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[bookmark: _Toc164701975]Introduction
Communication is a core factor for successful international company operations. Effective communication is essential for creating, managing, leading, and dissolving organisations. It facilitates knowledge exchange, relation growth, deal negotiations, and partnership management. Effective communication is crucial for multinational corporations at all levels, including interpersonal, group, and organisational (Szkudlarek et al., 2020). The United Kingdom, renowned for its rich history, diverse population, and global economic influence, fosters a business environment where effective communication is not only a strategic imperative but also a reflection of inclusive values and practices. At its core, British business communication embodies a commitment to fostering environments where every voice is heard, valued, and respected. UK recognise the importance of embracing inclusivity and diversity as drivers of innovation, collaboration, and success (Dubal, 2023).
This essay will look at the opportunity for Tesco to expand its business in the EU specifically France or Sweden. Various factors including country facts, cultural differences, language, and labour outlook will be taken into account and one of the two countries will be selected as the most suitable for the future international expansion of Tesco. To measure the cultural differences Hofstede six dimensions theory will be applied. The essay will also examine the potential communication barriers and ways of overcoming those barriers.
[bookmark: _Toc164097830][bookmark: _Toc164701976]Tesco overview
Tesco was established in 1919 by Jack Cohen and it opened its first store in 1929 in Burnt Oak, North London. The company has rapidly grown and today Tesco has 4,859 stores worldwide including franchises. The company is highly diverse and has more than 330,000 employees from different cultures and different backgrounds. Tesco is the largest private employer in the UK and has been chosen for best woman employer (Tesco PLC, 2024). The company is a leader in the UK market and sells fresh food, drinks, bakery, grocery, electrical goods, and more. Through Tesco Bank UK, Tesco offers financial consultations, retail banking, and different types of insurance (Adamyk, 2019).
Tesco's culture emphasizes customers, growth, diversity, and employee values. Teamwork, trust, respect, listening, supporting each other, and employee recognition and reward are company priorities. As part of its social duty, Tesco supports healthy living, education, projects, charitable aid, excellent working conditions, inclusivity in the workplace, and supply chain human rights. Tesco prioritizes workforce wellness, balancing work, recreation, and personal growth. By providing training and advancement, the company promotes positivity, communication, and support (Adamyk, 2019). In terms of international operations, Tesco has grown in 12 countries worldwide including Poland, Hungary, South Korea, and Thailand, where cultural differences, regulatory constraints, and economic reasons have presented obstacles.
[bookmark: _Toc164097831][bookmark: _Toc164701977]Comparative Analysis of France and Sweden for Business Expansion of Tesco
France is highly known for its history, culture, and even its different kinds of cuisine may be a promising or appropriate market for Tesco's expansion. According to the conducted research, over 68.1 million people live in France, a very large customer base as compared to other EU countries. English is a less frequent spoken language in metropolitan areas especially among the younger generation. So, in order to deal with this, Tesco's business communication requires more French expertise in its new ventures. On the other hand, Sweden, with its excellent quality of life, innovation, and strong social welfare system, is an attractive expansion opportunity for Tesco's business expansion idea. With 10.5 million inhabitants, Sweden has a small but affluent consumer market. Although Swedish is the official language, English is widely spoken, making it easier for international enterprises to operate in Sweden.
[bookmark: _Toc164097833][bookmark: _Toc164701978]Labor Outlook
In France, opposing the UK, the problem of equal opportunity and diversity has developed recently as a consequence of a new awareness of the challenges of the French model of equality, based on equality of rights for all residents. Migrants make up 5 million people, or approximately 8% 64.3 million French population as of January 2009 (Bender et al., 2010). Migration processes in the country have a serious impact on the workforce, as most of the migrants are low-skilled and with a low educational level. France had a 7.40% unemployment rate with the tendency to reach 7.8% in 2025 (Euronews, 2023). On the other hand, Sweden boasts a competent workforce focused on innovation and technology. Sweden has one of Europe’s highest proportions of women in the workforce. The country has 8% unemployment. Sweden has stricter labour regulations, collective bargaining, and high labour costs. Swedish business is more focused on competence and capability of doing the job instead of gender, age, ethnicity, or sexuality. Preconceived attitudes, such as suitability and stereotypes about different groups' abilities, should not affect employment or promotion decisions (Fägerlind & Kelöf, 2001). The workforce outlook in Sweden is very similar to the UK based on diversity, inclusion, and equality.
[bookmark: _Toc164097832][bookmark: _Toc164701979]Cultural Differences between France, Sweden, and the UK
To determine the cultural differences between France, |Sweden, and the UK will be applied Hofstede theory. Hofstede cultural dimensions is a framework created to measure the cultural differences across countries and their impact on different areas from business to diplomacy (Hofstede, 2011).
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Power distance
France and Sweden have cultural differences that can impact business operations. According to the Hofstede Distinct Sights Country Comparison Tool, France has a high power distance index (PDI) of 68, indicating a hierarchical society with unambiguous superiors and subordinates (Hofstede Insights, 2024). For example, big corporations CEOs are addressed to as Mr. PDG, which is a more distinguished term than CEO and stands for President Director General. French accept inequality in power and the upper class dominates on lower and middle. Sweden has a low PDI of 31, reflecting a flat, equal society similar to the UK with a score of 35. In Sweden and the UK, control is disliked and an example of this is the fact that employees can address their managers on a first-name basis, and this will not be accepted as a sign of disrespect. 
