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[bookmark: _Toc213582697]1. Introduction
Unilever plc is a multinational, based in London, Britain and the Netherlands. It deals in the fast-moving consumer goods (FMCG) sector. The company was founded in 1929, when Margarine Unie merged with Lever Brothers. Unilever is a leading manufacturer of food, home, and personal care products worldwide. Dove, Knorr, Lipton, and Lifebuoy are some of the brands contained in its portfolio (Unilever, 2024). Unilever markets its products in over 190 countries, including the emerging markets such as India, Indonesia, Brazil and Nigeria. This report will evaluate the international operations of Unilever, including the entry mode, advantages and limitations of the company and the influence of OLI factors and the cultural model developed by Hofstede, on the company strategy. We also recommend and make suggestions to enable Unilever to achieve success in the new economies.
[bookmark: _b55t5jg7rulg][bookmark: _Toc213582698]2. Benefits and Challenges of International Operations
[bookmark: _ilkz4ggrrdi5][bookmark: _Toc213582699]2.1. Designation as an MNC/TNC
Unilever can be described as a multinational corporation due to its wide global coverage, integrated business and cross-border management. Unilever operates in over 190 countries with its subsidiaries, joint ventures and partners, with its head office situated in London. The firm has approximately 127,000 employees across the world (Unilever, 2024). It is also one of the diverse consumer goods companies having over 400 brands in personal care, home care, nutrition and refreshment (Rajani et al., 2023). Unilever, being a transnational corporation, is based on the transnational strategy model proposed by Bartlett and Ghoshal, a transnationalism in which the global standardisation is blended with local responsiveness. It also attains efficiencies on a global scale by sharing research and central purchases, as well as local adaptation of products through subsidiaries that offer products that are adapted to the local tastes.
[bookmark: _xskqgygcqk4n][bookmark: _Toc213582700]2.2. Nature of Global Operations and Value Chain
Unilever operations at the global level are based on a highly integrated value chain which enhances efficiency, innovation and responsiveness in markets. The valuation chain of the company has been divided into six major areas as indicated in Table 1 below.
Table 1. Overview of Unilever’s Global Value Chain Activities

	Value Chain Component
	Description
	Example of Global Operations

	Research & Development (R&D)
	Unilever heavily puts its resources into innovation to produce sustainable and locally relevant products.
	The UK, India, China and the Netherlands Global R&D centres are oriented towards reformulation and sustainability (Dzienis and McCaleb, 2025).

	Sourcing & Procurement
	It focuses on sustainable ethical procurement.
	Ninety-one per cent of the agricultural raw materials are sustainably sourced, and this is partnered in Asia and Africa.


	Production & Manufacturing
	The decentralisation of manufacturing on a regional level is aimed at satisfying the demand in the region and reducing the operating expenses.
	Unilever has more than 250 production facilities all around the world, including India, Vietnam, and Brazil, which helps address the lack of imports (Lieu et al., 2021).

	Marketing & Sales
	The concept of marketing represents the combination of international brand image and local adjustment.
	Such advertisement campaigns like Dirt is Good on OMO and Surf Excel are regionally customised to Asian and Latin American values (Lieu et al.,2021).

	Distribution & Logistics
	The complex supply chain can access markets that are far and do so in an efficient way.
	The partners in the local logistics in Africa and Southeast Asia enhance last-mile delivery.

	Financing & Governance
	Centralised finance controls expenses, and risks are diversified.
	The treasury in London liaises with other financial centres across the world to deal with liquidity in the world.


