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1. Introduction 
The globalisation has necessitated business communications to occur across international borders. Interactions have expanded to include diverse business stakeholders from different cultural, ethnic and national backgrounds. Managers are being challenged to operate in an increasingly complex, networked, interdependent and changing global environment, adjusting their strategies and management styles to the regions of the world they operate in directly or through some form of alliance (Dereski, 2017). Typical challenges include complex communication dynamics, language barriers, politics, global competition, investment, technology and sustainability (Dereski, 2017). 
International business communications exhibit peculiar attributes that set it apart from the domestic alternative. Respect for each culture is paramount. Dereski (2017) emphasises on the cultural sensitivity and the importance of understanding the variables of a specific culture, diversity and the global etiquette in order to communicate effectively and adjust to the local environment.  Only then, managers would be able to develop appropriate policies, to plan, lead and control in a certain international setting. 
international opportunities are far more complex than those in domestic markets. Successful companies usually engage in long- range strategic planning and those with global orientation position themselves to take full advantage of the worldwide trends and opportunities (Dereski, 2017).
This essay highlights the unique attributes of international business communications through a UK based, mobile app software manufacturer Rekki, seeking to venture into the French market.

2. REKKI Company Overview
Rekki is UK headquartered, technological company designing and manufacturing mobile app software, founded in 2016. CEO is Ronen Givon working with over 70 people from 22 countries remotely out of London, Amsterdam, New York and Lisbon to strengthen the hospitality industry. Through their mobile app, REKKI connects chefs and restauranteurs with the world’s best suppliers allowing them to browse, order and pay seamlessly- saving time and money in the process (REKKI, 2024).
Recently, REKKI Connect was developed- a tool for wholesalers which is AI based and able to read orders from every different source and process them automatically saving 90% of the time (Hospitality and catering news, 2024).
For the restaurant owners, the mobile app provides a platform for supporting digital supply chain operations. The suppliers, from their side, can monitor the stock levels and know with certainty when they should replenish dwindling stock at a given restaurant. In the financial year of 2022, the company had a growth in turnover of 8,150% and secured £ 52.3m (Cheesman, 2024). The popularity of its mobile app software signalled a potential expansion into the EU market.  France is the designated country for future business expansion. 

3. France: Country Overview
France one of the anchor nations within the EU block with a population estimated of over 64 million (Worldometer, 2024). French is the most spoken language. Its capital city, Paris, is regarded as the fashion capital of the world owing to its vibrant lifestyle. Research findings by Batat (2021) reveal that French culture is synonymous with the finest fashion, arts, cuisine, wine, and entertainment. The country is famous for its etiquette and interpersonal relations. The workforce places high value on work-life balance.
As a former colonial power, France has influence across the world especially in the francophone regions. Its agricultural sector is the leading in entire Europe. Apart from that, France has an industrialised economy with a GDP estimated at $2.7 trillion and a GDP per capita of $ 40,886 as of 2022 (The World Bank, 2022).
The service sector includes industries such as retail, financial services, tourism, transport, communication, and insurance among others. The country ranks among the major technological hubs around the world boasting leading global brands such as Peugeot, Airbus, Cartier, Renault, and Citroen among others. The country’s workforce is highly skilful, considering it has up to 99% literacy levels with the percentage of the population with college and university degrees and diplomas standing at 44% (Rhun and Poulet-Coulibando, 2016). 

