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1. [bookmark: _Toc213426995][bookmark: _Toc213427127]Introduction 
Unilever is one of the most powerful Multinational and Transnational Corporations (MNC/TNC), which is involved in the fast-moving consumer goods (FMCG) sector and continues to operate worldwide (Unilever, 2025). The company manufactures a host of personal care, food, and home care products that target billions of consumers on a daily basis. Unilever has two head offices in London (United Kingdom) and Rotterdam (Netherlands), which means that it has a balance between international integration and local market sensitivity (Faria and Cunha, 2022). The organisation works in more than 190 countries, and some of the emerging markets it is in, like Brazil, Indonesia, Vietnam, and South Africa, are major ones. This report will analyse the international operations of Unilever based on its global value chain, entry strategy, as well as the benefits and limitations of operation in different markets. Moreover, it uses the OLI (Ownership-Location-Internalisation) model by Dunning to compare Unilever's internationalisation strategy in Brazil with emphasis on the benefits of ownership.
[image: Inside our markets: Unilever in the USA | Unilever]
Source: (Unilever PLC, 2023)
2. [bookmark: _Toc213426996][bookmark: _Toc213427128]Benefits and challenges of international operations 
The fact that Unilever has a wide global presence and integrated operations can put it under the category of Multinational Corporation (MNC) and Transnational Corporation (TNC) (Hu and Zeng, 2024). It owns businesses in more than 190 countries, produces and sells various classes of consumer products, such as food, personal care, and home care products. Unilever, being an MNC, controls and owns subsidiaries in various countries, and it produces and distributes globally. It possesses the features of the TNC in regard to keeping its management structure decentralised in order to grant the regional subsidiaries, like the ones in Brazil, Indonesia, and South Africa, to make local decisions in accordance with the global strategies. 
3. [bookmark: _Toc213426997][bookmark: _Toc213427129]Company Overview 
Unilever is a merger between Margarine Unie of the Netherlands and Lever Brothers of the United Kingdom that was formed in 1929. It has since emerged as be of the most recognised multinational corporations in the world. The company has a workforce of more than 127,000 individuals, and its merchandise is available under more than 400 brands such as Dove, Knorr, Hellmann's, Sunsilk, Lifebuoy, and Surf (Iglesias et al., 2023). The Unilever mission is to ensure that people in the world are leading sustainable lives, where its main goals are to decrease the environmental effects and enhance well-being. As of 2024, it had a global turnover of over 60 billion Euros, and approximately 60 percent of its revenue comes as a result of emerging and developing markets.
[image: Unilever Brand Logo - All brands. Unilever global company website]
Source: (Unilever, 2025)
4 [bookmark: _Toc213426998][bookmark: _Toc213427130]Nature of Global Operations and Value Chain 
4.1 [bookmark: _Toc213426999][bookmark: _Toc213427131]Research and Development (R&D)
Unilever emphasizes heavily on research and innovation as a way of growing in its international markets. It has R&D centres in the United Kingdom, the Netherlands, Brazil, China, and the United States (binti Tsuraya et al., 2023).  The Brazilian São Paulo Innovation Centre is also concerned with creating new products that would meet the Latin American consumer needs. As an example, Brazilian consumers like tropical scents and low-priced cleaning products.  
4.2 [bookmark: _Toc213427000][bookmark: _Toc213427132]Sourcing and Production
Unilever embraces a sustainable sourcing and manufacturing strategy to make sure it is efficient and environmentally friendly. Raw materials like palm oil, soy, and dairy are sourced by the company through its trusted suppliers who are situated on different continents (Jones, 2002). It has endeavoured to confirm 100 percent sustainably sourced agricultural materials in its production processes in order to reduce negative effects on the environment. Unilever usually implements its production operations in developing countries to maximise cost and enhance regional supply chains. It has over ten manufacturing plants in Brazil that engage in the production of detergents.
