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[bookmark: _Toc174265658]Introduction to the context of British business communication

British business communication is influenced by various cultural factors, including politeness, formality, hierarchy, networking, economic factors, and communication style. Politeness and indirectness are valued in British business communication.  Understanding the organizational structure is essential for effective communication. 
Cultural variations can considerably impact how business is done in the UK. Familiarising yourself with the local business culture can assist you to create better relationships, boost communication, and improve your chances of success. By adopting to the UK corporate culture, you display respect for local conventions and develop trust among your British peers. British values, traditions, and etiquette play a major role in the environment of business. 

Understanding the intricacies of direct and indirect communication is crucial in the UK.  It is crucial to strike a balance between being forthright and keeping civility while sharing your views or opinions (Dubal, 2023).
The UK's highly developed economy and strong service sector make business communications fast paced and focused on efficiency. Digital communication tools like email and video conferencing are widely used, making proficiency with these tools essential for effective communication. The British prefer diplomacy over directness in business situations. By considering these factors, one can navigate British business communications more effectively and build positive professional relationships.


[bookmark: _Toc174265659]Company introduction

A composite insurer, Aviva Plc (Aviva) provides a wide selection of savings and insurance products. The company's main business operations include asset management, investments, pensions, and health, house, and auto insurance. In addition, the firm administers retail investment products such as individual savings accounts (ISAs), unit trusts, investment funds, and open-ended investment companies (OEICs). The clientele of the firm includes private investors, public sector organisations, pension funds, individuals, small and medium-sized enterprises, investment specialists, and third-party financial institutions. It has a significant presence in the UK, Europe, Canada, and Asia and operates on a global basis. Located in London, England, the UK, is Aviva's headquarters (Global Data Plc).

[bookmark: _Toc174265660]Evaluation of Switzerland and France
This report will describe my idea, strategy and approach using Hofstede's cultural dimensions to put two EU countries according to their cultural differences and correctly assess which one will be more suitable to implement and successfully racialize our UK business in this host country. For this purpose, we will evaluate and describe the cultural differences between the countries of Switzerland and France.
Switzerland is a multicultural society with four official languages, valuing neutrality and diplomacy. It is generally open to diversity, with regional differences in attitudes towards foreigners. Multilingualism is a key feature, with different regions predominantly speaking different languages. Political stability is high, but regional tensions can arise due to linguistic and cultural differences. The workforce is diverse, with a significant proportion of foreign workers, emphasizing vocational training.

France, a nation in northwest Europe, is one of the world's leading economies, with a significant proportion of foreign workers and a focus on vocational training. The population's age distribution has significant social and economic implications, with the working population providing pensions, social and medical services, and retirement homes. France's investment in eastern Europe and Asia has increased recently, with most foreign companies coming from the US and EU, particularly the UK, the Netherlands, and Germany.
France is a diverse society with a rich cultural heritage, emphasized on secularism and equality. The official language is French, but regional languages like Breton and Occitan are also spoken. Social tensions can arise from immigration and integration issues. The workforce is diverse, with policies promoting inclusivity, but unemployment rates can be higher in certain regions. Overall, France's diverse and multicultural society presents challenges and opportunities for growth (Britannica, 2024).


[bookmark: _Toc174265661]Cultural differences 

The UK's official cultural life is predominantly English, with contributions from Scotland, Wales, Northern Ireland, and British colonisation. The country has seen improvements in educational standards and increased universities, while immigration has brought new cultural influences and fostered creativity in literature, music, cinema, and other arts. The UK's diversity and historical prominence in international affairs are reflected in its cultural traditions, with numerous academic associations like the Royal Geographical Society, British Academy, and Royal Society of Edinburgh. London's British Museum houses historical artefacts, and there are numerous theatres, galleries, and museums in the city.
Switzerland can boast an excellent list of contributors to the arts and sciences, despite its modest size and relative isolation from more established cultural hubs. Switzerland's multilingualism, its diverse cultural patchwork, its institutions, and its economic prosperity reflect the country's fast modernisation of daily life, even while some of its political and institutional quirks still exist. 
France has played a significant role in European culture for a long time, with its artistic, gastronomic, and fashion trends impacting global cultures. The growing number of people visiting museums, art galleries, and historic sites demonstrates the appeal of cultural pursuits. French food varies regionally, with some regional cuisines gaining global recognition. Non-physical activities like talking, reading, eating, and watching movies are the most popular forms of recreation in France, despite a recent interest in sports like mountain biking, cross-country skiing, and rock climbing. This may be due to schools lacking physical education programs.

