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[bookmark: _Toc124499648]Introduction
Strategic management is a process of planning, monitoring the process, and analysis of necessities that help in meeting the organisational goals and objectives. With the help of strategic management companies continuously assess all the stages and their strategies that help in getting success in the business. Large companies are more ambitious towards increasing sales and developing a different strategy to communicate and apply in the various departments of the organization to mitigate its targets. Strategic management not only helps the business to find out its direction but also helps in following the process that helps in assessing all the parts of the business. Strategic management highlights different types of framework that helps in decision-making and supports the purchase and sales of the company. The topmost advantage of strategic management is the involvement of top management which helps in getting the right decision making and the employees are also able to follow the right instruction to move towards the achieving goal. In addition to handling long-term issues, strategic management also helps in getting a comparative advantage in the industry. The contribution of strategic management in overcoming operational challenges positively, and controlling the wide impact of strategic management on the organization is undeniable. In this report, the company background, strategic analysis by using different models, strategic choice, strategic implementation, and strategic review are discussed which helps to know the strategic management ability of Unilever.
[bookmark: _Toc124499649]Company background
Unilever is one of the largest consumer goods selling companies that successfully do their business all over the globe. The vision of the company, Unilever is to create a sustainable place of living for the common people and to fulfill its purpose, Unilever gets inspiration for doing exceptional performance (Zu, 2019). the vision of the company is to double the size of the business by reducing the environmental footprint. the key strength of the company is its global presence and it is achieved through the effective strategic management ability of the company. the step-by-step process discussed in the report highlight the steps taken by  Unilever to create an effective strategic management environment. Unilever is the second largest consumer firm and then the position is acquired by the company by using the effective strategic management policies in the business. on the basis of the four steps, Unilever implements its strategic management i.e., strategic analysis of the internal and external environment, strategic choices, strategic implementation, and strategic review. 
[bookmark: _Toc124499650]Step 1: Strategic analysis
Strategic Analysis focuses on the changes in the business environment that can be either positive or negative. both the external and internal environment t of the business are analysed below by applying some effective tools. 
[bookmark: _Toc124499651]PESTEL Analysis
	Political
	· A fair and stable political environment in the UK provides immense opportunities to companies (Anna Vachudova, 2020).
· Some drawbacks regarding the political system are also available.
· The wide-hidden corruption and the corruption level in the UK are also high. 
· Government is responsible and proactive that helps businesses to get a higher level of indulgence in internal work (Nylund et al., 2021).
·  A strong international tie-up with Unilever indicates the ability of the company to maintain all the rules and regulations of the country.
· The rules and regulations of the UK government regarding trade loans, imports, and exports Hinder the success of the business.

	Economical
	· Higher growth in the GDP and the diverse economical position of the UK indicate the scope of the company to do business and implement growth (Hinton, 2021).
· A large number of challenges have to be faced by the companies due to Brexit as England has left the eurozone and UK organisations face the issue in different aspects of the business.
· The UK has the fifth-highest GDP before Brexit.
· The per capita income of the people is high which indicates the higher income level which helps the companies to sell quality products at a high price.
· The direct impact of the consumer’s choice impacts product sales and profitability (Zhang et al., 2019).

	Social
	· . People are educated in the UK and prefer to purchase the best quality goods without thinking about the price.
· The UK also offers a large number of benefits to the people regarding public services.
· The cosmopolitan environment of the UK is much more effective for social development
· The high ratio of dependency enhances the overall cost of the country on education (Williams et al., 2020).
· The number of old people people in the UK population is increasing.

	Technical
	· The technical development of the UK is high and helps companies to get much better access to modern technology.
· A large number of technical organizations are also available in the UK which helps companies to get skilled and knowledgeable labels.
· The area of science and technology is expanding in the UK rapidly which indicates the better growth of the organizations.
· The effective consideration of intellectual property rights increases the innovation of the companies with the help of the modern technology

	Environmental
	· The UK is surrounded by a large number of natural resources and the government also takes several steps to enhance the use of natural resources (Abbasi et al., 2021).
· The environmental issue in the UK is increasing so snowstorms and frequent floods are found in the UK.
· The local authorities are a failure in managing flood and other environmental issues that impact highly in the business.