[image: ]
Source: (StudyCorgi, 2022)
4.3 [bookmark: _Toc213427001][bookmark: _Toc213427133]Marketing and Sales
The marketing at Unilever incorporates global standardisation and localisation. These universal campaigns, such as the Dove Real Beauty campaign, are done globally, and the local marketing is geared towards local culture. In Brazil, family values, diversity, and community spirit are frequently represented in advertisements to reach the local audience (Syaharani, 2021). The company employs a multi-channel marketing model and makes its sales at the traditional retail outlets, supermarkets, and e-commerce platforms, including Amazon and Magazine Luiza. 
4.4 [bookmark: _Toc213427002][bookmark: _Toc213427134]Distribution and Logistics
Unilever operates one of the most advanced global distribution channels in the consumer goods market. The logistics of the company provide efficient delivery of goods to 190 countries in the form of regional centers, local warehouses, and third-party distributors. Unilever's logistics system in Brazil has to operate within a vast and varied geographical environment (Zhou, 2024). The firm uses the services of local logistics providers to manage complicated transportation networks in rural and urban areas. There is a strong link between the country's major logistics routes and supply chain hubs and its position in Latin America. Brazil is located in the southern region of Latin America. 
4.5 [bookmark: _Toc213427003][bookmark: _Toc213427135]Finance and Investment
The financial management system in Unilever is used to facilitate its extensive global business and activities in various currencies and markets (Middleton et al., 2020). A healthy combination of equity, retained earnings, and international borrowing is used to finance its operations so that it has sufficient liquidity to fund its day-to-day operations, as well as long-term projects. It pursues a wise investment strategy with an emphasis on profitable investments in the development of the region and ecological innovaton
5 [bookmark: _Toc213427004][bookmark: _Toc213427136]Entry Modes in International Markets 
Unilever has embraced various entry approaches in order to extend and build its global presence. The key approaches that the company employs are wholly owned subsidiaries, joint ventures, and acquisitions. The choice of these approaches depends on the market environment, regulatory framework, and local business conditions. In developed economies like the United Kingdom and the United States, Unilever mostly works with the help of wholly owned subsidiaries. In this way, the company will be able to have full control over its production systems, branding, and quality standards.
Unilever has taken another path in emerging markets through the integration of both acquisitions and local relationships to achieve a fast entry into the market. The company came to Brazil in 1929 by purchasing the local producers of soaps and margarine. Such initial acquisitions enabled Unilever to have a solid foundation and to customize its products to the local preferences (Amungo, 2020). Over the decades, Unilever has continued to merge and acquire existing Brazilian brands, developing a wide product range that appeals to consumers in various regions. Entry mode is determined by various factors, and among them are the size of the market, cultural fit, competition, and political stability. 
[image: ]
Source: (ResearchGate, 2019)
6 [bookmark: _Toc213427005][bookmark: _Toc213427137]Benefits of International Operations 
Having a global presence is very advantageous to Unilever in a number of ways and to begin with, economies of scale allow the corporation to lower the cost of production as well as increase efficiency (Laursen and Andersen, 2023). Unilever is able to have cost benefits in all markets through standardisation of the production processes. Second, international business gives it access to a wide range of markets and consumers. The company caters to billions of the world population to enjoy the resultant constant demand for necessities. 
7 [bookmark: _Toc213427006][bookmark: _Toc213427138]Challenges of International Operations 
In spite of its global success, Unilever faces numerous tests in international operations.
7.1 [bookmark: _Toc213427007][bookmark: _Toc213427139]Cultural and Communication Barrier
In order to manage operations in 190 countries, one will have to deal with various languages and cultural values. Poor communication between subsidiaries and headquarters may have an impact on cooperation. 
7.2 [bookmark: _Toc213427008][bookmark: _Toc213427140]Political and Regulatory Differences
Legal and political conditions are different in every market. In Brazil, Unilever has to abide by stringent labour and tax laws that tend to vary (Montiel et al., 2021). Consumer purchasing power is sometimes hit by political instability and inflation.
7.3 [bookmark: _Toc213427009][bookmark: _Toc213427141]Exchange Rate and Financial Risks
Unilever has many foreign markets, and this presents the company with monetary risks of currency fluctuations (Iglesias et al., 2023).  Alterations in the exchange rates may also have an impact on the profit margins, especially when the revenues are earned in weaker currencies and the expenses are paid using stronger currencies. 
