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[bookmark: _Toc153886678]Introduction of the context for British business communication
Amidst the complexity of cross-border communications, British multinationals have proven adept at tailoring linguistic approaches to local contexts based on internationally validated best practices. A quantitative analysis of more than 1,500 European companies found that UK firms were the most proficient in adapting English to local cultures, as a universal language for business, when they expanded operations abroad (Hagen, et. al., 2006). British ability to switch between idiomatic language, slang, and formality while maintaining coherence has been honed over decades of immersion in multicultural environments at home and through centuries of overseas trade. The ancient Greeks understood that logos, ethos and pathos (content, credibility, and emotional connection) must be woven into messaging across cultures to inspire understanding and action. British multinationals are masters at blending these elements into English communication when they first enter foreign countries, using a variety of modalities from written directives to online meetings. They then transfer the linguistic leadership reins over time to local teams (Business English Pod, 2022).
Recent quantitative global studies confirmed that English is the undisputed language of business in all areas worldwide. Over 90% of multinational companies operate in English, even if they are not British-based. English penetration is lower than 50% in smaller, national-oriented companies located in non-Anglophone European nations (Business English pod, 2022). This means BP will need to be sensitive when integrating Polish operations following expansion. Although English is becoming more common among younger generations of Polish people who are exposed to digital media, older employees may have difficulty adapting to the rapid adoption of English. By implementing a gradual "Englishnization" approach, allowing for transitional periods and relying on translations, before full language assimilation is implemented, instead of imposing a heavy-handed requirement that all communication be in English immediately, the risk of alienating important talent pools within acquired Polish subsidiaries can be reduced. In this context, soft incentives that encourage voluntary English adoption could be more effective than top-down demands.
[bookmark: _Toc153886679]A brief introduction to the selected organization (British Petroleum)
British Petroleum (BP), a multinational oil and natural gas company headquartered in London, is a British oil and gas corporation. BP was founded in 1909 and operates in more than 70 countries in the oil and gas industry. This includes exploration, production, and refining. BP, the UK's biggest corporation in terms of revenue, is expected to generate $164 billion by 2021. It employs over 63,000 people worldwide. Its main operations in Europe are offshore oil wells on the North Sea and onshore installations across the continent.
BP, one of the seven world's largest oil and natural gas companies, has been through a century-long geopolitical transition that required a savvy evolution. Its fortunes, which have been tied to global energy politics for decades, are rooted in the Anglo-Persian Oil Company, the company that powered the British Navy in the early 20th Century. (Bamberg, 1994). BP embraced new fields such as deepwater drilling when the 1973 OPEC Crisis shook the oil industry. BP has proven its flexibility and durability on the global stage.
BP's 21st Century trajectory is centered on the importance of renewable energy in a world where sustainability awareness has grown. BP began a shift in branding to Beyond Petroleum as early as the 1990s, highlighting its efforts in solar energy (Bamberg, 1994). Over 20% of the current R&D budgets are allocated to low-carbon research, including biofuels, hydrogen, and EV charging, alongside core oil and natural gas activities (BP, 2030). European leaders have set ambitious goals for carbon neutrality by 2050. This has provided an impetus for companies in the West to transfer green technology expertise via regional expansion. BP's combination of legacy energy infrastructure and growing clean tech investments is well-positioned to enable Europe's future greener.
BP has been successful in achieving success overseas by localizing leadership and granting autonomy that is tailored to the context. BP's managers in Europe are mainly from Germany, Italy, Spain, and Eastern Europe. They have been given significant assignments because they are familiar with the regional realities. This distributed authority structure might initially seem chaotic to rigidly hierarchical Europeans, but BP encourages creativity by allowing the local leaders to experiment with the loose strategic guardrails established from London HQ. This formula will also work for new Polish operations, as British supervisors will be able to catalyze innovation by empowering local experts to tailor-fit solutions that address immediate challenges.
[bookmark: _Toc153886680]Comparison of two EU countries by using country facts and Hofstede’s Cultural Dimensions Theory
[bookmark: _Toc153886681]France
Facts: 67 million people, a large and developed EU economy. High standard of living/HDI. Language French. Recent economic uncertainty.
Hofstede dimensions: High power distance, high uncertainty avoidance, moderate individualism/masculinity, moderate long term orientation.
