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[bookmark: _Toc216557268]1. Introduction
Unilever has a complex network of global value chains that are organized in more than 190 nations and are known to operate an extensive portfolio of different brands (Hill, 2025; Unilever, 2025b). The size of Unilever can be seen through its 190 countries and a turnover of EUR60.8 billion in 2024, 58% of which comes in emerging markets (see Figure 1) (Unilever PLC, 2024). The UK, being a mature and high-income market, will become a key location in global decision-making and innovation, whereas Bangladesh will be a key subsidiary of the growth strategy of Unilever (Cavusgil et al., 2020; Unilever PLC, 2024). International business consultancy Unilever: This report is an international business consultancy report on Unilever focusing on the advantages and disadvantages of internationalization, the relevance of the Ownership-Location-Internalization (OLI) paradigm to the entry of Unilever into Bangladesh, and the impact of cultural distance on operations and strategy (Dunning and Lundan, 2008; Peng, 2022). The analysis ends with context-based strategic standard operating procedure (SOP) suggestions for Unilever Bangladesh.
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Figure 1: Unilever’s Global Footprint and 2024 Turnover (Unilever PLC, 2024)
[bookmark: _Toc216557269]2. Benefits and Challenges of Unilever’s International Operations
[bookmark: _Toc216557270]2.1 Unilever as a Multinational/Transnational Corporation
Multinational and transnational corporations are companies which organize production, marketing and other value-adding in more than one country by means of a network of foreign subsidiaries, strategic units, but still possessing the global strategy (Dunning and Lundan, 2008; Hill, 2025). Unilever is a strong match to this definition since it is a fast-moving consumer goods group based in the United Kingdom but has its sales, assets and employees in more than 190 countries (Unilever, 2025b; Unilever PLC, 2024). The group also has manufacturing, marketing and distribution subsidiaries in Europe, Asia, Africa and Latin America with a long history in Bangladesh, where it has become one of the most successful FMCG companies. The global brands, cross-border knowledge flows and integrated supply chains that connect sourcing, production and markets across the globe strengthen their transnational profile (Cavusgil et al., 2020; Hennart, 2012). Combined, these properties render Unilever a particularly fitting and informative analysis of the strategic advantages and challenges of international operations and especially when comparing a host economy like Bangladesh with a mature home economy like the United Kingdom.
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Figure 2: Key Presence and Performance Indicators of Unilever UK and Ireland (Unilever, 2025b)
[bookmark: _Toc216557271]2.2 Global Value Chain and Network Configuration 
The global value network of Unilever cuts across different phases of generating value and is coordinated to enjoy the firm-specific benefits and address the varied local market conditions (Dunning, 1988; Peng, 2022). Research and development efforts are focused on major innovation centers in Europe, where cross-functional teams produce product formulations, packaging, and sustainability solutions that can be transferred and converted into markets (Unilever PLC, 2024). The United Kingdom is central to this network, being a high-income core market and centre of corporate governance, category leadership and innovation pipelines (Hill, 2025).
Agriculture commodities sourced include palm oil and tea, chemicals and packaging materials, which involve global sourcing, procurement activities with a large supplier base, which more often than not includes developing economies, which also brings up cost efficiencies as well as sustainability issues (Kiron et al., 2025; Unilever, 2025b). The manufacturing is structured as a globally distributed or geographically spread system of plants located both in developed and emerging economies, which allows diversifying risks, responding to the local needs, and reducing the logistics expenses (Dunning, 2000; Cavusgil et al., 2020). Supplier management and internal codes incorporate governance mechanisms, such as a set of quality, environmental impact and labour practice standards across all its group-wide operations to control reputational and operational risk (Dunning and Lundan, 2008; Kiron et al., 2025).