	Legal
	· A robust feasible robust code of corporate governance is found in the UK (Kyere and Ausloos, 2021).
· The wage rate in the UK is low. 
· Different policies of price control are also followed by the UK government and the price of the product is controlled by directly the UK government. 


Table 1: PESTEL Analysis
(Source: Self-developed)


[bookmark: _Toc124499652]Competitors Analysis
Porter’s five forces
	Threats of new entrants 
(Low)
	· As Unilever is a large company, the threat of the new entrance is very low for Unilever (As, 2020).
· The cost of doing a large business is high and it creates barriers to the new entrance.
· Due to the low switching cost people prefer to purchase the branded product and the cost of Unilever’s product is also low compared to its quality (Bruijl and Gerard, 2018).
· The huge cost of brand development reduces the threat of entrance.
· The low cost of the product with good quality attracted the customers and it helps Unilever to win the high competition in the market as well as it also creates barriers to entering new companies in the FMCG industry.

	Bargaining power of Suppliers (Low)
	· The bargaining power of the suppliers is not so high due to the presence of a large number of suppliers in the UK market and the large companies also have the scope of supplying raw materials and other requirements of production from the international market.
· Unilever is running its business in more than 150 countries as well as purchasing the requirements of business from all the countries so the purchasing power of the supplies is very low.
· A bulk purchase is also done by Unilever which reduces the bargaining power of the suppliers also (Estupiñán Palacio, 2022).
· Most suppliers prefer to create a good business relationship with large companies and it also helps them to enhance their brand image as a supplier and it reduces their bargaining power (Ekienabor et al., 2022).

	Competitive rivalry (High)
	· A large number of Unilever’s competitors are available in the UK market such as Procter gamble Colgate-Palmolive, Johnson and Johnson, Dabur, and many more
· In addition to the switching, the cost is low, and its product differentiation ability of Unilever is higher than its competitors (Mwabu and Munyoki, 2022). Still, the high competition faced by Unilever in the UK market. 

	Threats of Substitutes (high)
	· The terms of the substitute are very high in the UK market as all the companies are selling nearly the same products to the same UK-based market (Bitsch et al., 2022). But the low-cost strategy of Unilever helps in acquiring a large customer base. The product of the companies in the FMCG industry can only be differentiated by their logo, packaging, and price. 
· In order to get a comparative advantage in the FMCG industry, Unilever takes the low pricing strategy (Tien, 2019). It helps the company Unilever to differentiate the product from its competitors. 

	Bargaining power of customers (low)
	· Unilever targets people in all age groups and to fulfill its target, the company supplies the goods in different quantities and at different prices. So, all types of people are able to purchase their product as per their income level which helps in reducing the bargaining power of the customers as well as differentiating the product of Unilever from its competitors.
· The feasible brand equity of Unilever helps in creating a unique image in the mind of the clients (Raza et al., 2018). 


Table 2: Porter’s five forces
(Source: Self-developed)

