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Executive Summary
This report has briefly described key corporate strategies, and business strategies by using global strategy, portfolio management, and sustainable living plan of Unilever. Different success indicators have been mentioned in the report for analysing the market depth, and financial performance of the company. This report has also described different market challenges and strategic adaption of the company. 
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[bookmark: _Toc175246847]Introduction
Unilever PLC is a multinational company from the UK established in 1929. The company provides services in different sectors such as beauty products, pet foods, baby food, dairy products, pharmaceutical products, water purifiers, and many other products. The company provides its services in different countries all over the world and the main market dominance of the company is in the United States of America, China and India. According to the latest report of 2023, Unilever PLC is the sixth-largest FMCG company in the world in terms of sales. Almost 190 countries from all over the world use different products of the company regularly. This report will describe the strategic management and sustainable goals of the company. Different corporate and business strategies for growth in the long term will be discussed in the report. A brief recommendation will be given in the report for the strategic direction of the company.

[bookmark: _8qiylkwh7ar1][bookmark: _Toc175246848]Analysis of Corporate and Business Strategies
Unilever has gathered a lot of experience from the last 94 years in doing sustainable business through implementing different corporate strategies, and business strategies. Different strategic frameworks such as Porter's Five Forces and Ansoff’s Matrix help the company in its long-term business journey.
· Key Corporate Strategy
The higher officials of the company have deployed experienced managers into their different offices all over the world to develop different strategies for achieving different targets and goals of the company (Hermanses et al., 2024).
Global Strategy: The main goal of the company is to provide a sustainable improvement in people's lifestyles with their products reducing the carbon footprint for the betterment of the environment through their Unilever Sustainable Living Plan. 
Portfolio Management: The company has a huge variety of products in their portfolio for their customers from all over the world with various kinds of price ranges. Some famous products of the company are Axe, Lux, Sunsilk, Dove, Magnum, Sunlight and many others. The company launches their different products in different countries according to its product purchase power. The company focus on building different products that offer high quality at low cost to attract more customers from middle-class and lower-class people (Fernandes, 2024). A huge portfolio of the brand helps to build a one-stop solution for their customers. 
Sustainable Living Plan: The company focuses on building a sustainable living plan for its customers by offering health safety, well-being and overall environmental protection in their products. 
· Key Business Strategy
The company focuses on their brand leadership, digital transformation, and customer-centric innovation for their key business strategy.  Cost leadership strategy is also used by the company that helps to offer the best quality product in lower-cost products to attract customers and create competition with the other competitor companies. 
Brand Leadership: Unilever spends huge capital on its different product branding and advertising to build brand recognition of their products and positive approaches for the brand.
Digital Transformation: Digital transformation brings a huge improvement in the different operational efficiency of the company (Maione, 2024). It helps to decision-making ability of the company more easily for the proper data analysis. AI helps to learn new information in microbiology and the human body's reaction to different chemicals to develop more sustainable products for customers.
Customer-Centric Innovation: Expertise teams are deployed in the research for developing sustainable development in the products of the company for the betterment of the customers. The company also takes reviews from their user on all existing products to find the thoughts of the consumers.
· Strategic Frameworks
 Porter’s Five Forces: This framework will help to identify the under-mentioned five threats to the company.
The threat of New Entrants: There are many well-established companies and small-scale local players available in the market to compete in the business of Unilever PLC. Nestle, Johnson & Johnson, PepsiCo, and P & G are some well-known competitors of the Uniliver. Unilever operates in almost 190 countries all over the world and that provides a huge diversified customer base.   
The threat of Substitutes: Unilever has a huge variety of products in different categories with various price ranges. That helps the company to stabilise its sales and directly and indirectly creates barriers for its competitors in offering substitutes (Joglekar et al., 2024).
Bargaining Power of Customers: The availability of huge products all over the world with a strong brand image nullifies the bargaining power of customers. Also, the company provide different offers and discounts int their different product for better sales.
Bargaining Power of Suppliers: Maintaining a huge supply chain all over the world with many suppliers in huge quantities helps to handle the bargaining power of suppliers in a strategic way.
Competitive Rivalry: Uniliver offers different new products frequently to their customers to maintain the competitive rivalry with other companies.
Ansoff’s Matrix: This framework is used by Unilever to analyse its growth.
Market penetration: This strategy helps the company to build different marketing strategies for better growth in sales for different existing products. Increasing production capacity, strategic pricing, and partnership with large suppliers for better growth helps the company to sell growth.
Market Development:  Brand awareness, expansion of new markets, proper research and new customers' attraction for the product helps the company to market development.
Product Development: Increasing product quality, and launching new products helps the company to achieve sustainability. 
Diversification: Brining diversification in the sales strategy, marketing strategy, and classification of consumers helps to bring diversification to the product.


