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Introduction
Unilever is a prominent multinational consumer goods (FMCG) company based in London and operates in over 190 countries with highly renowned brands like dove, Lux, Surf Excel, Lipton and Knorr among others. Unilever also has a global presence and generates a yearly turnover of more than €60 billion through research, production, and marketing both in the developed and emerging economies (Unilever, 2025). Its markets like India are the most lucrative as the company is depicted by Hindustan Unilever Limited (HUL). The large, young population of India, growing middle-class and diverse consumer market of different cultures also promise and pose challenges in the growth of Unilever. This report examines internationalisation of Unilever in India in terms of some of the most important international business theories, such as OLI framework, Porters Value Chain, and cultural dimension as typified by Hofstede. It discusses its international business, advantages, threats, and entry into the market and suggests strategic modifications in its marketing, supply chain, and human resource standard operating procedures (SOPs) so that it could achieve sustainable success in the Indian market.
Benefits and Challenges of International Operations
Why Unilever Qualifies as an MNC/TNC

A transnational corporation (TNC) or a multinational corporation (MNC) means a company that is present in many different countries and possesses subsidiaries, manufacturing facilities, or enters strategic partnerships, as well as organizes value-adding processes worldwide (Deresky, 2017). Bartlett and Ghoshal (1989) define MNCs as global, multidomestic and transnational based on the level of global integration and local responsiveness. Unilever is no exception because it sells its products in over 190 countries, with almost 60 percent of overall revenues in the emerging markets (Unilever, 2025). One of its subsidiaries, Hindustan Unilever Limited (HUL), is also one of the largest FMCG companies in India and helps the company to operate on the global front. The transnational strategy of Unilever indicates a polycentric or a egocentric orientation in which products, strategies, and operations are optimized to suit local market situations and cultural orientations and which portrays a single global brand image. It is this flexibility and global efficiency/local responsiveness that sets Unilever as one of the best TNCs.
Nature of Global Operations (Porter’s Value Chain)

The Porters Value Chain model can be successfully used in the analysis of international activities of Unilever as one can distinguish between primary activities that contribute to the value creation and support activities that promote organizational efficiency and sustainability.
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Figure 1: Porter’s Value Chain Model
(Source: Lecture Notes)

Primary Activities

· Inbound Logistics: Unilever operates a differentiated sourcing network, which integrates global and local sourcing. In India, the company buys the tea, dairy and farm products at small-scale farms and imports palm oil at Southeast Asia. This twofold strategy saves money, enhances the reliability of the supply, and supports the integration of the community on a local level (Unilever PLC, 2021).

· Operations: Unilever has over 30 plants in India, which puts the company in close reach of the consumer and responsive to the regional taste. Localized production is effective in terms of affordable innovations, including the introduction of sachets to compete with price-sensitive customers, and in terms of creating employment opportunities in various regions.

· Outbound Logistics: The company distribution system covers more than 8 million retail stores in India even rural parts through the project Shakti that equips women as micro-enterprise. This business-to-consumer approach does not only broaden the capabilities of Unilever to serve the rural areas, but it also lets the company promote social progress (HUL, 2024).

· Marketing and Sales: The marketing by Unilever is a combination of global brands consistency and local cultural applicability. Surf Excel such campaigns as Daag Achhe Hain are built in Indian family values, whereas such global brands as Dove and Knorr retain their universality. The repositioning of Fair and Lovely to Glow and Lovely is an example of how the company has worked to ensure that it is in line with its ethical and CSR commitments without losing out on local consumers.

