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1. Introduction

The majority of global commercial activities revolve around communication which is crucial for the transfer of knowledge, the formation and maintenance of relationships, and the management of organisations.
At the interpersonal, and organisational levels, effective communication is essential to the operations of multinational corporations (Szkudlarek et al., 2020) 
This report is going to include the MNC Unilever operation in Indonesia a developing country of the author ‘s choice to discuss, evaluate and critically analyse the cultural differences, sensitivities and challenges between the UK and Indonesia. As well it is going to analyse theories of international and intercultural communications across the selected countries and evaluate the importance of networking, communication barriers and challenges between Unilever UK and Indonesia. 
The impediments to expansion in manufacturing in the UK according to GOV (2020) have to do with institutions, skills, innovation, investment, supply chain cooperation and lastly with labour availability. 
Similar reductions in the motivation for businesses to invest in innovation may result from the presence of spillovers connected to innovation activities.
The industry's growth in Indonesia keeps accelerating and is having a big influence, however, the manufacturing sector faces several difficulties such as demand prediction for products, the management of inventory, controlling sales prospects, a higher return on investment, the rise in qualified personnel and increasing in-factory efficiency noted by KNIC (2019). 

2. [bookmark: _Hlk123116267]Introduction to the developing country selected 

Indonesia, a presidential republic with an archipelago of 1,913,580 km2, is located between the Pacific and the Indian Oceans. As a result, Indonesia is one of the largest in Asia and the 15th biggest country in the world. Urban areas are home to 57% of the population, however, there are 18,307 largely inhabited islands as well. 
Its capital and biggest city are Jakarta with a population of 10.560 million (2020). According to World Data (2022), Indonesia’s population grew from 87.75 million in 1960 to 276.36 million in 2021, rising noticeably to 214.9%. 
The official language is Bahasa Indonesian, however, there are several mother tongues such as Javanese (39.4%), Sunda (15.8%), Malay (12.1%), Madura (4.3%) and Minangkabau (2.4%). 
It’s important here to highlight that English has been taught as a first foreign language in secondary schools since 1946.  
The main religion is Islam with 87.2% distribution, followed by Protestantism- 7%, Roman Catholicism-2,9% and Hinduism- 1.7% of the population. Indonesia is a very spiritual nation and atheism is not widely accepted.
This set of cultural frameworks and moral principles are also defining the main values in society.
 Indonesian culture is hierarchical and community-centred. The national motto of Indonesia is the concept of mutual support and consensus noted by MFA (2022). 
[bookmark: _Hlk122689429]The gross domestic product in Indonesia totalled 1.186 trillion USD, or $4,292 per person, for the entire nation. As a result, Indonesia is currently ranked 16th and has one of the greatest markets world. Indonesia comes in at position 98 on the list of richest nations as their exportation rate is higher than the importation relatively by $246.87 bn and $217.74bn. 
In 2021, Indonesia's inflation rate was roughly 1.56% in comparison to the EU -2.55 % and 4.70 % in the US. Prices for basic consumer products are roughly 64.6% less expensive than in the USA.
According to World Data (2022), the alleged corruption index is 38, which is below regular.
 Also, the unemployment rate for Indonesia is 4.4%, comparatively low than the EU and US, however, this could be measured differently in each country.
Indonesia has the largest economy in the area and is in the G20 club of the richest countries in the world. The nation's largest sector is manufacturing which is boosted by the rapid development in the information and aerospace technology sectors. Furthermore, as Heydarian, R. (2022) suggests, the nation is anticipated to surpass China, India, and the US to become the fourth-largest economy in the world by the end of this century.
However, there are still insufficient highways, ports, airports, and bridges, and the infrastructure that is already in place is of poor quality.
Indonesia had 144 million people in the workforce in February 2022 as noted by Statista (2022). The labour force in Indonesia shrank by roughly a million individuals as its unemployment rate reached its greatest level in 2021. 


3. [bookmark: _Hlk123116301]Cultural differences between the UK vs Indonesia

It was important for Unilever effectively implement intercultural differences to be successful in Indonesia.
The company's growth is made possible by the efforts of more than 4,000 workers as the most valuable resource. Additionally, the ongoing capacity development for human resources may help the business maintain its competitiveness. Therefore, the utmost importance is to understand the local culture.