[bookmark: _Toc124499653]Internal environmental analysis of  Unilever 
One of the core purposes of the company Unilever is identified as to make sustainable living commonplace. As of now, it has been more than 90 years since the company has maintained a worldwide operation and become one of the largest consumer goods organisations. It has been claimed that the organisation is extremely focused on whatever they wish to do as a method of fulfilling customer Esteem as well as developing a clear objective to achieve the perfect path of sustainability (Benzaghta et al., 2021). As of now, Unilever has been able to improve business hygiene and health in terms of providing services and products to 1.3 million of the population across the world which is quite a big step for addressing the Global footprint. As a matter of recent susceptibility, the organisation has already started using 100% renewable electricity grids globally. In addition to that organisation, Unilever has also approached agriculture raw materials as a method of progressing towards a sustainable resources management process (Djellabi et al., 2021). However, it is quite evident that maintaining full sustainability measures and operations across the Global Business Network is extremely challenging at the internal control process is also extremely difficult to maintain as the company has more than 149000 employees across the world to look into productivity sustainability efficiency and business transparency to meet up with the strategic objective of the business. To conduct a detailed internal analysis here in the following section for the organisation  Unilever  SWOT analysis will be approached.
[bookmark: _Toc124499654]SWOT analysis of Unilever 
Strengths 
· One of the most potential strengths identified for the organisation  Unilever is considered to be a diverse portfolio of the organisation 's multiple ranges of product categories in the area of refreshment Healthcare home care beauty food etc (Teoli,  Sanvictores, and An, 2019). 
· It has been identified that generally, the majority of people use Unilever-offered products on a daily basis however it has been also identified that a very less margin of people know that the regularly used products are actually Unilever products. 
· It has been quite evident that the major product offering of the company Unilever has been marketed through the product name rather than the brand name which is a better opportunity in diverse portfolio control acknowledged.
· Geographical diversification is another major strength outlined by the organisation that helps the company product diversification as well as contain business Global presence effectively (Vlados, 2019).
· As a matter of economic down the organisation  Unilever is identified to be protected or safeguarded from any such bad performances across the region due to continuous preservation of company good sustainability measures which is another major strength area identified. 
· There has been no doubt that the interior business of Unilever has a very strong margin of emphasis on the planet people as well as society (Put et al., 2020).
· Its response to sustainability companies has taken multiple initiatives till now such as equity diversity protection of regenerate nature climate action effectively. Overall this aspect has made Unilever a sustainability leader and a major strength of the business till now.
· Finally, company marketing capabilities are another huge strength as till now the company Unilever has been able to achieve to become the second largest advertiser in terms of global media spending to maintain business recognition across the world (Put et al., 2020). 
· This has given the company Unilever an opportunity to reach out to the target audience about business product offerings and also to develop communication with teenagers based on advertisements of multiple products for male and female kids and others as well.
Weaknesses
· Excessive utilisation of plastic is one of the major weaknesses of Unilever as when it comes to operating the consumer goods industry the environment of plastics across every level of the business supply chain is identified to be extremely high. 
· The company  Unilever uses a huge margin of plastic in the area of packaging process which is not at all sustainable practice (Namugenyi, Nimmagadda, and Reiners, 2019).
· In addition to that, the huge margin of plastic usage has imposed a negative impact on the environment as well as generated increasing concern among consumers. Overall it is hampering the company's reputation slowly.
· As a matter of customer interaction and direct dealings with customers, Unilever has showcased a huge absence of expertise as well as management control. 
· As the company does not sell the product directly to the company's target customers given the business's lack of opportunity and power to control the bargaining of customers as well as to acknowledge new sales channel generation which is one of the major weaknesses of Unilever (Quezada et al., 2019).
· Radical impact of currency exchange upon the company Unilever as a matter of global operation management. It has been identified that the world valuation achieved from multiple current scenes in different countries' economies has a profound impact on an organisation  's overall financial result (Wati, 2020). Certain country devaluation of currency affects business financial position which is another major weakness of the company Unilever to maintain Global presence.
Opportunities
· Innovation in the area of health product growth is one of the leading opportunities for the organisation  Unilever to offer health-conscious products to its customers. It will solidify business product attractiveness as a method of addressing health-conscious consumers as target business customers (Lee and Day, 2019).
· The opportunity to invest in new technology for better financial resourcing is another major opportunity for Excel on the business operational opportunities to maintain higher efficiency and productivity as well.
· Emerging market generation is identified to be another huge concern of the company Unilever that provided the opportunity to enhance the business presence across countries such as Argentina, Mexico, Turkey, and Brazil (Azeez, 2019).
· Generation of customer relationship management technology's Omni channel ECommerce opportunity is another huge online shopping trend opportunity that creates benefits for the company Unilever to capitalise on E-Commerce business.
Threats
· The major threat to the organisation  Unilever is private labels' popularity which not only affects the brand name but also hampers brand identity across the market heavily. 
· The huge growth of market competition such as Nestle is making overall successive growth quite difficult for Unilever and also generating potential threats as well.
· As the central product offering of Unilever company is consumer goods which are easily imitable that is why it holds a huge risk for the company as a matter of alternative product generation in the market (Williams, Whiteman, and Kennedy, 2021).
· Recently the popularity of Ayurvedic products has become quite significant which is an extremely dreadful situation for the company Unilever.
· Huge improvement in commodity cost has created an advanced challenge for the business to maintain the pricing of product offerings due to raw material price hikes such as oil and sugar as well.
· Fluctuation in the area of political economy is extremely risky for the business as it can affect consumer demand along with reducing business profitability through disruption within a business operation (Neeley and Leonardi, 2022).
· The huge margin of shift as in change within customer preferences under the influence of globalisation digital evolution huge challenges identified within the company to deal with consumer good market and also to provide close attention to target customer to meet up with their preferences.
[bookmark: _Toc124499655]Market analysis of Unilever 
In order to strategically inputting vitality into life is one of the major corporate missions of the organisation  Unilever to progress in the future day by day. Getting success in the overall marketplace is the major fundamental strategy of the organisation  Unilever. According to multiple research sources, Unilever's market segments are associated with two divisions such as Northeast and South East (Wang et al., 2022). Therefore it is evident that major consumer goods product offerings are associated with this market segment. In Association with Maslow's hierarchy of needs theory, it has been identified that motivation is one of the major psychological impacts that address consumer intention to avail Unilever products.
 In this consideration, consumer motivation is identified to be divided into 5 major categories such as self-actualization, physiological needs, love needs, safety needs, and self-esteem needs effectively (Mastini, Kallis, and Hickel, 2021). Some of the most essential market conditions that affect motivational growth among consumers to purchase Unilever products are mainly gratified with the need of that product through psychological aspects for example low income not healthy living conditions basic need fulfillment laundry product requirement family belief attitude Lifestyle referral behavior and understanding income education characteristics. Geographical location and Geo demographic aspects followed by economical conditions are major aspects that enlightened the organisation market landscape (Hickel and Kallis, 2020). 
As a matter of market analysis organisation  Unilever approaches market segmentation as an opportunistic technique to understand the overall diversified nature of the global market landscape. With respect to this technique, target market differentiation has been obtained by the company with respect to the marketing mix strategy as well (Wu et al., 2019). Under the influence of consumer segmentation with the basis of profile variable behavioral and psychological consideration the organisation  Unilever is identified to be approaching a single marketing strategy across North East as well as southeast such as household women lower-income individuals. Ki benefit of use is identified to be fragrances as a method of multi-used product to target generally females across the location of northeast and South East region.

