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[bookmark: _Toc225945935]SECTION 1
[bookmark: _Toc225945936]1. Introduction / Organisational Context
Multinational fast-moving consumer goods (FMCG) corporation Unilever is headquartered in London, UK. Founded in 1929 as the result of a merger between the Dutch margarine company Margarine Unie and British soap maker Lever Brothers, it is now one of the world's largest consumer goods firms (Unilever, 2025). 
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Figure: Logo of Unilever
Source: (Unilever, 2025)
For nearly one century, Unilever has grown its presence in over 190 countries and reached out to billions of consumers every day with a wide range of products in the fields of food, home and personal care (Unilever, 2025).
[bookmark: _Toc225945937]1.1 Overview of company
Unilever has evolved to meet the demands of the market and consumers. Starting out as a producer of staple products like soap and margarine, the company has evolved into a multi-business conglomerate with well-known brands like Dove, Lifebuoy, Knorr and Lipton. The company's growth over time has been a result of innovation, mergers and acquisitions, and sustainability (Chepkorir, 2025).
Its purpose and mission revolves around "making sustainable living commonplace". That is integral to its vision of enhancing health, well-being and environmental sustainability while also delivering business growth. Unilever is committed to integrating sustainability into its strategy, and seeks to deliver value to shareholders and society (Unilever, 2025). This approach sets them apart from peers and enhances their strategic approach to their business.
Unilever has a business model based on economies of scale, brand building, and global distribution. It is an FMCG firm that sells low-priced, consumer products to the general public (Unilever, 2025). It leverages economies of scale, efficient supply chains and innovation to stay competitive in a cost-sensitive environment.
[bookmark: _Toc225945938]1.2 Business’s segments
The global consumer goods market environment is intense and ever-evolving. It is influenced by factors such as changing consumer preferences, technological advancements, and increasing demand for sustainable products. Key rivals include Procter and Gamble (PandG), Nestlé and Colgate-Palmolive, and all are competing in one or more product categories (Alshamsi and Al Kahlout, n.d.).
	Segment
	Key Brands
	Strategic Focus

	Beauty & Wellbeing
	Dove, Sunsilk
	Premium + purpose-driven

	Personal Care
	Lifebuoy, Rexona
	Mass market + hygiene

	Home Care
	Surf Excel, Domestic
	Cost efficiency + volume

	Nutrition
	Knorr, Hellmann’s
	Health + sustainability


As a result of this competition Unilever continues to hold a leading position as one of the world's largest FMCG companies with a broad portfolio and global presence, as well as a focus on sustainability and innovation.
[bookmark: _Toc225945939]2. External and Internal Environment Analysis
[bookmark: _Toc225945940]2.1 External Environment (PESTEL Analysis)
Unilever's competitive strategy is heavily influenced by the external environment, and can be separated into PESTEL factors.
Political factors: 
Political factors play a huge role in Unilever. Unilever is an international firm operating in markets with different regulatory, trade and tariff policies and political risks (Unilever, 2025). For example, globalisation could lead to a restriction of trade or geopolitical risks. Unilever adopts a localisation strategy to reduce political risks as much as possible, producing products closer to market.
Economic factors: 
Economic risk, such as inflation, exchange rates and economic growth affect a market's purchasing power. In emerging markets, a key market for Unilever, economic factors drive price (Alshamsi and Al Kahlout, n.d.). Unilever offers a range of products with different prices to offer affordable products at a profit. It also encourages cost and supply chain efficiency to mitigate these risks.
Social factors: 
Social factors are also important for FMCG, in the form of shifting consumer trends. There is a growing consumers demand for healthy, "ethical" and sustainable products. Unilever is addressing this with plant-based, sustainable and healthy products and packaging (Unilever, 2025). It embraces purpose-driven brands which meet these needs and build consumer loyalty.
Technology factors: 
Innovation, efficiency and marketing are influenced by technology. The rise of digital platforms and e-commerce has changed the way consumers interact. Unilever has embraced the digital economy with data analytics, artificial intelligence and digital marketing (Onikoyi et al., 2022). This will help them to better understand their customers, drive efficiencies and create better engagement.
Environmental Factors: 
Environmental factors are also gaining more importance, as we face climate change and global warming. Unilever has adopted sustainable practices, including targets for reducing carbon emissions, saving water and sourcing raw materials. This not only benefits the planet, but increases brand equity and positioning.
Legal factors: 
Legal factors relate to regulatory compliance in the areas of health, safety and environmental protection. Unilever is a multinational company and needs to comply with laws in various jurisdictions (Unilever, 2025). Non-compliance may result in fines and/or reputational issues. Therefore, the company has strict compliance and corporate sustainability programs to mitigate the risks.
Summary: 
	Factor
	Key Issue
	Strategic Impact