United Kingdom
 Indonesia 
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Description automatically generated]According to Hofstede Insights (2022) in the dimension of power distance, Indonesia has a 78 score, meaning that this culture is highly dependent on hierarchy, has unequal rights between people, unable to approach superiors. Executives are accepted for their stance and management is expected. Indonesian co-workers would assume to be commanded by those. Figure 1                                                                                                                                                    Source: Hofstede-Insights (2022)

However, the British culture exposes the value placed on birth rank and the ingrained notion that one's shouldn't have restrictions to advance. A sense of justice drives the concept that everyone should be treated equally.
Indonesian people have a highly collectivist culture. This suggests a significant desire for a community organization in those members of an in-group are expected to uphold the standards of the larger society. This is particularly true of the Family's role in interpersonal relationships.
On the other hand, the UK is a very individualistic culture, where happiness is sought through personal fulfilment, carrier progression and success. British society is consumeristic, marked by the ‘ME ‘culture and privacy. 
Indonesia is considered low masculinity culture. In Indonesia, position and external indications of success are important, although inspiration is not always generated from financial gain. While managers want consensus, employees cherish fairness, friendliness, and competence in the workplace. Conflicts are resolved through compromise and discussion. The focus is on wellness, status is not mentioned, and an excellent manager promotes decision-making participation.
The UK has a masculine society with a score of 66, driven by competitiveness and success orientation. British people live to work and it's crucial to understand that not everything that is said is what is meant.  
The uncertainty avoidance index of 48 for Indonesia shows a low preference for it. No matter how upset they feel inside, Indonesians are expected to keep their bad emotions under control and instead maintain a pleasant demeanour. This suggests that maintaining harmony in the workplace and within relationships is important for Indonesia. Indonesians prefer employing a third-party mediator over direct communication to maintain the illusion of peace in the workplace. The British are comfortable in ambiguous situations, so we won't know much about how we're getting there. Additionally, the process itself will be flexible and responsive to a changing and evolving environment.
The result of 62 indicates the pragmatic nature of Indonesian society. People believe that circumstances, context, and time are important factors in figuring out what is true. They have a natural ability to modify traditions to match changing conditions.
In this dimension, British culture cannot be determined at a score of 51. 
The people of Indonesia tend to be cynical and pessimistic and have a culture of restraint. Compared to Indulgent societies, these cultures place less emphasis on leisure time and restrict the fulfilment of their desires, and their activities are limited by social conventions.
The British culture is classified as Indulgent with a score of 69. When it comes to enjoying themselves and having fun, people are willing to act on their instincts. They value leisure time, which contributes to their positive outlook and upbeat demeanour.

4. [bookmark: _Hlk123116369]Cultural sensitivity UK vs Indonesia
Being mindful of the differences and similarities between people without passing judgement on them as good or bad, better or worse, is the concept of cultural sensitivity. The idea of cultural sensitivity is the ability to comprehend another person's set of values or ideas that are connected to that person's ethnic or racial origin as noted by Derensky H., (2017, p.174).
A person must also be willing to change their behaviour to respect the cultural beliefs of others. Understanding that one culture or way of life is not superior to another is what it means to be culturally sensitive.
Business culture in Indonesia is hugely influenced by its cultural norms. Therefore, Unilever did their research largely focused on it and after that effectively implemented it in their business approach. Bias in decisions regarding hiring, promoting, and terminating employees is decreased by a strong sense of cultural knowledge and sensitivity.
For instance, Indonesian people view themselves as conducting business with people, not a company. According to Panggabean, H. (2004), a person gives a better impression of themselves as an individual and therefore may anticipate a lot of inquiries about their family and private life from them as they try to get to know their business partner.
Emotional life is very important for Indonesian and their word kepekaan translates to "sensitivity," which describes a refined rasa.
It permits one to grasp the true significance of events, something that reflects the fundamental principles states Reksosusilo (1989) and will possess the capacity to evaluate circumstances, act appropriately, and maintain peace. The ability of harmony to avoid conflict is a significant aspect.
Indonesian people are willing to display emotional control and they are highly sensitive to non-verbal behaviour. Moreover, their active sensitivity as a form of empathy and ability to develop adequate behaviour to bridge differences play a huge role noted by MagnisSuseno (1996). 
As well as their acceptance without conditions or the readiness to see cultural variations as a component of human nature is one of Indonesian ‘s cultural abilities to do successful business with others. Another example of their culture is performing face-saving behaviour. 
One of the advantages of speaking the local language in Indonesia is the differential pricing in the country. Foreigners unable to speak Indonesian are at risk to buy things 2-3-times more expensive.  It makes the business partner to be aware of better existing options, just because of their ability to interpret the information around them. 
The main disadvantage of learning Indonesian is the complexity of the language and consequently, the required time of learning it. 
[bookmark: _Hlk122864303]Saddhono K. (2018) suggests that recently in the capital of Indonesia is a spoken language mixture of Indonesian and English called Indoglish. This arose as a type of social expression that smells of other cultures and is distinguished by its occurrence in public.
This new language facilitates communication between business partners and is preferable and convenient. 