· Service: Unilever improves customer satisfaction by using local customer care centres and community involvement programs that strengthen customer trust and brand loyalty in markets.
Support Activities

· Firm Infrastructure: The global strategic leadership of Unilever is based in London, but HUL is a publicly traded company in India, which gives it an opportunity to access local capital markets (NSE/BSE) and make the company more legitimate locally.
· Human Resource Management: The recruitment and training processes are localized to the cultural environment, with the priority on diversity and inclusion and skills development to promote the operational excellence.
· Technology Development: Unilever has R&D centres in London, the Netherlands, and Bangalore that encourage innovation based on global and local requirements, and encourage a constant product development (Unilever PLC, 2021).
· Procurement: The sourcing strategy entails Sustainable Living Plan by the company, whereby, it is guided by ethical buying, traceability, and environmental accountability.
Overall, the value chain of Unilever can be seen as an example of the adequacy of combining both global scale benefits and local adjustment. This transnational model helps in strengthening competitiveness, sustainability and cultural affirmation which have seen Unilever excel in various markets such as India.
Market Entry Modes

Exporting

Unilever has used exportation in its initial international expansion of small or high-risk markets. This low investment strategy enabled the company to experiment with demand and then capital is not tied up. An example is that initially, Unilever sold soaps and packaged foods to certain regions in Africa and Southeast Asia, before establishing subsidiaries upon realizing a steady demand (Unilever, 2023).

Licensing and Franchising

Licensing and franchising helped Unilever to grow in certain types especially ice cream. Local partners can operate small stores under the Heartbrand (Walls) franchise observing the brand guidelines of Unilever. This approach cuts down the financial risk, enables the rapid entry into the market and aids Unilever to retain the good global control over brand image and product standard.

Joint Ventures

Joint ventures have helped Unilever to reduce risks and capitalize on local knowledge in markets where there are regulatory barriers or other infrastructural limitations. One such example is its collaboration with PepsiCo in the ready-to-drink tea brand of Lipton that enabled Unilever to leverage its brand strategies with PepsiCo distribution channels, thereby improving ease of entry and business efficiency (Reuters Staff, 2007).

Mergers and Acquisitions

M&A operations have also made Unilever strong in its global portfolio, which is offering instant access to established brands and distribution channels. In India, Unilever has made acquisitions like Brooke Bond and Lakme which has enabled it to incorporate local favourites into its international network. In Latin America and the US, it did the same by similar means in the personal care and food divisions (Hindustan Unilever Limited, 2024).

Wholly Owned Subsidiaries – Dominant Entry Mode

The Wholly Owned Subsidiaries (WOS) is the most prevalent mode of market entry of Unilever in the major economies and most so in India, via the Foreign Direct Investment (FDI). This model is called Hindustan Unilever Limited (HUL) with Unilever as the majority shareholder and strategic control. This is a method that gives full control on the operations, brand management, R&D, and integration with the supply chain (Hindustan Unilever Limited, 2024). The WOS system enables direct imparting of proprietary knowledge, intellectual property protection and global brand uniformity which is vital to its high quality FMCG products. In addition, Unilever can take advantage of the local market, resources, and talented employees in India by establishing operations, and thus capitalizing on the market potential, availability of resources and skilled labour, and supports government programs, such as the Make in India. WOS reduces reliance on partners, which is why the ethical standards, sustainability objectives, and CSR are easier to control than in terms of licensing or JVs. So, the WOS model of Unilever in India demonstrates it long-term transnational strategy integrating global and local responsiveness in ensuring a sustainable competitive advantage.
Benefits of International Operations

Access to Emerging Market Growth

About 60 percent of the company revenue of Unilever is generated in the emerging markets of India, Brazil, and Indonesia (Unilever, 2025). These areas have high growth rates that have been catalysed by rising incomes, urbanization, and young and growing population. The emerging middle class and high consumer base in India provide a strategic point of origin of the long-term expansion of Unilever. The differentiation of products and prices to local tastes and preferences makes Unilever stronger in the market and helps it remain profitable even in the dynamic economies.
Local Resource Utilisation

The company uses the rich local resources of India by producing its products like tea, dairy, and agricultural products locally, whereas it imports palm oil in Southeast Asia (Unilever, 2024). This dual sourcing improves on cost-efficiency, supply stability, and sustainable agriculture. Collaborating with local farmers also helps to develop the rural areas, empowering community and in line with the global sustainability pledges of Unilever.
Economies of Scale and Scope

