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                                                    Executive summary
The report critically analyses the strategic management approaches adopted by Unilever in the UK market. It sheds light on the company’s organisational context while highlighting how the strong brand portfolio and sustainability-focused business structure are supporting their growth. Further analysis identifies the strategic initiatives of the company that reacts to the dynamic external forces of inflation, sustainability pressures, and digital transformation. In this regard, innovative pricing, localisation and sustainability efforts are considered. Balanced Scorecard analysis demonstrates a balanced strategy between financial growth, customer-focused innovation, efficiency of operations and organisational learning. Nonetheless, this highlights that the long-term competitive advantage lies in the ability to balance trade-offs and the strategic focus on all performance dimensions. 
A keen focus on the Unilever CSR approaches was given to highlight how they are aligned with the long-term value creation and stakeholder expectations in markets like the UK. Diversification and differentiation have been identified as key strategic choices adopted by Unilever to ensure competitiveness. The report developed a SWOT framework to analyse the current strategic position and identify key strengths like brand equity and challenges like private-label competition, among others. The report also provided proper recommendations for affordability enhancements and sustainability management with enhancement of portfolio for ensuring strong competitive advantage. The reflective account through Kolb’s reflective cycle allowed to gain of understanding of the contribution from this complete report completion in personal and future contexts.
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Section 1: Report on critical analysis of strategic management practices
[bookmark: _Toc225826190]1. Organisational Context and Overview 
In the Fast-moving consumer goods (FMCG) market, the chosen company, Unilever, has started to gain major reputation and presences, especially in the UK region. In 1929, Margarine Unie and Lever Brothers came to a merger to establish Unilever (Unilever, 2026).  From the start of its business, the company has grown to become a major FMCG group operating in over 190 countries and developed a solid turnover of € 50.5 billion in 2025 (Unilever, 2026). The company has diversified its global organisational approach into four key 4 categories, including Beauty and Wellbeing, Personal care, home care, and food, as identified in Figure 1.  
Some of the most demanding portfolios of the brand includes well-known brands like Dove, Axe, and Hellmann’s, along with Ben and Jerry’s that have major market presence in the UK (Reza, 2020). The mission and key purpose of making sustainable living commonplace while supporting this purpose with their long-term focus on developing growth while reducing environmental impact and increasing positive social outcomes. The business model, being a multi-focused approach, can benefit from economies of scale for production, global distribution networks, and strong marketing. The company is operating in the highly competitive FMCG market of the UK with large competing retail forces like Tesco and Sainsbury (FU, 2024). 
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[bookmark: _heading=h.m2lm8ppbecaj][bookmark: _Toc225418922]Figure 1: Organisational model of Unilever
(Source: Based on the ideas obtained from Unilever, 2026)
The UK FMCG market is dominated by multinational companies like Procter & Gamble, and Nestle competing in various product categories, as highlighted in the below figure (Falcongallant, 2025). Unilever aims to maintain a strong market position through its diversified brand portfolio and commitment for sustainability, which has increased to become a source of competitive advantage. The company is, however, facing pressure from private-label brands rising in the UK supermarkets due to cost-of-living concerns. Revenue of Unilever was $63 billion in 2024, as compared to $103 billion of Nestle (Falcongallant, 2025) In terms of strategic positioning, Unilever has focused on a proper balance between premium branding and accessibility in the UK. It is emphasising the purpose-based branding through their Dove’s real beauty campaign, and aligning with changing consumer expectations in the UK market (Unilever, 2024). Furthermore, the company has developed a need for adapting to the external pressures like regulatory changes, inflation, and sustainability demands in the region. 
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[bookmark: _heading=h.l0y9ts3lzndd][bookmark: _Toc225418923]Figure 2: Revenues of FMCG companies in the UK (2024)
(Source: Falcongallant, 2025)
[bookmark: _Toc225826191]2. External and Internal Environment Analysis 
[bookmark: _Toc225826192]2.1 External factors (using PESTEL) impacting Unilever's strategic decisions
Unilever’s strategic choices are extremely susceptible to macro environmental dynamics and create forces for strategic transformation. By using the PESTEL framework, the external factors of the company are analysed below.

