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[bookmark: _fygd2htmc8fe]Introduction
The focus of this essay is on Unilever's growth into the European Union, particularly in the countries of Germany and Sweden. Unilever is a major British multinational company. Using models such as Hofstede's cultural dimensions, it assesses the cultural, communicational, and commercial elements of these nations. The purpose of this research is to determine the most effective expansion strategy for Unilever by considering the obstacles posed by communication and the possible solutions to those obstacles. The conclusions of the article are followed by some suggestions based on the assessments.

British Company Identification
UK companies are known for their own corporate communication style, which often reflects national culture. According to Deresky (2017), this communication style emphasises clarity, brevity, and understatement. This form of communication reflects the nation's humble and restrained culture. As Bennie (2021) and Hassan et al. (2020) noted, British business communication often uses formal language and civility. According to both academics, the UK's historical emphasis on hierarchy and tradition may explain this. Formal yet with a touch of humour and sarcasm, this communication style stands out in international corporate settings (Deresky, 2017; Block & Walter, 2017). According to Kamehkhosh and Larina (2020), British cultural communication often emphasises indirectness and nuance, favouring implicit comprehension and context above explicit language. Because implicit knowledge and context matter more than explicit statements. Storry and Childs (2022) examine this quality and argue that British business communication is often shaped by cultural identities, giving the country's corporate culture a unique global flavour. To elaborate, British business communication, rooted in cultural intricacies, is often indirect and nuanced, relying heavily on context and linguistic complexity. According to Deresky (2017), this method of communication reflects the UK's high-context culture, which requires non-verbal signals and previous knowledge for successful communication. Mead and Jones (2017) and Hussain (2018) show how important it is to understand these oblique cultural cues in professional settings. Barkley and Eggertsson (2017) also note that the UK's emphasis on indirect communication may cause problems in multicultural environments, where direct communication is more successful. Foreign managers and firms like Unilever must grasp British business communication to succeed in the global market, according to Vollero et al. (2020). This information helps overcome cultural boundaries and promote international collaboration, according to Dragojevic (2017) and Lorié et al. (2017).

Presentation of Unilever 
Unilever, a worldwide giant in the consumer products market, has a long history stretching back to the 19th century. Unilever is a worldwide conglomerate that began in 1929 with the combination of two companies: the Dutch margarine manufacturer Margarine Unie and the British soap manufacturer Lever Brothers. The portfolio encompasses a diverse range of sectors, including food, drink, housewares, and cosmetics, featuring well-known brands. The multifaceted operations of Unilever necessitate a correspondingly intricate organisational framework. The multinational firm, which is registered in both the Netherlands and the United Kingdom, has established its corporate headquarters in the city of Rotterdam. Unilever effectively meets the demands of local markets while also maintaining its global presence due to its strategic organisational design. Unilever is the parent company of several renowned brands, such as Dove, Lipton, Ben & Jerry's, and Omo. The firm places great emphasis on sustainability and innovation as key focal points, as they facilitate the mitigation of its adverse environmental effects and enhance its beneficial influence on consumers' well-being (Deresky, 2017). The global workforce of Unilever, which surpasses 150,000 individuals, is commensurate with the extensive range of products offered by the corporation. The business is widely recognised for its inclusive and progressive practises in recruitment and management, which prioritise the development of employees, cultural inclusivity, and environmental stewardship. Unilever has fostered a corporate environment characterised by innovation and efficiency via its strategic investment in its workforce.
Unilever plans to increase its investments in fields such as artificial intelligence (AI), machine learning (ML), big data (DB), cloud computing, augmented reality (AR), digital media, and cybersecurity beginning in the year 2023. These technical developments are made to better business operations and expand product lines. Unilever's efforts to modernise its business through digital means necessitate constant experimentation with new kinds of innovation. As evidence of its dedication to satisfying a wide variety of customer requirements, the firm continues to offer a wide variety of products, including food, cosmetics, drinks, household supplies, vitamins, minerals, and supplements (Research and Markets, 2023).

