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1. Introduction
The report is an analysis of the Unilever, a multinational corporation with a workforce of over 190 countries. It is named as an International Business Consultancy Report on the Unilever plc: An assessment of Global operations, OLI Factors and strategic adjustment in the Indian market. The paper examines the management of Unilever on its global activities, such as research, sourcing, production, sales and finance as it adjusts to new markets such as India. The paper also looks at the entry mode of Unilever into international markets, the influence of the Ownership, Location and Internalisation (OLI) factors and how cultural differences between the UK and India impact on the company. The report concludes by giving recommendations on ways that Unilever can enhance its Standard Operating Procedures (SOPs) to succeed in India in the long run.
2. Benefits and Challenges of International Operations.
2.1 Explain why your selected company can be designated a MNC/TNC.

Multinational Corporation (MNC) is a business organisation that conducts, manufactures or markets its products in several nations but has a centralised base at one location. Unilever plc is a Multinational Corporation (MNC) as it is headquartered in more than 190 countries and has a vast network of subsidiaries, joint ventures, and production plants all over the globe (Unilever, 2024). The transnational corporate structure and global integration strategy can be outlined by the fact that the company has two headquarters in the United Kingdom and the Netherlands. The global operations of Unilever include a differentiated portfolio of over 400 brands in business divisions of personal care, nutrition and home care including global brands like Dove, Lifebuoy and Knorr. It has massive research and development (R&D) centres, sourcing business units in various regions, and manufacturing industry located in strategic locations in developed and emerging economies (Unilever, 2024).
Moreover, Unilever exhibits some of the key characteristics of an MNC as described by the international business theory- that is, foreign direct investment (FDI), coordination of global value chain and transfer of knowledge across borders (Dunning, 1988). The company uses its transnational management style to ensure that its strategies are able to adjust to local market conditions without compromising the centralised global standards. 
2.2 Summarize the nature of the company’s global operations focusing on the different important aspects of the value chain such as research and development, sourcing, production, sales, financing etc.
The Unilever plc has one of the most integrated and diversified global value chains in the world that include research and development (R&D), sourcing, production, marketing, distribution and finance. The operations of the company are planned in a way that they can take advantage of the global efficiencies, and stay pertinent to the local market forces (Unilever, 2024).
Research and Development (R&D):
Human Resources (HR) is concerned with the recruitment, training, motivation and retention of employees to enable the organisation to possess competencies that helps it compete on a global level. HR strategies like leadership development, cross cultural training, and performance management are useful in ensuring that all markets remain at uniform quality despite the international markets. Unilever also spends a lot on research and development and has global research and development centres in the United Kingdom, the Netherlands, India, and China. These factories specialise in the production of sustainable, health conscious and culturally-adaptable products. To illustrate, the R&D of Unilever in India helps it in its low-cost innovations to match the consumer needs in the emerging markets, which has been part of its strategy of localization (Unilever, 2024).
Sourcing:
With a focus on sustainability and ethical procurement, the company gets raw materials in more than 150 countries. Unilever has launched the Partner with Purpose programme where it works with local suppliers to secure responsible sourcing and build robust rural economies (Unilever, 2024). The supply chain adopted by the company combines global efficiencies and regional flexibility in order to achieve a balance of cost efficiency and sustainability (Unilever, 2023).
Production:
Unilever has over 250 manufacturing plants around the world that are strategically placed to take care of the developed and emerging markets. In India, the Hindustan Unilever Limited (HUL) has large production units that help in the overall production of Unilever. Production strategy of the company is also directed at lean manufacturing, reduction of wastes, and use of renewable energy as part of its "Clean Future" pledge (Hindustan Unilever, 2024).
Sales and Marketing:
The Unilever products touch 3.4 billion people every day with the help of an efficient global distribution network and marketing strategies based on localization (Unilever, 2024). The company uses micro-distribution models and community-based engagement programmes like "Shakti" to access rural regions in the emerging markets like India.
Financing:
Unilever funds its operation by the diversified revenue sources in different parts of the world and effective capital structures. The treasury of the firm is based in London and Rotterdam, where cash flows, currency risks, and subsidiary funding are done at the global scale to achieve financial stability and liquidity worldwide (Unilever, 2024).
In general, innovation, sustainability, and inclusivity are the three aspects of Unilever value chain that combine to generate synergy between global effectiveness and local responsiveness, which is one of the key features of the multinational success.
2.3 Identify the different entry modes used by the company’s in entering the different international markets in which it has presence. If possible, identify a dominant entry mode for the company’s.
The entry mode adopted by a company to venture into a foreign market including exporting, franchising, joint venture, strategic alliance, and wholly owned subsidiary.
Entry Modes Used by Unilever in International Markets
Unilever plc has been able to employ various modes of international market entry to build and develop its global presence. The business entry mode adopted by the company is different based on the market maturity, regulatory environment, cultural forces, and the strategic goals. This strategy of Unilever combines the elements of foreign direct investment (FDI), wholly owned subsidiaries, joint venture, acquisition and strategic partnership to realise global efficiency and local responsiveness (Unilever, 2024).
The modes of entry utilised by Unilever are:
I. Wholly Owned Subsidiaries:
Unilever often forms wholly owned subsidiaries to be able to control operations fully, branded, and quality. As an example, Hindustan Unilever Limited (HUL) in India is a subsidiary, which enables Unilever to unify global strategies with the needs of local markets and protect the intellectual property (Hindustan Unilever, 2024).
II. Mergers and Acquisitions (M&A):
Unilever has been a firm believer in acquisitions as a form of entry mode which allows it to gain quick market access as well as brand diversification. The most prominent are the acquisition of Dollar Shave Club in the U.S. and Horlicks in India that empowered its personal care and nutrition divisions (Unilever, 2024).