Political factor: This factor is strongly related with the global supply chain and sourcing aspect of Unilever, where regulatory volatility and trade policies are important influences in its global operations. Indicatively, emerging market’s protectionist policies and trade barriers after Brexit have raised costs of imports and the intricacies of supply chains even in its domestic market (Shopping, 2023). Such external pressure has compelled Unilever to implement a strategy of localisation in the global platform to enhance regional manufacturing and sourcing operations, rather than depending on cross-border logistics. However, as argued by Berendes et al., (2025), the strategic localisation raises operating expenses, resulting in a trade-off between efficiency and resilience that could eventually erode margin sustainability. Political issues in the European Union are a potential threat against Unilever’s operations that influence the brand in enhancing its price volume on some of its products in the UK market after Brexit notably Marmite and PG Tips by 10% (shopping, 2023). Although this enhances resilience, it increases the cost of operations.

Economic factor: Global inflation and currency fluctuations provide a direct effect on consumer buying power and cost base of the company that affect its pricing and product portfolio strategies as well as represents immediate strategic threat for the company. In order to maintain volume growth through premiumization and cost optimization, Unilever implemented price hikes of roughly 13.3% in 2023 due to rising global inflation, especially after COVID-19 (Unilever PLC, 2024). However, this has also made consumers more sensitive to pricing, and downgrading to private-label substitutes in the UK. This forced the corporation to increase the number of reasonably priced product lines in developing nations (Unilever PLC, 2024). Andrus (2024) argued that although this strategic approach balances both margin protection and market penetration, it can also compromise the premium brand lines due to the poor balance between affordability and premiumization.

Social factor: In the recent age, social factors have become a significant force, as consumers are becoming more ethical, eco-conscious, and health-conscious in their demands. This change has greatly shaped the brand strategy of the company, in which Unilever responded by the Sustainable Living Plan and Compass Strategy for the integration of sustainability into its operations (Unilever PLC, 2026). This has followed in its purposely led brands like Dove and Lifebuoy, which not only lead over the others but also contribute nearly 75% of its growth (Unilever PLC, 2024). However, the shift towards health-conscious and natural product bases not only influenced Unilever to reformulate offerings for further differentiation, but also made production more expensive and opened issues like green washing charges (Unilever PLC, 2024). Thus, sustainability needs to move from marketing narrative to quantifiable performance results.
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[bookmark: _heading=h.eojpqix8eq0x][bookmark: _Toc225418924]Figure 3: Purpose-led brands of Unilever
           (Source: Unilever PLC, 2024)
Technological: In the digitised age, the global FMCG market is changing due to technological advancement and adoption of e-commerce (Fareniuk, 2022). The emergence of online stores and performance-based marketing have been influencing the brand to make necessary advancement by investing constantly as well as putting pressure on profitability. Unilever has prioritised investing in Agentic AI, automation, and digital supply chains to create data-driven demand forecasting and direct-to-consumer (D2C) approach for better customer interaction. This enabled it to deliver €1.7 billion value (Unilever, 2025b). Contrarily, this is becoming more replicable, which limits its capacity to maintain a competitive edge and in the rapid pace it has created threats because it contributes to the pressure on profitability (Teng et al., 2026). 
Legal Factor: Legal aspects such as increased environmental laws and data protection laws have a large influence on the working practices like, EU plastic pack laws have pushed Unilever to repackage packaging and spend more on compliance. To adhere with this aspect, Unilever has pledged a given 100% recyclable, reusable or compostable plastics packaging by 2030 and 2035 (Unilever PLC, 2026). Although this enhances regulatory compliance and brand image, it raises short term costs and complexity of the supply chain.
Environmental factor: Climate change is a threat as well as a strategic force, as far as the environment is concerned. Sourcing and production are directly influenced by external forces like carbon emission targets and the shortage of resources. In this aspect, Unilever has responded with bold programs, such as a net-zero target by 2039 and deforestation-free supply chains (Cheng, 2021). 