[bookmark: _6scet9dyzera][bookmark: _Toc175246849]Resources and Capabilities
· [bookmark: _ncc8flimqwwk]Identification of Key Resources
Tangible Resources:  Unilever has a presence in almost 190 countries all over the world with almost 128,000 direct employees serving with their huge range of products with different brand names. The company operates almost 300 manufacturing hubs and almost 700 third-party suppliers of high-quality production facilities all over the world ensuring an uninterrupted supply chain. According to the business report of the official website of the company it is mentioned that the company gets funding from the global debt capital market (Vidiastutik and Kartono, 2024).
Intangible Resources: The company operates a huge variety of products in their portfolio such as Axe, Lifebuoy, Lux, Sunlight and many others. Unilever holds almost 43,123 patents from different manufacturing plants to protect their rights. The company also focuses on achieving net zero carbon emissions for the sustainable environmental goal achievement.
· Capabilities Analysis
Operational Efficiency: To achieve proper supply chain management and distribution the company focuses on more digitalisation and with their delivery partners and business partners from all over the world. Bringing different automation processes into the production line helps to gain sustainability in the supply chain (Toldbod and Laursen, 2024).
Marketing and Innovation: The company takes help from different new technologies such as AI, Machine learning, and IoT for managing different operations. AI helps the company to build different new marketing strategies, product variety, innovation in marketing tactics and many others. Proper data analysis using machine learning and IoT helps to build different competitive advantages for the company from the competitors. 
· Resource-Based View (RBV)
VIRO analysis is a crucial framework that helps to analyse different sustainable competitive advantages. 
Valuable: The brand image of Uniliver plays a key role in the sales of products because customers believe in the quality of the products of Uniliver.
Inimitable: Competitive pricing and availability in every location of almost every product of Unilever helps to gain customers' favouritism for the brand and helps to grow the sales of the company (Wirabuana  and Prasetya, 2024).
Rare: The innovation in the products for real-time problem-solving promises with availability in almost every international country helps the customers to build trust in the products of Unilever. 
Organised: The positive capability of the organisation decides the production capacity, employee training, and financial strengths decide the future of the company.

[bookmark: _2cxjz8vd5m6l][bookmark: _Toc175246850] Evaluation of Strategy Implementation 
· Success Indicators
Financial Performance: The latest report of financial report shows that the company has a total revenue of 59,604 billion the year of 2023, 60,073 billion in the year of 2022, and 50,724 billion in the year of 2020. It shows that the company has rapid revenue growth. The company has a presence in 190 countries with almost 4.4 million official retail stores all over the world. Almost 3.4 billion people every day use the products of Unilever (Shova et al., 2024).
Market Position: According to the data of Statista Unilever is one of the top personal care brands in the world. The company has vast experience in manufacturing different soaps in mass quantities while maintaining product quality. Unilever also creates a huge market share in the beverage industry with their quality products such as Lipton, Knorr and many other frozen desserts. 
Brand Strength: Uniliver builds a huge brand strength by delivering quality products to its customers with a huge range of product variety. Almost 98% of the people of the UK use different types of Unilever products due to positive brand image.
· Challenges and Adaptations:
Market Challenges: In the era of digitalisation consumer behaviours are changing frequently and different market trends are becoming viral among customers. Frequent changes in popularity and market trends create problematic situations for the company to build different market strategies and new product development. Economic downtrend such as the global pandemic of Covid 19 creates low sales for the company. 
Strategic Adaptations: The long-term journey of the company of almost 94 years helps the higher officials to realise different time-proven strategies for sustaining different problematic situations.  Almost 6000 scientists, engineers, economists, technicians and other specialists are always on duty to safeguard the company from different internal and external problems (Holloway, 2024).