The global brand platforms are coupled with local adaptation of positioning, communication and product formats, enabled by the fusion of marketing and brand management, which allows such brands as Lux, Lifebuoy, Dove to appeal to a particular cultural and socio-economic background (Mahajan, 2016; Fregidou-Malama et al., 2019). Distribution systems combine modern retailers, traditional trade points and e-commerce sites with the help of logistics and information systems, which coordinate the flows of goods and market intelligence (Unilever PLC, 2024). Under this architecture, Bangladesh has become a significant and cost-effective base of manufacturing, currently serving a growing consumer market and supplying the region. The relations between the core and the Bangladeshi subsidiary indicate that the value chain of Unilever connects advanced-market resources and emerging-market opportunities to one integrated system.
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Figure 3: Unilever’s Global Value Chain from R&D to Consumer (Author’s Created)
[bookmark: _Toc216557272]2.3 Modes of Entry Across Markets and Dominant Patterns
The modes of entry to foreign markets are numerous, with export, licensing, franchise, joint venture, minority/majority equity stake and wholly owned subsidiaries all representing various trade-offs of control, risk and resource commitment (Bhaumik and Gelb, 2005; Hennart, 2012). According to the international business literature, higher-commitment modes are preferred by the firms with high levels of proprietary assets and intensive knowledge of the market, specifically with foreign direct investment in the markets of strategic considered value (Dunning, 2000; Amankwah-Amoah et al., 2022).
This logic is mainly observed in the international expansion pattern of Unilever. Although it has exported and licenced, the group has used FDI acquisition and wholly or majority-owned subsidiaries much to gain control over brands, technology and distribution and to entrench its systems of global governance, but also environmental sustainability (Dunning and Lundan, 2008; Peynirci, 2023). Unilever has acquired local firms in various developed and emerging markets and incorporated them into its global brands, enhancing their capacity and streamlining them to conform to corporate standards (Ramamurti, 2012). This model helps the company to realise the synergies of markets and to handle items of product, promotion and provision choices in an internally integrated network instead of arm-length relationships (Batschauer da Cruz et al., 2020).
On a home-country basis, the UK is the main venue of outward FDI, offering strategic leadership, financial resources and high-level governance to foreign subsidiaries (including South Asian ones) (Hill, 2025; Cavusgil et al., 2020). An example of a host country is Bangladesh, in which Unilever has created a significant local subsidiary by FDI, where products and marketing are localised and, at the same time, are connected with international products and supply chains (Mahajan, 2016; Fregidou-Malama et al., 2019). The difference between the UK as a source of capital and capabilities and Bangladesh as an emerging consumer market depicts why Unilever prefers to use equity-based entry modes when policymakers wish to place effective strategic positioning.
[bookmark: _Toc216557273]2.4 Benefits of Internationalisation for Unilever
The internationalisation gives Unilever substantial market-seeking benefits by balancing the revenues across the relatively saturated yet stable United Kingdom market with the high-growth emerging economies, including Bangladesh (Cavusgil et al., 2020; World Bank, 2023). The various exposure types allow greater brands of brand penetration and portfolio customisation, from the higher-end in the UK, to lower-end formats desired by Bangladeshi consumers, which in turn helps to even demand bumps up and down through economic cycles (Hill, 2025). The economies of scale in production, sourcing and research and development are efficiency-seeking benefits because major facilities in technology, branding, and innovation would be made due to global volumes rather than of individual units in a country (Dunning, 1988; Dunning, 2000). The unit costs can further be reduced by locating the targeted manufacturing and procurement activities in the less expensive markets like Bangladesh, and the UK plays a higher value-added centre of innovation and strategic coordination (Danquah and Barnor, 2025; Unilever PLC, 2024). There also are knowledge-seeking advantages, with the product innovation and the strategies to use to get access to markets in other developing countries informed by what Bangladeshi consumers focus on and can afford to pay, which is why they use it, and the UK capabilities gained in other aspects such as digital marketing and sustainability can be transferred into the Bangladeshi subsidiary (Peng, 2022). All these advantages together have made Unilever a product category globally integrated but locally responsive multinational enterprise.