	Political
	Trade regulations
	Localisation strategy

	Economic
	Inflation
	Price-tier products

	Social
	Health trends
	Sustainable products

	Technological
	Digital transformation
	AI + e-commerce investment

	Environmental
	Climate pressure
	Net-zero commitments

	Legal
	Compliance requirements
	Strong governance systems


To put it briefly, Unilever takes these a PESTEL factors into account when formulating its growth strategies (Onikoyi et al., 2022).
[bookmark: _Toc225945941]2.2 Industry Analysis (Porter’s Five Forces)
FMCG is a highly competitive industry with low switching costs for customers, so it's a good model to use (Narikiyo, Harris and Elmassri, 2025).
Competitive rivalry is high. Multinational conglomerates such as Procter and Gamble (PandG) and Nestlé are involved in multiple product categories, with fierce rivalry in pricing, promotion and new product development. Unilever has carved its niche with branding, innovation and sustainability (Unilever, 2025).
Bargaining power of buyers is low. Buyer loyalty and preference is a barrier to entry for new entrants, as are high capital costs and distribution. But small players can find their niche - especially in the organic field.
Bargaining power of suppliers is high. Unilever has a range of suppliers for its ingredients, and deals well (Unilever, 2025). But reliance on agricultural products makes it vulnerable to price fluctuations and supply interruptions, managed by sustainable sourcing practices and relationships.
Bargaining power of buyers is high as there are many substitutes and low switching costs for consumers. There are many substitute brands available. This is offset by product and brand differentiation, quality and innovation (Narikiyo, Harris and Elmassri, 2025).
There are also many substitutes, private label and other products. Unilever prevents this by product diversification and providing high-quality eco-products differentiated from the competition (Unilever, 2025).
[bookmark: _Toc225945942]2.3 Critical Success Factors and Strategic Challenges
There are a number of key success factors for Unilever.
First, there is pressure for sustainability, given consumers' and governments' demand for sustainability measures (Hong, 2025). Unilever's leadership in this area is a success factor but also an investment and development requirement.
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Figure: Multi brand strategy of Unilever
Source: (GlobalData, 2026)
Another factor is also shifting consumer preferences. It must keep up with the trend towards natural, healthy and sustainable choices. Unilever needs to innovate its product range accordingly (Dang Khanh, 2024).
Competition is another challenge, with global and local competitors vying for dominance (Modreanu et al., 2022). This calls for continuous branding, innovation and marketing efforts.
Furthermore, supply chain management is complex, especially in a global context and in light of potential challenges like pandemics and geopolitical tensions. Unilever is handling this by sourcing from multiple suppliers and moving to digital supply chain platforms (Unilever, 2025).
[bookmark: _Toc225945943]2.4 Internal Analysis
Unilever enjoys a favourable internal environment in terms of its resources and capabilities.
Regarding resources, it has deep pockets which allow it to invest in research and development, marketing and mergers and acquisitions (Majekodunmi and Adeola-Staveley, n.d.). It has a valuable intangible asset in its portfolio of global brands, which drive brand loyalty and share. It also has a strong network and global distribution.
The company’s capabilities encompass robust innovation, sophisticated marketing and robust distribution (Unilever, 2025). It has a capacity for innovation as shown by its successful creation of products based on consumer trends. Marketing tactics, often with a purpose-driven approach, improve customer value and brand identity. What's more, its efficient logistics allows its products to reach customers in both urban and rural areas across the globe.
[bookmark: _Toc225945944]2.5 VRIO Analysis
The VRIO analysis applies to Unilever's capabilities.
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Outcome

