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[bookmark: _Toc152181497]Introduction to the context of British business communications
British business communications developed various methods to use communication effectively, which strongly placed diplomacy before directness. British communication style provides open confrontation and directness. British people are happy to communicate general statements and facts as well as direct conservation when it comes to communicating feedback and opinions. On the other hand, British people like to feel relaxed about businesses as everything will need to be backed up with figures and facts in communication. They are likely to avoid making exaggerated claims, and they do not prefer what the situation may be. British people use a mix of indirect and direct communication by face-to-face communication, personal titles and contact to build business relationships. 
The study will define how a British multinational organisation can introduce their product to two EU countries for future business expansion. In addition to this, the study will also evaluate the opportunity to make sure that they are establishing a favourable atmosphere in a newly amended country by applying theoretical implications as well as analysing the style of communication.
[bookmark: _Toc152181498]A brief introduction to the selected organisation
Unilever plc is a British multinational organisation, developing its businesses since 1929. The company is famous for supplying fast-moving consumer goods (FMCG) throughout the UK. It has also run with a diverse product portfolio comprising food products, personal care, beauty, beverages, home care products and also minerals, vitamins and supplements. Unilever has its registered office at Port Sunlight in the United Kingdom, whereas the head office is situated in London. The company owns more than 500 brands under categories like personal care, home care and food and drink (unilever.com, 2023). On the other hand, the aim of the organisation is to make sustainable living commonplace by inspiring exceptional performances. On the other hand, the organisation evaluates unique value propositions to make purpose-led branding as a provider of reasonable prices and quality goods. The organisation shared 94.16 million GBP in the UK market capital (Liu et al. 2022). However, the fast-moving consumer goods market presents reliable growth in the UK businesses, which represents intense competition for Unilever plc. The brand faces tough competition with other direct and indirect brands like Nestlé, USA, GSK, Johnson and Johnson, Procter and Gamble as well as Mars. However, the brand is one of the top competitors and profitable companies in the UK's fast-moving consumer goods industry, which helped the brand earn €60.7 billion globally in 2022 (unilever.com, 2023). Based on the UK headquarters, the organisation uses different communication channels, which include websites, product levels, Careline phone numbers, and consumer leaflets to communicate openly with their respective consumers. On the other hand, the reporting platform of Unilever develops two-way communication between business integrity, the officer, and the reporter, managing the excellence of exchanging their ideas over an issue.
[bookmark: _Toc152181499]Evaluation of the chosen EU countries by applying the following Country facts
EU countries mostly have political and economic unions along with the other 27 member states with the founding treaties. The study will choose Germany and Malta which are the popular countries with EU membership. 
· Germany: Germany is an interesting and rich country with colourful architecture, landscapes, mountains, and forests, which are essential to attracting top travellers. On the other hand, the country developed a diversified economy supported by reliable infrastructure, a well-developed workforce and a positive social climate with world-class research and development (Adawiyah 2021). Germans also provide values of fairness, punctuality, loyalty, reliability, and professionalism, which should be reciprocated through their communication. It is one of the dynamic economies that appraise the spirit of innovation and make highly skilled workers work with different business locations. 
· Malta: On the other hand, Malta is one of the innovative countries that has been marked by diversification and change. Malta is fantastic to promote consistent regulation and professionalism as an EU member. The island provides fantastic benefits, such as permissions for new business owners to offer their goods and services through tax-efficient platforms. In addition to this, the study will choose the country based on its industrial investment, modern infrastructure, flexible and adequate labour supply as well as geographical location. It can also be added that the people in Malta speak loudly and expressively, providing direct communication by speaking in a humorous or creative way (Bolten 2020).
