
BA BUSINESS MANAGEMENT


International Business Communication
Assignment 2





Code: LCBB6001

Lecturer name: Charles Nwaogwugwu

Student name: Maricela Broasca

Student ID: 2125147

Introduction 
In a modern context of international trade, the British enterprises aim at extending their reach within new borders, primarily, all across Europe. The present paper looks at possible locations for the roll out and expansion of Rolls-Royce Plc. a British global multinational manufacturing company. It will therefore centre on the options available in two EU countries, France, and Sweden. Rolls-Royce Plc. is a well-known global industrial player within the aerospace and defence sectors with an important market presence in many nations in comparison to the rest of the world. The EU market is the coherent bloc and requires just the right expertise to grow and develop. The company's expertise in engineering and manufacturing makes it well-positioned to take advantage of the growing niche. France and Sweden are the EU countries which give the Rolls-Royce Plc. company which diversifies its businesses additional opportunities (Towers, 2023). Both countries have highly developed economies and do share common features such as highly qualified manpower, business friendly environment, thus making them ideal and most sought after avenues to invest in by the foreign investors. This essay will analyse whether the market has the conditions to penetrate Unit Rolls-Royce SAS Plc.'s and the business environment of France and Sweden and the opportunities and issues that may join the company for the markets. 
As per Fu et al. (2023), this thorough analysis is presented one will compare the business expansion of Rolls-Royce Plc., a globally recognised British multinational organisation. This semester, you will study the sociocultural diversity between the UK and these three countries, taking a special interest in social contexts, communication, and the possibilities of adoption. Besides, the topic delves into the array of contexts the working system offers in each country and it provides analysis of the commercial environment and growth chances too.