	Brand Portfolio
	✔
	✔
	✔
	✔
	Sustained advantage

	Global Distribution
	✔
	✔
	✔
	✔
	Sustained advantage

	Sustainability
	✔
	✔
	Moderate
	✔
	Competitive advantage

	Innovation
	✔
	No
	No
	✔
	Temporary advantage


Justification: 
· Value: Branding, innovation and distribution capabilities add value to consumers and revenue to Unilever (Oladele, 2025).
· Rarity: Some aspects, like branding and distribution, are relatively standard for the FMCG sector, but Unilever's commitment to sustainability is fairly rare and a point of difference (Unilever, 2025).
· Imitability: Some elements, like brand loyalty and size, are hard to replicate as time, resources and experience are needed. But some approaches, such as innovation, can be mimicked.
· Organisation: Unilever is effectively organised to take advantage of its resources and capabilities with a strong organisational, leadership and strategy framework for efficient delivery (Unilever, 2025).
Based on this analysis, Unilever's key capabilities revolve around robust brand building, global reach and sustainable innovation.
[bookmark: _Toc225945945]2.6 Link to Competitive Advantage
The firm converts its internal resources into a long lasting advantage in several ways. It can charge higher prices and build consumer loyalty, mitigating competitive effects (Modreanu et al., 2022). Geographical presence provides extensive market coverage and penetration, enhancing market position (Unilever, 2025). Arguably, its sustainability efforts bolster brand image and meet changing market trends, allowing for differentiation.
Unilever's optimal utilisation of its resources and capabilities enables it to maintain a cost-and-differentiation strategy. It gives it competitive advantages in both mature and emerging markets. Moreover, its ongoing investments in innovation and digitization make it fit for the fast-evolving market (Ntui, n.d.).
Overall, Unilever's capacity to tap into the external environment, coupled with its inherent capabilities, helps it to maintain a competitive edge in the international FMCG market.
[bookmark: _Toc225945946]3. CSR and Sustainability
[bookmark: _Toc225945947]3.1 Unilever focusing on CSR and sustainability
In the past, Unilever has embraced sustainability as a fundamental part of its business strategy, for example, with its Unilever Sustainable Living Plan (USLP). It was launched in 2010 to "de-link" its growth from its environmental footprint and deliver greater positive social impact (Shaoping, 2023). It centred on three areas: health and wellbeing, environmental sustainability and improving livelihoods. This is an evolution from conventional corporate social responsibility (CSR) to a more strategic approach to sustainability.
Unilever has been a pioneer in its environmental, social and governance (ESG) efforts in FMCG (Unilever, 2025). It has set targets for net-zero emissions along the value chain and plastic reduction through reusable packaging. Socially, it has provided support for hygiene and nutrition, especially in emerging markets, through Lifebuoy and Knorr, among others (Devi et al., 2026). Its governance priorities include transparency, sustainable sourcing and supply chain practices, including labour standards.
Unilever integrates its environmental and social impacts into its branding efforts. Some of its "purpose-led brands", such as Dove and Ben and Jerry's, market products with a social or environmental theme, thus improving consumer loyalty and positively impacting the brand (Unilever, 2025). 
[bookmark: _Toc225945948]3.2 CSR branding differentiation and loyalty
Crucially, Unilever integrates its sustainability efforts with its marketing strategy, considering CSR not as a separate, charitable concern but as essential to accelerating the growth and building competitive advantage Eco-efficient sourcing mitigates supply chain risks and eco-innovation also resonates with environmentally sensitive customers (Unilever, 2025). And, sustainability programs can generate cost savings via energy efficient production and waste reduction, strengthening the bottom-line (Ismayilova, 2024).
But a critical analysis identifies some drawbacks. Although Unilever has made considerable strides, hitting its sustainability goals is difficult. Some critics suggest that progress in plastic reduction and achieving Carbon Neutrality needs to be sped up (Unilever, 2025). Furthermore, embedding sustainability throughout a complex global network is complex, which can result in inconsistencies. And there are debates on the extent to which sustainable practices always create a direct return on investment, particularly within price-sensitive markets (Shetty, n.d.).
CSR Initiatives and Strategic Impact
	CSR Area
	Initiative
	Strategic Benefit

