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UK Unilever Company Entry into India Beauty Market
[bookmark: _Toc103017556]Introduction
Currently, there are adverse transformation and changes in the business world with the improvement and advancement in technology. With the use of online marketing skills and the use of mobile devices over a long distance, the world of business has changed making the world a global village. Multi-national companies have established business relationships in the developing and third-world countries involving an accountable and transparent global labour pool. Despite the advancements and the international changes, companies such as the UK Unilever personal and beauty care company does not understand the relationship between international businesses and communication. 
While launching a business project business in a new country, the Unilever project managers should consider the success of other businesses in the country and the differences between India and United Kingdom in terms of communication and culture. The project managers should consider the availability of diverse cultures, the business and social backgrounds of the people, relating different languages, values, beliefs, customs, lifestyles and the working habits of the developing country (Szkudlarek et al., 2020). Therefore, the Unilever project managers should understand the important cultural differences which may hinder the success of their business in India. Importantly, they should understand that the higher the level of cultural influence the higher the ability of affecting the intercultural communication. 
In the past business period, organizations and business companies emphasized on tolerance in a corporate environment. However, the new intercultural and international business and communication context emphasizes on cultural differences between the launch country and the developing country. Therefore, the Unilever Company should focus on the cultural differences and communication barriers to establish a competitive advantage and a success in the future of the companies (Rubtcova et al., 2019). Project managers should conduct and inclusive environment evaluation depending on the cultural and communication barriers before engaging in an international business relationship with India. Therefore, this paper focuses on evaluating and examining the international business relationships and the cultural communication context between United Kingdom and India to help the UK Unilever Company to set an effective personal and beauty care business in India. Besides, the report provides the historical background of India and uses Hofstede theories of international business and communication in comparing the two countries in relation to international and intercultural business issues. 
[bookmark: _Toc103017557]Introduction to the developing country selected
 India is a country situated in South Asia. It is the world's seventh-largest country in terms of land area, the second-most populated country.
Population: 1.38 bilions (2020)
Languages: Hindi and English are the official languages
Culture: Indian culture is among the world's oldest, with a civilization dating back over 4,500 years. According to the All World Gayatri Pariwar (AWGP) group, it is known as "Sa Prathama Sanskrati Vishvavara" — the world's first and supreme culture.
Religion: Some of the world's main religions, including Buddhism, Hinduism, Jainism, and Sikhism, originated in India. Other religions, like as Islam and Christianity, have infiltrated the populace today, though Hinduism remains the most common.
Economy: The economy of India is a middle income developing market economy. It is the world's sixth-largest economy by nominal GDP and the third-largest by purchasing power parity (PPP).
Technology: India has been incorporating a high amount of capital into its technological infrastructure. And due to its determination and growth mindset, India is now ranking in 46th place in Global Innovation Index 2021
Over the past years, the Indian and UK business and government relationships have promoted a huge economic dynamic contributing to an improvement of the Indian economic interests in the United Kingdom. Besides, the collaboration of the business and governments of India and UK have contributed to a cultural perception of the people of the both nations. According to Divekar and Itankar (2020, p.1359), there is a decrease in the generated revenues in the established bilateral trade organizations in the two countries which has recorded a decrease from 16.9 billion dollars in 2018 to 15.4 billion dollars in 2020. The UK business relationships have had a great push to ensure effectiveness of the bilateral trade among the UK organizations and the Indian government. 
Importantly, the UK is a significant contributor to advancement of the social and economic development in the Indian community. Majorly, India relies on exports and imports from the United Kingdom. Still, the UK plays a significant role in promoting the productivity and the profitability of the businesses and organizations in the Indian business sector. Currently, many organizations can manage the supply and demand which has strengthened the job and employment opportunities in the Indian community (Gupta et al., 2020, p.107). Notably, India has a diverse scope in the education, skill development, advanced engineering and technological collaboration which makes it easier for businesses and organizations to successfully engage in projects in the country. Therefore, the Unilever personal and beauty care company is likely to succeed in the venture in India as many organizations have succeeded in the country. 
[bookmark: _Toc103017558][bookmark: _Hlk54259713]Cultural differences
According to Beugelsdijk and Welzel (2018, p.1469), Hofstede introduced six national culture dimensions after a research on the relationship of culture and its influence on workplace and business communication. The theory identifies the dimensions including collectivism or individualism, power distance, feminity or masculinity, long or short term business orientation, Uncertainty avoidance and Restraint or business indulgence. Application of the Hofstede theory will help us in contrasting and comparing the UK and the Indian opportunities which will help the study to address the defined business communication issues. 
