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The current British business communication environment can be characterised as rapidly changing due to such large-scale geopolitical processes as Brexit. As the UK is trying to find its place in the new international setting after Brexit, British MNEs have both threats and opportunities for their further establishment and operation within the EU economies. The following essay aims at analysing TESCO which is one of the largest retailing companies in the UK to identify the possibility of its operation in any one of the EU-based countries. Communication has emerged as an essential aspect of business since the world is rapidly becoming a global village. The markets in the EU are diverse and require organisations with a British base to deal with the cultural and language barriers as well as the differences in business practices. It has been found that the flexibility of communication strategies about local contexts and at the same time the creation of a company’s image as a single entity is very important in the process of entering new markets. This essay will compare two potential EU countries for expansion for TESCO based on factors like cultural differences, social setting, language issues, risk factors and labour market. Using cultural frameworks and studying the communication breakdown, it is possible to provide a detailed evaluation of the potential difficulties and prospects in each country for TESCO. Finally, based on the findings of this essay, the best EU country for TESCO’s expansion will be recommended, as well as ways of overcoming communication barriers to create an environment that would enhance success.
TESCO PLC is a company that originated in the UK and is a grocery and general merchandise company. TESCO was started in 1919 by Jack Cohen and has evolved to be among the largest general grocery and related goods retailers in the globe with its outlets in different countries in Europe and Asia. By the year 2024, TESCO will remain the market leader in the supermarket segment by market share with both the physical store and online shopping. TESCO's business is anchored on the realisation of the customers’ needs and demands whereby they deal with goods such as meals, clothes, household items, and even banking services (Wood et al., 2016). The company has different formats of stores ranging from hypermarkets to express stores to suit the consumer’s needs and shopping patterns. TESCO has also invested in a good e-business program and home shopping services, thus expanding its e-business department. Over the last few years, TESCO has aimed at revitalising its domestic business in the UK while not neglecting its international operations. The company has also been able to demonstrate the ability to overcome the obstacles of Change through the Brexit decision and the coronavirus pandemic. TESCO has also been keen on its sustainability, ethical sourcing and corporate social responsibility as part of its strategic management (Sharpe and Barling, 2019).
As TESCO aims at further expansion in the EU it has all the strengths such as experience in operation in international markets and an established brand image. Still, it will be much harder to organise its activities in the UK and other European countries after Brexit, to adjust the company’s strategies to the specifics of local markets, and to benefit from its position as a British retail giant. For TESCO's potential expansion, this essay will evaluate two EU countries: Germany and Spain are the two countries of interest. These countries present different prospects and risks for the business model of TESCO and its communication initiatives. Germany is a very attractive market given the fact that it is Europe’s largest economy. Germany’s population is over 83 million people, and the GDP per capita is approximately €42,000, which means the country provides a large and wealthy consumer market. The country has a politically stable system as well as a sound infrastructure which could be an added advantage to TESCO. In the context of Hofstede’s cultural dimensions test, the German culture can be characterised as high in individualism and uncertainty avoidance. This can be said to be a society that respects individual obligations as well as well-defined regulations. The German people are very conscious of price and quality which is very advantageous for the company since TESCO’s selling proposition is based on value. However, the high uncertainty avoidance means that the population would rather patronise familiar brands and products, which may prove to be an obstacle for TESCO which is seeking to penetrate the market.
