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[bookmark: _Toc176004647]Abstract
This report is going to show how Unilever Plc choose an EU country, from two compared,  for expanding  their business. Furthermore, the report is explaining how the key elements of  the culture can affect the communication and related business operations. As a British company Unilever is recognizable with the characteristics of British business communications. However, with the aim to operate in different country the company will challenge with cultural differences and knowledge in international businesses communication are crucial for successful expanding.
[bookmark: _Toc176004648]Introduction 
Do you know that starting conversation in Britain with someone new can be a scary suggestion, because of the cultural norms and expectations, also the people are more friendly outside of London and mostly in the North? Another interesting fact for British people is their penchant for understatement, sometimes showed as a self deprecation. According to businessculture.org. (2019), it is good to open a dialogue with a unbiassed topic, like weather or eat and food recommendations. You should ask for a permission if you will talk for something sensitive and do not be too negative or sarcastic. An agreement  can not be finalised without written contract formally signed and witnessed. In UK, the business is separated from social matters, and it is not necessarily to be familiar with your partners outside of the business relationships. At the same time is essential to show British appreciations as trust, fairness, and reliability. 
Unilever is a multinational company for fast-moving goods established in 1929 from Lever Brothers (British  soap producer) and Margarine Unie (Duch margarine maker). Unilever headquarter is in London. The company is structured in five business groups: Personal care, Beauty and Wellbeing, Nutrition, Ice cream and home care (Unilever PLC, 2024). More details are shown in the appendix. Her goal and subject of this report  is to expand the business in Europe. Poland and Bulgaria are the countries on which Unilever is focused and will choose one of them, after comparing, analysing, and evaluating their cultural facts, differences in social contexts and profile, language, labour outlook, possible risk and comparison by Hofstede’s theory. 
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[bookmark: _Toc176004650]Country facts to understand. 
	Bulgaria
	Poland

	· The country is the oldest in Europe. 
· The Church has a main part in Bulgarian history.
· There are rare holiday celebrations.
· It is a high-class food destination. 
· The country is famous with its natural beauty.
· Innovation history

(Ingram, 2024)
	· Poland is home to the world's biggest castle. ...
· One of the first salt mines in Poland is the oldest in the world.
· The country created vodka.
· In Poland is created the first upside down house
· Poland environment is the most varied in Europe.

(Birtles, 2024)
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Bulgaria
Bulgaria is higher context culture. To send indirect message or feedback is normal, but direct feedback show disrespectfulness (Jordan, C. 2018).
The country is EU member from 1 January 2007, its currency is Bulgarian lev (BGN). Its capital is Sofia. The population is 6.5 million and the geographical size is 110 996 square kilometres. Bulgaria is a parliamentary republic. Bulgaria had been in Communist state-run and became a democratic country in 1990. The head of government is the prime minister, who has the most dominant standing. Bulgaria is a unitary country (Bulgaria – EU country profile | European Union, no date).
Poland
Poland is high-context culture.
Capital of Poland is Warsaw. The country is EU member from 1 May 2004. Its currency is Polish Zloty (PLN). Poland occupied 311 928 square kilometres, and its population is 311 928 square kilometres. The country is a parliamentary republic and has a president – head of state and a prime minister as a head of government. 
[bookmark: _Toc176004652]Language
Main language in Bulgaria is Bulgarian and main language in Poland is polish.
[bookmark: _Toc176004653]Possible risks 
Bulgaria
According to globalEDGE, (no date) in Bulgaria country risk rating is Category B, which is classified as acceptable. In this category economic and political uncertainties and business environmental difficulties can affect corporate payments. Bulgaria is one of the most corrupted countries in EU and has ineffective justice system and public services. It is complicate to be established a stable government, because of the fragmented political situation. There is a strong informal economy and poor and decreasing population.
Poland
Business country risk in Poland is assessed in category A4 and it is acceptable. The economic and political environment is slightly unstable, and they can affect the corporate payments. In Poland household savings rate is quite low and the investment level is ineffective. There is a development gap in Eastern parts of the country, also EU rule of low dispute (globalEDGE, no date)
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Bulgaria
The variety of workforce is formed by various influences such as:
· Regulatory and policy frames with lows and policies for granting equality and avoiding discrimination.
· Diversity Charters for adopting comprehensive workplace atmosphere, which promote diversity and employee’s recognition.
· CRS (Corporate social responsibility)
· Wakefulness and training 
In Bulgaria, the labour is cheap, but there is a deficit of qualified workers, which can affect the business processes. 
Poland
Poland has increasing role in globalised economy and its labour force is becoming more varied. Main aspects in diversity of workforce background are:
· Foreign workers
· Gender diversity
· Initiatives for inclusion 
· Sectoral representation
· Cultural alterations
In Poland there is a structural unemployment, and the female employ is low.

