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1. Introduction

Law of culture respects the sovereignty of communities. Culture encompasses several elements that holistically touch upon the ways of the society, their art, literature, conduct, thinking, priorities, what they stand for and believe in, time tested practices and thinking, distinguishing one society from another, holding its members together (Barsoux and Schneider 2002).
Inter-cultural dinner helped experience cultural nuances of countries: China, Japan, Italy and France: food habits, cooking practices, presentation, orientation, significance and sharing, how food binds people and eating habits convey cultural norms.

Cultural awareness, sensitivity, recognition, respect, adaptation and alignment are critical to conducting business successfully in a multicultural global environment (Malmo 2012). One need not renounce own culture and marry another, but recognise multicultural environment and judiciously incorporate it in strategy, decision making and operations

2. China – The Chosen Country
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Country Data

China is located in East Asia, 10 million sq. km in area, ranking fourth globally, bordering 15 countries with a coastline of 15000 km; with diverse climates, endowed with natural resources and exposed to natural calamities (CIA 2013) (Appendix A).
Most populated country with 1.35 billion inhabitants, 85% below 55 years of age, official language Mandarin, life expectancy at birth of 75 years, officially atheist, 92% Han Chinese, about 5% are “Taosits, Buddhists, Christians and Muslims”, 50% urbanisation, 95% literacy and 98% enjoy improved water sources (CIA 2013) (Appendix B).
Transitioned from autocratic socialist to open economy post 1978, second largest economy with low per capita income on Purchasing Power Parity basis, largest exporter with positive current account balance; signifying the need to build domestic demand (CIA 2013) (Appendix C).
Food and Culture - China

Food is an important element of culture (Visser 1999) and symbolic of the society and how it binds its members (Fonseca 2008). What one eats reflects his culture and reinforces the sense of belonging (Cantarero et al 2013). Ethics of eating are defined by the social class and culture (Johnston, Rodney and Szaboe 2012). Forms of eating patterns (solitary or social eating) regulate emotional experiences differently in different cultures (Luomala, Sirieix and Tahir  2009). Ritual of eating established over time is a shared activity and interaction over food enables socialising (Jeffery 2004). Eating and dining rituals in China bind family members, reinforce their identity, socialise and groom children, support family stability and their quality of life (Burns, Veeck  and Yu 2006). Despite the socio economic transition post 1979, urban Chinese value nutritional benefits traceable to their deep rooted culture, in their choice of food (Veeck 1999).

Japanese place a premium on hospitality, food being an art form done with great attention and care, a meal promoting wellbeing and an event for socialising and communicating (Japan Times 2011)
Asian / Confucian cultures attach value to relationships and respect for hierarchy; and trust drives business outcome; in contrast with western culture that focuses on the transaction outcomes. Modesty, long term interest, patience sets apart Asian cultures from the West (Browaeys and Price 2011). 

Philosophy of collectivism, hierarchy and social harmony impedes free exchange of information in China and characterises subtle controls in Japan (Betty, Christopher  and Takeya 2000).  

3. Comparison of China and France on Cultural Dimensions

a) Hofstede

Individualism Vs Collectivism

France is in reluctant transition to individualism from their culture of enjoying good things in life, in order to stay competitive. French tend to follow double standards, expecting granular visibility and scrutiny from others and be evasive when roles are reversed.

Confucian principles govern Chinese culture of authority, hierarchy, collectivism and conformance. They maintain power distance, are team oriented and less assertive. Leadership expectations are performance improvement, fraternal, subordinate friendly, indirect communication avoiding emotional injury, supporting group harmony to strengthen group ties. Leaders make autonomous decisions, self-effacing leaders not admired. Networking, relationships and benevolence most valued. (Paul 2011). 

