International Business Communications






International Business Communications for Unilever United Kingdom’s Operations
  	

Stefan Zlatev 2029265
University of Wales /Trinity Saint David
London Campus
BA(Hons) Business Management  
International Business Communications 
Assignment 1 LCBB6001










Table of Contents
Introduction	3
Introduction to the Developing Country Selected (India)	3
Cultural Differences between the UK and India	5
Cultural Sensitivity	8
Communication Barriers and Challenges (UK vs India)	10
Communication Strategies and Relevant Recommendations	12
Conclusion	13
References	15
[bookmark: _heading=h.mbqbddqd2d05]
[bookmark: _heading=h.b1gsy3yt4dmy]
[bookmark: _heading=h.g6vw2j62qbgr]
[bookmark: _heading=h.itq682hoyd7u]
[bookmark: _heading=h.va6apvo5gkmw]
[bookmark: _heading=h.h42nzipuf7hv]
[bookmark: _heading=h.lyzbt1fycf6e]
[bookmark: _heading=h.s7qha52fuceo]
[bookmark: _heading=h.41o3z1j3pmou]
[bookmark: _heading=h.5auq20ed3hqu]
[bookmark: _heading=h.f3kid3vqzlzc]
[bookmark: _heading=h.p4jagx4eaabf]
[bookmark: _heading=h.saut3a9afwi]
[bookmark: _heading=h.714eyhqhinkq]
[bookmark: _heading=h.30j0zll]
Introduction
Unilever is one of UK-based organisations that navigate cross-cultural challenges in its UK-based operations. Notwithstanding Brexit, the United Kingdom is one of the most diverse European countries in terms of culture, beliefs, values, and orientations (Lin, 2021). Accordingly, Unilever ought to create a positive environment for people from diverse backgrounds to thrive in its UK-based business operations. The British context of business communications relies on the British national culture, macro environmental factors, and cross-cultural perspective (Guffey & Loewy, 2022). Since Britain is a Western country, its organisational communication assumes the Western cultural orientation, including in business contexts. Accordingly, line managers ought to integrate workplace policies and procedures that foster inclusiveness through motivation and effective business communication.

[bookmark: _heading=h.1fob9te]Introduction to the Developing Country Selected (India)
Background of India
India is one of the fastest developing countries with a rich cultural heritage that reverberates across the globe. According to Gangopadhyay (2021, p. 9), the vastness and population of the South Asian country has triggered the demand for opportunities in various countries. Although Indians speak English, they regard Hindi as the dominant language. The governance of the country anchors federal and parliamentary constitutionalism, which explains the country’s stable democracy. However, the cultural perspectives of India inform business communications, social interactions, and belief systems among the people. The country’s fascinating culture and traditions attract global tourism. Over the years, Indians have flocked the United Kingdom in pursuit of better opportunities. This immigration and settlement has seen such companies as Unilever interact with Indian Stakeholders at different levels.

Background of the UK Organisation
Unilever is one of the leading British multinationals that produces and distributes consumer goods across different markets. With its headquarters in the heart of England, Unilever controls its global operations through the direct involvement of line managers (Pant & Ramachandran, 2017). The British multinational company deals in packaged consumer goods in such sectors as pharmaceutical, food & beverage, hygiene, and personal care industries. Subsequently, the main products of the company include baby food, beauty products, soap, toothpaste, bottled water, condiments, pet food, and cleaning agents. Since its founding 1929, Unilever has embraced market diversification and product development to gain the competitive edge. The multinational operates under three primary divisions, namely, Beauty & Personal Care, Home care, and Food & Refreshments. These divisions run the company’s global operations in Europe, North America, Asia, South America, Australia, and Africa. Besides, Unilever’s innovation efforts are evident in its research and development (R&D) facilities in the United States, United Kingdom, India, China, and the Netherlands.
The vision and mission of Unilever coincide with the company’s strategic decisions and performance. The company endeavours to enhance sustainable living among the populace, regardless of background or affiliation. Accordingly, Unilever’s long-term operations have seen the British multinational expand to over 190 countries, with over 3 billion direct and indirect customers. Regarding Unilever’s performance, the year 2022 saw the company generate € 60.1 billion in turnover, 60% of which came from emerging markets (Unilever, 2023). The brand diversity of Unilever thrives because of the company’s investment in marketing, human resource management, and product innovation. However, this report will delve into the company’s success in business communication, especially in the British context. 