[bookmark: _Toc216557274]2.5 Challenges and Risks of International Operations
The international operations are risky to Unilever in both its home country in the UK, and in the emerging host economies like Bangladesh. The UK has a fairly foreseeable regulatory context in terms of politics and institutionality, whereas Bangladesh has alternative policy dynamics and bureaucratic density that may apply to tax remittance, standards and investment certifications (Peng, 2022; GOV.UK, 2025). The macroeconomic risks are greater in Bangladesh, and currency volatility, increase in inflation and income instability may upset consumer buying power and cost in this country, in comparison with relatively stable demand levels in the United Kingdom (Cavusgil et al., 2020; World Bank, 2023). Procedurally, strategy, supply chains and performance management coordination in geographically spread subsidiaries expose managers to complexity, fragility to disruption, such as infrastructural bottlenecks and weather-related occurrences (Hill, 2025; Kiron et al., 2025). Cultural distance between the UK and Bangladesh may create confusion in negotiations, HR practices and marketing communication, which may impair the stakeholder relations otherwise approached sensitively (Mostafiz et al., 2024; Sabirah Akter Soiti et al., 2025). These issues contextualise the use of the Ownership-Location-Internalisation theory on the investment and governance decisions at Unilever in Bangladesh.
[bookmark: _Toc216557275]3. OLI Factors and Entry Mode: Unilever in Bangladesh
[bookmark: _Toc216557276]3.1 Overview of Unilever Bangladesh
Unilever Bangladesh is among the oldest fast-moving consumer goods companies in the country, having over 60 years of long-standing, sustainability-focused products in the market (Unilever, 2025a). The subsidiary operates approximately 20 brands comprising personal care, home care and foods, such as Lux, Lifebuoy, Sunsilk and Wheel, providing the firm with dominance in all major FMCG segments (Fregidou-Malama et al., 2019; Unilever PLC, 2025). Unilever Bangladesh has a remarkably good market penetration and brand familiarity, with the products used in about 9 out of 10 households in Bangladesh on a daily basis (Unilever, 2025a). It has also been noted that the business is the number one choice of Emergency Hospitality and Tourism as Employers so far, having received this title 12 times since 2011, which is why it is so appealing in the local labour market (Unilever, 2025a). It is a majority-owned subsidiary in the Unilever group, which is a platform of strategic importance in South Asia as an emerging market (Unilever PLC, 2024).
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Figure 4: Key Presence and Performance Indicators of Unilever Bangladesh (Unilever, 2025a)
[bookmark: _Toc216557277]3.2 Ownership (O) Advantages
Ownership advantages are firm-specific assets that give a company a competitive advantage in overseas markets, such as proprietary technology, brands, managerial skills or systems (Dunning, 1988; Dunning, 2000). The high reputational capital and consumer trust in both the UK and Bangladesh assigned to the range of globally recognised Unilever brands, such as Dove, Lux and Lifebuoy, facilitates easy semi-premium positioning and high shelf image when compared to domestic competitors in the FMCG segment (Unilever, 2025b; Unilever PLC, 2024). High R&D capabilities and product formulation skills, especially in personal care and hygiene, enable Unilever to tailor global formulations to local weather conditions, prices and target segments, creating a flow of incremental innovations (Dunning and Lundan, 2008; Mahajan, 2016).
Another important Ownership strength in the mass market of Bangladesh is brand management know-how (including segmentation, rural distribution strategy and low-income consumer-based tailored communication) (Mahajan, 2016; Fregidou-Malama et al., 2019). Moreover, the advanced systems of sustainability, quality assurance and corporate governance (group-wide codes on responsible sourcing and environmental performance) of Unilever enhance the level of stakeholder trust and reduce reputational risk (Abratt et al., 2025; Kiron et al., 2025). The domestic competitors can hardly copy these assets in a short period, which poses some barriers to entrants and helps to maintain market leadership. Together, the economic rationale of creating and developing an owned subsidiary in Bangladesh as opposed to a local licensee is premised on the Ownership benefits of Unilever.