[bookmark: _Toc152181500]Identifying the cultural differences such as social context, profile, language, possible risks, and labour outlooks, such as diversity of backgrounds within the workforce
· Hofstede cultural dimensions 
Based on British communication and cultural norms, the study can include politeness and courtesy as essential to British people and respect for their privacy. British people are very strict about being punctual and showing respect for pregnant women, older adults and disabled people. They also value diversity in terms of engaging women, empowerment, employability skills, and leadership roles by hiring people from throughout the world from different backgrounds (Ahi et al., 2022). However, based on German business etiquette, German people are mostly professional and socially connected with each other, which makes them sensible and respectful of each other's privacy. With a diversity of religions, traditions and customs, German people have a long and rich history of valuing diversity. Lastly, based on the Maltese culture, people tend to dress with modesty and formality through a relaxed approach towards punctuality and timekeeping. Malta is relatively homogenous, where there are different communities of British, Palestinians, Greeks, and Sindhis on the island. However, there can be cultural comparisons based on different dimensions to reflect the actual differences in cultures. Hofstede suggested six cultural dimensions and a country comparison framework, which can provide a value difference in national cultures. 
Power distance: Based on the cultural differences, this dimension deals with German societies where it is highly decentralised and supported by strong middle-class people. However, on the other hand, it seems incongruent with the historical class system and its power over the culture, including industrial implications (Newton 2020). However, in this race, Malta scores high, which develops the country the same as Germany as a hierarchical society accepting hierarchy and the fact that people don't have any further justification. 
Individualism versus collectivism: Germany is considered individualistic, where small families focus on parent-child relationships and believe in the idea of self-actualisation. Here, people mainly provide a sense of duty and responsibility, which helps the country to improve their communication with a fair chance. Malta is also an individualistic society, managing immediate families and taking care of employer relationships, hiring and promotion decisions, as well as management of individuals. 
Masculinity versus femininity: Germany has been considered a masculine society where people should be decisive and assertive and build their self-esteem through the tasks they complete. On the other hand, Malta developed itself as feminine with rich patterns of traditions, practises and beliefs. It is known as developing social interactions and decisive behaviour towards the motivation of achievements and success (Masud 2020). 
Uncertainty avoidance: Germany is amongst the popular countries which avoid uncertainties. Therefore, there is a perfect example of open thinking, presenting and planning. Based on the power distance, German people prefer to compensate for higher uncertainty based on their expertise. Malta exhibits a very high uncertainty, avoidance, maintaining behaviour, rigid codes of beliefs and intolerant of unorthodox behaviours and ideas. In this segment, both countries are different from The UK culture, which evaluates a low degree of uncertainty avoidance. It illustrates unstable habits and rituals with a lower degree of anxiety and social structure.
Long-term orientation vs short-term orientation: with the law score, Malta is considered to be realistic in nature, where society follows traditions and norms while they believe in societal change upon these traditions (Hansen, Pfaller, and Schicktanz 2021). In addition to this, German people are mostly profound in social change with suspicion, which leads them to be more pragmatic in modern education and prepare for the future, with a strong propensity to invest, preserve, and help Germans to achieve long-term outcomes.
Indulgence vs restraint: the German culture is restrained in nature and has a tendency to pessimism. The societies include people who emphasise leisure time and control their desires. However, Malta is classified as an indulgent, generally exhibiting willingness and desire for friendliness and hospitality.
[bookmark: _Toc152181501]As part of the evaluation of two different EU countries, discussion and analyses of the communication barriers, British businesses can experience
Unilever PLC has a base in the UK culture and generally believes in inequality, which reflects similar hierarchal, power and social structures in Malta and Germany. British culture also places a strong emphasis on individualism with a tradition of personal freedom and autonomy. To reflect on the power structure, Unilever PLC is based on the UK society, tends to value competition and success, and makes itself a fairly masculine country to be assertive and competitive by focusing on material success (Wu, Connors, C. and Everly 2020). 
· Language: In these factors, Unilever PLC may face different communication barriers in contrast to British business communication. British people mainly use English in various dialects to be the most preferred language in the UK. Based on verbal communication, the British people mostly take all necessary measures to remain polite throughout their discussions in English (Zimmermann, and Kohring 2020). However, in Germany, people are mostly accustomed to Danish, German, Roman, and Sorbian, which may develop contrast to be positive and more formal than the British style of communication. People in Malta mainly prefer English, which helps the country to be more directive and formal. In addition to this, the majority of people are fluent in both Maltese and English as well as Italian, creating a scope for that UK multinational giant to expand. 