[bookmark: _heading=h.tyjcwt]Cultural Differences between the UK and India
The United Kingdom and India contrast substantially in their cultural perspectives, which affect strategic business communications in such countries. Fundamentally, India is more conservative than the United Kingdom in terms of dressing styles and communication patterns, which affects the conduct of stakeholders in the Business environment (Bolton, Green, & Kothari, 2020, p. 65). A large company like Unilever ought to consider the implications of cultural differences when handling Indian stakeholders in its UK operations. Unilever employees of Indian descent may communicate differently in the company’s UK environment. Both Trompenaars Dimensions and Hofstede's Cultural Dimensions Theory are critical to understanding the cultural differences between the two countries. These dimensions depict possible implications of communication dynamics to UK companies that engage diverse employees.

Hofstede's Cultural Dimensions Theory
I. Power distance index (PDI)
The United Kingdom thrives on a high-power index because of its established political and economic institutions. Power distance Index is the degree to which people who rank lowly in the society accept equality and fairness in the exercise of power (Deresky, 2017). The establishment of hierarchical structures in the United Kingdom informs organisational structures substantially. Accordingly, Unilever adopts a high-power distance for its business communications within the UK territory. According to Isar (2020, p. 48), cultural diplomacy determines the high power distance among Indian employees. The high degree of power distance index exemplified the motivation that arises from interactions between line managers and their subordinates (Guffey & Loewy, 2022). When lower ranking organisational stakeholders approve and accept the hierarchical structure of the society, they will accept directives and instructions from line managers. Accordingly, the high PDI in the UK enables such organisations as Unilever to channel critical organisational communications down the divisions.

II. Individualism vs. collectivism (IDV)
Individualism index is a critical national dimension in the United Kingdom that affects business communications substantially. Unlike conservative states in Asia and Africa, Britain is a highly individualistic country. Individualism encompasses the extent to which people embrace relations and bonds with friends and families (Dignen & McMaster, 2013). This tendency reflects an individual's tendencies towards groups and teams in the organisational context. UK line managers, particularly in the Unilever context, communicate in ways that suggest motivation from opportunities for individual advancement and autonomy. Indian employees thrive on collectivism whereas their United Kingdom counterparts cherish individualism, which influences business communication in the K (Whitehead et al., 2022, p. 338). International business communication ought to incorporate the level of individualism as a national culture and the degree of national diversity. Individualism grants line managers the power to direct communication across organisational divisions and channels.

III. Masculinity vs. femininity (MAS)
Masculinity index applies substantially to Unilever’s business operations in the United Kingdom. The British business environment and communication depends on the country’s high masculinity degree, which fosters heroism and assertiveness (Deresky, 2017; Wenxin & Yue, W., 2022). Masculinity corresponds to individualism and high-power distance whereas femininity coincides with collectivism and low power distance. A low masculinity index among Indians is instrumental to their international business communications because of the country’s diverse cultures that inform individual beliefs, perceptions and motivations (Sivakumar & Manimekalai, 2021, p. 430). However, the level of women emancipation in the United Kingdom influences business communications in the country across organisational hierarchical structures, especially when dealing with Indian employees.

IV. Indulgence vs. restraint (IND)
The indulgence index is critical to international business communications, especially when dealing with multicultural organisational stakeholders. According to Presbitero and Attar (2018), the United Kingdom is among the most liberal societies in the West that enjoys a high indulgence index as a national culture. This dimension of Britain’s national culture portends the requirement by organisations to allow stakeholders to pursue individual pleasures and freedoms. However, parenting styles inform the restraint by Indian societies in foreign countries (Sahithya, Manohari, & Vijaya, 2019, p. 357). These dimensions apply to Unilever’s business communications through the company’s strategic approach to corporate social responsibility. Unilever’s line managers communicate in ways that advance individual gratification across organisational hierarchy. This perspective requires the acknowledgement and granting of divergent inclinations, tendencies, desires, and lifestyles that align with business contexts.