[bookmark: _Toc216557278]3.3 Location (L) Advantages of Bangladesh
Location benefits attract the country-specific features that make it a good host to foreign production and market-serving activities, including the market size, factor costs, institutions and access to regional markets (Dunning, 1988). Bangladesh has a big and growing young population, an urban middle-income population that demands rapidly increasing personal care and home care and food products (World Bank, 2023; Fregidou-Malama et al., 2019). Increased disposable incomes and a rise in the female labour force share have also led to increased intake of branded FMCG products, which makes the country an ideal growth market for Unilever categories (Mahajan, 2016).
Cost-wise, comparatively low labour and some input costs make it more appealing to locate manufacturing and packaging activities in Bangladesh to serve the domestic market and, possibly, the neighbouring countries (Kiron et al., 2025; Morshed and Hossain, 2022). This is bolstered by government policies of export-oriented industrialisation and an attempt to appeal to foreign direct investment, but institutional challenges persist (GOV.UK, 2025; Danquah and Barnor, 2025). The inflow of shop garments in the global value chains is another indication of how Bangladesh is becoming more and more a base of production in labour-oriented industries (Kiron et al., 2025). These Location advantages are augmented by Unilever's ownership advantages, as they offer ample growth of consumers and low factor conditions that justify the FDI-based operations in Bangladesh instead of trying to cater to the market exclusively through UK-based exports.
[bookmark: _Toc216557279]3.4 Internalisation (I) Advantages and Governance
The benefits of internalisation occur when it is more cost-effective to carry out activities within the firm than it would be to make use of arm-length market objectives like licencing or franchising, because of transaction costs, information asymmetries, or to guard proprietary resources (Dunning, 2000; Hennart, 2012). In the case of Unilever, an equity-based subsidiary is the best approach to internalisation in Bangladesh to ensure that brand positioning, product quality, as well as marketing strategy are strongly controlled without the risk of external partners diluting the brand equity, or recent investments in long-term reputation (Dunning and Lundan, 2008; Batschauer da Cruz et al., 2020).
The high level of management in manufacturing and supply-chain operations is especially essential in those segments related to health and hygiene, where malpractices in quality or safety might lead to severe consumer and reputational effects (Kiron et al., 2025; Unilever PLC, 2024). Internalisation also allows Unilever to integrate the Bangladeshi subsidiary into its global systems of R&D, sustainability and performance management and facilitate the transfer of knowledge and learning across countries that would otherwise be harder in a licensing arrangement (Amankwah-Amoah et al., 2022; Mahajan, 2016). With the growing ability of emerging-market multinationals in a competitive environment, it becomes vital to retain strategic and operational control of key assets to differentiate and remain resilient (Ramamurti, 2012; Peynirci, 2023). Reduced transaction costs, enhanced coordination and protection of proprietary capabilities all add to the argument that an internalised governance structure should exist in Bangladesh instead of an independent distributor or franchisee.
[bookmark: _Toc216557280]3.5 OLI and the Chosen Entry Mode in Bangladesh
The business in Bangladesh is structured as a majority-owned subsidiary with Unilever having a classic foreign direct investment of businesses that fits in the OLI framework (Unilever PLC, 2025; Unilever, 2025a). Such Ownership benefits in brands, R&D and sustainability systems provoke direct exploitation instead of licensing (Dunning, 1988; Dunning, 2000). Positive Location factors in Bangladesh provide market expansion and cost factors leading to a substantial on-the-ground presence (World Bank, 2023; Morshed and Hossain, 2022). Equity-based entry is also confirmed by internalisation benefits, such as quality control, brand protection and integrated governance (Hennart, 2012). Combining these reasons, the strategy of Unilever is based on FDI and offers a background to analysing the cultural and functional adoptions in the further sections.
