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Introduction

 Opportunity to expand Dr. Martens to Germany

 Managing intercultural complexities

Thank you for letting me present today on the exciting opportunity to expand
British shoemaker Dr. Martens into the German market. As a globally recognized UK
brand, Dr. Martens has potential to gain substantial market share in Germany,
Europe's largest consumer economy.

 In this presentation, I will highlight key dimensions of German national culture,
business norms and communication styles that differ from the UK.

 I will outline likely challenges and make recommendations for Dr. Martens to adapt
successfully.

With cultural sensitivity and intelligence, we can thrive in Germany's distinct
context.



German Culture Overview

 Regional diversity

 Order, punctuality, direct communication

 Work-life separation

 Quality manufacturing legacy

Germany comprises a diverse cultural mosaic across its 16 states, with some overarching 
characteristics:

 Strong regional identities exist, as Germany was only unified into a modern nation in 1871. Different areas thus have
distinct customs (Kluckhohn, 1951). Order, structure and punctuality are deeply valued. Communication tends to be formal,
direct, serious and task-focused, with rules and titles carrying importance (Hofstede, 1980). The culture orients around
collective goals rather than individual interests, with decisions reached through group discussion and consensus (Hofstede,
1980). Attention to detail, quality and engineering are integral, with products designed for technical robustness and
perfectionism (Kluckhohn & Strodtbeck, 1961

 Additionally, Germany has a diligent and achievement-focused national work ethic, with major economic sectors
including manufacturing, machinery, automobiles, chemicals, pharmaceuticals and technology (Kluckhohn & Strodtbeck,
1961). The label "Made in Germany" denotes care, reliability and meticulous craftsmanship worldwide (Hofstede, 1980)

 Furthermore, Germans maintain strong boundaries between their work and personal lives. While British colleagues may
bond over after-hours socializing, Germans separate professional and private domains (Hall, 1959)



Keys to Success

 Showcase technical mastery

 Robust planning and punctuality

 Direct, pragmatic communication

 Team consensus building

 Gradual relationship building

Navigating these cultural differences successfully requires understanding German business etiquette and expectations:

 Quality, engineering precision and robust functionality must be hallmarks of Dr. Martens’ German 
offerings, showcasing high specifications and care in manufacturing (Hofstede, 1980).

 Extensive planning, preparation and punctuality are also essential. Being on time or early for meetings 
shows respect and commitment (Lewis, 2005).

 Communication should be direct, pragmatic, transparent and oriented around facts and logic rather than 
rapport (Hofstede, 1980). 

 Sensitive formality helps build trust gradually over time. Excess informality may be seen as strange or 
inconsiderate. Restraint and tact matter (Lewis, 2005).

 Germans have high uncertainty avoidance. They meticulously evaluate risks and develop extensive 
contingency plans. While Britis value spontaneity, Germans avoid ambiguity.



Cultural Differences from the UK
 Communication directness

 Work/life boundaries stronger

 More collective orientation

 More hierarchy and formality

 Higher uncertainty avoidance

Several cultural dimensions differ significantly between Germany and the UK:

 Communication style tends to be direct, transparent, serious and objective focused. British propensity for small 
talk may seem tangential or puzzling (Hofstede, 1980).

 Boundaries between professional and personal life are stronger in Germany. After hours socializing is less 
expected (Lewis, 2005).

 Germany has more collectivism and conformity. Individual accomplishments are downplayed in favor of group 
goals (Hofstede, 1980).

 Hierarchy and deference to authority are more pronounced. Casual humor toward leadership would be frowned 
upon (Hofstede, 1980).

 Risk aversion is higher, with decisions requiring extensive data, analysis and planning (Hofstede, 1980).

 Academic credentials and titles are deeply respected (Hofstede, 1980).



Hofstede Model Differences

 Higher power distance

 More collectivist

 Higher uncertainty avoidance

 More restraint

 More masculine norms

Germany and the UK According to Geert Hofstede’s well-known cultural model, Germany differs from Britain on 
several key dimensions:

 Higher power distance exists, with greater acceptance of hierarchy and status barriers (Hofstede, 1980).

 Germany is more collectivist, prioritizing community and team needs over self-interest (Hofstede, 1980).

 It has higher uncertainty avoidance and need for risk planning and mitigation (Hofstede, 1980).

 Restraint is stronger than the UK’s relative cultural indulgence and leniency (Hofstede, 2010).

 Masculine achievement drive is more pronounced than Britain’s relatively feminine culture (Hofstede, 
1980).



Recommendations

 Hire UK and German managers

 Provide cultural training

 Develop detailed project plans

 Ensure premium quality control

 Promote team cohesion

 Stage gradual onboarding

 Recognize group accomplishments



Based on this research, I propose the following recommendations for
Dr. Martens to enable a thriving expansion:

1. Hire German managers and staff to embed crucial local expertise, as well as British expats to maintain
continuity (Shenkar, 2001).

2. Conduct intensive cultural training for British employees on norms like communication, teamwork,
hierarchy and punctuality (Egan & Bendick Jr, 2008).

3. Develop comprehensive project plans with contingencies to satisfy German certainty needs (Lewis, 2005).

4. Ensure outstanding quality control and eco-friendly production to meet German standards (Browaeys &
Price, 2020).

5. Promote team cohesion and consultation to provide a sense of collective ownership (Hofstede, 1980).

6. Institute formal business conduct, language and appearance. Adapt UK informality (Hall, 1959).

7. Provide German language lessons showing investment in relationships (Hurn, 2016).

8. Stage a gradual onboarding of new German hires to allow cross-cultural bonds to form (Cartwright &
Cooper, 1993).

9. Recognize group accomplishments to motivate and unify teams across nations (Lewis, 2005).

10.Adapt UK policies around hours, leave and conduct to align with German regulations (Schneider &
Barsoux, 2003).



Conclusion :

 Significant potential with cultural sensitivity

 Adaptation and integration key for success

In closing, Dr. Martens has tremendous potential in the German market if we proceed 
thoughtfully and sensitively. 

By understanding cultural gaps, adapting our approaches, and integrating local knowledge 
into the expansion, we can gain the trust and cooperation needed to thrive abroad.

Our success will be founded on openness to learn, patience in relationship building, and 
commitment to engineering quality that upholds our reputation. I am excited by this chance 
to strengthen Dr. Martens in Europe and globally.
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