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[bookmark: _93eyjggedctd]Introduction
The effective exchange of innovative business ideas and products that can help foreign business entities understand the cultural differences in a new market can be referred to as international communication for positive workplace communication. This essay delves into the cultural differences between two multinational companies, such as Unilever and Shiseido, that can potentially lead towards workplace miscommunication and thereby reduce organisational productivity. The likely differences between UK and Japanese-based workplace communication processes have also been discussed in this report, which can help organisational workplaces to maintain an open line of communication between employees. 
Background on the market and Region
The increased need for natural and premium skincare products is prevalent among the current population of Japan, which has enabled them to locate moisturising and anti-ageing items for physical wellbeing. In the context of the Japanese marketplace, the overall skincare market is estimated to reach nearly 17.18 billion pounds, which indicates the growing popularity of beauty products among the local population (Statista, 2025). In the fiscal year of 2025, an average Japanese citizen spends nearly 140.87 pounds on a yearly basis for purchasing quality skincare items from the marketplace (Statista, 2025). 
Overview of Unilever
Unilever is a UK-based retail enterprise that currently operates in nearly 190 countries, enabling the organisation to establish an international market presence (Unilever, 2025a).  Almost 3.4 billion of the global population employ Unilever retail items every day, which is a testament towards the strong brand value of the multinational corporation (Unilever, 2025a). In 2024, the UK-based retail company also registered an annual turnover of almost 52.1 billion pounds, allowing the organisation to achieve a sustainable profitability margin (Unilever, 2025a). Despite the global reputation of Unilever, the enterprise lacks quality skincare products made out of sustainable items that can help the organisation to elevate its current global market standing. The existing administration of Unilever is in the process of developing and marketing its new skincare item known as Luméa Moisturising Serum to target customers in the Japanese marketplace. The retail firm is also in the process of developing a collaborative business partnership with a Japanese-based retail firm called Shiseido for maximising local market penetration capabilities. 
Background of Shiseido
Shiseido is a Japan-based skincare entity first established in the year 1872 around the capital city of Tokyo for delivering local population with westernised skincare solutions (Shiseido, 2025a). Some of the most popular skincare items marketed by Shiseido are “Urban Environment Oil-Free Sunscreen SPF 42” and “Future Solution LX Eye and Lip Contour Regenerating Cream” (Shiseido, 2025a). The Japanese company is currently attempting to build up positive business collaboration with Unilever for generating local public interest for the new and innovative item Luméa Serum through effective inter-organisation communication. 
[bookmark: _w4fpvkqzsyyc]Main body
[bookmark: _uumchnjbkz2q]Cultural context in the UK workplace communication
Cultural sensitivity is the main basis of British organisational culture and its communication techniques that allow individual employees to both respect and adhere to the needs of workers from minority communities. The effective teamwork among organisational employees is also an essential part of British workplace culture that enables office groups to maintain open lines of communication between different teammates. In the context of London, UK, almost 37% of its current inhabitants are foreign-born nationals from diverse communities who have been working for prominent British corporations (Hwang and Beauregard, 2022). Apart from that, almost 43,000 Japanese workers have also been working in reputed UK-based organisations that have mentioned the advantages of the local multi-cultural workplace culture (Hwang and Beauregard, 2022). Therefore, increased cultural sensitivity level among UK workers and teamworking capabilities have better diversified the British organisational culture to ensure positive workforce communication. 
In the case of Unilever’s workplace culture, the maintenance of open and transparent workplace communication has helped organisational leadership to gradually build up an optimal trust level with subordinate employees. The current administration of Unilever has also employed multiple feedback channels for its workforce towards sharing personal feedback and queries, and gradually increasing employee engagement levels. On the other hand, the organisation has also established a business integrity office for monitoring daily business processes within the organisational infrastructure and undertaking suitable actions in case of ethics breach.  In 2023, almost 55% of ethics integrity cases were directly registered towards organisational officers, which further indicates heightened workforce trust towards Unilever's corporate hierarchy (Unilever, 2025b). Nearly 39% of vases have also been recorded by Unilever employees on an anonymous basis, which highlights the organisational capability towards preserving the physical well-being of its existing employee base (Unilever, 2025b). Therefore, the preservation of two-way communication and employee anonymity are positive business initiatives undertaken by Unilever for maintaining a collaborative workplace culture and gaining workforce trust. 
