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Introduction 

Multinational corporations prioritize effective business communications, particularly when they 

expand into new regions. Unilever, a British company, has difficulties with communication and 

culture when it opens a new management office in an EU member country. After considering 

Germany's fit with the products and services Unilever offers as well as its developing environment 

fit for the firm's growth, this article will suggest Germany as a potential site for future expansion 

of the company. By means of Hofstede's Cultural Dimensions Theory, this study will juxtaposition 

Germany with another EU country to get a better awareness of the cultural variations, possible 

hazards, and employment possibilities between the two nations. Finally, we will provide Unilever 

some guidance on how to keep being successful in Germany in spite of the several communication 

problems that have arisen. 

Main Body 

Company Overview 

Unilever is a British-Dutch multinational company that specializes in giving the general public 

food, drink, cleaning products, and personal care goods. Promoting sustainable living is Unilever's 

goal, and now it operates in about 190 countries all around (Unilever, 2024b). Apart from Ben & 

Jerry's, Dove, Knorr, and Lipton tea, among the well-known brands featured in the large portfolio 

the company owns are Unilever has become a worldwide leader in consumer products due in great 

part to its dedication to sustainability, creativity, and customer pleasure (Unilever PLC, 2024a). 

Strategic aims are growing Unilever's footprint in international trade and developing a strong 

management office in the European Union; expanding into Germany fits both of these goals. 

Evaluation of Germany and France 

In order to ascertain which European Union countries would be the most appropriate for Unilever's 

expansion, we will assess France and Germany. Together with Hofstede's Cultural Dimensions 

Theory, we shall evaluate the cultural variations, social settings, language, possible hazards, and 

labor attitudes. 

German is a nation in Central Europe well-known for its strong economy, sophisticated 

infrastructure development, and high degree of living standards. Germany, the most populated 
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nation in the European Union, with a population of over 83 million individuals. German is the de 

jure language for business and communication; timeliness, accuracy, and efficiency are highly 

prized because of the cultural legacy of the nation (Becker, 2013). Germany's social systems differ 

greatly from those of other nations; they favor hierarchical power structures and guarded language, 

thereby reflecting their own values. 

Thanks in large part to its varied topography, strong economy, and major cultural impact, France 

has become somewhat well-known throughout Western Europe. Apart from being among the 

biggest members of the European Union, France boasts roughly 67 million population. The official 

language of commerce is French, hence the people living in this country are well appreciated for 

their individuality, freedom, and laid-back approach. Social systems in France are more flexible 

than those in Germany, and French language is more colloquial. 

Cultural Differences and Communication Barriers 

In terms of Language barrier, German is the main language, but many Germans speak English, so 

skill varies. Language difficulties can lead to misunderstandings particularly in technical or 

thorough conversations. For France, the main language is French even if English is taught 

extensively and there can still be major linguistic obstacles especially in remote regions (Poon and 

Rigby, 2017). 

Germans respect formality, seclusion, and well-defined lines separating personal from business 

life and building casual rapport with colleagues might become difficult as a result (Grimwade, 

2017). The French on the other hand, value a harmony between work and pleasure and social 

contacts are usually casual and expressive. In highly ordered corporate settings, this might provide 

difficulties. 

For those from more indirect cultures, such as the UK German clear and plain language might 

come off as harsh or direct (Poon and Rigby, 2017). In France, communication Style Often 

complex and subtle, French speech depends on context and nonverbal signal (Grimwade, 2017). 

Labor Outlooks and Diversity 

Two of the strongest economies in the European Union, Germany and France, have job markets 

that are particular and varied in their own way (Unilever, 2024c). The existence of a sizable 
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immigrant and expatriate community greatly enriches the labor market in Germany and produces 

a workforce quite varied. The office becomes inherently more interesting and friendlier for 

everyone when there are so many people from diverse backgrounds and experiences represented 

there. Germany's focus on vocational education and training directly results in the strong 

apprenticeship system the nation has (Poon and Rigby, 2017). This commitment results in German 

workers being very highly competent in many different fields, especially in the domains of 

engineering, manufacturing, and technology. Furthermore, this approach guarantees that there will 

always be a constant supply of qualified personnel as it conforms with the national focus on 

precision and production. Multinational companies like Unilever are aiming toward this to take 

advantage of Germany's brilliant and flexible workforce, which is further enhanced by the 

