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Executive Summary
This article examines issues that may arise when British companies engage in international business communications with French companies. First, this article analyzes the overall situation in France. We propose strategies for different challenges in the French context. We then conducted a cultural dimension analysis of France as a supplement. Finally, an overall summary was made and suggestions were given.
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1. [bookmark: _Toc150459967][bookmark: _Toc153576969][bookmark: _Toc156384799]Introduction
International business communication is an important part of an enterprise's international business expansion. This article will conduct a specific analysis of the international business communication situation in France, such as culture, law, etc. Develop strategies and suggestions for potential challenges that British companies may face when expanding their business in France.
2. [bookmark: _Toc156384800]French international business communication situation
2.1 [bookmark: _Toc156384801]French business environment
France is not only an important part of the European economic system, but also an important part of the world economy. It has an important economic and political status in the world and is one of the largest economies in the world. (Flint, 2018) Before conducting business communication, we need to fully understand the French language, culture and other aspects to ensure smooth and effective communication.
First of all, the official language in France is French. Although there are many French people who are able to communicate in English. But using French as a communication language can better express respect for the other party. (Myslihaka, 2016) French and English have many similarities, and their differences are far smaller than other European languages, such as German. During the communication process, due to some language habits, the two parties may have some unnecessary misunderstandings. (Aririguzoh, 2022)
Secondly, France is a country that pays great attention to etiquette. Since the Middle Ages, French etiquette in dining tables, fashion and other fields has influenced etiquette throughout Europe and even the world. (Laver, 2020) In the process of business communication, we need to pay special attention to various aspects such as clothing, venue selection and layout, etc. These will make the other party feel respected and increase their trust in you, which will be of great help in promoting business. (Cornelissen, 2020)
Third, in terms of appointments and time concepts. In the lives of French people, they have the habit of making appointments whether in life or work. In business communication, not only do you need to make an appointment with the other party in advance for the start and end time of the meeting, but you also need to make an appointment with the relevant personnel in advance for other aspects, such as the meeting location and conference equipment. (Levine, 2008) For most French people, there is a strict separation between life and work, and they resent having to deal with work matters during their leisure time. (Pocock, 2003)
Fourth, the French also pay great attention to personal relationships in business communications. On the one hand, after the other party has trust in our docking personnel, it will be easier for them to trust the plan proposed by the docking personnel and the company where the docking personnel work. (Davidov, 2002) On the other hand, improving the relationship between the personnel responsible for docking between the two parties will also enhance customer loyalty to ensure long-term cooperation opportunities. (Caliskan, Esmer, 2020)
Fifth, it is necessary to understand the relevant legal regulations in France. Although the UK and France are geographically close, their laws are still very different. When signing a contract with the other party, you need to determine whether it complies with local laws. You also need to determine whether there are any ambiguities caused by differences between English and French to avoid violating local laws and causing unnecessary economic and personnel losses.
Finally, there are many differences in communication styles between Britain and France. There are different language usage habits in emails, and some companies even use other communication tools, such as snapchat and facebook, for communication. (Tagg, 2015)
2.2 [bookmark: _Toc156384802]Challenges facing British companies expanding operations in France
After understanding the business situation in France, we can also have a clearer understanding of the challenges that a British company may face when expanding its business in France.
First of all, in terms of language, both countries use different languages, but the language differences between the two countries are far smaller than the differences between English and other national languages. Companies can easily find some professional employees who are proficient in English and French for business communication. However, language similarity can cause us to ignore many ambiguities when using the language, causing unnecessary misunderstandings. This is also a big challenge. (Ferreira, 2003) 
Secondly, in terms of time. France and the UK not only have a time difference, but people also have different concepts of time. When all work content needs to be completed by appointment, it can ensure that both parties have enough time to prepare, but this also lacks flexibility. Whenever the company has urgent communication needs, the company temporarily makes an appointment with the other party for communication. Although it is in line with the other party's time concept, this may also greatly affect work efficiency. (Granovetter, 2018) In international business communication, making reasonable appointments and arranging work-related time is also a big challenge.
