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British business communication has a great influence over trade, innovation, and finance globally and that is why British business communication is widely popular and reputed. The UK has been a home for many multinational businesses which leads to the UK being a hub for both national and international businesses. No other sector is certainly more evolving than the business landscape and for this changing nature of business, various companies are looking for opportunities so that they can expand their business. This essay will provide a comprehensive outline of business expansion for a British multinational company in EU EU-based country. To do so, this essay will analyse the importance of cultural fit, communication barriers, and various strategies to overcome those barriers. 
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Figure 1: British Petroleum
The selected organization for this essay is British Petroleum which is one of the largest oil and gas companies all over the world. This company has a long history as it was started in 1908 and it has been established as a global brand with its presence in many countries around the world (Von, 2021). It has multifaceted operation in the energy sector, for example, BP explore, produce, and refine petroleum, and most importantly it distribute petroleum all over the world. BP is committed to its business goal which is to reduce carbon emissions and enhance sustainability and that is why the company wants to expand its operation in an EU country. It is seeking an EU country that aligns with BP’s organizational goals and values. 
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To understand which one country will be best for BP to expand its market, this essay will discuss two potential EU countries and then recommend the best one. The two EU member states that will be analysed here are Germany and Spain and the analysis will be based on some criteria, for example, possible risk, social context, language, and labour outlooks. One more thing will be analysed which is the cultural dimension of these two EU countries. To evaluate these two countries' cultural dimensions, this essay will use Hofstede’s cultural dimension theory. 
Germany
This part of the essay will provide a detailed evaluation of Germany as a potential destination for BP to expand its business. 
Social context and profile: Germany maintains and holds a strong and high social and economic profile (David, 2019). The economy of Germany is the largest economy among EU countries and the most important thing with Germany’s economy is that it is stable and industrial base. This country is widely known and popular for its developed engineering which is highlighted by its automotive sector like BMW, Mercedes-Benz, and Volkswagen. However, this solid foundation and developed industrial arena offer various opportunities to companies like BP to expand their business in this country. In addition, Germany has a high concern about sustainable business practices which align with the commitment of BP which is reducing carbon emissions and promoting clean energy (Jackson, 2022). In addition, Germany has a prominent or excellent education system which helps people of Germany to become skilled and experienced. This country promotes innovation through research and development. These things are favourable for BP as the company will need a skilled and talented workforce if it wants to continue its business in Germany. 
Language: The official language of Germany is German which may seem like a potential communication barrier for the British Petroleum Company. But it is good news for the company that a study claimed that many people in Germany can speak English fluently. Moreover, as English is an international language, many schools in Germany run their programme in English which means English is widely taught in Germany (Saunders, 2021). Moreover, business settings and business professionals in Germany are well aware of English. As Germany can adapt to the linguistic barrier, it will be an opportunity for BP to expand its business in Germany. Furthermore, BP is a global brand which has a multinational workforce which means it has employees who can in various languages. This shows that BP respects diversity which can reduce the language barrier and this approach can also facilitate cross-cultural collaboration. 
Possible risk: Business expansion without facing any risk is unimaginable. So, BP’s business expansion in Germany can also pose some challenges and risks. For example, Germany is a country where regulations are very strict and these are maintained and the business environment is more likely bureaucracy (Albrow, 2021). So, it will be challenging for BP to enter into the German market and operate its business. To navigate the German legal system and to adhere to regulations related to the energy sector may require expertise. That means, if BP wants to enter the German market then it has to allocate a large amount of resources to ensure whether it is aligning with the regulations or not. Moreover, economic fluctuation and the evolving business landscape can be also challenging for BP if it wants to enter the German market. Further, BP must consider currency fluctuations and economic downturns as these have a huge impact on business. However, these risks can be mitigated by outlining effective risk management strategies. 
Labour Outlook: Germany’s labour outlook is characterized by a highly expert and skilled workforce which is highlighted by automotive giants like BMW, Volkswagen, and Mercedes-Benz. This country highly emphasizes vocational education so that they can create a workforce who are skilled in technology. This labour outlook of Germany is the best fit for BP’s operation in Germany as BP will need an expert engineer and technical support. Moreover, Germany values a diverse workforce and inclusion which aligns with BP’s values (Greenwood, 2021). Furthermore, Germany has a culture of welcoming professionals from diverse backgrounds and nationalities to ensure an inclusive and multicultural work environment. BP also promote diversity and inclusion within the workforce to foster innovation which means the German labour market approach aligns with the organizational goal of BP (Frost, 2021). 
Cultural dimension: Germany is more individualistic in its culture and this country generally places importance on independence and personal achievement. 
Spain