The global R&D and centralized procurement by Unilever are a major cost strength in the company. The UK, the Netherlands and Bangalore have research hubs that help in knowledge transfer across markets and product innovation. Real Beauty campaigns by Dove are examples of how international campaigns can be localized and effective at the same time (Syaharani, 2021). The global FMCG Packaging Market is projected to expand from USD 495.9 billion in 2025 to USD 871.6 billion by 2035, growing at a CAGR of 5.8% (FMI, 2025). Through this synergy, Unilever can enjoy economies of scale without being less responsive to various markets.
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Figure 2: FMCG Packaging Market Forecast Outlook 2025 to 2035

(Source: FMI, 2025)

Risk Diversification and Revenue Dominance

Unilever has operations in more than 190 countries so that political, regulatory, and economic risks can be reduced with the help of geographic diversification. Its subsidiary, Hindustan Unilever Limited (HUL), brings in more than 10 percent to the global turnover of Unilever, demonstrating the significance of the emerging markets in the assurance of the long-term and stable growth (HUL, 2025).
Challenges of International Operations

Regulatory and Policy Constraints

In India, Unilever is under strict advertising, investment, and food safety regulations. The unpredictable (VUCA) environment causes high costs of compliance and longer product launch time due to frequent changes in policies and bureaucracy.
Cultural Adaptation Issues

Unilever must deal with the problem of cultural diversity. The fairness cream scandal showed the tension between the rights of inclusivity and the values of beauty in India as a tradition (Jones, 2020). It is important to align the CSR principles with local expectations in order to maintain brand trust.
Competitive Pressures

Local competitors including ITC, Patanjali, and Dabur have a good understanding of their region and solid local connections. Such companies undermine the leadership of Unilever, forcing the company to contaminate innovation and adaptability to maintain leadership in the market (Raj and Aithal, 2018).
Supply Chain Sustainability

Unilever is vulnerable to environmental and reputational risks due to dependence on palm oil and water-consuming materials. Sustainability compliance, ethical sourcing requirements, and climate change pose additional expenses and raise supply chain resilience and transparency as the key elements of global credibility.
OLI Analysis: Market Entry Mode for Unilever in India
According to the Eclectic paradigm of international entry mode (OLI) of John Dunning, Ownership, Location, and Internalisation advantages determine the mode of international entry of a firm (Cruz, 2018). In the case of Unilever plc (UK-based) entering India through its subsidiary, Hindustan Unilever Limited (HUL), the framework would allow one to understand why Unilever did not consider the lighter forms of entry, such as licensing or exporting, to India.
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Figure 3: Eclectic Paradigm
(Source: CFI, 2022)

Ownership

Ownership benefits are firm-specific assets (FSAs) that give multinational corporations an advantage in the international market. In the case of Unilever, which is based in the UK, these FSAs played a significant role in influencing its decision to explore the Indian market through foreign direct investment (FDI).

The strongest FSA of Unilever is its brand equity. Its international brands are recognized worldwide, including Dove, Lux, Surf Excel, Knorr, and Lipton. The close guard of these assets is necessary because licensing or franchising would lead to the weakening of the brand (Unilever, 2025). Unilever in India also utilized complementary brands to strengthen its position globally; Lakmé in cosmetics and Brooke Bond in tea are locally acquired brands that complement the global brands.
Ownership advantages are also based on innovation and R&D. With worldwide centres in the UK and the Netherlands, as well as a significant hub in Bangalore, Unilever develops new products tailored to various situations. As an illustration, shampoo sachets have been created for Indian consumers who are sensitive to prices, representing a global technological contribution combined with local adaptation.