4. Cultural Differences: France vs UK

France and the UK exhibit many cultural differences that could impact operations in the hospitality sector where REKKI operates. Firstly, the two countries differ in terms of culinary practices. The French have a sophisticated cuisine culture with internationally known food offerings. Ibanez (2021) observes that the French spend an extended time dining even during a busy business week. It is like nothing can interfere with their dining culture. On the other hand, the British have a less popular cuisine culture. They also tend to engage in extended dining over the weekend. For this reason, Rekki employees might find it odd that the French waste time during a busy week dining.
The workplace also differs significantly. Ibanez (2021) explains that the French emphasise on hierarchical and formal relations at work. It is rare to interact with  top officials without going through the official chain of command. On the other hand, the British are less formal. It is common for low level employees to interact with superiors to the extent of calling them by their first names. The British focus on work and task delivery as opposed to the bureaucracy aspects of business. In addition to these business practises that could be confusing to REKKI’s employees, the traffic culture also differs immensely. The French keep right whereas the British drive on the left. The prospect of driving on the right-hand side of the road could be scary to the employees once they land in France.
Clothing and attire also vary in the two countries. Despite being a fashion capital, Paris has a conservative dressing style in the sense that styles dominate the fashion scene. Dressing attires tend to be similar and are controlled by the dominant fashion waves. One cannot just dress anyhow. The British are the complete opposite. Every individual is free to express their individuality with their unique fashion sense. Therefore, REKKI’s employees could be mistaken for not being serious or formal during business meetings due to their liberal attire.

5. Hofstede’s Dimensions
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Fig 1: (Hofstede Insights, 2024)

Power Distance
The power distance scores show that there is less power distribution in France. There is a high degree of subordination and employees have to follow manager orders and instructions without questioning. Authoritative leadership style is favoured. On the other hand, the UK has a low power distance with equal power distribution. There is a perceived level of equality. 
REKKI employees might find it difficult to operate in a culture where there are restrictive practices. It will be difficult to access the managers to timely inform them of new market developments and directions the business is heading towards. Some employees might become frustrated by the formal hierarchies that hinder task delivery. 

Individualism 
The two countries have similar scores for individualism. Both respect individual rights and personal achievements. Every individual is free to pursue personal goals. REKKI’s employees would experience similar, free environment to pursue success in the organisation without minding being frowned upon. 

Motivation towards Achievement and Success (Masculinity vs Femininity)
According to Figure 1, France easily passes as more feminine. Kumar, Chadha and Srinivasan (2023) further explain that such cultures value negotiations and business meetings to build consensus. The emphasis is on quality of life. The UK is more masculine and tends to emphasise competition, achievement, and success. That includes long working hours all aimed at attaining the best outcome of productivity. REKKI’s employees might find it difficult to operate in a laid-back environment with little competition. Some employees become motivated by competition to attain higher productivity. Therefore, the productivity might be impacted. 

Uncertainty Avoidance
High uncertainty avoidance in France would mean stringent rules and regulations. Society is not open to change and structure and planning are required. On the other hand, the British are prone to risk taking and have fewer rules. 
REKKI’s employees will experience challenges operating in an environment with so many rules and regulations. Employees and organisations require a relaxed environment to experiment on new ideas. 

Long Term Orientation 
Both the UK and France are short term oriented. They like living in the moment, attain quick results and enjoying what life has to offer. Therefore, REKKI’s employees will be comfortable in France and find it easy to settle in at work, which is crucial for high productivity. 

Indulgence 
The French incline more towards restraint compared to the UK. They have social norms to suppress gratification. British are impulsive and spend a lot on luxury. REKKI’s employees would have to conform to specific social norms which means they would have to tone down their lifestyles to mirror that of the French. 
6. Communication Barriers

Most obvious communication barrier is the language barrier. The predominantly francophone nation will not be easy to manoeuvre unless REKKI’s workforce understands French. They need to incorporate French in its mobile app software to increase the uptake within the country. Translating the products and presenting them in French will be a major personalisation strategy. 
French appreciate willingness to learn their culture and language (Businessculture, 2024). Apologizing for not speaking fluent French breaks the ice and creates respect as it reduces the stigma of ignorance (Businessculture, 2024).
Dereski (2017) argues that countries tend to have different kinesic behaviour and paralanguage. As high context culture, minor variations in body language, speech rhythms or punctuality might cause misinterpretation and mistrust. British should take extra care using non-verbal communication in France due to how kinesic behaviour can be interpreted.
Ethnocentrism also plays a big part in cross-cultural communication. French will inadvertently expect the employees to adapt to the French way of doing business. Conflicting values and stereotyping could also present communication barriers for REKKI’s employees. Values determine behaviour and it is obvious that the two behave differently. Hurn and Tomalin (2013) add that differences in behaviour could interfere with effective communication. People have a natural tendency of associating with those exhibiting similar behaviour. Therefore, the British employees might feel isolated at times in France. 
As a foreign company, Rekki will have a very limited network. Subsequently, the organisation will have to make efforts to facilitate selective transmission i.e. to familiarise and build relationships with industry stakeholders in France. Such strategy will ensure business opportunities from its referral network (Dereski, 2017)



