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[bookmark: _Toc141196637]1.0 Introduction
This report will address the development of workplace inclusivity and effectiveness from a line manager’s perspective at the selected company of Unilever. The report will elaborate on the different perspectives relevant to the discussion in this context, including business communications and cultural factors. These aspects will be expanded through discussion using various relevant models such as Hofstede, Samovar and Jandt’s frameworks. Following this, the report will evaluate cultural sensitivity in the UK business environment and assess barriers to intercultural communication across a diverse workforce in the same context. This will allow the report to present recommendations for targeting the improvement of line manager approaches and strategies towards creating a positive environment in the workplace.
[bookmark: _Toc141196638]2.0 Overview of British business communications and Unilever
[bookmark: _Toc141196639]2.1 Business communications
It is necessary to preface the report by developing the context of business communications from a British perspective. British communication styles favour diplomatic communications over direct behaviour in communications, resulting in a more non-confrontational outcome in interpersonal situations. Directness in communication in business settings, therefore, is considered openly confrontational behaviour that is blunt and direct in a potentially offensive way. This also leads British business communications in the UK to be more flexible when having to consider saying no to a proposition or turning down an individual's suggestion or course of action. Therefore, a focus of business communication is to maintain an acceptable and positive turn of phrasing to ensure that the overall workplace climate is not made vulnerable to friction and discordant behavioural outcomes.
Furthermore, the British communication style is highly characteristic in its use of humour as a means for conveying information. The interjection of humour occurs in different contexts, resulting in its effective use to reduce tension from a situation as well as build camaraderie in a normal interpersonal communication context. This aligns with the British perspective of stoic individuality characterised by cultural phrases like ‘stiff upper lip’, which promotes being calm and reserved as well as appearing more balanced from an emotional perspective. Therefore, the effective use of humour is respected and considered appropriate along with self-depreciation over self-aggrandising. Business communications in the UK are therefore consistent across these cultural qualities, as the integration of minority members in the business environment sees them express these characteristic British communication qualities to present their uniquely individualistic persona in business environments.
[bookmark: _Toc141196640]2.2 Unilever
Unilever is a multinational corporation in the UK that was previously operating under a split headquarters structure that made the company an Anglo-Dutch entity. However, towards Brexit being voted into practice, Unilever scaled its operations back and consolidated entirely in its London headquarters to ensure greater ease of business continuity post-Brexit (Reuters, 2020). The company is registered on the London Stock Exchange and is listed as one of the FTSE 100 Index of UK companies with the largest market capitalisation (Reuters, 2020). From a global market perspective, Unilever is among the top five largest consumer goods manufacturers in the world, signifying it as a prominent multinational corporation in the UK business environment (Bedford, 2023).
Unilever is also notable for its recent restructuring outcome where the company diversified its business divisions from 3 to 5, resulting in a more streamlined business structure distinctive from the company’s earlier matrix structure (Unilever, 2022). Unilever is also notable for its triple-bottom-line business model of sustainable commercial growth while maintaining responsibility towards the environment and society, and was developed under the leadership of former CEO Paul Polman (George, 2020). His successor Alan Jope continued this sustainable business perspective and the current CEO Hein Schumacher is also a proponent of sustainability in business.
[bookmark: _Toc141196641]3.0 Application of relevant theories of international and intercultural communications in the UK
[bookmark: _Toc141196642]3.1 Hofstede’s 6-D Model of National Culture
Hofstede’s 6-D model of national culture is among the foremost models for the analysis of a country's culture at a macro-level (Gerlach and Eriksson, 2021). Hofstede’s model presents national culture across six different dimensions, which are characterised by different perspectives such as inequality of social power and the prevalence of individuality over collectivism. These six dimensions can be concisely explored individually to present a thorough insight into the UK’s national cultural dimensions.
Power Distance
The dimension of power distance measures the extent to which social inequality or power distribution is accepted and tolerated in national culture. Therefore, a higher power distance score would characterise a culture as being more tolerant of inequalities and consequently less proactive in increasing equitable quality of life across society. The UK’s score of 35 in this dimension positions the country favourably, as this is below the average power distance and shows a greater social focus on developing equality (Hofstede Insights, 2023). This is characterised by the development of the Equality Act 2010 in the UK, which prohibits discrimination in society and the workplace against individuals with diverse personal characteristics such as gender, religion and ethnicity. I decide to take a country Malasya as example with high power distance very high, in this country hierarchical structure of the company is so strong that a worker will never go to say something or complain to manager or director, while in Uk is totally different story, British will go with no shame to complain about different essues happening in a company.