[bookmark: _Toc225826193]2.2 Critical success factors and strategic challenges 

Success factors: According to AlTaweel and Al-Hawary (2021), the success of an organisation has relied on the correspondence between the organisational capabilities and the external factors in the global age. In the case of Unilever, brand equity, worldwide distribution channels, product quality along with the sustained innovation towards eco-friendly products are key strengths of Unilever (Unilever PLC, 2024). However, their efficacy is becoming more conditional rather than absolute. Further, Unilever generates huge revenue from its effective global operation as one of the leading UK-based organization. Therefore, in 2024, the revue regarding personal care generated approximately €13.6 billion (Statista, 2025). However, its diverse markets operation through localising strategy and change pricing mechanisms makes it resilient to volatile economic climates. On the other hand, in the current UK cost-of-living crisis, this advantage is being undermined as consumers prefer value over brand loyalty in which effective balance between the pricing adaptability and portfolio diversification is the prime target of organisations like Unilever (Smith and Goodman, 2023). 
Besides, Unilever needs to emphasize the enhancement of data-driven decision-making capacity in order to be more strategically responsive to the UK market. The growing access of consumer data brought about by the digital medium presents a great opportunity to the company as it will be able to better comprehend evolving customer tastes and buying behaviour. Investing in advanced analytics, artificial intelligence and predictive modelling, Unilever will be able to streamline product development, pricing approaches, and promotional actions (Cheng, 2021). This would enable it to react better to the market changes, especially in a highly competitive and price sensitive market such as the UK FMCG industry.
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[bookmark: _heading=h.syczexs7k1ff][bookmark: _Toc225418925]Figure 4: Unilever Revenue from personal care
           (Source: Unilever PLC, 2024)
Expanding partnership with local retailers can improve the position on the market. Strategic collaboration with key retailers like Tesco and Sainsbury can allow additional shelf placement, joint marketing, and better coordination of supply chain. This is capable of creating a higher visibility and availability of products that are essential in sustaining a competitive edge over the private-label brands. The other significant area of interest would be sustainability communication and transparency (Cheng, 2021). Figure 4 revealed that Unilever has witnessed a turnover of €60.8 billion in 2024, with a global reach in 190 countries (Unilever PLC, 2024). Although Unilever has achieved considerable success in the sustainability actions, actions in a transparent and consistent way are essential to prevent scepticism or the green washing accusations. It is possible to gain trust of consumers and stakeholders with the help of transparent reporting and measurable outcomes. Altogether, incorporating digital competencies, deepening partner relations, and increasing transparency, Unilever may reaffirm its positioning strategy and guarantee sustainable development of the UK market in the long-term.
Strategic challenges: Nonetheless, serious strategic issues also affect the brand regardless of its worldwide success. In addition, the market share is under pressure due to the emergence of intensified competition by other firms like Procter and Gamble and Nestle (Statista, 2025). Furthermore, the rising cost of raw materials and supply chain interruptions due to the global uncertainty are thus long-term threats to the brand. However, evolving regulatory aspects regarding sustainability issues and shifting consumer preferences require relentless innovation have put pressure regarding compliance costs. 

[bookmark: _Toc225826194]2.3 Unilever’s internal environment
Key resources: The internal environment of an organisation is developing its ability to sustain competitive advantage through its quality and further innovations. Regarding the key resource aspect, the firm's physical asset base includes a global supply chain comprising 190+ countries, high recognition and a large manufacturing network needs to be considered which helps in facilitating economies of scale. Within the global FMCG sector, the strong brand portfolio (Dove, Knorr) of Unilever is another key resource which increases customer loyalty and price power (Statista, 2025). 
Capabilities: Nevertheless, despite the fact that global sourcing poses a risk to the firm in terms of disruption in supply and surge in costs, its high-level R&D and digital transformation enables it to innovate and make rapid data-driven decisions (Unilever PLC, 2026).
Core competencies: This aspect of the brand relies on its integration of localisation strategy, adherence to sustainability approach, and distribution efficiency in the domestic as well as global platform. This aspect helps Unilever to differentiate its product portfolio and create long-term values through balancing between ethical initiatives and profitability.
[bookmark: _Toc225826195]2.4 VRIO (Value, Rarity, Imitability, Organisation) analysis
	Resource or capabilities
	Valuable?
	Rare?
	Imitable?
	Organised?
	Competitive usage