[bookmark: _w30q1cf3mtz1][bookmark: _Toc175246851]Sustainability and Competitive Advantage
· Sustainability Efforts:
Unilever Sustainable Living Plan (USLP):  The ULSP is a business model of the company to increase the improvement in health and personal care for almost a billion new customers from all over the world by going through sustainable growth. The company uses different packaging materials that are reusable and recyclable (Unilever , 2024). The company also targeted to become a net zero carbon emission in the year 2039.
Sustainability as a Competitive Advantage: The company targeted to go through with sustainable ways for the well-being of everyone. These steps help the company to get new customers from all over the world with environmental consciousness. The company focuses on using different renewable power sources for sustainable development for the environment. This type of action helps to build more positivity in the customers of the company, and customer loyalty and helps to build positive sentiment for the brand. 
· Environmental Considerations:
Circular Economy: Unilever putting efforts into promoting a circular economy, including reducing plastic waste and promoting recycling. According to the official website of Unilever, the company already reduced the use of virgin plastic by almost 18% and also focuses on the use of recycled plastic. The company also established different automatic vending machines in populated locations (Plastiche, 2021). These machineries help to refill different products such as shampoo, body wash, conditioners, a variety of oils and many other products. This also saves money for customers due to lower packaging costs and other delivery and maintenance charges. This helps to reduce the unnecessary use of plastic and packaging materials.

Sustainable Sourcing: Palm oil, tea tree oil and some other ingredients are the basic essential needs of producing different cosmetic products. According to a report on the official website of Unilever, the company imports 86% of palm oil from 72% certified sustainable sellers with sustainable certified sources (EmpoweringCPO, 2024). 

[bookmark: _552n6tc0usz0][bookmark: _Toc175246852]Future Strategic Directions and Recommendations
Strategic Choices for the Future
· Innovation and Digitalisation
 Unilever may launch easier access to e-commerce platforms to reach a wider audience. It will help them to increase their sales and deliver consumers with convenient shopping experiences. Leveraging digital marketing strategies such as email marketing, social media advertising, and SEO helps to retain existing customers and new customers as well. By the implementation of a digital inventory management system that reduces costs and streamlines operations. Embracement of data analytics to gain more actionable and valuable insights. By using this valuable information to inform the company’s approaches and drives constant development and improvement. By analysing user data, the company can gain valuable insights into customer preferences, behaviour, and trends. It enables them to tailor their offerings and enhances customer satisfaction (Ratten, 2022).
· Expanding Sustainability Efforts
Unilever can invest in renewable energy by bringing equities and bonds from organisations that make components and supply energy for power equipment. It can make its products by sourcing locally which can reduce emissions and transportation costs. By using reclaimed materials, organisations can use post-industrial plastic or reclaim instead of virgin materials. Organisations can diminish the amount of material required for their production. It can implement waste reduction and recycling initiatives and also use sustainable production chains and carbon footprint. It can encourage hybrid and remote work, store and share documents, and go paperless. Unilever can implement measures to manage waste resources and reduce water usage effectively.
· Market Expansion
 Unilever can initiate its production to enter new markets precisely in emerging economies with developing consumer demand. A low-overhead, low-risk to enter an exclusive market by selling their products domestically goods to another nation over a distributor. It permits organisations to reach a broad range of customers without requiring a physical presence in the outer world. The company can transfer its right to sell or use the product to another organisation. It might be a better option if the organisation has a good product demand and has a license to reach a wider market (Bresciani et al., 2021).
[bookmark: _2te1i85n33wz][bookmark: _Toc175246853]Recommendations for Competitive Advantage
· Improves Brand Equity: With the help of a different portfolio helps Unilever compete with diverse competitors and have a wider market presence. Companies can use their marketing strategies to create a better image in the customer minds to buy their products. The company can strengthen its brand image by using a consistent and clear message in all communications comprising taglines, product descriptions, and advertisement copy (Robertson, 2021).
· Leveraging Technology: Unilever can implement AI activities to cover its manufacturing process and supply chain. It optimises product deployment for a wider consumer base through the emergence of a supply chain and digital marketing with production simulation. A real-time response enhances sustainability and operational efficiency. It can invest heavily in e-commerce and digital marketing to recognise the significance of these networks to engage and reach customers.  

[bookmark: _8at8ixndgyrq][bookmark: _Toc175246854]Conclusion
This report has briefly described key corporate strategies, and business strategies by using global strategy, portfolio management, and sustainable living plan of Unilever. Different business frameworks such as Porter's five forces and Ansoff matrix have been used to find out different potential threats of the company. Different tangible resources and intangible resources details have been described in the report to find out key resources of the company. A brief recommendation has been provided in the report for bringing competitive advantages to Unilever. Different success indicators have been mentioned in the report for analysing the market depth, and financial performance of the company. This report has also described different market challenges and strategic adaption of the company. 
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