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Executive Summary
The report has been focused on Unilever to disseminate the overall corporate strategies followed by the company. For this, the report has used VRIO, and Business Canvas Model to analyse the strategic positions of Unilever. This report covered sustainable strategic practice of Unilever to enhance its business operation and get competitive advantage in the market. Unilever has adopted “Renewable energy consumption target by 2030”, “Carbon footprint reduction within 2025”, “Unilever Sustainable Living Plan (USLP)” sustainability initiatives to develop its business practices along with engaging the global community. Additionally, being more sustainable along with adopting strategies and interventions, the chosen organisation has been able to attain more competitiveness. 
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[bookmark: _Toc174973955]Introduction
Strategic management is considered an effective business practice that helps companies develop, evaluate and implement strategies for further development. In this assignment, Unilever Plc, the leading multinational “fast-moving consumer goods company” is going to be chosen to understand its sustainability initiatives in terms of attaining competitive edge. The key purpose of this study is to evaluate the strategic interventions, adopted by Unilever to uphold its market position in the competitive market environment. 
[bookmark: _Toc174973956]Identification of the key business and corporate strategies of Unilever 
Utilise Porter's Generic Strategies to analyse how the company positions itself in the market
Cost leadership
Cost leadership drives toward lower pricing of products to retain its consumer segment and ensure business growth in the market. In that case, Unilever offers a 20% discount on its bulk purchase over the product segment for global consumers (Unilever-professional.com, 2024). This cost leadership tactics drive Unilever to increase its consumer relations and build a strong trust over global consumers in the market. 
Differentiation
Unilever applied differentiation through increasing its product segment and brands to target a wider consumer segment in the market. Unilever operates its product in five categories especially Beauty & Wellbeing; Personal Care; Home Care; Nutrition; and Ice Cream to target a wider consumer segment in the market (Unilever.com, 2023). In addition, diverse marketing channels and platforms like Facebook help Unilever to enhance its business operations and get competitive advantage. Hence, these differentiations drive this company to get comparative advantage and create strong brand values in the market. 
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Figure 1: Porter Generic strategies
(Source: Inspired by Azeem et al. 2021)
Cost-focus 
Unilever implements a cost focus strategy through technical integration and waste management practices in their supply chain and production operations. These strategic practices bring an opportunity for Unilever to invest in other business operations like marketing and advertising to enhance its market reach and strong brand reputations. 
Differentiation focus
Differentiation focus strategy in Unilever drives toward ensuring customer’s health, safety and security. This company highly maintains its product quality and focuses on fulfilling consumer changed needs in the market. Unilever’s R&D team ensures its products are hygienic that add value to consumers' lives (Unilever.com, 2023). Hence, this differentiation focus drives this organisation to get a comparative advantage in applying differentiation focus strategies in the market. 
Apply the Ansoff Matrix to illustrate the company's strategy directions
Market Penetration
Unilever applied market penetration as a primary intensive growth strategy to access its market reach. For instance, this company increased its product portfolio through increasing 400 brands to access its market share around 190 countries (Statista.com, 2024). In addition, Unilever uses aggressive marketing tactics to retain its brand positions and target global consumers toward maximising product sales. Hence, this corporate strategy helps Unilever to increase its market penetrations and build strong brand values in the international market.   
Product Development
Product development strategies drive business to fulfil the changing needs of consumers and maximise its sales volume in the market. Unilever uses “Cutting-edge R&D” for product development and improving product quality to fulfil the changing needs of consumers (Unilever.com, 2024). In addition, the integration of AI technology helps Unilever to measure its consumer review and feedback as a KPI for product development in the market. Therefore, product development strategy helps Unilever to get comparative advantage and retain a stable business growth in the market.
[image: ]
Figure 2: Ansoff Matrix
(Source: Inspired by Azeem et al. 2021)
Market Development
Market development drives businesses to introduce their existing product in the new market to increase business sustainability and growth. Azeem et al. (2021) have argued that market development in business helps to retain a wider market share and get a comparative advantage in the market. Unilever developed its growth action plan to expand the business network of Latin America, Turkey and Africa. This company is supposed to use cost-effective price strategy with discount offers to retain its new consumers over existing branded products in the new market.
Diversification
Unilever uses diversification as a supportive and sustainable business practice in the market. In the diversifications, Unilever has acquired premium biotech haircare brand K18 to improve its health-care and beauty products that increase its product portfolio in the UK market (Unilever.com, 2023). In addition, this company increased its product portfolio in beauty, nutrition, home-care and personal care to diversify against its competitors. 
Business model canvas: Unilever  
	Key Partners
· Distributors 
· Retailers
· Suppliers 
	Key Activities 
· Production
· Marketing 
· Sustainability initiatives
· R&D
	Value propositions
· Sustainable products
· Innovative products 
	Customer Relationships
· Promotional campaigns 
· Brand Awareness 
· After sales Services 
	Customer Segments 
· Mass marketing 
· Country and market segmentation