Trompenaars Dimensions
Trompenaars dimensions of culture revolve around seven perspectives that define human reality. According to Dignen and McMaster (2013), these cultural dimensions encompass Universalism versus Particularism, Individualism versus Communitarianism, Achievement versus Ascription, Neutral versus Emotional, Specific versus Diffuse, Internal direction versus External direction, and Sequential versus Synchronous time. The United Kingdom thrives on universalism, individualism versus, achievement, neutral, specific, internal direction, and sequential perspectives. conversely, India thrives on particularism, communitarianism, ascription, emotional, diffuse, external direction, and synchronous time perspectives. Unlike Hofstede’s dimensions that define national cultures, Trompenaars dimensions depict the behaviour of individuals within specific environments. Presbitero and Attar (2018), claim that line managers can employ Trompenaars dimensions of culture to communicate with organisational stakeholders effectively. Given the level of multiculturalism at Unilever, line managers apply various dimensions, such as universalism, individualism, neutral, achievement, internal direction, and specific perspectives in their British context operations.

[bookmark: _heading=h.4d34og8]Cultural Sensitivity
Although the United Kingdom is predominantly a Western society, multiculturalism thrives in the country and requires cultural sensitivity. The United Kingdom enjoys cultural diversity because of globalisation and macro environmental factors (Barker, 2016). For instance, globalisation trends have triggered immigration into the country considerably. Such factors as economic, political, and environmental perspectives have led to cultural convergence in the country. Accordingly, organisational leaders in the United Kingdom deal with myriad cultures, ranging from Arab to Indian cultures (Longhurst, 2021). Unilever line managers encounter diverse cultures in their workplaces, which require cultural awareness. Cultural sensitivity is significant to the business environment in the UK because it enhances business communication.
Since cultural norms and demographic factors influence cultural sensitivity, organisational managers ought to shun ethnocentrism. The high degree of cultural diversity in the United Kingdom coincides with Unilever’s diversity and inclusion policy (Dignen & McMaster, 2013). The organisation recruits and outsources from diverse backgrounds, cultures, and affiliations. Line managers counter ethnocentrism through adopting specific dimensions that advance universalism and business reality. For instance, Unilever managers communicate to stakeholders through the UK national culture and business context. This approach allows different stakeholders, such as customers, employees, and suppliers, to be flexible in their communication patterns while maintaining business ethics and organisational policy. 

Cultural Contexts
Cultural contexts play an essential role in contemporary business communication, especially in the British context. The United Kingdom’s individualism and masculinity accentuates a low context culture. Through low context culture, people in the United Kingdom are explicit in their communication styles and patterns (Deresky, 2017). This low context pattern manifests in business communications. Since Unilever line managers require effective communication strategies, they rely on low context cultural communication. This approach allows line managers to be direct in their messages and instructions, as opposed to using non-verbal cues. Low context culture has both positive and negative attributes, especially in the British context (Szkudlarek et al., 2020). The cultural context enables line managers to lead, control, and manage stakeholders effectively and efficiently. However, communication in low context cultures may create such challenges as stereotypes, negative attitudes, and misunderstanding among diverse individuals. This drawback is detrimental to team working in the organisational context.

[bookmark: _heading=h.17dp8vu]Communication Barriers and Challenges (UK vs India)
Stereotyping
The United Kingdom comprises a diverse workforce that encounters stereotyping as the primary communication challenge. Line managers need to communicate effectively to a diverse workforce, especially in the United Kingdom. However, Unilever’s UK workforce comprises Arabic, Indian, African, Caribbean, Chinese, and Western cultures. Workforces from these cultures interact at different levels in the organisational environment. Such diversity presents stereotyping in forms of some cultures associating others with specific tendencies, behaviours, and beliefs (Deresky, 2017). For instance, a diverse workforce at Unilever occasions cross-cultural interactions that trigger the stereotyping of specific Chinese, African, and Asian cultures. Stereotyping may impede business communications, especially when employees deal with stakeholders in critical supply and value chains. 

Judgemental/Negative Attitude
Attitude issues are commonplace in a diverse workforce, which bars communication among organisational stakeholders. Judgemental attitude is a significant communication barrier because it prevents individuals from perceiving others positively, especially when employees misjudge others based on their cultural contexts and national cultures (Mautner & Rainer, 2017). Attitude issues among a multicultural workforce impede communication, especially in multinationals. The UK context of diverse workforce comprises divergent belief systems, values, norms, and affiliations, which influence the attitude of Unilever employees. For instance, Unilever employees from the Islamic background may misjudge their counterparts who subscribe to Buddhism. This judgmental attitude may bar communication between such employee groups, which affects business communication and communication adversely. 

