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[bookmark: _Toc154088964]1. Introduction 
The study explores whether Unilever, a global consumer product manufacturer that has expanded into various countries in Europe and Asia, should also expand into Bulgaria or Croatia. Increasing its market share is a goal for Unilever. This requires consideration of different cultural factors and understanding them. To explain the cases of Bulgaria and Croatia, the examination first focuses on Unilever's extensive global operations. Evaluation involves assessing consumer habits, market trends, specific cultural criteria, past experiences, and economic systems of each country.
Going beyond this, the study focuses on a comprehensive examination of communication barriers existing in these regions. It analyses the language differences, communication practices and business customs of Bulgaria and Croatia that may create obstacles for Unilever in entering those markets. Afterwards, it draws strategic implications stating that this is the best target nation for Unilever's future growth and providing appropriate strategies to overcome communication difficulties (Steve Smith, 2019). This study hopes to provide Unilever with a clear understanding of these critical factors so that it can develop the information needed for effective market entry in all kinds of markets-especially cultural knowledge and appropriate communication strategies.
[bookmark: _Toc154088965]2. Brief Background to Unilever 
Lever Brothers and Margarine Unie, in 1929, came together to form the company, Unilever. It has headquarters in both London and Rotterdam. It is at present one of the biggest retailers in existence (Unilever, 2022).
Its legendary list of household brands (all familiar foreign names), from Dove, Knorr and Lipton foods to AXE (Lynx in the UK) deodorant; Hellmann's mayonnaise and so on. Currently, Unilever is active in over 190 countries worldwide and deals with Europe, Asia, Africa the Americas alike. During the 140 years that previous generations of spenders have enjoyed life together with Unilever, its brands and operations were constantly concerned about sustainability, social responsibility and ethical conduct (Lee and Jay, 2015). In designing her new consumer products, how to change things for the better within a mainstream industry remained an initial concern amidst other wishes for development.
[bookmark: _Toc154088966]3. Evaluation of Two EU Countries: Bulgaria and Croatia
[bookmark: _Toc154088967]3.1 Country Facts to Understand Cultural Differences 
[bookmark: _Toc154088968]3.1.1 Bulgaria: Understanding Cultural Differences
Social Context and Profile:
Situated in southeast Europe, Bulgaria has been visited by one wave of culture after the other from Thracians to Greek and Roman rulers through Turks. Most of the 7 million people there are Bulgarian (Harizanov et al., 2020). In addition, there are also small minorities of Turks and gipsies in two separate provinces. It stresses traditional virtues of respect for one's elders, hospitality and warmth. 
Language and Communication:
The nation's official language is Bulgarian, using the Cyrillic alphabet. To the Bulgarians, their language is a matter of national pride and confidence. Nevertheless, because ordinary Bulgarians 'language skills vary here (especially within towns and among the young), linguistic problems could become an obstacle to business (European Union, 2023). This may affect communication and even call for a localisation policy so as to be effective.
Hofstede's Cultural Model Analysis:
Power Distance (70): On the Power Distance index, Bulgaria has a relatively high score (70), which reflects an attitude that there needs to be no justification for society having its hierarchical order (Bobina and Sabotinova, 2017). It understands how inevitable it is that organisations will have inequalities of status, and prefers a centralised organisation with subordinates waiting to observe the leader's every action. Bulgarians like a benevolent autocratic leadership style.
Individualism (50): In terms of the first dimension (individualism vs. collectivism), Bulgaria is neutral--it's neither one nor the other (Hofstede-Insights, 2023b). This neutrality indicates that neither individuals nor groups are too greatly in control of societal values.
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Figure 1: Bulgaria on Hofstede’s Country Comparison
(Source: Hofstede-Insights, 2023b)
Motivation towards Achievement (40): Bulgaria has a score of 40, tending toward the consensus-oriented side with concern for quality of life rather than overachievement. The emphasis is placed on working for the general welfare, not one's self-fulfilment. Managers build consensus and emphasise equality and solidarity among group memberships (Bobina and Sabotinova, 2017). Conflicts are solved by bargaining. It is better to offer flexibility and free time as an incentive than a status display.
Uncertainty Avoidance (85): The index places Bulgaria at 85, suggesting a very high desire to avoid uncertainty. Such a culture has rigorous rules of conduct and is unforgiving in regard to dissenting opinions or actions (Hofstede-Insights, 2023b). Emotionally there are cravings for rules and structure, attaching importance to precision, punctuality and a reluctance toward innovation. Individuals are strongly motivated here by a desire for security and stability.
Possible Risks and Labour Outlook:
On the other hand, Bulgaria provides an on-the-job workforce. Potential risks include administrative problems and bureaucratic obstacles for multinational firms as well as a level of corruption that is higher than in some Western countries (Sartor and Beamish, 2019). Labour forces come from varied backgrounds. However, diversification of the workforce may have not yet matured, which provides space for multinational corporations to promote diversity practices.