III. Joint Ventures and strategic Alliances:
Unilever enters into joint ventures in markets that have strict foreign ownership regulations or have entry barriers. Through these partnerships, risks are shared, there is a chance to use local expertise, and compliance with regulations.
IV. Licensing and Franchising:
Though it is not as powerful, at times Unilever is using licencing agreements to distribute its products, particularly in emerging or smaller markets with weaker infrastructure (Unilever, 2023).
Dominant Entry Mode:
The predominant entry mode of Unilever is the wholly owned subsidiary model that is supplemented by acquisitions. The latter will grant the managers more control, uniformity in the sustainability practise, and adherence to corporate objectives, as well as permit the latter to adapt to the local consumer preferences.
2.4 Explain the key benefits obtained by the company from its international operations.
Key Benefits Obtained by Unilever from Its International Operations
The vast global business has produced both strategic, financial, and operational advantages that have made Unilever plc one of the best perennial consumer goods multinationals globally. The opportunity to utilise markets created by the presence of the company in more than 190 countries enables the company to capture the market opportunities, attain economies of scale, and use cross-border learning and innovation (Unilever, 2024).
I.Cost Efficiency and Economies of Scale.
The international size of Unilever can help the company to cut costs of production, distribution, and marketing by centralised management and common resources. Global integration of supply chains assists in optimization of the raw materials sourcing and more efficient logistic processes.
· Procurement is centralised leading to a decrease in the cost of inputs.
· The manufacturing centres in the world ensure optimal production and reduced wastage.
· Standardised production systems help to improve efficiency in many regions (Unilever, 2024).
II.Diversification and Stability in the Market.
The presence in both developed and emerging markets diversify the revenues of Unilever, as well as minimise the financial risk exposure. An example is that as Europe is a source of stable revenues, the emerging economies, such as India, Indonesia, and Brazil, are growing as they have a growing middle-class demand (Hindustan Unilever, 2024). Such a balance would allow Unilever to remain profitable even when the regional economies are recording losses.
III.Availability of International talent and Innovation.
Unilever has a diverse workforce, which has led to creativity and innovation given the variety of people it has through its international presence. Its international research and development facilities work together with its continents to come up with products that suit the local consumer demands, including water-saving detergents in Asia and environmentally-friendly packages in Europe (Unilever Research, 2023). 
IV. More Brand Equity and Penetration.
Multinational presence of Unilever makes it identify with a strong brand recognition and customer loyalty across the globe. Unilever markets and develops its products under more than 400 brand names: Dove, Lifebuoy, Knorr, and Surf Excel, and the marketing and product development is localised to the cultural preferences, which enhances the market penetration and customer confidence (Unilever, 2024).