Misunderstandings
Given the divergent perceptions and conditioning of a diverse workforce, such aspects may hinder communication in a dynamic British business environment. According to Adanlawo, Reddy, and Rugbeer (2021), the UK context of cultural diversity encompasses the interaction of different religions, political affiliations, values, beliefs, and orientations. This diversity affects people differently by influencing their national cultural dimensions. For example, Unilever’s diversity policy has triggered cultural conflicts that require constant intervention. The company’s employees often clash with other stakeholders based on communication hues that trigger misunderstandings. Since Asian cultures promote indirect and passive communication, employees from such cultures clash with their Western counterparts in the United Kingdom (Zamfir, 2022). For instance, employees from high context cultures may misunderstand communication from their counterparts who embrace high context cultures. 

[bookmark: _heading=h.35nkun2]Communication Strategies and Relevant Recommendations
Facilitating and Managing Intercultural Communication
Given dynamics and barriers to business communication, Unilever line managers ought to facilitate and manage cross-cultural communication. Openness and resilience can enable Unilever to succeed in providing a positive environment for everyone to succeed (Braslauskas, 2020). The company enjoys diversity in its workforce and external stakeholders, which requires an open-minded approach to management of people and processes. This approach encompasses tolerating uncertainties and ambiguities during business communications and operations. Koponen, Julkunen, and Asai (2019) claim that resilience enables such multinationals as Unilever managers to cultivate resourcefulness through internal locus of control while motivating a diverse workforce. The management of cross-cultural communication is essential to the company, especially in the British business environment with diverse stakeholders across value and supply chains.

Managing Conflict Resolution
The creation of a positive organisational environment requires line managers to manage conflicts appropriately. Managing conflict resolution is a two-pronged strategy that depends on the origin of organisational conflicts (Mautner & Rainer, 2017). For instance, Unilever managers encounter both instrument-oriented and expressive-oriented conflicts, which require different management approaches. Since instrument-oriented conflicts require Unilever managers to negotiate based on logical analysis and verified information. For example, managers may ignore high context hues and femininity dimensions that may trigger attitudes, stereotypes, and misunderstandings in the workplace environment. With regard to expressive-oriented conflicts, organisations can enhance positive environments through handling uncertain situations implicitly and indirectly, usually a high low context approach. It means that Unilever ought to understand conflict triggers and degree of workforce diversity when managing conflict resolution.

Developing Cultural Sensitivity
The development of cultural sensitivity is a potent communication strategy for improving the organisational environment. Cultural diversity calls for the integration of intercultural competence and awareness when handling stakeholders (Dignen & McMaster, 2013). Some of the cultural sensitivity aspects that aid communication encompass learning a foreign language, tolerating divergent ideas, acknowledging unpopular beliefs, and creating a culturally diverse teamwork. Unilever ought to provide a positive environment for its stakeholders through encouraging multiculturalism and cultural awareness in its programs. This approach may encompass promoting the use of foreign languages and communication patterns within its British divisions (Barker, 2016; Göl and Erkin, 2019). This strategy may include allowing Chinese and Arabian stakeholders to use their native languages during business operations. The culture-communication link is critical to enhancing trust and understanding within the organisational environment. 

[bookmark: _heading=h.z337ya]Conclusion
Given the cultural diversity of contemporary organisations, Unilever ought to create a positive environment for everyone, including Indian employees, to thrive for their UK-based business operations. The British context of business communications encompasses a Western society with dynamic cultural dimensions that influence organisational interactions. Given the role of line managers in fostering the growth of inclusive workplace policies and procedures, this report applied theories of international and intercultural communication on Unilever’s business communications in the UK. The report delved into the cultural differences between India and the UK to understand business communication dynamics. The critical evaluation of cultural sensitivity when doing business in the country exposed various communication barriers experienced by a diverse workforce. Such barriers encompassed stereotypes, prejudice, and misunderstanding. Subsequently, the report proposed the development of cultural sensitivity, managing conflict resolution, and facilitation of cross-cultural communications.
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