These assets are enhanced by marketing expertise. Unilever undertakes international campaigns, such as the Dove campaign, known as Real Beauty, and develops culture-specific Indian campaigns, including the Surf Excel campaign, known as Daag Achhe Hain (Unilever PLC, 2023). Such a capability to combine international and local strategies is a demonstration of Bartlett and Ghoshal's transnational orientation.
Lastly, Sustainability credentials increase the ownership advantages of Unilever. Its Sustainable Living Plan endorses responsible sourcing, which is essential in India, where consumers are increasingly aware of the importance of ethical conduct.

In 2025, 56-58 percent of Unilever's worldwide turnover was generated in emerging markets, and India contributed approximately 4 percent growth in sales (Unilever, 2025). These numbers suggest that utilizing ownership benefits in India is a strategic and profitable approach.

Location

Location advantages are the qualities peculiar to the host country that make it a good destination of foreign direct investment (FDI). India offers several attractive benefits that stimulated Unilever to make a serious investment in the market in the form of Hindustan Unilever Limited (HUL).

The most important is size and growth potential in the market. India has a population of more than 1.4 billion and an ever-growing middle-class, which makes its presence in the global market as one of the largest unexploited consumer markets in the world. The FMCG market in the country is expected to hit USD 220 billion in the year 2025 (FMCG, 2025). This high demand cannot be efficiently supported with the help of exports only, and it is necessary to have a local presence to promote sustainable growth.

The fact that India is resource endowed also makes it attractive. The nation is also endowed with high raw materials such as tea, dairy and horticultural products and has a low cost and skilled labour force. The conditions enable Unilever to develop an effective locally integrated supply chain that is affordable and sustainable.

Since India liberalised its economy in 1991, institutional reforms have rendered India more FDI friendly and Unilever has been able to work on HUL by increasing its stake. Being a publicly traded company in NSE and BSE, HUL enjoys a sense of local legitimacy, investor trust, and access to local capital.

In addition, the cultural diversity of India encourages product innovations. Projects like Project Shakti give rural women entrepreneurs more power and Ayurveda-based products lines appeal to the traditional consumers (Hindustan Unilever Limited, 2024).

The opportunities available in India in terms of scale, resources, and innovation have by far exceeded the challenges, despite the presence of very strong competition in terms of ITC and Patanjali, and thus FDI is the best solution to Unilever.
Internalisation

The benefits of internalisation justify why Unilever decided to operate its Indian business directly, without depending on outside partners such as franchisees or licensees. In the context of Transaction Cost Economics (TCE), internalization is preferable when the costs and risks of having agreements contracted, monitored, and enforced externally are high and hazardous.

Control of quality and brand played a significant role. As a global leader in the fields of personal care and food products, Unilever had to ensure uniformity in its products. Local firms would have been licensed, and this would have posed a risk of opportunistic behaviour to Unilever's global image. Unilever maintained brand integrity by working and functioning through HUL.

Internalisation was also necessary when it comes to the transfer of knowledge. Tacit knowledge, such as consumer insights or product reformulation for Indian households, is complicated to capture in contracts. FDI facilitated easy interaction between the R&D centres in the world and the Indian teams. The localized innovation is demonstrated by the introduction of cheaper shampoo sachets through knowledge sharing.

Intellectual property (IP) protection also made internalisation justifiable. New markets, such as India, pose a greater threat of imitation. Ownership of proprietary technologies and processes helped to protect Unilever FSAs (Chea, 2023).
There was also integration of sustainability and CSR through internalisation. Unilever could apply the Sustainable Living Plan directly to its India sourcing, manufacturing, and marketing operations. This would have been more difficult to implement through outside partners.

Additionally, internalisation is costly in both capital investment and vulnerability to regulatory risks. Nevertheless, the advantages of control surpassed risks. Direct ownership is not only crucial but also strategic, as emerging markets accounted for nearly 60% of global revenues in 2025 (Meddings, 2025). Therefore, HUL FDI is the best mode of entry. 