7.4 [bookmark: _Toc213427010][bookmark: _Toc213427142]Ethical and Sustainability Issues
Unilever has several ethical and environmental challenges that affect its global supply chains, among which are deforestation, water scarcity, and waste. All these are more than major challenges, especially in areas where the company procures raw materials such as palm oil, soy, and tea. 
7.5 [bookmark: _Toc213427011][bookmark: _Toc213427143]Competition and Market Saturation
Unilever is competing strongly in the international market as well as in the regional market, and particularly in the fast-moving consumer goods sector within the Brazilian market (Reza, 2020). Commodities like personal care, household cleaning, and hygiene are the direct competitors of Procter and Gamble and Colgate-Palmolive. There are also lower-priced alternatives in local Brazilian brands that present an extra difficulty in terms of Unilever being able to retain its market share. 
8 [bookmark: _Toc213427012][bookmark: _Toc213427144]Application of the OLI Paradigm 
This section will critically use the Eclectic Paradigm (OLI Model) by Dunning to examine successful internationalisation and operations by Unilever in Brazil, which is one of its most important emerging markets (Nomani et al., 2025). The OLI model is a model that describes international business expansion by considering three key dimensions of knowledge, namely Ownership advantages, Location advantages, and Internalisation advantages.
8.1 [bookmark: _Toc213427013][bookmark: _Toc213427145]Ownership Advantages
The ownership benefits of Unilever lie in the fact that the company has a robust international brand base, a robust research and development team, management skills, and a well-developed brand image of sustainability (Batschauer et al., 2022). These strengths are the main intangible assets of the company that make it stand out from its competitors and successfully enter the international market. The ownership-specific advantages are of utmost importance according to the framework referred to by Dunning, since they give the competitive advantage that the firms require in order to be functional in the foreign markets.
Unilever has some of the most famous intellectual property, including patents, formulas of products, and global trademarks that secure its innovations in product lines, including home care, personal care, and food. Omo, Rexona, Dove, and Knorr are the brands that are popular in Brazil and have become a family name because of the quality of the product and the efficient market promotion (Faria and Cunha, 2022). Such brands indicate the capability of Unilever to introduce world-based knowledge and marketing strategies to the local markets without losing the corporate identity.
Another ownership strength of the company is related to its research and development (R&D). The managerial and organisational proficiency of Unilever also enhances its ownership advantage as it has several innovation centres around the world, with one in São Paulo, Brazil, which has a regional adaptation of products. The firm uses a decentralised management system where local teams in Brazil make decisions that are in tandem with consumer behaviour and market dynamics (Zhou, 2024).  Meanwhile, strategic control and technical service are offered by the global headquarters, which guarantees the uniformity of operations and the brand. This global coordination/local responsiveness balance increases performance efficiency and competitive strength.
8.2 [bookmark: _Toc213427014][bookmark: _Toc213427146]Location Advantages
Brazil is hosting some important location-specific benefits, which have enabled it to be a favourable target in terms of investment by Unilever. As per the Dunning model, the firms select the location depending on market potential, availability of resources, cost of labour, and institutional support (Laursena and Andersen, 2023).  Multinational companies that deal with consumer goods can enjoy all these advantages in Brazil. To begin with, Brazil has a big population, which stands to be more than 215 million people, meaning that this place has a large consumer base that is diverse. 
The middle class is increasing, and the disposable income is rising in the country, which has a regular demand for hygiene and beauty products and household products (Omoruyi et al., 2025). Unilever took advantage of this demographic advantage and launched both luxury and low-end product lines to appeal to the various income brackets (Delabre et al., 2020). Secondly, Brazil is a country with plentiful natural resources that give strong access to the farming materials like soy, palm oil, and dairy that are key to the Unilever product lines. The sustainable sourcing activities in Brazil not only make the company guarantee the availability of raw materials but also its dedication to environmental management.
The country is also blessed with a good industrial base and growing infrastructure in the country which facilitates the massive manufacturing and logistics operations of Unilever. The company has over ten manufacturing plants in Brazil, which are strategically positioned at main transportation paths so as to save on costs and improve efficiency in its chain of supply (Montie et al., 2021). The geographical location of Brazil in Latin America also enables Unilever to provide efficient services to the neighbouring countries by using Brazil as a regional production and distribution centre.