Uncertainty Avoidance

While France and China intrinsically avoid uncertainty both are shifting now to be competitive (Hofstede 1980). 
Power Distance

French and Chinese are high on power distance. French are formal and bureaucratic; avoid personal relationship in work place. In China, guests are escorted in descending order of rank, senior people sitting opposite seniors from other side, only senior team members speak and  business is hierarchical (Chi, Liu and Ray 2006).   

Masculinity vs Femininity

French value taste and femininity. Women are offered softer roles (Emily 1993). Chinese discriminate Gender roles, inheritance is patriarchal, eldest male heading the family and elders dictating social order. In business contexts, gender bias is non-existent (Westwood 1997). Affectionate behavior among members of opposite sex in public space is unacceptable.  

Confucian Dynamism

In France, achievers score high on Confucian Dynamism as against traditional French of the socialistic welfare state (Jack 2001). 

So is emerging China as reflected in exchange rate management, shifting to free market, building capability in service vis a vis known leadership in manufacturing, focus on exports, cross border investments (CIA 2013).
b) Trompenaars 
Universalism v Particularism 

France typifies Universalism with the real world pigeonholed, while China is open to shades of grey. Universalistic approach is insensitive while particularism lacks clarity, direction, focus and control. Both carry advantages and limitations if applied indiscriminately (Babel 2013).  

Individualism v Collectivism 

France is leaning towards individualism from the erstwhile conformism to traditional socialistic views. China is conspicuous by its collectivistic approach to family, business, society and nation, lower than Japan on this dimension (Westwood 1997). 

Individualism leads to aggressive postures without concern for community and collectivism subjugates individual capability and contribution, demotivating super achievers. Globalisation and IT is driving shift to individualism.

Neutral v Emotional 

France is neutral (unemotional) driven by shift to free market structure. Chinese display involvement, support and passion towards colleagues; but are guarded while displaying their feelings to avoid hurting others. 

Specific v Diffuse 

French are specific following rules, bureaucracy and hierarchy while Chinese value relationships. Either extreme is unhealthy, diffusion reducing control and specificity resulting in stress and loss of opportunity to gain from knowing, cooperation, collaboration.

Achievement v Ascription 

Achievement orientation shows low concern for means. Ascription believes the individual is the product of lineage, circumstances, pedigree, rewarded for what he or she is and not what he/ she can accomplish. 
Both France and China carry shades of both, but applied in different contexts, aligning with other cultural elements; neither framework can be used in isolation (Appendix D).
Critical analysis of Hofstede and Trompenaar cultural dimensions 

There is coexistence of overlap, distinctiveness and complementarity of both theories.

Culture demonstrated through behaviour is the interaction of individual factors: social and economic status, education, exposure; personality characteristics: aggressive or modest, ambitious or complacent, the economic and political environment of his/her country, childhood experiences, temporal environment / context of the individual and feed backs. Cultural is not amenable to a binary classification though it may be convenient to do so.  

One could observe contradictions within a culture on any dimension, implying need for granular analysis for universal applicability.

Culture is not static as environment and behaviour changes.

A macro level society comprises several micro societies, whose behaviour could be at variance with its macro society. Cultural similarities exist among micro societies across multicultural societies. CEO/CXO level executives operating globally have unique cultural identities; similarly one could experience heterogenity across strata within same cultural group.  Strength of affinity to cultural elements vary depending on convenience, context, temporal priorities and individual  profiles. 

Cultural dimensions of Hofstede and Trompenaars can at best be seen as a qualified approach to visibility into cultural nuances and not a template for typecasting.  

4. Comparison of Business Strategies France and China

We discuss business strategy of the two countries in this section.

Culture determines strategy, defines how organisations respond to unfolding developments in their business environment: aggression, acceptance, wait and watch (a diffused approach for convenience), withdrawal, transformation, collaboration, diversification. Strategy is an interplay of culture, experience, perceived strengths and weaknesses; not a rational reality seen alike by all, but a sizing up in the background of convenience, expectations, beliefs  and values (Barsoux and Schneider). 

