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Introduction 

The significance of effective communication in international business, particularly for firms 

situated in the United Kingdom, is paramount owing to their unique corporate culture and 

communication approach. The characteristics commonly associated with British business 

communication include formality, indirectness, and a notable focus on professionalism and 

politeness. British firms are distinguished on an international scale by their distinct approach, 

which encompasses cultural ideals of restraint and subtlety (Szkudlarek et al., 2022). However, 

these features may provide significant challenges when engaging with other cultural 

environments, especially ones that prioritise directness or expressiveness. Consequently, the 

significance of cultural knowledge and flexibility becomes paramount in the context of global 

expansion. 

The essay analyses Unilever's EU growth. Consumer goods giant Unilever was founded in the 

Netherlands and the UK. The report examines Unilever's business development prospects in 

Germany and Spain, two EU members. Unilever's communication opportunities and challenges 

in these areas will also be discussed. By examining how British corporate communication 

strategies fit into German and Spanish cultures and business contexts, the essay suggests ways 

Unilever might succeed and be inclusive in these nations. 

Overview of Unilever 

Unilever, a leading British-Dutch multinational, is a major player in the consumer goods market. 

Since its inception in 1929, it has grown into a worldwide organisation with operations in over 

190 countries. Unilever's vast portfolio includes several well-known brands in food, drink, 

cleaning supplies, and personal hygiene goods. With revenues of almost €60.07 billion in 2023, 
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Unilever showed its worldwide dominance (Petruzzi, 2023). It has a broad and diverse 

worldwide reach, with important activities in Europe, the Americas, Asia, and Africa. Unilever's 

commitment to sustainability and social responsibility strengthens the company's market position 

since it fits with the interests of today's consumers. Unilever's global presence, diverse product 

portfolio, and strong ethical stance position it well for future growth, particularly in new and 

developing countries within the European Union. 

 

Figure 1: Revenue of Unilever Group worldwide from 2007 to 2022(in million euros) 

Source: (Petruzzi, 2023) 

Evaluation of Two EU Countries 

Country Facts: Germany 

The German economy, which is the largest in the European Union and the fourth largest globally, 

presents a strong rationale for business development. The region possesses a rich industrial 
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heritage, with a special emphasis on engineering, manufacturing, and the automotive sector. 

According to projections, Germany's Gross Domestic Product (GDP) is anticipated to grow 

substantially, reaching a value of $5.5 billion by 2028 (O'Neill, 2023). German society is 

characterised by its exceptional quality of life, a populace with a high level of education, and a 

strong focus on efficiency and punctuality. 

 

Figure 2: Germany: Gross domestic product (GDP) in current prices from 1987 to 2028(in 

billion U.S. dollars) 

Source: (O'Neill, 2023) 

German is the designated official language of the country, and it is predominantly spoken by 

most of the nation's 83 million inhabitants. Germany has gained a reputation for producing 

highly educated and skilled workers, with a significant emphasis on vocational training and 

apprenticeship programmes. As a consequence, there exists a pool of individuals possessing 

exceptional skills, hence conferring a distinct advantage to any given company. The country's 
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workforce is experiencing a growing diversity and cultural integration due to immigrants 

comprising over 26% of the population (Bergner et al., 2022). This demographic shift has led to 

the integration of many languages and cultures. 

Cultural Analysis 

Based on Hofstede's cultural dimensions framework, Germany is inclined towards individualism, 

signifying a cultural context with a greater emphasis on autonomous thought and somewhat 

weaker interpersonal connections. Germany has a relatively lower Power Distance score, 

signifying a cultural inclination towards scepticism of authority and prioritisation of equality 

values (Milosevic, 2019). Individuals' cultural orientation can impact company practises, as 

employees often expect a management approach that promotes active involvement and 

engagement. 

Germany scores moderately high in Uncertainty Avoidance, highlighting a preference for rules, 

planning, and clear structures in business and society. This is reflected in the German approach to 

business, which is methodical, data-driven, and risk-averse. Masculinity is also moderately high, 

suggesting a driven and success-oriented society (Milosevic, 2019). 