[bookmark: _Toc216557281]4. Cultural Differences and Their Impact on Strategy and Performance
[bookmark: _Toc216557282]4.1 Cultural Frameworks and Analytical Approach
Unilever's National culture is a key analytical tool to interpret the coordination of the headquarters of the UK and the Bangladeshi subsidiary. The model of cultural dimensions offered by Hofstede, with the presence of power distance, individualism-collectivism, uncertainty avoidance, masculinity-femininity, long-term orientation and indulgence-restraint, is the most used in the global business arena to explain international differences in corporate values and behaviour (Hofstede, 2011; Hill, 2025). Although influential, the model has been criticised as culturally homogenous and underestimating cultural change; thus, its results should be interpreted carefully (Fang, 2003). The more recent empirical studies prove the framework to be relevant in the context of the attitudes and behaviour analysis across societies (Zheng et al., 2025). The present report will integrate Hofstede dimensions in addition to the evidence on Bangladeshi workforce norms and UK-Bangladesh cultural distance to clarify how culture affects Unilever in its entry decisions, management practices and performance results (Abdullah, 2011; Mostafiz et al., 2024).
[bookmark: _Toc216557283]4.2 Comparing the UK and Bangladesh on Key Cultural Dimensions
Some of the systematic differences between the UK and Bangladeshi culture, as emphasised by Hofstede, are very relevant to Unilever. Power distance (degree of accepting unequal power) is low in the UK and high in Bangladesh (Hofstede, 2011). British workers require their managers to be approachable and somewhat involved in decision-making. The Bangladeshi workers normally accept a significantly longer hierarchy and expect their seniors to guide them, so coaching styles that work well in the UK would have to be combined with more explicit top-down directions in Bangladesh (Abdullah, 2011).
Individualism-collectivism is the ability to differentiate between societies in which people are mostly regarded as independent and those where the duty to the in-group prevails (Hofstede, 2011). The UK is highly individualist, as much as it believes in performance-based pay and direct feedback; Bangladesh is highly collectivist and believes in loyalty, harmony and group-based pay (Mostafiz et al., 2024). In the case of Unilever, UK HR systems can focus on individual appraisal, but in Bangladesh, team recognition, informal duties, and relationships of trust are paramount in motivation and retention (Abdullah, 2011).
The concept of uncertainty avoidance reflects the likes of rules and predictability. The UK is more tolerant of ambiguity, and Bangladesh is more demanding of formal procedures and security in employment and contracts (Hofstede, 2011; Mostafiz et al., 2024). As a result, specific SOPs along with the clear escalation routes and visible risk-mitigation procedures could be more acceptable to Bangladeshi employees and partners, compared to the UK.
Masculinity-femininity is a factor that implies the ratio between rivalry and tenderness. In both nations, the masculine values are moderate, but Bangladesh has paid much attention to status and conspicuous success, whereas the UK has given the work-life balance and social responsibility slightly more significance (Hofstede, 2011). Lastly, since Bangladesh is more oriented to the long run, and its consumption habits are suppressed as opposed to the UK, which is highly indulgent, saving, family responsibility, and price sensitivity are at the core of consumer choices (World Bank, 2023). The implications of these differences directly relate to Unilever communication, trust-building, leadership requirements and reward planning in the two settings, and must be explicitly reflected in cross-border staffing and governance tentatives as well.
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Figure 5: Comparison of Hofstede Cultural Dimensions – UK and Bangladesh (Author’s Created)
[bookmark: _Toc216557284]4.3 Effects on Market Entry Strategy and Operations
The cultural distance between the UK and Bangladesh influences the market entry strategy and day-to-day operations of Unilever in the following ways. High power distance and collectivism in Bangladesh in entry and negotiation with government bodies and regulators, distributors and suppliers implies that personal relations, status and seniority are heavily weighted (Abdullah, 2011). Meetings are expected to have senior executives in vital meetings, agreements are commonly cemented by informal agreements as well as formal contracts, and in the UK, agreements are more legalistic, timed and task-oriented (Hill, 2025; Sabirah Akter Soiti et al., 2025).