[bookmark: _Toc124499656]Theory of change
[bookmark: _Toc124499657]Lewin’s change management model
 The entire business world is changing rapidly and organizations have to change their strategy to become compatible with the industry level it also helps in surviving in the industry. Lewin’s change management model is much more effective in the organisation in managing changes in the internal business environment so that the employees and other stakeholders of the business are able to adopt the changes. With the help of Lewin’s change management model, the strategy followed by Unilever in implementing changes is described below. 
Unfreeze: The changing process is the most difficult and stressful for the management and employees. The managers of Unilever play a vital role in implementing changes. in this step, the employees are communicated regarding the changes as well as training is also provided to the employees so that they can understand the significance of the changes (Harrison et al., 2021). Their skill development is also possible through training and helps in implementing changes in the organisation. Honesty and transparency are also maintained by the managers and higher authority in the unfreezing stage.
Change: while all the queries of the employees are solved the implementation of change is taking place. In this stage, an interactive and agile approach he’s taken into consideration to solve the feedback of the employees and it also helps in smoothening the transition (Tang, 2019). The continuous flow of information to support the team members is also done by the managers of Unilever first various stage management exercises are also discussed with the employees and make the employees effective to deal with the changes proactively. Another thing that is done by Unilever’s manager is motivation which helps in motivating employees to adopt the changes.