Individualism
France's high score on Hofstede's Cultural Individualism (87) in combination with high Uncertainty Avoidance (86) strongly suggests a stable, institutional society that honours individual achievement (Hofstede Insights, 2024). Individualism score shows that many employees are individualistic instead of collective. Employees often prioritise self-interest over teamwork, making it challenging to achieve (Jain and Pareek, 2019). The United Kingdom and Sweden both have Individualistic societies, with scores of 76 and 74. The British are very individualistic and keep a lot of their privacy. Adolescents are coached from a young age to think for themselves, to determine their purpose in life, and to be a part of society(Hofstede Insights, 2024).
Motivation towards Achievement and Success (Masculinity)
Tesco should emphasise the prestige and exclusivity of its products to appeal to French consumers' desire for status and accomplishment in France, where achievement and success are valued more compared to Sweden. Tesco may present itself as a brand that encourages equality, diversity, and employee well-being in Sweden (score 5), where work-life balance is valued over conventional masculinity norms. Tesco should emphasise its fair labour standards, workplace inclusion, and work-life balance programs to appeal to Swedish consumers' social responsibility and equality beliefs (Dominick, 2020). Swedish society compared to French and UK is more orientated to equality, inclusion, and support for others. 
Uncertainty Avoidance
France scored relatively high on Uncertainty Avoidance 86, compared to Sweden and the UK. That shows that French society is feeling uncomfortable with ambiguity and uncertainty. French are not willing to change their workplaces as often as Swedes and Brits and have strong relationships and loyalty toward their jobs. Countries with low Uncertainty Avoidance indexes like Sweden and the UK are open to new challenges and people are more moderate and do not raise their voices so often, but in France, this is regular and sometimes with escalation.   (Brännström and Staffansson, 2014). An example of this is the Yellow Vest protest in 2018. The French often go on strikes and protests against new rules and regulations. This type of social behaviour can be seen as a disadvantage in the context of the possible expansion of Tesco expansion in France.



Long Term Orientation
Hofstede's cultural dimensions score of France is 60 for moderate long-term orientation. This indicates a balance between conventional values and openness to new ideas. French culture prioritizes stability and tradition, which might affect business decisions. France's modest long-term orientation offers flexibility and innovation, helping Tesco grow and succeed (Hofstede Insights, 2024). Sweden scores 52 out of 100, less than France and the UK, for long-term orientation. Planning, sustainability, and tenacity in accomplishing long-term goals are stressed. High efficiency, Innovation, and environmental sustainability are strongly valued in Swedish business practices and policies that will surely help Tesco to settle down its business in a more efficient manner. Tesco may align with Swedish principles and consumer preferences by prioritizing sustainability and innovation with Sweden's long-term orientation (Hofstede Insights, 2024).
.
Indulgence vs Restraint
In terms of indulgence versus restraint, France ranks somewhere in the middle (48). This, combined with a high Uncertainty Avoidance score, proposes that the French are less relaxed and enjoy life less than is usually believed. Members in societies with high Indulgence index like Sweden (78) are more expected to act on their instincts and passion to enjoy life and entertain themselves. They have a positive mindset and optimistic bevaviour. This type of Society is characterised by strict social norms and regulations. Sweden and the UK have similar scores in this cultural dimension which suggests successful adaptation to the new cultural environment (Hofstede Insights, 2024). 




[bookmark: _Toc164097838][bookmark: _Toc164701980]Communication Barriers in France and Sweden
Language Barrier
When Tesco expands into France or Sweden in the future, it will likely encounter the language barrier as one of the primary and highly threatening communication challenges. Although English is widely spoken in both nations, in France the official language is French, and Swedish is the official language in Sweden nation respectively (Rani, 2016). This may impede communication with local employees, consumers, and even with stakeholders. In regions with a lesser portion of French citizens speaking English, Tesco may still need to invest in language training for its staff members or employees and hire enough French-speaking staff to effectively engage with local customers and suppliers. Similarly, in Sweden, Tesco may also need to address communication challenges by providing Swedish language training and ensuring sufficient Swedish-speaking staff in its business operations. In Sweden, Tesco may need to adapt its communication strategies by translating product labels and signs into Swedish to better reverberate with local shoppers (Tanova and Nadiri, 2010). France can be considered a high-context while Sweden and the UK are low-context societies.
Cultural Differences in Communication Styles
The cultural differences in communication styles between France and Sweden create another communication barrier. Politeness and hierarchy dominate French communication, which is indirect and formal. Swedish communication is more informal, straightforward, and egalitarian (Tanova and Nadiri, 2010).
Tesco has to navigate the formal and hierarchical communication style of French business culture while negotiating contracts or resolving disputes. Tesco's staff had to use proper titles and a courteous tone during discussions with French counterparts to develop trust. Conversely, Tesco encouraged open communication and collaborative problem-solving when dealing with Swedish counterparts (Tanova and Nadiri, 2010).
