
[bookmark: _Toc652393416][bookmark: _Toc1596918086][bookmark: _Toc61724200]
Internation business Communication
Module code: BMBM6003
Lecturer：ARPU KUMAR
Written by: Shangyu Wang
Student ID: 2406059





























[bookmark: _GoBack]Executive Summary

This article focuses on business communication between France and the United Kingdom. Through the analysis of different international business communication, it explores the reasons for communication interruption and solutions to avoid communication failure. The article refers to the cultural dimension theory of Hofstede and Trompenaar and Hall's high-context and low-context communication style theory, combined with the business structure, technical level, government restrictions and cultural business customs of the two countries, and explains effective communication in international business. The importance, and put forward strategies to overcome failure according to the specific communication situation, and finally give brief conclusions and suggestions.
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[bookmark: _Toc231190586]1.0 Introduction

As important economies in Europe, France and the United Kingdom have extensive cooperation and exchanges in the field of commerce. However, due to the differences between the two countries in culture, business customs, communication styles, etc., various problems often arise in international business communication, which affects the smooth progress of business cooperation. Therefore, it is of great practical significance to study business communication between France and Britain in depth, analyze the reasons for communication failure and put forward effective solutions.



































[bookmark: _Toc822261479]2.0 Background of British and French business cooperation

[bookmark: _Toc691409108]2.1 The field and scale of business cooperation

Britain and France have carried out extensive cooperation in aerospace, automobile manufacturing, financial services, luxury goods, energy and other fields. Many multinational enterprises have set up branches or carried out business cooperation in the two countries, and the trade volume and investment volume have shown a trend of increasing year by year, which highlights the necessity and urgency of good business communication. In 2022, France exported 35.1 billion US dollars to the United Kingdom. The main products exported from France to the United Kingdom are aircraft, helicopters and/or spacecraft ($2.07 billion), cars ($17.5 billion) and wine ($1.68 billion). In the past five years, France's exports to the United Kingdom have grown at an annualized rate of 0.025%, from $35 billion in 2017 to $35.5 billion in 2022.

[bookmark: _Toc478864239]2.2 Overview of Culture and Business Environment

[bookmark: _Toc1650039564]2.2.1 Differences in business environment

United Kingdom: Business culture pays more attention to individualism and competitive spirit, emphasizing personal ability and performance. The hierarchical relationship between employees is relatively less strict, and the decision-making process is relatively democratic and fragmented, encouraging employees to participate and innovate. The labor market is relatively flexible, the employment and dismissal procedures are relatively simple, and enterprises have greater autonomy in human resources management. But in recent years, the UK has also faced a shortage of labor, especially in some specific industries and skill areas. Bauer, M. W. (2022)

France: Business culture has a certain collectivism, the internal hierarchy of the enterprise is more obvious, decision-making is usually made by senior managers, and it is more important for employees to obey and respect their superiors. French businessmen often pay attention to etiquette and form in business negotiations, and prefer to prepare and communicate fully before negotiations. The labor market is protected by relatively strict labor regulations, and enterprises need to comply with more regulations in terms of employment, dismissal and employee welfare, which increases the labor cost and management difficulty of enterprises to a certain extent. However, the French workforce is generally of high quality and has abundant talent resources in some high-tech and professional fields.

[bookmark: _Toc1758618437]2.2.2 Business Culture

United Kingdom: Business culture pays more attention to individualism and competitive spirit, emphasizing personal ability and performance. The hierarchical relationship between employees is relatively less strict, and the decision-making process is relatively democratic and fragmented, encouraging employees to participate and innovate.

France: Business culture has a certain collectivism, the internal hierarchy of the enterprise is more obvious, decision-making is usually made by senior managers, and it is more important for employees to obey and respect their superiors. French businessmen often pay attention to etiquette and form in business negotiations, and prefer to prepare and communicate fully before negotiations.

[bookmark: _Toc1282636998]2.3 Market access and trade convenience

Before Brexit, as a member of the European Union, Britain enjoyed the advantage of free trade and market access within the European Union. After Brexit, the trade relations between the United Kingdom and the European Union have changed, facing new trade barriers and customs procedures, increasing trade costs and uncertainty. However, Britain is also actively signing free trade agreements with other countries and regions to expand international markets. As a core member of the European Union, France enjoys full market access to the internal market of the European Union. The trade barriers between other EU countries are low, and the free flow of goods, services, personnel and capital is relatively convenient, which gives French enterprises a certain advantage in expanding the European market. At the same time, France also has a wide range of partners and a high trade status in international trade.