Figure: Lewin’s change management model
(Source: Self-developed)
Refreeze: in this stage, the managers reward and identify the early adopters among the employees and rewarded them as change champions so that all the employees are also showing their willingness in adapting to changes. Regular feedback from the employees is collected in this stage and the training is also arranged by the management as per the requirement of the individuals to support each employee. Digital adoption platforms are also used to manage the employees in this stage and refreeze the overall changes.
[bookmark: _Toc124499658]SOAR model analysis of Unilever 
In order to strategically help out the organisation  Unilever with respect to the current situation SOAR model evaluation is identified to be extremely helpful to decide market opportunities suitable for the company Unilever to progress on further growth in the future (Huang and Rust, 2021). With the help of this model analysis, better scalability and adaptability of the organisation across diverse locations for Unilever can be established to acknowledge leadership development sustainability and current situation improvement for business profitability as well.
· Strengths within SOAR analysis for  Unilever: In inconsideration of Unilever's strength analysis it has been identified that brand reputation diversified product portfolio along with strong brand identity across the global market are one of the major strengths of Unilever (Saura, 2021). In Association with its strong distribution network, employee satisfaction sustainability measures throughout the business supply chain are another major strength of the company  Unilever.
· Opportunities within SOAR analysis for  Unilever: In consideration of opportunities for the organisation  Unilever it has been identified that innovation of new health and hygiene products along with technological development are major opportunities for Unilever. Implementation of cutting edge Technology helping out the organisation  Unilever work to progress on multiple marketing opportunities as well.
· Aspirations within SOAR analysis for  Unilever:  course strategic objective Vision and Mission of u delivered is the main aspiration behind organisation sustainable achievement till now and it is expected to be further progress on the basis of business corporate goals altogether.
· Results within SOAR analysis for  Unilever: in response to Unilever's continuous experience of Technology innovation new product development based on health and hygiene excessive margin of customer segmentation and demographic different based product marketing is identified to be one of the most potent results obtained (Ngai, and Wu, 2022). Tracking and progressing an organisation's successive growth on online shopping platforms to acknowledge Global customer outreach is another major result that has been achieved.
[bookmark: _Toc124499659]Step 2: Strategic choice 
[bookmark: _Toc124499660]Unilever strategic options 
In consideration of the generic strategy of Michael porter's model, the potential competitive advantage of organisation consumer-specific product requirements and preferences has been acknowledged. Its response to this model's potential strategic choice for organisation competitiveness toward business growth completely realizes the strategic resilience of business operations. For the company, Unilever's potential business growth is based on new product development approaches as a method of integrating potential research to generate a sound understanding of market requirements (Krasyuk, Yanenko, and Nazarova, 2020). Recently it has been identified that the company has made a drastic shift from privatising growth strategies as a strategic choice to intensive growth strategy options. As a matter of porter's model of generic strategy the organisation Unilever uses differentiation as a major strategic choice for business competitive advantage. The core purpose of this strategy which Unilever emphasises on. With organisation , product, and services Unilever is generally identified to be personal care products such as dove cream bars soap for household use, and other products are based on cleaning moisturising. 
Despite all the mentioned products being extremely high selling but still, soaps are a major stand-out differentiated product offering for the company Unilever. As a result of this differentiated strategic choice of Unilever, the company has been able to attract a higher margin of customers with the help of specially designed product offerings to support the company vision and strategic objective of global sustainability control (Neeley and Leonardi, 2022). In consideration of intensive growth strategies, the organisation Unilever's strategic choice is identified to be fully realised on the primary strategy of market penetration which implies to be one of the most potential opportunities for the company Unilever to increase business sales volume as well as improvement in company revenue  (Vlados, 2019). For example, within the home care market aggressive selling operation has been maintained by Unilever simultaneously in the market region of Canada United States the company is also approaching aggressive marketing to capture customer attention. 
This strategic choice is identified to be fully connected with organisation  Global consumer demand preferences maintenance along with the Global sustainability footprint preservation process as well. A second is strategy product development as a strategic option acknowledged by Unilever to create a new version of company products within the personal care sector as a better way of obtaining competitive advantages within the consumer goods industry. With respect to the intensive growth strategy choice the company not only realised the differentiation generic strategy but also targeted product unique days maintenance with the help of innovation in technology strategy lead generation and sustainability production maintenance  (Vlados, 2019). Two of the major supporting strategy options for the company Unilever are market development and diversification. 