7.  Communication Strategies

The importance of preparation cannot be overstated as most problems are caused by differences in language, culture and environment. Studies show that companies loose opportunities and billions every year due to lack of cultural sensitivity or poor adjustment to the local environment (Dereski, 2017). If REKKI are to create a positive image from the beginning preparation is a must as the French have high expectations when it comes to their culture (Businessculture, 2024). 
To overcome the language barrier, REKKI would need the services of interpreters. Such interpreters with excellent command of English and French will serve as the link between the organisation and external stakeholders. REKKI should also consider adding multilingual staff into its workforce that can attend to this role effectively.
Deresky (2017) explains that cultural sensitivity is all about learning and showing appreciation for different cultures, compulsory for a successful dialog. REKKI’s employees need to avoid cultural noise and stereotyping by anticipating the meaning the receivers would get when communicating. In addition, cultural sensitivity will allow REKKI to align their business practises to the French culture. The management style in its French operations should mirror that of the French as revealed by Hofstede’s Dimensions. The cultural convergence would build trust and ensure authentic business communications. Internet communications must still be localized to adjust to differences in language, culture, local laws and business models.
Employees should rely on careful encoding whereby employees will be expected to adopt the appropriate kinesic behaviour and paralanguage of the French. They express themselves with more gestures and emphasis than the British. Handshake is expected form of greeting, however a more friendly form of greeting is a kiss on each cheek (across genders), which is not extended to unfamiliar people and foreigners should wait until the other party initiates the move (Businessculture, 2024). The French usually have small personal space and are happy to stay within an arm’s length when speaking to one another. Welcome topics of conversation include food/praising French cuisine, art, music, history, sports, current events. Idioms, slang, and regional sayings should be avoided (Businessculture, 2024). It should be kept in mind, that conversation often develop into spirited debates so only knowledgeable opinions should be given to avoid defending of views. 
Careful decoding of feedback would give REKKI an idea how well the business is operating through feedback from multiple parties and open a channel for follow up actions. 
Finally, REKKI should allow time for trust and relationship building. In accordance with the French culture, relationships must be formed first before business can begin (Businessculture, 2024). Time also refers to time management and how time is affected by culture i.e., coordinating activities with the other party. 
8. Conclusion
Communicating across cultures begins with the basic understanding that one size does not fit all. Just because one practices certain cultural habits or patterns, does not mean they are the same for rest of the world. Failing to recognize and adapt to this diversity mean the difference between successful businesses and failure (Businessculture, 2024)
REKKI’s intentions to venture into France seems to be a good business strategy. France is a business-oriented country with one of the largest markets and the ideal point to entry to Europe. Its cultural influence is widely recognized making it one of the most visited countries in the world. Successfully integrating a business in France requires companies to understand the country’s culture, law, rules and regulations.
 REKKI has been engaging in domestic communications and will be expected to switch into international business communications adapting to the French cultural differences. The country’s profile clearly reflects its value system, attitudes and expected behaviour. Its important to understand local norms and variations before any communication takes place. Hofstede’s Framework reveals the fundamental differences between the two nations with the most prominent one being the power distance. As hierarchy norms in France are very defined, the business environment is very formal, the business communications should be orderly and professional. In conclusion, France with its rich lifestyle and cuisine is an ideal opportunity for REKKI to expand their business into as the link between the countless chefs, restaurants, suppliers and customers it can successfully serve.
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