Two organisations in the same industry in similar context (rational view) may adopt different strategic routes driven by goals, risk appetite, assessment of possibilities and how resourceful they are to handle external shocks. 

Chinese culture of collectivism supports domestic manufacturers in a market open to foreign brands.  Strategy comprises exploiting barriers to foreigners such as market access and after sales service to distributed customer base with poor transport infrastructure. Foreign brands have to go through local manufacturers who understand the market, ways of overcoming constraints, the USP and crackdown on smuggling to support local manufacturers. Policy of free access does not   translate into a ready opportunity without investing in relationship building (Bruce 1999). Culture of collectivism, a barrier to foreigners, is used to own advantage. 

Recognising the need for global mindset post liberalisation, Chinese adopted the strategy of diversification; developing global market, innovating products, improving quality, strategic marketing, branding, and building managerial entrepreneurship and corporate governance.  Other factors are “high-commitment model of HRM emphasising training and development, promotion by competence, employee welfare and enterprise culture development and management” (Cooke 2008). 

China has exploited its cultural uniqueness; adopting to needs of a global player, focusing on Business to Business transactions, recognizing customer's strategic importance and networking, addressing cultural elements and building personal trust (Judy and Junwei 2012). Large, well-connected Chinese firms benefit from institutional advantages and smaller firms internationalise because of institutional constraints (Adam, Hinrich and Peter 2010). 

On the other hand, the French exploit their technological strengths, innovation and efficiency. French manufacturing firms are efficiency focused (Nigel 2012). Businesses in France are organised hierarchically and invest in job-enrichment (Chen and Tian July 2010). This can be interpreted as a bye product of their specificity. This For certain businesses such as FMCG, collaboration with a national French operator would add value (The associated Press 2001). 

The consequences of differences in cultural dimensional of specificity vs diffused, between France and China, is evidenced in the break-up of the Danone-Wahaha JV  in China.  After a decade of JV operation, Wahaha realised missed opportunities from the originally understood JV structure. While Danone was interested in the market Wahaha was interested in the know-how from Danone to expand beyond China. Having entered the market, Wahaha expanded through other partnerships creating conflict of interest, heightened through personality incompatibility (Nigel and Smith 2008). 

Success of strategy is contingent upon the nature and process of the social network, the way firms function and maintain network relationships, meanings ascribed to strategy and planning, and inter-firm social relationships (Hans, Joachim and Martin 2007). 

Chinese strategy is to exploit their strengths of relationship building and culture of collectivity encompassing the government and proximity to communist party functionaries; to further their business interests (Chen 1995), in spite of the poor fit of Chinese employees with needs of a market economy (Child 1994). Chinese employees also manage with less than desirable practices through networks detrimental to organisational interests (Frenkel and Sergeant. 1998). Employee involvement is low in Chinese organisations (Chow, Hau and Liu 2009) where power distance is high. The Chinese are realising the strategic value of branding over price leadership (Brouthers and Xu 2002).  The diffused character of Chinese culture is reflected in (Hoon):
· Low value attached to Market research in China compared to the West.

· Strategic planning in China taking longer constrained by relationship building and networking as a prerequisite to business success
· Chinese build long-term relationships with consumers due to high brand loyalty of Chinese customers impacted by cultural orientation

· Non granular market segmentation in China leading to low customer visibility 

· Pricing is not dynamic and market driven due to state control on pricing of select goods 

· Due to remnants of state control, distribution channels and levels are short in China

Western multinationals (France) rely on own expatriates to manage their subsidiaries and joint ventures in China, at least in key positions (Bjorkman and Schaap 1994) (Selmer 1998). To succeed in China for expatriates, focus has to be on effective HRM aligning with Chinese culture (Frenkel and Sergeant 1998). Advantages of low labour costs are neutralised by low productivity and low quality (World Bank 1995). China is a duality: a progressive and transforming one coexisting with the old culture and practices in the mainland (Warner 1995) (Worm 1997).  

