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Introduction
In the area of business expansion on a global basis; the selection of the most suitable market for future operations requires a rigorous assessment of the market potential. The present paper focuses on the undertaking of advice for a major British multinational company, Unilever, on the selection of an EU-based country where it is planning to expand its business in future. The main goal is to choose an EU country that would be the most appropriate for Unilever’s business and meet the criteria of successful and sustainable development. The given country must be examined for numerous aspects, including culture, language, and labour issues, as it must be consistent with Unilever's organisational culture and objectives. This opening section sets the strategic stage for effective communication for British businesses, highlighting the vital role it plays in the success of their international ventures. Moreover, the report features a brief description of UNILEVER, a British multinational corporation, and its diverse range of consumer products, which are sold across the globe. Thus, the analysis of the EU countries will follow, with two countries, Lithuania and Luxembourg, being examined to see their suitability for Unilever's expansion plans, while communication barriers are identified and strategies to deal with them are suggested. These investigations will make a set of strategic recommendations, which will be useful for Unilever in deciding the next business expansion strategy in Europe.
British Business Communication
British business communication is a blending of tradition and modernity with deep reverence to hierarchy and courtesy on one side while the other side is the dynamism of today's global market and it is swift in responding to all relevant changes (Holmes, 2018). Perhaps the most fascinating thing about British business correspondence is that it is very polite and indirect. The very nature of politeness, with the help of such words as "please" and "thank you," is what makes manners in the business world so important (Malyuga et al., 2019). This is the epitome of the expression of the unifying feature of the culture of civility and respect toward others' human dignity. Similarly, the people of Great Britain often express their feelings using euphemisms and understatement to convey the messages in a roundabout way to avoid confrontation or offence. A sophisticated, interactive communication style demonstrates the importance of good relationships and social politeness in business interactions (Larina et al., 2019). The way that one conducts business communication in England is generally considered to be formal and strict in terms of rules that influence various aspects of communication. From well-thought-of emails to well-planned meetings, there exists a world of hierarchical structures and traditional conventions that govern a person's professional life (Dimbleby and Burton, 2020). The titles and respectful expressions (honorifics) are almost always used to display respect and deferential attitudes, thereby reinforcing the hierarchical organisational culture. As well as linguistic norms, non-verbal communication is another significant element of British business communication. This is implied by gestures, facial expressions and eye contact that often express subtle information that supplements verbal communication (Czubak-Wróbel, 2018). The calibration of eye contact, for example, indicates attention and engagement, whereas an overabundance of gestures or physical proximity is often perceived as an invasion or aggression (Lanphere and Terlektsi, 2023). The introduction of digital communication technologies has made a tremendous difference in the British business communication environment by eliminating the communication barriers that existed in the past due to geographical boundaries Virtual communications, online meetings, email correspondence, etc. have been integrated into modern business communication and allow for the flexibility and convenience necessary for globalisation.
Unilever
Unilever PLC is a British multinational fast-moving consumer goods company that has become one of the most prominent and internationally powerful companies in the world in years since 2 September 1929 (Iglesias et al., 2023). The company's formation resulted from the merger of two industry giants: The British soap maker Lever Brothers and the Dutch margarine producer Margarine Unie (Nasution et al., 2023). The London-based headquarters of Unilever have made it a key pillar of the UK business community. The Unilever product line is very extensive, it covers a large spectrum of consumer product categories including baby food, beauty products, bottled water, breakfast cereals, and cleaning agents, to name but a few (Unilever, 2023). The ability of Unilever to expand to roughly 190 countries globally has made it the undisputed champion in the soap production industry, reassuring consumers of its dedication to providing quality products all across the world (Unilever, 2021). Unilever's portfolio of iconic brands has become the main driver of its success, and these brands are now equal in quality and reliability to the name of the company itself. Axe (Lynx), Ben & Jerry's, Dove, Hellmann's, Knorr, Lifebuoy, Lux, Magnum, Omo (Persil), Rexona, Sunlight, Sunsilk, and Wall's (Heartbrand) are the backbones of Unilever's extensive brand portfolio, which collectively meets the ever-changing needs of consumers everywhere (Unilever, 2023). Unilever's organisational structure reflects its strategic focus on key business areas, with five distinct business groups: Skin Care, Make-up, Hair Care, Dental Care, Nutrition, and Ice Cream. In its R&D facilities (Kang, Lee and Choi, 2023). Unilever concentrates on strategically located sites in China, India, the Netherlands, the UK and the US, thus, it remains at the forefront of innovation, looking for ways to satisfy the evolving consumer demands and preferences (Jevtić and Milovanović, 2023). Undoubtedly, Unilever’s remarkable journey was punctuated by critical changes and growth, manifested in a succession of strategic purchases and diversification activities.