	High brand recognition
	Yes
	Yes
	Difficult to imitate
	Yes
	Maintain the competitive advantage

	Product quality and innovation 
	Yes
	Moderate
	Moderate
	Yes
	Provide competitive parity

	Global supply chain and regional logistics network
	Yes
	moderate
	It will be very costly
	yes
	Temporary competitive advantage

	Digital transformation capabilities
	Yes
	No
	Easy to replicated
	Yes
	Temporary competitive advantage

	Sustainability development
	Yes
	Yes
	Difficult to imitate
	yes
	Increase demand and sustained advantages


Table 1: VRIO framework
(Source: created by author)
[bookmark: _Toc225826196]2.5 Internal strengths contribute to competitive advantage
Strategic transformation is one of the core strengths of Unilever, in which it accelerated volume growth and gross margin expansion for reinvestment in order to deliver the value creation plan (Unilever PLC, 2025). Another powerful internal strength are its diversified brand portfolio, the global orientation, and sustainability-based strategy that enhances competitive advantage. Furthermore, investment about €1 billion annually on research and development (R&D), less-compromising in its production and high demand products allows Unilever to maintain the premium rates and customer loyalty, which reinforces market positioning (Unilever PLC, 2026). However, as defined by Hong (2025), Unilever has a global supply chain that improves cost effectiveness and its sustainability initiatives which is consistent with changing consumer demands and regulatory requirements in the long term. 

[bookmark: _Toc225826197]3. CSR and Sustainability objectives 
The Corporate social responsibility (CSR) strategy is highly focused on its business model, in contrast to operating as a simple activity. According to Dang Khanh (2024), Unilever’s approach is mainly supported through its Unilever Sustainable Living Plan (USLP) and the evolution of it into Compass Strategy which is considering sustainability in their growth strategy. This can be potentially aligned with the Triple Bottom Line framework which is focused on economic, environmental and social performance (Nogueira et al., 2025).
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[bookmark: _heading=h.yjfqkux28spz][bookmark: _Toc225418926]Figure 5: Triple bottom line framework
          (Source: Stedman, 2024)
From the environmental perspective, Unilever has committed to ambitious targets like gaining net-zero emissions in its value chain by 2039 and reducing virgin plastic use (Unilever, 2026). In the UK, this is shedding light on initiatives like recyclable packaging and partnerships with retailers in relation to promoting circular economy practices. These allow for not only addressing regulatory and societal pressures but also allow for enhancing their reputation among environmentally conscious consumers. From a social perspective, the CSR approach is focused on improving health and well-being, enhancing livelihoods, and promotion of equity.  For example, their hygiene education program through Lifebuoy has highlighted how their social impact approach is considered in brand identity (Unilever, 2026). In the UK, the Fairtrade income increased to £13 million or nearly €15 million, showing rising priorities of ethical shopping among consumers (Butler, 2024). Thus, these initiatives can enhance consumer loyalty in the long term.
In an economic context, Unilever is linking sustainability with their long-term value focus. The company also reported how their sustainable living brands have often outperformed their regular brands, showing that CSR is ethically driven and commercially beneficial for their strategies (Unilever, 2020). However, it is important for them to consider the implementation of these initiatives and manage them. For example, the cost of managing the sustainability initiatives can develop pressure on short-term financial performances, especially considering the competitive nature of the UK retail environment. Yet, the strong strategic alignment of the CSR approach is well-aligned with the wider organisational objective and industry aspects. Through considering sustainability in innovation, marketing and operations, the company potentially can enhance its competitive positioning while addressing stakeholder expectations. In the UK market, these aspects of CSR approaches are providing greater opportunity for differentiation.