Table 1: Analysis of the OLI Framework in the Context of India

	Ownership
	Location
	Internalisation

	· Strong global brand equity (Dove, Lux, Surf Excel, Knorr)

· Advanced R&D capabilities in the UK, Netherlands, and Bangalore

· Extensive marketing and CSR expertise

· Sustainable Living Plan ensuring ethical operations

· Intellectual property protection and innovation leadership
	· Large and fast-growing FMCG market (USD 220 billion by 2025)

· Expanding middle-class consumer base and urbanisation

· Availability of skilled labour and raw materials (tea, dairy, horticulture)

· Supportive FDI and “Make in India” initiatives

· Local legitimacy through publicly listed subsidiary (HUL)
	· Ensures product quality and brand integrity

· Facilitates transfer of tacit knowledge between global and local R&D teams

· Protects proprietary assets and reduces contractual risks

· Direct implementation of sustainability and CSR goals

· Enables full operational and strategic control over HUL


The relationship between OLI factors explains why Unilever chose to go through FDI through Hindustan Unilever Limited in India. A high level of control was necessary in ownership benefits, research and development, and marketing for international brands. Location advantages, such as a vast consumer base, access to resources, and rapid FMCG growth, justified long-term investment. Exporting, licensing, or franchising was inappropriate as internalisation benefits, which include protecting brand equity, fostering transfer of tacit knowledge, and protecting intellectual property, are realised. 
Cultural Analysis
Culture is a crucial element in international business, affecting consumer behaviour, communication, and work practices. For multinational corporations, adapting to the host country's cultural norms is an essential survival strategy for both performance and legitimacy. The six dimensions of culture used by Hofstede enable a systematic comparative analysis of national cultures, and the high/low-context model proposed by Hall, along with the cultural values developed by Trompenaars, are supplementary. Using these frames for the UK-India duo, it is essential to note that Unilever can leverage its strategies to emerge successful in the emerging and culturally dynamic market.

Hofstede’s Six Cultural Dimensions
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Figure 4: Hofstede's Model of National Cultures
(Source: Lecture Notes)
Individualism vs. Collectivism

The UK has a very individualistic culture emphasizing on autonomy, independence, and self-expression as evidenced in the Dove Real Beauty campaign by Unilever that glorifies personal identity and confidence. On the other hand, India is a collectivist country that focuses on family, community, and social responsibility. The Surf Excel – Daag Achhe Hain campaign by Unilever is able to capture these values through sacrifice and love in the family relationships. According to Trompenaars, the UK is an individualism country, whereas India is a communitarian society and the adherence to collective harmony and interdependence (Agodzo, 2015).
Power Distance

India is a high-power distance society; hierarchies are tolerated, and authority is rarely questioned. Hindustan Unilever Limited (HUL) has a systematic approach to leadership and respect for seniority. Comparatively, the UK is a country with low power distance, which prefers flatter organisations and participative decision-making. The ascription and achievement dimension introduced by Trompenaars can be further elaborated: India tends to trust authority based on social status or seniority, whereas the UK tends to trust authority based on performance and achievement.

Uncertainty Avoidance

India has a high uncertainty avoidance, and consumers like to use familiar, trusted brands, like Lux or Lifebuoy. Such options reduce the perceived risk and enforce culture-old traditions. In comparison, UK customers will be more open to experimentation and are more willing to use niche or innovative products. Using the communication theory developed by Hall, the high-context culture of India is based on trust networks to minimize uncertainty, and the low-context culture of the UK is also based on explicit contracts and direct communication (Broeder, 2021).
Masculinity vs. Femininity

India is masculine and focuses on ambition, achievement, social status. The marketing approaches of Unilever in India tend to tend along aspirational lines, with products being described as an instrument of advancement or social elevation. The UK, though also a competitive country, is more balanced, with focus on inclusivity, equality, and the quality of life. Such cultural difference determines campaigns of Unilever: in India, the key messages in any branding are prestige and achievement, whereas in the UK, one can speak about diversity, sustainability, and responsible consumption.
Long-term vs. Short-term Orientation