Third, the differences between the two countries in terms of laws and regulations are also a challenge for businesses. In terms of law, the differences in laws between the two countries may make it difficult for work and communication to proceed normally, and may even have an adverse economic impact on the company. In terms of rules, the two countries have different cultures and have their own customary rules. When the other party's words and actions are offensive, it is also a challenge whether we can distinguish whether the other party is unintentional or intentional.
Finally, the two countries are very different in language, culture and other aspects, which is a challenge for the company. But the most important thing is how the people responsible for communication on both sides can cross these differences to gain trust with each other and promote long-term cooperation between the two parties.
3. [bookmark: _Toc156384803]Strategies in Business Communication
3.1 [bookmark: _Toc156384804]language disability
When faced with the difficulty of language barriers, first of all, companies can directly recruit professionals who master both English and French from the society. At the same time, it is also necessary to hire some local professionals who master English. These employees understand French culture, language and other aspects, which not only ensures smooth communication, but also helps other employees in the company understand France better. (Javidan, 2016)
Secondly, for other employees within the company, although they cannot speak French, they know the company better and can introduce the relevant details of the work to customers in more detail. Their professional capabilities are also an important part of improving communication efficiency. (Hartman, 2007) companies can screen out talents suitable for communicating with French companies and provide them with unified language training.
Finally, you can hire professional translators or use professional translation software. The cost of this option is lower than other options, and the content expressed during communication between the two parties will be translated more accurately. But this choice lacks some emotional output for both parties. Whether it is translators or software, they only accurately translate the content, but there is no way to accurately make the other party feel emotions, expressions and other factors. On the other hand, both translators and software need time to translate. This method will greatly extend the communication time and reduce the efficiency of communication. (Läubli, 2017)
3.2 [bookmark: _Toc156384805]concept of time
Regarding time, the company must first understand the other company's vacation schedule and daily working time schedule. On the one hand, this can avoid disturbing the other party's staff during non-working hours and causing the other party to be dissatisfied with the company. On the other hand, we can plan in advance to make an appointment and communicate with the other party within the working hours to ensure that both parties can arrange their working time reasonably. But this also requires employees to make more preparations to ensure that communication is completed more efficiently within the appointment time and to avoid repeated appointments with the other party. If the company communicates with the other party multiple times because of the same work content, this may cause the other party to question the professionalism of the company's personnel, leading to a failure in communication. (Fearn-Banks, 2016)
Secondly, companies can reasonably use remote online meetings to communicate. Due to the difference in time and location, both parties can make an appointment online to communicate about some work content that does not require a meeting. Although this method will improve some efficiency and save a lot of costs, not all communication is suitable for online communication. By choosing to communicate online, both parties miss the opportunity for face-to-face communication and a lot of interactions. This is not conducive to the establishment of trusting relationships. (Nardi, 2002)
3.3 [bookmark: _Toc156384806]laws and rules
In terms of law, companies can hire professional French legal talents or cooperate with relevant organizations or institutions. A professional legal team is responsible for legal-related work content. On the other hand, a strict review system is established to ensure that the communication content, contracts and other related matters between the company and the other company strictly comply with local laws.
Such a strategy can effectively resolve the legal challenges faced by the company. But in this strategy, the professionalism of the legal team has a great impact on the company. Some mistakes made by the legal team may require the company to bear the consequences. (Robé, 2011) On the one hand, companies need to strictly review the professionalism of their legal teams; on the other hand, companies need to determine strict penalties and supervision systems with their legal teams.
3.4 [bookmark: _Toc156384807]Build a trusting relationship
Finally, how to establish a long-term trusting relationship with the other party is one of the most important issues. First of all, the company needs to strictly screen the personnel responsible for communication and encourage employees to establish personal relationships with their counterparts, thereby promoting the establishment of a trusting relationship between the two companies. Companies need to have strict vetting systems in place for this too. If the personal relationship between the two parties is too good, corruption may occur and affect the overall interests of the company (Fisman, 2017).