Switzerland and France have distinct cultural differences. Switzerland is multilingual, with four official languages: German, French, Italian, and Romansh. Communication styles vary, with Swiss communication being more reserved and formal. France is predominantly French speaking, with French being more expressive and direct. Switzerland has a flatter social hierarchy, valuing privacy and individualism. On the other hand, France is more hierarchical, respecting authority and social status. Swiss work ethic is known for punctuality and precision, while French business practices focus on creativity and intellectualism. Switzerland has a high standard of living, focusing on outdoor activities and a balanced lifestyle. Swiss people value their leisure time, often engaging in activities like hiking and skiing. France has a rich cultural heritage, focusing on art, cuisine, and fashion. The French enjoy socializing and have a more relaxed approach to leisure, often spending time in cafes and enjoying long meals (Britannica, 2024).
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Using Hofstede’s cultural dimensions theory, we can compare Switzerland and France across several key dimensions:
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Power Distance 
France has a high-Power Distance (PDI) score of 68, indicating a society where children are emotionally dependent on their parents and later transferred to teachers and superiors. Power is centralized in companies and government, with most highways leading to Paris. French companies have one or two hierarchical levels more than comparable companies in Germany and the UK. Superiors have privileges and are often inaccessible. Switzerland, at 34, believes in minimizing inequalities among people, with independent, hierarchy for convenience, equal rights, accessible superiors, coaching leaders, and decentralized power.

Individualism

France, with a score of 74, is an individualist society where parents foster emotional independence in their children. The French family has more emotional bond than other Individualist cultures, reflecting a high score on Power Distance and respect for the elderly. The French prefer a central government, requiring strong leadership during crises and allowing room for weaker leadership when the crisis is resolved.
Switzerland, with a score of 79, is considered an Individualist society, with a preference for a loosely knit social framework where individuals are expected to take care of themselves and their immediate families only. In Individualist societies,
offense causes guilt and a loss of self-esteem, and hiring and promotion decisions are based on merit only. Management is the management of individuals.

Motivation towards Achievement and Success
France has a consensus society with a score of 43, characterized by a welfare system. However, the upper-class scores have low motivation towards achievement and success, while the working-class scores reflect a decisive culture.  Switzerland scores 70 on Motivation towards Achievement and Success, with German and French-speaking Swiss ranking high.

Uncertainty Avoidance
French culture scores high on Uncertainty Avoidance at 86, indicating a preference for structure and planning. This leads to the development of complex technologies and systems in stable environments. French culture also has a strong need for emotional safety valves. 
Switzerland scores at 58 in Uncertainty Avoidance, contrasting with French and German parts. Countries with high Uncertainty Avoidance maintain rigid codes of behaviour and are intolerant of unorthodox ideas.





Long Term Orientation

France scores 60 in this dimension, indicating a pragmatic culture where truth depends on situation, context, and time. People adapt traditions easily, have a strong propensity to save and invest, and are thrifty and perseverant in achieving results. Swiss culture scores 42, demonstrating a normative approach with a strong concern for absolute truth, respect for traditions, and a focus on quick results. 

Indulgence

France scores in the middle (48) for Indulgence versus Restraint, suggesting less relaxation and enjoyment of life than commonly assumed. Switzerland, with a score of 66, is classified as an Indulgence culture, characterized by a willingness to realize impulses and desires, a positive attitude, and optimism. 
																						(Hofstede)
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Power distance - Britain, at 35, is a society that believes in minimizing inequalities among people. Research shows PD index lower among the higher class in Britain than among the working classes.

Individualism - The UK, with a score of 76, is an Individualist society, with children taught from an early age to think for themselves and find their unique purpose in life. The route to happiness is through personal fulfilment. 

Motivation towards Achievement and Success - Britain, at 66, is a Decisive society, with a contradiction between modesty and understatement, at odds with the success-driven value system.

Uncertainty Avoidance - The UK scores low on Uncertainty Avoidance at 35, indicating a willingness to wake up without knowing what the day brings and change plans as new information comes to light. This results in planning that is not detail-oriented, with the end goal being clear and the process being fluid and flexible to emerging environments.

Long term orientation - Britain scores 60, demonstrating a pragmatic culture with a strong belief in the importance of situation, context, and time.

Indulgence - The British culture, with a score of 69, is classified as Indulgent, characterized by a high score in Indulgence, a preference for leisure time, and a tendency towards optimism. Both countries have varying happiness indices. 

Using Hofstede’s cultural dimensions, in addition to comparing the two countries, we need to add information about English culture to choose the country closest to England, because this will increase the chance of business success in the chosen country. From the analysis it is understood that Switzerland and England have less cultural differences, so the selected country remains Switzerland.