Evaluation of Germany 
Germany has played a significant role in its historical and economic development. Covering a total area of 357,022 square kilometres, with land comprising 348,672 square kilometres and water bodies accounting for 8,350 square kilometres, Germany offers a substantial geographical footprint in the heart of Europe. As of 2023, its population stands at approximately 84.22 million, making it one of the most populous and influential nations in Europe. The official language is German, with Danish, Frisian, Sorbian, and Romani recognized as official minority languages, reflecting the country's cultural diversity and historical influences (CIA.gov., 2023). 
Cultural differences: Hofstede's dimensions, communication styles, business risks.
When seen via Hofstede's dimensions, Germany's cultural profile reveals various traits that influence the country's corporate climate. To begin, Germany has a high score on the individualism scale, which indicates a country with a more individualistic mentality and loose links between people than other societies. According to Hofstede Insights, people are only expected to look out for themselves and their immediate family members. According to Block and Walter (2017), Germany has a relatively low score on the Power Distance scale, which reflects a culture that believes in equality and questions authority. According to Mead and Jones (2017), the country has a moderate to high level of masculinity, which indicates a motivated, success-oriented society that places a high importance on competitiveness and performance. According to Barkley and Eggertsson (2017), Germany has a high ranking in the category of Uncertainty Avoidance, which indicates a preference for rules, planning, and unambiguous frameworks to avoid uncertainty.
When it comes to modes of communication, Germans are often recognised for their forthrightness and candour. According to Hussain (2018), they tend to prefer communication that is direct and lacks a significant amount of contextual or non-verbal information. People who are raised in cultures that place a strong value on context may find this technique, which is straightforward, to be insensitive at times. In terms of the risks that are associated with running a business, Germany's robust legal frameworks and stable economic climate help to reduce the risks that are associated with unpredictability and operational difficulties (Deresky, 2017). However, according to Dragojevic (2017), cultural misconceptions, particularly in regard to communication styles, might present problems in both corporate negotiations and personal relationships. For organisations like Unilever that want to be successful in the German market, having a solid knowledge of these cultural elements and communication methods is very necessary. In order to make operations and partnerships go more smoothly in Germany, cultural assimilation and respect for the country's core values are essential.
Evaluation of Sweden
Sweden, located in Northern Europe, borders the Baltic Sea, Gulf of Bothnia, Kattegat, and Skagerrak, and is nestled between Finland and Norway. This positioning gives it significant strategic importance in the region. Covering an area of 450,295 square kilometres, with 410,335 square kilometres of land and 39,960 square kilometres of water, Sweden is one of the larger European countries. The country is known for its rich cultural diversity, with Finnish, Sami, Romani, Yiddish, and Meankieli recognized as official minority languages alongside Swedish, the national language (CIA.gov, 2023).

Cultural differences: Hofstede's dimensions, communication styles, business risks.
Sweden's culture, as analyzed through Hofstede's dimensions, offers a unique landscape for business operations. The country scores high on Individualism, indicating a society where individual autonomy and independence are highly valued. This aspect aligns with Sweden's strong emphasis on equality, welfare, and personal responsibility (Hofstede Insights). In terms of Power Distance, Sweden scores low, reflecting its egalitarian nature and the belief in equal rights and opportunities for all. This influences business practices, where hierarchies are often flat, and employees are encouraged to participate in decision-making processes (Block & Walter, 2017). Sweden also has a low score in Masculinity, suggesting a society that prioritizes quality of life, social equality, and environmental concerns over competition and achievement (Mead & Jones, 2017). This is reflected in the Swedish business context, where work-life balance and sustainability are important considerations (Deresky, 2017). Regarding Uncertainty Avoidance, Sweden has a moderate score, indicating a balanced approach towards risk and change. This aspect is crucial for businesses as it suggests a willingness to adapt and innovate (Barkley & Eggertsson, 2017). Communication in Sweden is characterized by its directness, yet it is more understated compared to other cultures. Swedes value clear, honest communication but also emphasize consensus and collaboration, making their communication style less confrontational (Hussain, 2018). As for business risks, Sweden’s stable political and economic environment, coupled with its high-tech infrastructure, minimizes operational risks. However, cultural misunderstandings, particularly in communication and management styles, could pose challenges for foreign businesses (Dragojevic, 2017). Understanding these cultural dimensions and adapting to the local communication and business styles are vital for Unilever or any other company planning to expand into Sweden. These insights can help in developing strategies that align with Swedish values and business practices.