[bookmark: _Toc154088969]3.1.2 Croatia: Understanding Cultural Differences
Social Context and Profile:
Situated in southeast Europe, population of 4 million. The history, particularly of Austro-Hungarian and Venetian rule, has made a deep impact on the Croatians' culture (Borna Fuerst-Bjeliš and Nikola Glamuzina, 2021). More recent Yugoslav times have also influenced them deeply. Even more relevantly, the family remains crucial. In Bulgaria in particular, collect pulls and close relations between relatives were stressed. 
Language and Communication:
With few exceptions, the official language Croatian is spoken everywhere. Higher English standards--particularly among the younger generation and in the cities --also facilitate communication with overseas businesses (European Union, 2022). Yet localised communication has not been completely ruled out, especially with different audiences.
Hofstede's Cultural Model Analysis:
Power Distance (73): The score of 73 for Croatia reflects the population's degree to which they accept hierarchical authority. Such is the culture that hidden inequities within organisations cannot be avoided (Rajh, Budak and Anić, 2016). People like to centralise authority. Second, subordinates want clear instructions from their superiors and are willing to accept benevolent autocracy.
Individualism (42): Croatia, with a score of 42 and Germany right behind it on its heels, represents collectivism-forceful attachments to groups such as family or friends (Hofstede-Insights, 2023a). Within these groups, loyalty reigns supreme over society's norms. Close relations, group-oriented decision making Clan cultures stress collective needs and group welfare over individual ones.
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Figure 2: Croatia on Hofstede’s Country Comparison
(Source: Hofstede-Insights, 2023a)
Motivation towards Achievement (40): The consensus factor (40) reflects that Croatia favours building collective well-being rather than individual success. What managers look for in the realm of work are consensus, equality and quality (Hofstede-Insights, 2023a). This is conflict resolution through compromise. They stress incentives such as free time and work-life balance and not status.
Uncertainty Avoidance (80): For the Croatians, 80 suggests there is a high avoidance of uncertainty. It is an orthodox, conservative culture that condemns anything offbeat. Besides the need for stability and order, Croatians also have an emotional yearning towards rules suggesting accuracy, punctuality; and opposition to change (Rajh, Budak and Anić, 2016).
Possible Risks and Labour Outlook:
The Croatian workforce is highly educated and has broad experience but there are risks, like the bureaucratic procedures or legal complexities through which multinational companies need to pass, so that they may be less responsive in decision-making (European Union, 2022). However, diversification of manpower policies can help companies look to take firm roots in the Croatian market, which is changing along with many social values.
[bookmark: _Toc154088970]3.2 Communication Barriers 
Language Differences
British firms investing in Bulgaria and Croatia confront common difficulties regarding the language barrier. On the other hand, English ability is higher among younger people and in urban areas. Broader portions of the working public may not be fluent in English either (Tomec and Gričar, 2023). This kind of linguistic mismatch can be an obstacle to communication in many business situations, requiring that time and money should then be spent on translating or localising materials. The first is that companies will have to observe restrictions on languages used or hire bilingual personnel for these markets.
Cultural Communication Styles
The difference in communication styles is also the biggest obstacle to British businesses operating in Bulgaria and Croatia. In these countries people communicate indirectly, with subtlety and contextualisation; British communication patterns are much more direct. Speaking the same language isn't enough; what is even more important is adjusting to styles of communication. Once this step is taken, cultural differences will seem less imposing in Bulgaria and Croatia than they do elsewhere (Kolstø, 2016). Whereas British professionals normally prided themselves on straight talk, they may have to adopt a more subtle style of communication which puts greater emphasis on tacit expressions and indirect signals in order not to contradict local etiquette or give rise to misunderstandings.
Non-Verbal Communication Norms
Besides language, there are also differences in non-language methods of communication like gestures and body posture. If the gestures people make while speaking are adulterated, then in some cases (such as Bulgaria or Croatia), most facial expressions mean completely different things than they would back home. Non-verbal signals can easily lead to misunderstandings or conflicts (Johal, Calvary and Pesty, 2015). These differences are subtle, but they emphasise the need for British businesses to become more sensitive on a non-verbal level too. Explanation of non-verbal phenomena through cultural training opens a new window to cross-cultural communication.
Business Etiquette and Social Norms
At the same time, differences in business etiquette and social mores between Britain and Bulgaria or Croatia present communication challenges to British firms. Trust and relationships are all important before any real business can be discussed (Lubowiecki-Vikuk, 2021). The emphasis on relationships is, of course, very different from the style most familiar to British firms. But complying with the local principle of building personal relationships first often presents some problems for British professionals.
Hierarchy and Decision-Making Processes
The hierarchical structures and decision-making systems are completely different. Communication has become a problem for British businesses in Bulgaria and Croatia. Some decisions even go through consultation with stakeholders at every level of the organisation, which is very different from what would be expected in British organisations (Merendino et al., 2018). Such a difference in decision-making posture sometimes interferes with efficient communication and cooperation, requiring British companies to perceive these structures accurately while adapting their styles of operating accordingly.
