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INTRODUCTION 

 

In the modern era of globalisation, British multinational companies continually seek 

new markets to expand their operations and enhance their global footprint. Effective 

communication and cultural adaptation are paramount for successful international 

ventures. The expansion process requires an in-depth analysis of potential markets, 

evaluating cultural fit, business environment, and communication challenges. This 

essay examines these factors for a major British multinational company, Ocado 

Group, and recommends a suitable EU country for expansion. 
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British Business Communications 

 

British business communications are characterised by a formal yet polite approach, 

emphasising clarity, precision, and respect (Ocado Group, 2024). The UK business 

culture values punctuality, directness tempered with politeness, and a strong sense of 

professionalism. Understanding these communication norms is essential for British 

companies expanding internationally, as adapting to local communication styles can 

significantly impact the success of their operations. 

Ocado Group 

 

Ocado Group, founded in 2000, is a British online supermarket known for its 

innovative approach to grocery retailing (Ocado Group, 2024). It operates one of the 

world's most technologically advanced grocery platforms, utilising sophisticated AI 

and robotics in its warehousing and delivery processes. Ocado's vision is to 

revolutionise how people shop for groceries, providing a seamless and efficient 

online shopping experience (Ocado Group, 2024). Its mission focuses on leveraging 

cutting-edge technology to deliver high-quality, fresh products to consumers (Ocado 

Group, 2024). 

EVALUATION OF POTENTIAL EU COUNTRIES FOR EXPANSION 

 

This essay evaluates Germany and Spain to identify the most suitable EU country for 

Ocado Group's expansion, considering cultural differences, social contexts, language 

barriers, potential risks, and labour outlooks. Hofstede's cultural dimensions 

framework is used to analyse these factors comprehensively. 

 

GERMANY 

Cultural Context and Profile 

Germany is known for its efficiency, punctuality, and strong work ethic. The culture 

emphasises order, structure, and precision. Germans value direct communication, 

which aligns well with British business communication norms. However, German 
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business culture tends to be more formal and hierarchical than the relatively flexible 

British approach. 

Language 

German is the primary language. In business environments, English is relatively 

common; conducting business in German can facilitate smoother operations and 

better relationships with local stakeholders. 

Possible Risks 

1. Regulatory Environment: Germany has stringent regulatory requirements 

that may pose challenges for foreign businesses such as the United Kingdom 

(PWC, 2022). 

2. Market Competition: The German market is highly competitive, with well-

established local and international players (PWC, 2022). 

Labour Outlook 

Germany boasts a highly skilled and diverse workforce with strong technical 

expertise. The country's education system emphasises vocational training, producing 

a workforce well-suited for Ocado's technologically driven operations. 

 

SPAIN 

Cultural Context and Profile 

Spanish culture is relaxed and family-oriented. The business environment is less 

formal than in Germany, focusing on building personal relationships. Spaniards 

appreciate indirect communication and value social harmony, which may differ from 

the British preference for directness (Centro de Estudios Políticos y Constitucionales, 

2004) 

Language 

Spanish is the official language, and while English proficiency is increasing, 

especially among younger generations, it is less widespread than in Germany. 

Conducting business in Spanish is crucial for effective communication and 

integration. 
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Possible Risks 

1. Economic Stability: Spain has experienced economic fluctuations recently, 

which may pose risks for new business (SWD, 2023). 

2. Bureaucracy: The bureaucratic processes in Spain can be slow and complex, 

potentially delaying business operations (SWD, 2023). 

Labour Outlook 

Spain has a diverse and multicultural workforce with a growing emphasis on digital 

skills. However, the unemployment rate is higher than in Germany, which could affect 

labour market dynamics. 

 

HOFSTEDE THEORY FOR UNITED KINGDOM, GERMANY AND 

SPAIN 

 

Understanding how cultural differences impact behaviour in a business setting is 

made easier with the help of Hofstede's theory of cultural dimensions. By considering 

these characteristics, organisations can better comprehend the cultural environment 

in which they function and modify their management strategies accordingly. 

 

 

Figure 1 (Country Comparison tool, Hofstede, 2023) 
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GERMANY 

 Power distance: Decentralisation is the norm in institutions and organisations 

in both Germany and the UK. The middle class is in favour of 

decentralisation's supremacy. Control is hated and leadership is pushed to 

demonstrate experience, which is more likely to be accepted when it is based 

on it; an open and engaging communication and meeting style is customary 

(Hofstede, 2023). 