V.Effective utilisation of the new destinations.
The developing economies have provided cheaper labour and production factors as well as increasing consumer demand. A scheme called Project Shakti by Unilever in India has rural women as small business owners, who increase sales in the rural areas and also enhance social inclusion (Hindustan Unilever, 2024). 

Unilever plc Margin Trends (2022–2024):
	Margin Type
	2022
	2023
	2024

	Operating Margin
	17.9% 
	16.4% 
	15.5% 

	Underlying Operating Margin
	16.1% 
	16.7% 
	18.4% 

	Gross Margin
	40.23% 
	42.24% 
	45.0% 


                        Sources: Unilever Annual Report, 2024.
Conclusion: All in all, the global activities of Unilever not only offer financial stability and efficiency in operations, but also innovative growth and cultural flexibility, which contributes to the strong performance of the company in the international field of the fast-moving consumer goods (FMCG) industry.
3. Critically discuss how the OLI factors (Ownership, Location and Internalisation) impact the international market entry mode for your chosen company/emerging economic country pair.
Impact of OLI Factors on Unilever’s International Market Entry Mode in India

The paradigm of OLI as formulated by John Dunning (1988), which refers to the benefits of Ownership, Location, and Internalisation, offers an inclusive model of understanding the way in which international entry strategy is determined by the multinational corporations (MNCs). OLI Factors is a theory that explains why companies indulge in international business using three factors: Ownership, Location, and Internalisation benefits. In the case of Unilever plc, these issues have greatly influenced its market entry and long-term strategic location in India that is among its most crucial emerging market.
3.1. Ownership Advantages (O-Advantages)
Ownership Advantages (O-Advantages) is a brand reputation, technology, patents, managerial capabilities and financial resources are internal strengths that provide a company with competitive power in the international level. Ownership benefits consist of firm-specific resources that facilitate a firm competing in the foreign markets. In the case of Unilever, these benefits are anchored in the brand equity, research and development, managerial skills, and supply chain globalisation (Dunning, 1988; Buckley and Casson, 2021).
Major Strengths of Unilever as a key owner:
· Powerful Brand Portfolio: Unilever has over 400 brands the majority of which have gained international fame. Its products including Dove, Lux, Surf Excel, and Knorr have a strong reputation worldwide and this grants it a strong competitive advantage (Unilever, 2024).
· Research and Invention Capacity: Unilever has its global R&D centres in the United Kingdom, the Netherlands and India, which create products that meet the need of both the developed and emerging markets. This innovation potential helps to localise the products to the Indian market (e.g., climate-adapted skin creams, low-cost sachet packaging, etc.) (Unilever Research, 2023).
· Financial and Managerial Expertise: Unilever maintains an effective decision-making process and financial security in any market as it has access to global capital and effective managerial systems (Grant, 2021).
These ownership benefits helped Unilever to enter India under wholly owned subsidiary and subsequently merge into local partners- finally forming Hindustan Unilever Limited (HUL) in 1956. The company brand reputation and financial capability enabled the company to maintain the strategy and local partnerships.
3.2. Location Advantages (L-Advantages)
Location Advantages (L-Advantages) are advantages that a country has like low labour costs, huge markets, raw materials or favourable regulation that appeal to foreign firms. The location benefits are gained where a host country offers good conditions that are appealing to foreign investment. India has many such benefits that comply with the Unilever global strategy.