[bookmark: _Toc225826198]4. Comprehensive and holistic view of the organisation: Balanced Scorecard analysis
[bookmark: _Toc225826199]4.1 Financial Perspective
Sustainable revenue growth and margin expansion is one of the primary financial goals of Unilever that aligns with the ‘Compass Strategy’. in this aspect, the research of Dekimpe and van Heerde, (2023) argued that instead of depending only on price-led growth, an inflation-sensitive UK FMCG market must strike a balance between volume growth and margin protection. For instance, its turnover rate in 2023 needs to be considered which was reported to be around €59.6 billion in which strategic pricing plays an important role to increase the underlying sales by 7% (Unilever PLC, 2024). This aspect is indicating a structural risk of demand contraction due to consumer down trading. Underlying sales growth, operating margin and return on invested capital (ROIC) are key performance indicators (KPIs) which emphasises long-term value creation and encourages compounding reinvestment. Targets in this perspective often include managing sustainable profit levels and enhanced cost efficiency, in which mid-single-digits and enhanced operating margins are influenced by the positive pricing aspects. To ensure long-term value generation, key KPIs include operating margin, return on invested capital (ROIC), and underlying sales growth in the UK market (BONTEMPI, 2024). However, to achieve the objectives, the company leveraged premiumisation, cost reduction programmes and reshaping approach of the structured portfolios, including selling nonperforming brands.
[bookmark: _Toc225826200]4.2 Customer Perspective
The core objective of the brand is to increase customer satisfaction, brand loyalty, and market penetration by maintaining its huge customer base. In this aspect, KPIs include brand equity scores, market share and customer retention rates. As one of the purpose-led brands, Unilever’s prevention, detention and response approach plays a significant role and brought almost three-quarters of its growth which is mainly characterised by price sensitivity and reduced brand switching costs (Unilever, 2025b). According to the social-first marketing aspect of the brand, the main target is increasing penetration in the new markets along with enhancing its digital capability for further success. However, sustainable product innovation and expansion of e-commerce recognised as the core initiatives in achieving double-digit growth through digital channels. As argued by Minh and Hue, (2025) maintaining premium brand impression while providing less expensive alternatives, however, presents the most strategic challenge because misalignment could result in weakened differentiation and brand dilution.
[bookmark: _Toc225826201]4.3 Internal Business Processes Perspective
This viewpoint focuses on operational efficacy and efficiency for methods to deliver value to customers, in which Unilever focuses on maximising the operational effectiveness and supply chain resiliency to achieving sustainability targets. This aspect is reflecting a shift from efficiency-only models to resilience-driven operational excellence. In this aspect, the main goal is to maximise cost effectiveness without sacrificing sustainability commitments, which are now essential to brand positioning and regulatory compliance (Hong, 2025). Relevant KPIs in this perspective include the efficiency of production, digital transformation and maintaining a lean and agile supply chain to ensure sustainable sourcing. However, by enhancing long-term resilience it also increase short-term operational costs for the company. Therefore, through the transformation of the digital supply chain, reduction of plastic waste and sustainability in sourcing, the organisation reduced environmental impact across operations in achieving its net-zero emission goal that also delivered roughly €670 million in savings by the end of 2025 (Unilever PLC, 2026).  4.4 Learning and Growth Perspective
[bookmark: _Toc225826202]4.4 Learning and Growth Perspective
