimism and importance of leisure time in British culture. The tendency of pessimism and cynicism persists in German culture, which is likely to restrict the activities of people to indulge in activities that are socially incorrect. On contrary, power distance as a cultural dimension equals both the countries with a score of 35 indicating the prevalence of equal rights and participative communication (Hofstede Insights, 2024a). Similarly, both the countries scored 66 in “motivation towards achievement and success” criteria, which encourages clear goal setting and assertive workforce to meet organisational goals (Hofstede Insights, 2024a). Hence, it can be interpreted that despite the visible cultural differences, the British culture is somewhat compatible with the cultural views in Germany to develop an integrated workforce.
· Potential Communication Barriers
The primary communication barrier that can affect international expansion of Tesco to Germany is the language barrier. English is the predominantly spoken and national language of UK, and the presence of linguistic differences would be a barrier for the British counterparts to operate in international markets (Business Culture, 2024). In addition, the national language of Germany would be another communication barrier along with the directness and diligence of German culture that contradict politeness and open-minded communication approach of British culture (Business Culture, 2024). Hence, it would be important to train the professionals with language and cultural diversity aspects to enter this foreign market.
[bookmark: _Toc26127]UK with Denmark
· Social Contexts and Profile
Denmark is one of the promising EU member states since 1973 and it has a total population of 5,932,654 as of 2023 (European Union, n.d.b). Having a geographical area of 42,925 km2, Danish krone (DKK) is the currency of this country and Copenhagen is its capital (European Union, n.d.b). It is the third EU member state on the basis of GDP per capita growth with a value of €48,400 and this accounts for 2.3% of total GDP of EU (European Union, n.d.b). Considering the market trend and consumption pattern in Denmark, 41% of buyers in this country went through modest changes in buying behaviour to purchase sustainable products (Statista, 2024c) [Refer to Appendix 7]. This signifies the presence of a supportive consumer market for retail business landscape.
On the other hand, EU-budget contributions helped the country to digitalise public services while elevating the quality of medical treatments and build better transport infrastructure (European Union, n.d.b). Hence, the EU-funded projects in Denmark contributed to the social, economic and environmental growth of this country.
· Language
The national language of Denmark is Danish, although other languages spoken in this country include German, Greenlandic and Faroese (BBC, 2024). This is primarily because the territorial areas of the Kingdom of Denmark include Greenland and Faroe Islands, which are not the members of EU.
· Possible Risks
The key market challenge or risk of operating in Denmark lies in the unwilling or restrictive nature of the consumer market to adopt new technologies (ITA, 2024). In addition, high labour market wage and personal taxes in Denmark also made it challenging for international businesses to set up facilities. Despite a positive economic growth, labour shortage would be a major risk to operate in the Danish economy (Gov.uk, 2021). However, corporate taxation of 22% for EU member states in 2023 aided this taxation issue (ITA, 2024). Similarly, currency exchange rate has been a concern for international businesses as with the intervention of Central Bank, the national currency (DKK) is pegged to Euro at 2.25%, which is a very narrow band (ITA, 2024). This signifies issues related to exchange rate and monetary policies.
· Labour Outlooks such as Diversity of Backgrounds within the Workforce
The labour market of Denmark is primarily based on public employment services through 94 municipal job centres (EURES, 2023b). An increase of 2% in employment was recorded in 2023 totalling 2.98 million employments, although unemployment rate was 4.5% in 2022 (EURES, 2023b). Following gender diversity in the workforce, majority of the workforce (657 employees out of 944 employees) in the public administration, health and education are female while 287 people were male in 2023 (Dyvik, 2024) [Refer to Appendix 8]. However, trade and transport and manufacturing sectors have more male employees compared to female. It indicates diversity in labour workforce to utilise skills and competencies of individuals for industrial growth.
· Cultural Comparison Using Hofstede’s Model
Depending on the comparison of cultural attributes in Hofstede’s model, Denmark’s score for “motivation towards achievement and success” was 16 while it measured 66 in UK (Hofstede Insights, 2024b) [Refer to Appendix 9]. This signifies the importance of flexible work and free time to motivate and encourage employees in achieving success in Denmark. The British culture, on the other hand, forms a decisive society with clear ambition and success-driven goals. Moreover, the scores for individualism for Denmark and UK were 89 and 76 respectively (Hofstede Insights, 2024b). Both the countries scored similar in the cultural parameter of indulgence. These cultural dimensions prioritised the value of individual wellbeing and happiness, which can contribute to support the British business expansion of Tesco in this EU country.
· Potential Communication Barriers
Although English is spoken across the country, the official language of Denmark is Danish and hence, this would be major communication barrier. Besides, expatriates, who would not be fluent in either English or Danish can also face communication hardships to operate in this country.
[bookmark: _Toc18046]Recommendations
Based on the detailed evaluation of country profiles, business opportunity and cultural landscape, Germany would be the suitable EU market for Tesco to expand its business. Adding to the wide consumer base and economic stability, the skilful labour market of this country would be effective for Tesco to explore the international market opportunities. However, owing to the communication barriers on grounds of language diversity, the following communication strategies would be recommended to Tesco-
· Prioritising language proficiency would be beneficial to train the expatriates (expats) to build a language sensitive approach (Vulchanov, 2021, p.330). Besides, proficiency in local language would help Tesco to communicate and connect with the national workforce for higher productivity.
· Developing multilingual teams can serve the purpose of translating and communicating business messages by utilising communicative resources (Räisänen, 2020, p.182). This would be effective for Tesco to build a positive environment and integrate the cross-cultural workforce and establish clear business goals to explore the German market.
· Offering in-house language training would be another recommendation to overcome communication barrier at the initial phase of international expansion (Tenzer, Pudelko and Zellmer-Bruhn, 2021, p.101184). It can allow Tesco to build better cultural resilience and adapt to the culture diversity in Germany.
However, participative communication in Germany and open communication approach of British culture would be beneficial to expand business in this country (Hofstede Insights, 2024a; Business Culture, 2024). This cultural flexibility between these two countries would help aid the communication barriers.
[bookmark: _Toc7736]Conclusion
This essay offers a comprehensive overview of the international business communication for the British multinational company Tesco Plc to select any one of the proposed EU-countries Germany or Denmark. Following country comparison, Germany is chosen for Tesco as the suitable market to promote brand presence and acquire sustainable competitive advantage. Depending on the cultural and business communication aspects, understanding cultural norms and expectations seemed to be crucial for Tesco to enter this new market. Hence, the thesis statement is established that “inclusion of proper language training while building multilingual teams would be effective business communication strategies for the British retailer chain, Tesco, to expand its business to Germany”.
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