The main advantages of location in India are:
· High Consumerism rate: India has a population of over 1.4 billion people and this forms a very wide market of Unilever FMCG products. The increasing trends in the middle-class and urbanisation improve the demand on the personal care and household products (Hindustan Unilever, 2024).
· Available Low-Cost, yet skilled labour and locally available raw materials: Due to the presence of skilled but cheap labour and locally sourced raw materials, costs of production are also lowered and hence profitability is enhanced (World Bank, 2024).
· Strategic Market Access: India, is a point of entry to other south Asian markets, which allows Unilever to allocate effectively to its market.
· Government Policy Support: Multinational investment has been stimulated by policies and deregulation of the consumer goods sector in India since the 90s (UNCTAD, 2023).
These are the reasons why Unilever intensified its investment in India via HUL that entails both local sensitivity and global operations.
3.3. Internalisation Advantages (I-Advantages)
Internalisation Advantages (I-Advantages) are rationale behind why a firm would rather operate its business in foreign markets (e.g. subsidiaries) instead of licencing, franchising or outsourcing to other companies. Internalisation advantages refer to the fact that the firm prefers to run its activities internally as opposed to running them through external agents like licencing or franchising. In Unilever, control in India is critical in keeping the brand and quality intact as well as transferring the knowledge.
Unilever’s Internalisation Strategies in India:
· Wholly Owned Subsidiary: With the establishment of HUL, Unilever had internalised its operations so that it could control all its operations directly through R&D, marketing, and distribution without any third party control (Hindustan Unilever, 2024).
· Integration Across the Value Chain: The company has control over the entire value chain, including sourcing of raw materials, distribution of its products to sales, which is efficient and ensures product consistency (Unilever, 2024).
· Knowledge and Technology Transfer: International activities enable Unilever to adopt global sustainability plans such as the Unilever Sustainable Living Plan and highly digital technologies in its Indian supply chain (Unilever Sustainability, 2024).
· Guardianship of Proprietary Assets: Internal control helps to protect the Intellectual property of Unilever, especially the formula of brand formulations and marketing innovations (Buckley & Casson, 2021).
Internalisation, therefore, aids Unilever to remain operationally effective, as well as in line with its sustainability and ethical sourcing objectives in India.
3.4. Combined OLI Impact on Entry Mode Decision
The overall synergy of ownership, location, and internalisation advantages was enormous to the choice of Unilever having wholly owned subsidiary model (HUL) in India.
· The ownership was the key providing brand strength, innovativeness, and finances to enter the Indian market with a lot of confidence.
· Location was providing the scale economies, availability of resources and market potential that warranted long term capital investment.
· Internalisation also provided the control over operations and the focus on the global ethical and sustainability standards of Unilever.
This integrated OLI alignment made the wholly owned subsidiary the dominant and most suitable entry mode for Unilever’s Indian operations. The model provides strategic flexibility to respond quickly to market changes while maintaining a consistent corporate identity.
Conclusion: The OLI model is a good example of how the entry and the further development of Unilever in India are predetermined by the Ownership Advantages (Brand Strength and R&D), Location Advantages (Market Size and Labour Efficiency), and Internalisation Advantages (Quality and Knowledge Management). Since the company is wholly-owned subsidiary-based, Unilever has been able to maintain its growth and strengthen its market in the FMCG segment in India.
4. Conduct a critical evaluation of how cultural differences between the home country of your selected company and the chosen emerging economy could impact both the company’s market entry strategy and its potential for success in that market.
When it comes to international business planning, culture plays a major role in terms of entry of MNCs into the emerging markets. Since Unilever plc is a company based in the United Kingdom, it has been the culture of India, and its adaptation that has led to its success. In this section, a critical evaluation of the effect of cultural differences between the home country, United Kingdom, and the host country, India, on the operations and entry of Unilever in India is based on the cultural dimensions model by Hofstede (2011).
4.1. Cultural Context Overview: United Kingdom vs. India
The United Kingdom culture is highly individualistic with low power distance and favors independence, efficiency, and low contextual communication. But in India, there are collectivist culture dimensions with higher power distance and relationship-based communication (Hofstede Insights, 2024). These contrasting cultural values shape the organizational set-ups in terms of management, marketing, and people management within HUL in India.


	Hofstede Dimension
	United Kingdom
	India
	Business Implication

	Power Distance
	Low (35)
	High (77)
	Indian managers prefer hierarchical decision-making; authority is respected.

	Individualism
	High (89)
	Low (48)
	Collaboration and community-based marketing perform better in India.

	Masculinity
	High(66)
	Moderate(56)
	Indian consumers value performance, success, and family security.

	Uncertainty Avoidance
	Low(35)
	Moderate (40)

	Flexibility and adaptability are appreciated in India.