Social contexts and profile: The social context and profile of Spain is unique and it offers specific kinds of businesses in this country to expand into. Spain is widely known for its favourable climate which is essential for business expansion and this country puts emphasis on the tourism industry. Moreover, this country is renowned worldwide for its vibrant culture and festivals and for these reasons a lot of tourist visits this country. But BP is a company that produces and distributes petrochemical products which have no connection with tourism (Font, 2021). However, Spain emphasizes sustainable business practices and conservation of the environment which align with the organizational goal of BP as BP is committed to reducing carbon emission. In addition, Spain places more importance on using renewable energy like wind power and solar power which may be an opportunity for BP to invest in green energy projects. Furthermore, Spain has a strong agricultural base which is also an opportunity for BP, for example, BP can establish agribusiness ventures in Spain and supply biofuels. 
Language: Spain’s official language is Spanish. It could be a challenge in communication for BP to expand its business in Spain. But as Spain has huge tourist destinations and a large amount tourists visits Spain every year, people of tourist destinations and urban area have a good command of English. In many cities in Spain, people generally speak in English which facilitates companies like BP to operate its business communication (Marris, 2022). 
Possible risk: The most important challenge for BP to expand its business in Spain is that the country has recently experienced economic challenges or downturns. This financial crisis or economic downturn leads to high unemployment in the country and public debt which can affect consumers’ confidence and business sustainability. If BP wants to expand its business in Spain then the company must be cautious about the economic fluctuation of Spain and it may require robust financial planning and effective risk mitigation strategies (Strong, 2022). In addition, the bureaucratic procedures of Spain are comparatively complex which can be a challenge for BP. The impact of political changes is high in the Spain market which is a considering point before expanding BP’s market into Spain. 
Labour outlook: Spain has a diverse labour outlook but in recent years it has experienced high unemployment rates compared to other EU countries. This high unemployment rate can be beneficial for BP and it can be considered a double-edged sword. Because Spain’s labour market is diverse it will facilitate BP by offering new perspectives and innovation. In addition, for higher unemployment rates the job market will be competitive from which BP can benefit by appointing skilled and expert employees. Furthermore, unemployment rates and economic downturns can be challenging for BP but it will enable BP to enjoy cost-effective business operations (Williamson, 2021). 
Cultural dimension: Spain tends toward collectivism where the country places importance on strong social and family connections. In addition, Spain is relatively open to any kind of change, creativity, and innovation which aligns with BP’s goal for sustainable innovation in the energy sector. 
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While expanding into Germany and Spain, BP may face some potential communication barriers, for example, language barriers, cultural communication differences, regulatory communication, market entry barriers, and cultural sensitivity. Effective communication is certainly a key to becoming successful in business and operating business smoothly (Stahl, 2021). The first communication barrier that might be experienced by BP is the language barrier as both Germany and Spain have its official language rather than English. Though urban population and business professionals can speak in English in Germany and Spain both German and Spanish are the primary languages. So, BP will face a language barrier in both countries while dealing with local parties, government agencies, and others. In addition, both Germany and Spain have different cultural communication in comparison with the UK. For example, Spain is more dependable on indirect or non-verbal communication whereas BP is more communicate directly or in a verbal communication style (Smith, 2022). Moreover, the organizational structure of both Germany and Spain can be a challenge for BP or it can be considered as a potential communication barrier. For instance, the Spanish organizational structure is more likely hierarchical that means in this organizational structure communication flows from the top to the down process. However, BP has a flatter organizational structure and a culture of open communication within the workforce. So, it can be a communication challenge for BP’s employees to adapt themselves to these organizational structures (Cavanaugh, 2020). Regulatory communication can be challenging and considered as a potential barrier for BP as both Germany and Spain has different regulatory environment than the UK. So, understanding and navigating regulations and administrative procedures can be a barrier for BP in Germany and Spain. British business practices may differ from both Germany and Spain which may lead to potential misunderstanding. This misunderstanding can be related to negotiations, work hours, and other expectations from employees. Moreover, both Germany and Spain can have national stereotypes which means they can hold biases about each other’s culture which may affect effective communication. That is why cultural sensitivity also can be a communication barrier for BP where the UK’s cultural sensitivity is different from both Germany and Spain (Ken, 2021). Lastly, the important communication barrier for BP if BP wants to expand its business in Germany and Spain is the market communication barrier or market entry barrier. Understanding both the Spanish and German markets and the preferences of customers, local competition, and buying capability and habits of customers can be a barrier for BP. 
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After analysing both Germany's and Spain’s markets it can be recommended that Germany would be the best choice for expanding BP’s business as Germany is well committed to sustainability and innovation which align with BP’s organizational goals and values. In addition, the reasons behind recommending Germany as the best choice for BP are; it is industrial base which will facilitate BP to have more opportunities, it has a skilled workforce as its education system emphasizes vocabulary education which in turn will allow BP to get talented and skilled workforce, and it emphasize on innovative and inclusive culture which align with BP’s goal (Hassanein, 2021). However, the following effective strategies can be applied by BP to overcome communication barriers-
	
