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Organisations are working across borders more and more in this age of fast globalisation, and cultural differences influence leadership, persuasion, communication, negotiation, and customer expectations.  When teams believe that their own cultural norms are universal, these cultural disparities can lead to miscommunication and conflict (Ting-Toomey & Dorjee, 2019).  Therefore, effective intercultural conflict resolution is essential to international business communication.  It entails not just acknowledging cultural differences but also examining their causes, how they affect conduct, and how miscommunications worsen in multicultural environments.

 Selena Gomez's international beauty company, Rare Beauty, offers a perfect example of a modern case study for examining intercultural conflict.  In the culturally sensitive beauty sector, where customer expectations, emotional standards, and aesthetic tastes differ greatly, Rare Beauty is growing into Europe, East Asia, and the United Kingdom (McKinsey & Company, 2023).  Rare Beauty often faces challenges when adjusting to culturally different markets because its branding places a heavy emphasis on concepts that are closely associated with American cultural norms: authenticity, natural beauty, and mental-health activism.
Rare beaty entered into UK market through its exclusive retails partnership with Sephora, in 2022, marking one of the brand’s most high-profile international expansion. 

 Using Hofstede's cultural dimensions, Hall's low-/high-context communication (Cardon, 2020), face-negotiation theory, and Business English as a Lingua Franca (BELF), this essay critically examines Rare Beauty's intercultural communication difficulties.  By examining the cultural reasoning underlying disparate communication patterns, beauty standards, negotiation tactics, and emotional expectations, the goal is not only to outline the disparities but also to comprehend why conflict arises.  The essay also looks at how Rare Beauty's charitable endeavours, especially the Rare Impact Fund, foster a common corporate goal and lessen intercultural conflict.

 The conclusion makes the case that effective worldwide expansion in culturally diverse contexts requires cultural knowledge, flexible communication techniques, and conflict-sensitive leadership.
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 One of the most important frameworks in the study of international business is still Hofstede's cultural dimensions.  His model pinpoints national cultural differences including uncertainty avoidance, power distance, and individualism versus collectivism (Hofstede, 2001).  In workplace settings, these cultural factors influence psychological expectations, conflict resolution techniques, and communication behaviour.  Hofstede's concept is still being supported by research, which shows that cultural values affect how workers in multicultural teams negotiate, provide and interpret feedback, and create meaning (Beugelsdijk, Kostova & Roth, 2017).  The reasons why Rare Beauty's U.S. centric communication tactics cause conflict with East Asian and European teams are explained in this essay using Hofstede's dimensions.

[bookmark: _Toc214360505]Hall’s  Low-Context versus High-Context Communication
 Cultures are distinguished by their emphasis on explicit versus implicit communication using Hall's high-/low-context model (Cardon, 2020).  Clarity, directness, and precise description are valued by speakers in low-context societies like the US, Germany, and the UK.  Nonverbal clues, silence, shared history, and situational context are more important sources of meaning in high-context societies like Japan, Korea, and portions of Southern Europe.  These divergent viewpoints regarding the clarity of the message are especially pertinent to Rare Beauty's branding, team meetings, and negotiations.

[bookmark: _Toc214360506] Theory of Face-Negotiation
 According to Ting-Toomey and Dorjee (2019), face-negotiation theory describes how people handle identity, conflict, and social harmony in a variety of cultural contexts.  Individualistic cultures accept more candid criticism and open disagreement, while collective cultures place more importance on face-saving as a means of preventing conflict and preserving group cohesiveness.  This idea is especially crucial when examining Rare Beauty's internal team conflict and mental health messaging because cultural views on emotional openness vary greatly.



[bookmark: _Toc214360507] BELF  stands for Business English as a Lingua Franca.
 English is frequently the standard working language in multinational corporations.  But according to BELF study, speaking English does not ensure that both parties would understand one another.  Even among fluent speakers, small misunderstandings arise due to differences in idiomatic language, tone, humour, communication tempo, sentence structure, and etiquette rules (Kankaanranta & Planken, 2021).  Despite using a common language, Rare Beauty frequently miscommunicates in meetings and online communications, which can be explained by BELF frameworks.