	Long-Term Orientation
	Moderate (51)

	High (61)

	Indian market favors brands with enduring social impact.

	Indulgence
	High (69)
	Low (26)

	Marketing must balance aspiration with social responsibility.



(Hofstede Insights, 2024; Trompenaars & Hampden-Turner, 2012)

4.2. Impact on Market Entry Strategy
When Unilever ventured into India, it realized that the British management model that promoted autonomy and flattened hierarchies would not be appropriate in India. The company adopted an India-friendly entry model that was localization and partnership-based through Hindustan Unilever Limited (HUL).

Main cultural factors affecting entry and establishment:
· Adaptation to Hierarchical Business Structures: Unilever's management structure in the UK is normally classified as flat hierarchies. The management structures in Indian firms are preferably hierarchical. To comply with the organizational culture in India, Unilever allowed Indian executives to run the company (Hindustan Unilever, 2024).
· Customer-Oriented Market Entry: For a company to be successful in India, trust and relationships are paramount. Unilever has managed to build those with distributors, retail stores, and governmental institutions; this has translated to respect and loyalty (Kumar & Pansari, 2022).
· Localization of Management: Rather than management by expatriates, HUL encourages indigenous management. This makes employees feel more valued and helps management stay attuned to indigenous socio-cultural values (Unilever India Careers, 2024).
4.3. Cultural Influence on Marketing and Consumer Engagement
Indian consumers are motivated by collectivist values and family-oriented and reputation-building considerations. The company has had to modify Unilever's standard international marketing strategy to suit these cultural factors.
Localised Marketing Practices:
· The Power of Culture in Advertising Storytelling: Lifebuoy and Surf Excel's advertising campaigns highlight family bonding activities and values rather than achievements (HUL Marketing Report, 2024).
· Linguistic and Religious Sensitivity: Unilever promotes its offerings in various regional languages and ties such promotional activities with Indian festivals such as Diwali and Holi.
· Gender and Social Inclusion: To reflect India's dynamic culture with evolving gender relations, Unilever has changed its communication to empower women (for example, "Fair & Lovely" to "Glow & Lovely") and celebrate diversity and inclusion (Unilever, 2024).
4.4. Cultural Effects on Human Resource Management (HRM)
The ethos of the personnel management in the Unilever UK operation is focused on the meritocracy and the responsibility of the individual, but in India, the ethos includes more emphasis on the reverence of authority, the consideration of seniority, and the cohesion of the group. In order to reconcile these needs and demands mismatch, HUL has chosen to combine the best global practises with cultural aspects (Singh and Gupta, 2021).
Examples:
· Development of Leadership: The leadership training programmes are focused on participative leadership without compromising the hierarchical structures.
· Motivation to Employees: It has been realised that HUL does not provide individual rewards but rather team rewards.
· Corporate Social Responsibility (CSR): The project Shakti also contributes to the better living conditions and brand commitment through the empowerment of women in rural communities- Socially integrated project (Hindustan Unilever, 2024).
4.5. Cultural Difference Issues
Despite the integration, which has occurred with regard to strategy, cultural issues that affect efficiency and communication in functions still persist:
· Delays in the decision-making process: The hierarchical structure of India could slow down the process of communication relative to the UK structure which is more decentralised.
· Communication Gaps: India is characterised by the preference toward high-context communication that might create misunderstandings with the British managers who are more direct.
· Work-Life Integration: The western work-life balance programmes may not fully fit between social and family-related duties in India.
· Brand Perception Risks: Blunders like those involving fair cream advertisements commercials depict how the question of morals and culture are sensitive in the Indian culture (BBC News, 2020).
4.6. Cultural Synergy and Competitive Advantage
The storey of Unilever success in India has shown that cultural synergy may be translated into strength as long as it is under control. The blending of British efficiency and Indian flexibility has been effective in Unilever such that it has been able to achieve:
· Increased Consumer Trust and Market Loyalty.
· Strong local leadership and employee engagement. 
· Develop innovative product offerings that appeal to cultural values. 
A mix of Western strategic rigor and Eastern relational insight has allowed Unilever to ensure sustainable growth and cultural acceptance within India's FMCG sector.
4.7. Conclusion 
The cultural differences between the UK and India are a key variable that significantly influences the approach of entry, operational activities and eventual failure of Unilever in India. Adopting the Indian culture in the context of its marketing and people management capabilities has enabled the empowerment of Indian workforce, thus transforming these cultural divergences into the most successful experiences of Unilever in India. Despite the challenges that exist within India including the resistance to change as a result of the strong organisational hierarchies in India and the challenges that result as a result of the unique cultural factors, the global thinking process, of Unilever, which is thinking globally but acting locally, has ensured that the company operates successfully in the ever-changing marketplace within India.
5. Critically discuss and recommend three major adjustments the chosen company may need to consider in their Standard Operating Procedures (SOPs) to ensure success in the chosen emerging economic country in line with the earlier analysis of OLI and cultural factors between the country of origin of the chosen company and the chosen emerging economic country.
The Indian diversification of Unilever has paid off, though there are still issues related to the OLI factors and cultural complexity, which means that the company requires specific adjustments to be made in its Standard Operating Procedures (SOPs) (Dunning, 2015). This is why prior to making any solutions, it is critical to consider the underlying operation and cultural issues that Unilever encounters in the Indian market.
5.1. Problems Identified from OLI and Cultural Analysis 
A. Excessive Global Process standardisation.
Unilever worldwide SOPs rely heavily on the Western assumption of operation, which is focused on a high level of efficiency, low hierarchy, and tough compliance mechanisms (Unilever, 2025). But in India business environment is marked by bureaucratism, informal communication styles, and subordination social norms. This dissonance curtails the ability of Unilever to maximise Location Advantages that include local talent, cost effectiveness and high demand potentials.
B. Cultural Differences in Managing the Workforce.
India is a collectivist society, which respects relationships, group decision-making, and power distance (Hofstede Insights, 2024). However, most of the HR-related SOPs of Unilever focus on egalitarian management, personal KPIs, and self-sufficient decision-making. This causes friction within the organisation, demotivation and organisational alignment within local manufacturing plants and distribution channels.