Individualism
The score of individualism denotes social behaviour across individualism and collectivism, where society can be more tightly knit or more open and individualistic. The UK's score of 89 in this dimension showcases a very high score of individualism which is also an indicator of the potential development of diversity (Hofstede Insights, 2023). Higher individualist tendencies reduce tribal behaviour and group thinking, resulting in greater acceptance and cooperation with diverse individuals in a multicultural society. Therefore, this increases the prospect of creating workplace unity in society. If I compare it to Malasya collectivism is plays an important role, Malaysians think more about others then on themselves. They orient more on group decisions then individualistic reply that is guided by Uk company workers. If malaysyan worker will give an opinion on some things that goes wrong in a company to others would be accepted socially unecaptable and very rude, while in Uk would be totally normal thing.
Masculinity
The dimension of masculinity in this context refers to the extent to which social behaviour promotes material achievement among individuals. A higher dimension of masculinity would indicate such behaviour from a cultural perspective, whereas a lower score would correspond with a greater focus on quality of life improvement over material achievement and ambition. The UK score of 66 here reflects on the British business communication style discussed in the essay, where communicators must be aware of individual differences and maintain the ability to speak between the lines (Hofstede Insights, 2023). 
Uncertainty Avoidance
The dimension of uncertainty avoidance reflects the national cultural tolerance for uncertainty in future developments. A higher degree of uncertainty would therefore show a more closed culture that is less capable of changing due to its rigid avoidance of uncertain outcomes. The UK’s score of 35 here shows it is a low-avoidance national culture where spontaneity and improvisation are commonplace in the face of unknown long-term future variables (Hofstede Insights, 2023). This also favours multicultural development towards diversity, equity and inclusion as lower uncertainty avoidance should make the workplace environment more conducive to socially progressive change outcomes. Malaysia has a low preference for avoiding uncertainty which means the Malaysians prefer to maintain a more relaxed attitude in which precision and punctuality did not come naturally.

Long Term Orientation
The dimension of long-term orientation positions long-term behaviour from a national cultural perspective, where long-term orientation denotes the balanced view of social progress while retaining ties to the traditional past. The UK's score of 51 in this dimension makes it indeterminate towards favouring a long-term orientation, as the low uncertainty and high individualism scores make long-term orientation less likely than average levels (Hofstede Insights, 2023). Malaysians comparing to British are working in their first job more then 20 years. 
Indulgence
The dimension of indulgence seeks to balance the development of individual behaviour towards self-indulgence or short-term gratification. A lower indulgence score would indicate a quality of restraint where individuals are more culturally susceptible towards delayed gratification responses. The UK's score of 69 in this dimension presents a higher self-indulgence culture, which is also characteristic when viewed together with high individuality, lower power distance and lower long-term orientation as well as lower rigidity towards avoiding uncertainty (Hofstede Insights, 2023). 

[bookmark: _Toc141196643]3.2 Samovar’s High and Low Context Cultures
This model presents national culture across the positions of high-context and low-context cultures. High-context cultures under this perspective allude to societies where higher reliance is given towards having a wide family and interpersonal network of friends. Communication also becomes more implicit and nuanced, as collectivist tendencies are expressed in higher-context cultures. Conversely, low-context cultures are more individualistic and favour the use of explicit language terms and behaviour in interpersonal communication. Communication, therefore, becomes more sophisticated and nuanced in high-context cultures, whereas low-context cultures are more favourable for precise communication and clarity of message.
The UK's position from this perspective shows it is a low-context culture, where face-value communication is understood for its effectiveness in being clear and simple. From an interpersonal intercultural communication perspective, this can be illustrated by the use of first name terms in the business environment in the UK. In high-context cultures such as Japan, the use of first name terms is eschewed in favour of honorifics to address people in business contexts. Therefore, a lower context culture in the UK helps with integrating diversity and inclusion due to straightforward association in interpersonal communications that mitigate barriers to participation, as everyone communicates on a first-name basis. 
[bookmark: _Toc141196644]3.3 Jandt’s Intercultural Communication Theory
Intercultural Communication theory by Jandt states that language can be a potential limitation in communication across intercultural situations, as language accessibility permits or limits the inclusive participation of people in a multicultural society. From this position, the development of intercultural inclusion in the UK is a positive direction as the country features multilingual accessibility and inclusivity, such as in social surroundings as well as the broader business environment.
