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Figure 1: Unilever Logo (Unilever Bangladesh, 2010)
This consultancy report assesses the international business practices of Unilever Plc (Unilever) with a particular reference to its strategic location in Bangladesh, a developing economy that is showing great potential growth to fast-moving consumer goods companies. Unilever is a multinational company in the UK but has a strong presence in the rest of the world, Unilever Bangladesh Limited (UBL), that has been in operation in Bangladesh more than sixty years. Unilever Bangladesh Limited shows the interest of Unilever in the localization process and the consistent investment in the emerging market situation (Unilever PLC, 2025).
The mission of Unilever is to ensure that sustainable living becomes the new norm by providing its customers with affordable and high-quality products that enhance their everyday life, whereas the vision of the company focuses on responsible development in the long term through innovation, environmental responsibility and social impact.
The report will discuss the advantages and disadvantages of the internationalization by Unilever the application of the Ownership-Location-Internalization (OLI) factors under which Unilever has entered Bangladesh, the differences in the culture of the UK and Bangladesh and its effects on entry strategy and performance and finally, the recommendation of the possible changes to the standard operation procedures (SOPs) of Unilever in order to succeed in Bangladesh.
[bookmark: _Toc216458797]2. Internationalization Analysis of Unilever
[bookmark: _Toc216458798]2.1 Unilever’s global operation strategies
[bookmark: _Toc216458799]2.1.1 Key Benefits of International Operations
Global Market Diversification and Brand Reach
Globalization of Unilever  has a  strategic advantages that support the company as one of the most successful multinational companies in the world. With operations in over 190 countries, Unilever is diversified in terms of its revenue base, as well as dependence on one market and can exploit economies of scale within its global value chain (Unilever, 2024). The multinational nature of the company also enhances the strength of its brands, which allows the spread of internationally recognized brands like Lifebuoy, Lux, dove, Sun silk and Surf Excel to both the developed and the developing markets. This wide presence enables a consistent global brand and at the same time enables local adaptation by having subsidiaries such as Unilever Bangladesh Limited (UBL) which was founded in 1964 (Unilever PLC, 2025).
Global R&D Capabilities and Innovation Transfer
Another key advantage of the international business of Unilever is that it has a distributed R&D strength that is facilitated by innovation centers located in the UK, Netherlands, India, China, and the USA (Unilever, 2024). The network improves the technological learning and speed of development of new products. Such innovations as humidity-safe skin creams and heat-resistant deodorants, made by Unilever as global formulations, are localized to fit local climatic and cultural conditions in Bangladesh with UBL, demonstrating the Unilever global innovation approach of being glocal (Jones, 2005).
Supply-Chain Integration and Cost Efficiency
The sourcing and supply-chain efficiencies of Unilever are also reinforced by internationalization. The company buys palm oil, tea, dairy inputs and chemicals with the suppliers in Kenya, India and Indonesia, and utilizes local agricultural and packaging materials in Bangladesh (Unilever, 2024). This type of integration enhances cost effectiveness and resilience of supply. In addition, international activities enable Unilever to streamline its production capacity, which is evidenced by the plants of UBL in Chattogram and Kalurghat that most of the national demand in FMCG is served.
Access to High-Growth Emerging Markets
Unilever enjoys the advantage of having a presence in the rapidly developing economies. The developing FMCG industry of Bangladesh, increasing income and huge population makes foreign direct investment and long-term profitability maintainable (Hussain and Haque, 2016).
[bookmark: _Toc216458800]2.1.2 Challenges of International Operations 
Maintaining Global Product Quality Standards
Unilever internationational activities have some major challenges. The first challenge is to ensure that the quality of the products remains uniform even when they are sold in different geographic markets. The management of numerous R&D centers necessitates the assurance of the fact that the local modifications do not harm the global benchmarks (Unilever, 2024). This especially becomes complicated in the emerging markets with different climatic conditions or usage like the high humidity in Bangladesh.
Supply-Chain Vulnerabilities and Sustainability Pressures
