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[bookmark: _Toc3826][bookmark: _Toc9404]1.0 Executive summary
This report will:
(1) Introduce the basic business culture about the United Kingdom and France
(2) Evaluate challenges when doing business with France from British perspective including the “Time” “Language” “Dress” and “Gift giving”
(3) Using “process problem and product” to evaluate the communication barriers 
(4) Using Hofstede’s six cultural dimensions to compare the differences of the two countries 

These information comes from different channels which including website, textbooks and newspapers.


[bookmark: _Toc27476][bookmark: _Toc15139]2.0 Introduction
Although there are only 21 miles between France and English Channel,but sometimes people trend to think they are very different. In business environment, there still exists some cultural differences. Understanding culture differences is critical to success of firms engaging in international business.

[bookmark: _Toc17326][bookmark: _Toc22835]3.0 Literature review
Nowadays, Cross-cultural business communication is becoming more and more popular (Wild, Wild Han .2014). Many scholars have conducted research and put forward their own point of view in the international business communication theory of culture (IBC). Differences in different cultural values can also create communication problems in the business (Tahir, 2014). In the 1960s and 1970s, the five dimensions discovered by Gert Hofstadter and Edward Hall apply to cultures all over the world. They are high context, low power context, uncertainty avoidance, individualism and collective The differences in masculine cultures can be divided into five dimensions (Sapienza. 2008). And famous scholar Hofstede (1994) also points out the importance of culture in international business description "International Business Culture." Guirdham also claims that "intercultural communication is the inter-human contact calling itself a culture that is different from one another" (Guirdham 1999, p 193)

[bookmark: _Toc7917][bookmark: _Toc22071]4.0 Main body
[bookmark: _Toc6844][bookmark: _Toc14655]4.1 Some communication process barriers
To have a conversation with French and British, there is total different way. Firstly, it is acceptable to ask a Frenchman about political event. But the situation would be different when talking about politics with British, because embarrassment in the British politics is still a taboo. Secondly, Philosophy is also considered boring in Britain. This is not all in the UK, and mediation is better than debate. Thirdly, do not mention money or private wealth. When you talk about money with a Frenchman, it will be considered extremely vulgar(Heusinkveld,2007).

In France, corporate communication is more formal, using Mr or Mrs to do introduction. Communication should be tactful, both internally and externally, and although French are polite, they will express their feeling directly without hesitation when they felt been offended. This straightness is often interpreted as rudeness. The French are not afraid of arguing with their co-workers. And in fact, active participation in the debate is often the way for distraction. Finally, what to be noted is that the of higher position that the people who you are communicating with are of, the more complex your response should be, but the more you follow(Beamer,2005).
Pay close attention to these details and avoid being bad company will help to create better conversation.

[bookmark: _Toc3931][bookmark: _Toc8926]4.2 Time
Being late for a meeting in the UK is rude because they may think how can the person being late thought himself to have more time than others. At the same time, the French have a more holistic approach to time, as long as time is well spent. A sense of urgency can mean lack of confidence. If the discussion becomes passionate, then all of the timelines may be excluded. Business lunches do take two hours, but you may not actually talk about business - they are more often used as a chance to build intimacy(Ober,2009).

[bookmark: _Toc1870][bookmark: _Toc2830]4.3 Language 
There are two official languages in the UK, namely English and Welsh. However, over 90% of the population speak English and for the most part Welsh is only spoken in Wales. Other languages and regional dialects exist; for example, Gaelic is spoken in some parts of Scotland, although it is not an official language. (Business Culture,2017)
French is the only official French language. However, there are some regional languages which was mainly spoken by elderly residents. As a global language, English is always used in international trade. So, in France, most of young people can understand English. As political and economic issues become more widespread internationally, Europeans increasingly need to be proficient in foreign languages. Mastering French can be a fortune in a career or international business. Businessman who can do business with foreign clients in their own language will have advantages when comparing with those who cannot. As global markets become more competitive, both big and small companies recognize the importance of communicating with the other language. The basic skills of French, coupled with business training, may open up opportunities for a variety of SMEs in France that are active in the European Union (Business Culture,2017)

Although French have ability to speak English, they consider using French as a sign of respect for their culture. Therefore, in order to make business negotiations easier, the company should at least use some French when dealing with French counterparts. This created respect for French culture and reduced the stigma of potential ignorance.

[bookmark: _Toc13364][bookmark: _Toc3009]4.4 Cloth
In the formal occasion, the British people pay much attention to the manners and manners of the "gentry". It is not only reflected in the respect and care of the women, but also in the English people's instrumentation, dress and manners. In communication, the handshake ceremony is the most common etiquette used by the British. In general, and when meeting others, British people are not like Americans casually "Hi" on a sound up, and is not like the French to talk with each other warmly hug and kiss not. The British believe that all the practices have a loss of demeanor (Sue,1998).
The French usually wear a suit and dress, the color is blue, gray or black, the texture is more pure wool. When attending the ceremony, dress is usually worn. Men usually wear a tuxedo with a bow tie or a black suit suit, while women wear a dress style monochromatic dress or tuxedo. The dress, the French Thought on collocation methods. In the choice of hair, handbags, hats, shoes, watches, glasses, it is very important to make it consistent with your own dress (Varner,2006)