	Environment
	Net-zero emissions target
	Cost efficiency + brand value

	Social
	Hygiene & nutrition programmes
	Market expansion + trust

	Governance
	Ethical sourcing
	Risk reduction

	Packaging
	Recyclable materials
	Sustainability differentiation


Another critical viewpoints is that while Unilever's sustainability approach boosts its global brand value, it also poses challenges in the balance between profitability and environmental sustainability (Shaikh, Solangi and Raza, 2022). For example, committing to sustainable sourcing and packaging innovations can increase costs in the short term, affecting profitability in price-sensitive markets. There is also growing stakeholder concerns about "greenwashing," as Unilever needs to showcase tangible and transparent results (Unilever, 2025). This drives the need for the company to regularly enhance its reporting and accountability practices globally. However, Unilever's proactive strategy to weave sustainability into its business model enhances its long-term sustainability and meets the expectations of stakeholders, contributing to sustainable competitive advantage (Modreanu, 2022).
In conclusion, Unilever's CSR plan is an integrated proactive effort that drives the company's brand and competitive advantages (Unilever, 2025). However, it is essential to continually improve, communicate and demonstrate impact.
[bookmark: _Toc225945949]4. Balanced Scorecard
Unilever uses the Balanced Scorecard to assess its performance from both financial and non-financial perspectives. It links corporate goals to strategic objectives in four areas (Akter, 2025).
[bookmark: _Toc225945950]4.1 Financial Perspective
In terms of finance, Unilever focuses on delivering profitable growth. This includes driving revenue growth, operational efficiency and shareholder returns. Performance metrics (KPIs) include underlying sales growth, return on investment (ROI) and cost metrics (Buri and Kiss, 2025).
The company establishes targets for continuous underlying sales growth and margin improvement through productivity measures. This is achieved through initiatives like cost optimisation, supply chain optimisation and portfolio management, through divestments of underperforming businesses and investments in high-growth sectors (Unilever, 2025).
These financial initiatives are intertwined with sustainability goals. For instance, energy-saving measures contribute to sustainability goals while also cutting costs.
[bookmark: _Toc225945951]4.2 Customer Perspective
Unilever's customer view is to increase brand value, satisfaction and loyalty. The firm uses its powerful portfolio of iconic brands to connect with its customers.
Different measures such as brand awareness, market share and retention rates are used in this measurement (Nurhidayah, Setyaningtyas and Syakira, 2025). Unilever's approach focuses on purpose-based marketing, linking brands and products with social or environmental initiatives (Corporativă, 2025). This enhances brand differentiation and resonates with a growingly aware clientele.
Online presence is also important, with Unilever investing in e-commerce and data analytics for a greater understanding of consumer needs and targeted marketing (Unilever, 2025). These customer-centred programs and initiatives also align with changing consumer trends, driving competitive success and sustainable performance.
[bookmark: _Toc225945952]4.3 Internal Business Processes
Optimising internally is critical to creating value for customers and bottom-line results. Unilever is optimising its supply chain to drive better efficiency and innovation.
Key performance indicators include manufacturing performance, speed to market and supply chain agility (Nurhidayah, Setyaningtyas and Syakira, 2025). It has also adopted technology to optimise supply chain management and responsiveness in order to minimise risks.
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Figure: Unilever ESG Score
Source: (Permutable AI, 2023)
Innovation also underpins the strategy, with Unilever working to produce products in line with market demand. These include eco-friendly products like plant-based and biodegradable packaging (Unilever, 2025).
Process improvement has allowed Unilever to achieve operational excellence, cost improvement and help protect the environment, thereby strengthening its strategy.
[bookmark: _Toc225945953]4.4 Learning and Growth Perspective
The learning and growth perspective relates to people, culture and systems. Unilever understands that for the company to succeed and innovate, it needs to nurture its talent (Ihsan, Firda and Khaddafi, 2023).
Critical goals are to develop employees, to build a sustainable culture and to increase digital skills. Key performance indicators (KPIs) can include employee satisfaction and training results, as well as innovation.
Unilever offers leadership training and fosters a culture of doing good for sustainability (Unilever, 2025). Further, digital capabilities, like artificial intelligence and big data analytics, improve decision making and efficiency.
This dimension helps the other three perspectives of the Balanced Scorecard by ensuring that people have both the capability and the will to do what is required to implement the strategy (Adnan and Mudita, 2026).
[bookmark: _Toc225945954]4.5 Link to Strategy and Performance