As a matter of diversification as a  strategic option of the company, a huge opportunity in the acquisition process through personal care businesses is identified to be beneficial for the organisation to attract target customers (Krasyuk, Yanenko, and Nazarova, 2020). This strategy is identified to be a strength in the overall Global outreach of the Unilever consumer goods industry through Trends of mergers and acquisition. As a method of market development Unilever is identified to be focusing on New Market entry or market segmentation processes by addressing potential customers such as infant care needs effectively. This type of strategy helps the organisation  to make a presence in the global market by developing products that are not available at that time in that market.
[bookmark: _Toc124499661]Step 3: strategic implementation 
[bookmark: _Toc124499662]organisation  structure 
According to multiple research studies, it has been identified that generally division-based organisation structure is established within the company Unilever which is divided into two major focus areas. The divisions are associated with personal care products and home care products. The key guy today's tricks associated with the company Unilever's overall organisation structure is associated with the productive Geographic division and corporate executive teams. In response to product type division, it has been identified that the major structural characteristics associated with the company depend on manufacturing distribution sales development management (Krasyuk, Yanenko, and Nazarova, 2020). The product type division is fatherly characterised by personal care home care refreshments and foods. Within the division of Corporate executive steam major characterization is associated with company Marketing Communication leadership business functions Management process and the major team included in this division are research and development human resource personal care refreshment supply chain free down legal marketing and communication food home care chief executive etc. Finally, the Geographic division is incorporated with the organisation's corporate structure Associated with business financial performance. Key measures associated with Geographic division are structured into Asia Middle East Russia Ukraine the Americas and Europe.
[bookmark: _Toc124499663]Resource planning 
Major resource planning operation associated with the company Unilever comes under human resource data and Idea generation for overall sustainable strategic visioning of the company to accomplish future planning as well as forecasting operation (Saura, 2021). With the help of the Learning and Development Plan, the organisation is identified to be committed to staff issue resolution, individual employee care, and satisfaction management creation effectively. To overall maintain organisational resource planning operations 4 major cultures have been acknowledged such as power culture, role culture, task culture, and personal culture. Orphan business resource planning is also dressed to be strategic planning of the organisation which is in the case of the company Unilever consists of internal environmental analysis to identify potential strengths and weaknesses of the business along with the implementation of growth strategies concerning company strategic choice differentiation effectively.
[bookmark: _Toc124499664]Management of  change 
There have been no such doubts that to progress on sustainability and sustainable operation in business there is a massive requirement of fundamental changes within business organisation structure attitude behaviour industry operation, as well as individual employees associated with the company, which must change accordingly to ensure successful change operation (Neeley and Leonardi, 2022). In this consideration, Unilever focused on 5 levers of change such as making it understood, making it easy, making it a habit, making it rewarding, and making it desirable. In response to this Framework for Change Management process used by the company Unilever, a huge increment in awareness and employee encouragement towards acceptance acknowledged to have them understand the change situation of going sustainable with its business operation. 
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Figure 2: change management of Unilever 
(Source: Neeley and Leonardi, 2022)
As a matter of establishing better confidence and convenience, an easy structure of change needs to be developed within the organisation to update the functionality within business operations convenience as well as the Customer Service Management process. The inclusion of payoff and proof demonstration to make it rewarding is another area that encourages individuals to go sustainable based on addressing the positive impact on the environment (Krasyuk, Yanenko, and Nazarova, 2020). After that, making it desirable comes with self and Society behaviour control with an aspirational change process within business operation by acknowledging simple practice of health hygiene and continuous hand washing sanitising effectively. The final lever for Change management used by the organisation  Unilever is to make it a habit through reminding and reinforcing to acknowledge continuous repetition of Sustainable behaviour across work operations every day with the help of program initiative sustainable activity marketing to make it memorable as well as engaging with individuals by addressing compliance associated with it.