Unilever has also been vulnerable in its global sourcing network. As much as procurement in different regions lowers the cost, it exposes it to supply disruption, commodity shortage, and regulatory changes in the exporting countries (Sodhi and Tang, 2024). Depending on palm oil or the imports of chemicals need to be audited on sustainability to prevent the risk of ethical issues.
Infrastructure Limitations and Distribution Complexity
The infrastructure in Bangladesh is problematic. Despite the fact that UBL distribution network includes almost 600,000 retail stores, to serve rural and remote locations, the company should logistically adjust and collaborate with local distributors (Unilever PLC, 2025). Ineffective transport systems may raise distribution expenses and decrease efficiency of the supply chain.
Cultural and Regulatory Adaptation Requirements
Marketing and branding is also a problem due to cultural differences. The strategies that are successful in the West cannot be directly applied in the collectivist societies. Unilever Bangladesh Limited will need to customize the campaigns with the message in Bangali, local celebrities and family-friendly messages (Saad, 2024; Hossain et al., 2022). Also, there is uncertainty in the regulation and the costs of compliance due to the complexity of different legal systems in different countries.
Financial and Economic Risks Across Markets
The centralized financial system in Unilever will have to deal with currency volatility, unequal taxation and economic instability in the emerging markets (Unilever, 2024). The risks entail a strong financial management in order to sustain profitability across the world.
[bookmark: _Toc216458801]2.2 Unilever’s Internationalization Strategy- Entry Modes 
Global Entry Modes Used by Unilever
Unilever has been growing in its international portfolio by acquiring, investing greenfield, and forming strategic alliances, depending on the maturity of the market and the availability of appropriate partners. In developed markets like the United States, acquisitions have been prevalent like the one involving Dollar Shave Club with the aim of acquiring a quick access and competencies to the market (Terlep, 2016). Conversely, Unilever tends to use wholly owned subsidiaries to ensure the consistency and operational conformity of its global standards in emerging markets where brand development, supply-chain creation and local adaptation are critical factors (Jones, 2005). According to research by Kang and Lee (2022), firms that have either a high degree of technological or brand assets do not tend to license their product as this raises the risk of knowledge leaking and loss of competitive advantage.
Dominant Entry Mode Across Markets
Although Unilever has used a range of entry modes internationally, the dominant mode across major growth markets remains the wholly owned subsidiary. This pattern is consistent with the findings of Morschett et al. (2025) that multinational firms in the FMCG sector favor high-control modes when scale economies, brand integrity and product standardization are strategic priorities. In Bangladesh, this strategy has enabled Unilever to secure market leadership, ensure consistent product quality and maintain long-term operational efficiency.
Entry Mode in Bangladesh: Wholly Owned Subsidiary
Unilever Bangladesh Limited (UBL) represents the preference of the company towards complete ownership in the emerging economies that are of strategic significance. Unilever Bangladesh Limited is a wholly owned subsidiary that was established in 1964 and is involved in manufacturing, distribution and marketing in Bangladesh (Unilever, 2024). This mode of entry enables Unilever to have the full control of its intellectual property, quality production, and brand strategy components that are vital in ensuring consistency in the markets where the consumer trust and brand reputation are the main competitive resources.
Historical Evolution of Unilever’s Entry Strategy in Bangladesh
The internationalization theory used by Unilever in entering the global market is that of internationalization where firms usually start with low-commitment modes of internationalization like exporting and eventually shift to higher-equity modes as the firm becomes familiar with the market. Unilever has over the decades strengthened its commitment in Bangladesh by increasing its manufacturing capacity, localization and integration of the supply chain and also by incorporating Bangladesh into its global R&D and procurement systems. Industry reports affirm that the Unilever Bangladesh Limited is currently manufacturing more than 96 percent of the Unilever products in Bangladesh, as a long-term strategic transition where the company started with the exploration of the market to the full internalization of the operations (The Business Standard, 2024b).
[bookmark: _Toc216458802]3. Emerging Market Analysis - Bangladesh 
[bookmark: _Toc216458803]3.1 Overview of the Bangladeshi Business Environment in the FMCG Industry
[bookmark: _Toc216458804]3.1.1 Market Size and Growth Trends