In summary, the Balanced Scorecard shows how Unilever balances financial, customer, internal and learning and growth considerations. Through integration with its sustainability strategy, Unilever develops a comprehensive view of performance (Ihsan, Firda and Khaddafi, 2023).
This approach allows the company to gain a sustainable competitive advantage by aligning short-term financial performance with long-term sustainability and innovation goals.
[bookmark: _Toc225945955]5. Strategic Choices and Implementation
[bookmark: _Toc225945956]5.1 Business-Level Strategy
Unilever primarily pursues a combination of differentiation and cost leadership at the business level. Porter proposed generic strategies, in which companies pursue only one approach, but Unilever's large size allows Hybrid strategies.
First, Unilever focuses on differentiation through branding, innovation and social messaging. Products like Dove and Ben and Jerry’s focus on social narratives, sustainability and quality. Unilever can therefore create loyalty and relatively high prices in some markets (Unilever, 2025).
At the same time, Unilever engages in cost leadership through economies of scale, supply chain efficiency and multiple sourcing. By operating at large scale, the cost of producing goods is lower, allowing it to be competitive, especially in price-sensitive emerging markets (Kumar, 2025).
The mixed strategy works because Unilever can cater to both ends of the market spectrum. This approach provides a combination of value and affordability, enhancing market share while insulating it from potential threats (Unilever, 2025).
[bookmark: _Toc225945957]5.2 Corporate-Level Strategy
At the corporate level, Unilever employs diversification, globalisation and portfolio actively managed strategies (Unilever, 2025).
Firstly, it adopts diversification through a diverse product portfolio in three main categories: food, personal and home care. This spread of risk across market segments (Kumar, 2025). This also allows for leveraging brand and resource synergies for improved efficiency.
Secondly, Unilever has engaged in significant global expansion, especially in emerging markets like India, Brazil and Indonesia (Unilever, 2025). Those nations provide significant growth opportunities given population growth and rising incomes. Unilever localises products while ensuring global brand standards, an example of a transnational strategy(Kang, Lee and Choi, 2023).
Thirdly, portfolio management is a key component of Unilever. Unilever regularly reviews its brand portfolio, culling or shedding non-performing and non-core assets while building its presence in fast-growing segments like health, wellness and plant-based alternatives (Wicaksono and Widjayanti, 2025). This ensures that it stays ahead of market and corporate priorities.
[bookmark: _Toc225945958]5.3 Recommended Strategy
To continue to build and deepen its competitive advantage, Unilever should advance its digital transformation and green innovation initiatives.
Firstly, Unilever should ramp up its digital investments in areas such as artificial intelligence, data analytics and e-commerce (Unilever, 2025). This would facilitate better understanding of consumer behaviour, optimise supply chains and deepen direct consumer relationships. With e-commerce gaining traction, a digital edge is crucial to future growth (Prakash, Prakash and Mubarak, 2023).
Secondly, the company must intensify its commitment to sustainable innovation in product formulation and packaging. Although Unilever is already reducing its ecological footprint, stricter regulations and consumer demands call for further efforts (Wicaksono and Widjayanti, 2025). Emphasising biodegradable alternatives and the circular economy would also add value.
Lastly, Unilever should look for acquisition opportunities in new product segments, including health, wellness and sustainability (Unilever, 2025). This will help them diversify their portfolio and seize new growth opportunities. This advice will facilitate both differentiation and growth, resulting in sustainable value creation.
[bookmark: _Toc225945959]5.4 Change Management
Organizational change management is an area of strength for Unilever and is essential to executing strategies (Fatyandri and Lie, 2023). It has embraced major changes, such as realigning its business units and streamlining its structure to enhance flexibility.
Effective leadership is essential to change management, with a focus on purpose and sustainability (Hamada and Hamada, 2025). It also focuses on communication and engagement to align with its strategy.
But change management in a global enterprise is not without its limitations. Change resistance, cultural diversity and complexity can slow progress. Unilever mitigates these risks through ongoing training and development, and technology that facilitates collaboration and innovation (Unilever, 2025).
Change management is critical to the implementation of strategy. By cultivating a culture of adaptability, Unilever can stay competitive and respond to market dynamics (Zinaida and Sulistyanto, 2024).
[bookmark: _Toc225945960]6. Strategic Evaluation and Recommendations
[bookmark: _Toc225945961]6.1 SWOT Analysis
A SWOT analysis offers an overview of Unilever's strategic position.