[bookmark: _Toc124499665]Step 4: Strategic review
[bookmark: _Toc124499666]Performance management
Unilever takes the process of continuously measuring and evaluating the outcomes of the business and compares it with the outcomes of the organization (Day, 2020). Strong communication with the employees by the management and subordinates of all the departments is done frequently to know about the issue if any found in the business process and solve by implementing a strategy or quick steps taken by the management and higher authority of each department to solve the issues. 
[bookmark: _Toc124499667]Comparuing organisational performnace to objectives
The goal of the company is to double its business by taking various suitable steps.  The performance of Unilever is perfectly compatible with the objectives of the business (Leleux and van der Kaaij, 2019). A deforestation-free supply chain is initiated by Unilever that helps in securing the environment. In order to perform towards developing society thus small farmers are empowered by Unilever to work with the company which helps in developing the social and economical situation of the small farmers. The water stewardship program is also taken by Unilever to save fresh water and the entire business operation is trying to be done by using natural resources to reduce the environmental degradation that may cause through business operations. The company also aims to get net zero emissions by 2039 and the following steps help in achieving the goal of sustainability (Unilever, 2023). 
[bookmark: _Toc124499668]Taking corrective action
 The most essential and collective action taken by Unilever is identified to be a business sustainable operation with a higher margin of integrity, openness, and honesty about providing respect to human rights and also employee interest as well (Saura, 2021). To acknowledge sustainability within business operations, purposeful careers have been developed to maintain better resource planning as well as create an environmentally friendly workplace where every employee can feel engaged and positive enough to give higher effort on productivity for the organisation  Unilever.
[bookmark: _Toc124499669]Measuring outputs and outcomes
 To successfully measure output and outcome altogether five types of keep performance indicators have been acknowledged by the organisation  Unilever such as customer satisfaction profit margin customer retention rate revenue growth of the company and revenue Per client (Krasyuk, Yanenko, and Nazarova, 2020). With the help of this keep performance indicator as a Matric better goal outcome generation identified to be achieved by organisation  Unilever.
[bookmark: _Toc124499670]Social return on investments  
Despite the Awareness of social intervention intangible benefit for organisation the margin of social return on investment is extremely essential for the organisation  Unilever to acknowledge business monetary benefit. To successfully acknowledge the development intervention limitation faced by the organisation  Unilever, the approach of social return on investment is essential to measure the overall value generated by the organisation in response to social welfare initiatives (Neeley and Leonardi, 2022). It is identified to be credible for Unilever to monetize the organisation's environmental, social and financial outcomes which will deliver both intangible and tangible benefits to the company.
[bookmark: _Toc124499671]Conclusion 
 From the overall strategic analysis, it can be concluded that, as a matter of recent susceptibility, the organisation has already started using 100% renewable electricity grids globally. In addition to that organisation, Unilever has also approached agriculture raw materials as a method of progressing towards a sustainable resources management process.  In Association with Maslow's hierarchy of needs theory, it has been identified that motivation is one of the major psychological impacts that address consumer intention to avail Unilever products. Unilever focused on 5 levers of change such as making it understood, making it easy, making it a habit, making it rewarding, and making it desirable. In response to this Framework for Change Management process used by the company Unilever, a huge increment in awareness and employee encouragement towards acceptance acknowledged to have them understand the change situation of going sustainable with its business operation. As a matter of Porter's model of generic strategy, the organisation Unilever uses differentiation as a major strategic choice for business competitive advantage. 
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