[bookmark: _Toc141196645]4.0 Critical evaluation of cultural sensitivity when doing business in the UK
The cultural sensitivity of British culture in the business environment is adaptable for diverse individuals participating in doing business in the UK. Based on the analysis of cultural and communication factors, it is determined that the UK’s cultural sensitivity in matters of business involves courtesy, politeness, as well as humour. Line managers in the UK will encounter individual employees through the courtesy of behaviour and directness of conduct, as exemplified by the low context cultural dimension of the UK's national culture. Furthermore, it is expected that the practice of giving gifts in the business context has limited applicability, as gift-giving is more accepted and characteristic of high-context cultures such as in China with the gift-giving practice under Guanxi (Li, Sun and Taris, 2021).
However, it is important to note that British identity is not synonymous with English identity, and interpersonal communications in the workplace environment must be characteristic of noting this particular detail. Referring to business associates as British is more appropriate, as the UK is composed of different sub-cultures such as the English, Scottish and Irish. Therefore, referencing groups of people as British is appropriate and considerate towards inclusivity in conversations. While business communications are conducted in English, it is important to note the potential differences that can arise in the interpretation of spoken communication in local dialects and accents in the UK (Szkudlarek et al., 2020). Awareness of these indicators of cultural sensitivity will ensure individual employees become more cohesive and effective in the workplace environment.
[bookmark: _Toc141196646]5.0 Analysis of different communication barriers experienced by the diverse workforce in the UK
Firstly, a barrier to communication can arise from expressing unconscious biases in interpersonal communications. This can result in the breakdown of communication effectiveness across biases ranging from gender and racial perspectives to cultural perspectives through unconscious bias influence. In either case, it is prudent for line managers to develop inclusivity programmes for raising cultural awareness and sensitivity regarding such various biases. This will ensure that the workforce onboarding is accomplished as it will overcome active as well as unconscious biases, such as stereotyping and lack of cultural awareness (Hinton, 2017).
Secondly, another barrier to communication in this context can be determined through the practical communication barriers for diverse workforce participants. Such barriers can result in a lack of communication effectiveness in clarity and perception, as different language barriers can become evident in the workplace environment. For instance, a lack of localised English understanding in non-native speakers can result in the breakdown of communication when using colloquialisms, phrases and references (House, 2006). Line managers can overcome this issue by promoting a standard format of communication tone and formality designed to increase inclusivity when participating through interpersonal communications.
[bookmark: _Toc141196647]6.0 Recommendations
These recommendations will provide appropriate communication strategies and relevant recommendations to enable Unilever to successfully create a positive environment in the workplace.
Firstly, line managers must lead by example in developing workplace inclusivity. This includes being proactive towards onboarding new hires from diverse backgrounds towards making them feel more inclusive and hospitable in the workplace surroundings. This open gesture will promote similar actions from line manager subordinates towards being proactive in overcoming any inertia, hesitation or social barriers towards engaging new diverse hires across the workforce.
Secondly, line managers must promote employee development and training in alignment with diversity measures in training and development. This will allow employees to develop their professional career and skill competencies while simultaneously becoming more effective in promoting diversity measures in their effectiveness.
Thirdly, line managers can address discrimination and bias by developing open channels of communication and policies that reflect open-door performance towards employees. This will allow diverse employees to speak up and raise their concerns without hindrance from internal organisational mechanisms and apparatus across the workplace, such as lack of access to managers and supervisors or policies that do not account for such requirements.
Fourthly, line managers can be supportive of diverse employee circumstances by promoting work-life balance for the well-being of employees. This can be achieved by targeted strategies such as allowing employees to maintain a flexible working hour schedule following their obligations. This allows the individual employee to maintain their commitments such as household duties while ensuring their professional commitments are also being summarily met. It will allow employees from diverse backgrounds with different personal circumstances to participate equitably without being impeded by restrictive workplace policies.
[bookmark: _Toc141196648]7.0 Conclusion
The report has analysed the context of interpersonal cross-cultural communication in the British business environment, across national cultural factors and other aspects. The findings ultimately demonstrate the effectiveness of British business culture, where the national cultural dimension promotes a positive quality of cultural acceptance and inclusive integration of multicultural characteristics. In association with legislative acts like the Equality Act 2010, the prospect of developing a more egalitarian society and business environment is sustainable for the long term. Corporations like Unilever can sustainably secure this progression by incorporating diversity, equity and inclusivity across different levels of workforce performance, as well as line manager performance.
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