Evaluation of Lithuania and Luxembourg for Unilever Expansion
The evaluation is to provide a thorough analysis of these two EU countries that are based in the EU and take into consideration various factors like cultural differences, social contexts, language, risks, labour outlooks, and Hofstede cultural dimensions. The analysis of such factors by Unilever can make a difference in choosing whether to expand or not to these markets.
Country Facts
Lithuania, a country in the Baltic area of Europe, is famous for its diverse culture being moulded by many years of history (Prakas et al., 2023). The country of Lithuania has a population of around 2.8 million people (Aleksandravičiūtė et al., 2023). It is a well-known country that has its identity and the great pride of its people to be part of this state. The social setting of the country is a blend of the old traditions and modern influences that is a sign of changes which took place in the country from the Soviet era till the latest state of affairs when the country joined the EU (Kuznecovienė, 2023). Lithuania could be a hazardous place for the adventure of entering its market because of the small size of this market in comparison to other countries of the European Union. Nevertheless, the country's position in the Baltic region allows it to reach the markets of neighbouring countries which are, for instance, Latvia and Estonia, thus making it a much sought-after business destination. Moreover, Lithuania has managed to achieve a lot of progress in its economic development since 2004 when it joined the EU and due to a business-friendly environment the country attracts foreign investment (Hajduova et al., 2021). On the other hand, Lithuania has a very pluralistic workforce that is full of people who have different cultures and nationalities. The labour market in the country is notable for its lack of a highly skilled and educated workforce, which is predominantly in the IT, engineering, and manufacturing sectors (Kasnauskiene and Kavalnis, 2021).
Luxembourg, which is mostly known as "the heart of Europe", is a very small and prosperous country, situated among Belgium, France, and Germany (Harmsen and Högenauer, 2020). What is so remarkable about Luxembourg is that its economy is very dynamic, it is a multicultural country and people live very well. Luxembourg being the smallest EU member state, with an approximate population of 661,594, has one of the densest populations in the world, which is a sign of the country's success in the area of high finance and hosting international organisations (Macrotrends, 2024). The social environment in Luxembourg is noted for its diversity and cosmopolitanism, with more than 170 nationalities existing among the population (Justarrived, 2023). Luxembourgish is the national language; however, French and German are often used, especially so because of the country's multilingualism and the fact that it is internationally oriented. One possible risk to consider during the expansion to Luxembourg is the high cost of living and operational expenses (P Van Egmond, 2020). The nation has a rich and thriving economy which is home to a well-off population, and this increases the cost of real estate, labour etc., and taxes which can be a barrier in the way of businesses. Luxembourg is advantaged by a qualified and diverse workforce, consisting of both Luxembourgers and non-Luxembourgers. The education system of the country is known for its quality and multilingual orientation that results in graduates with a good set of skills and competencies required in the globalised economy (Murdock, 2016). 
Hofstede Cultural Dimensions
Power Distance
Hofstede's Power Distance dimension focuses on the degree to of a society tolerates hierarchical structures and unequal distribution of power (Moonen, 2017). Lithuania as a rule is characterised by the relatively big power distance which corresponds to the traditional respect for authority and the leadership style that is based on hierarchical positions (González-Serrano et al., 2018). On the other hand, the power distance in Luxembourg is lower compared to those in other countries of the world (Schinzel, 2017). This power distance is characterised by the less hierarchical approach to the organisational structures and decision-making processes.
Individualism vs. Collectivism
This aspect studies the position of individuals when they choose to pursue their personal goals and autonomy at the expense of group cohesiveness and shared interests (Khlif, 2016). By and large, Lithuania is a proponent of individualism today (Snaebjornsson et al., 2017). Unlike Luxembourg, which is more collectivistic (Schinzel, 2018).
Masculinity vs. Femininity
Masculinity implies the ability to be competitive, assertive and successful, but femininity means the ability to live peacefully, nurture and have a good quality of life. Each from Lithuania and Luxembourg combines traditional features of ambition and achievement in a more balanced way with the other important aspects, namely work-life balance, social welfare, and well-being.
Uncertainty Avoidance
Uncertainty Avoidance highlights to what extent a particular society can deal with ambiguity, risk, and change (Moonen, 2017). The uncertainty avoidance concept generally characterises Lithuania with a high level of it, which means that the population of this country is more inclined to have rules and regulations, as well as to keep a certain order to reduce uncertainty and to have stability (Snaebjornsson et al., 2017). On one hand, the high uncertainty avoidance of Luxembourg contrasts with the innovation, flexibility, and responsiveness to change that Luxembourg shows (Schinzel, 2018).