	

	Language proficiency 
	· To enhance the language proficiency in the German language BP should provide a comprehensive language training programme for its employees so that they can learn the German language efficiently. 
· In addition, to overcome this problem while expanding business in Germany BP can appoint employees from Germany who are fluent both in German and English language (Shekhtman, 2021). This will be helpful for BP to collaborate with customers, suppliers, and local partners. 

	Cultural sensitivity 
	· To overcome this barrier, BP should invest in training programmes for its British employees over German work culture so that they can respect the culture and learn to cope with it. 
· BP can create a workforce where both British and German employees will assemble which will facilitate each other cross-cultural communication which in turn will boost integrity and cooperation (Jackson, 2022a). 

	Local partnership 
	· To understand German market tendency, various cultural nuances, and most importantly, to understand the regulatory procedures of Germany BP need to collaborate with local business. 

	Diversity and inclusion 
	· BP must encourage diversity within the workforce and create an inclusive work environment where everyone respects everyone.
· By welcoming an inclusive and diverse workforce, BP can facilitate a well understanding of local culture and market tendencies (Anaya, 2021). However, this diversity and inclusion can boost the adaptability of British employees. 
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In conclusion, it can be said that choosing an EU country for a British multinational company like British Petroleum was not easy work. For choosing the best one this essay considered the comparison of two EU countries about many criteria, for example, social context and profile, possible risk, language, labour outlook, and cultural dimension. Before expanding the business into the international arena a company must conduct research through the foreign countries’ market, culture, and regulatory procedures. BP is a petrochemical producer and distributer company and for this company Germany is the best option between Spain and Germany to expand its business. However, it was a critical decision to make because making this decision required analysis of various factors that may affect BP’s business expansion in Germany, for instance, cultural and communication barriers. However, Germany is promising sustainable business practices which align with BP’s organization goal which is to reduce carbon emissions. In addition, Germany stands out as the best option for BP because of its industrial strength and skilled workforce. However, some communication barriers may be experienced by this British Company which it can overcome by following some strategic plans, for example, language training, building local partnerships, welcoming inclusivity and diversion, and cultural training. 
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