 The Cultural System of Beauty
 Aesthetic standards differ around the world, and beauty consumption is culturally determined.  Strong regional differences in beauty ideals are evident in reports by McKinsey (2023), Mintel (2023), and Euromonitor International (2023). The United States places a premium on authenticity and visible texture, while East Asia prioritises flawless skin, the United Kingdom values relatability, France values artistic sophistication, and Germany prioritises functional simplicity.  These cultural preferences affect how regional teams negotiate branding choices, how customers understand Rare Beauty's adds, and why internal conflict arises when headquarters tries to convey a single, worldwide message.

[bookmark: _Toc214360508] Main Analysis
 The Intercultural Conflict Dynamics of Rare Beauty
 The main causes of Rare Beauty's international communication difficulties are variations in aesthetic standards, communication styles, power dynamics, emotional norms, and definitions of authenticity.  These distinctions have an impact on foreign relationships, internal cooperation, and branding decisions.  Using theories of cross-cultural communication, this part looks at these disputes and investigates their causes.

 Emotional Tone and Product Naming: Why Cultural Values Differ
 Joy, Happy, Grateful, and Positive Light are product names from Rare Beauty that represent a cultural value system based on American individualism and emotional expressiveness (Rare Beauty, 2024).  Emotional openness is seen as authentic, empowering, and therapeutic in the American cultural setting.  Since emotional clarity is culturally associated with self-identity and autonomy, brands that exhibit emotional vulnerability frequently have strong performance (Hofstede, 2001).
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 However, emotional expression has rather distinct implications in high-context or collectivist societies:
 South Korea and Japan favour emotional restraint.  To maintain societal harmony, emotions are communicated quietly.  Product names that are emotionally charged could come seen as too casual or personal (Euromonitor International, 2023).
 Germany favours reason and clarity.  Product names that are emotionally charged may seem ambiguous and devoid of function information (Mintel, 2023).
 While emotive language is acceptable in France, it must be tastefully combined with artistic sophistication.

 Conflict arises as a result of regional teams' differing cultural perspectives on emotive language and Rare Beauty headquarters' assumption that it is universally empowering.  These disputes are more than just pragmatic ones; they are a reflection of broader cultural variations in the meanings of professionalism, emotional appropriateness, and authenticity.

 Beauty Standards and Visual Aesthetics: The Cultural Construction of Authenticity
 Natural skin texture, freckles, pores, and minimal retouching are all embraced in Rare Beauty's visual branding.  This strategy fits with the cultural norms of openness and mental health awareness in Western markets, particularly the US and the UK (McKinsey & Company, 2023).
 However, different cultures have rather different ideas about what "authenticity" means:
 Perfect skin is emphasised as a sign of self-control, discipline, and social refinement in East Asia (China, South Korea, and Japan).  Advertising flaws could convey negligence instead of sincerity.
 The glitzy, daring, and sensual aesthetics that are linked to confidence and style are preferred in Southern Europe (Italy, Spain).
 Clean, simple designs that prioritise functionality above aesthetic appeal are valued in Germany and Northern Europe.

 Why is this important?
 Because cultural identity and societal values are linked to beauty standards.  What Rare Beauty considers "natural beauty" might be seen as raw or amateurish elsewhere.  Conflict occurs when regional teams ask for different graphics or retouching because U.S. teams perceive these modifications as undermining the brand's objective.
 This conflict shows how seemingly universal brand principles are actually rooted in culture.

 Cultural Differences in Sensitivity to Mental Health Messaging
 Rare Beauty donates one percent of its revenues to the Rare Impact Fund and incorporates mental-health activism into its brand identification (Rare Impact Fund, 2024).  This is in line with the emotional transparency initiatives in the West.
 But mental health is quite sensitive to cultural differences:
 In the US and the UK, more candid conversations are normalising mental health issues.
 East Asia: Because of worries about family reputation, public conversation about mental illness may be considered undesirable (WHO, 2023).
 Eastern Europe: Privacy and emotional fortitude are still seen as norms.

 Asian teams may suggest softer language like "support your wellbeing," following face-negotiation norms that limit direct confrontation of sensitive problems. Conflict develops when Rare Beauty headquarters promotes global marketing like "Break the stigma" (Ting-Toomey & Dorjee, 2019).
 These cultural sensitivities emphasise the need for modification in international efforts to uphold brand purpose while honouring local standards.