Effective integration of global efficiencies in research and development, local adaptation in marketing and production has enabled Unilever to maintain the competitive advantage in the established and developing markets.
[bookmark: _8op4ve32djk3][bookmark: _Toc213582701]2.3. Entry Modes into International Markets
Unilever develops through diverse market entry through the OLI model and host-country reaction.
Foreign Direct Investment (FDI)
The primary mode of entry is FDI, which is typically by wholly owned subsidiaries. Unilever in India is a good example, as in 1933 it opened Hindustan Unilever Ltd., which proved to be a very successful FDI venture in South Asia (Aldous and Roy, 2022).
Joint Ventures
Joint ventures minimise risks and improve local legitimacy. The joint venture with PT Unilever Indonesia Tbk will allow the company to access the local knowledge and share costs in terms of investments.
Mergers and Acquisitions (M&A)
M&A is applied in the instance of fast penetration into the market. Unilever has acquired Dollar Shave Club in the USA and Horlicks in India, which can be seen as an indication of its ability to adapt to the trendsetters and competition in the market.
Licensing and Franchising
Rarely applied is licensing, most often when it comes to niche brands.
[bookmark: _q2ron42q0mlr][bookmark: _Toc213582702]2.4. Key Benefits of International Operations
Presence in different regions across the world provides Unilever with numerous advantages that facilitate its profitability and dominance.
1. Economies of Scale
The 190 countries of operation provide Unilever with huge economies of scale in its manufacturing, procurement and research and development processes. Stable centralised purchasing and increased common R&D process lowered costs and accelerated innovation (Li and Xu, 2025).
2. Access to Global Talent and Markets
A large market base provides Unilever with access to talent around the globe, which triggers creativity and innovation. Innovations in new products are available in new markets such as India and Indonesia, which are both growth engines and innovation generators.
3. Brand Diversification and Innovation
The low-cost sachet package originally developed to serve the rural Indian market is now applied to Africa and Southeast Asia. Diversification allows Unilever to diversify the risk between geographical and consumer segmentation. This is because the firm is in areas where locals have different tastes, such as Knorr soups in China and Lifebuoy in Africa; hygiene items create this loyalty and culture fit.
4. Enhanced Profitability and Resilience
Diversification in the international market means that Unilever is not subject to the economic fluctuations of a particular market. In 2023, the emerging markets contributed 58% of revenue, offsetting poor growth in the developed economies (Gudmundsson et al., 2022).
Table 2. Summary of Key Benefits from Internationalisation

	Benefit
	Strategic Impact
	Example

	Economies of scale
	Global procurement is cost-efficient.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                    
	Cis-central raw material sourcing.

	Market and talent access
	Novelty and local sensitivity.
	R&D and manufacturing centre of India.

	Brand diversification
	Fewer risks and consumer loyalty.
	Cultural customisation of products.

	Profitability and resilience
	Regional sustainable development.
	58% emerging market revenue (Gudmundsson et al., 2022).


[bookmark: _82cbdaww8mu2][bookmark: _Toc213582703]2.5. Challenges in International Operations
1. Cultural Diversity
The issue of cultural heterogeneity poses challenges in terms of management, communication and marketing strategies. A disconnect between the global brand values in the local consumer expectations may hamper performance. Indicatively, the previous advertisement scandals of the Fair and Lovely brand in India reflected sensitivity to the beauty standards.
2. Regulatory Complexity
The multi-jurisdictional operations expose Unilever to various taxation, labour and environmental legislations. The company has to abide by the stringent sustainability guidelines of the EU, as well as the control of inconsistent regulations in new economies (Ventura, 2023). 
3. Political and Economic Instability
Political uncertainties and other financial changes in emerging economies like Nigeria, Argentina and Turkey pose risks to the profitability and supply chain stability. As an example, the operating margins in certain regions fell by 2.4 per cent in 2022 due to the exchange-rate devaluations (Tor 2025).
4. Supply Chain Risks and Sustainability Issues
Global sourcing presents Unilever with supply disruption, particularly to agricultural products such as palm oil and tea. The necessity of climate change, forest conservation issues, and sustainability demands imply the need to invest heavily in traceability systems and engage in cooperation with sustainable suppliers (Wardell et al., 2021).
5. Competition from Local Firms
The local competitors usually have superior cost and cultural knowledge. In India, one of the competitors that Unilever has to deal with is a national company, Patanjali Ayurved, which exploits local marketing and the popularity of natural products through nationalistic promotion (Pratik et al., 2023).
Table 3. Key Challenges of International Operations

	Challenge
	Description
	Impact

	Cultural diversity
	Different consumer expectations and norms.
	Misaligned risks in marketing.

	Regulatory complexity
	Various compliance regulations.
	The new administration costs high.

	Political and economic instability
	Volatility and inflation in the markets.
	Financial uncertainty

	Supply chain risks
	Sustainability and climatic pressures.
	Interruption in material supply.