Communication Barriers 

For British businesses like Unilever, navigating the German market requires understanding these 

cultural distinctions. The indirect and polite British communication style may clash with the 

more direct and straightforward German approach. Germans tend to be explicit in their 

communication, valuing clarity and honesty over diplomacy, which could be perceived as blunt 

by British standards (Chłopicki and Laineste, 2019). 
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Additionally, the importance placed on punctuality and planning in Germany may pose 

challenges for British businesses accustomed to a more flexible approach. The British tendency 

towards understatement and subtlety might be less effective in the German business, where facts 

and directness prevail. 

While Germany offers a lucrative market with a strong industrial base and skilled workforce, 

British businesses must adapt their communication styles to align with the more direct, equality-

driven, and uncertainty-averse German culture (Bergner et al., 2022). Understanding these 

cultural dimensions and adjusting business strategies accordingly will be crucial for successful 

expansion and operation in the German market. 

Country Facts: Spain 

Spain presents a dynamic and culturally rich environment for business expansion. As the fourth-

largest economy in the Eurozone, it holds a significant position with a GDP of approximately 

1,328 billion euros as of 2022 (Statista, 2023). The Spanish economy is diverse, encompassing 

robust sectors like tourism, agriculture, renewable energy, and a growing technology industry. 

This economic variety offers many opportunities for companies like Unilever, looking to 

diversify and expand their market reach. 



7 
 

 

Figure 3: Gross domestic product (GDP) in current prices in Spain from 2008 to 2022(in 

billion euros) 

Source: (Statista, 2023). 

Regarding social context, Spain, with its population of around 47 million, is known for its rich 

cultural heritage and high quality of life. Spanish is the primary language, although regions have 

their languages, such as Catalan in Catalonia and Basque in the Basque Country (Lois-González 

et al., 2020). The workforce in Spain is varied in skills and educational backgrounds, 

emphasising innovation, particularly in the younger generation. However, challenges such as 

relatively high youth unemployment rates pose considerations for businesses planning to tap into 

the local labour market. 

Cultural Analysis 
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Figure 4: Hofstede's Cultural Dimensions 

Source: (Khlif, 2016) 

Applying Hofstede’s cultural dimensions framework provides insights into the Spanish business 

culture. Spain exhibits a high score in Uncertainty Avoidance, indicating a preference for clear 

rules and structure but also a surprising level of adaptability and flexibility. The moderate score 

in Power Distance suggests a respectful approach to hierarchy, coupled with a propensity for 

egalitarianism and participative decision-making in the workplace. 

Spain's high Individualism score is tempered by the importance placed on familial and social 

connections, reflecting a blend of individualistic and collectivist values (Khlif, 2016). The 

country also scores high in Masculinity, denoting a society that values success, competition, and 

achievement, though with a less pronounced balance than in more traditionally masculine 

cultures. 

Communication Barriers 
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For a British multinational like Unilever, adapting to the Spanish market requires understanding 

and navigating these cultural nuances. The typical British communication style, characterised by 

indirectness and restraint, may contrast starkly with the more direct and expressive Spanish 

communication (Bonvillain, 2019). Spaniards value personal interaction, often engaging in lively 

conversations and using gestures, which might be interpreted as informal or overly direct by 

British professionals. 

The concept of time in Spain, often perceived as more relaxed and flexible ('mañana culture'), 

contrasts with the British emphasis on punctuality and structured scheduling. This difference 

could lead to potential misunderstandings in a business context. Additionally, the British 

tendency towards understatement in negotiations and business dealings may not align with the 

Spanish preference for clear, straightforward communication. 

While Spain offers an attractive market with its diverse economy and skilled labour force, British 

businesses such as Unilever must be mindful of the cultural and communicative differences. 