The fast-moving consumer goods (FMCG) industry in Bangladesh has witnessed a stable growth in the past 10 years, which can be attributed to the strong GDP growth, demographic shift, and urbanization. According to the World Bank (2023), the average economic growth of Bangladesh is over 6 per year, and it has resulted in the improvement of household incomes and an increase in the demand of packaged products both in urban and semi-urban regions. The increasing disposable income in the emerging markets is generally characterized by consumer switching towards branded and packaged FMCG products as opposed to loose and unbranded products (Sheth, 2011).
The FMCG market in Bangladesh is estimated by the industry reports as approximately USD 4 billion, and its growth is projected to go on because of the rising consumption of personal care, hygiene and household products (The Business Standard, 2024a). Demand diversification is further increasing due to urbanization and growth of modern retail forms. NIQ (2022) reports that skincare, detergents and oral care have registered high growth, due to the changing consumer preference to quality and brand reliability. These tendencies make Bangladesh a more and more appealing destination of multinational companies working in the FMCG sector.
[bookmark: _Toc216458805]3.1.2 Consumer Behavior and Market Segmentation
The consumer behavior in Bangladesh indicates a mixture of collectivist cultural preferences and modern consumption desires. Studies of collectivist cultures indicate that family orientations, social demands and trust based judgments influence the decision to purchase a product (De Mooij and Hofstede, 2011). Brand reputation is a very important factor that determines purchase behavior as Bangladeshi consumers usually tend to buy brands that for safety, reliability and acceptance by the social environment.
The consumers in the urban population are increasingly aspirational and prefer international brands that are associated with lifestyle improvement and hygiene mindset. On the contrary, the rural consumers are very price sensitive and depend on affordability and accessibility. This aligns with the results of Arunachalam et al. (2020), who note that consumers in developing economies with low income tend to buy in small amounts to control their cash flow, which has led to the emergence of sachet-based purchasing behavior.
Market segmentation therefore divides along income and geographic lines:
· Urban middle and affluent consumers: demand premium and global-standard products.
· Rural and low-income consumers: emphasise affordability, pack-size convenience and essential goods.
This dual structure creates opportunities for both periodization and mass-market expansion.
[bookmark: _Toc216458806]3.1.3 Regulatory and Institutional Environment
The regulatory environment in Bangladesh has both opportunities and limitations to FMCG multinationals. Although, government policies are aggressive in promoting foreign direct investment by supporting local manufacturing and sourcing, institutional weaknesses still exist. Sobhan (2016) notes that the most prevalent challenges in emerging markets like Bangladesh are regulatory inconsistency, bureaucracy and poor implementation, which worsen operational risk to the multinational companies. Other problems faced by the FMCG companies that import chemical-based or cosmetic products include the changing tariffs, customs hold ups, and changing compliance rules. As Ahsan and Musteen (2019), since companies in institutional instability tend to be forced to choose high-control entry modes and ensure continued regulatory involvement to reduce risk. Despite the signs of progress due to reforms, including Special Economic Zones and trade facilitation programmes, the entire regulatory environment is still unpredictable, which creates structural obstacles to the continued growth of the FMCG sector.
[bookmark: _Toc216458807]3.1.4 Supply Chain and Infrastructure Conditions
Efficient supply- chain activities are key to the success of the FMCG, but the infrastructure in Bangladesh remains under serious limitations. According to Ali, Rahman and Frederico (2021), transport bottlenecks, road and high distribution costs, especially in rural and urban areas influence the logistics networks. These difficulties raise lead times and destroy product availability. The prevalence of the traditional retail (more than 90% of the FMCG distribution) establishes a fragmented low-visibility supply chain (NIQ, 2022). Research on new markets demonstrates that this fragmentation is an obstacle to efficiency and needs a hybrid form of distribution that combines wholesalers, village-level retailers and growing modern trade formats (Nag and Ferdausy, 2021). The multinationals will then need to be adaptive in distribution, enhance local channel relationship and investment in supply-chain systems that are responsive to the structural limitations of Bangladesh to be competitive.
[bookmark: _Toc216458808]3.2 Critical analysis of entry mode strategy and value chain in Bangladesh
[bookmark: _Toc216458809]3.2.1 Dunning’s OLI Framework Analysis


