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Unlener

» Unilever is a multinational consumer goods company
headquartered in London, UK.

» Established in 1929, it operates in many countries
across the globe

» Unilever offers a diverse portfolio of iconic brands in
foods, home care, and personal care.

As of 2023, Unilever has approximately 148,000
employees and makes approximately $74.14b in
revenue (macrotrends, 2023)

With a strong global presence and focus on
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U ’«&W Ya Strategic Benefits

for the Expansion

1 Access to Key European Markets

Germany is the largest economy in Europe and a
key market for consumer goods (Glunz, 2024) By
establishing a management office in Germany,
Unilever can strengthen its presence in this
lucrative market and gain access to millions of
consumers who value quality products and
brands..

3 Cultural and Market Insights

Expanding to Germany would provide Unilever with
valuable cultural and market insights that can inform its
global trading strategies. By operating in Germany,
Unilever can gain a deeper understanding of German
consumer preferences, cultural trends, market trends,
and competitive dynamics - which would allow the
company to tailor its products and marketing strategies
ore effectively

2 Strategic Hub of EU Opera

Establishing a management office
would provide Unilever with a stra
operations in the European Union (
Germany, Unilever will be equipped
manage its business activities across
states, streamline supply chain operati
ﬁ:cimize distribution networks.

Trade Facilitation & Regulatory Com

Having a management office in Germany
facilitate trade within the EU and ensu
compliance with EU regulations and
(Sprich, 2020). By being closer to
bodies and market authorities, t
Unilever to navigate more str
complexities more efficient
barriers, and capitalize o
growth within the EU si



Country / Culture Comparison and Differences based on
Hofstede’s 6 Cultural Dimensions (Hofstede, 1991)

1) Power Distance

Refers to society’s standards for accepting unequal distribution of power. It shows how
people feel about authority and hierarchies. High power distance means people
respect authority, while low power distance means people prefer equality and sharing
power

2) Individualism

Showcases how much a society focuses on personal freedom and independence. In
individualistic cultures, people value their own goals and rights. In collectivist cultures,
they prioritize group harmony.

3) Motivation towards Achievement and Success

Demonstrates how much importance a society places on personal success and
ambition. In cultures with high motivation, people strive for personal goals and
recognition, whereas in those with low there is more emphasis on collective wellbeing

4) Uncertainty Avoidance
Shows a society’s level of comfort towards ambiguity and change.

) Long Term Orientation
efers to how much a society values future rewards and planning ahead.

Indulgence

fers to how much a society allows gratification of basic human desires and
joyment of life. Indulgent cultures prioritize leisure and fun, while restrained ones
ritize self-control and discipline
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Country / Culture Comparison and Differences based on
Hofstede’s 6 Cultural Dimensions
Based on Hofstede’s framework for assessing cultural differences based on 6 key dimensions:

- UK and Germany seems to be greatly similar in their views and perceptions of “Power Distance”,
“Individualism”, “Motivation towards Achievement and Success” (Kaasa, Vadi and Varblane, 2014)
, as well as “Long Term Orientation” (Hofstede Insights, 2023).

- UK and Germany appear to have significant differences within their interpretations, views and tendencies around their
and their tolerance towards uncertainty and ambiguity based on “Uncertainty Avoidance” (Hofstede Insights, 2023)

CULTURAL DIFFERENCES BETWEEN UK AND GERMANY (HOFSTEDE 6
DIMENSIONS)
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UMQ‘W Recommendations on areas with higher
W cultural / societal difference to pay attention to
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Hofstede’s “Uncertainty Avoidance” dimension looks at the degree

to which individuals within society avoid ambiguity and uncertainty.

In societies with strong uncertainty avoidance, people often follow

strict rules and avoid risk-taking behaviours (Minkov, Blagoev and
Hofstede, 2012)

UK ==

» Comfortable with uncertainty and ambiguity

» Comfortable with “making things up as they go along”

» Not too “detail-oriented”. More focus on “ the bigger picture”
Germany S

> Lower tolerance to uncertainty and ambiguity

» Things need to be well-thought-out and planned

» Clear directions and systematic approach is preferred

\
Low - E\H

Hofstede’s “Indulgence” dimensions refers to

more indulgent and values satisfaction and ple

restrained and sees value in withholding pleasure
societal norms

UK ZI=
» Positive attitude and tendency towards optimism

» Place higher importance on leisure and relaxation

Germany E
» Higher tendency for pessimism

» Perception of social restrictiveness
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Tailored Messaging:

1. Recognize and respect the cultural
differences between the UK and Germany in
terms of indulgence vs. restraint. Craft
communication messages that resonate with
the cultural values of the German audience,
emphasizing themes of moderation and social
norms.

2. Highlight the company’s commitment to
stability, reliability, and long-term
relationships.

Recommendations on Business Communicatio
Solutions — Style & Approach of Communicatio

Open Communication Channels:

collaboration between teams in the UK
and Germany, promoting a culture of
inclusivity, mutual respect, and

Clarity and Structure:

1. Given the higher uncertainty avoidance in
Germany, ensure that communication
materials are clear, structured, and provide
detailed information.

2. Address any potential uncertainties or
concerns that stakeholders may have. Provide
clear guidelines, procedures, and expectations
for employees in Germany, emphasizing
stability, predictability.

