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Abstract
This article explores the long-standing barriers to cross-cultural communication between British and French enterprises. Based on Boud's Reflective Triangle Theory, it analyzes the fundamental causes of communication conflicts between the two countries' enterprises and proposes adaptive strategies to optimize cooperative relationships. The study employs Hofstede's cultural dimensions, Hall's high-low context theory, and Trompenaars' model to analyze the differences in communication norms, values, and business practices between British and French enterprises.
This analysis reveals that conflicts mainly occur in three situations: contract negotiations, team collaboration, and marketing strategies. For instance, the British tend to communicate in a task-oriented manner, while the French prefer high-context communication styles for building relationships.
To bridge these gaps, this article proposes targeted coping strategies, including designing hybrid collaboration methods that combine British efficiency and French rigor, as well as adjusting marketing strategies to align with French cultural priorities. At the same time, it emphasizes the importance of a continuous feedback mechanism to ensure the sustainable development of British brands in France.
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1.0 Introduction
In the context of European economic integration, the United Kingdom and France, as two major economies, maintain frequent cross-border business exchanges(Baldwin and Wyplosz, 2022). Although the two countries are geographically close, cultural differences still lead to communication barriers. Through the study of international business communication, I believe that British enterprises have difficulty operating smoothly in the French business environment due to the inconsistency of communication norms and value perceptions with those of France(Agustina, Thamrin and Oktoma, 2024). This article, guided by Boud's Reflective Triangle Theory, analyzes the reasons for communication conflicts between British and French enterprises and critically assesses the solutions(E and Poorhakak, 2023).
From a business perspective, France has a mixed market structure, with both state-owned and private enterprises coexisting, and it implements strict labor laws, data protection regulations, and cultural protection policies. These factors, combined with France's unique cultural values, form a business environment that requires detailed communication strategies(Valarezo et al., 2021).
There are significant differences in cross-cultural communication theories between the United Kingdom and France. According to Hofstede's framework, France scores higher than the United Kingdom on the power distance indicator, indicating that in the business environment, France is more respectful of hierarchical structures(Heydari et al., 2021). Both countries have high scores in individualism, but France emphasizes maintaining strong loyalty to the national identity while valuing personal achievements(Lukes, 2024). The United Kingdom, on the other hand, tends towards a pragmatism-based individualism. From Hall's High-Low Context Theory, although both cultures are classified as low-context cultures, France exhibits moderate high-context characteristics, such as emphasizing subtleties. This is different from the more direct and task-oriented low-context style of the United Kingdom(Broeder, 2021). These theoretical frameworks provide different perspectives for me to understand the communication conflicts between the United Kingdom and France.
This article follows Boud's Reflective Triangle Theory, focusing on elaborating on communication conflicts, analyzing the reasons, and evaluating solutions, aiming to illustrate how cultural awareness and adaptive communication can transform conflicts into cross-cultural partnerships, and proposing suggestions to bridge the cultural differences between British and French enterprises.

2.0 Analysis of International Business Communication Scenarios
From the perspective of the contract discussion scenario, the British team, due to their preference for a task-oriented, low-context communication style, often hope to finalize the terms within a short period of time. However, the French team tends to discuss the company's long-term vision. The British view these discussions as causing unnecessary delays, while the French side believes that the British side lacks strategic vision. From a theoretical standpoint, this difference stems from cultural value conflicts(Trueba, Jacobs and Kirton, 2022). According to Hofstede's dimensions theory, France has a higher power distance, which means that French negotiation representatives often need to coordinate the discussion with their organizational hierarchy and need to consult their superiors before agreeing to the terms. The British team is accustomed to a flat decision-making structure(‘Hofstede’s Cultural Dimensions Theory’, 2022). From the perspective of Trompenaars' universalism and particularism dimensions, the British tend to be universalistic, prioritizing standardized contracts and rules, while the French are slightly inclined towards particularism, emphasizing situational relationships and flexibility when applying rules(de Blasio, Scalise and Sestito, 2021). Although Hall's theory suggests that both France and the UK belong to low-context cultures, certain moderate high-context features of France still emerge, such as their emphasis on non-verbal cues. They may think that the British's strict attention to contracts is a sign of lack of trust, while the British do not realize that the French need to establish emotional connections before formally reaching an agreement(Xie et al., 2022).
From the perspective of team collaboration scenarios, the British team tends to clearly define action items and deadlines, and usually shares progress via email. In contrast, the French team prefers face-to-face meetings, conducts detailed discussions on ideas, and often extends the scheduled time to discuss creative concepts. This conflict is related to Hofstede's uncertainty avoidance dimension. The French tend to conduct exhaustive discussions to minimize risks, while the British focus on adaptability to flexible decisions(Yi, 2025). The analytical and synthetic thinking dimensions of Trompenaars also apply to analyzing the two. The analytical approach of the British focuses on breaking tasks into manageable steps, while the synthetic thinking of the French emphasizes the whole(Waleed Rasheed, Salim Dawood and Mohammad Ayash, 2022). The differences in communication methods have a significant impact on the collaboration of the two teams.
[bookmark: _Hlk216349982][bookmark: _Hlk216349790][bookmark: OLE_LINK1]From the perspective of marketing scenarios, British brands tend to carry out marketing activities through simple and clear promotional strategies, which have been successful in the practical-oriented market of the UK. However, the same marketing strategies cannot be applied in the French market. French consumers prefer marketing activities that emphasize tradition, craftsmanship, and aesthetic refinement(Barnes and Higgins, 2022). Hall's theory explains this gap. Although both are low-context marketing, the medium-high context trait of France means that consumers infer value from cultural and symbolic cues rather than merely obtaining information from explicit statements(Mertens, Hall and Wilson, 2025). Hofstede's masculinity and femininity dimensions indicate that France values quality of life and aesthetic expression, while the UK places more emphasis on achievements and practical benefits(Garcia-Perez and Simkin, 2021). British brands must recognize these differences. Analyzing the emotional and neutral dimensions of Trompenaars, the neutral communication style of the UK conflicts with France's preference for evoking emotional resonance, leading to the differentiation of marketing strategies between the two countries(Ziliute, 2024).