Embracing the Spanish emphasis on personal relationships, adaptability, and directness and 

integrating these aspects into business strategies and operations will be crucial for successful 

establishment and growth in the Spanish market (Naranjo-Valencia et al., 2016). The ability to 

adapt to these cultural distinctions while maintaining the core values and practices of the British 

business ethos will determine the success of Unilever’s expansion into Spain. 

Comparative Analysis: Germany and Spain 

In considering Unilever's expansion into the European Union, a comparative analysis of 

Germany and Spain reveals distinct differences and unique opportunities in terms of cultural 

compatibility, market potential, and business operations ease. Both countries offer diverse 
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landscapes for a multinational company like Unilever, but understanding and navigating their 

cultural and communicative distinctions are key to a successful expansion. 

Cultural compatibility 

Germany is known for its emphasis on efficiency, punctuality, and structured business practices, 

which aligns well with Unilever's organised and professional approach. The German focus on 

quality, efficiency, and innovation reflects Unilever's values (Murphy and Murphy, 2018). 

However, the straightforward communication style and low power distance in German culture 

might necessitate adjustments for a British company used to more indirect and hierarchical 

communication. 

Conversely, Spain presents a mix of individualism and collectivism, with personal relationships 

and social interactions crucial in business dealings. This focus on flexibility and adaptability in 

the Spanish market could benefit and challenge Unilever (Bonvillain, 2019). The company may 

need to find a middle ground between its structured methods and the Spanish business 

environment's more fluid, relational nature. 

Market potential  

The robust manufacturing and industrial base of Germany's economy provides a good 

environment for Unilever's diverse product portfolio. The country's emphasis on quality and 

sustainability complements Unilever's corporate philosophy and product portfolio perfectly (Nisa 

et al., 2021). Unilever benefits greatly from Germany's wealthy consumer base's high purchasing 

power and preference for high-end, ecologically friendly items. 

Because of its diverse economy, Spain provides a unique type of potential. The country's strong 

tourism, agricultural, and developing IT industries create a large market for Unilever's products. 
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Unilever's environmental goals are aligned with Spain's concentration on technology and 

renewable energy. Despite being smaller than the German market, Spain offers expansion 

opportunities in fields where Unilever can leverage its innovation and product portfolio. 

Ease of business operations 

Germany is recognised for its effective bureaucracy and robust legal system, beneficial for a 

company like Unilever, as it provides stability and predictability in business activities. 

Nevertheless, Germany's competitive landscape and strict regulations necessitate comprehensive 

market research and strategic planning for successful market entry and expansion (Blind et al., 

2017). 

In contrast, Spain provides a less formal business atmosphere but faces challenges related to 

bureaucratic delays and slower administrative procedures. However, Spain's welcoming attitude 

towards foreign investment and its key role as a gateway to Latin American markets could 

benefit Unilever's international strategy. 

Potential communication challenges 

Unilever may need help adjusting to Germany's plain and explicit communication style instead 

of the British preference for indirectness and understatement. In business conversations and 

operations, it will be critical to retain clear and concise communication while respecting the 

German passion for data and figures (Stahlhofer et al., 2018). 

The greatest difficulty for Unilever in Spain would be adjusting to the more flexible approach 

towards time and schedule and the relaxed and outspoken communication style. Successful 

commercial operations require fostering strong personal relationships and adopting the "maana" 

culture without losing effectiveness and productivity. 
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Germany and Spain bring significant benefits and challenges for Unilever's expansion. Germany 

is an appealing alternative because of its solid economy, efficiency, and compatibility with 

Unilever's business culture despite the need for adjustments in management and communication 

approaches. With a more relaxed company culture and opportunities for development across 

various industries, Spain provides a one-of-a-kind environment that necessitates finding a 

balance between structure and flexibility (Bonvillain, 2019). Unilever's ability to understand and 

adapt to these cultural and economic differences, play to its strengths, and tailor its strategies to 

the unique characteristics of the local market will decide how effectively it grows. 