The other important aspect is the supply of skilled labour in the manufacturing, marketing, and logistics sectors in Brazil. Despite cheaper labour rates as compared to Europe, the labour force is highly technically competent, which enhances the quality standards and innovation culture of Unilever (Hu and Zeng, 2024). The company also invests in employee training programmes so as to increase productivity and ensure it follows the global best practices. 
Moreover, Brazilian government policies and trade incentives have attracted foreign investment in Brazil. Industrial development, sustainability, and employment-generating programmes are compatible with the corporate objectives of Unilever. The fact that the country is a part of regional trade blocs like Mercosur gives the country additional penetration into the South American markets and hence enhances its ability to export.
There are, however, challenges that Brazil has that complicate its location advantages. The taxation regime of the country is complicated, and various federal and state-level requirements may influence profitability (Reza, 2020). The logistics activities can be slowed down by bureaucratic processes and gaps in infrastructure. Regardless of these aspects, the Brazilian aggregate market potential supersedes its structural challenges, thus making it a crucial center for Unilever's growth into the Latin American region.
8.3 [bookmark: _Toc213427015][bookmark: _Toc213427147]Internalisation Advantages
The benefits of internalisation are the reason why Unilever will choose to keep its direct ownership and control over its activities in Brazil as opposed to adopting licensing, franchise, or export strategies. According to the framework of Dunning, internalisation assists companies to protect proprietary resources, quality control, and coordination optimisation over the global networks (de Arruda Pollice and Scarcelli, 2024). The approach taken by Unilever in Brazil is a manifestation of this value. The company has wholly-owned subsidiaries that have the responsibility of production, distribution, and marketing at the local level. This internal system guarantees the uniformity of the quality of products and brand integrity and safeguards the international reputation of Unilever (Amungo, (2020). The direct ownership will enable the company to combine sustainability, innovation and operational efficiency without the risks of depending on external intermediaries. There is also the ability to do internalisation where the global teams and local teams can work more closely. 
9 [bookmark: _Toc213427016][bookmark: _Toc213427148]Task 4: Critical Evaluation of Cultural Differences Between Unilever’s Home Country and India
Unilever is a British-Dutch multinational that has developed into one of the most diversified companies in the world, as it operates in more than 190 countries. Cross-cultural considerations in internationalisation have long influenced its internationalisation strategy. Cultural differences are crucial in the chosen approach to entering the emerging economies like India.
9.1 [bookmark: _Toc213427017][bookmark: _Toc213427149]Power Distance and Organisational Hierarchy
India has a high power distance (77) index, which means that it tolerates hierarchies and unequal distribution of power. Conversely, the power distance in the UK (35) is comparatively very low encourages democratic relations and participative leadership. Moreover, drift means that the leadership practices at Unilever, which are based on the decentralised decision making, needed a considerable localisation (Kang et al., 2023). According to Ketkar and Workiewicz (2022), workers like direction, respect their authority and might not be ready to confront their superiors. Therefore, Unilever India was more top-down with enhanced managerial control and formal flow of communication. In terms of market entry, this aspect of culture explained why Unilever had decided to set up Hindustan Unilever Limited (HUL) as majority owned subsidiary company instead of a joint venture. The local leadership system enabled the company to strike a balance between international management and the local hierarchy and social values (Schulze and Pinkow, 2020). The success has been sustained by this localisation of governance since HUL is one of the most profitable subsidiaries of the Unilever company across the world.
