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[bookmark: _Toc2059367374]Introduction to the British Business communication 
In the context of British business communication, understanding the nuances of language, culture, and etiquette is crucial for effective interaction and relationship-building. The United Kingdom, with its rich history and global influence, presents a unique business environment where communication practices are often guided by tradition and an intense sense of politeness. British business culture places significant emphasis on professionalism, understatement, and respect for hierarchy.
However, British business communication is not just about formality. The UK is also known for its pragmatism and adaptability, traits that have become increasingly important in the modern business environment. As the country navigates a rapidly changing global landscape, British businesses have embraced more direct and transparent forms of communication, particularly in fast-paced industries such as technology and finance. This shift reflects a broader trend towards efficiency and innovation, where clear, concise communication is essential for decision-making and problem-solving.
[bookmark: _Toc399662375]Brief introduction of Unilever
Unilever Plc, a leading British multinational company renowned for its extensive portfolio of consumer goods, continually seeks opportunities for global expansion to enhance its market presence and drive growth. 
Unilever can be considered a global consumer goods company that strongly focuses on market development and product innovation. Unilever operates in 190 countries by leveraging a diverse portfolio that includes health and wellness products, beauty products, food, and beverages, and so on (unilever.com, 2024). The company has firmly embraced a global perspective by adapting proper communication styles to adapt to the international workforce and the diverse range of markets. Global operating profit of Unilever Group in 2023 was estimated to be around 9.8 billion euros and that is down from over 10 billion euros in the prior year. Operating profit in this case has been used to chart Unilever’s performance over the years and the report indicates that the company performed its best in 2018 having recorded an operating profit of more than 12.5 billion euros. That year the multinational also indicated revenues close to 60 billion euros (Statista.com, 2024).
[bookmark: _Toc1574273396]Hofstede Theory comparing Poland and Spain


[image: ]
[bookmark: _Int_XABLEb1I][bookmark: _Int_ATaWeZf6][bookmark: _Int_SPf4UmSl]UK: Low power distance, high individualism, high masculinity, low uncertainty avoidance, short-term orientation, and high indulgence. Poland: High power distance, moderate individualism, high masculinity, extremely high uncertainty avoidance, moderate long-term orientation, and low indulgence. Spain: Moderate power distance, moderate individualism, low masculinity, high uncertainty avoidance, short-term orientation, and moderate indulgence. 
Applying Hofstede’s cultural dimensions theory provides further insight into the differences between Spain and Poland. There are six dimensions that Hofstede has produced, and they include power distance, individualism, masculinity/femininity, uncertainty avoidance, long term orientation and indulgence (Diamastuti et al., 2020). When it comes to uncertainty avoidance, which pertains to a society’s preference for certainty over risk and its patience for unfamiliarity, Spain is only a few points behind the top-ranking countries. This could pose a problem when implementing new strategies or ideas at Unilever, as it may fail to disentangle the different processes if it is not done properly. Spain has also been reported to have a clear collectivist culture that accommodates the respect of group members including harmony in the relations in Unilever’s organisational structure topped by teamwork and culture (Raiyan and Hasan, 2023). On the measure of uncertainty avoidance, Poland has a score lower than other countries meaning that the Polish society is less sensitive to changes and uncertainties hence likely to adapt easily to new business practices and strategic plans. The nation is more individualistic than the Spanish one, which might imply that the economy is stratified and its workforce assertive and mutually independent. What is more, Poland is characterised by low power distance, so the approach to management and decision making will be closer to equal, which will correspond to Unilever’s management worldwide practices.
[bookmark: _Toc1179678588]Communication Barriers the British Business could experience
For Unilever Plc, a leading British multinational company with a diverse portfolio in consumer goods, expanding into a new EU-based country presents both an opportunity and a challenge.  An assessment of Unilever is done in relation to the compatibility of current products that may be of interest to untapped markets within the EU in terms of culture, language, risk, labour and communication. The premise of this essay is to analyse two EU countries, namely Spain and Poland using this lens to provide a recommendation of the best mode of expansion for Unilever and how this company can overcome communication barriers. The first step involved a comprehensive examination of the socio-cultural environment in Spain and Poland with specific focus on the organisation to determine the extent of influence on Unilever’s operations. Besides, factors like social profiles, language use, and labour market environment are sometimes evaluated to see its fit with Unilever’s organisational culture and business model (Godelier, 2020). Furthermore, the integration of Hofstede’s cultural dimension theory sheds light on the cultural factors and further issues that exist in different countries for Unilever. 
