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[bookmark: _heading=h.1fob9te]I. Introduction
Overview of British Business Communications 
Communication is an essential part of the global business as it helps the organisation to maintain and develop a stronger relationship with the customers, employees, partners, and various other stakeholders. It also gives the opportunity to achieve the long-term goals with improved efficiency and help to build a supportive environment that fosters innovation and growth within the organisation. Various ways how effective communication can benefit global businesses are; Building relationships, businesses that have a good communication with the international customer and the local customer have a stronger customer retention rate in the market. Good communication is also the key for the managers to build stronger relationships with staff and other stakeholders within the organisation such as the customers and the partners, moreover, poor communication can hamper the brand reputation of the organisation and increase the customer attrition rate (Kalogiannidis, 2020). Managing the Global workforce, effective communication can help organisations to make sure that all the departments from various cultures are well connected with each other and aligned with the organisation’s value regardless of what culture they belong to. This can significantly boost the inclination of teams in the same direction with the company's goal and objective. 
The style of British business communication is Directness, British business's professionals stress over the clarity and straightforward talks however, they also emphasise over fostering politeness. Active listening with the stakeholders, British people implement active listening skills within the business talks. This factor helps the professional to understand others' perspectives properly and to show signs of respect. Clear communication, British people like to keep the communication short, simple, and focused over clarity. They also use repetitions to make sure the communication is clear. Humour, humour is a noticeable part in the style of British culture and communication (Ponton et al., 2020). It also helps to make communication lighter and more direct and pointed. Humour can also help to build a supportive, informal environmental organisation which can significantly improve the employee retention rate. 
The international ambition of Pret A is to become a well-recognised brand across the world. that is focused on building partnerships and franchisees to expand in new markets and offer organic coffee and freshly prepared food to every customer.
[bookmark: _heading=h.3znysh7]II. Introduction to Pret A Manger 
Company Background
Pret A Manger is a company that serves freshly made food and organic coffee and to bring wellbeing in the society. To exemplify, Pret A Manger makes handmade freshly prepared food in the kitchen of the shop for the day and if nobody buys the food on that day, they donate that unsold food to the charity so that people who cannot afford the food do not sleep in hunger.  Pret A serve also claims that the coffee they came from is 100% organic. The history of Pret A Manger has several key incidents starting with Jeffrey Hyman starting the first shop in the year 1983 in Hampstead, London on the october 21 (Kumar, 2021). The name of the Pret A Manger originated from a French term prêt à manger that means ready to eat. In the year 1985 the share of the Pret liquefied and two university friends named Sinclair Beecham and Julian Metcalfe brought the visual banding and the name of the Pret. in the year 1986 they reopened the Pret A Manger on the Victoria street and in 2000 the first branch of Pret A Manger started at new york (weird, 2024). Most significantly the brand brought its rival brand in Chain Eat in 2019 and they are planning to transform some stores into veggie Prets. Pret is a well-known brand in the UK for offering organic coffee and freshly prepared food. Some strategies that Pret A manger has undertaken to expand globally are growing franchisees, opening new stores to new markets, and increasing US footprint. 
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Figure: Revenues of Pret A Manger
Source: (CSG, 2017)
[bookmark: _heading=h.2et92p0]III. Evaluation of EU Countries for Expansion
[bookmark: _heading=h.tyjcwt]1. Evaluation of Poland
Economic evaluation of Poland
Poland holds the sixth place when it comes to economy and Poland also has the largest area in central and eastern Europe. A study conducted in the year 2022 estimated that the GDP of Poland would be at 688 billion dollars and the GDP per capita would be around 18269 dollars (World Bank Group, 2022). It is higher than the global average of 10,589 dollars. Poland has a well diverse economy and it showed stability in the time of economic downfall including the financial crisis of 2008 and in the endemic period of 2022. Noticeably Poland's GDP only showed a decrease of just 2.7% during the pandemic period which is the lowest decline compared to all other European Countries. This decline was recovered with a growth rate of 6.9% and in the year 2022 the GDP of Poland grew at a rate of 5.6% however, this growth rate got slow by just 0.2% because of the war of Ukraine and Russia and because of the increasing prices in the market. 
Social contexts and cultural profiles.
The noticeable features of Polish culture are Collectivism, Polish people value the idea of community rather than individualism. The family is an important part of Polish culture. Straightforwardness, polish people have a tendency of talking directly and prefer to talk to the point. Religion, Poland has always been a Catholic majority and religion is one of the important parts of Polish people's life. Geographically, Poland has unique cultures that separate them from other European regions.