existence of a diverse workforce (Nelson, 2019). The varied workforces Paris and other 

cosmopolitan French towns provide to their citizens cause immense pride in them. Because of its 

past of high immigrant count, France has a variegated labor market that welcomes and values 

different ideas and approaches of doing company. The variety of the French workforce is a benefit 

that helps companies to be innovative and inventive in addressing challenges. The worldwide 

recognition France enjoys in sectors such aerospace, luxury goods, and tourism helps to explain 

why the labor market in France is so healthy. Regarding keeping a trained workforce, the French 

educational system—which is well-known worldwide is vitally necessary (Robinson, 2018). 

France is able to have a competitive labor market and be ready to satisfy the needs of different 

businesses by having a highly developed system of higher education as well as several vocational 

training programs. 

Two nations whose social and economic policies will determine the direction of labor in those 

nations are France and Germany. Germany's dual education system is much awaited in many 

nations as it provides a model of how to effectively mix classroom instruction with practical 

experience. This strategy guarantees that students would have a seamless entry into the workforce 

in addition to helping them get ready for the real world (Robinson, 2018). Germany is witnessing 

development in several sectors, including engineering, information technology, and automotive as 

the nation gives such a great concentration on technical improvement and innovation. Germany 

has once more ranked highest in terms of industrial competency because of its emphasis on 

professional development and lifelong learning. 
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On the other hand, labor policy in France stress social security and worker rights to create a fair 

and balanced workplace. Significant educational and vocational training investments made by the 

French government have produced a sizable pool of qualified professionals, especially in the 

creative and technology domains. In sectors like airplanes and luxury goods, which define by the 

flawless integration of modern technology and old talent, the labor market in France is flourishing 

in Globally, France is a major participant in the travel, design, and fashion, sectors (Unilever PLC, 

2024b). Regarding fashion and design, these sectors all gain from France's strong cultural and 

creative education program and when it comes to selecting from a broad spectrum of employment 

paths, Germany and France are two rather enticing options. Several elements help Germany to be 

able to develop technologically and economically. These elements comprise the unique cultural 

scene of the nation, highly qualified workforce, and first-rate system of vocational education 

(Reuvid and Sherlock, 2011). France's varied labor market fosters innovation and creativity; this 

is matched by the country's strong educational system and specialized industries. France promotes 

originality and invention in its people. A global company like Unilever should evaluate the above 

described characteristics of the labor market as well as the possibility to capitalize on a flexible 

range of skills when deciding whether or not to expand into any nation. 

Hofstede’s Cultural Dimensions Theory 

Hofstede’s Cultural Dimensions Theory provides a framework for understanding cultural 

differences and their impact on behavior and communication.   
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Factors Germany France 

Power Distance Low High 

Individualism High High 

Masculinity High Moderate 

Uncertainty Avoidance High High 

Long-Term Orientation High Moderate 

Indulgence Low High 

(Krueger, 2020) 

Hofstede's approach suggests that the cultural behaviors of Germany and France have different 

consequences on the interpersonal relationships kept and the professional contexts in which they 

function. Given Germany's small power gap, it is obvious that the Germans lean toward supporting 

equality and a fair distribution of power in the workplace (Reuvid and Sherlock, 2011). These 

cultural traits inspire people to interact with one another and cooperate so they may make 

decisions. The great degree of individualism, which values personal achievements and autonomy, 

is fit for the growth of creative ideas and the capacity to make autonomous judgments on 

challenges. Furthermore, German society is distinguished by strong degrees of masculinity, which 

reflect a competitive mindset aimed on performance and success. To lessen the impact of possible 

hazards, a strong dislike of uncertainty indicates a taste for strict procedures, well defined 

responsibilities, and thorough preparation (Krueger, 2020). Moreover, the Germans are especially 

preoccupied with the future and tenacious, traits that help them to be always successful and show 

promise for steady development. Conversely, Germany's low indulgence score points to a greater 

value on moderation and pragmatism than on hedonistic pleasures in the nation. 

