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[bookmark: _Toc133436305]Introduction 
The area of IBC is multidisciplinary in nature, which is developed by intercultural communication, social psychology, business communication as well as discourse studies. In the UK, language plays a crucial role in business communication. Though English is the common and official language in Britain; however, foreign language skills among the people in UK is usually poor. Therefore, understanding different cultures, and cultural differences become crucial to reduce the cultural gap in the workplace. Accordingly, the idea of culture in IBC is still a controversial topic. As referred to by Hofstede, culture is a collective programming of someone’s mind, which helps to distinguish the people of one culture from another. Understanding the cultural variations between the two countries is vital for Unilever's capacity to function efficiently and build an inclusive workplace for the organization's success. Considering intercultural business communications, in this essay the importance of fostering an inclusive workplace for organizational success in Unilever Plc. will be explored. Furthermore, the report will discuss the role of line managers to develop a positive and inclusive workplace in Unilever.
[bookmark: _Toc133436306]Background of the organization 
Unilever is an Anglo-Dutch company, established in 1930, which secured € 60 billion turnover in 2022. Unilever is one of the major consumer goods manufacturers and marketers in the world. The company is based in the UK, and headquartered in London. The business model is multi-stakeholder, which puts emphasis on the affairs and properties that the company depends on throughout its value chain, as Unilever procures its raw materials and sells products in more than 190 nations (Unilever, 2022). It has more than 400 brands in different consumer goods categories, including beauty and well-being, personal care, home care, nutrition, and ice cream. This suggests that the company is highly diversified in its corporate culture, and products as well. With more than 127,000 employees around the word, the company has become the number one employer in the FMCG industry in the world (Unilever, 2022). Accordingly, Unilever has a diverse range of people working in it, and the management has created a highly inclusive workplace culture to foster the growth of the business. Diversity and inclusion are the core strategies of Unilever to maintain the harmony in the management of people. As Unilever employs people from different backgrounds, culture, language, and ethnicity, the leadership of the company works for equity, diversity, and inclusion (Unilever, 2022).
[bookmark: _Toc133436307]Application of theories of international and intercultural communication 
Communication that crosses cultural borders is referred to as intercultural communication. Intercultural communication, therefore, is the interaction and sharing of information between two or more individuals from diverse cultural origins. When businesses expand their operations overseas or hire employees from different locations, and diverse cultures, language and cultural barriers become one of the major issues in the workplace. In order to maintain workplace harmony, companies need to adopt the national culture of the operating region. Furthermore, it becomes important to consider cultural beliefs to sustain effective communication within the workplace, to ensure maximum efficacy and productivity. As every nation has its own government, laws, customs, beliefs, activities, educational systems, and social systems, every nation has a unique culture. The full model of daily living in a particular civilization reflects national culture. According to the Hofstede’s theory of national culture, there are six dimensions of cultures including power distance, individualism vs. collectivism, masculinity vs. femininity, uncertainty avoidance, long-term orientation, and indulgence vs. restraint (Khan, 2021). Accordingly, employees and leaders from diverse culture needs to adjust their sense of national culture with the organisation in a multicultural circumstance by espousing intercultural communication and attitude. This necessitates a willingness to recognise the limitations of the cultural norms of the individuals, and accept the national culture of the host nation. In order to achieve its strategic goals, Unilever is an instance of a company that carefully considered the variety of cultures it included and made a conscious effort to leverage those distinctions as an advantage as opposed to a limitation. The firm characterised itself as a multi-local multinational as a component of a high-profile corporate strategy, which it additionally utilised to openly notify the staff of its intercultural communication. In order to comprehend the importance and the extent of global and intercultural communications, Hofstede’s cultural model can be applied in Unilever. Following graph is the cultural scores in the UK, which is considered by the organisations to foster intercultural communications:
[image: ]
Cultural Dimension Scores in UK
(Source: Hofstede Insights, 2022)
An analytical method established by Dutch social psychologist Geert Hofstede to compare international cultures is Hofstede's Cultural Dimensions Model. This analytical tool is designed to understand more about how different nations may engage with one another and conduct business.
Power distance: High organizational hierarchies, more controlling management, and lesser employee participation in decision-making indicate high power distance (Khan, 2021). However, the power distance score in the UK is reasonably low (35) (Hofstede Insights, 2022), which means that the company practices a decentralized approach in the UK according to the national culture. This indicates that Unilever has a flatter organizational hierarchy in the UK, which allows more collaboration and communication within the company.  The UK has a low degree of force-distance which means that there is a fairly low degree of acknowledgment of disparities in power and authority between individuals of various social levels. 