· Business etiquettes: Based on the style of communication, German business culture is ambiguous and direct, which provides facts based on discussions, concise and values of state forward phrases. Here, people mostly prefer punctuality, dress code, gift giving, and motivation through fair pay and good working conditions. on the other hand, Malta has no specific dress rules or business practices (Grech 2020). However, the country provides punctuality as expected but there is no rigidly observed conditioning. Also, business dealings are expected to be scheduled in advance, and they prefer to shake hands and exchange business cards as a style of communication. However, both cultures are different from British business. It quits where Unilever plc can face challenges regarding punctuality and planning. British people were generally scheduled with early notice as well as on-time deliveries. It is considered to call or message or let someone know about to keep communication a calm, professional and well-groomed way.
· High context and low context: Germany is one of the low context cultures where people tend to pay more attention to transmitting messages, more by words, than non-verbal signals. This means they like to communicate with people explicitly through words. However, mollities people are highly context in nature to prefer direct communication speaking their minds and providing humor as their social foundation. However, Unilever plc is operating its business in a low context and culture, valuing personal pronouns and explicit communication (Annaswamy, Verduzco-Gutierrez, and Frieden 2020). It helps organisations choose Germany as the direct destination to expand their business.
[bookmark: _Toc152181502]Appropriate recommendations on which country the organisation should expand into and strategies for overcoming communication challenges to enable the organisation to succeed in providing a positive environment for everyone
Based on the analysis of the cultural dimensions, it can be recommended that Unilever PLC expand its products in various places in Germany based on their professionalism, room for respect and globally influential culture to respect the structure and laws of the society. In order to get affluent and punctual business standards, Germany will be more efficient in valuing and prioritising time for business meetings and social engagements than Malta (Al Shamsi et al. 2020). Maltese people were relaxed about their future and uncertain as Germans mostly strive for professionalism, perfectionism and precision in all aspects of their lives. There can be different strategies to be reflected to enable Unilever plc to succeed in providing a positive environment in Germany (Waisbord 2020).
· Improving interpersonal skills: Unilever plc must focus on improving the interpersonal skills of people to help them to be more responsive to the team members in the working team.
· Time management: Another strategy can be time management to value projects and deliveries and set standards of business practices (Morrison-Smith and Ruiz 2020). To overcome the communication challenges, the British multinational must appoint superiors to look at time management, and schedules, as well as provide employees with problem-solving training to identify their priorities and evaluate their results rather than wasting time.
· Active listening and feedback: It can be another element for communication success. Unilever PLC can provide training to individuals to be responsive over giving feedback or active listening.
· Breaking stereotypes: hiring more local people and local culture can help the brand to be more diverse in nature and eliminate basic stereotypes regarding cultural norms, fashion or religion (Clark et al. 2019).
· Motivating others: using different leadership styles, such as transformational or transactional, can help the leaders of Unilever to expand the business in Germany easily and remove various concerns regarding communication style or misalignment or miss understanding. Motivating others with language, seminars, or hiring translators can help people get motivated and have field value to work with Unilever plc in Germany.
· Diversity and inclusion: Applying diversity and inclusion can help to overcome communication barriers with diverse audiences. People must use clear and simple language and look for active feedback in applying diversity and inclusion in organisations. Unilever plc must overcome communication barriers in diverse teams crucial for maximising team productivity to foster effective collaboration (Zhang et al. 2022).
[bookmark: _Toc152181503]Conclusion
Based on the examination of the cultural components, it is advised that Unilever PLC extend its product line throughout Germany in light of the products' professionalism, tolerance for difference, and globally significant culture of respect for social norms and laws. The study has described different cultural values and benefits to be presented by Germany to prioritise social activities and business meetings. 
In order to eliminate potential cultural challenges in Germany, Unilever plc needs to get beyond barriers to communication in diverse teams in order to maximise team productivity and promote productive teamwork. in order to establish prosperous and punctual corporate standards, the brand can also follow up with a regular feedback system using 360-degree feedback and keep everyone informed about decisions. Germany can also be chosen where the culture tends to strive for professionalism, perfectionism, and precision in all facets of life, whereas Maltese people are carefree and apprehensive about their future. To help Unilever plc succeed in creating a pleasant atmosphere in Germany, the company must apply diverse training and workshops for people, appraising local networks and culture along with recruiting more diverse people to succeed in expansion to Germany.
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