HRM practices and leadership must be customised. In the UK, participative leadership, open communication and merit-based promotion structures are favoured by lower power distance and strong individualism (Hofstede, 2011; Cavusgil et al., 2020). Bangladesh has more directive but benevolent managers who offer clear guidance, guarding the subordinates and never openly criticising them, which might lead to loss of face (Abdullah, 2011). It has implications on performance appraisal, grievances management and the design of training, where a team-based, more supportive style is generally better performing than the highly individualised scheme.
More differences can be found in marketing and consumer engagement. Investigations of the FMCG businesses in Bangladesh indicate that the family-based campaign with references to social respect and communal benefits will be well-received, especially in the countryside (Fregidou-Malama et al., 2019; Mahajan, 2016). The variety of Unilever product designs with local language and village-scale activations, as well as small, low-cost packs, react to collectivist values and pricing limits. In comparison, UK marketing can give more emphasis on personal decision, way of life and self-expression, usually conveyed via channels of digital channels.
Distribution and network management are also separate. Small wholesalers and bazaars prevail in informal retail in Bangladesh, and it is critical to have long-term relationships with local intermediaries to ensure good coverage and credit provision (Fregidou-Malama et al., 2019). Managing concentrated supermarket chains and e-commerce platforms in the UK is more about data-rich category management, joint business planning and formal service-level agreements (Hill, 2025). These differences demand differentiated SOPs, monitoring and locally-targeted capability building.
[bookmark: _Toc216557285]4.4 Implications for Unilever’s Performance and Strategic Fit
Combined, these cultural patterns have their impact on the performance and strategic fit of Unilever in Bangladesh. By aligning leadership approaches, HR practices, and marketing communications with high power distance, collectivism and greater uncertainty avoidance, the firm will be able to enhance employee commitment, lessen channel conflict and integrate its brands in day-to-day life (Abdullah, 2011; Fregidou-Malama et al., 2019). In their turn, the efforts to export the UK-designed practices without getting adjusted are a source of misunderstanding, employee misengagement and hardly valuable reputation as the responsible brand that Unilever wants to be perceived (Abratt et al., 2025). Supply-chain and community engagement require cultural sensitivity, where fairness and responsibility are perceived, which determines local resources and support of stakeholders (Kiron et al., 2025). These reflections support the necessity to have SOPs, which would combine global standards and local flexibility, to form the foundation of the consultancy proposals in Section 5.
[bookmark: _Toc216557286]5. Consultancy Recommendations: SOP Adjustments for Unilever Bangladesh
[bookmark: _Toc216557287]5.1 Rationale and Criteria for SOP Recommendations
The suggested changes to the standard operating procedures (SOP) are based on the above ownership-location-internationalisation analysis of a Unilever investment in Bangladesh and the relative cultural evaluation of the UK and Bangladesh setting. This combination points to the fact that high-quality ownership benefits and positive location factors can only be translated into performance improvements when governance and routines are properly set (Dunning, 2000; Hill, 2025). The rationale behind the consultancy is thus to optimise the SOPs at Unilever Bangladesh in a manner that maintains global competencies but strengthens local performance. All recommendations will be considered in four areas: strategic alignment with the global strategy and brand purpose of Unilever; responsiveness to Bangladeshi markets and cultural factors; operational flexibility and relative cost against anticipated benefits and risk mitigation; and sustainable and corporate responsibility commitment, which are fundamental pillars of the global positioning of Unilever (Peng, 2022; Cavusgil et al., 2020).
[bookmark: _Toc216557288]5.2 SOP Adjustment 1: Localised Marketing and Innovation Process in Bangladesh
Issue/gap
Even though Unilever Bangladesh already covers sixteen out of ten households, numerous innovations from the global or regional stages cascade down to local teams who change packs or messages primarily (Unilever, 2025a; Unilever, 2025b). This restricts the capacity to act in response to new demands in low-income and rural markets that are present in the literature (Mahajan, 2016; Fregidou-Malama et al., 2019).