This perspective of the analysis is focused towards the development of organisational skills, innovation and internal capabilities for further progress which can be recognised as the strong alignment with the human capital with sustainability-driven strategy (Massingham et al., 2019). Therefore, the KPIs in this perspective include the development of innovation rate, employee engagement and investment for R&D development in accordance with the social-first demand generation. As stated by Shcherbatyuk, (2025) these aspects are capable of fostering the innovation-driven workforce that can respond rapidly to evolving consumer and market demands. Thus, the company utilises ‘UniVoice’ surveys that ensure right actions for the future (Unilever PLC, 2023). To cope with the high competition, core targets are correlated with developing a digitally qualified workforce and the culture of constant innovation through ethical initiatives like leadership development programs, diversity and inclusion and digital up gradation in which effective training and investment supports the rapid adaption of changes. 
[bookmark: _Toc225826203]5. Strategic Choices and Implementation 
At the business level, Unilever is focused on utilising a differentiation strategy. This can be identified via their focus on brand identity, product innovation, and purpose-based marketing which is being updated to meet new strategies (Unilever, 2025). Various brands like Dove and Ben & Jerry’s are positioned based on the emotional and ethical appeal which allows the company to develop premium pricing in the UK market. Although the price sensitivity among the UK consumers, especially for the cost-of-living crisis identified, Unilever needs to also consider cost efficiency. It is considering this approach through supply chain optimisation and production efficiency through digital technologies like AI (Unilever, 2025). This highlights a hybrid strategy, for balancing differentiation with selective cost control measures. On the other hand, Modreanu et al., (2022) highlighted how at the corporate level, Unilever is more focused on related diversification, with operations in food, home care, personal care, beauty & wellbeing and other categories. This allows them to reduce risks and allow them to use the shared capabilities for distribution, branding and research & development. The company has also highlighted approaches for portfolio management as they are focusing on higher-growth potential segments and shifting from underperforming brands, potentially for higher profit margin management (Unilever, 2026). In terms of international expansion, Unilever is already a highly globalised company. Although it is focused on higher localisation in their globalisation approaches (Unileversolutions, 2023). Customising products and marketing campaigns based on local consumer needs while gaining benefits from their global scale and efficiency.
In terms of in-depth evaluation, the most crucial and beneficial strategic direction for Unilever can be to enhance its differentiation strategy while managing operational efficiency. Competition on cost in the UK FMCG sector can result in facing higher competition from private-label brands, which are growing in the region due to their cost advantages (Searle and Remer, 2020). Thus, ensuring brand value through innovation, sustainability, and quality is more aligned with the key competencies. Furthermore, at the corporate level, continuous strategic focus and selective diversification in high-growth areas like plant-based foods can also be crucial for better margins.
In terms of implementation, Unilever has gone through major organisational changes in recent times, like restructuring in five business groups in 2022 and simplification of the operating model (Unilever, 2022). These changes were designed in relation to increasing agility and enhancing accountability at all levels. While these transformations are highlighting the strategic approach, the execution has been mixed, as the company recently again changed their organisational model and made it to 4 key business categories. The restructuring has allowed for better decision-making speed and clarified the strategic priorities, while frequent changes can develop internal disputes and uncertainties, hindering execution quality and morale of employees. Unilever also failed on an acquisition deal worth nearly £50 billion or €57.9 billion of GSK health division in 2022, highlighting issues in strategic decision-making and stakeholder management (pharmaceutical-technology, 2022). Unilever has shown capability for managing changes in various factors of the company, yet there are still gaps for effective implementation of these strategies.
[bookmark: _Toc225826204]6. Strategic Evaluation and Recommendations 
[bookmark: _Toc225826205]6.1 SWOT analysis
	Strengths
	Weaknesses