 Motivation towards Achievement and Succes: Germany and the UK are 

regarded as decisive societies with a score of 66. Performance is important 

and necessary right away. People "live to work" and get great satisfaction from 

their jobs. Managers are supposed to be strong and resolute. A lot of things 

display status, especially cars, watches, and technological devices (Hofstede, 

2023). 

 Uncertainty Avoidance: Germany received a high score of 65, indicating a 

little preference for clarity. It is one of the countries that doesn't have any 

uncertainty. According to the philosophical legacies of Hegel, Fichte, and Kant, 

deductive methods are always better than inductive ones, whether thinking, 

presenting, or preparing; a thorough summary is necessary before moving 

further. The legal sense reflects this as well. In order to guarantee that a 

project is well-thought-out, details are equally crucial. To make up for their 

increased uncertainty, Germans prefer to rely on experience. Moreover, their 

limited power differential guarantees that the supervisor's increased 

accountability does not supersede the assurance of his own choices 

(Hofstede, 2023).  

 Indulgence: This dimension's low score of 40 indicates that German culture is 

limited. Societies that score poorly on this dimension are typically more 

pessimistic and cynical. In addition, people in restrictive societies have less 

free time and cannot fulfil their ambitions. Individuals who identify as belonging 

to this orientation believe that social norms control their behaviour and that it is 

improper for them to indulge (Hofstede, 2023). 

SPAIN 

 Power distance: Spain has a hierarchical society, scoring a high score of 57 

on this factor. Spaniards embrace a hierarchical structure where everyone has 
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a position and no explanations are needed. Within an organisation, hierarchy 

is seen as a reflection of innate inequality, subordinates anticipate orders, and 

the ideal manager is more of a gentle tyrant (Hofstede, 2023). 

 Motivation towards Achievement and Success: Spain has a 42 in 

Achievement and Success Motivation, indicating a strong preference for 

consensus. Excessive competition does not exist. Spanish kids are raised to 

be peaceful and unafraid to speak out or take sides. People who are frail or in 

need are a source of concern and naturally elicit sympathy. In order to get their 

thoughts and make choices, managers often want to confer with their 

subordinates. All minorities must engage in politics in order to keep one party 

from obtaining the majority. It is the exact opposite of today's winner-take-all 

culture. It is the antithesis of the "winner takes all" nation in contemporary 

society (Hofstede, 2023). 

 Uncertainty Avoidance: Spain's high score of 86 suggests that uncertainty 

avoidance is the attribute that best characterises the nation, as opposed to the 

UK's score of 35. Spain is regarded as the world's second noisiest country. 

Because they find rules stressful and prefer them to change, people are driven 

to oppose laws and regulations that burden life. Confrontation should be 

avoided as it may quickly turn personal and be very stressful. Uncertainty, 

ambiguity, and change are all concerning situations. For instance, in a recent 

survey, 75% of young Spaniards said they would like a career in the civil 

service, which would allow them to work without worrying about the future, 

compared to only 17% of young Americans (Hofstede, 2023). 

 Long Term Orientation: Spain, with a mediocre score of 47, is a normative 

country. Spanish people want to live in the present and are not overly 

concerned about the future. Spain taught the globe the meaning of "fiesta" for 

the first time. Spanish people prefer things to be completed swiftly. 

Additionally, strict rules and laws are required to oppose increasingly laid-back 

and practical lifestyles, especially over an extended period (Hofstede, 2023).   
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CROSS CULTURAL COMMUNICATIONS  

 

Languages Barriers 

Disparities in language in Germany: Although most Germans speak English widely, 

German is the official language. Therefore, speaking German makes communication 

more effective in any setting—in this case, a commercial one. 

United Kingdom: Although regional accents and dialects can occasionally cause 

misunderstandings, English is the primary language spoken there. 

Spain: Although English is frequently spoken in business, fluency varies. Spanish is 

the official language. 

 

Cultural Norms  

Corporate manners and cultural standards Germany: Directness, accuracy, and 

formality are valued in German corporate culture. Although communication is clear, 

informal communication is restricted. Those accustomed to formal communication 

may find this to be a hurdle. 