Figure 2: OLI Framework (Created by Author)

Ownership Advantages 
As the eclectic paradigm suggests, corporations that engage in international production need to have Ownership advantages, special resources that enable them to be superior to domestic rivals (Dunning, 2015). The O-advantages of Unilever are vast and the core of its performance in the emerging markets like Bangladesh.
Its diversified and globally known brand portfolio of Lifebuoy, Lux, Dove and Sun silk is a strength that offers great market power and consumer confidence (Jones, 2005). Brand equity is high and this minimizes the resistance to new markets. Unilever also enjoys proprietary research and development resources in innovation centers in the UK, Netherlands, India, China and the USA, which allows the development of formulations that are specific to varied climatic and cultural conditions (Unilever, 2024). The transfer of knowledge amongst subsidiaries also enhances competitive advantage.
The global supply-chain competencies of Unilever are also strengthening its Ownership advantages. The economies of scale are created by coordinated sourcing, manufacturing and distribution in many geographies, reducing input costs and quality uniformity (Sodhi and Tang, 2024). Such competencies in Bangladesh also enable effective manufacturing of high demand FMCG products and quick replenishment within retail chains.
Lastly, the managerial and organizational skills of Unilever, which have been built over decades of business in international markets, offer sophisticated marketing, human resource and brand-building skills. This type of tacit organizational knowledge is hard to replicate by local companies, and it is a substantial ownership-specific advantage (Kang and Lee, 2022). 
All these Ownership advantages place Unilever in a strong competitive position in the Bangladesh FMCG environment.
Location Advantages - Bangladesh 
Location advantages are host-country factors that are favorable to foreign investment (Dunning, 2015). There are some Location advantages of Bangladesh which justify the same reason why Unilever still uses wholly owned subsidiaries.
The greatest strength that it possesses is size of Bangladesh, with a population of more than 170 million and an increasingly fast-growing middle-income group, is considered one of the fastest-growing FMCG markets in South Asia (World Bank, 2024). Increased incomes and urbanization have led to the growth in the demand of personal care and household products, which are the core Unilever categories, with evidence showing that FMCG growth is driven by demographic and rising standards of living (Karim et al., 2024).
Bangladesh is also a source of cheap labor and production environment. Unilever Bangladesh manufactures more than 96 percent of its domestic market volume domestically, which decreases the reliance on imports and increases the responsiveness of its supply chain (The Business Standard, 2024b). Local production is in line with the sustainability and localization agenda of Unilever.
In the institutional aspect, the manufacturing policies in Bangladesh that are friendly to FDI have promoted long-term investment. The recent studies on South Asian FDI flows can single out Bangladesh as a country that becomes more appealing because of the comparative political stability and favorable access to regional markets (Al Abbasi, 2022).
Strong brand loyalty, especially in the hygiene and personal-care sector, culturally is more beneficial to companies such as Unilever that have strong global brands. According to the theory of internationalization, firms can get better returns when proprietary brands satisfy the local culture (Nath, Kirca and Kim, 2020).
All of these Location advantages, which include market scale, economies of scale, institutional support and cultural fit, are very strong in favor of Unilever strategic commitment to Bangladesh via high-control entry modes.
Internalization Advantages 
Internalization benefits are those that a multinational accrues when it internalizes cross-border transactions instead of using external markets thus lowering transaction costs, safeguarding intangible resources (e.g., technology, know-how), and cross-border quality control (Gaur et al., 2019). In the case of a company like Unilever, these benefits play a major role in determining the choice of operation mode of either using wholly owned subsidiaries instead of licensing or joint-ventures in Bangladesh.
Through internalization of production and distribution through its own subsidiary (Unilever Bangladesh Limited, UBL), Unilever does not have to face the risk of external contracting: loss of control over the quality of production, possible leakage of the proprietary formulations, uneven quality, and breakage of the supply-chain. Internalization can enable Unilever to protect its core competitive advantages, which include recipes, brand standards, quality control procedures, which are fundamental to the fast-moving consumer goods (FMCG) industry, where brand equity is based on consumer trust and product reliability (Gaur et al., 2019).
Internalization promotes effective coordination of the global value chain. Since Unilever has the advantage of operating R/D, sourcing, manufacturing and distribution in the same firm network, it does not incur the extra transaction costs and information that would otherwise be experienced in the case of outsourcing or contracting such functions to outside third parties (Dunning & Lundan, 2008). Supplier markets in Bangladesh can be fragmented and the regulatory oversight can be unequal in internalizing these value-chain activities, so that uncertainty is mitigated, governance costs reduced, and assuring compliance with the global hygiene, sustainability and product safety norms.
The internalization will help Unilever to take advantage of economies of scale and scope on a global basis, and can move innovations (product formulations, packaging technologies, sustainable sourcing standards) that have been made elsewhere around the world to its operations in Bangladesh without agreement. This assists in sustaining global standardization and accommodating local consumer demands, which is a characteristic of effective global FMCG multinationals that are in the emerging markets.
OLI-Based Explanation of Unilever’s Entry Mode
By conjoining its good ownership benefits with the locational benefits of Bangladesh and its internalization benefits of fully controlled operations, the decision taken by Unilever to enter Bangladesh through wholly owned subsidiary (FDI) will be the logically optimal entry mode. The OLI framework anticipates exactly this type of result; in the cases where firm-specific assets, favorable host-country conditions, and ability to internalize cross-border operations are in line, foreign direct investment and subsidiary ownership will be the most efficient and sustainable entry mode (Dunning and Lundan, 2008).
[bookmark: _Toc216458810]3.2.2 Why Unilever Prefers FDI and Full Ownership
The choice of wholly owned subsidiaries by Unilever is based on the fact that it requires good governance, brand custodianship and integration of operations. The literature indicates that wholly owned subsidiaries are prevalent when the companies have significant ownership benefits like proprietary technologies, global brands and advanced marketing skills since such benefits cannot be fully controlled and used to enhance performance (Wei and Lee, 2025). Full ownership in Bangladesh allow Unilever to apply the global quality standards, to invest in the modern technologies of production and combine the local activities with the global supply chain. As well, FDI can enable Unilever to react quickly to the changing consumer behavior, regulatory environment and competitive forces in the emerging markets.