 Cross-cultural Exchanges at Rare Beauty: The Reasons Why Misunderstandings Continue Despite the Use of English
 Rare Beauty frequently faces intercultural tension in meetings, despite the fact that English is the company's working language.
 Turn-taking and silence. Why interpretation differ: 
 U.S. and U.K. teams interpret quick speaking as engagement, on the other side, Japan and Korea interpret silence as thoughtful respect.  (Cardon, 2020).

 Because directness and quiet have different cultural connotations, Asian colleagues may regard direct U.S. communication as abrupt or forceful, whereas U.S. speakers frequently interpret Asian stillness as withdrawal.

 Participation and Hierarchy
 Low-power-distance cultures promote open involvement (even from juniors) , while high-power-distance cultures demand respect for senior employees (Hofstede, 2001).  These differences are evident in Rare Beauty's international meetings, where Asian teams prefer internal consultation before speaking, while American supervisors want prompt responses.

 BELF Misconceptions
 Tone, politeness, and phrasing are all interpreted differently, even by fluent English speakers (Kankaanranta & Planken, 2021).  Conflict escalation, misinterpreted deadlines, and misread emails are the effects of this.
Meeting become a site of intercultural conflict not because participants lack competence nut because their cultural norm differ on what communication looks like. 
 

 Marketing Communication: Why Not All People Are Convinced by Emotional Messaging

 Vulnerability, honesty, and emotional connection, values essential to American branding, are highlighted in Rare Beauty's marketing.  However, collectivist norms, which dictate that emotions be communicated in more relational or context-specific ways, may clash with emotional transparency (Hofstede, 2001).  Therefore, when headquarters demands emotional storytelling that regional teams deem culturally unsuitable, internal friction results.

  Disparities in Persuasion: Why Celebrity Communications Differ
 Although Selena Gomez's genuineness appeals to Western consumers, different cultures may take her emotional openness in different ways:
 Germany: Function-oriented communications is preferred due to scepticism regarding celebrity authority (Mintel, 2023).
 China: Cultural norms of power and poise may clash with emotionally weak celebrity narratives.
 France: Personal narrative is less important than aesthetic refinement.
 Persuasion is therefore culturally specific and calls for flexible communication techniques.

 Retail Partnerships and Negotiation
 Negotiation styles vary by culture, as seen by Rare Beauty's discussions with Sephora:
 Europe: Contract-driven, direct, and effective (Cardon, 2020).
 Asia: Establishing relationships, creating a hierarchy, and gradually establishing trust.

 Asian teams may perceive Western eagerness as disrespectful, while U.S. teams may perceive slower Asian negotiations as ineffective.  These distinctions show how relationship trust and transactional efficiency are valued differently in different cultures.

 

Charity and a Common Goal
Culturally varied teams can be brought together around a common goal by the Rare Impact Fund, which is committed to raising $100 million for juvenile mental health services worldwide (Rare Beauty, 2024).  International initiatives such as "Make a Rare Impact" strengthen intercultural harmony , 100% of fragrance sales were donated 10-12 October 2025 across 25 global markets in partnership with Sephora (PR Newswire, 2024).  By uniting workers over common humanitarian ideals, philanthropy becomes a communication instrument that cuts across cultural boundaries.

[bookmark: _Toc214360509]Conclusion

 The way that intercultural tension emerges throughout Rare Beauty's global expansion has been critically studied in this essay.  The investigation showed how cultural differences affect communication style, emotional norms, beauty expectations, and negotiation behaviours using Hofstede's cultural dimensions, Hall's context theory, BELF research, and face-negotiation theory.  East Asian collectivist conventions, European functional preferences, and culturally disparate expectations of persuasion, hierarchy, and emotional tone frequently clash with Rare Beauty's U.S.-centric principles of authenticity, emotional openness, and natural beauty.

 Crucially, the essay demonstrated that profound cultural presumptions about identity, professionalism, beauty, and social peace are the root cause of international conflict rather than merely miscommunication.  Rare Beauty's charitable approach offers a unified worldwide goal, but effective dispute resolution ultimately calls for cultural intelligence, flexible communication techniques, and awareness of regional customs.  Intercultural conflict management will continue to be a crucial skill for multinational managers looking to expand globally in a sustainable and culturally sensitive manner as global markets become more diversified.
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