France, which is greatly endowed culturally and has a strong national way of life, constitutes a special frame of operations for Rolls Royce Plc. The Business language, which serves as the main one, is thus given an important role for the conduction of business transactions. English may have a greater dominance in business arenas. It strongly recommends mastery of la langue Française as a way of connecting with local shareholders (II and Warkup, 2022). The French business culture tends to have a noticeable respect for hierarchies, formality, and rules of etiquette which can prove to be hard for British companies that are used too much clear and direct speech. While respecting French customs, Rolls-Royce can generate robust partnerships that lead to success in the market. Indulge in a quick cultural exchange involving the social customs, food, traditions and celebrities of both nations, to build a strong connection between the businesses and improve the overall relationship. High number of college holders which amount to a highly educated workforce in France has made it an envied workplace status. It has good infrastructure, and well-developed highways, railways and port infrastructures which also makes business operations less strenuous. Furthermore, France's sixth Labour Law which pays overtime on Sundays and limits overtime contributed to the development of the productive workforce (Minkov and Kaasa, 2021). The government's business-friendly policies, including the French Tech Visa that simplifies the starting process for companies, set goals in line with President Macron's intention of making France a "start-up nation". 
According to the Hofstede model, there are six dimensions of cultural differences between countries: power distance, individualism, masculinity, uncertainty avoidance, long-term orientation, and indulgence. Such an analysis will be organised by dimensions in sequence for consideration, in which case UK and France are these examples to compare, and consequences for Rolls-Royce Holdings Plc. will be discussed (Vanwichelen. and Steils, 2023). Power Distance dimension deals with sectional preferences. A society is conscious of the inequality of the distribution of authority. Compared to France, the U.K. has a lower power distance index, a measurement of the level to which a society treats inequality, and thus, indicates more equality in the society. The leadership role of Rolls-Royce Holdings Plc. in the UK, which is characterised by more participative and cooperative style may be believed by the British audience, but the company may have to act hierarchical and authoritative leadership style while operating in France. Individualism notion is related with how much a society values freedom, individuality and personal autonomy. The UK has a greater than France’s individualism index which is a reflection of the UK’s greater priority on individualism and individual freedom. For Rolls-Royce Holdings Plc. as a company from UK, the possibility that employees will be more focused on so-called private factors, such as their goals and achievements, can arise in the UK context. But at the same time they will have to learn to adapt to more collectivist that is the team-working way of functioning in the French context (Nikolaeva and Versnel, 2022). Masculinity dimension controls how a society appreciates this kind of society with the level of assertiveness, competition, and achievement that it condones. Britain being ranked with a higher index of masculinity than France shows a more pronounced affinity for winning and wealth. Since Rolls-Royce Holdings Plc. is a British company, its 'winner-takes-all' culture and functional approach to results are likely to be well accepted by the British but perhaps may need to be complemented with a more 'relations-oriented' approach when dealing with the French. Uncertainty Avoidance dimension is precisely about the way in which people in a society function with uncertainty and enigma.UK has a lower uncertainty avoidance index than France which demonstrates the willingness to take a calculated risk and deal with unclear aspects. Based on the Rolls-Royce Plc., as a UK company being the case, it has been proved that employees are more aggressive in change and innovation in the UK by contrast in France it requires to adapt the accurate of cautious and risky attitude. Long-Term Orientation dimension emphasises the extent that the plans, goals and ideas and action towards development extend the vision for a longer future. Through their index of low long-term orientation, UK shows an emphasis on achieving the short-term goals and results when it is compared to France. Rolls-Royce Holdings Plc., being situated in Britain, there may be a possibility that its workforce usually gives more emphasis to the results in the immediate term in the UK than to the one with a more long-term vision in France. Indulgence either allows or prohibits the fulfilment of the fundamental human passions depending on the types of societies. The UK indulgence index is higher than in France so the UK citizens are more liable to enjoy their happiness and leisure activities. The British employer of Rolls-Royce Holdings Plc. might experience diminished stress and pressure levels in the UK because of the existence of a more lax and accommodating work-life balance in this country. However, similar levels of stress and pressure might be expected when the company expands into France because of more rigidly disciplined and regimented circumstances (Nikolaeva and Versnel, 2022).
Sweden, known as a country with a consensus style of business, creates for Rolls-Royce Plc another country of choice with a different but attractive business environment. The Swedish workforce stands out for the high level of skill, with a strong education base and training programmes. Although Swedish is spoken extensively in the cities, so is the English language which facilitates familiarity with foreign firms by providing the necessary communication. The country focuses on consensus and collaboration based on a policy of mutual understanding and strive for harmony and peaceful environment to facilitate the business operations. When the players come up against a team, a major part of their preparation is understanding how the opponent performs, the tactics they implement and a set of players that are deployed. The country's cutting edge of registration businesses that takes only 3.5 days, its position as the 3rd place in terms of doing business companies and the fact that it is the easiest country to conduct business in the world make it a perfect place to expand. Moreover, it is strategically located in the northern Europe that results in having outstanding at hand opportunities found in the adjacent countries.