C. Lack of Localisation in the Development of Products.
Even though Unilever implements a global brand-local implementation strategy, certain SOPs concerning product development, R&D authorization, and advertising have been primarily functioned on the UK-based validation procedures (Werner, 2022). This reduces the responsiveness towards the demands of Indian consumers, which are diversity-based, price-conscious, and cultural-oriented (Kotler & Keller, 2022).
Such issues when unaddressed may diminish the capacity of Unilever to internalise its operations efficiently, reduce transaction risks, and maintain a competitive edge over nimble domestic rivals.

Three Major SOP Adjustments
Adjustment 1: SOP Revision for Deep Localisation in R&D and Product Development
Problem Addressed:
Unilever has limited product development pipeline because of centralised decision systems which delay localisation and limits the responsiveness to Indian market requirements.
Critical Discussion:
The Location Advantages of India such as having varied consumer base and cheaper operations are best exploited when the products development is localised. But too much headquarters control inhibits local innovations and slows down time-to-market. All this is complicated by the differences in culture in relation to fragrance tastes, packaging, religious appropriateness, and price sensitivity (Sheth, 2021). To achieve the benefits of internalisation, Unilever needs to decentralise R&D SOPs to provide more autonomy to Hindustan Unilever limited (HUL).
Recommended SOP Adjustment:
· Introduce a Local First Product Design SOP which permits HUL to conceptualise, test, and approve products independently in various categories such as skincare, home care and nutrition.
· Streamline UK-level of compulsory approval steps of Indian innovations in the mass-market.
· Include regional preferences testing procedures, paying attention to regional preferences, religious standards, and climate.
· Develop an India-specific fast innovation process SOP that has a shorter validation period.
Expected Outcome:
This change builds Location Advantages, responsiveness, cultural relevance and internalisation advantage of Unilever to retain R&D in house instead of outsourcing.
Adjustment 2: SOP Redesign for Cross-Cultural Workforce and Leadership Management
Problem Addressed:
The HR SOPs which are western-oriented are incompatible with the hierarchical and collectivist Indian culture, which has decreased employee engagement and decision-making rate.
Critical Discussion:
The workforce practises at Unilever are based on egalitarian communication, direct feedback, and performance systems that are based on autonomy (Unilever Annual Report, 2024). Nevertheless, participative leadership based on explicit hierarchy, the establishment of relationships, and the acknowledgment of groups works much better with Indian employees (Hofstede Insights, 2024). It is the incompatibility that lowers the capacity of the firm to utilise its Ownership Advantages- particularly managerial know-how and team productivity.
Recommended SOP Adjustment:
· Implement a new framework of culturally responsive HR SOP, which will include culturally relevant leadership models.
· Institutionalize Indian managerial expectations (e.g., hierarchical structure, line of authority, communication based on relationships).
· Modify the SOPs of the performance evaluation to incorporate group-based performance indicators as well as individual KPIs.
· Require intercultural training SOPs on expatriate managers coming to the UK.
· Adopt conflict management practises according to the norms of indirect communication prevalent in the Indian workplaces.
Expected Outcome:
The SOP change enhances the motivation of the workforce, communication, turnover, and enables Unilever to ensure a high level of operational internalisation through aligning global HR strengths with Indian cultural expectations.