[bookmark: _Toc27825][bookmark: _Toc9363]4.5 Gift giving
It is important to understand the customs concerning gift giving. The customs vary greatly from country to country. In some countries, gifts are expected, and failure a gift is insult, whereas in other countries offering a gift is considered offensive. Business executives also need to know when to present gift--on the initial visit or afterwards, where to present gifts--in public or private; what type of gift to present; what color it should be and many to know present.
In France, gift giving is left to the foreigner’s discretion. Good gifts to present include books or music, as they demonstrate interest in intellectual pursuits.
There are some special tips when giving gift in France:
(1) Note that the warmth and generosity among business partners are not guidelines in French business culture. Giving gifts here is acceptable, but exercise caution.
(2) Gifts are expected social events, especially thanks for dinner.
(3) Do not be too concerned about whether the gift is too expensive or cheap: Choose something you think the recipient will appreciate.
(4) Abstruse books and music are often regarded as gifts. However, before buying this gift, be sure to clearly understand the recipient's interests and hobbies.
(5) Good gift choices can also include a coffee table book about their home country, or any book that represents their country, reflecting the host's interests.
(6) French business etiquette rules cannot bring business card with gifts (Giftpedia,2017).
[bookmark: _Toc19807][bookmark: _Toc30031]5.0 Hofstede model 
[image: 微信截图_20180117034640]Table 1 : Hofstede model in France and UK





Culture plays a significant role in forming ways of feeling, thinking, and acting. In the globe sense, cultures differ from nations and regions. Built on empirical studies, the Hofstede developed the cultural dimensions theory to explain national cultural differences. Through these dimensions, we will understand how national cultures work as the mental programming and the reason behind cross-cultural social misunderstandings and conflicts (Hofstede,1994)

[bookmark: _Toc30163][bookmark: _Toc11702]5.1 Power Distance
As for power distance, small power distance’s characteristics in organizations is “hierarchy in organizations means an inequality of roles, established for convenience. Decentralization is popular.” large power distance means that hierarchy in organizations reflects the existential inequality between higher- ups and lower downs. Centralization is popular. France is in a strong power distance, so when do business, show the respect to them and give some power or privilege to them is important. 

[bookmark: _Toc8746][bookmark: _Toc20509]5.2 Individualism and Collectivism
As for individualism, Speaking out one's mind is a characteristic of an honest person. Collectivist is in ‘Harmony should always be maintained and direct confrontations avoided. The British and French express themselves in different ways. In a professional context, British communication is often centralized, well-informed, pragmatic, but often tends to have whitewashing. "Maybe we can find other options," for example, often translated as: "I do not like your idea." Nonetheless, the United Kingdom is also very tactful in direct discussions to avoid rudeness. An Englishman may not bluntly say "I do not agree," but they will say "this is something we can discuss." For other cultures, this can be confusing. They hear a positive statement, which means "no." At the same time, the French point of view is more direct - obviously, eloquence is worth the wait. If you do not convince them, they may be more than happy to interrupt you. Direct disputes are more common than English conferences. This does not mean there is more screaming and hostility - it is just a more rational way of analyzing the situation. This may stem from anticipation of hurting someone or causing conflict. Based on this, the British usually use humor to ease tensions - one of the reasons why satire are considered cultural marks. On this other hand, however, another British quirk is hyperbolic praise. The reaction to the work you do is often referred to as "legend" or "celebrity." From a foreign point of view, this may not be sincere or exaggerated (Sapienza,2008)

[bookmark: _Toc23682][bookmark: _Toc25541]5.3 Uncertainty Avoidance
About the weak uncertainty avoidance, people prefer to comfort with ambiguity and chaos. About the strong uncertainty avoidance, people need for clarity and structure. France is in a strong uncertainty avoidance (Soloman,2011).
Most French companies, regardless of their size, they have a very strict hierarchy. The French business hierarchy usually consists of a complex network of factions. Although this is slowly disappearing, but there appears a clear and comical distinction between managers and subordinates, due to a younger, more enlightened generation of managers. Establishing an informal relationship with the right people is essential to maintaining the company's well-being and improving promotion opportunities. Everyone is approachable, and although it has a hierarchical structure of responsibilities, it is not composed of a staircase structure. All staff are welcome to ask questions, and managers always take the time to help their colleagues (Varner,2006). So, if the UK wants to take business communication, it is suitable to prepare the communication clearly and know the structure of the company in France.

[bookmark: _Toc7701][bookmark: _Toc24356]5.4 Long and Short-Term Orientation
Long-term orientation stands for the fostering of virtues oriented towards future rewards, in particular perseverance and thrift. Short-term orientation stands for the fostering of virtues related to the past and present—in particular, respect for tradition, preservation of “face”, and fulfilling social obligations.
Long-term orientation is perseverance, sustained efforts toward slow results, but short-term orientation needs efforts should produce quick results(Xulisheng,2009). France is in a long-term orientation, so the French company prefer to get the results with much efforts in a long-term, and the results need to be considerate for a long term. The company in UK should try their best to promote the procedure to satisfy the French company.

[bookmark: _Toc5421]6.0 Conclusion
This report aims to discuss the barriers and challenges when do business with France from British perspective, to sum up, there are some culture differences which including the communication process, language, the opinion of time, the preference of cloth. After the discussion, know the differences of two countries by using Hofsted culture dimensions can help British do better business communication with France.
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