On the other hand, the hierarchical structures and authoritative elements of the French 

organizational system define it and result in a more power difference among the several levels of 

authority. This cultural feature lends more legitimacy to an authoritarian approach of leadership 

and decision-making. In France, individuality is valued rather highly, much as in Germany. Strong 

focus on personal autonomy and self-expression helps the country create conditions fit for 

creativity and personal initiative. Having said that, the French have a moderate masculinity score, 

which suggests that they are competitive but also value quality of life highly and balance ambition 

with knowledge of the need of preserving a good lifestyle. Like Germany, France has a high degree 
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of uncertainty avoidance, which implies that individuals there have a great demand for ordered 

surroundings marked by stability and well defined rules. France has a reasonable view of the future 

that lets both stability and change possible by means of extensive preparation while nevertheless 

honoring its customs (Krueger, 2020). This is so because France preserves her customs intact. 

Finally, the French have a high indulgence score, which reflects their inclination for savoring life, 

being impulsive, and following a balanced lifestyle. 

Multinational companies like Unilever may discover that these cultural characteristics are rather 

beneficial when considering cross-cultural management techniques and commercial growth in 

Germany and France. 

Communication Barriers and Strategies 

In Germany the barriers mainly consist of several factors. Staff members' degree of linguistic 

competency might cause problems in communications. Formal German corporate culture makes it 

difficult to establish casual contacts and cooperation. So, people from indirect communication 

cultures can find German directness unpleasant (Feenstra and Taylor, 2016). 

To overcome this, employees must have thorough language instruction if they are to overcome 

linguistic obstacles. This instruction should help them to enhance their German and English. More 

exact communication will follow from improvement. Training in cultural sensitivity will teach 

staff members German customs, business manners, and preferred communication style (Rhee, 

2018). Knowing this helps them to better control German formality and directness. As Germans 

respect consistent, well-coordinated communication. This covers basic decision-making, 

unambiguous instructions, and well defined meeting agendas. 

As for France, language comes first in difficulty and low English competency in non-urban settings 

might lead to misunderstandings. Professionals accustomed to formal corporate contexts might 

find it difficult to fit France's more casual communication patterns, therefore impairing their 

commercial contacts (Rhee, 2018). Especially when contrasted to simple and direct speakers, 

French speakers' inclination for subtlety and indirection may cause misinterpretations (GlobeScan, 

2022). 

Strategies here could be that employees requirement of taking courses in French language. This 

helps them to be more effective in doing business and to be routinely communicator. Seminars on 
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French social mores and communication might help staff members adjust to the nuance and 

informality of French corporate life. Many times, these courses incorporate role-playing and 

conversational strategies. Contextual communication using nonverbal signals and context—helps 

to improve understanding (Rhee, 2018). Workers in French communication courses must pick up 

body language, tone of voice, and other nonverbal cues. 

These enhancements in German and French communication will help the worldwide employees of 

Unilever to be more relaxed and effective. 

Recommendation for Germany 

The results of the study indicate that Unilever should give some thought to perhaps expanding its 

activities to Germany not too far ahead. Thanks to Germany's strong economy, trained labor 

market, and cultural fit with the company's planned strategy, the new management office Unilever 

is building finds a perfect place there. 

There are different Strategies for Managing Difficult Discussions. Promote in line with German 

communication tastes straightforward, unambiguous communication (Willcocks, 2016). Every 

staff member should get instruction on effective communication techniques. Clearly and succinctly 

explain everyone's responsibilities in line with the hierarchical organizational structure common 

in Germany. Procedures of decision-making ought to be open and easily accessible to the general 

people. Apart from encouraging a strong work ethic, they should also aim for a good work-life 

balance using a mentality that lies midway (GlobeScan, 2022). Acknowledge and give prizes to 

people who optimally produce. 

To improve communication and cross-cultural understanding, set up thorough courses for language 

in cultural sensitivity (Unilever, 2024a). One can do this by means of culture and language 

instruction. Leverage Germany's unique workforce to your benefit by providing fresh ideas and 

viewpoints. This is the fifth and last argument on the value of variety. Create surroundings that let 

every staff member grow and are appealing to them all. 

Conclusion 

Germany's strong economy, plenty of qualified workers, and cultural fit with the values Unilever 

maintains make it generally a good location for the expected growth of the company. Unilever can 
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set up a new management office in Germany that supports development and collaboration by 

learning about the local customs and adjusting for them. Unilever has to learn how to use the varied 

workforce Germany has to offer and enhance its communication abilities if it is to succeed in this 

new market and add to its mounting success on a worldwide basis. 
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