Adjustment 3: SOP Transformation for Supplier, Distributor, and Rural Market Engagement
Problem Addressed:
The supply chains in India are based on the informal networks, regionally dispersed networks based on relationships and fragmented distribution channels. These complexities do not always fit into supply chain SOPs of Unilever that are formal and globally standardized.
Critical Discussion:
There are good Location Advantages in the Indian market, such as, high rural population, low supplier costs, and high retail micro-networks. Nevertheless, the cultural norms that focus on the importance of trust-based relations, long-term loyalty, and informal negotiations confront the Unilever standardized supplier management and compliance SOPs (Chattopadhyay, 2021). Unilever needs to ensure that it integrates flexibility and transparency and quality standards to foster internalization benefits.

Recommended SOP Adjustment:
· Develop a Flexible Supplier Engagement SOP that incorporates global compliance standards with culturally aligned practices of relational contracting.
· Add trust-developing processes like frequent visits to the site, onboarding relationships, and local language communication expectations.
· Modify Adapt distributor training SOPs to include Indian rural business (e.g. transactions in cash, local festivals, community involvement, etc.).
· Establish the SOPs associated with CSR in the form of community partnerships to enhance brand trust in the rural markets.
Expected Outcome:
These changes improve the reliability of supply chains, loyalty of the distributors, decline transaction costs as well as reinforce the market penetration; consequently, it fosters internalization and efficiency.
Conclusion: The three suggested SOP changes are responses to the difficulties pointed out by the previous OLI and cultural analysis. Unilever can enhance the benefits of location in India, increase its owner strength, and internalization advantage by increasing the local autonomy and alignment with cultural realities and incorporating relationships-based supply chain practice into its operations. The changes are strategic because they offer a future growth and competitive stability direction of the Indian market.








Conclusion
Overall, this consulting report on Unilever demonstrates how the company can maintain a competitive advantage in various foreign markets such as the emerging economy in India due to its good global presence and flexible strategic approaches. Unilever employs a strong value chain, such as research, sourcing, production, marketing, and financing, that helps it optimize its innovative and famous brand. It also exploits the huge consumer market and low cost of production of India. The report continues to mention how the OLI factors and cultural aspects significantly determine the international market entry of Unilever. One of the reasons why the company has been successful in India is understanding of the local culture, customized marketing, and leadership that appreciate hierarchy and communalism. Nevertheless, to continue expanding and remaining robust, Unilever must enhance its processes through product localization, employment of culturally sensitive human resources, and devotion to community engagement that facilitates sustainability. Ultimately, the efforts of Unilever in India demonstrate the importance of efficiency on the global level, as well as addressing the needs of people in the country--which is the hallmark of successful multinational business. Since it regularly incorporates strategic, cultural, and environmental aspects into its decision making, Unilever is not only improving its market situation but also contributing to the inclusive development of emerging economies. This is a dynamic and accountable approach that can make Unilever a role model to the global companies that want to achieve sustainability in the current world. 
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