5. Synthesis and Conclusions 

Culture evolved from need for informal order in society (centuries of living together of small communities) and circumstances. Culture is not immune to environmental changes. Culture has to be experienced to internalise its nuances. In multi cultural management, one need not mimic the host culture to be accepted, but respect, exploit and respond as appropriate.

Managers should demonstrate cultural sensitivity, adaptability, comfort, acceptance of intercultural differences to be effective. Managers should recognise cultural differences are not necessarily handicaps but assets to be exploited with imagination. 

Managers should not be carried away by hypes or macro generalisations of the cultural nuances of the geography they are in. Instead they should incisively look for micro cultural nuances to draw up differentiated strategies. Culture can be a great binder, barrier and differentiator, and opportunity, depending on how it is handled. 

Straight jacketed theories on culture need to be used with caution while drawing conclusions. Theories and classifications driven by theory are not digital water tight compartments, but porous and amorphous. Meanings drawn from cultural differences from theoretical dimension of culture could vary. Cultural nuances need to be understood for their underlying meanings and expectations without falling into traps from preconceived notions. 

Necessity for multicultural collaboration call upon all to respect differences, and if possible feast on them. Cultural differences provide opportunities for learning, introspection and even benefiting from. Managerial styles are creation of culture of a society.
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7. Appendix A – China - Geography

Location: Eastern Asia, bordering the East and South China Sea, Korea Bay, Yellow Sea, between North Korea and Vietnam at 35 00 N, 105 00 E

Area: 9,596,961 sq km ranking 4th globally, after Russia, Canada and US Land boundary of 22,117 km, comprising 15 countries and 14,500 km of coastline

Climate: extremely diverse; tropical in south to subarctic in north

Terrain: mostly mountains, high plateaus, deserts in west; plains, deltas, and hills in east
Natural resources: coal, iron ore, petroleum, natural gas, mercury, tin, tungsten, antimony, manganese, molybdenum, vanadium, magnetite, aluminum, lead, zinc, rare earth elements, uranium, hydropower potential (world's largest)

Victim of Natural hazards:  typhoons, floods; tsunamis; earthquakes; droughts; land subsidence

Environment: high air pollution from coal based power plants, water shortages and pollution from untreated wastes; deforestation; soil erosion 
Source: https://www.cia.gov/library/publications/the-world-factbook/geos/ch.html
8. Appendix B – China - Population 

a) Nationality: Chinese, comprising Han Chinese 91.5%, Zhuang, Manchu, Hui, Miao, Uighur, Tujia, Yi, Mongol, Tibetan, Buyi, Dong, Yao, Korean, and other nationalities 8.5% (2000 census)

b) Languages spoken: Mandarin, Yue, Wu, Minbei, Minnan, Xiang, Gan, Hakka dialects, minority languages 

c) Religions:  Daoist (Taoist), Buddhist, Christian 3%-4%, Muslim 1%-2%, officially atheist (2002 est.)
d) Population: 1,349,585,838 (July 2013 est.), most populated globally, about 85% below 55 years, Population pyramid: 

e) Dependency ratios: total dependency ratio of 37% and youth dependency ratio of 25%, total Median age of  36.3 years, Population growth rate of 0.46% (2013 est.), 155th globally, negative 
f) Net migration rate of -0.33 migrant(s)/1,000 population (2013 est.)