3.0 Coping strategy
[bookmark: _Hlk216362109]Regarding the negotiations between the UK and France, before entering into the talks, I suggest that British enterprises conduct targeted cultural training, with a focus on French business norms(Trevino and Nelson, 2021). The training should include Hofstede's power distance and Trompenaars' particularism, with the aim of enabling the negotiation personnel to learn to respect the French hierarchical system and give time for internal negotiations, and applying general rules to specific situations. By acknowledging French culture to show respect, a foundation for cooperation can be laid. At the same time, to resolve conflicts in team collaboration, I think a meeting format that combines the efficiency emphasis of the UK and the rigor emphasis of France can be adopted. For example, the French team can first discuss ideas, and then both sides can jointly clarify all aspects of the matters to be noted. This can avoid any party feeling that their needs have been ignored, thereby promoting mutual respect. And identifying the roles of both parties based on cultural advantages is also a good approach. The British team can be responsible for the project schedule and budget tracking, which aligns with their analytical thinking, while the French team can be responsible for creative design and communication with stakeholders, which aligns with their emotional traits(Shenkar, Luo and Chi, 2021). This clarity of roles can transform cultural differences into complementary advantages.
[bookmark: _Hlk216364932]When British brands enter the French market, they must align their marketing strategies with the cultural priorities of France as determined by Hofstede and Trompenaars' framework(de Waal and Chipeta, 2015). This means transitioning from an information delivery approach based on facts to one that emphasizes emotions, such as highlighting the brand's commitment to sustainable practices(Chen, 2023). By doing so in a way that resonates with French consumers, the brand can better integrate into the French market. Hall's theory highlights the importance of context in French communication(Fuchs, 2023). Therefore, British brands should choose channels that can facilitate meaningful interactions. Given the moderately situational communication style of the French, British brands can increase face-to-face communication activities with French consumers in stores. Additionally, collaborating with French cultural institutions can enhance credibility and cultural relevance(Ladson-Billings, 2021). This multi-channel strategy makes the communication both easily understandable and culturally resonant(Royan, Sawitri and Riyadi, 2021). At the same time, to avoid any mistakes, British brands should establish a continuous customer feedback mechanism with French consumers(Dong et al., 2025). This includes conducting social media surveys or conducting surveys about brand awareness after purchase, etc. By using these data, the brand can optimize its promotional content and products. I believe this customer-centric strategy is crucial for long-term development, as it enables the brand to adapt to cultural differences while maintaining authenticity(Kaartti, Ojasalo and Wait, 2025).

4.0 Conclusion
By studying the communication conflicts between British and French enterprises, I gained an understanding of the dynamic process of cross-cultural communication. The analyzed events were not isolated incidents but manifestations of cultural differences. I believe that the core reason for these conflicts lies in the inconsistent communication styles of the UK and France. To enable the two countries to effectively engage in cross-cultural communication, appropriate solutions are needed.
I believe that effective conflict resolution depends on the combination of knowledge, flexibility, and empathy. Cultural training provides people with a basic understanding of French cultural norms, adaptive communication transforms this understanding into behavior, and mediation can solve persistent conflicts. For the UK and France, successful cross-cultural communication is the communication style that respects French cultural characteristics while retaining British advantages and forms a cultural synergy effect.
This reflection has also changed my personal approach to cross-cultural communication. I recognize that cross-cultural communication requires a deeper understanding of culture. Effective communication is not just a matter of language ability; it also involves other aspects such as culture and context. The communication conflicts between British and French enterprises stem from systematic differences, and these issues can be resolved through appropriate strategies. By applying Boud's reflection model, I understood its causes. This process not only enhanced my academic understanding of cross-cultural communication but also enabled me to have the ability to handle such issues in future international business activities.
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