Individualism: The degree to which people are anticipated to care for themselves and have their own psychological needs met is known as Individualism. The UK is mainly an individualized society, where individual development, privacy, and interests are fostered for growth (Khan, 2021). A high score (89) (Hofstede Insights, 2022) indicates that the uniqueness of the people is endorsed. Unilever rewards its staff members for their contributions and unique achievements. Unilever upholds a discrete line untying a worker's private and professional lives and takes measures to avoid cultural bonds and social conventions from entering the workplace environment (Unilever, 2022). Individualism is very strong in the UK, which indicates that people are expected to be self-sufficient and independent. As a result, offering staff jobs that they can carry out on their own is the most successful technique for maximizing productivity. The corporate policy of Unilever ensures that the harmony between individual achievements and collective efforts is maintained. In order to execute such policies, Unilever has adopted a culture of equity, diversity, and inclusion. In this policy, men, and women in the UK, are equally balanced as employees. Intercultural communications are fostered, while, English is used as the main language for communication (Unilever, 2022).  
Masculinity vs. femininity: This dimension refers to the attributes of male and female characteristics.  The masculine characteristics, according to Hofstede, includes high competitiveness, assertiveness, achievement, and material success. On the contrary, feminine characteristics include the values of caring, modesty, relationships, etc. (Khan, 2021). In this context, the UK is a moderately masculine society, which means in the UK, Unilever is more aggressive for the personal growth of its employees. The high degree of masculinity in the UK says that success and competition are highly respected and that people should be driven and strive for perfection. Due to the moderate score, in the UK, Unilever can adopt the culture of equity to ensure the balance between male and female employees. Due to gender-balanced strategic planning and equitable recruitment slates, executive female representation has increased to a current level of 31% (Unilever, 2022).
Uncertainty Avoidance: It concerns how society's constituents feel about accepting any unforeseen or unpredictable circumstances (Khan, 2021). Unilever promotes a culture of openness to change throughout the company. The company has been able to reply to alterations in both its internal and external settings owing to the consistent modifications despite having an impact on employee effectiveness (Unilever, 2022).  Individuals in the UK have a low degree of uncertainty avoidance, which shows that they are secure in their abilities to handle a variety of situations and are comfortable taking chances. As a result, line managers should encourage experimentation and inventiveness in order to uncover fresh approaches to addressing difficulties. 
Long-Term Orientation: Regions with LTO had a strong relationship with time, both past and present-focused. The future goals and organisation performance are certainly a priority for LTO organisations (Khan, 2021). The score is moderate (51), which means that the employees are motivated towards a problem-solving attitude, and focus for long-term success. Additionally, it also indicates that Unilever in the UK maintains the balance between corporate and national culture, to improve intercultural relationships (Unilever, 2022). Individuals in the UK are more inclined to focus on the present and immediate implications of their decisions since there is a low level of long-term orientation. In order to take advantage of possibilities as they come, this argues that line managers ought to develop a culture of experimentation and adaptation.
Indulgence: Higher level of indulgence (69) (Hofstede Insights, 2022) refers to optimism, and individual happiness (Khan, 2021). The score is high in the UK, which indicates that Unilever is more focused towards employee welfare, happiness and benefits. Accordingly, Unilever fosters the accomplishments of personal goals outside of the professional measures. Professionals undergo periodic training on how to retain their attitude and attentiveness (Unilever, 2022). The organisational climate within is laid-back and lively. Workers are at comfort among their peers and are relaxed about their teammates.
Companies like Unilever that conduct business in various nations can benefit from applying the five preceding features of Hofstede's Cultural Dimensions in practice. Being a worldwide manufacturer of consumer goods with operations in more than 190 nations, Unilever must be cognizant of regional variances in culture and values.
As far as the power gap, Unilever needs to guarantee that their supervisory groups know about the disparities in the overall acknowledgment of contrasts in power and authority between nations. For instance, in the United Kingdom, line managers ought to be conscious of the fact that staff members might expect to have equal representation and ought to seek techniques that would encourage collaboration and inclusion in the workplace. As far as independence, Unilever needs to support its personnel all over the world to cooperate to generate the most perfect results. Line managers in the UK should establish activities that reward success and highlight individual performance.
It is equally vital for Unilever line administrators to examine differences in manliness and gentility between nations. Line managers should highlight the relevance of individual performance and reward employees for individual successes in the UK, where masculinity is prominent. Line managers at Unilever should be aware of the variances in the levels of risk-taking that is acceptable to employees in different nations when it comes to uncertainty avoidance. In the UK, where vulnerability evasion is low, assets ought to be made accessible to energize trial and error and inventiveness. 

[bookmark: _heading=h.3znysh7][bookmark: _Toc133436308]Critical evaluation of cultural sensitivity
Cultural sensitivity is influenced by the values, ideas, and behaviours of other people. It influences how we react to other individuals and events. For businesses, cultural differences might provide challenges if they are not aware of them. A key element of profitability in international business is a company's capacity to overcome cultural boundaries and develop strong commercial ties with clients. It is extremely challenging to develop long-term, strong connections unless traders are sensitive to the sociocultural components of buyer-seller interactions (Trang, Barrett, and Tho, 2003). Thus, cross-cultural relationships are established when trust is developed through acknowledging cultural sensitivity. Therefore, cross cultural competence is one of the major determinants of the business success, and develop an inclusive workplace. The most critical elements of cultural sensitivity include self-awareness, cross-cultural knowledge, and skills to engage in cross-cultural interactions. However, cultural sensitivity may affect negatively when the beliefs, practices and polices of one culture is ruinous to the individuals. Additionally, lack of building the capacity to function in a multicultural environment may harm the workplace harmony (Barrera, 2010). 