India is a long-term society, which is concerned with persistence, flexibility, and tradition. Unilever is culturally sensitive, e.g., with its Project Shakti, empowering the rural women entrepreneurs and instilling confidence in their further development. The UK on the other hand is short-term oriented with efficiency, swift outcome, and innovation cycles being the most important features. In this case, Unilever reacts by focusing on product development and responsiveness in the market where performance is in line with the requirements of speed in delivery and quantifiable and immediate results.
Indulgence vs. Restraint

UK consumers are hedonistic, appreciating leisure, lifestyle, and personal satisfaction. Having fun and self-expression are frequently emphasized in marketing (Vollebregt et al., 2023). India is an embodiment of a more subdued culture, where specific rules and duties temper one's desires and aspirations. Unilever responds to product positioning in India that is responsive to family care and responsibility, supporting cultural expectations.
Market Entry Strategy Impact

Cultural differences between UK and India have significantly affected the entry and operation strategies of Unilever in the market.
· Product Adaptation: Unilever has adopted a product positioning based on the collectivist and status-oriented culture of India. Traditionally, such products as Fair and Lovely served the local standards of beauty and considered the cultural ideas according to which fairness was equal to attractiveness. But this contrasted with the Unilever global inclusivity and corporate social responsibility (Jones, 2020). The rebranding later into Glow and Lovely was a move to a compromise between the local Cultural inclination and the international ethics. This underscores the strategic ability of Unilever to localize products that observe the local sensibilities and the global identity of the brands.
· Distribution and Relationships: The Indian high-context society is based on personal trust and a long-term social interaction but not on formal contracts to establish business relationships. The example of Project Shakti by Unilever is the empowerment of rural women as micro-entrepreneurs that increase the level of community trust and reach a broader rural market. On the other hand, the culture of the UK is low-context, and the distribution of Unilever is based on efficiency, transparency, and organized systems of contractual relationships, which are indicative of different cultural business practices.

· Human Resource Management: The country also has a high-power distance level, which requires hierarchical management with respect to authority and seniority to shape career advancement (Krishnan, 2023). Conversely, Unilever activities in the UK are focused on meritocracy, teamwork and inclusivity. To manage these differences, Unilever must balance between India and the company global standards of equity and diversity, by accommodating the cultural norms of India through HR policies.
Overall, the FDI of Unilever in India is not only an economic investment, but a premeditated cultural adjustment, so as to make sure the global values and local business conditions do not clash.
Success Potential in India
India is also among the brightest markets for Unilever, with its large population, rapid urbanization, and increasing disposable income. India is of strategic interest to Unilever, as Hindustan Unilever Limited generates huge revenues with respect to Unilever. The firm has a long history of brand loyalty, developed over its 90-year history, with iconic brands such as Lux, Lifebuoy, and Surf Excel becoming integral to Indian homes. The local sensitivity of Unilever is evident in the innovation of market products, such as economic packaging in sachet forms and Hindu-inspired Ayurveda product lines, which have led to a high responsiveness in the market.

The cultural fit is essential to the long-term success of the organisation. Controversies about fairness creams demonstrate the risk of global-local misalignment. Additionally, rising competition among local companies, such as ITC and Patanjali, also threatens Unilever's market supremacy, particularly in culturally sensitive product categories (Team and Agencies, 2018). However, as long as Unilever remains integrated into Indian society through its activities, such as Project Shakti, it will be able to strike a balance between global CSR and local demands, thereby remaining successful in the emerging Indian FMCG market.
SOP Adjustments
Adjustment 1: Marketing & Product Strategy

The marketing SOP of Unilever in India will need the radical change towards integrated and socially responsible branding in compliance with the global Purpose-led Brands strategy without violating the national cultural values. Previously, the Indian subsidiary of the company had sold products like Fair and Lovely that were based on the existing cultural ideologies that linked lighter skin to beauty (Sachan, 2020). Though a commercial success, the product experienced a long-standing criticism by NGOs, regulators, academics and international media on the basis of perpetuating colour discrimination. The scandal demonstrated a huge discrepancy between the global inclusivity agenda and local operations of Unilever in India, thus compromising stakeholder trust and brand authenticity.