[bookmark: _Toc176004655]Comparing by Hofstede’s Theory.
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Figure 1: Compare United Kingdom with Bulgaria and Poland (Hofstede-Insides.com, 2024).







	

	Bulgaria 
	Poland
	Untied Kingdom

	Power Distance 
	70%
Hierarchical order, where everybody has a place; inherent inequalities, centralization 
	68%
hierarchical society, where everyone has a place inherent inequality, centralization
	35%
Society, that believes in equality, which is opposite to the historical Britain class system and the importance of birth rang

	Individualism
	50%
Bulgaria is on the middle with no preferences to individualism or collectivisms’. 

	47%
 does not have preferences in either direction.

	76%
Britain’s are individualistic. They teach their children to think for themselves, to find their purpose in life and their  contribution to the society. The individual fulfilment is the way to happiness.

	Motivation 


	40%
Consensus society,
“Working in order to live,” Bulgarians evaluate equality, solidarity, and quality in their work lives. Conflicts are resolved by compromise and negotiation; free time and flexibility are favoured. Focus is on well-being. 

	64%
Decisive society. The focus is on “live in order to work,” 
The managers should be polite and confident.
Polish value the competition, equity and performance, and conflicts are resolved by fighting them out.

	66%
Decisive society – highly success oriented and driven; Paradox between the British culture of modesty and understatement, and underlying success driven value system in the culture. They “read between the lines’’- not everything is said with the real meaning. Live in order to work and have a clear performance ambition.


	Uncertainty Avoidance

	85%
Bulgarians have belief and behaviour and are intolerant of unorthodox behaviour and ideas. Emotional need for rules, even if they do not work; time is money, people have an inner urge to be busy and work hard, precision and punctuality are the norm, innovation may be resisted, security is an essential element in individual motivation.
	93%
 maintain rigid codes of belief and behaviour and are intolerant of unorthodox behaviour and ideas. Emotional need for rules (even if the rules never seem to work) time is money, people have an inner urge to be busy and work hard, precision and punctuality are the norm, innovation may be resisted, security is an essential element in individual motivation.

	35%
British accept uncertainty, they are happy to ‘make it up as they go along.’ 
In UK there are not many rules, but the rules have to be strictly followed. 
They value the  fair play. 
Britain’s are not detailed oriented but have a clear final goal. 
They easily adapt to new environments and circumstances., they are creative and like innovations. 

	Long Term Orientation 
 
	51%
Bulgarians are in the middle and do not have preferences for long term or short-term goals.
	49%
Polishes are in the middle and do not have preferences for long term or short-term goals
	60%
Britain’s are pragmatic. They think that the truth differs from the context, the situation, or the time. They adapt traditions easily and tend to save and invest. 


	Indulgence 
 
	16%
Restrain society.
Bulgarians has a bias to pessimism, and even cynicism; do not highlight rest time and fulfilment of their desires
	29%
Restrained society.
Polish has leaning to cynicism and pessimism; do not highlight their leisure time and control the gratification of their wishes.
	69%
Indulgent. 
They are optimistic and have a cheerful outlook.
They value the leisure time, do what they like and spend money as they wish.