g) Urbanisation: 50.6% of total population (2011), rate of urbanisation: 2.85% annual rate of change (2010-15 est.), Sex ratio at birth of 1.12 male(s)/female falling to 65 years and over: 0.92 male(s)/female and total population: 1.06 male(s)/female (2013 est.), high life expectancy at birth of total population: 74.99 years(100th globally), male: 72.96 years and female: 77.27 years (2013 est.), low total fertility rate of 1.55 children born/woman (2013 est.), 184th globally 

h) Drinking water source 98% of urban population covered by improved sources and 85% of rural: population, Sanitation facility access: 74% urban and 56% rural, low adult HIV prevalence rate of 0.1% (2009 est.), 116th globally 

i) Literacy: 95.1% total population 97.5 % male and 92.7% women

Source: https://www.cia.gov/library/publications/the-world-factbook/geos/ch.html
9. Appendix C – Economy
China: Post World War II autocratic closed socialist system gave way to the post 1978 market-oriented state quadrupling economic output by 2000 though political controls stay. Openness resulted in global outreach and participation. 
a) World's largest exporter  in 2010, led by price liberalisation, fiscal decentralisation, autonomous  state enterprises, diversified banking system, development of stock markets, private sector growth, and opening to foreign trade and investment. 

b) Monitored exchange rate pegged to USD and a basket of currencies

c) Tenfold increase in GDP since 1978, second-largest economy after the US on a purchasing power parity (PPP) basis, with a PCI below global average. 

d) Economic challenges include  high savings and low domestic demand; high export dependency, job creation for millions of migrants into the work force, reducing corruption and economic crimes; and containing environmental damage and social strife related to the economic transformation. Population control make it a an aging population in the world

e) GDP (purchasing power parity): $12.61 trillion (2012 est.), 3rd globally, with GDP - real growth rate of 7.8% (2012 est.), 9.3% (2011 est.), 10.4% (2010 est.), 23rd globally, per capital GDP of (PPP) $9,300 (2012 est.), 122 globally 

f) Gross national saving  of 50.1% of GDP (2012 est.), 4th globally

g) GDP – composition: household consumption: 36%, government consumption: 13.5%, investment in fixed capital: 45.7%, investment in inventories: 2.1%, exports of goods and services: 25.8%
h) imports of goods and services: -23.1%, (2012 est.), industry and services contributing 90% of GDP

i) Labor force  of 798.5 million, leading globally

j) Unemployment rate of 6.5% (2012 est.), 70 globally and a low 13.4% (2011) Population below poverty line:
k) Public debt : 31.7% of GDP (2012 est.), 114th globally

l) Fiscal year: calendar year, low Inflation rate (consumer prices): of 2.6% (2012 est.), 72nd globally

m) Central bank discount rate: of 2.25% (31 December 2012 est.), 109th globally, Commercial bank prime lending rate of 6% (31 December 2012 est.), 135 globally

n) Stock of narrow money: $4.907 trillion (31 December 2012 est.), 3rd globally

o) Stock of broad money: $15.49 trillion (31 December 2012 est.), leading globally

p) Current account balance: $193.1 billion (2012 est.), 2bd globally

q) Exchange rates: Renminbi yuan (RMB) per US dollar - 6.31 (2012 est.), 6.46 (2011 est.), 6.77 (2010 est.), 6.83 (2009), 6.94 (2008)

Source: https://www.cia.gov/library/publications/the-world-factbook/geos/ch.html
10. Appendix D: Some Highlights of Managerial Practices in France
France is moving towards capitalism; organisational values  permeate the organisation, people around it and lives beyond the context (Randall Dec 31 2010)

In France assessment centers (AC) for identifying employment potential  are a  localised version driven by flexibility of convenience (Delmestri and Walgenbach April 2009)

Expats willing to learn local ways and look stupid moving out of their guarded imported culture and life style, are more likely to make their long innings successful compared to those who are risk averse and short term performance  oriented (Carlin 2006)

French organisations take CSR to a level of inclusive cohesive growth encompassing employees and wider society, a non economic rationalism introducing the annual bilan social report on social accounting of business organisations introduced in 1977 (Capron and Gray 2000)

While US firms are value driven actions, UK firms performance driven, French firms are stakeholder driven (community customers and regulators) projecting a socially responsible (environment, quality and sponsorship) image in their CSR communication (Maignan and Ralston 2002)
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