[bookmark: _Toc216458811]3.2.3 Hofstede’s Cultural Dimension Comparison: UK vs Bangladesh 
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Figure 3: Hofstede Dimensions (The Culture Factor Group, 2023)

Power Distance
Power distance refers to how much a society accepts unequal distribution of power and hierarchical relationships (Hofstede, 2001).
United Kingdom
UK has a score of 35 on power distance, which means that it has a strong preference of  organizational structures and participatory management. The employees usually anticipate open communication, transparency and the possibility to challenge decisions. Workplaces stress on autonomy, consultative leadership and decentralized authority. The managers are supposed to explain their decisions and to interact with employees on equal terms and not as superiors.
Bangladesh
The score of Bangladesh is 80, which means that it has very high hierarchy acceptance. Employees want authoritative leadership, hierarchy and top-down decision making. It is culturally inappropriate to challenge managers and power is vested at high levels. The leaders are paternalistic and employees do not intend actions but follow orders. This high hierarchical orientation is reflected in the workplace behavior as well as in the consumer relations.
Power distance is highly impactful for Unilever in Bangladesh, as it directly shapes management style and necessitates hierarchical leadership to ensure operational effectiveness. Unilever’s wholly owned subsidiary enables hierarchical management in Bangladesh while maintaining participative practices in the UK. 
Individualism vs Collectivism
Individualism versus collectivism refers to the extent to which individuals priorities personal goals and independence over group loyalty, social harmony and collective responsibility (Hofstede, Hofstede and Minkov, 2010).
United Kingdom
The UK is very individualistic with the score of 76. Independence, personal success and self realization are highly valued among people. Organizations focus on individual performance indicators, merit pay and individual responsibility. Marketing in UK often targets the personal benefits and personal identity (De Mooij and Hofstede, 2011). There is less obligation orientation in the social relationship and efficiency more than group cohesion in the professional interactions.
Bangladesh
Bangladesh has a score of 5, which means that it is one of the most collectivist cultures in the world. Family networks, community expectations and in-group loyalty influence social behavior. Individual rewards are less effective as compared to teamwork and relational leadership. Employees value and embrace harmony and shun conflict, which are collectivistic values (Liu et al., 2020). The communal values also affect consumers in their decision making, preferring brands that give much focus to family, care and social belonging.
Collectivism significantly affects Unilever’s operations in Bangladesh by shaping HR practices and requiring team-oriented management to achieve market success. Full ownership allows Unilever to apply individual performance systems in the UK and team-based HR practices in collectivist Bangladesh.