Nonverbal Communication
French and Swedish nonverbal communication indicators including gestures, facial expressions, and body language can sometimes cause miscommunication (Badiane, Chunmei, and Wui, 2024). For example, in France, nonverbal clues such as hand gestures and facial expressions are important for communication and meaning. A modest nod or raised eyebrow, for example, can convey agreement or disagreement during discussions. Tesco's French staff have to learn to read and respond to nonverbal clues to avoid misunderstandings and ensure clear communication with their French counterparts. Similarly, Tesco's team in Sweden had to be aware of nonverbal communication signs, such as maintaining personal space and avoiding excessive physical contact, to respect Swedish cultural standards (Badiane, Chunmei, and Wui, 2024).
[bookmark: _Toc164097839][bookmark: _Toc164701981]Recommendation for Business Expansion: Sweden
[bookmark: _Toc164097840][bookmark: _Toc164701982]Overview of Sweden as an Expansion Destination
Sweden is Tesco's ideal EU expansion destination. Sweden's focus on sustainability, innovation, and technology helps Tesco succeed. Let's examine why Sweden is Tesco's top expansion destination.
Reason 1: Alignment of Tesco's Values with Sweden's Culture
Sweden's cultural focus on sustainability and innovation matches Tesco's. Sweden's emphasis on quality and sustainability fits Tesco's dedication to eco-friendly products and carbon reduction. Tesco can become a socially responsible store and earn a competitive edge by targeting Sweden's eco-conscious consumers (Waxell, 2014).
Reason 2: Regulatory Environment and Ease of Doing Business
Sweden's regulatory environment is more favorable as compared to France's, with open regulations and ease of doing business. Tesco will face fewer regulatory and logistical difficulties when entering Sweden. The Swedish government's entrepreneurship and innovation efforts boost Tesco's market appeal. The enabling policies help Tesco navigate the regulatory landscape and focus on business growth (Waxell, 2014).
Reason 3: Skilled Workforce and Diversity
A skilled workforce focused on innovation and technology in Sweden. Tesco can hire international workers and run smoothly in Sweden due to its English-speaking talent. Sweden's diversity emphasis provides an inclusive work environment where varied employees thrive. Tesco can establish a strong and dynamic team to support its expansion by tapping into Sweden's talent pool and spreading a varied workplace culture (Bozkurt and Grugulis, 2011). 
Reason 4: Consumer Base and Growth Opportunities
Tesco may grow in Sweden's rich client base despite severe competition. Tesco's strategy goals of market expansion and digital innovation match the country's high purchasing power and tech-savvy people. Tesco can increase market share and long-term revenue by catering to Swedish consumers (Bozkurt and Grugulis, 2011).
[bookmark: _Toc164097841][bookmark: _Toc164701983]Strategies to Overcome Communication Challenges
Tesco must overcome communication barriers to succeed in Sweden, despite its many benefits. Here are some ways that can help Tesco to overcome these challenges:
Language Training Programs: Tesco should invest in language training to ensure better and quality communication with local staff and customers. Tesco can help its workforce to easily and efficiently communicate in Swedish and build stronger customer interactions by offering some genuine language support (Zyberi and Mitovski, 2023).
Cultural Sensitivity Training: Tesco should also try to provide cultural sensitivity training to help its future staff members better adjust to Swedish customs and communication models. With the help of this, Tesco can easily and quickly reduce the possibilities of miscommunication and develop strong trust and relationships with Swedish stakeholders (including governmental and private bodies) by increasing overall cross-cultural understanding (Zyberi and Mitovski, 2023).
Localization of Marketing Materials: To satisfy Swedish consumers, translating marketing materials, product labels, and even signs into Swedish is also very important to deal with localization. 
Adaptation of Communication Styles: Swedish culture values directness and egalitarianism, so Tesco should adopt this communication approach in its communication model. This will surely help Tesco to improve relationships with Swedish partners and other important stakeholders through open discussion and a collaborative approach during problem-solving (Zyberi and Mitovski, 2023). 


[bookmark: _Toc164097842][bookmark: _Toc164701984]Conclusion
In conclusion, Tesco's EU expansion options are best in Sweden as compared to France. It is found that Sweden is more suitable for Tesco's future expansion due to its clear regulatory framework, cultural alignment with sustainability and innovation, and also due to a strong emphasis on a talented and varied workforce. Through this essay, it is evaluated that France and Sweden's culture and language will be the biggest obstacles for Tesco. According to Hofstede's six cultural dimensions Sweden and the UK have more cultural similarities which can help the company to align with the new cultural and business environment.  While France has a large market and cultural variety as compared to Sweden, Sweden is still a better option for Tesco.
It is also concluded that to overcome communication challenges in Sweden, Tesco must make efforts to invest in language training programs and cultural sensitivity training. By adapting the best communication styles to align with Swedish cultural norms and emphasizing directness and egalitarianism, Tesco can easily and quickly build strong relationships with local stakeholders and position itself for success and a leading position in the Swedish market. 
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