Language considerations and potential risks.
The Polish population is 38 million people and only around 14 million can communicate in English (Polishshirtstore, 2024). Needs to prepare for some language barriers and particularly to deal with the Polish government. Generational, the older generation who were taught Russian in the early days under the Soviet rule over Poland and may be reluctant to learn English (Klimova, et al., 2021). Business communication, the Polish government has made it mandatory to communicate by the Polish language even though it is a multinational business and prefers to communicate in English. Customer trust, some of the customers may be reluctant to communicate in English and prefer the Polish language which can be created in various issues within the management, the local employees, and the local customer (Aslam et al., 2020). 
Labour market and workforce diversity.
The labour market in Poland is quite strong and it has low unemployment and a higher wage. Unemployment, in the year 2023 the unemployment rate in Poland was around 2.8% and it is the third lowest unemployment rate in the European Union after the Czech Republic and Malta (Kozicki and Gornikiewicz, 2020). Wages, average salary and veg have grown slowly and continuously; it has increased with 9.6% in December 2023. However, higher inflation hit the labour market of Poland and the overall growth of the year 2023 was around 1.1%. Employment rate, the employment rate of Poland has increased regularly and continuously from the year 2002 75.4% in the year 2021. Also, the participation of aged people in the labour force has also increased from the 1990s.
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Figure: Labour Market
Source: (Eurostat, 2021)
[bookmark: _heading=h.3dy6vkm]Cultural Differences Analysis
Application of Hofstede’s cultural dimensions.
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Figure: 1
Source: (The culture factor, 2024)
Poland has a score of 68 in the power distance which represents that Poland has a society which means that people accept hierarchy order and the Pret A Manger needs to adapt to this practice and shape their culture according to this society. Poland has scored 47 in individualism which represents that Poland has a moderate rate in individualism (The culture factor, 2024). Poland scored 64 when it comes to motivation towards achievements and success. It can help to better understand the society and Pret A Manger needs to introduce your sister to the employees so that they work efficiently. Poland scored 93 in avoidance of uncertainty which represents that Poland has a strong belief system and is reluctant to change the Pret A Manger needed to adapt to this culture. In the long-term orientation domain Poland scored 49 which means it does not have a strong preference in long term orientation activity. In the indulgence domain Poland score 29 and train need to add up to this practice.
Analysis of Polish business culture and practices
The Polish business culture has some noticeable characteristics such as formality, hierarchy, and the emphasis over the need of building relationships. Formalism, Polish people tend to keep a formal and professional touch in the interactions when they are meeting with a client or a superior.  Hierarchy, the business culture of Poland has an idea of hierarchy and seniority when it comes to negotiation (Bajdor, Pawełoszek, and Fidlerova, 2021). relationships, the polish people always emphasise in developing personal relationships within the business and emphasise over developing trust. 
Communication Barriers
Communication barriers do exist in Poland that can hamper the expansion of Pret A Manger; these barriers includes; language barriers, most of the people do not understand the English language and prefer to communicate with the local language which can be a setback for Pret A Manger (Ober, and Kochmańska, 2021.). cultural barriers, Pret A Manger can find it difficult to adjust in the way Poland functions and need to give time to the process for a better understanding of people so that they can be more aligned with the local culture. Communication barriers can significantly impact the operation and productivity of the business and there are various strategies that can be undertaken to mitigate these issues such as maintaining a positive attitude and choosing the right communication method. 
[bookmark: _heading=h.1t3h5sf]2. Evaluation of Another EU Country: Czech Republic 
Country Facts
Economic overview and market potential in the Czech Republic.
From the economic aspect the Czech Republic is very strong and has a low unemployment rate however, the economic growth shows a decline because of the Ukraine war and the growth decline to just 0.2% (Hoke, and Tomaštík, 2022). Some key indicators of the Czech Republic's economy; the GDP is estimated to grow by 1.2% in the year 2024. Another noticeable change is the inflation in the Czech Republic is gradually decreasing and now it is around 3.5%. The GDP of the Czech Republic is expected to reach 334.83 billion US dollars in 2024 the GDP per capita of the Czech Republic is around 26825 US dollars.
Language considerations and potential risks.
Some potential language related issues that Pret A Manger can face in the Czech republic are that only 16% of the population have advanced level of command over the English language and most common English language level is B1 this factor can hamper the company's ability to interact on a daily basis with the local customers (Baqués-Quesada, and Colom-Piella, 2021). Which can be mitigated by hiring the local people in the front line of the business framework who fluently connect with the local customer. 