The primary factors of the German labour market include a skilled workforce and healthy labour unions (Häusermann et al., 2015). On the one hand, this would guarantee TESCO a pool of qualified employees; on the other hand, it would imply that the company would have to deal with the complicated national legislation on labour relations and, possibly, higher labour costs. There are more multicultural employees within the German workforce, especially within the urban areas and this can be an opportunity for TESCO in that it can be able to build a multicultural team of employees. The analysis showed that language plays a huge role and is a major impediment in Germany. Although the level of English is relatively high in the business world, German is still the most widely used language in economic turnover. It will be necessary for TESCO to spend a lot of money on translating all the products that are to be sold in the German market and for the company’s staff to master the German language. As for the second country of the analysis – Spain – some different opportunities and threats are to be mentioned. Spain currently has a population of approximately 47 million people and a GDP per capita of approximately €27,000 which makes it a slightly less attractive market than Italy however it is still relevant. The retail sector in the country is not as developed as in Germany possibly presenting the company with better growth opportunities. Compared with the UK, Spain has higher Hofstede’s indices for power distance and uncertainty avoidance. This hints at a society that is more accepting of power relations and less at ease with the lack of definite ranking. Culturally, the Spanish also value interpersonal relationships and contacts in their business, which would impact TESCO’s customer relations and business dealings (Herrera Madueño et al., 2016). The Spanish labour market has been marked by high levels of unemployment, especially among the youth. This could afford TESCO an opportunity to get an enthusiastic workforce, and possibly at a cheaper cost as compared to Germany. However, the flexibility of this structure also implies that the training and development costs of TESCO would be high (Gan and Yan, 2023). The Spanish employment has been characterised by a growing heterogeneity of the workforce especially from Latin America and North African countries which might be useful for the formation of a multicultural work culture.
From the case, it is understood that if TESCO is to penetrate the market it would have to translate all its marketing collaterals, and even product labels into Spanish. Furthermore, it may be even more relevant in areas such as Catalonia or the Basque Country where the consideration of regional languages may be required to achieve better results and interact with the population. Both countries pose some threats concerning the post-Brexit regulation. This is a consideration because TESCO is a British Company, and it may encounter several bureaucratic barriers or tariffs that could affect its supply chain and pricing strategies. The company would need to be very tactful in these new trade relations and may have to devise new modalities of sourcing. In the case of digital preparedness, Germany performs slightly better than Spain in terms of e-commerce and other digital facilities. This can be beneficial to TESCO when conducting online retail business in Germany but would need capital investment to build similar competency in Spain. Regarding environmental conditions, there has been an enhancement of customer consciousness to sustainable developments in both countries. Germany lies in a geographical location that has imposed strict environmental standards and has a market that is sensitised to environmental conservation measures. Spain, though maybe lagging slightly in this aspect, is steadily moving towards integrating sustainability in more and more projects, especially in the urban context. The possible communication barriers that TESCO could face in both countries are complex and need to be analysed. Even though there is high English comprehension in German business environments, the language barrier would come into play regularly in operational routines and with the customers. This involves translating not only the various marketing documents and product specifications but also the communication style from Britain to Germany where such styles are different in that they are more formal than the British style. The difficulty focuses on the question of how to keep the company’s brand tone when operating in a different country with different communication patterns.
The language factor is more of an issue in Spain in as much as the level of English spoken there is lower. TESCO would have to direct substantial resources towards Spanish language teaching for the expatriates to avoid any misunderstandings with the locals and guarantee all textual and visual materials, which are accessible to customers, are translated properly and do not offend the Spanish culture. The nature of communication in Spain is rather more relaxed going by Latin origin and hence more of a relationship perspective as compared to the more formal British way of doing business warranting a change of strategy in the way TESCO treats its customers and in business negotiations. There are also dramatic elements of nonverbal communication in both countries. The Germans are particular regarding their personal space, and thus, businesspeople avoid touching one another. Focusing on the timeliness and effectiveness of a message is considered very important. While Anglo culture is rather more formal, Spanish culture involves greater physical contact during the conversation and is rather freer with time. To adapt to such differences, TESCO would be required to educate its employees to ensure that they do not fall prey to the differences and consequently fail to gain the trust of their local counterparts. Flexible working also means that digital communication offers another problem (Angelici and Profeta, 2024). Even though Germany has a strong digital environment, there are certain legal acts regulating data protection which might be an issue for TESCO in its online business and in handling customers’ information (Bond et al., 2018). As we have seen Spain is less developed in its digital environment thus TESCO may be forced to align its online approaches and possibly depend on the offline forms of communicating the strategy at the onset.