5. [bookmark: _Hlk123116407]Communication barriers and challenges the UK vs Indonesia 

[bookmark: _Hlk122953289]There are certain obstacles to pass in cross-cultural communication. The most important to consider are those caused by prejudice, behaviours and belief, ethnocentrism and language.
Popular stereotypes and prejudices are that the British are task-oriented, while Asians are good at maths. Stereotyping someone can be offensive and detrimental in the workplace. The person might feel unjustly judged, which would make them too conscious. These circumstances also hinder communication.
Another example of belief and behaviour differences is that in the UK is valued mostly punctuality and schedules, whereas in Indonesia especially relationships are important.  
According to ethnocentrism, a person's own culture serves as the standard; the more "other" someone is described, the more their culture, behaviour, language, and values depart from it. This makes it difficult to understand the message and breeds hostility.
According to Umami, R., (2022) different communication styles, attitudes toward conflict, decision-making styles, methods for approaching tasks, non-verbal communication styles, and attitudes toward disclosure are just a few examples of the six fundamental cultural differences that can be barriers and considered as challenges in the communication. 
Certain elements of cross-cultural communication challenges are within high- and low-context cultures. For instance, the UK is low- a context culture, communicating precisely and explicitly. Whereas Indonesian rather have a high- context, where body language and tone will be observed and judged. 
The fundamental objective of enhancing intercultural audiences’ potency is to pay attention to intercultural messages. These areas of communication include nonverbal, oral, and written.
For instance, nonverbal cues that are present in both cultures and have a common meaning in both, nonverbal behaviours that are present in both, but have different cultural connotations, and nonverbal actions that have significance in one culture but have zero meaning in the target language are some of them. 
When people from various cultures interact, cross-cultural misunderstandings may occur. People from other cultures may not perceive the message as it was intended to be understood because of cultural differences.
Invisible misunderstandings are caused by the transition from unknowable and non-shared frames of reference to known and maybe shareable frames of reference suggests Umami, R., (2022).
The UK and Indonesia have tremendous differences, as the way of living are defining one of them as an essential, well as the political system and social life. Respectively, in Indonesia everyone must put their religion on the ID card, moreover, is not acceptable to have a different one or no religion at all. On the other hand, in the UK people are not forced to announce their religion, and changes to it are not restrained and are widely accepted. 
 When it comes to infrastructure and development, Indonesia has no metro and not many high buildings. In contrast, the UK has a well-developed infrastructure, and a much better internet connection, people have more understanding of the diver’s community life and obedience to the rules.  
Also, it might be challenging for workers with cultural differences to voice their dissatisfaction with colleagues from different cultures and different cultural perspectives exist about personal space. As well as ideas and solutions might be challenging to communicate, and every culture has its unique ways of negotiating. Different cultures use various methods to assess their personnel as Unilever does. 


6. [bookmark: _Hlk123116443]Communication strategies and recommendations 

Cultural barriers solutions are essential to the efficient operation of Unilever. These must be identified, addressed and the following are some methods for removing them:
People's ignorance of other cultures is the primary source of causing cultural barriers. Employees are inspired to value cultural diversity when taking the time and effort to learn about their co-workers’ cultures. Such behaviours also aid in reducing ethnocentrism and cultural prejudice at work suggests Fisic I., (2022)
When comes to language, foreign workers may feel strange and be reluctant to participate in conversations if they are unable to communicate well in this language.
According to Wahyuni S., (2013), in these situations, native speakers must take care to communicate in a way that is accommodative of the non-native speakers. For instance, instead of employing regional slang, they may speak more slowly and clearly.
Cultural barriers can be removed by practising inclusion in the working environment as the training in diversity will promote improved teamwork. It is an excellent method to begin appreciating and understanding cultures.
It is simpler to interact with one another when people are aware of cultural differences. People exchange the knowledge they have gathered through the years from a variety of experiences and may encourage communication and innovation among co-workers.
There are some recommendations to overcome, correct and how to respond to cross-cultural misunderstandings. 
Disapproval of the provocateur's activities can be expressed calmly and unambiguously. It will be helpful to remain composed and try not to react emotionally. 
Also, accepting the person's apologies if they provide one is important and if not- may be good to let it be once according to Umami (2022). 

7. Conclusion

For managers of multinational workforces, effective intercultural communication is a crucial ability. Being aware of how culture is reflected in communication is important because miscommunication is much more likely to occur when people from different backgrounds interact. This awareness should be developed through the cultivation of cultural sensitivity and an awareness of potential sources of cultural noise during communication.

A person's perceptions of cultural factors such as attitudes, social organisations, cognitive patterns, roles, language, nonverbal cues, and time can have an impact on the communication process.
Also, it is possible to overcome and make progress through the different cultures, as Unilever does use effective communication strategies and approaches. A huge part of their success takes the willingness to know their partners ‘culture and respect it. 
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