Consequently, the social exchange in the intercultural business relationships emphasise two key features. One is the development process through which the relationships are developed in a profitable engagement. It involves strategic elements while developing intercultural relationships. Another feature is informal, which is dependent on the individual understandings of the employees within a firm when engaging in an interaction or developing mutual understandings. Therefore, the perspectives of social exchange consider effective business networks for successful cooperation and fostering inclusiveness (Yoon, Sung and Ryu, 2020). The concept of business networks indicates that the business activities and relationships occur in a wider context, where the firms can engage with the connected business relationships (Holm, Eriksson and Johanson, 1996). 
Considering the factors of cultural sensitivity and business networking, it can be said that in order to foster diversity backgrounds within the workforce, the firms need to understand cultural differences. Maintaining diversity is highly advantageous for the businesses (Hudson, 2014). Unilever Plc., therefore, included diversity programs, and inclusivity in its strategic management. Unilever in UK recruit talents from all over the world to become a highly diversified, and flexible company (Unilever, 2022). Considering, the business networking, Unilever has partnered with several firms around the world for ethical sourcing. Unilever also maintains gender balance, and committed to employ at least 5% of its employees from the people with disabilities. Furthermore, to address the ethnicity and racial issues, Unilever is committed to employ from the LGBTQ+ communities (Unilever, 2022). 
[bookmark: _Toc133436309]Analysis of different communication barriers in diverse workforce 
Managing an intercultural workforce is difficult, since the management as well as the employees faces several obstacles while communicating. The major communication barriers in a multicultural environment are language, culture, cultural sensitivity, religious beliefs and values, political views, etc. Therefore, miscommunication is a diversified workplace is a prevailing issue. 
Language:  Unilever employ people from different regions of the world. The staff speaks different languages including several EU, UK, and Asian languages such as English, German, French, Spanish, Irish, Russian, Hindi, and Chinese. Speaking English varies among the people from different backgrounds (Unilever, 2022). Since English is the main language used in the UK, staff should be fluent in English, and interact with others. The key advantage of using the buyers’ language all the time in international businesses is the reduction of miscommunication. This prevents spreading misinformation and the buyers are more satisfied as well as feels prioritised. However, the negative consequence is may result in serious expatriate failure. It may become difficult for the expatriates to learn several languages in a multicultural setting; hence, always using buyers language may fail the business communications.
Cultural diversity: Differences in cultural values, beliefs, and cultural competency may become detrimental. Different body language may express dissimilar meaning in different cultures. Hence, people in Unilever are provided with equal opportunities and benefits (Unilever, 2022). 
Religious beliefs: This is a prevailing issue in the intercultural communication, which may negatively affect and disrupt the communications. At Unilever, people are provided with flexibility to ensure that individual values do not conflict with others, and any regulations. 
[bookmark: _Toc133436310]Recommendations
Considering the analysis and above evaluations, following are the recommendations to manage inclusiveness and a diverse workforce in Unilever Plc.:
· Using one standard language is the key to remove language barrier. Thus, in all its UK operations, Unilever should use English as the primary language. In terms of localised settings, the local language could be preferred as a second priority. Translations for important communications must be presented as required.
· Motivating people in the workgroups is an important strategy to foster diversity. Therefore, in Unilever the cooperation among the employees can be improved by assigning them into workgroups, as well as delegating jobs for each member. In this way, the communication within a team, and communication between several teams can be improved.  
· Improving cultural competency is required to remove barriers effectively. Knowledge regarding other cultures helps reducing conflicts, and increases acceptance. Cross-cultural trainings should be provided in a regular manner, or before deploying any expat.
· The employees should be provided with equal opportunity to grow and develop their carriers, regardless their ethnic identity. 
· Encouraging the feedbacks from the employees is another great way to foster a inclusive workplace. The managers in Unilever should maintain and improve flexibility, and practice open communication to remove the communication barriers. Feedbacks are the way to learn about the positive and negative attitudes, and occurring in the workplaces.
[bookmark: _Toc133436311]Conclusion 
In this essay, the attributes of intercultural communication in a business setting has been explored. Considering the theoretical understandings, communication barriers, and workforce diversity, it can be said that fostering intercultural communication should be a priority for the internationalised businesses. In Unilever, the national culture dimensions are well considered, which fostered the exceptional growth of the company. Additionally, the company has obtained several measures to improve cultural diversity, as well as communications among the workforce. 
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