Uncertainty Avoidance
Uncertainty avoidance describes the degree to which members of a culture feel uncomfortable with ambiguity and uncertainty, leading to a preference for rules, structure and predictability (Hofstede, 2001).
United Kingdom
The UK’s score of 35 indicates relatively low uncertainty avoidance. British consumers and employees are more open to innovation, flexible procedures and ambiguity. Change is generally viewed positively, and workplaces tolerate diverse approaches to problem-solving. People rely less on rigid rules and adapt quickly to evolving conditions.
Bangladesh
Bangladesh has a score of 60 which represents moderately high uncertainty avoidance. Customers like security, familiar brands and dependability. They are apprehensive about new products and they depend a lot on word of mouth. In organizations, employees prefer routine jobs, direction and clear expectations (Liu et al., 2020). Such cultural inclination helps in good brand loyalty in the FMCG industry.
Uncertainty avoidance strongly influences consumer trust in Bangladesh, requiring Unilever to priorities consistent, trust-based branding strategies. Unilever’s high-control entry mode ensures consistent quality and trust-based branding for uncertainty-averse Bangladeshi consumers.
Masculinity vs Femininity
Masculinity versus femininity reflects whether a society emphasizes competitiveness, achievement and success or values cooperation, care for others and quality of life (Hofstede, Hofstede and Minkov, 2010).
United Kingdom
UK has a score of 66, which means that it has a moderate masculine culture. Work places focus on achievement, performance, aggressive communication and ambition. Competition is perceived to be healthy and achievement is gauged on visible achievements. Personal success, differentiation, and confidence are also emphasized in marketing (De Mooij, 2021).
Bangladesh
Bangladesh is rated 55 indicating that they are balanced with a feminine orientation, albeit to a small degree. Cultural values focus on humility, nurturing, understanding and upholding peace. Human beings prefer to cooperate than to compete, and emotionally or family-focused marketing is more likely to reach deeper into the consumer (Morshed and Hoque, 2025). Relational focus of the society leads to branding strategies that emphasize on warmth, togetherness and well-being of the society.
The subsidiary structure supports Unilever’s long-term sustainability and community engagement strategies in Bangladesh.
Long-Term Orientation
Long-term orientation indicates the extent to which a culture values future-oriented behaviors such as perseverance, adaptability and long-term planning rather than short-term results and traditions (Hofstede and Bond, 1988).
United Kingdom
The UK score is 51 which indicates a comparatively short term normative orientation. Consumers appreciate instant outcomes, directness and effectiveness. The businesses are more inclined to short planning cycles, fast ROI and indicators of performance.
Bangladesh
Bangladesh has a long-term orientation score of 38, meaning that it has lower although still present long-term orientation. Cultural attributes focus on persistence, flexibility and long term relationship. Consumers appreciate reliability, consistency and brands which show commitment to communities in the long term. This is in line with the sustainability and social impact activities of Unilever, which help in establishing long-term trust (Unilever, 2024).
Unilever adapts competitive management in the UK and relationship-focused practices in Bangladesh through full ownership.
[bookmark: _Toc216458812]4. Recommendations on Unilever’s Long-Term Operations in Bangladesh 
Based on OLI and cultural analysis, targeted SOP adjustments are recommended to ensure Unilever’s long-term success.
[bookmark: _Toc216458813]4.1 Recommendation 1: SOP Adjustment for Cultural Sensitivity 
Bangladesh is a collectivist country (score 5) and has very high power distance (80), meaning that Unilever will have to modify SOPs to make the branding, communication and HR activities align with the culture. Collectivist consumers want collectivist brands that focus on family, social harmony and identity (De Mooij and Hofstede, 2011). Thus, the SOPs should enforce culturally predetermined messages, where the rules of campaign directives demand such topics as community care and emotional appeal- unlike the individualistic branding that prevailed within the UK.
Ownership-advantage, Unilever has a good global brand portfolio which is not wasted, but without culturally adjusted SOPs the assets may not be leveraged (Jones, 2005). Integrating cultural requirements into SOPs allows taking the full potential of its advantages as an ownership.
The moderately high uncertainty-avoidance (60) of Bangladesh also necessitates the formalization of rigorous ethical-marketing criteria, such as stringent checking of claims and non-ambiguous communication, to enhance consumer trust, which is the primary focus of hygiene and personal-care categories (Gaur et al., 2019).
Lastly, SOPs ought to institutionalize representative marketing. It has been demonstrated that culturally compatible advertising is an important factor in enhancing the brand credibility in new markets (Rather, Tehseen and Parrey, 2018). These SOP changes make sure that there is uniform adjustment among the teams, that Unilever can leverage on the Ownership benefits, and that these are in tandem with the cultural expectations of Bangladesh.