It has a strong global brand presence, broad product portfolio, global distribution, and a commitment to sustainability. These give it a competitive edge and lead position (Kang, Lee and Choi, 2023).
Challenges include operational complexity resulting from its global footprint, reliance on emerging markets, and difficulty in meeting sustainability goals (Unilever, 2025). There are also challenges in achieving uniform performance across markets.
Sustainability and health-conscious products, emerging markets, and digital innovation are key opportunities (Unilever, 2025). These offer opportunities for development.
Risks are competition from global and local competitors, economic downturns, regulatory and political pressures, and change in consumer sentiment. Growth in private-label products and substitutes also presents a threat (Budiono, Purba and Rajagukguk, 2022).
[bookmark: _Toc225945962]6.2 Ansoff Matrix (Growth Strategies)
According to Ansoff Matrix, growth strategies for Unilever include:
· Market penetration: Growing market share through intensive marketing and pricing tactics in current markets. 
· Product development: Development of new products, especially in the areas of sustainability and health. 
· Market development: pioneering new markets with strong growth opportunities (Unilever, 2025). 
· Diversification: Moving into new product categories, such as plant-based and health and wellness products. 
Unilever employs all four strategies in its operations, showing a well-rounded strategy (Syed, 2025).
[bookmark: _Toc225945963]6.3 Assessment of Current Strategy
Unilever has a successful strategy in many respects. Its emphasis on sustainability improves its brand image and meets global consensus. Its broad product portfolio and global market presence offer stability (Kang, Lee and Choi, 2023). And its mixed business model allows for competitive positioning in various segments.
But there are constraints (Obi, 2024). Embedding sustainability throughout the business is difficult, especially in complex global supply chains. Also, the competition and price sensitivity in emerging markets can impact profit margins. Its size may also make it less agile than more nimble, focused players (El Sabhet and Kurniawati, 2026).
[bookmark: _Toc225945964]6.4 Recommendations
To overcome these issues and improve its strategic stance, a number of suggestions can be offered.
· Firstly, the company should improve its operational agility through process streamlining and decentralised decision-making. This will allow quicker adaptation to the market and enhance competition.
· Secondly, the company should continue to invest in innovation, especially in sustainable and healthy products. This supports a differentiation strategy and consumer perceptions (Unilever, 2025).
· Thirdly, the company should enhance its digital strategies, especially e-commerce and data mining. This would enhance customer interaction and productivity.
And finally, they should pursue a more concentrated portfolio, focusing on high growth and profitability segments, while rationalising low performing brands. This is consistent with the BCG and Ansoff models and maximises resource utilisation (Obi, 2024).
Overall, Unilever has a strong current strategy, but needs to keep innovating to stay ahead in this ever-evolving global market.
[bookmark: _Toc225945965]Section 2
[bookmark: _Toc225945966]1. Reflective Account (Gibbs Reflective Cycle)
1. Description
This reflective journal describes my process of researching, examining and developing the Unilever strategic management report. This involved analysing the organisation's internal and external environment, strategies and sustainability initiatives using a range of theoretical models including PESTEL, VRIO, Porter's Five Forces and the Balanced Scorecard (Hu and Zeng, 2024).
I started by choosing Unilever as a subject of the case study based on its international nature and sustainability practices. Next, I performed research using journals, company reports and a reliable online source. The third step was to apply various strategic frameworks to assess the company's situation. Then I organised the research into a report, adhering to the assignment criteria and academic standards.
2. Feelings
I initially felt confident about choosing Unilever as it is a prominent company with a wealth of information. But halfway through I felt slightly unsure of how to critically rather than merely describe the information. I also felt a level of apprehension about having to integrate several strategic models, and ensure they were appropriately used.
As I continued to develop, my confidence increased as I gained understanding of the theories and their application to organisations. I also felt a great sense of accomplishment when I completed certain aspects of the report; particularly when I could illustrate theories with examples (El Sabhet and Kurniawati, 2026). I felt my analytical and academic writing skills improved.
3. Evaluation
In summary, the experience of writing this assignment has been both rewarding and difficult. One of the positive aspects was my capacity to collect a lot of information from reliable sources. That allowed me to gain a holistic view of Unilever's strategies and the FMCG sector (Unilever, 2025).