9.2 [bookmark: _Toc213427018][bookmark: _Toc213427150]Individualism vs. Collectivism and Consumer Behaviour
The other major cultural difference is individualism. UK (89) and are very much individualistic and they believe in autonomy, personal initiative and rewards that are based on merit. India, in turn, is moderately collectivist (48) in which the group affiliation and family-based loyalty is highly determinant of business relations. This cultural implication impacts the consumer behaviour, marketing communication and management style (Mensah and  Amenuvor, 2022). Unilever marketing campaigns in UK tend to prioritize personal gains such as personal success and convenience, whereas brand messages in India are based on family well-being, social unity and harmony, and collective well-being as values that are collectivist. Advertisement of a cultural nature has enhanced customer loyalty and trust. On the other hand, when entering the market, Unilever also used collectivism as a way of distribution. Project Shakti enabled the firm to establish long-term relationships with its local suppliers and small retailers, empowering more than 160,000 rural women entrepreneurs. This plan used social networks and interdependence among communities to access underserved markets.
9.3 [bookmark: _Toc213427019][bookmark: _Toc213427151]Uncertainty Avoidance and Market Adaptability
UK is moderately uncertain avoidance (scored 35 in uncertainty avoidance each) and India is 40, which represents flexibility and toleration of ambiguity. This aspect of the culture has helped Unilever in its entry and expansion strategy giving it a chance to adaptively experiment new products and rural marketing mediums (Nwabekee et al., 2024). Indian consumers are typically more receptive to new forms, whether it is single-use sachets or more regional oriented flavours, unlike more risk averse markets. Unilever has exploited this flexibility by its sachet revolution which consists of micro-packs of shampoos and soaps priced low. This economically and cultural sensitive innovation touched both on the uncertainty tolerance and price sensitivity leading to swift penetration in the market (Kostis, 2021). The program also demonstrated how the cultural knowledge can influence cost-efficient designs of products and inclusive development plans.
9.4 [bookmark: _Toc213427020][bookmark: _Toc213427152]Masculinity vs. Femininity: Competition and Social Orientation
The masculinity index used by Hofstede exposes that the UK (66) and India (56) are moderately masculine it is accompanied by the focus on the strength of relationships and social responsibility. This balance is embodied in sustainability-based growth in the Indian activities of the Unilever Company. This two-pronged concern with profit and social good is evident in the Unilever Sustainable Living Plan and the Water for Life projects of HUL. This cultural fit has strengthened brand legitimacy in a nation whereby corporate citizenship is highly rated (Hung et al., 2024). Conversely, the western models that arise out of pure performance-oriented nature might have seemed unsensitive to the socio-economic disparities that exist in India. Therefore, the application of purpose and profit at Unilever can be described as cultural intelligence in the market strategy.
9.5 [bookmark: _Toc213427021][bookmark: _Toc213427153]Long-Term Orientation and Communication Patterns
Unilever is a company based in the UK with its headquarters in India and as it is known, communication between the two countries is critical so that their cultural dimensions by Hofstede, specifically Power Distance, Individualism vs. Collectivism, and Long-Term Orientation can be critically analysed. In contrast, the UK and the Netherlands are the types of low-context culture, in which communication is explicit, direct, and controlled by the universal rules. By contrast, the high Power Distance (77) and moderate Collectivism (48) of India support the culture of the high-context communication, when the meaning is expressed not through words but with the help of tone, hierarchy, and relationships. This difference first posed a difficulty to Unilever expatriate managers in the west who considered impersonal communication and relationship based negotiation as ineffectiveness or evasion. These behaviours, are based on the fact that India is a society that prioritizes respect, harmony, and the gradual development of trust as some of the main features of collectivist societies. The core reaction of Unilever was to establish cross-cultural management training programs and localised management framework, the signals in the context and to achieve better negotiation outcomes (Nikonowicz, 2024). This development will mirror Hofstede arguments that the intercultural competence, especially, sensitivity to the hierarchical and relational signals, is a business tool that can boost cooperation, minimize conflict, and improve the performance of the business over time in a new market.
[image: ]
Figure 1: Hofstede Model
Source: (Vizmonte and Ligot, 2024)
9.6 [bookmark: _Toc213427022][bookmark: _Toc213427154]Implications for Market Entry Strategy and Success
The cultural adaptation has played a significance role in the success of Unilever in the complex and diverse Indian market. The strategic localisation by the company that is manifested in its executive system led by Indians, regionally specific marketing, and local-oriented social initiatives enabled the company to gain and sustain dominant market shares within key FMCG segments. Unilever has been able to build trust in the employees, distributors and consumers by utilizing the collectivist culture and high power-distance culture of India, which have resulted in the long-term brand loyalty and operational efficiency of the company. The social hierarchies, gender roles and geographic differences sometimes conflict with the Western values of inclusivity and meritocracy (Wackym et al., 2024). According to research, although localisation increases legitimacy, it can also water down the benefits of standardisation that a global brand can enjoy when not strategically balanced.