[bookmark: _sbssluqeio00]Cultural context of Japanese workplace communication
The implementation of high-context communication is the basis of the Japanese workplace culture that involves non-verbal cues for conveying information from leadership towards subordinate workers. The heightened respect towards organisational leadership is also an integral part of Japanese culture that enables newly integrated workers to show adequate acknowledgement towards senior officers and instigate positive communication. For example, almost 62.5% of employees have mentioned the fact that participating in group tasks has enabled them to increase their workplace engagement level and gain adequate assistance from team leaders (Chen, 2021). Moreover, nearly 75% of workers have also highlighted that workforce engagement and open communication have helped them towards procuring adequate professional knowledge and elevate the current productivity index (Chen, 2021). Therefore, high-context communication and delivering adequate respect towards superior officers have greatly assisted Japanese organisations to cultivate a high-performing work culture and meet daily company targets. 
In the instance of Shiseido, the company administration has cultivated effective DEI policies towards preserving a collaborative workplace culture among employees and mitigating the possibility of workplace discrimination. The flex-time system, remote work and part-time work culture have also been introduced by the organisation, which further signifies open communication channels between organisational workers and optimise individual employee motivation. In 2023, Shiseido and its current management have also delivered "Welcome Back Seminars" for almost 642 existing employees to successfully integrate them into organisational culture and maintain effective communication after an extended leave period (Shiseido, 2025b). Almost 92.3% of Shiseido employees who have returned from childcare leave have also been provided with adequate training for maintaining optimal collaboration with existing and ensuring standardised workplace performance (Shiseido, 2025b). Therefore, the development of "Welcome Back Seminars" and DEI policy integration are effective policies undertaken by Shiseido leadership for gradually increasing the engagement level of employees and developing high-quality products. 
[bookmark: _yn9a4heg1jr0]Evaluation of the Differences in the UK and Japanese Workplace Communication Styles
In the context of UK organisational culture, the individual workers rely more towards direct communication techniques while expressing their opinions during teamwork settings and maintaining optimal workplace transparency. However, Japanese organisational employees tend to rely more on indirect communication and subtle cues while participating in group discussions and adequately share personal feedback. The joint partnership between Unilever and Shiseido, while establishing the new beauty products, can experience serious miscommunication issues due to different forms of communication tactics employed by regular Japanese and UK workers. For example, almost 5% of employees have acknowledged the fact that the increased differences between warm and cold communication techniques between two separate corporate entities can increase workplace miscommunication instances (Bojadjiev et al. 2023). Therefore, the warm communication technique of UK employees of Unilever and the relatively cold communication of Japanese employees at Shiseido can lead to multiple miscommunication incidents due to differences in interactive culture. 
The individualistic communication style is another unique cultural aspect of the British workforce that enables the Unilever officials towards increasing the personal responsibility level among employees for understanding individual needs. In the case of Shiseido workers in Japan, the organisational administration tends to inspire increased group collaboration instead of individualistic feedback towards maintaining workplace communication and elevating beauty product quality. For instance, almost 39% of global employees have underscored workplace miscommunication to be a major issue that has greatly reduced their organisational productivity level while participating in group activities (Maneerutt, 2021). On the other hand, almost 43.75% of employees currently working for multinational corporations have emphasised the lack of effective communication tools as a major factor behind increased miscommunication issues in the workplace environment (Maneerutt, 2021). Therefore, it is essential for both Shiseido and Unilever leadership to develop an effective communication channel for groups responsible for marketing Luméa Serum on the Japanese marketplace towards cultivating an initial customer base. 
[bookmark: _v98l7xip1ovw]Application of cultural dimension theories
Hofstede’s cultural dimensions
With the help of Hofstede’s approach, both the Unilever and Shiseido workers can gain greater comprehension of cultural diversities in the two separate marketplaces towards developing effective communication policies. In the case of the power distance metric, the United Kingdom and its subsequent industry have registered a score of 35 (The culture factor, 2025). It further indicates the mutual understanding between organisational leadership and the workforce towards establishing an inclusive workplace culture. In the Japanese workplace environment, the likely power distance between the organisational workforce and hierarchy is around 54 indicating increased loyalty from company officials (The culture factor, 2025). It potentially signifies that the Unilever workers might experience the extensive hierarchical structure of Shiseido, which can negatively influence inter-organisational communication and slow down executive decision-making processes. Therefore, the Unilever officials need to employ digital communication tools such as ZOOM and Google Meet towards maintaining constant collaboration with its Japanese counterpart for optimising the decision-making approach. 
For example, almost 36% of international employees have recognised the significance of using digital collaborative tools such as Zoom towards preserving optimal communication with both team leaders and coworkers (Sherif, 2023). Apart from that, based on the individualism aspect, the UK organisation and its subsequent culture have provided a score of 76, further indicating individual decision-making capabilities of workers (The culture factor, 2025). The greater individualistic nature among British employees can also help Unilever towards gradually increasing workplace creative thinking for effectively communicating during group sessions. However, both the Japanese society and its workforce have exhibited an individualism score of 62, which further points out workforce loyalty towards leadership that refrains them from sharing personal opinions (The culture factor, 2025). Therefore, the Unilever officials involved with the Japanese market expansion need to ensure optimal communication with the entire hierarchical order of Shiseido for understanding critical business decisions.