Proposed SOP changes
First, there should be a local insight and innovation SOP that is formalised. This would define floor requirements of market research in urban and rural regions, such as structured ethnographic visits, retailer interviews and consumer panels. The insights would supply a nation-wide innovation funnel with explicit phases in idea screening, concept testing and pilot launches. Second, the SOP must allow the marketing team in Bangladesh to make specific decision rights to localise global campaigns and product bundles within agreed-upon guardrails on brand positioning, sustainability commitments and pricing (Abratt et al., 2025). Third, the process must require institutionalised inclusion of national festivals, local languages and social-economic realities, such as making institutions how campaigns are coordinated with Ramadan, Pahela Baishakh and important agricultural seasons, and claims to be manifested in Bengali and regional dialects.
Implementation plan and KPIs.
The process cycle would be insight-generation, cross-functional assessment and small-scale pilots, national implementation, with direct contact with teams of UK and regional categories (Mahajan, 2016; Ramamurti, 2012). The role of HQ would be to give concepts approval of significant change in positioning or sustainability commitments, and the execution and learning cycles would be run by local teams. It also explains clearly accountability within terms of time and functions. The key performance indicators must also have growth in market share within the unexploited rural districts, trial and repeat rate of the low-income consumers, campaign measures and speed-to-market in locally created innovations. This SOP reinforces the fit between the ownership benefits of Unilever branding and its site-sensitive opportunity in the growing market of the FMCGs and the high-context, collectivist culture of Bangladesh.
[bookmark: _Toc216557289]5.3 SOP Adjustment 2: Culturally Attuned People Management and Leadership
Issue/gap
A global policy of HRM that has been created with a European background is not necessarily expected in a high power-distance, collectivist country like Bangladesh. The workplaces at MNCs reflect that the Bangladeshi staff reinforces the importance of clear hierarchy, supportive managers and work group recognition, and might not be at ease with highly individualised appraisal or confrontational feedback style (Abdullah, 2011; Hofstede, 2011). The risk of disengagement, miscommunication, and not using the local talent is a possibility without adaptation.
Proposed SOP changes
An HR and leadership SOP in Bangladesh must document culturally relevant behaviours and processes without contravening the Unilever Code of Business Principles. The expectations about leadership would focus on respectful authority, role, as well as coaching, such as descriptions of how managers can undertake one-to-one meetings, team briefings and conflict resolution in a manner that upholds face and harmony (Zheng et al., 2025; Sabirah Akter Soiti et al., 2025). The performance management cycles must be explained, and both individual and team goals must be agreed upon; there should be mid-cycle and end-of-year evaluations that both have quantitative and qualitative elements, like analysis needs and development discussion. SOP ought to also institutionalise team-related reward systems, including unit-level awards that are associated with safety, quality and inclusion indicators.
Implementation plan and feedback systems.
This would be implemented through leadership and cross-cultural training courses, developed in collaboration between the UK HR specialists and Bangladeshi HR leaders to remain in line with international models but deliver content that is well aligned with Western expectations (Hill, 2025; Peng, 2022). The new managers would be inducted on the Bangladeshi culture and employment laws. The employee voice mechanisms must be adjusted to collectivist standards, i.e. anonymous pulse surveys with focus groups and representative committees that will enable employees to raise concerns indirectly in case of necessity (Abdullah, 2011). KPIs monitoring engagement scores, turnover rates and promotion rates would also be regular. This SOP reinforces the internalisation benefits of Unilever in Bangladesh by improving the quality of relationships and the effectiveness of implementation.
