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INTRODUCTION
British Business Communications refers to the process of direct and indirect communication that facilitates the maintenance and development of business relationships (Bennie, 2021). The exchange of information and facts among individuals within the workplace and with external parties is referred to as business communications in the British context. corporate communication is a proactive approach that focuses on identifying and addressing the fundamental aspects of corporate goals and objectives on a wide scale. 
MAIN BODY

Marks and Spencer is a British international store chain whose main office is in Paddington, London. The company mainly provides or sells clothes, beauty products, home goods, and food items. Marks and Spencer takes the lead by offering goods and services that customers have more closely studied and loved. This meets a lot of the needs, wants, and demands of customers in the market. The company also wants to grow its business by giving customers more goods and services. This way, the main tasks and operations of the company can be handled and managed properly (Faria, 2020). Marks and Spencer has been around since 1884 and now has 959 stores in the UK, with 615 of them only selling food. With TV ads and promotions, the business knows how to sell its goods and services in the most effective way on a large scale. Marks and Spencer can reach most of its customers by making it easy for them to understand the company's goods and services. This helps the company retain its core business and grow. 

Marks and Spencer was the first British store to make a profit before taxes of more than £1 billion in 1998. This was the start of the company's growth. In terms of this, other business-related measures were used to show how the main growth and development aspects were created, and this was the first big step in figuring out what the main goals and objectives were (Shail, 2022). Marks and Spencer's mission, vision, and values were all in line with the company's strengths and the opportunities it saw in the market structure. This led to the implementation of effective and significant measures, which in turn led to new ideas about how to reach their business goals and objectives on a large scale. Marks and Spencer has focused on its products and services because they are dedicated to providing and guaranteeing high-quality and sufficient products and services. This is seen as the most important factor in determining how well core goals and objectives are met and managed on a large scale. 

Additionally, Marks and Spencer started thinking about international expansion as part of its core business very early on. This set the stage for the company's growth and development by focusing on important aspects and terms related to its core business of selling goods and services to customers in the market (Szydlowska, 2020). The company's sales and profits reached their highest point in 1997 and 1998. This was the main reason why Marks and Spencer started their business to provide goods and services on a big scale. It was also looked at that the main benefits of understanding business were valued, which in turn produced value and benefits for making sure that goods and services could be promoted and advertised effectively in the market. 
France and Germany are the two EU countries that were picked. When looking at these two countries, it's important to think about how cultural differences like social situations and profiles, language, possible risks, and work outlooks like having people from different backgrounds in the workforce are valued and set Austria and Denmark apart (Adedoyin, Alola, and Bekun, 2020). 

Taking into account how to measure cultural differences and properly analyse the data is controlled and closely watched in order to find the best country with the best policies and cultural practices. With Hofstede's Model, there are six main aspects that can be understood. These are listed below:

The following six aspects of Hofstede's Model are used to compare Austria and Denmark. 

Power Distance: Austria doesn't do well on this measure, which suggests that being separate from the hierarchy only deals with it for practical reasons. Power is spread out, and managers and leaders look at how experienced team members are. In Denmark, on the other hand, the number is very low compared to other countries, which exactly means that the workplace is not formal (Minkov and Kaasa, 2021). 

Individualism vs. collectivism: In Austria, people are more dependent on each other, which means that society as a whole is more interdependent. Austria gets a score of 77 for the individualism factor that the model shows. Denmark, on the other hand, gets high marks for being an individualistic society, which means that people have strong opinions about the value and benefits that are given to them. 

Long/Short Term Orientation: Austria has a very low number on this dimension, which could make it harder to keep society running. It doesn't show a strong bias in this area (Sent and Kroese, 2022). The Danish, on the other hand, choose a pragmatic method so that the culture is respected and the value and importance of business are taken into account. 

Uncertainty Avoidance—Austria has had opinions about the score kept by uncertainty avoidance, and this has been the country's main concern. For Denmark, on the other hand, showing a lot of uncertainty avoidance is helpful, and this is about the perspectives getting 70 as a preference. There are a lot of different things that are done to make sure that the importance of both countries is taken into account correctly. 

Masculinity vs. Femininity: Masculinity rules Austrian society, which is why they earn more points in this area. This is the main point of view that has to do with society and the country's well-being (Salas-Paramo, Escandon-Barbosa, and Ramirez-Urraya, 2022). There are some things about Denmark that show it is taking progressive steps that are the exact opposite of Austria, and the better score shows that femininity is being taken into account well. 

Indulgence vs. Restraint – With a number of 63, Austria is a country that is easy on people. People who live in these kinds of societies are given a high number, which means they understand how to deal with and understand the big effects of other countries. This is seen as the most important issue in both countries, and Denmark has a lower score when compared to being a luxurious country. 

With the help of Hofstede's model, it is shown that the measurements listed above are different in Denmark and Austria (Zhou and Kwon, 2020). By talking about and explaining the different culture needs and differences between the two EU countries, it is shown that social situations and profiles, language, possible risks, and job prospects, such as having people from different backgrounds work together, are all different in their own way. 

If you look at the two EU countries that were chosen, Austria and Denmark, there are big communication problems that the British might face. These problems are explained in terms of how to clearly show the difference between Austria and Denmark (Eliwa, Aboud, and Saleh, 2021). Both countries build value by responding to each other in ways that have to do with their relationships with each other. The results that are compared between two countries are based on six different dimensions: individualism vs. collectivism, power distance, doubt avoidance, masculinity vs. femininity, indulgence vs. restraint, and long-term vs. short-term orientation. It is clear that core communication routes are evaluated in both countries by pointing out and talking about important points of view about how communication is measured. Austria and Denmark both help and work with each other on a bilateral and international level. 