The prominent SOP modification is this rebrand of Fair and Lovely to Glow and Lovely. Present day campaigns are subject to intense internal scrutiny to promote inclusivity, dignity, and socially positive messages. This is indicative of the Stakeholder Theory that emphasizes the importance of striking a balance between the interests of various groups regarding shareholders, consumers, NGOs, regulators, employees and investors (Chernyi and Uotila, 2024). This is the balancing act that is especially complicated in India, where cultural traditions tend to conflict with the development of the ethical conscience.

Unilever incorporates principles of CSR in marketing in addition to rebranding. The campaign that Lifebuoy runs under its Help a Child Reach 5 brand awareness encourages hygiene education among the rural populations and builds brand loyalty (Kureshi and Thomas, 2019). On the same note, stains as a sign of love and sacrifice in Surf Excel Daag Achhe Hain appeals to the collectivist culture and enhances customer confidence.

The operational reforms included in this SOP modification are: mandatory ethical and cultural audits before launches, incorporation of CSR descriptions into campaigns, and training of Indian marketing teams on inclusivity. These practices, through institutionalization, enable Unilever to mitigate reputational risks, enhance long-term legitimacy, and attract younger, more urbanized consumers in India who are becoming increasingly conscious of authenticity and inclusivity (Mukherjee, Bird and Duppati, 2018). The adaptation ensures that Unilever's marketing strategy capitalizes on the company's ownership benefits, including brand equity, international R&D, and communication skills, without being culturally insensitive or socially irresponsible. 
Adjustment 2: Supply Chain & Sustainability
The Unilever supply chain SOPs in India need to transform and focus on localisation, sustainability, and long-term value creation and minimise the risk of operations and the environment. In the past, reliance on centralised sourcing on a global basis subjected the company to ecological, reputational and cost-related issues (Patel, 2025). Since India has challenges of water shortage, climate change and palm oil addiction, sustainable localisation is now a crucial requirement.

Locally, sourcing saves economically on logistics costs, improves responsiveness and eliminates dependence on unstable global markets. On the social front, by involving the smallholder farmers in the supply chains, it promotes the rural livelihood, community empowerment, and the development agenda of India (Unilever PLC, 2025). Sustainable agriculture and water management enhance the environmental commitment of Unilever to climate targets and minimize the ecological risks.

The SOPs of the supply chain in India should be designed in such a way that all operational decisions bring financial, social, and environmental value to the company, or in other words, sustainability has become a strategic value and the core of the supply chain practices, which will help to establish the company as a CSR-compliant and sustainable FMCG industry leader.

A PESTLE analysis supports this adjustment. India has localization policies in place through its 'Make in India' initiative and rural development policies. Locally, sourcing is more appealing due to the economic instability of commodity prices on a global scale. Consumers are becoming increasingly inclined towards socially responsible and ethically sourced products. Digital traceability systems enhance transparency technology-wise (PIB, 2014). Environmental compliance is becoming increasingly stringent legally, particularly regarding the use of groundwater. In terms of the environment, India experiences acute water stress in some of the states where Unilever has plants, including Maharashtra and Tamil Nadu.
Unilever has already implemented localization through pilot projects, such as Prabhat, which assists rural populations in conserving and sanitizing water and promoting sustainable farming. Formalising such efforts into formalised SOPS would turn sustainability into an institutionalised activity and shift it out of the discretionary CSR to a routine (Unilever PLC, 2023). The SOP reforms need to have quantifiable goals, such as the percentage of locally sourced raw materials, the amount of water saved per ton of produce, and the number of farmers receiving training on sustainable practices.
Implementing localization and sustainability in the SOPs has enabled Unilever to become less vulnerable, increase cultural legitimacy, and be a first mover in responsible business. This change will allow Unilever to capitalize on the location benefits of India while still meeting the expectations of global stakeholders, making it one of the strongest and most reliable leaders in the FMCG sector. 