[bookmark: _Toc174265663]Communication barriers

When evaluating the communication barriers British businesses might face in France and Switzerland, it’s essential to consider cultural nuances, language differences, and business etiquette. Here’s a detailed analysis: The UK-Switzerland Trade Agreement, signed in February 2019, established a commercial relationship between the UK and Switzerland. Switzerland is a crucial market for UK companies and the third-largest services trading partner globally. A new free trade agreement could boost investment and commerce between the two nations, creating new economic opportunities. Despite trade in services, there is no comprehensive agreement. 

The Services Mobility Agreement, signed in 2020, allows UK professionals to operate in Switzerland for up to 90 days without a work permit. Switzerland's advanced economy and shared values make it an ideal partner for the UK to work on global challenges like climate change, developing new technologies, and promoting free trade. An upgraded could boost both economies, create high-quality jobs, and fuel economic growth in the UK(Department for Business and Trade).
The UK and France have strong historical connections and physical proximity, making cross-border commercial cooperation a compelling option. France's status as one of the EU's major economies guarantees access to a large market with diverse customer tastes and strong purchasing power. UK firms specializing in sustainability and green technology can find a willing market in France as environmental consciousness and the need for eco-friendly activities increase worldwide. However, French professionals prefer to conduct business in French, which can pose a challenge for British businesses if their representatives are not fluent in the language. French business culture is formal, emphasizing courtesy and proper etiquette, and missteps can lead to misunderstandings. British businesses should defend their views with solid reasoning and be prepared to navigate non-verbal communication differences (Baker, 2023).

Switzerland has a multilingual environment with four official languages: German, French, Italian, and Romansh. The predominant language varies by region, complicating communication for British businesses. Swiss professionals value clarity and directness, while British indirectness can be misinterpreted as evasiveness. Swiss business culture is highly formal and hierarchical. Personal matters are kept separate from business, and conversations are usually focused on business topics. Non-verbal communication is concise, precise, and respectful of privacy.
For British businesses, understanding and adapting to these communication styles is crucial for successful interactions in both France and Switzerland. In France, mastering the language and respecting formalities can help bridge the communication gap. In Switzerland, being direct, concise, and respecting the multilingual and formal nature of the business environment will be key to effective communication.
[bookmark: _Toc174265664]Recommendations

Switzerland and France are potential countries for AVIVA to expand into. Switzerland offers economic stability, a well-established financial hub, a favourable regulatory environment, and high-income levels, making it an attractive option for insurance products. France's larger population and market size, EU membership, mature insurance market, and cultural affinity make it a more attractive market.
To overcome communication challenges, AVIVA can offer language training, hire local talent, and promote a diverse workforce. Technology solutions can be used to facilitate communication, such as translation tools and collaboration platforms. Standardized communication policies and regular updates on company policies and goals are also essential.

Cultural exchange programs can help employees gain a better understanding of different cultures and business practices. Employee exchange programs can help employees work in different offices and organize team-building activities that encourage interaction and understanding among employees from different backgrounds.

By focusing on these strategies, AVIVA can create a positive and inclusive environment that supports its expansion efforts and ensures success in the new market.

Aviva, UK insurance company, has been recommended to expand into the country by focusing on the country's well-developed insurance market, identifying niche markets, and understanding the regulatory environment. The company should also develop tailored products, such as health insurance, life insurance, and pension plans, and focus on sustainability. The company should also collaborate with local banks, financial institutions, and fintech companies to leverage their market presence and customer base. Additionally, Aviva should join Swiss insurance associations to stay updated on industry trends and regulatory changes.
To overcome communication challenges, Aviva should hire or train employees proficient in the official languages of Switzerland, provide cultural sensitivity training, and develop clear communication channels, such as localized marketing and customer support in multiple languages. Additionally, Aviva should integrate technology, such as digital platforms and tools, to facilitate seamless communication and operations. Data security measures should be robust to build trust with Swiss customers who value privacy and data protection. Regular feedback mechanisms should be implemented to understand customer needs and preferences and encourage open communication within the organization. By implementing these strategies, Aviva can successfully navigate the Switzerland market and create a positive work environment for both employees and customers.

[bookmark: _Toc174265665]Conclusion

For the future business expansion of the British multinational company Aviva in the chosen between the two EU-based countries, Switzerland, it was necessary to develop a descriptive cultural profile of the appropriate country by evaluating the two countries. Every society has its own unique culture, which is directly related to the religion, ethics, communication of that society and country and influences the decision to implement the business. 

Using Hofstede's cultural dimensions to identify cultural differences, possible risks and communication barriers, and through appropriate strategies to overcome geographic and cultural, economic and political, environmental barriers, it will be possible for businesses to enter the Swiss market. The relationship between the EU and the UK after Brexit is a big challenge, but responding to the needs of the host country, contributing to its development through our activities, respecting human rights, the environment and local government and culture will be a successful start for a successful development in the future of Aviva in Switzerland.
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