It is clear that communication channels are good in both countries, which shows that both countries are serious about tackling the main issues. This also shows that both countries are serious about evaluating the main business issues one by one (Pérez-Morote, Pontones-Rosa, and Núñez-Chicharro, 2020). With the help of the communication point between Austria and Denmark, British businesses could learn how both countries keep their profits and ability to grow. This would also help businesses achieve and stay in business in a very competitive market. Also, it is said that the core business value is processed when contact channels between Austria and Denmark are strong. This opens up opportunities for the British business to grow through these channels. Efforts are made to make progress that are connected to communication. It is important to think about how strong communication is so that the different steps taken to reach goals and objectives are valued on a big scale. 

In order for business communications to be strong between Austria and Denmark, it is stated that the core business value is reached by relating to the 6 major dimensions that show that the societies of both Austria and Denmark are similar and don't have any big differences. When you compare the two countries based on their scores, there isn't much change in any of the six areas and factors we talked about above (BAYRAM and YURTSEVER, 2021). The overall study shows that both Austria and Denmark are able to effectively communicate their values and preferences in a way that is clear and progressive. This makes it clear that they are more open to communicating on both a bilateral and a multilateral level. If the communication process works well, big changes could happen in the British business. This shows the main points of how the communication barriers, if any, are settled and thrown out over time. Regarding looking at the main business issues, it is also suggested that the communication aspects and viewpoints be taken into account so that the business ties between Austria and Denmark can be evaluated in a meaningful way. 

There are other communication problems that British businesses might face, such as using exclusive language like slang and jargon, not having any communication skills, having too much information, emotional disconnects, not knowing or trusting the source, and so on (Malak-Rawlikowska and et al., 2019). Because of this, British businesses need to look at these obstacles and think about how to make strategies that will make business interactions work best and move forward in the most effective way. These obstacles need to be taken down in the biggest and most forward-thinking way possible so that the business can get off the ground in the market correctly and effectively. 
There are some strong suggestions about which country British businesses should grow to, and that country is Denmark. However, there are also some suggestions that will help businesses succeed, and they are as follows: 

Since Denmark has the most open society, the British company should grow here so that people of all genders and castes have the same chances (Kostova and et al., 2020). 
There are no culture differences in the country, which means that the values and way of life of the people in Denmark make it a better place to start a business. 

The society's standard of living can be raised, which means that the culture and society are becoming more advanced within the countries. This has to do with figuring out what "large scale" means. 

It's very important for British businesses to think about business factors. This is especially true when it comes to core measures and strategies being made for businesses to succeed in the Danish market (Aschemann-Witzel and et al., 2021). 

Specifically in relation to these recommendations, there are characteristics that contribute to the success of the British business in responding to the key goals and objectives that have been set. It is also stated that British businesses are more relevant when taking into consideration the factors that contribute to the enhancement of business value in the market, and that there is a greater number of clients that are targeted in Denmark (Frost, 2020). Through the process of gaining an awareness of business perspectives, Denmark has demonstrated its worth, and by taking this into consideration, there is the potential for expansion that is more relatable in successfully indicating the components of advancement that are being begun and discovered. It is also stated that Denmark is the most profitable country for this British corporation to expand their business in so that they may do it in a significant and effective manner.
That being said, there are also ways to deal with communication problems that help the company create a good environment where everyone can succeed. To make sure that the progressive aspects of the business being valued on a larger scale are properly analysed and shown, these strategies are explained and mentioned below. Each of these strategies is –
Specifically in relation to these recommendations, there are characteristics that contribute to the success of the British business in responding to the key goals and objectives that have been set. It is also stated that British businesses are more relevant when taking into consideration the factors that contribute to the enhancement of business value in the market, and that there is a greater number of clients that are targeted in Denmark (Frost, 2020). Through the process of gaining an awareness of business perspectives, Denmark has demonstrated its worth, and by taking this into consideration, there is the potential for expansion that is more relatable in successfully indicating the components of advancement that are being begun and discovered. It is also stated that Denmark is the most profitable country for this British corporation to expand their business in so that they may do it in a significant and effective manner. 

That being said, there are also ways to deal with communication problems that help the company create a good environment where everyone can succeed. To make sure that the progressive aspects of the business being valued on a larger scale are properly analysed and shown, these strategies are explained and mentioned below. Each of these strategies is –

With the help of this analysis that includes strategies and suggestions, it has been found that for British businesses to reach and complete the next steps, there are important things that need to be done to address and effectively communicate core business measures. Everyone in the company needs to know about these things in order for everyone to be successful (Wamsler and et al., 2020). In addition, the tactics that have been stated are helpful in overcoming communication issues, which facilitates the organization's ability to successfully provide a good environment in which everyone may accomplish in the most efficient and accurate manner possible. 
CONCLUSION 
Consequently, it can be deduced from the report that was presented earlier that the introduction of the business organisation that was selected was explained. Furthermore, Austria and Denmark, both of which are Member States of the European Union, were selected to provide knowledge regarding the business that is being conducted as well as comprehending the differences in society and culture. In addition, the potential communication difficulties that the British firm might face were also highlighted and demonstrated. Lastly, recommendations were provided regarding which country the British company should expand into. In addition to this, strategies to overcome communication challenges were given in order to enable the organisation to succeed in providing a positive environment for everyone. These strategies were illustrated in the most effective and valuable manner possible. 
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