	Local competition
	Strong domestic brands
	Market share erosion



[bookmark: _bzhrwl7025sm][bookmark: _Toc213582704]3. OLI Framework Analysis
[bookmark: _jk1zf0o982lq][bookmark: _Toc213582705]3.1. Overview of OLI (Eclectic Paradigm)
The OLI paradigm introduced by John Dunning in 1988 is a total framework that suggests ways of why firms adopt certain internationalisation strategies. According to the model, three criteria are common to why multinational corporations (MNCs) choose foreign direct investment (FDI) over other options, such as licensing or exporting, including Ownership (O), Location (L), and Internalisation (I).
Ownership benefits are firm-specific resources or capabilities, proprietary technologies or brand reputation or managerial skills providing a competitive advantage in the foreign market.
Location advantages consist of taking advantage of being within a specific host country and could be benefits of market potential, availability of resources, or of established institutional stability.
Internalisation advantages explain why some organisations prefer maintaining control of their foreign operations rather than outsourcing or licensing them to the local firms, usually to protect intellectual property, maintain quality or to receive the entire profit value-chain (Hennart and Verbeke, 2022).
[bookmark: _sldmu9ssgd2l][bookmark: _Toc213582706]3.2. Ownership Advantages
1. Strong Brand Portfolio and Equity
Unilever also has more than 400 worldwide recognised brands, such as Dove, Lifebuoy, Knorr, and Surf Excel brands that have given it a great market leverage. The high recognition and trust of the firm is supported by their constant brand communications, which lay emphasis on sustainability, hygiene and personal well-being (Konieczny et al., 2023).
2. R&D and Innovation Capability
The presence of a global network of R&D centres in the UK, the Netherlands, and India allows Unilever to innovate products based on the needs of the different regional markets. Indicatively, the Unilever Innovation Centre in Bangalore is a centre that aims at reformulation of products to suit local climate and consumer tastes (Baragiola and Mauri, 2021).
3. Managerial Expertise and Organisational Culture
The transnational organisational structure that the company uses is grounded on the model introduced by Bartlett and Ghoshal (1989), which enables the organisation to be globally coordinated even though it offers local autonomy. This is a hybrid management system that guarantees the agility of decision-making and corporate standardisation.
4. Financial Strength and Sustainability Orientation
The good financial base of Unilever enables it to invest in the long term to penetrate, invest in infrastructure and brand building in the market. Its sustainability via the Unilever Sustainable Living Plan (USLP) also promotes the corporate image and brand loyalty among consumers (Hong 2025).
Table 4. Summary of Unilever’s Ownership Advantages
	Ownership Advantage
	Strategic Importance
	Example in India

	Brand equity
	Increases world fame and customer confidence.
	Lifebuoy, Surf Excel, Glow and Lovely.

	Innovation and R&D
	Enables adaptation of products.
	Tropical market R&D centre, Bangalore.

	Managerial expertise
	Facilitates good trans-national management.
	The localised leadership model of HUL.

	Financial capacity
	Favours long-term investments, i.e. sustainable.
	Development of the distribution network in rural areas.


[bookmark: _6ehhbtkhjlur][bookmark: _Toc213582707]3.3. Location Advantages (Emerging Market Focus)
The main reason why Unilever should consider India as an attractive location in terms of the FDI strategy is its potential market with a huge market size, economic growth, labour force availability, and policy incentives.
1. Large and Growing Consumer Market
The population of India is over 1.4 billion, providing a huge number of consumers with increasingly disposable income and growing consumer demand (Trivedi 2024).
2. Cost Advantages and Skilled Labour
India offers a cheap production environment where the labour and operation costs are cheaper compared to the developed economies. It is the innovativeness of Unilever and its technology production that is backed by its talented workforce in research and development, marketing and digital technology (El Samra et al., 2024).
3. Government Support and FDI Policies
FMCG and retail are the sector that allows investment with the liberalised FDI regime, transparent regulations and tax incentives. The President Make in India initiative has empowered manufacturing facilities to be in India, presenting consistency with the localisation targets of Unilever (Baragiola and Mauri, 2021).
4. Cultural Compatibility and Market Adaptation
The Indian buyers are highly brand loyal, and in this respect, they give strong loyalty to multinational brands that are sensitive to the local culture and values. Unilever has been successful in the localisation of its products into the local traditions of India, including the Ayush Ayurvedic personal care.
Table 5. Key Location Advantages of India for Unilever
	Location Factor
	Advantage for Unilever
	Strategic Impact

	Market size
	Increasing the consumption of the middle class.
	Pushes the business expansion in the long run.

	Labour cost
	The skilled labour force is cheap.
	Improves the production efficiency.