[bookmark: _Toc216458814]4.2 Recommendation 2: SOP Adjustment for Localized Supply Chain 
The supply-chain localization is strategically necessary because Bangladesh has the Location advantages in the form of low labor cost, high population and growing FMCG demand. However, there is a threat of infrastructural inefficiencies and disjointed retail chains (Blyde and Molina, 2015). In line with this, SOPs will have to increase the local sourcing, decentralized distribution and sustainability practices.
The Bangladeshi sourcing and agricultural inputs and packaging materials should be formalized in the local sourcing SOPs. This lowers the transaction cost, enhances supply security and exploits cost efficiencies of Bangladesh, and minimizes exposure to world supply disruptions.
Decentralized distribution structures should also be incorporated in the SOPs. In the emerging markets, the last-mile coverage is enhanced by micro-distributors, rural delivery hubs and region-specific delivery routes (Escamilla, Fransoo and Tang, 2020). These SOPs strengthen the Internalization benefits where Unilever maintains the quality of distribution instead of using the services of external intermediaries.
Waste minimization, water conservation, emissions monitoring and recyclable containers should be institutionalized using Sustainability SOPs. These are in line with the community-oriented values and the long-term trust-building in Bangladesh (Sheth, 2011). Sustainability also improves the benefits of Ownership of Unilever because it leverages on its proven global skills-capabilities which are not easily met by the rival companies within the domestic local market.
[bookmark: _Toc216458815]4.3 Recommendation 3: SOP Adjustment for Digital & Rural Inclusion 
The high mobile penetration and widespread use of mobile financial services in Bangladesh ensures a high degree of digitalization that develops strategic Location advantage that should be formalized in SOPs. Digitalization enhances the integration of the value chain, eliminates information asymmetry and improves decision-making (Shirkoohi and Mohiuddin, 2025).
Unilever should then make a mobile-first engagement strategy institutional, so that all interactions with consumers, content and promotions as well as service interactions are mobile optimized. In the case of rural markets, SOPs must mandate the use of digital technologies like mobile ordering, digitally enabled micro-distribution, GPS-based route optimization, and digitally enabled micro-distribution. These systems enhance market visibility and responsiveness of the supply chain.
Digital payment systems (bKash, Nagad) should also be integrated into SOPs, and these systems should be present in the transactions of retailers and distributor payments. This minimizes risks in cash handling and enhances transparency, which directly contributes to the benefits of Internalization, since digital data is not scattered among the intermediaries but is under the strict control of the firm.
Also, cultural adaptation is aided by digital inclusion. This is because in an uncertainty-avoidant collectivist culture, uncertainty is minimized through transparent and traceable digital processes that help establish perceived risk and trust- strengthening Unilever Ownership of existing brand credibility.
[bookmark: _Toc216458816]4.4 Linking Recommendations Back to OLI and Cultural Factors 
The suggested SOP modifications bring to life some of the core findings of the OLI theory and cultural dimensions of Hofstede. Cultural-sensitivity SOPS maximize the advantages of Ownership (brand equity, managerial expertise) and match the culture of Bangladesh, which is collectivist, high power-distance. Supply-chain localization utilizes Location advantages and defends Internalization advantages by using processes that are in the control of the firm, minimizing risk and increasing quality. Digital and rural inclusion enhances the benefits of Internalization by enhancing coordination, efficiency in data control and distribution. Taken together, these SOPs will translate the theoretical knowledge into practical processes that will help Unilever achieve long-term success in Bangladesh in terms of competition.