	· Effective brand portfolio and better presence through consumer recognition (Reza, 2020).
· Extensive level of distribution network and strong relationships.
· Economies of scale in production, R&D and marketing.
· The diversified product categories that reduce dependency on a single product line (Jahan, 2024).
· Leadership in sustainable and purpose-focused branding (Gutterman, 2025).
	· High exposure in UK FMCG price-sensitive consumers.
· Potential gaps in sustainability claims and actual impact on the environment.
· Rising costs of raw materials and logistics, developing pressure on consumer goods (Partridge, 2026).
· Potential complexities for managing a diverse portfolio.

			Opportunities
	Threats

	· Rising demand for sustainable products and ethical alignment among brands in the UK region (sustainableweddingalliance, 2023).
· Expansion for premium and health-conscious products.
· Portfolio optimisation through considering higher performing brands.
	· Rising competition from multinational companies like Procter & Gamble (Prado Perez, 2020).
· The rising threats from UK-based private label brands for the cost-of-living crisis.
· Rising UK government policies for plastic usage reduction or microbeads use in personal care products (packaging gateway, 2023).
· Changes in the global supply chain can also affect cost structure.


Table 2: SWOT analysis
(Source: created by author)
The current strategy of Unilever is based on their brand-focused growth, sustainability integration, and portfolio management. The brand has increased focus on power brands, which is showing alignment to Resource-based view (RBV) as the resources of the brand, like higher performing segments, can develop a better competitive advantage of a strong market position in the long term (Kero and Bogale, 2023). Based on the SWOT analysis, it can be said that the strengths like brand equity and sustainability leadership are key support pillars for their competitive advantage, especially in the UK. The capabilities are valuable and difficult for replicating, especially due to their large distribution network. Although, there can be barriers like cost pressure and portfolio complexities, which can hinder agility and adaptability in diverse markets. Opportunities like in sustainability are well-aligned with Unilever existing strategies, yet balancing premium and purpose-driven products with adorability in the UK market can develop pressures.
[bookmark: _Toc225826206]6.2 Recommendations
Based on the above analysis of the company and its position, there can be diverse approaches that they can consider for future growth.
· The company can focus on making sustainable products more price-affordable, especially in the UK market in which consumers are price-sensitive. This is well-aligned with Porter’s differentiation strategy which showcases how a company can differentiate itself in an industry through premium-pricing (Islami et al., 2020). Through reforming products and enhancing the supply chain, Unilever can reduce costs and maintain sustainability considerations. This is addressing the identified threat of rising private-label competition and price sensitivity in the UK. It is feasible due to economies of scale and existing localisation approaches of Unilever. The potential outcome can be enhanced market share gaining while ensuring long-term brand loyalty. 
· The company should also focus on enhancing supply chain resilience and cost efficiency. With consideration of constant supply chain disruptions, Unilever can focus on supply chain resilience development through diversification of suppliers and increase their existing localisation approaches (Vuocolo, 2026). This is aligned with political and economic challenges identified, especially Brexit- issues and inflationary pressures. The implementation feasibility is also beneficial due to global reach of Unilever, yet it includes potential risks like increased operational complexities and higher investments. 
· Unilever can focus on enhancing the digital and direct-to consumer capabilities. While there are major investments in e-commerce, Unilever can also expand into DTC channels for improvement in customer relationships and increase profit margins. This recommendation is related to the technological opportunities identified, like the rise of digital platforms and data analytics. It is also feasible due to existing digital investment by the company, but potential risks like conflict with traditional retailers can also be developed. Closer relations with the consumers can result in better data-driven decision-making and responsiveness for the market (Rainy et al., 2024). For example, companies like Nike have been effectively utilising the DTC model that contributed to over 40% of their revenue in 2023 (Renascence, 2024).
· Unilever should also focus on continuous portfolio simplification. It needs to continue its focus on divesting the categories that are not performing well, leading to reduced complexities and enhanced strategic focus. This can be supported through Ansoff Matrix’s product development, via developing new products for the existing market, as Unilever can invest in high-growth potential categories like plant-based foods for better market grip (Ferreira and de Sá, 2024). This directly address internal weakness for operational complexities and strategic transformation goals of the company. The divestment strategy can potentially develop risks of short-term revenue loss, yet also can contribute to long-term enhancement of efficiency and also allow for reallocating capital to new segments for betterment.