Spain and Poland are two excellent locales of development for Unilever’s business since they are completely different and challenging markets with distinct customers and distinctive economic environments. In Spain, the socio-cultural environment is of a substantial importance given to the family as well as human relations, in the organisational culture the importance is given to work-life balance. The main language spoken is Spanish, and other languages as Catalan and Basque may also be spoken within that area which may affect the communication and marketing approaches. However, the work culture that exists in Poland is comparatively more diverse and structured, and Polish is the most spoken language there (Daheur, 2022). Knowledge of these cultural characteristics gives Unilever the necessary information to formulate its strategies well.  It is therefore important to identify the communication issues that a British multinational is likely to face in a new market to increase the chances of successful operation. These barriers are examined in both Spain and Poland based on the aspects of the language, ways of communication, and business manners. There is also basic communication in relation to other local stakeholders which forms the basis of its long-term operations. 
Spain has rigid regulations concerning the labour market, and it means that they pay a lot of attention to work-life balance, which fits the Unilever company’s policies on employee satisfaction and sustainability (Smith and Lewis, 2022). It is also important to note that the Spanish population is composed of many international workers, so this characteristic may also be helpful to Unilever’s global approach to the topic of diversity. However, some issues affecting Spain include; a high unemployment rate, especially among the youth, which may affect the supply of the skilled workforce in the country and the supply of skills in the labour market. 
[bookmark: _Int_fDgI5b1y]Poland, on the other hand, presents a rapidly growing economy with a relatively low unemployment rate and a skilled labour force, particularly in sectors such as IT and engineering.  The level of diversity of the workforce is lower in comparison with Spain; however, Poland has been gradually progressing in this sphere and enhancing working conditions. The hierarchical work culture might be incompatible with Unilever’s commitment to collaboration and management diversity, but the prospects for labour are bright because of the steady economic development and the importance of education and training investments in this country (Tegon, 2021). 
Cultural fluctuations affect an organisation’s ability to communicate; therefore, communication barriers are a key factor that Unilever must overcome when entering either Spain or Poland. The dominating language in Spain is Spanish and while many of the businesspeople in Spain may be able to converse in English, the level of English may differ. Other communication barriers could also arise from regional languages that may also take different approaches in dealing with each region (Khatri and Assefa, 2022). Spanish cultural norms of collectivism, and knob culture mean that the personal orientation of the relationship can affect business communications and bargaining. The perception of these cultural communication patterns is crucial for Unilever in achieving good relations with these stakeholders. 
In Poland, the primary language is Polish, and while English is increasingly spoken in business contexts, it may not be as universally understood as in Spain. Conflict with the Polish business culture entails problems related to politeness, business structures and formal hierarchy (Hofweber and Jaworska, 2022). Poles usually tend to be more direct when it comes to communication and they expect the messages to be clear, structured, and well thought out; this may come as a contrast to the Spanish system which is less formal and more about relationships. These are the differences that Unilever will have to pay attention to so that they can establish fruitful communication and cooperation with the Polish counterpart and employees. 
In view of the findings of the comparative analysis of Spain and Poland, it can be stated that carrying out expansion in Spain is more beneficial for Unilever. Thus, the conditions of the Spanish labour market and cultural environment complement the values of Unilever and the company’s ways of operation, making it optimal for its growth. Spain is a multicultural and continuously changing country that has abundant potential in which Unilever can use its experience and knowledge of international markets and at the same time consider the peculiarities of the Spanish market (Karolina, 2021). This is in harmony with Unilever’s working culture, moderate workforce diversity in the country corresponds to the management style of Unilever. Altogether, these factors offer favorable grounds for Unilever to launch its products and synchronise its functional methods. 
Additionally, the current economic atmosphere of Spain is favourable for consumerism and investing into the market has a stable and favourable legislation. These aspects are complemented by the fact of having a good infrastructure, being situated in the EU, and a good distribution channel within the country, making it a good new market for Unilever to venture into. To take maximum benefit of these advantages, it is necessary to make special strategic steps according to the Spanish market scenario for Unilever (Dmitrievna, 2021). This comprises adapting the company’s product portfolio to incorporate what the Spanish consumers prefer, designing and implementing marketing initiatives that are acceptable to the latter, and building a good relationship with the local supply chain and other players. In this manner Unilever has laid the foundation to harness the growth in this market and outline its trajectory for success within one of Europe’s premiere economies, Spain. 
