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Cultural Factors and Business Expansion 
Both privately – and publicly-owned companies worldwide tend to embark on the much-needed expansion strategy for a wide range of reasons, including the need for improving their operations cost-effectiveness and following global customers. While expanding business operations to international markets remains a promising strategy, foreign markets are considerably different from the United States (U.S.) politically, economically, socially, and culturally (Fogel, 2010). In other words, these factors often commingle to present either advantages or risks with far-reaching effects to new entrants. As result, the Colorado-based business organization that plans to expand to countries in the Middle East, Asia, and Latin America should conduct a comprehensive market research to gain insight into cultural factors that would affect its overseas operations.
Differences between Cultures
The selected countries for the planned expansion in the Middle East, Asia, and Latin American include Saudi Arabia, China, and Mexico, respectively. All these nations are considered important emerging markets, but they boast rich cultures. When compared to the American or western business culture, each of these countries identify with high-context culture in which members prefer collectivism to individualism, make decisions based off long-term relationships, communicate informally, and appreciate power differences (). For example, communication among Mexicans, Japanese, and Saudis, is less direct and little to no emphasis is placed on maintaining eye contact as in the case of the American culture. Likewise, these three foreign cultures do not overemphasize paper work such that using statements like “You must sign here” may be taken as being over-aggressive. Language is another cultural aspect that distinguishes Saudis, Chinese, and Mexicans and Americans. For instance, Chinese consumers are least likely to visit websites in English, but rather those in their language, Chinese. Concisely, the success of the company in these emerging markets would depend on its ability to blend and reconcile the identified differences at the organizational and national levels. 
Collaboration between Cultures: Considerations
The main considerations towards facilitating collaboration between the American, Chinese, Mexican, and Saudi culture would comprise language barrier, organizational culture, management, cultural competency, and decision making. In particular, language barrier has so far proven to be a major cultural issue for millions of businesses from across the globe, which means adopting and implementing the right strategies, such developing localized websites and hiring multilingual employees and translators to appeal the local buyer becomes a necessity (Bennet, 2017). The company would have to create an inclusive organizational culture characterized by high-level cultural competency, shared goals, values, and recognition of individual differences at the workplace and beyond. Additionally, expansion strategy would require effective management that features a partly top-down and horizontal communication channels and massive investment in super customer support. For instance, individual managers would have to encourage and participate in free interactions with employees and ensure inclusive decision making because doing so would prevent workplace conflicts and attract more customers.
Management Style and Supervisory Skills
The management style that works in the U.S. is least likely to work in China, Mexico, and Saudi Arabia. As stated earlier, these countries take a collective approach to building work relationships, which is in sharp contrast with the American individualistic culture. On the same note, the American culture has low power distance, while Chinese, Mexican, Saudi cultures believe in high power distance. In this respect, the manager who identifies with the U.S. management style would face difficulties communicating with Chinese employees, who sees him or her as the final decision maker (Scharrer, 2017). In Colorado, junior employees would be free to act on their own and even challenge their manager, a common practice in America, but not in high power distance cultures. Given these sensitive cultural differences, the company would be keen never to force the western approach to managing local employees.
The success of the company in each of the identified foreign markets and cultures would revolve around the managers’ multicultural supervisory skills. Multicultural leadership are critical for managing diverse employees, which, in turn, has a trickle-down effect on satisfied customers (Abdiwahid, 2014). Some of the multicultural leadership or supervisor competencies and skills include: influencing others, developing positive relationships, and team-building. Effective supervision requires the manager or supervising party to inculcate a culture of compassionate listening and master the art of using other interpersonal skills, such as dialogue, inclusive decision-making, giving timely feedback, and information sharing. Concisely, these supervisory skills work in culturally diverse settings because everyone feels accommodated and appreciated. 
Execution of Business Plan
The implementation of the business plan would proceed in each of the three countries because their cultures present additional growth opportunities for the company. In particular, the firm would need to adapt its management style and business operations in a way that meets the unique of needs of the Chinese, Saudi, and Mexican cultures. For instance, the problem of language barrier would be addressed by developing localized websites, employing translators, and engaging bilingual employees. Concerning power distance, individual managers would be trained about the importance of cultural competence to avoid any forms of damaging workplace conflicts. By adapting to local cultures, the business would have broadened its consumer base, increased sales, and achieved competitive edge
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