Recommendations for Unilever’s Business Expansion 

According to the analysis, Germany is the better place for Unilever's expansion inside the 

European Union. Several major considerations support this proposal: 

Economic power and market potential: Because Germany is the EU's largest economy and has a 

solid industrial basis, it provides Unilever with several opportunities (O'Neill, 2023). The 

country's considerable consumer wealth and preference for high-quality, environmentally 

friendly products perfectly fit with Unilever's product portfolio and corporate philosophy. 

Business environment and cultural compatibility: Despite differences in management and 

communication methods, Unilever's organisational structure and business practises connect well 

with Germany's innovation-focused industrial culture, efficient communication, and structured 

business environment (Bergner et al., 2022). The German market's emphasis on sustainability 

and quality is reflected in Unilever's activities, which may boost product uptake and simplify 

market entry. 
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Stable legal and economic environment: Germany's strong legal system and consistent economic 

climate provide a dependable and secure business environment, which is critical for a 

multinational organisation like Unilever wanting to make long-term investments and develop. 

Communication Strategies 

Unilever must employ certain communication and operational strategies in order to navigate the 

German market effectively: 

Cultural sensitivity training: Implement comprehensive training courses for Unilever's 

management and workers focusing on German cultural standards, corporate etiquette, and 

communication styles (Bandaranaike and Gurtner, 2016). Because directness, timeliness, and 

efficiency are highly valued in the German business environment, this training should emphasise 

them heavily. 

Alliances and partnerships at the local level: Create relationships with German companies and 

players in the area. These collaborations can assist in increasing understanding of the regional 

market, customer preferences, and regulatory environment. Partnerships with regional firms may 

help Unilever build a distribution and marketing network and grasp the nuances of German 

corporate culture. 

Business customs adjustment: Accept the German preference for order and punctuality in all 

business contacts (Milosevic, 2019). This includes adhering to deadlines, speaking concisely and 

effectively, and ensuring that substantial research and reliable data support all presentations and 

agreements. 

Language and communication adaptation: While worldwide business interactions are normally 

performed in English, giving German language alternatives in marketing materials, 
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communications, and product labelling may significantly boost market penetration and consumer 

confidence. Hiring multilingual personnel or translators may also assist in ensuring that clients 

and partners in the area are efficiently communicated with. 

Leverage digital platforms for engagement: Given the country's high internet use and advanced 

digital infrastructure, Unilever could employ social media and digital marketing platforms 

particularly built for German viewers (Gruner et al., 2019). This means employing regional 

influencers, messaging that appeals to the culture, and digital marketing that represents German 

customers' interests and beliefs.  

Innovation and sustainability: Adapt company strategy to Germany's emphasis on innovation and 

sustainability. This means investing in eco-friendly product lines, sustainable practises, and 

cutting-edge technologies that are in accordance with German statutory standards and customer 

expectations. 

While Germany and Spain offer different possibilities, Germany is a stronger development 

choice due to its strong economy, cultural similarities to Unilever's corporate beliefs, and stable 

economic environment (Kotabe and Helsen, 2022). By implementing targeted communication 

strategies and adapting to regional business practices, Unilever can effectively navigate the 

German market and establish a strong and long-term presence. 

Conclusion 

This analysis of Unilever's anticipated EU expansion, which reveals distinct operational, cultural, 

and economic contexts, focuses on Germany and Spain. Germany is the preferred development 

destination because of its strong economy, alignment with Unilever's quality and sustainability 

ideals, and well-organised business environment. Unilever has a better chance in Germany 
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because of its stable economic environment and commercial opportunities, although there are 

cultural differences, particularly in communication tactics. This recommendation emphasises the 

importance of cultural sensitivity and flexibility in international expansion. Navigating new 

markets necessitates efficient communication, knowledge of local business standards, and 

inclusion promotion. Unilever's capacity to adapt to German corporate culture while keeping its 

core values will be critical to its successful integration and development. This strategy highlights 

the need for multinational firms to accept cultural diversity and flexibility as necessary 

components of their global business operations. 
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