	Policy environment
	Make in India and Liberalised FDI.
	Facilitates production and growth.

	Cultural adaptability
	Receptive consumer base
	Increases brand acceptance



[bookmark: _ovhoz1h3m4kh][bookmark: _Toc213582708]3.4. Internalisation Advantages
[bookmark: _9f5kbka52v1s]1. Protection of Intellectual Property and Brand Integrity
The sheer number of brands and influenced formulations by Unilever require a tight rein to keep off copying and compromising quality. By staying in control of ownership, via subsidiaries, the trademarks, production, and R and D findings are safeguarded (Krasnikov and Jayachandran, 2022).
2. Quality and Supply Chain Control
The use of wholly owned subsidiaries like HUL helps Unilever in standardisation of production processes and ensures uniformity of quality in all the global markets. Also, through internalisations, it is possible to monitor ethical sourcing, sustainability standards, and compliance by suppliers.
3. Coordination and Knowledge Transfer
Internalisation promotes knowledge exchange between the global and the local teams of Unilever. As an example, developments in India, such as the use of detergent sachets on a modest scale, have been sent to African and Southeast Asian markets, which is an example of two-way knowledge (Kumar and Lomte, 2023).
4. Long-Term Strategic Flexibility
Direct ownership would also allow Unilever to have flexibility in changing strategy based on a shift in the local market environment, regulatory environment or consumer preference without needing to be bound by an agreement with third parties.
[bookmark: _5iv3v18v34ht][bookmark: _Toc213582709]3.5. Impact of OLI on Market Entry Mode
The combination of Ownership, Location and Internalisation benefits directly contributed to Unilever in making the decision to enter and expand in India by Foreign Direct Investment (FDI) and formation of a wholly owned subsidiary, Hindustan Unilever Limited (HUL).
1. Strategic Justification for FDI
The high level of control and investment in a local subsidiary as opposed to licensing or exporting was necessitated by the high ownership advantages of Unilever, namely the brand portfolio, technological capabilities, and managerial expertise. The location benefits of India, such as a high consumer base, low costs of operation, and favourable policies, were also encouraging FDI (Sadashiv 2023).
2. Synergy with Internalisation Goals
The internalisation motive was the ideal fit to the strategic need of Unilever to ensure that intellectual property is safeguarded, the quality of products is upheld and that sustainability is not compromised. FDI enabled the company to consolidate production, marketing, and distribution within the company and develop economies of scale and a single corporate culture.
3. Critical Evaluation: Strengths and Limitations
Although the entry strategy of Unilever in India, based on FDI, has already been successful, it has its advantages and disadvantages:
Table 6. Evaluation of Unilever’s FDI Entry Mode in India
	Strengths
	· Total management of operations, quality and strategy.
· Promotes innovation and transfer of knowledge.
· Allows brand building in the long term.
· Improves the global value chain integration.

	Limitations
	· It requires high capital and management investments.
· Bias to local political and regulatory risks.
· Less scalability than licensing/franchising.
· Needs to be constantly adjusted to cultural and market changes.



[bookmark: _7ry1uvsmy6hm][bookmark: _Toc213582710]4. Cultural Analysis using Hofstede Model
[bookmark: _epwvxg3k0oqt][bookmark: _Toc213582711]4.1. Introduction to Hofstede’s Cultural Dimensions
The cultural differences are also important in the multinational corporations (MNCs) that transact across borders. The Cultural Dimensions Theory developed by Hofstede has been one of the most popular models used to evaluate the impact of national culture on organisational behaviour, communication, and strategy (Yamaç 2025). Hofstede established six cultural dimensions that are used to explain how societies vary in their values, beliefs and expectations at the workplace:
· Power Distance (PDI) is used to determine the extent of inequality and hierarchy that is embraced in a society.
· Individualism vs. Collectivism (IDV) shows the degree to which people focus on individual goals, as compared to group goals.
· Masculinity vs. Femininity (MAS) denotes the priorities of competitiveness and success (masculine) or cooperation and quality of life (feminine).
· Uncertainty Avoidance (UAI) is the level of comfort that a culture has with risk and ambiguity.
· The concept of Long-Term Orientation (LTO) explains the extent to which a given society upholds perseverance, thrift and future-oriented behaviours.
· Indulgence vs. Restraint (IVR) is a scale that quantifies the freedom that cultures give towards the free satisfaction of desires and the strictness of the social norms and controls (Heydari et al., 2021).
[bookmark: _ot4ve9qbohcr][bookmark: _Toc213582712]4.2. Comparison: Home Country vs. Emerging Market
Table 7. Cultural Dimension Comparison: UK vs. India
	Cultural Dimension
	United Kingdom
	India
	Key Cultural Implication

	Power Distance (PDI)
	35
	77
	India has a greater degree of acceptance of hierarchy and authority than the UK has an inclination toward equality and participative leadership.