[bookmark: _Toc225826207]Section 2: Reflection
The reflective account in this process is focused on the analysis of how I researched, analysed and prepared my strategic management study on Unilever (Wijnen-Meijer et al., 2022).
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[bookmark: _heading=h.uhfw8324w9rh][bookmark: _Toc225418927]Figure 6: Kolb’s reflective learning cycle
          (Source: Schieber, 2020)
Concrete experience
This assignment has allowed me to develop various and vast understandings of my capabilities while getting introduced to new international strategic concepts. As the assignment started, the primary task was to select the most appropriate organisation and define the scope of analysis. I chose Unilever due to its major presence in the global FMCG industry with over 190 countries of presence (Unilever, 2026). The research was mainly done through gathering various information from a wide range of sources like Unilever annual reports, official websites, and credible business datasets. I focused on gaining most relevant and recent information, especially for the strategic and CSR commitments of the brand and how they are positioned in the UK. One of the key issues was managing all the large datasets for considering what the most relevant and appropriate set of information for this assignment is. Furthermore, I have utilised frameworks like SWOT, which allowed me to develop a more detailed understanding. I also ensured that my discussion is critical and not only just descriptive. Based on all guidelines of this assignment, I ensured to consider careful planning while linking theories to real-world aspects. Although, I understood that in initial approaches I lacked proper understanding of research focus, which led to collecting more information without proper analytical direction. This made the initial stages less focused. I should have thus developed a clear research focus before collecting data to enhance the depth of analysis. 
Reflective observations	
In this stage, I will consider that during this whole journey of the assignment, I only ensured to utilise all authentic and reliable sources. Through focusing on company reports and considering strategic concepts, I was able to manage a proper level of academic credibility in the complete assignment. Although I faced some issues while balancing theory and its application. I often relied majorly on descriptive data for Unilever and reduced critical analysis. For example, while discussing the sustainability of the company, I had to shift from generalised analysis towards a detailed overview of company approaches like their USLP and compass strategy of the company (Dang Khanh, 2024). I have faced issues in ensuring proper structure and flow among sections as the assignment was divided in various parts, all collaboratively showing strategic decisions of the company. I was careful for how I can place each set of ideas in all of these sections while not becoming more repetitive. Finally, time management was also a crucial factor, which I managed through breaking the complete assignment into small tasks. I realised how the analysis took significant time as it was complexly supported through real evidence and study findings. I should have enhanced my critical analysis more through consideration of academic perspectives, as these limitations hindered my research’s depth in particular areas. 
Abstract conceptualisation
Through this process, I developed a greater understanding of how the strategic management theories can be utilised in real-world company situations. For example, the use of SWOT analysis helped me to understand how aspects like internal strengths, such as the brand portfolio of Unilever, can be highly supportive for companies to maintain competitiveness in markets like the UK and even at the global level (Reza, 2020). The assignment allowed me to compare various markets and their competitors which can impact the operations of other countries, like how Procter & Gamble can influence the presence of Unilever in the UK market. I also gained a detailed understanding of how various theoretical concepts, like Porter’s differentiation strategies and resource-based views, are not separately applied in the business context.  Companies like Unilever can collaborate on these strategic approaches properly. For example, their sustainability is not only a CSR approach but also a potential method of differentiating itself from others. However, in future similar studies, I aim to focus on theoretical and model application in a critical perspective and analyse their relevance in various business contexts. I understood the crucially of critical thinking in these types of assignments for identifying the potential gaps in strategy and implementations.
Active experimentation
There are a lot of areas that I will need to work on for future similar type of works. In this, the development of a structured research plan will be most crucial for ensuring the logical flow of the analysis. This will ensure the process is more efficient and reduce the chances of potential unclear aspects. I will also focus on considering theory more naturally in my analysis from the start of these assignments. This is a crucial step for ensuring all the research is analytical and not just descriptive. I will also aim to enhance my capability for better contrasting of information. I will consider more industry reports, academic articles, and other authentic external sources to solidify the depth of understanding. The writing style for this type of assignment is also crucial to understand, as I will need to work more on my writing skill to enhance my analytical approach. In future I also aim to provide more time for critical analysis in contrast to just researching and writing. 
Through the use of Kolb’s reflective cycles, I was able to reflect on my learning more structurally and identify what has been good and which areas need more improvement. I have been able to critically analyse how Unilever’s strategies are being applied in global and market-specific contexts. I was also able to develop a deeper understanding of my own approach for research and analysis while critically analysing in which areas I need to enhance. Although there were challenges in terms of balancing theory and application, the process supported me to develop new skills like structured analysis and enhance my existing ones, like critical thinking and academic writing. 
[bookmark: _Toc225826208]
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