The workforce's motivation towards organisational success and achievement is another contributing factor for Hofstede’s technique that can help Unilever and Shiseido increase employee engagement and communication levels. In the case of Japanese workers, the score for motivation towards workplace success is around 95, which has enabled organisational officials to maximise personal productivity during group activities (The culture factor, 2025). It can also help Unilever set up an adequate performance-based reward system for maximising its Japanese counterpart’s productivity and ensure open communication regarding market expansion for Luméa Serum. On the other hand, in the British workplace, the motivation towards personal success has accumulated a score of almost 66, which points out an increased employee modesty level (The culture factor, 2025). As a result, the existing management of Unilever needs to address the primary needs of its UK workforce, maintaining optimal communication with Shiseido’s Japanese employees to overcome miscommunication problems. 
Seven Dimensions of Culture (SDC)
With the assistance of the SDC approach, Unilever can better identify the diverse perspective of its target client base in Japan and their skincare regimen towards developing an effective promotional campaign for Luméa Serum. The development of a nuanced communication approach can also be developed by Unilever through the application of SDC processes and gradually build up a stronger workplace association with Shiseido’s Japanese workforce. For example, the effectiveness of organisational teamworking activities has also been credited by almost 76.8% of the global workforce towards ensuring nuanced communication with fellow colleagues and heightening job satisfaction levels (Bella, 2023). Therefore, increased participation in group workshops and teambuilding exercises needs to be employed by both Unilever and Shiseido to increase workforce and successfully advertise Luméa Serum to Japanese customers. 
Apart from that, the understanding of the cultural preferences of Shiseido employees can be easily recognised by Unilever officials towards embracing emotional bonding and directness during inter-office communication. It can also help Unilever employees during business negotiations with Shiseido to understand Japanese customer purchasing intentions through effective interpretation of market information. For instance, almost 60% of business officials have highlighted the benefits of AI-based communication that can procure greater clarity towards the workplace responsibilities of individual workers and elevate company performance (Chowdhury et al. 2022). Hence, the use of AI-based communication and monitoring systems can also help both multinational organisations to deliver quality feedback to employees during group communication and increase firm productivity during Japanese market expansion. 
[bookmark: _rxnzig6br0dk]Analysis of international communication techniques depending on cultural differences
The deployment of active listening is a major contributing factor to international communication that can help both Shiseido and Unilever workers to break down cultural barriers of individualism and prevent workplace miscommunication. The improvement of workplace trust and relationships can also be achieved by both company officials through the implementation of a culturally sensitive communication process for maintaining fruitful endorsement of the new Luméa Serum brand. For instance, almost 48.9% of employees have provided their positive affirmation towards horizontal communication in the workplace setting that can help the organisational leadership to make informed business decisions (Kalogiannidis, 2021). Furthermore, nearly 45.6% of business entities have also underscored proper communication with the existing client base to be useful towards undertaking successful business negotiations and elevating brand reputation (Kalogiannidis, 2021). As a result, the use of active listening and horizontal communication also needs to be employed by Unilever for cultivating successful negotiations with the client company known as Shiseido, towards promoting Luméa Moisturising Serum. 
Apart from that, the workforce adaptability level of Unilever can be greatly elevated with the help of an international communication approach towards instigating positive interactions with its Japanese counterparts. For example, almost 36.5% of employees have mentioned using social media (SM) platforms such as Twitter towards effectively communicate with workforce leadership and deliver adequate feedback (Verhoeven and Madsen, 2022). Hence, with the help of SM platforms, Unilever and Shiseido officials can also maintain continuous collaboration with groups responsible for endorsing Luméa Serum to the international market of Japan and increase brand reputation. 
[bookmark: _9eegncoz9329]Conclusion
Based on the above findings, it can be concluded that Unilever can employ its newly developed sustainable skincare product, such as Luméa Serum, towards expanding operations in the Japanese marketplace. This report also sheds light on the individualism perspective of British workers that can prove to be a major challenge for Unilever and its employee base while acclimating to the cultural perspective of Japanese workers in Shiseido. The likely power dynamics and motivation towards workplace achievement have also been examined in this report, which creates further differences between UK and Japanese workers that potentially threaten Unilever’s new product introduction. Furthermore, the use of digital collaborative tools and active listening has also been suggested in this report towards Unilever officials towards developing optimal trust with Shiseido leadership in Japan and procure adequate market insights. 
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