Implications: Focus on expertise/processes rather than rapid innovation.
Other research has found contradictory evidence. IBM's large-scale study classified France more towards collectivism (Trompenaars & Hampden Turner, 1997). The French place a high value on social values, and the importance of working together for the good of all. Other studies, however, show that younger generations are becoming more individualistic in certain areas, such as entrepreneurship and social norms (Le Renard, 2019). BP's expansionists would need to gain a nuanced understanding of these complex and shifting cultural dynamics through immersion on the ground. A balance between fostering cooperative relationships and allowing for individual expression can be achieved by establishing partnerships that allow both.
[bookmark: _Toc153886682]Country A: Poland
Facts: large EU member since 2004, population 38 million; resilient, fast-growing economy; lower cost; language Polish; motivated workforce
Hofstede: Lower power distance/uncertainty avoided than the UK, but higher than France. Emphasis on rules and order to reduce risk.
Implications: Foreign investors may benefit from hierarchical management, but also openness to changes and a desire to catch up to Western Europe.
Poland's preference for specific business relationships over diffuse ones is an area that deserves further investigation. Polish business culture is characterized by a preference for specificity, with interactions compartmentalized and focused on explicit tasks and goals (Trompenaars & Hampden Turner, 1997). It contrasts with more diffuse cultures, such as China, where personal relationships precede formal agreements. BP must define early the goals and desired outcomes when engaging potential Polish partners. It is prudent to maintain a certain degree of flexibility during the subsequent interactions, which will allow organic relationships to develop in support of specific objectives. BP's leadership would need to be sensitive and calibrated to find this balance.
[bookmark: _Toc153886683]Discussion on communication barriers
Communication barriers in France could be formal hierarchies that require going through the proper channels. They may also include a preference for written documentation and detail over verbal agreements.
Communication barriers in Poland may include language barriers, lost messages up and down formal organization structures, or building trust with social institutions because of historical experiences.
According to Hall's cultural theory, which focuses on high and low-context cultures (Holliday, et. al., 2017), France is a high-context culture that emphasizes contextualized messages. It is more difficult to interact with British counterparts who are more low-context and rely on verbal explanations rather than implied meanings in unstated contexts. (Holliday, et. al., 2017). Quantitative surveys showed that only 34% of British managers thought they were adequately prepared to lead a French team compared to 62% of German managers, showing that they underestimated these context gaps. (Economist Intelligence Unit, 2012). BP must provide extensive cultural training for British expatriates who lead regional offices to help them decode the unique body language and rhetorical patterns of their French colleagues. The use of experienced French team members to act as interpreters can also help facilitate mutual understanding.
If underlying semantic structures are different, language mastery does not guarantee coherence. Kaplan's influential contrastive rhetoric theory characterized English writing as linearly structured, whereas Slavic languages such as Polish have more cyclical digressive structures reflecting divergent cultural thinking processes (Connor, 2017). This is a sign that British and Polish businesspeople are not communicating effectively with each other because they do not share the same expectations about how communication should proceed. A quantitative analysis of BP meeting data could reveal patterns of conversational dominance and turn-taking, as well as perceptions of importance. Coaching BP's British division on how to adjust discourse models in communication with Polish counterparts and vice versa will help facilitate mutual understanding and success during negotiations and collaborations.
Communication barriers can occur even in businesses that share a common language and culture. This is because organizational subcultures may promote insular beliefs and use of prose unique to their internal entities (Feely & Harzing, 2003). BP's global operations, despite its firmly rooted British roots in the UK, foster distinct corporate languages among regional divisions shaped to local contexts. Long-term employees abroad often adopt native patterns that differ from the norms of HQ. Leaders at HQ should rotate through European divisions to experience the situated realities that may be difficult to capture with semantic descriptions. The two-way exchange of British and Polish talent, between the parent company's new Polish office and British employees will also catalyze organic culture fusion by allowing them to experience daily operations in another country. This will break down divisions that inhibit fluid communication.
[bookmark: _Toc153886684]Strategies and recommendations to overcome challenges
It is better to expand in Poland than France, given the higher growth potential. To ensure success, you can use strategies such as building partnerships with local organizations; building patient relationships through face-to-face interactions; using younger Polish employees who are familiar with Western practices, and regular multidirectional communications to ensure message clarity.