	Individualism (IDV)
	89
	48
	The UK is very individualistic, and India is a strongly balanced country that focuses on family, community, and allegiance (Chaudhry et al., 2023).

	Masculinity (MAS)
	66
	56
	They both are moderately masculine societies, with the importance of achievement and success, but India places higher importance to social harmony and relationships.

	Uncertainty Avoidance (UAI)
	35
	40
	Both cultures are not very rigid in changing and ambiguity, as they admit innovation and flexibility.

	Long-Term Orientation (LTO)
	51
	61
	India is a bit more long-term oriented, as it appreciates persistence and flexibility; the UK is more short-term and pragmatic.

	Indulgence (IVR)
	69
	26
	The UK is a country that is inclined to indulgence and pleasure in life, whereas India is more restrained and normative.


Analysis of Key Cultural Differences
1. Power Distance:
The low power distance in the UK promotes relationships of egalitarianism, openness and decentralisation in decision making. Conversely, the high-power distance in India exemplifies strong hierarchies in the lives of the people, where power is honoured, and there is no questioning of managerial decisions (Shaikh et al, 2023).
2. Individualism vs. Collectivism:
The individualistic culture of the UK encourages independence, straightforward communication, and being self-reliant, whereas collectivist culture of India encourages community orientation, group loyalty, and decisions made by consensus.
3. Masculinity vs. Femininity:
Ambition and performance orientation are masculine characteristics of both countries, but competitiveness in the Indian culture is suppressed by the strong family and relational orientation (Zhao et al., 2024).
4. Uncertainty Avoidance:
The mediocre scores in the two nations reflect the acceptance of ambiguity and receptiveness to innovation, one of the critical enablers of the Unilever product experimentation and market adaptability.
5. Long-Term Orientation:
The long-term outlook of Indian culture is in line with the sustainability of Unilever and its long-term market development plans.
6. Indulgence vs. Restraint:
The consumerist culture and marketing campaigns in the UK are built on the principle of personal pleasure, whereas in India, the culture is restrained, and the message is constructed on family, duty and social responsibility.
[bookmark: _xt2vo6debmv0][bookmark: _Toc213582713]4.3. Impact on Market Entry Strategy
Market entry, communication, management style, and the marketing strategy in India are also among the key aspects of Unilever, which are affected by culture.
1. Communication and Leadership Style
In the UK, Unilever has a direct and participatory culture of communication where there are open feedback channels and participatory management systems. In India, however, respect and indirect communication are appreciated at the hierarchical level. Thus, the leadership style of Unilever India (HUL) is a top-down management style that considers the local customs but leaves the global transparency and inclusiveness (Zakholi 2025).
2. Marketing and Consumer Engagement
At Unilever, marketing strategies focus on cultural awareness. Consumer behaviour is influenced by family and community-oriented consumer behaviour created by the collectivist nature of Indian society. In turn, the advertisements of Unilever focus on shared experience and morality, but not on individualistic goals.
As an example, the Surf Excel campaign Daag Achhe Hain (Dirt is Good) appeals to the Indian cultural values of care and nurture, sacrifice, and family affection, whereas UK campaigns with a similar purpose have a more self-expressive overture (Celano 2021).
3. Product Adaptation
The dimensions presented by Hofstede demonstrate that the product design and branding should be adjusted to the local context. High indulgence means that the UK brands can be used as a luxury (as in the example of Dove, which focuses on self-care). In India, the values and price sensitivity are restrained, and therefore, consumers seek value-oriented products that are at an affordable price. HUL thus provides smaller, cheap sachets of shampoos and detergents, with rural customers being able to purchase branded products (Mayee 2021).
4. Decision-Making and Organisational Culture
The UK has low power distance resulting to participatory decision-making. Indian workers, on the contrary, need a more hierarchical layout. Unilever thus balances its governance with what the Indians expect, whilst promoting cross-functional teamwork by using the programme, which is called Connected 4 Growth. This program is a hybrid of Western agility and the Indian collective principles (Vishwakarma et al., 2025).
5. Long-Term Orientation in Strategy
The long-term orientation of India is equal to the sustainability orientation of Unilever. HUL has a huge investment in rural infrastructure, along with health and education, because it has realised that the long-term involvement of the community is the source of sustainable market development (Alamuri et al., 2025).
[bookmark: _lklnidc7ak0c][bookmark: _Toc213582714]4.4. Impact on Potential for Success
The three aspects of cultural adaptation influence the success of Unilever in India, and these include the brand performance, staff relations, and consumer acceptability.
1. Brand Performance
Integrating cultural understanding in branding and communication, Unilever has received a strong level of trust and emotional connectedness with the Indian consumers. The popular brands such as Lifebuoy, Surf Excel and Glow and Lovely control the market in the personal-care and home-care segments, as more than 35 per cent are owned by them (Singh and Sambyal, 2024).
2. Employee Relations and Management Efficiency
The cultural management in the organisation enhances productivity and talent retention. To fit the hierarchical culture of India, the leadership is respected and authoritative, and cross-functional teams lead to creativity. 
3. Consumer Acceptance and Loyalty
The rural market penetration is also driven by cultural sensitivity. Programmes, such as Project Shakti, to empower rural women as micro-entrepreneurs, are culturally responsive in India, since the country has a community-based culture (Chatterjee 2022).
Table 8. Cultural Adaptation and Business Impact
	Cultural Factor
	Adaptation Strategy
	Business Impact