The impact of these factors on French small and medium-sized enterprises is particularly serious in industries such as retail and support services. In these industries, tariffs, non-tariff barriers and customs complexity may further affect profit margins. After Britain left the European Union, new tariffs and customs procedures were introduced, which undoubtedly added complexity and cost to French exporters. Although the Trade and Cooperation Agreement (TCA) aims to promote trade between the United Kingdom and the European Union, the implementation of new regulatory requirements and customs procedures has created the initial obstacles for businesses to adapt to the post-Brexit environment.

[bookmark: _Toc839176800]3.0 British and French Business Communication Theory

[bookmark: _Toc1519367751]3.1 Hofstede Cultural Latitude Theory

Hofstede's cultural dimension theory includes six dimensions: power distance, individualism and collectivism, masculinity and feminization, uncertainty avoidance, long-term orientation and short-term orientation, indulgence and restraint, which helps to analyze the cultural differences and influences of Britain and France in business communication.

There are significant differences between Britain and France in business communication. Judging from Hofstede's cultural dimension theory, in terms of power distance, the United Kingdom is smaller and the communication atmosphere is equal and open. France is larger, with a high hierarchy and strict etiquette; in terms of individualism, the United Kingdom pays more attention to individual achievements, while France is a team. It is as important as individuals; in terms of uncertainty avoidance, the United Kingdom has high acceptance and flexible decision-making, while France relies on rules and strict decision-making; in terms of masculine characteristics, the United Kingdom emphasizes competition and achievement, and France emphasizes both career and life; in the long-term orientation, the United Kingdom prefers short-term performance, while France emphasizes long-term development; in the dimension of indulgence and restraint, the British atmosphere Loose and casual, France is relatively rigorous and restrained. Understanding these differences will help enterprises in the two countries understand each other in business communication, adopt more appropriate strategies to promote cooperation and communication, improve the effectiveness and synergy of business activities, reduce misunderstandings and conflicts caused by cultural differences, and promote the good development of bilateral business relations.

[bookmark: _Toc285744580]3.2 Trompenaar Cultural Dimension Theory

Trompenaar's cultural dimension theory includes universalism and specialism, individualism and collectivism, neutrality and emotion, specificity and diffusion, achievement and belonging, time orientation and other dimensions, which can be used to interpret the differences in business communication between Britain and France (Trompenaar, 1993)

Universalism and specialism: Britain is universalism, and business communication follows the established rules and laws; France has a tendency to be specialism, and relationships and situations will affect the implementation of the rules. In addition to the rules, human factors are also considered when making decisions. For example, the United Kingdom strictly follows the terms in the execution of the contract, and France may adjust flexibly according to the situation.

Individualism and collectivism: Both countries have individualistic tendencies, but the United Kingdom is stronger. Business interaction focuses on the display of personal ability and interests. French collectivism has a certain influence. When teamwork, the French people show individuals and take collective honor at the same time, and communication and coordination are more complex and subtle.

Neutrality and emotionality: Britain is neutral, introverted in business occasions, and communication is rational and pragmatic; France is emotional, enthusiastic about communication, and has rich expressions and gestures in negotiations, and emotional expression may affect the direction of decision-making.

Specificity and diffusion: Britain tends to be specific, business communication focuses on tasks and affairs, and the boundaries between work and life are clear; France tends to spread, relationships are more extensive and deeper, and business is also involved in life interests and other topics, paying attention to long-term relationship cultivation, and decision-making is affected by multiple relationship factors.

Achievement and belonging: Britain values achievements, and in business, heroes are based on ability and performance; although France values achievements, it also has attribution factors, such as well-known institutions, family background, etc., which play a certain role in business communication and opportunity acquisition, and interpersonal networks affect the allocation of business resources.

Time orientation: Britain tends to be short-term and focuses on current benefits; France has both short-term action and long-term strategic vision. Business decision-making balances immediate benefits and future development. For example, investment decision-making will consider long-term market layout and brand building.

[bookmark: _Toc735721368]3.3 The relationship between British and French business communication and high and low contexts

When communicating with high-contulture culture, a lot of information is conveyed through context, non-verbal signals, etc. Like French culture, it has certain high context characteristics. In business situations, the French pay great attention to the potential context of interpersonal relationships and social etiquette. For example, in a business banquet, the atmosphere of the dialogue, the expressions and actions of both sides, etc. are conveying information. The communication is more euphemistic. It does not cut into the business theme too directly, but establishes a good interactive relationship first.

British culture is relatively more inclined to low context. British businessmen tend to use clear and direct language to convey information when communicating. In business communication, more attention will be paid to facts, data and other contents. The terms of the contract will be clearly listed, and the communication is more straightforward. For example, in business meetings, they will soon begin to discuss business details.