Adjustment 3: Human Resources & Organisational Culture
The HR SOPs used by Unilever must align with the cultural context in India and global obligations regarding diversity, equity, and inclusion (DEI). A universal HR approach is likely to weaken the commitment and validity of employees. The culture of work in India is based on Hofstede's dimensions, and the situation in India is very different compared to the UK, which necessitates adjustments to SOP in leadership, communication, and talent management.

India has a high-power distance, which implies that employees are expected to follow hierarchical leadership and direction from managers (Opuala-Charles and Eugenia, 2023). HR SOPs should thus be able to balance empowerment programs with the authority and seniority practices. Such cultural expectations should be considered in leadership development programs, which should also encourage growth on a merit-based basis. Conversely, UK practices are characterised by flatter structures, and decisions are made through involvement, necessitating variation in HR methods across geographies.
The collectivist orientation in India also has an impact on HR. The staff members appreciate the collective performance and peer recognition; therefore, SOPs must include group-based rewards, mentoring, and community-building programs. This differs from the UK systems, where individual performance is rewarded. The implementation of policies that foster collectivism will enhance morale and unity within Indian culture.

Cross-cultural training is also necessary. Based on Hall's framework, India is a high-context society, which relies on implicit communication and relationships, as compared to the UK, which is a low-context and direct society. Managers and teams should also have cultural competence training institutionalised by SOPs to minimize misunderstandings and enhance cross-border collaboration (Kittler, Rygl and Mackinnon, 2011).
The SOPs must drive the DEI agenda of Unilever in India. Although projects such as Project Shakti empower women entrepreneurs in rural contexts, corporate HR practices must address issues related to enhancing gender diversity in management, providing flexible working schedules, and implementing anti-bias training. These reforms respond to global expectations and social change in the area, establishing Unilever as a leader in inclusive employment practices (Unilever PLC, 2021).
Through the incorporation of culturally sensitive HR practices into SOPs, Unilever boosts employee engagement, turnover, and employer brand in India. Such an adaptation enables the HR systems to be representative of global values while being locally legitimate, facilitating sustainable organisational performance.
These SOP adjustments are directly related to the previous OLI and cultural analysis. Marketing reforms ensure that the advantages of ownership in brand equity are aligned with the cultural expectations and stakeholder demands. The supply chain localisation is based on the location benefits of India and in response to the environmental pressures outlined in the PESTLE analysis of the supply chain. HR realignment indicates internalization benefits as it helps protect Unilever's global DEI pledges, and it aligns with Hofstede's dimensions. All these changes together will make Unilever more responsive globally and sustainable in India.

Conclusion
The Unilever example of the internationalisation in India is a good example of how multinational firms could effectively achieve both global effectiveness and local responsiveness in emerging economies. Unilever through its foreign direct investment in Hindustan Unilever Limited (HUL) has been able to capitalize on the large number of consumers, availability of resources and the growing middle class in India to enjoy economies of scale, increased revenues and diversification of its market portfolio. Regardless of these achievements, the firm is still struggling with issues of cultural sensitiveness, complications in regulations, and intense rivalry with the local brands like ITC and Patanjali.

Unilever has a good strategic strategy as can be explained using the OLI (Ownership, Location, and Internalisation) framework. These benefits of ownership like brand equity, R&D capacity, and marketing skills demanded complete operational control whereas the market and resources in India were favourable towards deep investment. Internalisation provided quality and knowledge transfer, and brand integrity among operations. Nevertheless, the cultural aspects, especially the fact that India is a country with high power distance and collectivist orientation as opposed to the individualism of the UK contribution culture required management and communication adjustment.

In the future, the three strategic SOP change options of Unilever in India will be seen as the inclusion and ethical marketing, the localization and sustainability of supply chain activities, and the cultural acuity of human resource policies aligned with the global DEI provisions. These changes will enhance the competitiveness of Unilever, its legitimacy and long-term sustainability in the Indian dynamic FMCG industry.
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