Secondly, even if there is no business dealings between the two parties in the short term, the company still needs to send professionals to conduct regular visits to keep the relationship active and establish a long-term relationship with the other party.
Finally, the company needs to respect the French language, culture and other aspects as much as possible. For business people in one country, they may understand the offensive behavior of business people in other countries because of their ignorance. But companies also need to do their best to learn and understand to avoid misunderstandings.

4. [bookmark: _Toc156384808]Analysis of French cultural dimensions
4.1 [bookmark: _Toc156384809]Cultural Dimensions of Trompenaars and Hampden-Turner
Trompenaars and Hampden-Turner are two scholars. They proposed a dimensional model of culture consisting of seven dimensions. (Hampden-Turner, 2008) This article will specifically analyze some of the most important dimensions for France.
4.1.1 Universalism vs. Particularism
In France, people tend to be more particularistic. People generally don't like rigid rules and standards, and prefer to be flexible according to their personal wishes. (Cicchelli, 2022).
4.1.2 Individualism vs. Communitarianism:
The French pay more attention to group relations and the power of teamwork. For example, the French often unite and hold large-scale demonstrations to fight for their rights. Instead of thinking that people in certain areas choose to fight for their own rights with their own personal power. (Bouquin, 2007)
4.1.3 Neutral vs. Emotional
In this dimension, the French focus on staying rational and calm.
4.1.4 Specific vs. Diffuse Cultures
The French are closer to the specific. The French attach great importance to the boundaries between work and rest time. The French are one of the people who enjoy their holidays the most. There is a French expression for the holiday called "Faire le Pont" (Fairing the Bridge). For example, Thursday is a holiday and the French have a day off. They take Fridays off, a behavior called bridging. Including the weekend, they can rest from Thursday to Sunday (Magnier-Watanabe, 2020).
4.2 [bookmark: _Toc156384810]Hofstede’s Cultural Dimensions
Hofstede's cultural dimensions theory is a theoretical framework proposed by Dutch psychologist Geert Hofstede to explain cultural differences in different countries. (Annamoradnejad, 2019) This has some similarities with Cultural Dimensions of Trompenaars and Hampden-Turner, but it provides us with another angle to analyze cultural differences.
4.2.1 Power Distance (PDI)
In France, people despise power and pay more attention to collaboration within a team.
4.2.2 Individualism vs. Collectivism (IDV)
In this dimension, France focuses more on the collective.
4.2.3 Masculinity vs. Femininity (MAS)
France is a relatively more female-oriented culture. People not only focus on work, but also on the quality of life.
4.2.4 Uncertainty Avoidance (UAI)
The French can accept clear and clear plans but are also willing to make flexible changes according to actual conditions.
4.2.5 Long-Term Orientation vs. Short-Term Normative Orientation (LTO)
France is relatively neutral in this regard, and France also has a long historical tradition. But the French are excellent at adapting to the changing times.
4.2.6 Indulgence vs. Restraint (IND)
In this dimension, the French pay more attention to self-control. (Fowler, 1999)
5. [bookmark: _Toc150459978][bookmark: _Toc153576987][bookmark: _Toc156384811]Conclusion
After understanding the situation of French companies in international business management, corresponding strategies were put forward to address the challenges in four aspects: language differences, time concept differences, legal differences and establishing trusting relationships. Generally speaking, when a British company conducts international business communication with France, it mainly relies on understanding France and training its employees in relevant skills.
6. [bookmark: _Toc156384812]Suggestion
1. The company's relevant managers continue to pay attention to changes in English and French cultural and language differences to adjust strategies in real time.
2. Conduct regular training for employees and some activities where they can communicate with French people. Improve staff knowledge of France and the French language. Regularly check the learning status of employees and reward employees who perform better.
3. Establish a strict review mechanism. Regularly review whether the company's strategies and employee actions are consistent with the French situation.
4. Hire professional translation and legal talents to supervise the overall situation of the company and provide professional rectification suggestions.
7. [bookmark: _Toc150459979][bookmark: _Toc153576988][bookmark: _Toc156384813]References
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