10 [bookmark: _Toc213427023][bookmark: _Toc213427155]Task 5: Critical Discussion and Recommendation
10.1 [bookmark: _Toc213427024][bookmark: _Toc213427156]SOP Adjustment 1: Leadership Practices and Human Resource Management
The HR activities in the two mother countries of Unilever, the UK, are based on egalitarianism, open communication, and decentralised management set-up. The practices are indicative of low power distance and high individualism (Rojo et al., 2020). But this is not the case with Indian business environment because the business environment is run by hierarchies, obedience to authority, and collectivism values. Moreover, a success in this environment, Unilever will need to bring its HR practices in line with both the cultural and social realities of India without losing its global performance and innovation standards.
Cross-cultural competence needs to be reinforced with the help of leadership development (Eden et al., 2024). Managers operating in India should learn the role of hierarchy in communication, decision making as well as employee expectations. On the other hand, western staff might appreciate participative management; staff might appreciate directive leadership and guided directions (Hubbart, 2024). In contrast, cultural awareness training about Indian workplace culture, indirect communication styles, and importance of interpersonal respect should be included in the leadership training. 
The other change that is dominant is the development of career and motivation of employees. In Western cultures, performance reviews are based on merit, and they are very individualistic. Indian employees on the other hand tend to treasure harmony of groups, seniority and long term loyalty. Unilever should consider the combination of both merit and tenure based recognition in its HR practices. Cross-cultural fairness and motivation can be encouraged by the use of hybrid appraisal systems that reward team cohesion and individual contribution (Hill and Villamor, 2023).
Another area that needs to be changed is gender inclusion and diversity. Unilever has been working on gender equity all over the world, the Indian culture and standards that dictate gender roles restrict women in management. To overcome this, the SOPs of Unilever should have certain diversity targets, leadership mentorship programs to women and flexible working policies which can promote the balance of work and life. The HR/leader SOPs adaptation should provide global excellence and local relevance.  Culturally intelligent leadership and management inclusive practices, Unilever will be able to improve employee engagement, reinforce its organisational culture and maintain high performance in the dynamic environment (Mudasar, 2024).
10.2 [bookmark: _Toc213427025][bookmark: _Toc213427157]SOP Adjustment 2: Product Localisation, Marketing and Branding
The global marketing approach adopted by Unilever lays emphasis on uniformity and consistency of its brands. Nonetheless, cultural diversity of India and region differences require transition to glocalisation rather than standardisation, making global brands local. The ownership benefits of Unilever brand equity and innovation are only enabled to create value in the OLI concept as long as the benefits are appealing to the local consumer tastes, culture, and lifestyle.
The best of the adaptations would be institutionalising consumer co-creation mechanisms into the marketing SOPs. Engaging the Indian consumers (both rural and urban) in the development of the product will help Unilever in making sure that its product is based on the needs and desires of the various communities. Testing with consumers regularly, field testing, and participatory design can also be formalised as a regular practice, which allows innovation to be faster and provide a better understanding of the market (Izenstark et al., 2022).
The positioning of the brand should also be in line with the collectivist and family oriented culture of India. Unilever brands like Dove and Axe in the western markets are aimed at individuality, self-expression and confidence. In India, social harmony, care, and welfare should be highlighted in the message. Emotional attachment to consumers can be reinforced with campaigns that are based on cultural festivals, family values, and community themes. Unilever should incorporate this localisation in their branding SOPs, which, in turn, would mean that any global campaigns would be sponsored and checked with a cultural sensitivity framework prior to entry in India.