In addition to this, Unilever should also expand to formulate several stakeholder engagement strategies to further enhance their standing in Spain. The implementation of this strategy should also involve becoming members of the local CIGs, forging partnerships with the Spanish Business Organizations and undertaking corporate and social responsibilities which are culturally acceptable by the Spanish community (Altassan, 2023). A strong local network will not only help with the ease of entry but also improve Unilever’s brand status and develop sustainable relations with key buyers overall. 
Further, restructuring the organisational strategies of Unilever to adopt the Spanish culture of doing business would also prove to be useful (Baragiola and Mauri, 2021). It can also mean the formation of management teams that are capable of addressing the local issues of markets in which the organisation wants to expand into. A strong management team especially those who are knowledgeable in the Spanish systems, processing, habits of doing business and consuming products will go a long way in helping the company manage the Spanish market forces as they emerge positively. 

[bookmark: _Toc1286861799]Recommendations
Market research shall also be one of the important investments as it will help in identifying the current and potential trends among the consumers in Spain. This will help Unilever to be able to gain a closer understanding of the Spaniards’ new requirements in the company's products and avoid past mistakes such as generic marketing. Including regional characteristics of Spain like, urban and rural differences might also contribute to further understanding and result in better business approaches. Additionally, it will be necessary to identify risks related to the Span Market, including instability rates or changes in the legislation and prevent them from negatively affecting business. The company should consider setting a framework that would involve periodic evaluation of a state’s economic and regulatory environment and formulation of such plans for adverse effects on Unilever operations. 
Thus, it can be said that Spain is suitable for Unilever as, first, it shares the understanding of the core values, second, the structure of the labour market, and third, the cultural environment does not contradict the company’s aspirations and can contribute to its successful development. Through the identified approaches of minimising barriers to communication, involving the local stakeholders, modifying organisational practices, and managing risks Unilever can prepare for success in the Spanish market (Brickell and Elias, 2022). This broad strategic planning will guarantee not only its efficient market entrance, but also the growth and inclination to success in Spain in the long future. 
Moreover, it put forward the recommendation based on the assessment of the two countries to arrive at the right choice for Unilever’s expansion. It also describes measures for managing the communication barriers mentioned and building a favourable climate for the development of management novelties for Unilever operations. Thus, Unilever could offer a strategic and, therefore, informed approach that will allow it to enter the new market without many problems, take advantage of the opportunities in the area and consolidate its positions internationally. 







[bookmark: _Toc1259034665]Conclusion
[bookmark: _Int_XdF23QMQ]In the evaluation of Unilever's potential expansion into Spain and Poland, it became evident that Spain emerged as the more favorable option for the company’s growth strategy. The situation of the Spanish labor market and Spanish culture proved compatible with Unilever’s values and ways of functioning, so Spain represented the right choice for expansion. Concerning culture fit, work-life balance was an influential aspect in Spain; Spain obtained a collectivist score, and it had a high degree of workforce diversity to support Unilever’s equivalent corporate culture and managerial strategies. The nature of Spain’s market was diverse and dynamic which meant that Unilever could apply their global strategies while addressing the local consumers’ needs. The materialization of a stable and conducive economic climate in Spain in addition to its strategic position in the EU zone and corresponding infrastructure worked in combination with the above factors to make the country even more suitable for becoming the next new market. All these advantages were defined by Unilever, and the company realized it is possible to gain a proper market position and develop further. 
[bookmark: _Int_hL2zstMR][bookmark: _Int_ZLsjLqnt]In order to fully seize such opportunities, the firm had to strategically reorient its traditional Porter’s product portfolio and communications mix to fit the peculiarities of Spanish consumers. Thus, establishing relations with the local stakeholders, language and culture learning, and practice implementation were steps that made a crucial difference to overcome the identified communication barriers and integrate the company into the Spanish market.   Therefore, Spain was deemed as the superior choice for Unilever’s expansion since the company and the nation were seen to share several values, the economic and labor market were deemed to be conducive for the firm, and culturally, the two seemed to be a good match. They gave Unilever a clear map of how it could lay a good foundation and grow steadily in the Spanish market. 
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