First, power distance defines the extent to which the developing country is willing to accept and utilize power over the developed country. In this case, power distance determines the willingness of India to engage in the business and organizational operations and the equal distribution of mandate and powers among the two countries. India indicates a great power distance dimension which defines an acceptance and willingness to work according to the UK hierarchical business and organizational order where all people have a need despite a justification (Beugelsdijk and Welzel, 2018, p.1479). On the other hand, the United Kingdom has a low power distance score which defines that they have an interest to equalize power distribution demanding the rationalisation for power inequalities in business and organization operations. Mainly, formal communication and formal conversations are used in India while informal and collaborative conversations define the UK organizational and business culture. Thus, Unilever should involve in formal communications and dialogues in India to ensure their success.  
Second, Beugelsdijk and Welzel (2018, p.1470), defined the individualism or collectivism dimension as the extent in which people work as an independent party or a collective engagement. Specifically individualism focuses on the nature of people to work or engage independently opposing the members of a collected group. India has a middle score accounting for 48 % which indicates that they support both collectivism and individualism. As independent people, they must consider the good of the larger community with a goal for a tight societal framework where people expect group members and relatives to be careful during unquestioned loyalty business exchange. On the other hand, the UK has a great score of 92% with a loose social organizational framework where people are expected to consider their personal well-being and that of their immediate relatives and families. Thus, intercultural and international communication for business operations for both countries should focus on how the individualism group can benefit from the collectivism group influencing both organization in the two countries. 
Moreover, the societies which demonstrate a high masculinity power tend to have a heroism, achievement and assertiveness preferences during business and organizational operations which are perceived as the success rewards. Besides, the societies are viewed as competitive compared to the femininity oriented societies. The femininity societies are perceived to consider cooperation. Modesty and love for the weak and high quality lifestyle which does not involve organizational competition (Beugelsdijk and Welzel, 2018, p.1480). Both the UK and India have relatively high scores of 60% and are considered as masculine communities. The uniqueness and same identity in this dimension may promote a stable and successful business operation between the two countries. 
Nonetheless, uncertainty avoidance focuses on a community’s tolerance to ambiguity and uncertainty. Both the UK and India have an almost equal score of 46% and 40% respectively. The relatively poor score defines a preference for risk-taking and innovation in organization development and project growth. They have an ability to change and adapt to new operations and new business and organizational operations. According to Litvin (2019, p.713), communication is important in business innovation and in development risk taking, communication promotes understanding and outlining of the identified risks and the available risk mitigation operations which will help the success of the organization. 
Also, the restraint or indulgence dimension determines the international and intercultural communication and relationship between countries. Mainly, communities and countries that have a high indulgence score such as the United Kingdom have social beliefs and norms which allow people to relax and enjoy their lifestyle. Compared to the UK, India has a strict adherence to their traditions and norms and are not easy to cope with in the business and organizational environment. Thus, business and intercultural communication in India may be perceived as impulsive in the indulgent communities where they demonstrate that they want planned and calculated communications (Litvin, 2019, p.717). Formal conferences and meetings are meant to discuss problems which will meet the wants and demands of both countries rather than informal meetings. 
[bookmark: _Toc103017559][bookmark: _Hlk54259846]Cultural sensitivity
With the increasingly transformed world, people should understand essential cultural sensitive differences in the workplace and in the organizational set up both externally and internally. Unilever serves culturally diverse employees and customers. Still, Unilever has established multiple branches in different countries. While organizations can consider cultural sensitivity as a minor issue, it can lead to dangerous risks among clients, customers and employees from a culturally sensitive society (McCormack 2018, p.649). Cultural sensitivity revolves around the dressing, the body language and other societal approaches. Therefore, cultural awareness is an important aspect in business operations and organizational growth. Therefore, Unilever should be aware of the Indian culture to ensure their success in the country.
First, the Unilever Company should understand the Indian culture hierarchy. The cultural hierarchy is a significant impact towards strengthening the decision-making and problem solving mandate of the Indians. The foreigners should acknowledge and appreciate the deference and respect for their superiors and how they monitor and manage the information and communication among the population (Wang et al., 2018, p. 326). Importantly, the company should understand that the Indian culture is a “yes” oriented culture during communication. Indians please all people during communication no matter the argument. Besides, Unilever should understand that Indians stick to their jobs and have reputations if people are not responsible and do not define an initiative in a cross-cultural environment. 