1. Foster open and transparent 1. While maintaining clarity and structure in \
communication channels between the UK
headquarters and the new management
office in Germany. Encourage regular
communication and feedback loops to
address any concerns.

2. Create opportunities for dialogue and 2. Emphasize the company's willingness to
learn from the German market, adapt to
local customs, and integrate cultural
insights into business strategi

Flexibility and Adaptability:

communication, remain flexible to
accommodate cultural differences and.
Allow room for German employees to
provide input and contribute to decision-
making processes.

Cultural Sensitivity Training:

Conduct cultural sensitivity training for
employees involved in the expansion to
Germany, focusing on understanding and
respecting the outlined cultural
differences.

Provide insights into German cultural
norms, communication styles, and business
practices to help employees effectively
navigate cultural differences and build
strong relationships with Ge
counterparts.
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& Considerations of similarities and variations
U W in language, ethnicity, structures, religious
values and business / work-related attitudes

1. Language

German Language Proficiency - While English is widely spoken and understood in many business context globally, incl

Unilever should recognize the importance of German language proficiency for effective communication and integration
market

A\

» Bilingual Talent Acquisition - Unilever should consider recruiting bilingual employees that are fluent in both English and G
facilitate communication between UK and Germany and bridge language barriers

» Localization of Content - in its marketing and branding efforts, Unilever should prioritize the localization of content to reso
German audiences

2. Ethnic makeup

> Inhabiting Ethnicities - Germany is predominantly (85%) populated by the Germans with minor percentages ranging from 1% to 1
being of other ethnicities such as Turkish, Ukrainian, Syrian, Romanian and others. (Central Intelligence Agency, 2024)

» Cultural Competence Training - Unilever should consider implementing cultural competence training programs to raise awaren
understanding of different cultural norms, values and communication styles

. Social Structures

Formal Business Culture - Germany has a more formal business culture and overall approach to business. There is often
emphasis on professionalism, respect for authority, adherence to established protocols and procedures. Unilever shoul
organizational practices and communication styles to align with German business customs.

Hierarchy and Decision-Making - In Germany reliability, structure and clarity of direction are the standard way,
preference for clear organizational structures, lines of command and hierarchies to ensure stability. Unilever
roles, responsibilities, as well as setting of hierarchical structure with clear reporting lines and chain of co




B Considerations of similarities and variations
U W in language, ethnicity, structures, religious

values and business / work-related attitudes

4. Religious Values

» Religious Diversity - In Germany, where Christianity is the predominant religion similarly to UK, Unilever should aim t
inclusive workplace environment that accommodates and provides reasonable practices for things such as religious holi
breaks. Unilever should also ensure to not be discriminatory and create a workplace environment that also accommodat
different faiths and beliefs

» Cultural Sensitivity training - Unilever already has good understanding of the importance of cultural sensitivity training in
awareness and understanding of religious diversity. In its expansion strategy to Germany, Unilever should consider the imple
of training programs that educate employees about different religious traditions, customs, and sensitivities, fostering a cultu
respect, empathy, and inclusion.

5. Business and work-related attitudes
>

Work ethic - In Germany, where punctuality, diligence, and reliability are highly valued (Kénig et al., 2020), Unilever should rein
these work-related attitudes among its workforce. By setting clear expectations for performance and professionalism, Unilever ca
cultivate a culture of excellence and accountability in its German operations.

Attention to detail - Germans are known for their meticulous attention to detail and commitment to quality in their work
2020). Unilever should emphasize the importance of precision, thoroughness, and attention to detail in its business opera
organizational practices in Germany. By upholding high standards for product quality, service delivery, and operational
Unilever can build trust and credibility with German customers and stakeholders.

Risk tolerance / aversion - Germans tend to be far less risk-tolerant compared to people from the UK and they
cautious in their business dealings compared to some other cultures (Brooks and Williams, 2023). Unilever sho
attitude towards risk and decision-making in its German operations, adopting a prudent and methodical app
investment and strateov exectuition Bv conductine thorotich risk assessments scenario plannine and con




In conclusion, expanding into
Germany presents Unilever with a
strategic opportunity to leverage
cultural synergies, address market
variations, and promote diversity
and inclusion. By embracing
cultural integration and
implementing tailored strategies,
Unilever can strengthen its
presence in one of Europe’s
argest markets, drive sustainable
rowth, and reinforce its
ommitment to global excellence
d social responsibility.

Principles for successful exp

1.Leverage Cultural Similarities
Embrace shared values: professionalism, quality,
Foster mutual understanding and collaboration

2.Address Cultural Variations
Adapt to differences: language preferences, social str
attitudes
Navigate complexities of German market, build strong r

3.Promote Diversity and Inclusion
Prioritize diversity initiatives: celebrate contributions, fos
Create inclusive workplace culture

4.Invest in Cultural Competency
Provide training and support: enhance cultural awarenes
Navigate cross-cultural interactions confidently

5.Foster Continuous Learning
Cultivate culture of learning: embrace diversity,
Meet needs of diverse workforce, customer b

6.Commit to Corporate Social Responsibility
Uphold CSR principles: human rights, s
Make positive impact on society, envi
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