Figure 2: Evaluation the difference between UK , Bulgaria, and Poland (Author, 2024)
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The importance of developing internal communication strategy, (2014) stats two categories of communication barriers:
Environmental barriers are linked to the company characteristic and its environmental settings. It includes competition for attention and time between sender and receiver.
· Listening -  It is important the messages to be correctly decoded.
· Time – It is necessary the sender to have enough time to think when construct the message.
· managerial philosophy of the organization
· levels of hierarchy 
· relationships between senders and receivers
Personal barriers are connected with the individual’s nature and how they interact with others.  They are determined by socio-economic backgrounds and previous experience and are caused by the differences in  belief and value. In some culture is not appropriate to speak, when you are not asking to. Individual status and assessment,  the lack of empathy are also in the category of personal barriers.
Unilever will experience language difficulties as in Poland and Bulgaria the native language is not English. Even with enough investment in translation apps or other translating technologies it will be necessary extra time for understanding. In Poland main religion is Catholic Christianity, as in UK and in Bulgaria is Orthodox Christianity. To value their celebrations and believes is important. The power distance in Bulgaria and Poland is high, this is why the level of hierarchy and the company’s philosophy have to be adapted to the chosen country. The high PDI also cause personal barriers.

[bookmark: _Toc176004657]Recommendation on which country should the British business expand into and strategy to overcome communication challenges to enable the organisation to provide successful environment.
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After detailed analysis of differences between Bulgaria and Poland Unilever decided to expand its  business and Poland. 
· The population and the size of Poland are bigger than in Bulgaria.
· The estimated risk is low A4 against B in Bulgaria
· The corruption in Bulgaria is two high and it is complicated to found stable government.
· The position in Europe is better.
· Poland is more attractive country for corporate business.
· The workforce in Poland is more developed and the strategies, which they used for attracting employees are really effective. In Bulgaria there is a lack of skilled workers.
· The structural unemployment and low female employment in Poland will advance Unilever to find workers. 
[bookmark: _Toc176004659]Communication Challenges
 Jovanovic (2021) is screening the following challenges in the communication:
· Lack of communication
· Overload of information 
· Not enough knowledge sharing 
· Lack of coordination between the teams
· Lack of feedback
· Motivation problems
· Not enough engagement
· Negative attitudes
· Self -editing  caused be the social status.
· Cultural differences
· Poor written communication
· Technology
[bookmark: _Toc176004660]Strategies to overcome communication challenges. 
The communication process is the sharing of meaning messages through words, behaviour or material means. It is mostly used for coordinating activities, negotiation, for distributing information, or to  motivate people. It is important the receiver to decode the same meaning of the message as the sender intended and the meaning of the message do not be distorted (Deresky, 2018).
In communication process is important to be selected suitable communication channel, which can be verbal or non-verbal. The verbal communication channel depends on spoken and written words for sharing an information. The successful dialogue in the organization improves the communication. On the other hand, written communication is used for more detailed picture. Non-verbal communication channel has a four main forms: facial and eye manners, paralanguage, proxemics, and kinesics ('The importance of developing internal communication strategy,' 2014) 
Listen First – the active listening is important for successful communication.
Strategic transparency  - the communication strategy has to respond the company’s goals.
Crisis Management – the way how the people communicate in crisis can develop or decrease the reputation of the company.
Digital Mastery
Engage Authentically
Continuous Learning
[bookmark: _Toc176004661]Conclusion
Communication in all its forms is an essential factor in the cross-cultural management. In every multinational business, which operates internationally should be investigated and analysed the cultural characteristics of the country where the business will be expanding. The cultural communication depends on the similarity in the cultural expectations between countries. The challenges in cross-cultural communication can lead to lost business, embarrassments, and unintended offences. On the other hand, the cultural gaps can be defeated by understanding of the Globe project, the trust and the cultural variables in the communication process and knowledge how to adapt to them. (Deresky, 2018). Unilever is a 95 years-old company, with huge experience in international operations, with products used in every home and from everyone. On the other hand, Poland has a market with 38 million people, who are potentially buyers and employees. With cheap but qualified labour force, diversified economy and resilient financial sector Poland is excellent choice for Unilever. Using appropriate strategy and developing up to date in communication will bring Unilever more opportunities, success, and profitability. However there are examples of many big and successful companies, that fail because of lack of cultural knowledge and mistakes connected with it. Unilever, even as a successful company should learn from other company’s mistakes and success. Market in Europe will increase even more Unilever reputation.
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Unilever produce baby food, breakfast cereals, energy and soft drinks, tea, hygiene and health care products, ice cream, instant coffee, dairy products, beauty products, bottled water, pet foods, pharmaceutical and toothpaste. The company has facilities for development and research in India, China, UK, US, Netherlands, and Pakistan.
Unilever sustain employment and growth in UK, they invest in skills with their training programs for employees. (Unilever PLC, 2024)
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