[bookmark: _Toc103017560][bookmark: _Hlk54259960]Communication barriers and challenges (UK vs. India)
International business project managers encounter different communication challenges while engaging with other countries. Specifically, many countries have encountered multiple communication barriers as they venture business operations in India. The communication barriers may hinder a success of the business as well as slow down the development process in the business and organizational set up (Sanden, 2020, p.24). Some of the encountered communication barriers include language barrier, cultural oriented barriers, Unwillingness to accept change, societal ignorance and other communal behaviours which may affect the communication process. 
According to Sanden (2020, p.25), many countries such as China has experienced communication problems which include language barriers during the international trade with India. In most countries, individuals may come up with their own jargons or other phrases to refer to something. Such phrases may have a dangerous and disrespectful meaning to other languages and communities. Therefore, to avoid phrase misunderstandings people should use simple vocabularies which is easy to understand and interpret. In India many phrases may have a bad impact to another society which can cause misunderstanding during organizational and business environment. Although many countries have tried business operations with India, language barriers has been a major challenge which has prevented the success of the projects. 
[bookmark: _Hlk54260118]Still Mukherjee (2018, p.4), explains that India has encountered a great cultural communication barrier which has hindered the success of major business operations. Several cultural factors have had a major impact on the organizational development of major businesses in the country. They include personal space, body language, voice modulation, age factor, gander roles, appearance, job status and the mode of dressing. The cultural norms and beliefs may contribute to miscommunication and misunderstanding among countries in many environments. With globalization and liberalisation, people are bound to respect cultural diversity in organizational and business environments as it may contribute to communication barriers. In major cases, the Indian community is not willing to associate with a foreign culture and may affect the success of the country (Mukherjee, 2018, p.7). For example, Indians demonstrated unwillingness to adapt the United Stated communication culture which gave a strain and a slow development to the business operations between the two countries. The Indians perceived the United States people as a threat to their culture and they were not ready to collaborate with their innovations in their country. 
[bookmark: _Toc103017561]Communication strategies and recommendations
Organizations and business organizations should use appropriate communication techniques to help thrive and operate effectively in a new environment. Besides, they should implement simple and clear communication efforts and strategies to develop and establish a unique and long-term business operation in the new environment. Therefore, the UK Unilever Company should consider appropriate communication strategies to work in India considering the cultural background, the cultural differences and the language techniques (Mukherjee, 2018, p.9). The Unilever Company should explore the significance of effective communication in the organization and in the business environment. Still, the management should consider an organizational relationship among the partners, customers, co-workers and the organizational stakeholders. 
First, Unilever should consider an open business and organizational environment to allow clear and simple communication floe among all members in the organization. The project managers should ensure that all people are an equal problem solving and decision making approach which will ensure the comfortability of all people. Besides, the managers should emphasize on use of simple and easily understandable phrases which will ensure that people do not misunderstand and misinterpret others (Hong, 2021, p.37). Thus, the company will be able to prevent communication oriented challenges thus fostering the growth, productivity and profitability of the business in a new environment. 
Moreover, the project managers should engage all communities in the leadership and decision making practices. The team should always be engaged in any new transformations and they should be aware of the associated benefits which come with the innovation. Still, the project managers should formulate strict but flexible risk mitigating strategies which will consider all people in the organization without limitation (Boğa & Topcu, 2020, p.150). The technique will ensure that all people are considered as part of the development and growth team which will ensure proper use of resources supporting the goals of the entire project. Notably, the project and team leaders should recognize and acknowledge the achievements of all people with rewards and motivations which will see the success and growth of Unilever in a foreign country. 
[bookmark: _Toc103017562]Conclusion 
The Unilever UK Company may encounter a great strain and challenge while venturing to enter the Indian business and organizational structure. As presented in the research, Indians do not have an equal or similar cultural relationship with the UK organizational set up. Although many UK companies have survived in the Indian business economy, they have faced significant challenges such as language barrier, cultural differences and lack of support from the Indian government. Besides, they have experienced strained relationships from the Indian citizens. Notably, they have different business and organizations scores which create a huge difference among the UK organizational establishment and the Indian organization dimension. 
Notably, the Unilever UK Company should focus on creating a working environment which favours the Indian culture. Indians have a cultural sensitive workplace environment which requires strict adherence to ensure their success. The organizations should focus on the demands and needs of the culture to support collective understanding and engagement during business practices and to provide a close relationship between the UK project managers and the Indians. Therefore, the UK organizations should consider and focus on the Indian culture to achieve success of their operations. 
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