By using the Hofstede framework for a case study on one UK factory and another in Sweden, this paper exposes some cultural differences between these two countries. Sweden is said to be highly individualistic based on the data specific to the other countries that they are more individualistic than the Japanese and also the Indians, with a final score of 71 out of 100. This distinction is more evident in the UK as it rate individualism at 89 out of 100 compared to the 522 factor in Sweden (Bojadjiev et al., 2023). Sweden ranks seventh with 71 out of 100 according to indulgence compared to UK’s sixth position with 68 out of 1002. This suggests that the Swedes live a life of eating a lot of nuts and sugar while the British are a bit of countrymen. Besides, the research on the samples' groups students from the US and from Japan; however, only one of the students from Japanese group tended to give himself or herself as a celebrity, which caused some difficulties in analysing the degree of impact of culture on the attitude towards social media adverts. The case is also observed in Swedish as they look at themselves and are more likely to be individualistic than Japanese and Indians according to Hofstede’s model. Thus it is also likely that personal tastes will stand out providing a larger influence when compared to national culture in certain cases. Ultimately, the Hofstede model illustrates fine-grained contrasts in cultural dimensions inside the UK and Sweden that comes forth as a tool to reveal deeper boundaries of business operations and management, with aspects such as advertising and consumer behaviour for Rolls-Royce being pointed out as examples. 
Language differences present major tendencies in EU countries which can sometimes hinder business companies from British origin to operate well. These obstacles can involve translation of language, cultural attributes, and dimensions of society. If the business is situated in the markets far away from English speaking countries, making a local arrangement of language is one of the most important issues of a business. In Sweden, as an example, the Swedish language is dominant and even while English is widely spoken in trade settings, the respective British enterprises should try and indicate compliance through the use of the Swedish language interactions with the civic companies and consumers. It doesn't just develop stronger partnerships but also improves overall business togetherness. The challenges which the British businesses can face through cultural reluctance is another rare aspect. In France, businesses are generally run in a way that emphasises the importance of one's position in a company, following formal rules of conduct, and using proper courtesies in contrast to British businesses, where the communication style is direct and informal. Through following the conventions of the French business customs and traditions, the British companies can boost that their relationship with local companies and the stakeholders is established. In addition to that, same social groups and individual private life are the vital factors which undergo the process of transformation by different British companies operating in various EU countries. In this case, Swedish speakers think asking questions about salary, income or financial problems that may have is unethical and it is better not to talk about personal issues in a social situation, although this may be contradictory in other cultures Likewise, details associated with a close family member's problems or a person's real-life family history may make a person feel awkward. Hence, such questions should be asked only if the person is comfortable answering them (Vos and Boonstra, 2022).
Although language and cultural differences may cause difficulties, UK companies might also face problems related to diversity issues and workplace inclusion on the job market. In contrast, diversity within Swedish employees valuable determinants for innovativeness and originality. Thus, the allies searched to preserve this area, their funds of operations can get aligned with the Swedish. British businesses should remember that Swedish prefer integrity of the participants in the decisions and include all them in the decision-making processes. As per Welply (2020), in order to overcome the communication barriers between the local populace and commercial bodies, British business should take a variety of measures. Politeness and formality can be made part of one's etiquette, small talk, attention to culture, and details. Thus, a British business owner takes the next step towards creating lasting professional connections and accomplishing deals while working in a different EU country (Hussain et al., 2020). 
It is been discovered that Sweden is the country that is looking more attractive for business expansion, after the study results. According to these factors, with Sweden being a gate to obtain access to other European markets as well, this country has been always regarded as the preferred location for foreign businesspeople. Sweden does offer a great environment for investments, which has these factors as powers: access to customers and markets, quality of life as well as personal security. These factors, in other words, create a comfortable business climate promoting companies to commence and maintain. Unlike other European countries, the common perception is that Sweden has a high living standard and is the most welcomed brand for international business. According to Kanda, Geissdoerfer and Hjelm (2021), this guideline, unveiled in the state's unique culture, an excellent vocational market, can be seen in such industries as construction, finance, manufacturing as well as real estate.
The fact that the Swedish government proffers foreign businesses is very crucial in this regard and thus corporations willing to expand should also put this point into consideration. The administration of this supporting pillar comprises Political stability, proper geographic location, and a well-trained workforce, all of these contribute to a good business environment. Sweden's specialisation in omnidirectional services, high tech industries and highly skilled employees agrees with the requirements of foreign companies, who knock at the door in search of a new market for their business. This alignment substantiates that the companies can utilise the country's assets while pursuing their interests. From them, Sweden has got an optimal choice for capacitance business.
To address language barriers when expanding into Sweden, here are some recommendations. Even though English is established in Sweden as the most spoken language, acquiring the Swedish language will greatly improve one's interactions with various local interest parties and it will be clearly symbolic of a commitment to the local culture (Mostaghel and Chirumalla, 2021). Engaging a professional translator could separate the truth from the lie, which would contribute to the correctness of messages and the decreased possibility to make mistakes. This matter is most alarming for the spheres of formal communication, like legal documents and contracts, for example. Tools like Google Translate that are focused on translation can be adaptive for the lifestyle of messaging and simple communications for instance, quick emails and instant messaging services (Tamunomiebi and John-Eke, 2020).




Conclusion
As per Umeh, Cornelius and Wallace (2023), continuation of a company into a foreign land is a tough task, and during this process language problems keep coming up. Yet, if the firms are carefully dealing with the described barriers and take the appropriate measures to facilitate the conversation, they will be able to maintain excellent communication and establish a stronger relationship with the community. If the companies intend to be successful in the market of Sweden, there are several pieces of advice suggested, which will give the businesses a stand on that language barrier. Such as acquiring Swedish, having a translator, using translation tools, holding-out patience, employing simple words, practicing, taking heed of cultural norms, deploying visual aids, having joint cooperation with local partners and organising language training for employees.
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