The marketing SOPs of Unilever in India should also include sustainability and social marketing as well. People are attaching more importance to ethical and socially responsible brands. Unilever can enhance its legitimacy and competitive distinction by integrating the aspects of sustainability, including environmental footprint, rural employment impacts, and community outreach, into the marketing assessments. Programs that serve the national development agenda like water conservation and sanitation support the image of the company as a market leader and a social (Meeprom and Fakfare, 2021). The ongoing process of marketing and product development can be aligned to a glocalisation lens to enable Unilever to replicate its ownership benefits of brand heritage, research and technology in to local reverberation and profitability. The trick is striking the right balance between standardisation that preserves the brand identity and localisation that guarantees the cultural and emotional relevance.
10.3 [bookmark: _Toc213427026][bookmark: _Toc213427158]SOP Adjustment 3: Supply chain and distribution Flexibility
The supply chain environment of India is very fragmented, where the scale of rural market, informal retail channel, and regional infrastructure is uneven. The operations of standardised global logistics, that are effective in developed markets, are inappropriate in such conditions. To have full benefits of India location, such as high population, cheap labour, and access to raw materials, the SOPs of the Unilever supply chain have to place flexibility, decentralisation and social inclusion at the centre of focus. The experience of Project Shakti by Unilever, that enables women in rural areas to be micro-distributors, is just one example of how a supply chain innovation can have both commercial and social outcomes. This model is supposed to be institutionalised in the operational SOPs of Unilever. Geographical areas should be allowed to come up with local distribution policies depending on the geographical area, infrastructure and availability of consumers. Rural jurisdictions can enjoy collaborations with local business people, cooperatives, and non-governmental organisations, whereas urban territories could take advantage of the incorporation of e-commerce and the direct-to-retailer relationships (Klofsten et al., 2020).
Technology-enabled systems should become common characteristics of the Unilever supply chain management in India to improve the level of transparency and efficiency. In the areas with low connectivity, mobile-based analytics tools can offer real-time feedback of stock levels and demand variations. These tools minimize wastage and stockouts as well as enhance integration among the distributors, suppliers and retailers.
10.4 [bookmark: _Toc213427027][bookmark: _Toc213427159]Integrative Justification and Strategic
The three SOP changes comprised of the adaptation of HR and leadership, localisation of marketing, and flexibility of supply chain and were interrelated and mutually supportive. Effective leadership also makes sure that there is a sense of cultural sensitivity and operational discipline in the implementation process of marketing and supply chain strategies (Holloway, 2025). Marketing insights, guide product innovation and distribution priorities, and supply chain networks facilitate the delivery of culturally-relevant products to the varied markets. These restructurings also reinforce the three pillars of OLI framework. Ownership benefits, Unilever has global brand and innovation potential, which is maintained by the consistency of standards and knowledge sharing. The location benefits are maximised by taking advantage of the high consumer base in India, the highly skilled workforce and the diversity in the region. Keeping such important processes as Unilever under its direct control, such as R&D, coordination of the supply chain, and brand management, allows maintaining internalisation benefits and ensures efficiency and support of corporate values.
11 [bookmark: _Toc213427028][bookmark: _Toc213427160]Conclusion
The case of Unilever entering India shows that cultural knowledge, tactical localisation, and organisational flexibility are all that define the success of multinational companies in the field of emergent markets. It is demonstrated in the analysis that the success of the company is not only due to its ownership advantages which are strong brands, innovation and global expertise but also due to the possibility of aligning them with the cultural and institutional dynamics of India. Hofstede cultural dimensions demonstrate the major differences in hierarchy, collectivism, and long-term orientation that have influenced the approach to management choice, market approach, and shareholder relationship at Unilever. To remain competitive, Unilever has to keep on its Standard Operating Procedures. The suggested changes, such as the creation of culturally intelligent leadership and inclusive HR, localization of marketing approaches to the Indian values and the development of flexible and ethical supply chain networks provide a solid base to the long-term growth. Collectively, the adaptations enhance the internalisation advantage of Unilever since they entrench cultural awareness into the operating excellence. In the end, the experience of Unilever in India demonstrates that global success is not only based on the transfer of business models, but it should be translated in accordance with the local culture. With such a balance between global and local responsiveness, Unilever is able to keep on performing sustainably besides making a contribution towards the socio-economic development of India.
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