Evidence shows that early investment in bridging cultural divides will pay off exponentially over time. Quantitative macro analyses of global mergers & acquisitions revealed that launching integrations before closing deals would result in a higher level of long-term profitability due to accelerated team unification (Cording, et. al., 2008). BP should embed cross-functional Polish and British core teams that are solely focused on laying solid cooperative foundations before formalizing the expansion. This integrated team can create protocols and infrastructure to ensure that visions, incentives, and communication channels are aligned from the first day of joint operations.
BP's leadership will make the best human capital investment by actively recruiting bicultural brokers who are well-versed in both Polish business and British business. Polish nationals with a background in British universities who have launched their careers abroad are ideal candidates, as they are intimately familiar with the norms of both sides. The results of an experimental study on the performance of bicultural employees as cultural translators revealed that they were able to achieve deals twice as fast as mainstream negotiators, by using code-switching in order to match expectations (Tenzer & Pudelko, 2019). The new Polish branch can accelerate the assimilation process by embedding bicultural brokers in all functions, from HR to operations.
BP must ensure that personal relationships do not overshadow formal contracts during Polish expansion. In a study of Western companies expanding into postcommunist Eastern Europe, it was found that initially focusing on informal social relationships without accompanying legal foundations or governance led to major conflicts in accountability (Meyer & Peng, 2016). If trusts begin to erode, a written code of behavior expectations, performance metrics, and disciplinary policies can be used as a vital enforcement mechanism. But draconian rules from the top should also be avoided. Instead, these should be forged in a joint task force to ensure contextualization. BP can reap the benefits of formalization while also retaining the commitment that relationships bring.
[bookmark: _Toc153886685]Conclusion
The evidence is overwhelming that Poland is the best location for BP to tap into the booming Eastern European energy market. According to quantitative GDP forecasts, Poland will maintain a growth rate nearly three times that of France through 2027 due to friendly foreign investment policies (OECD, 2022). To thrive in Poland's unique business climate, it is important to adapt to hierarchical decision-making norms. It also requires specific task-driven interaction and a skewed approach towards building personal relationships. BP can overcome communication barriers through the use of bicultural brokers who ensure written expectations are clear and organic bonding that complements formal contracts. BP can replicate its localized collaboration formula by establishing dedicated infrastructure early and ensuring a sustained exchange of managerial expertise along the British-Polish Corridor.
BP's record in France is impressive. It was one of the first major oil companies to set up operations, with commercial discoveries dating back to the 1950s (Boussena & Locatelli, 2017). But despite its long history, BP's entrenched infrastructure is a hindrance today. It makes it impossible to dismantle assets to implement greener alternatives despite increasing political pressure. Recently France's aggressive push for sustainability has made it nearly impossible to obtain licenses for drilling new oil wells. BP's forward strategy is less constrained by legacy investments in Poland due to its lower investment levels. Poland's flexibility to remodel operations in line with modern realities offers BP freedom from the past path dependences that currently bind its options on the French energy scene.
In a cross-national survey of more than 100 societies, Poland was classified as a culture with "low trust", characterized by skepticism due to historical oppression. France is ranked among the "highest trust", or cultures that are most confident in their institutions (Delhey & Newton, 2005). Although the lack of trust in Poland can make it difficult for foreign investors to build external partnerships with BP, there is evidence that multinationals themselves can model integrity when local contexts fail. In a survey of Poles, global brands were found to inspire a greater level of trust than any domestic institution (CBOS, 2021). BP can expand Poland's trust zone by demonstrating its commitment to ethical standards during the market entry phase.
Cultural fluency is as important to receptive comprehension as linguistic fluency. In a robust meta-analysis on expatriate success factors, cultural intelligence was ranked higher than language proficiency alone for thriving in foreign business (Lee and al., 2012). BP should provide intensive training in Polish for British leaders to learn about taboos, mores, and interaction rituals. British function heads who are sent to supervise Poland branches will benefit from a deep cultural fluency that goes beyond vocabulary. They can better understand locals' symbolic behavior, build relationships and earn respect. It is vital to master the Polish business culture and its unique contextual literacy.
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