In English-French business communication, this difference may cause some misunderstandings. The subtlety of the French may be considered inefficient enough by the British, while the direct of the British may make the French feel a little abrupt. Therefore, the two sides should understand the different preferences of each other's cultures for the context when communicating in business. The French side can appropriately make the expression more straightforward, and the British side also needs to understand and be patient with the social warm-up links of the French. Hall, E. T. (1976)

[bookmark: _Toc58192550]4.0 Reasons and Effects of Communication Failure

[bookmark: _Toc937128465](I) Cultural misunderstanding

Differences in values, ways of thinking and behavioral habits between the French and the British can easily lead to cultural misunderstandings if they are not fully understood and respected. For example, the emphasis on social etiquette of the French and the direct efficiency of the British may be misunderstood as hypocritical or indifferent by the other party, thus undermining the foundation of trust in business relationships.

(II) Conflict of communication style

The difference between France's high-contontion communication style and the low-contontion communication style in the United Kingdom in terms of information transmission may cause information loss or misunderstanding in communication between the two sides. The French may think that the British are too rude, while the British may think that the French are vague, which will lead to inefficient communication and even breakdown of negotiations.

[bookmark: _Toc673044157](3) Language barrier

Although English is the common language of international business, the English accents of the French and the usage of some specific words may differ from those of the British, which to some extent affects the accuracy and fluency of communication, especially when it comes to technical terms and complex concepts.

[bookmark: _Toc1056777950]5.0 Strategies to overcome communication failures

[bookmark: _Toc1577244960](I) Cross-cultural training

Provide cross-cultural training for those who participate in French and English business communication, deeply explain the differences in cultural customs, values, communication styles and other aspects of the two countries, and improve the cross-cultural awareness and communication skills of employees. Through case analysis, simulated negotiation, etc., let employees learn how to deal with cultural conflicts and communication barriers in practice.

(II) Establish a clear communication mechanism

In business cooperation, formulate clear communication rules and processes, including the organization of meetings, information transmission channels, feedback mechanisms, etc. For example, before business negotiations, the two sides can fully communicate on the agenda, schedule and key issues of the negotiation to ensure that the two parties are on the same channel.

(III) Language improvement and translation support

Encourage employees to improve their English, especially their ability to apply business English. At the same time, in important business meetings and document processing, professional translators can be equipped to ensure the accurate communication of information and avoid misunderstandings caused by language problems.

(IV) Respect and tolerate cultural differences

In communication, both parties should uphold a respectful and tolerant attitude, understand each other's cultural background and communication methods, and avoid judging each other by their own cultural standards. For example, the British can appropriately increase some social communication to adapt to the communication habits of the French; the French can also pay more attention to the conciseness of information to meet the efficiency requirements of the British.

(5) In-depth cultural study and exchange activities

Enterprises should encourage employees to study English and French culture in depth, not only to understand the cultural dimensions explained by theories such as Hofstede and Trompenaar, but also to explore their specific manifestations in daily life and business traditions, such as the potential impact of French artistic aesthetics and social etiquette on business communication. Sound, and the behavior of British gentleman culture in business negotiations, etc. Regularly organize cultural exchange activities between British and French employees, which can include online cultural sharing meetings, offline visits, etc., to enhance each other's understanding of cultural roots and lay the foundation for smooth communication.

(VI) Optimize communication processes and channels

Establish a standardized and flexible communication process, and clearly stipulate the communication methods, participants and information transmission paths in different business links, such as project negotiation, contract signing, execution supervision and other stages. At the same time, make full use of modern communication technology and integrate a variety of communication channels, such as establishing a special cross-cultural communication platform for real-time communication, with real-time translation, cultural prompts and other functions; for important documents and information, a combination of written reports and visual charts is adopted to adapt to the different information between Britain and France. Get used to improve the efficiency and accuracy of communication.

[bookmark: _Toc217904152](7) Cultivate empathy and tolerance

It is advocated to cultivate employees' empathy and inclusive mentality within the enterprise, so that employees can understand their communication methods and business behaviors from the perspective of each other's culture. Through case analysis, role-playing and other ways, guide employees to realize that cultural differences are not the difference between superiority and inferiority, but the embodiment of diversity. When there is a difficult communication or misunderstanding, encourage employees to listen, ask and explain in a tolerant manner, avoid conflicts caused by cultural prejudice, create a positive and friendly communication atmosphere, and promote business cooperation on the basis of mutual respect and understanding.

[bookmark: _Toc855464529]6.0 Conclusions and Suggestions

Business communication between France and Britain faces many challenges, but by deeply understanding each other's business environment, cultural differences and communication styles, and adopting effective strategies to overcome communication failures, enterprises in the two countries can achieve smoother and more successful business cooperation. It is recommended that when carrying out international business, enterprises should integrate cross-cultural communication into the strategic planning of enterprises, continue to invest resources in cross-cultural training and capacity improvement of employees, and establish a good communication mechanism and a culturally inclusive enterprise atmosphere to promote the sustainable development of international business cooperation.
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