Long-Term Orientation
This dimension asks for an opinion on the value of society for long-term planning and the following of perseverance and persistence over short-term satisfaction (Moonen, 2017). Both Lithuania and Luxembourg show a moderate long-term orientation, which can be interpreted as a compromise between the past and the future, between realism and optimism, and between immediate effect and sustained growth.
Communication Barriers
While assessing Lithuania and Luxembourg as the new markets for Unilever, it is important to acknowledge and analyse the factors which may hinder effective cross-cultural communication. Although Lithuania and Luxembourg are member states of the European Union and have some common features in the cultural sphere, these two countries pose specific problems relating to communication which Unilever as a multinational business has to face. One notable communication barrier that Unilever may be facing in Lithuania is the language barrier. The development of the English language among young people is not slowing down, but Lithuanian is still the official language and is used the most in the business environment (Vaicekauskienė and Šepetys, 2018). Thus, this linguistic difference can be a barrier to successful communication, as British businesspeople may have difficulty properly conveying their information or understanding the subtleties of the Lithuanian speaking styles. Furthermore, cultural variations in communication practices, for example, indirectness and formality, can be another contributing factor to the complexity of the interactions between staff members from the UK and Lithuania. Aside from language obstacles, cultural diversity in communication styles and patterns will have an impact on the company's operation in Luxembourg. Although English is the language of business practice, Luxembourgish, French and German are also quite common, showing the multilingualism and the different cultural configurations of the country. Also, the Luxembourgian multicultural environment could be one of the reasons for different communication styles and expectations that require Unilever to alter its approach for fitting to the cultural characteristics and expectations. The hierarchical nature of communication in both Lithuania and Luxembourg may become a challenge for Unilever which is used to flatter communication structures. In Lithuania, there is typically more power distance, as well as respect for authority, and hierarchical structures (González-Serrano et al., 2018). This hierarchical way of doing things might well affect decision-making processes and not help the British and the local parties to share openly and collaborate.
Recommendations
In choosing the Lithuania or Luxembourg expansion for their business, Unilever must ponder over many factors to decide the most appropriate market fit for their business needs. Two countries have been analysed for the launching of Unilever. Considering the outcomes of both countries, it is advised that Unilever target Luxembourg as their main market. The Grand Duchy of Luxembourg has a lot of positive sides in terms of a diversified society, a business-friendly atmosphere, and easy access to the global workforce. This will be achieved through the different skills that have been outlined and also through the right communication strategies. This will be an environment of positive thinking that will give everyone a chance to succeed. The communication process in Luxembourg should be successful as language obstacles are removed through introducing a proactive approach that centres on cultural sensitivity, language skills and intercultural communication skills. As a first step, Unilever should dedicate resources to language training programs to develop employees' language proficiency, especially Luxembourgish, French, and German, which are the most commonly spoken languages in business settings. Unilever is capable of the linguistic training of its employees to ensure that dialogue and relationships with the local stakeholders become simpler. Another extensively important issue Unilever needs to be informed about is cultural awareness and sensitivity training to grant its employees an opportunity to grasp notions and communication styles peculiar to Luxembourg. The training must focus on the nonverbal cues, hierarchy, and business etiquette of the host country so that the Unilever staff familiarises with the business culture of the host country and hence avoids misunderstanding and conflict.
Conclusion
Unilever's market evaluation of Lithuania and Luxembourg has brought up a variety of different aspects concerning cultural, linguistic and communication challenges. However, among these two countries that provide specific opportunities for business development, Luxembourg proves to be the first option due to its highly diverse community, favourable business conditions, and access to international professionals. Unilever could achieve this goal by employing good communication tactics and cultural sensitivity. This will help the organisation to overcome communication barriers and create a suitable environment that is suitable for the organisation to achieve its objectives in Luxembourg. Unilever's market entry to Luxembourg creates the prospect of a multicultural team, joint work with local partners, and utilising the location of the country in the centre of the continent for these purposes. Cultural training, digital communication tools, and cultural awareness programs should be a priority for Unilever which offers a smooth environment for all cultural interactions and great customer, partner, and employee relationships in Luxembourg. By the means of respecting diversity and recognising its value along with the promotion of an inclusive work environment, Unilever can create a workplace culture where every person is aware that their unique ideas and contributions are welcomed and appreciated. Thus, this diversity and inclusion movement is not only a way to get the employees more energised and engaged but also gives the company a big boost by creating a social positive image of in society. The shift of Unilever to Luxembourg not only opens the door for the company’s access to other market segments but also speeds up sustainable growth and has a positive impact on the economy of that region.
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