Labour market and workforce diversity.
Unemployment, the unemployment rate in the Czech Republic was around 2.59% in the year 2023 which shows that the Czech public has a stable employment situation. Minimum wage, The Czech Republic has a minimum wage of 765 Euro a month which is comparatively lower than other european countries (Malá, and Čabla, 2022). Employment rate, the Czech Republic has an employment rate of 75.4% and the growth of people who are aged within the 15 to 64 years increased by 0.2% in 2023. These are clear indications that the Czech Republic has a good employee force and a low minimum wage.
Cultural Differences Analysis
Application of Hofstede’s cultural dimensions.
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Figure: 2
Source: (The culture factor, 2024)
The Czech Republic scores 57 in the power distance dimension which represents that this society also believes in a hierarchical society and Pret A Manger needs to implement this culture within the management practice. In the individualism domain the Czech Republic has a score of 70 which represents that it is a very individualist society that means this society prefers individual achievements over social and collective achievements. Pret A Manger needs to adapt to this practice and successfully implement within their practice (The culture factor, 2024). The Czech Republic also has a moderate number of 57 in the motivation towards achievement domain which represents that the public is a consensus-oriented society where it is considered that the quality of life is a representation of success. The Czech Republic also scored 74 in the uncertainty avoidance aspect which represents that Czech Republic also follows rigid belief and is reluctant to change its behaviour and belief. In the long-term orientation aspect take a score 51 and Pret A Manger need to use this aspect effectively in their management practice. At last, in the indulgence domain the Czech Republic scores 29 Pret A Manger needs to use this domain effectively and shape their management practice accordingly.

Communication Barriers
The Czech Republic Government has announced Czech as their official language and this language is spoken by over 11 million native speakers and there are nearly 50% of Czech Republic citizens who can speak a moderate level of English (Chlup, 2020). However, it can still be seen that there are many speakers who do not understand English. Which can bring serious issues for the Pret A Manger to effectively communicate with the local community. However, there are some strategic steps that can be undertaken by Pret A Manger to mitigate this issue such as inclusion of people from the local community and language training. 
[bookmark: _heading=h.4d34og8]IV. Recommendations 
[bookmark: _heading=h.2s8eyo1]Recommended Country for Expansion
Poland and Czech Republic both have a low unemployment rate and strong and stable economy altho both the country faced economic downfall in the year 2033 because of the war between Russia and Ukraine however, it is expected that these countries will overcome these issues in the year 2024 (Klicperova‐Baker, and Urban, 2023). Czech Republic and Poland both have a low inflation rate which is a green sign for the organisation to expand the business in those countries. Although Poland has issues such as law and regulation, and corruption, Pret A Manger needs to understand the government regulations properly and be careful about the issues regarding corruption. From the business communication perspective, both countries emphasise direct, straightforward interaction which can help Pret A Manger to understand the people and various other stakeholders better.   because of the difficulty of language and lack of English-speaking customers it is a setback for the organisation. However, there are some strategic ways that can be undertaken to mitigate these issues. Otherwise, both these countries are an opportunity for Pret A Manger to expand their business and achieve their expansion strategy. 
Some strategic steps to identify communication barriers are clear communication and being respectful to the culture. Also providing cultural training to the employees can help Pret A Manger to address communication barriers. Some strategies that the Pret A Manger can undertake to implement intercultural communication such as developing intercultural competence among the employees can help different stakeholders of the Pret A Manger to respect different cultures and the communication through learning different cultures (Zerfass, et al., 2020). Language training can also help the employees and managers to better connect with the local culture, prioritising diversity can help the management establish a cultural environment within the organisation. They also need to hire from the local community and make promotions focused over the local culture can help Pret A Manger to have a better connection with the citizens of Poland and Czech Republic. 
[bookmark: _heading=h.17dp8vu]V. Conclusion 
Both these countries have a strong GDP and lower inflation rate with high employment rate. This shows that both countries have a strong workforce which can help hire people from the local culture which can mitigate the issue of language barriers. As Pret A Manger wants to expand globally and become a well-recognized brand among the globe that sells authentic coffee and freshly prepared food. To achieve this goal Pret  A Manger needs to focus on understanding various cultures of different parts of the globe and effective communication is the key to make that goal into reality. Which is not only true for Poland and the Czech Republic but the need to follow this method of effective communication whenever they are expanding to a new country. They also need to focus over inclusion on people from different cultures as well. 
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