[bookmark: _Toc216458817]4.5 Opportunities for Unilever in Bangladesh
Unilever has a number of strategic opportunities in Bangladesh. The fast-growing middle class offers a high level of demand in the field of personal care, hygiene and home-care products (World Bank, 2023). In line with the arguments by Sheth (2011) on the behavior of emerging markets, an increase in disposable incomes promotes adoption of branded FMCG goods. The rural markets also hold a significant potential since low-income consumers are slowly shifting their consumption of unbranded to branded necessities, which is supported by evidence that sachet-sized products make them more affordable (Arunachalam et al., 2020). Local production increases responsiveness, decreases importation and makes supply-chains more resilient. Also, there is increased focus on post-pandemic hygiene, which is very aligned to the products of Unilever.
[bookmark: _Toc216458818]4.6 Challenges and Solutions for Multinational FMCG Firms in Bangladesh
FMCG multinationals face significant challenges despite the favorable opportunities. Inefficiencies in infrastructure and rural penetration increase logistics costs and regulatory uncertainty and compliance costs contribute to operational risk. Competitive pressure is increased by the presence of local firms who have the ability to provide cheaper prices and culturally oriented formulations. The consumers of emerging markets tend to alternate between international and domestic brands based on the price sensitivity and social perception (Akram, Merunka and Shakaib Akram, 2011), which limits the development of high-end markets. In addition, financial and supply-chain risks require proper management due to the currency volatility and fluctuations in global prices of raw materials. In order to deal with these issues, companies like Unilever have resorted to localized production, decentralized rural distribution and flexible pricing policies in order to stay competitive. Also, high regulatory involvement, hedging systems and coordinated supply-chain reduce financial and operational risks in the Bangladeshi market.
[bookmark: _Toc216458819]5. Conclusion 
This report has examined Unilever’s international business operations with a focus on its strategic engagement in Bangladesh. The analysis demonstrated that Unilever’s global success is underpinned by strong ownership advantages, including brand equity, advanced R&D capabilities and global supply-chain expertise, while its international operations also present coordination and localization challenges. The historical use of high-control entry modes adopted by Unilever was found to be quite consistent with Dunning OLI framework.
The cultural differences between the UK and Bangladesh especially in the areas of power distance, collectivism and uncertainty avoidance are a clear indication that culturally sensitive management, marketing and human resources practices are required.
Three important SOP changes were proposed in the recommendations that included incorporation of cultural sensitivity in branding and management process, enhanced localization of operations in the supply-chain operations as well as promotion of digital and rural inclusion. These changes guarantee strategic fit to OLI insights and cultural realities, making Unilever competitive in the long-term in Bangladesh.
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Ownership Advantages (O)


Proprietary technology and patents


Strong brand and reputation


Managerial and organizational expertise


Economies of scale and financial strength


Location Advantages (L)


Lower production or labour costs


Access to resources or markets


Favourable government policies


Geographic or cultural proximity


Internalization Advantages (I)


Protecting intellectual property


Reducing transaction and coordination costs


Maintaining quality and control


Avoiding risks of market intermediaries
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