Cultural Barriers in Communication
Navigating cultural barriers in communication is crucial for British businesses like Unilever when expanding into countries like Germany and Sweden. In Germany, the directness in communication can be misinterpreted by those from more indirect communication cultures, leading to perceived bluntness or rudeness (Hussain, 2018). Nonverbal cues, such as a lesser emphasis on physical gestures and a more formal body language, may also create misunderstandings (Lorié et al., 2017). In Sweden, while communication is also direct, it is less confrontational compared to Germany. Mead and Jones (2017) point out that the Swedish emphasis on consensus and group decision-making may be difficult for cultures used to hierarchical institutions. Swedish people may have trouble trusting others because they tend to downplay the significance of what they say (Dragojevic, 2017). Both cultures place a premium on being on time and keeping commitments; those who don't risk damaging their credibility and professional relationships with clients and partners. When interacting with people from other cultures, it is important to be aware of these subtleties and adjust one's communication tactics accordingly.
To individuals from cultures that place greater value on indirect communication and contextual signals, the Germans' penchant for speaking plainly and frankly may come across as rude or even aggressive (Hussain, 2018). In professional settings, this distinction might increase the risk of miscommunication and even offence. Furthermore, the German preference for exactness and detail in talks and negotiations may be off-putting to those from more pliable cultures (Deresky, 2017). The Swedish way of communicating is straightforward, but it also tends towards consensus, which people from cultures that value directness and authority may mistake for indecision (Mead & Jones, 2017). Also, the Swedish propensity for egalitarianism and collaborative decision-making may cause difficulties in countries more accustomed to hierarchical organisations. In addition, the subtlety of Swedish speech can cause crucial points to be overlooked or minimised, which can have an adverse influence on the success of commercial dealings (Dragojevic, 2017).


Recommendations to Overcome Communication Barriers
Unilever should emphasise clarity and directness in its contacts with Germans to break down barriers to communication and meet the German desire for straightforward communication. Misunderstandings can be reduced if workers are taught to be clear and concise in their communications (Hussain, 2018). The formal business etiquette that is common in Germany, if acknowledged and respected, may lead to more polite interactions and a more positive atmosphere overall. Given the Swedish preference for teamwork and agreement, Unilever would do well to embrace these practices in Sweden. Aligning with the Swedish communication style can be aided by encouraging open conversation and collaborative decision-making. Business practises that respect work-life balance and social responsibility will also appeal to Swedish ideals and garner trust (Mead & Jones, 2017). Both countries need to be sensitive to cultural differences and modify their approaches to communicating accordingly. Cultural training for staff and encouraging an atmosphere that places a premium on diversity of thought and experience are two possible approaches.
According to Mead and Jones (2017), Unilever should adopt a performance-driven strategy that is in line with the culture of success that exists in Germany to encourage employees and solve difficulties in the nation. It is possible to enhance morale and productivity by recognising and appreciating the successes of both individuals and teams. In addition, it is essential to offer possibilities for professional development and career progression for employees, since Germans place a high value on their personal growth and competence, according to the findings of Hofstede Insights. Fostering a work environment in Sweden that is collaborative and welcoming to all employees, while also valuing work-life balance and social responsibility, should be the primary goal. According to Mead and Jones (2017), increasing employee engagement may be accomplished by promoting employee participation in decision-making processes and putting an emphasis on sustainability projects. According to Dragojevic (2017), one of the contributing factors to worker motivation is the Swedish culture's appreciation of flexible working arrangements that may suit personal requirements and the duties of family members. In general, it is essential to both successfully motivate personnel and handle issues to have a good awareness of the cultural values and expectations of each nation, as well as to line with those values and expectations.

Conclusion
The entry of Unilever into the markets of Germany and Sweden is fraught with both positive and negative implications. To cater to Germany's propensity for directness and its stress on accuracy, Unilever will need to adjust its strategy for public relations in the nation. Because Sweden values agreement and maintains a restrained communication style, the country needs a strategy that is more open and collaborative. Unilever needs to highlight cultural understanding, educate its employees on the local customs, appreciate work-life balance, and prioritise sustainability if they want to be successful in both countries. Unilever can cultivate a culture that is conducive to growth in these areas by adopting these strategies, which will result in the formation of robust linkages and efficient commercial operations. It has been argued that Unilever continues to invest in research into the cultural variations between nations to retain its focus on the motivation and well-being of its employees. This strategy will be beneficial to the growth efforts being undertaken by Unilever in Germany and Sweden.
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