Another important matter that TESCO would have to pay attention to in both countries is the advertising and marketing culture. For example, humour that is used, such as jokes, may not carry over when moving from the UK to other countries like Germany or Spain. Furthermore, the corporate communication style of TESCO needs to be adjusted to the specific expectations of the countries – more bureaucratic and profound in Germany, more individual and based on trust in Spain. To overcome these communication challenges and create a positive environment for success, TESCO should consider the following recommendations: To overcome these communication challenges and create a positive environment for success, TESCO should consider the following recommendations:
First, spend large sums on language and cultural training of employees of all hierarchical levels. This should not just cover simple forms of communication but also manners, bargaining techniques, and customer relations as practised in the country of interest. The formation of a team of cultural intermediaries who would help in managing the transition between TESCO’s British business culture and the domestic environment would be very helpful. Second is the localised communication strategy where the advertisement is to be in harmony with the local culture of the people but at the same time, the company’s brand identity of TESCO should not be compromised (Chen, 2022). This may include outsourcing the communications to local marketing agencies to guarantee that all the messages sent are culturally appropriate. Thirdly, one can also adopt the use of technology to help overcome some of the communication barriers. This could include enhancing the use of tools such as real-time translation for communication in stores and online as well as creating customer service channels that are multilingual. Fourth, ensure diversity in the workplace by employing both local and international staff. This diversity can give TESCO important information about the local consumers and how they can be persuaded to make purchases, and this can help TESCO tailor its products and its mode of reaching out to the consumers better. Fifthly, build good relationships with the local suppliers, cooperation partners and local organisations. These relationships may offer important cultural information and may assist TESCO to read the business environment of the country much better. Finally, do not be rigid and do not shut yourself from receiving constructive criticism. Always evaluate the impact of the communication campaigns and be ready to modify them due to the reception in the local markets and the market trends.
While comparing the prospects and risks of both Germany and Spain for TESCO, the suggestion for the company’s further development would be to penetrate the Spanish market. Though Germany has a significantly larger and wealthier population to market to, the competition in the retail industry is stiff and the overhead costs of doing business are high for a new entrant, especially in the current Brexit world. However, due to the difference in market size, Spain is more suitable for TESCO to expand its business (Sung and Goebel, 2018). The unsaturated retail market is more suitable for the growth and establishment of TESCO’s brand. The fact that culture values relationships is also consistent with TESCO’s customer-oriented strategy, meaning that it will be easy to establish a firm customer base. Although the language barrier is a major issue, it is not an issue that cannot be solved and the resources that would be required to solve this problem might pay off in the long run in terms of market share and customer relations. Also, the increasing awareness of sustainability in Spain and the opportunity to build TESCO’s digital retail in a relatively young market are beneficial for the company to become an inspiring and modern retailer (Jelassi and Martínez-López, 2020). The opportunity to have a greater pool of employees to choose from, and perhaps at a cheaper rate than in Germany could also be beneficial to TESCO’s operations.
This paper concludes that the expansion plan of TESCO to the EU market after Brexit has its risks and opportunities. The success of the company will thus to a greater extent depend on the company’s ability to overcome the challenges that arise from the cultural and communication barriers of the selected market. Thus, by choosing the correct communication strategy to enter the Spanish market and considering the cultural differences, TESCO can pave its way to growth in the EU (Mohapatra and M. V., 2021). It is these factors that have driven TESCO’s success in its internationalisation process; it pays attention to cultural differences provides language and cultural training and is not overly rigid in its strategy. Thus, the company can build the proper climate, which will be useful both for TESCO as one of the leading British retailers and for the new market with its peculiarities of communication. This expansion is not only a great business venture for TESCO but also a study of cross-cultural business communication after Brexit. As British companies carry on trying to find their new role in the EU TESCO’s experience may well be of value in identifying how British business is to continue and expand its presence across Europe.
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