Additionally, using strategic frameworks like PESTEL and VRIO helped me organise my thoughts. They helped me to organise my thoughts and connect theory and practice.
[image: Gibbs Reflective Cycle Explained: A Framework for Structured Self-Reflection  - Dr Krishna Athal]
Figure: Gibbs reflective cycle
Source: (Athal, 2025)
But there were some drawbacks. A significant challenge was preventing the report from being descriptive, instead critical. There were also difficulties in time management, especially with the research, analysis and writing process. There was also some difficulty integrating the different parts of the assignment into a coherent whole, as each model includes a different view.
4. Analysis
Through this process, it is clear that the assignment required higher levels of thinking, such as critical analysis, evaluation and synthesis. The application of different models of strategic management reinforced the complexity involved in managing strategy and the value of approaching it through multiple lenses.
The difficulty in shifting from explanation to analysis can be explained by Bloom's taxonomy, which shows that in higher-level learning, one needs to evaluate and judge, rather than simply understand (Haryanto, 2025). This assignment challenged me to think more critically about the subject matter and to develop an argument using evidence.
Moreover, the value of good research skills was evident. This required access to reliable information to form a robust academic argument. Furthermore, this assignment emphasised the importance of planning and time management, as strategy requires careful consideration.
It also highlighted the value of models in the real world. Models like Porter's Five Forces and Balanced Scorecard illustrate how firms develop strategy and evaluate performance.
5. Conclusion
Overall, this assignment was a valuable exercise that improved my knowledge of strategic management and its application. I gained a greater understanding of how companies such as Unilever create and maintain a competitive advantage through strategy development and execution.
I gained a better understanding of research methods, the use of theoretical frameworks and how to critically analyse and synthesise information. It also identified areas of personal development, including skills in critical writing and time management.
Consequently, the assignment has benefited my academic and career journey by equipping me with some of the essential skills needed for higher degree study and future work.
6. Action Plan
Reflecting on this assignment has highlighted areas for improvement in future. Firstly, I will develop critical writing skills by writing in evaluative and argumentative ways and avoiding description. This can be done by reading more academic sources and considering multiple perspectives.
Secondly, I will better manage my time by developing a timetable for future assignments, including time for research and analysis, as well as revision. This will help manage time and eliminate the need for rushed work.
Thirdly, I plan to enhance my research skills by engaging with a broader scope of academic texts and honing skills to assess other's work in terms of credibility and relevance.
Lastly, I will work on enhancing my capacity to connect theory and practice by applying theoretical knowledge to practical scenarios.
Through these steps, I will improve my academic achievement and equip myself with the skills needed for academic and future employment success.
[bookmark: _Toc225945967]2. Critical Insights
A reflection on this task underscores the blending of theory and practice. I had studied various strategic management principles in the past, but this exercise required me to apply these concepts in a practical way - and this was not as simple as it might seem. I recognised that companies like Unilever do not operate in pure realms of theoretical constructs; they use a more pragmatic and hybrid approach, based on market dynamic and management goals (Haryanto, 2025). This insight improved my problem-solving skills, rather than limiting myself to definition-style learning. Another learning goal was to learn how to analyse and synthesise. Instead of isolating the insights from each theoretical framework, I synthesised ideas across models to build a holistic picture of the organisation. For instance, integrating PESTEL with Porter’s Five Forces analysis helped me understand the impact of these macro-environmental factors on competition. This gave greater credibility to my analyses. Moreover, this assignment taught me how to develop my writing skills, particularly with regard to organising ideas and linking sections. I learned about the need for seamless movement from one idea to another and ensuring that each part built to a coherent larger argument. This is also essential for postgraduate studies, where clarity and coherence is indispensable. 
Finally, this assignment has heightened my understanding of the importance of strategic management in the workplace. Understanding how to assess an organisation and its strategies, analyse their competitive portfolio and develop recommendations for improvement is a critical managerial skill set. So, now I feel better equipped to use these skills in future academic pursuits and in my working life.
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