[bookmark: _Toc216557290]5.4 SOP Adjustment 3: Responsible Sourcing and Distribution in the Bangladeshi Context 
Issue/gap
Bangladesh also has cost and demand benefits coupled with complex supply chains, labour threats and environmental strain as demonstrated by the research of global value chains in the country (Kiron et al., 2025; World Bank, 2023). In the case of a high-profile consumer brand owner like Unilever, any violation of labour, safety or environmental standards in sourcing or distribution in a local field would easily erode trust both at home and abroad. The current global policies are a solid base, but country-specific SOPs must be narrowed to indicate the local risk trends and ability to regulate.
Proposed SOP changes
A sourcing SOP covering Bangladesh must outline clear requirements of suppliers in that they must comply with the Unilever Responsible Sourcing Policy, with national labour laws, with auditability and with improvement (Unilever PLC, 2024; Unilever, 2025b). The SOP would entail pre-qualification audits and re-audits of initial due diligence, focusing on high-risk areas including contract manufacturing, logistics and waste management (Kiron et al., 2025). A complementary SOP of distributor and retailer interaction must draw the line between formal contemporary trade and scattered traditional channels. It would outline criteria in the terms of storage, treatment of the products, availability of safety disclosures and just trading, where repeated failure would result in sanctions.
Implementing the plan and collaborations.
This would be implemented through risk-based audit plans, checklists and an escalation process on non-compliant partners, with time time-bound corrective action plan and exit terms. Procurement, quality and logistics personnel training would enhance the awareness of the labour, health and safety and environmental concerns and allow the team to apply the audit results correctly (GOV.UK, 2025; Danquah and Barnor, 2025). To improve monitoring capacity, Unilever Bangladesh should collaborate with NGOs, industry groups or initiatives to discuss best practices in water stewardship and plastic waste areas (Kiron et al., 2025). This SOP package capitalises on the ownership advantages of Unilever in the sustainability governance and manages location-specific risk within the production and distribution environment of Bangladesh, safeguarding the brands and fostering FDI viability.
[bookmark: _Toc216557291]5.5 Summary of Recommendations and Expected Impact
Tracially, the three SOP modifications enhanced the alignments between Unilever capabilities and realities in the Bangladeshi market, as well as responsiveness, risk control and sustainability performance. Marketing relevance, people management that is culturally aligned and strong sourcing are supposed to enhance the brand equity, to facilitate growth and consolidate the role of Unilever in Bangladesh.
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Figure 6: Summary table (Author’s Created)


[bookmark: _Toc216557292]6. Conclusion
[bookmark: _Toc216557293]6.1 Synthesis of Key Insights
Unilever is a multinational business based in the United Kingdom that coordinates its broad international activities by means of a network of subsidiaries and global value chains (Hill, 2025). Eclectic OLI paradigm accounts for its foreign direct investment in Bangladesh: the strong ownership gains in its brands, R and D, marketing, and sustainability systems interact with the favourable market size, cost of doing business, and shifting policy environment of Bangladesh, and internalisation gains warrant a majority-owned subsidiary division (Dunning, 2000; Dunning and Lundan, 2008). Comparing cultures reveals that the power distance, collectivism and uncertainty avoidance disparities between the UK and Bangladesh influence the expectations towards leadership, HR systems, negotiation styles and consumer engagement (Hofstede, 2011; Cavusgil et al., 2020). The totality performance relies on matching the international aptitude with the locally modified rituals and connection-management customs.
[bookmark: _Toc216557294]6.2 Final Consultancy Message to Unilever
Bangladesh should be considered as a strategically significant emerging market that will supplement the core market in the UK with mature markets where Unilever would experience growth, scale, and learning in South Asia (Unilever PLC, 2024). To achieve long-term performance, the senior management must institutionalise the suggested SOP refinements in localised marketing, culturally sensitive people management and responsible sourcing through the adoption of the same in the group governance and performance scorecards (Abratt et al., 2025; Kiron et al., 2025). This will strengthen brand equity, resilient and sustainable value creation in Bangladesh.Top of Form
Bottom of Form
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Figure: Comparison of Hofstede Cultural Dimensions — UK and Bangladesh
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Strategic Recommendations Overview
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