	High Power Distance
	Command and control structure and obedience to seniority.
	High level of organisational harmony.

	Collectivism
	Community-based marketing and CSR (Project Shakti).
	Stronger consumer loyalty.

	Restraint
	Products of lower prices.
	Greater penetration in rural markets.

	Long-Term Orientation
	Community sustainable investment.
	Sustainable brand equity and goodwill.


4. Strategic Balance Between Global and Local Cultures
Unilever finds a middle ground between the universal business ethos and the national anticipation standards. Whereas the Unilever UK headquarters promotes diversity, innovation and sustainability, the Unilever India regional branch converts these ideals into regional idioms and social values. This globalisation policy, which is also known as think globally and act locally, is supportive of the theory (Wan et al., 2021).
The general scenario indicates that multinational strategy relies on cultural intelligence. Through marketing entry, management, and branding, which are in tandem with the insights of Hofstede, Unilever attains a successful commercial and socially accepted course of action.
The Unilever Indian business shows how the dimensions of Hofstede provide an understanding of the management of cultural differences. The culture where power distance and collectivist orientation are high will require top-down leadership and community-oriented marketing. Individualism and indulgence in the UK endorse free communication and innovations.
[bookmark: _fd3s404l7dx1][bookmark: _Toc213582715]5. Recommendations and SOP Adjustments
[bookmark: _bfu3trawchpr][bookmark: _Toc213582716]5.2. Recommended SOP Adjustments
Recommendation 1: Localisation of HR and Leadership Policies
Objective:
To enhance organisational cohesiveness, organisational involvement and management efficiency: harmonise HR management with Indian values and labour standards. 
Proposed SOP Adjustments:
· Create respect for hierarchical procedures in teams and communication, which are in line with the high-power distance. 
· Apply collectivist-based performance systems which lay stress on individual achievements and community contribution, but not just on individual performances.
· Introduce culturally adjusted leadership development programmes that enhance leadership methods based on servant-leadership with emphasis on authority and empathy as well as mentorship.
· Provide Indian managers with local decision-making freedom to fit the global policies to local environments.
Expected Benefits:
· Better employee satisfaction and reduced employee turnover.
· Better leadership, unity and belief.
· Improved the effectiveness of communication and group morale.
Recommendation 2: Sustainable and Inclusive Sourcing & Production Practices
Objective:
To enhance the sustainability of the environment and social responsibility in India: take locally sourced raw materials, inclusive supply chains and environmentally responsible production. 
Proposed SOP Adjustments:
· Grow a partnership with local farmers, cooperatives to offer the farmers training on how to produce raw materials in an environmentally friendly manner, like palm oil, tea and spices. 
· Adopt the circular production models to minimise waste and carbon emissions within the Indian plants. 
· Increase traceability with the use of digital supply-chain tracking to have ethical sourcing and adherence to Unilever's sustainability objectives (Wang 2024).
Expected Benefits:
· Empowered relationships with suppliers and less dependency on imports.
· Greater sustainability in the environment, as per the approval in India.
· Increased brand recognition and trust by consumers via social responsibility.
Recommendation 3: Culturally Tailored Marketing and Product Strategy
Objective:
To align the brand communication and product line of Unilever to the collectivist and held-back cultures of India, enhance consumer devotion and draw in market share.
Proposed SOP Adjustments:
· Localise brand storytelling on family, community, and social giving.
· Make products and packaging regionally tailored, and based on climatic conditions, local preferences and price, including sachet size and herbal compounds.
· Involve rural consumers in activities that are culturally embedded, such as extending Project Shakti, which exists to empower women micro-entrepreneurs.
· Use the old festivals and artefacts in marketing to provoke emotions.
Expected Benefits:
· Growth and enhancement of consumer buying and brand reality.