United Kingdom: Business communications in Britain are typically more courteous. 

An endeavour is made to avoid conflict, which may cause people who communicate 

more directly to be misunderstood. 

Spain: Personal interactions are valued in Spanish corporate culture. 

 

Decision-Making 

Procedures for making decisions in Germany: Data-driven decision-making is shared, 

which might impede communication, particularly in societies where judgements are 

made more swiftly. 

UK: Getting input from a variety of stakeholders during the decision-making process 

can lead to "bottlenecks" that can impede progress. 

Spain: Senior management makes the ultimate choice, and decision-making can be 

more hierarchical there. 



10 
 

 

Timeliness 

Perspectives on time Germany: Timeliness is very important. Being late might be 

interpreted as impolite. 

UK: Although there is some flexibility depending on the situation, punctuality is 

appreciated. Delays and missed deadlines, however, can cause issues with 

communication. 

 

Spain: Meetings are frequently held off-time, which means they begin later than 

planned due to the more laid-back attitude towards time that permeates Spanish 

business culture. People from cultures with more inflexible notions of time may find 

this frustrating. 

 

 

RECOMMENDATIONS 

 

Preferred Country for Expansion: Germany 

Germany is recommended as the preferred country for Ocado Group's expansion 

due to its strong economic stability, skilled workforce, and alignment with British 

business communication styles. 

Strategies to Overcome Communication Challenges 

1. Language Training: Encourage key personnel to learn German to facilitate 

smoother communication with local stakeholders. Several corporations in 

various areas, such as Volkswagen, T-Mobile, BMW, and Aldi, use German 

language instruction. Given their significant market share, it is hardly 

unexpected that German businesses employ almost 674,000 people in the 

US. Nonetheless, 87% of these businesses stated that they were "always," 

"very often," or "sometimes" unsatisfied with their employment or found it 
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difficult to locate competent workers in German businesses in the US 

(International Trade Administration, 2023). 

Through German language training, British enterprises with German bases 

can foster effective communication and a healthy work environment. 

Additionally, it would give these workers the acceptable language proficiency 

to travel overseas and work in German offices (International Trade 

Administration, 2023). 

2. Cross-Cultural Training: Train employees to understand German cultural 

norms and business etiquette. Based on the experiential learning theory (Kolb, 

1984), Thomas and Fitzsimmons (2008) utilised the framework proposed by 

Yamazaki and Kayes (2004) and proposed a typology of intercultural skills and 

competencies. Information skills include behavioural flexibility, self-monitoring, 

self-regulation, open-mindedness, empathy, and tolerance for ambiguity. (4) 

Analytical skills include mindfulness, attribution ability, and cultural 

metacognition. (5) Interpersonal skills include sociability and communication 

skills. (6) Action skills include behavioural flexibility and self-monitoring. 

According to a meta-analysis conducted in 2005 by Mol, Born, Willemsen, and 

Van der Molen, the majority of the aforementioned talents have a substantial 

impact on how well expatriates adapt to their new jobs. 

3. Localised Marketing: Adapt marketing strategies to resonate with the 

German audience, emphasising efficiency and quality. Here are a few 

instances of digital marketing strategies that have been localised for Germany: 

In order to take advantage of both the SEO effect and new users discovering 

your site through these new paths that start on a well-known German site, off-

page SEO should involve obtaining connections from relevant German sites. 

Continuous on-page SEO and content marketing - this could be a localised 

and translated version of your English content marketing, such as blog posts 

that have been translated and optimised for search engines, or it could be the 

creation of entirely new content that focuses on trends and subjects that are 

particularly relevant to the German market or what you are doing there. 

Alternatively, it can be a fresh material created especially for the German 

market. 
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4. Engage Local Expertise: Hiring local specialists is crucial to guiding the 

business through the often-difficult cultural subtleties and legal requirements.   

5. Formal Communication Channels: Establish formal communication 

channels to align with the structured German business environment. 

 

 

CONCLUSION 

 

Given the cultural alignment and favourable business environment, expanding into 

Germany offers significant opportunities for the Ocado Group. By implementing 

cross-cultural training, language programs, and localised strategies, Ocado can 

effectively navigate communication challenges and establish a successful presence 

in Germany. This strategic approach will ensure a positive environment for growth 

and collaboration, fostering a successful international expansion. 
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