Cultural Sensitivity and Understanding
No cultural awareness and a lack of understanding can be one of the biggest obstacles to communication for British companies. Cultural misunderstandings, whether concerning practice or beliefs and morals can give rise to conflict unintentionally (Razmerita, Kirchner and Nielsen, 2016). British firms have to spend time and money on comprehensive cultural awareness training, in order so as not to offend their hosts. In terms of cultural background, values and smiling taboos are common in Bulgarian and Croatian societies.
[bookmark: _Toc154088971]4. Recommendations
[bookmark: _Toc154088972]4.1 Recommended Nation with Justification 
If Unilever is looking to expand into either Bulgaria or Croatia, each of these market opportunities and obstacles poses challenges according to the country. Following a thorough evaluation, it is suggested that Unilever should invest in Croatia. Several factors contribute to this recommendation:
Economic Stability and Growth Potential:
British multinational consumer goods conglomerate Unilever, with its broad product lines, strategic market positioning and strong environmentally friendly image should be very well suited to preparing for Croatia. Its stable, growing economy and geographic location in Southeast Europe make it a promising market for expansion by Britain's Unilever (Frynas and Mellahi, 2015). It combines Croatia's economic stability and its new-found commitment to creating a business climate favourable for attracting firms with the heft of Unilever's wealth of consumer products, utilising opportunities.
Business Environment and Ease of Doing Business:
In looking to grow, Unilever finds that with the joining of Croatia into the European Union there are several stimulating factors for business operations. These include trade facilitation, market size and standards at least equal to those in the EU. Also, the nation's constant strive to upgrade its business environment and simplify administrative procedures suits Unilever's expansion plans (Aaker and Moorman, 2023). Utilising the new environment and legal system in Croatia, Unilever might be able to smoothly overcome market access issues on top of operational challenges.
Strategic Geopolitical Position:
Unilever points to Croatia's geographic location right between Central Europe and the Balkans. Besides this logical fit, there are also logistical and trade considerations here that allow Unilever to tap into its supply lines and distribution channels. In addition, seeing as Croatia is already quite well compliant with European Union laws, regulations and standards at present, when Unilever sells products elsewhere in the EU it can virtually automatically market them here.
Tourism and Industry Potential:
With the tourist industry, as well as opportunities in fields like manufacturing and technology, not to mention agriculture where there is tremendous potential for tourism in rural areas-Croatia represents a pluralistic market. This provides Unilever with an opportunity to develop products for the local market that gel with what people want, while also opening up Croatia's tourist potential and industrial sectors in a way which will stimulate further growth through diversification.
Cultural Affinities and Market Adaptability:
The experience Unilever has gained in adjusting products and marketing to local cultures should give it the edge when moving into Croatia (Oluwatayo, 2022). Similarly, in terms of culture and values as well as consumer habits that are changing each day, Unilever has an opportunity for its product line to develop. The fact that Unilever is adept at adapting its communications style, bringing in localised preferences and cultural sensitivities provides positive conditions for the successful marketisation of Croatia.
Infrastructure and Connectivity:
Unilever appreciates that Croatia is still developing, and it therefore can rely on its own experience to assist with logistics and distribution networks in pursuit of operational efficiency for the market here. Modern transportation systems, digital infrastructure and access to consumer segments are opportunities for Unilever.
[bookmark: _Toc154088973]4.2 Strategies to Overcome Communication Challenges 
The highly multicultural environment poses differences in style and communication which need to be understood by companies such as Unilever if its plans for expansion into the Croatian market are to come into progress.
Language Proficiency Strategies:
Language proficiency programs and reliance on translation services are helping Unilever break down such linguistic barriers (Oluwatayo, 2022). Making sure that employees can speak the local language well makes communication with locals easier, and helps explain such things as company objectives. This guarantees smooth relations in business transactions.
Cultural Sensitivity Training:
Unilever's cultural training gives their employees a deep understanding of Croatian customs, interpersonal relationships and communication patterns. It increases adaptability, helping employees to harmonise with others and understand how communication varies from country to country.
Relationship Building and Networking:
Aware of Croatia's penchant for relationship building, Unilever should put in some effort to network and nurture a sense of trust (Lewis, 2018). Participation in local activities and links with the business community can create a foundation for interaction that is also compatible with the Croatian working style, which focuses on human contact.
Promoting Cultural Sensitivity within Unilever:
Creating a corporate culture of cultural appreciation and respect is therefore crucial. It is needed for Unilever to aim at communication and tolerance internally so that people of all different backgrounds can be accepted. This method makes it easier to communicate with the many different cultural backgrounds found in Croatia.
[bookmark: _Toc154088974]5. Conclusion 
The study analysed the feasibility of Unilever's expansion into Bulgaria or Croatia, looking at such cultural, social background, economic, and commerce factors. Communication environments were studied in detail. The report therefore sought to highlight the subtle differences in communication styles, language difficulties and cultural idiosyncrasies encountered by Unilever when making sales calls in these EU countries. Because of its economic stability, strategic position and market potential, Croatia was recommended. The study also stressed the importance of language proficiency along with cultural sensitivity training, relationship-building and internal cultural appreciation as key strategies.
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