· Improved market penetration, particularly in the rural and semi-urban regions.
· More oriented global brand image to local cultural standards.
[bookmark: _prxlorlwu3l3][bookmark: _Toc213582717]5.3. Justification for Each Recommendation
1: Localisation of HR and Leadership Policies
The organisational culture of Unilever, developed in Western countries with references to egalitarianism and meritocracy, should be adjusted to a hierarchical and collectivist culture in India. India has a high-power distance (77) according to the data provided by Hofstede, and it also has a strong collectivism (48), which necessitates the acknowledgement of teams (Dsouza 2025).
According to the HUL experience with the Winning with People programme, inclusive leadership increases productivity and retention. Through adjusting HR policies to reward seniority, family life, and social peace, Unilever will be able to increase the psychological safety and commitment of employees.
2: Sustainable and Inclusive Sourcing & Production Practices
Sustainability forms the heart of the global strategy of Unilever, but in India, it should be incorporated into social inclusion and empowerment of the locals. The Indian government and its rural development and environmental protection efforts are in line with the Unilever Sustainable Living Plan that generates strategic synergies.
As described by Dunning, Porter and Kramer, location-based efficiency, as well as shared value production, can be attained through expanding local sourcing and circular production. Already, HUL Shakti programme demonstrates that profit and social development can be achieved with the help of inclusive business models, providing more than 160,000 women entrepreneurs with empowerment (Behum, 2025).
3: Culturally Tailored Marketing and Product Strategy
The Indulgence vs. Restraint dimension by Hofstede is a reminder of the necessity of marketing with a culturally sensitive approach. Advertisements that focus on social responsibility, family ethics, and moral uprightness are more effective compared to those that focus on the enjoyable.
The Surf -Excel Daag Achhe Hain and the Lifebuoy Help a Child Reach 5 are examples of Unilever culturally relatable campaigns wherein brand messages have been connected to social good. The pricing of the sachets at affordable rates also helps the price-sensitive behaviour that is restrained by India, enhancing access to the products.
The globalisation choice made by Unilever allows the firm to retain its global brand identity and address local sensitivities that are essential to long-term success in the emerging markets.
[bookmark: _s672b1ptvgd][bookmark: _Toc213582718]6. Conclusion
The international business strategy of Unilever has been critically reviewed in this report, with specific constraints on its operations in India as an emerging market. It is evidenced in the analysis that Unilever is successful as a multinational corporation because it managed to find the balance between global integration and local responsiveness that has allowed the company to maintain a competitive advantage in an environment that is different and dynamic. 
According to the OLI structure, the ownership benefits of Unilever, such as a strong brand portfolio, research and development capabilities, and management skills, in combination with the location benefits of India in its size, low cost and supportive policies, explain why the company should use an FDI-based entry mode to enter India. The internalisation option in the firm guarantees quality control, safeguarding of intellectual property and integration of activities among subsidiaries. The cultural analysis based on the Hofstede model demonstrates the need to align the management and marketing practices of Unilever with the culture of India, with high power distance, collectivist, and restraint-oriented etc. 
NAE Company has succeeded in maintaining its longevity due to its flexibility in leadership approaches, communication models, and product delivery to what the locals anticipate. The suggested SOP modifications, i.e., the process of localising HR practices, practising sustainable sourcing, as well as applying culturally specific marketing, will further enable the use of Unilever operations and cultural fit in India. Such changes not only help make Unilever more efficient and inclusive but also increase its sustainability agenda and brand legitimacy.
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