	
	Key Resources
· Diverse Product portfolio 
· Intellectual property
· Human Capital 
· Technologies
	
	Channels 
· Social Media 
· Mass Media
· Retail distributions 
	

	Cost Structure 
· Employee compensation 
· Production cost 
· Marketing expenses 
· R&D expenses 
· Taxes
	Revenue Stream
· Product Sales 
· Commission 
· Interoperate Investments


Table 1: Business Canvas Model 
(Source: Developed by Author)
Value Discipline Framework: Unilever 
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Figure 3: Value Discipline Model 
(Source: Inspired from Bella and Puckett, 2023)
Product Leadership 
Product leadership can be defined as the overall approach that a company adopts to improvise its product’s capabilities and specification to meet current day consumer perception. According to Navaia et al. (2023), product leadership can be useful for organisations in gaining better performance and market advantage. In the case of Unilever, the company has extensively used modern technologies and R&D practices to improve and induce sustainability standards in their product to enhance the quality and features. The company has showcased to focus mainly on sustainability development in the products for which the general products of the company attains higher quality. For this, the company has showcased strategic investments in R&D (Unilever.com, 2024). Hence, development of generic and high quality products by the company through simple yet effective production methods acts as a positive corporate strategy adopted by the company. 
Customer Intimacy
Customer intimacy can be further claimed as effective strategies adopted by companies in managing and creating inclusiveness in customer management. As commented by Fiiwe et al. (2023), attaining higher customer intimacy can be beneficial for companies in attaining better market growth and competitive advantage. In this regard, the “doing business with integrity” values and extensive customer services has helped the company to reach higher growth rates and better customer retention (Unilever.com, 2024). Furthermore, with their positive approach in keeping healthy relations with customers have made the company address and serve more than 3.4 billion people worldwide. Hence, the development of extensive customer management protocols as a part of their business strategy, Unilever has gained customer intimacy for higher business growth. 
Operational Excellence 
Unilever follows a proactive approach in their general operations that helps the company to create a clear and effective path of working. As commented by Antony et al. (2023), gaining operational excellence through corporate strategies can be beneficial in determining the overall future growth of a company. Additionally, Unilever’s approach in maintaining proper rewarding and training practice for the employees have helped the company in the creation of effective human capital who have established better operational agility for the company (Unilever.com, 2024). A clear and effective operation in the company has helped in the development of better functionality that has further gained Unilever a competitive advantage in the market. Hence, it can be understood that the development of operational excellence can help companies in securing better market positions. 
[bookmark: _Toc174973957]Identification of the resources and capabilities of Unilever and analysis of its capabilities in aligning its resources and capabilities to its current business/corporate strategies 
Application of the Value Chain Analysis for identify valuable resource allocations 
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Figure 4: Value Chain Analysis
(Source: Inspired by Strakova et al. 2021)
Analysis
The “Value Chain Model” is an essential framework that provides a clear idea regarding the capabilities and competencies of a company in managing their overall resources. As per the views of Strakova et al. (2021), value chain model helped to measure the internal and external business resource with identifying its valuable impact over business performance. Technical tools are effective value chains for Unilever regarding marketing analysis, product design, and consumer engagement measurement and strengthen firm infrastructure. For instance, Unilever used Life Cycle Assessment (LCA) and artificial intelligence (AI) based tech tools for systematic analysis of the potential environmental impacts over product or service through maintaining product life cycle (Unilever.com, 2023). This strategic value chain helps Unilever to get comparative advantage through fulfilling consumer needs and maximising sales volume. However, human capital, resources and diverse product portfolio are considered value chains for Unilever to retain its business sustainability in the market. Unilever highly believed that small steps in building human capital make a difference through a trickle-down effect impacting our suppliers, strengthening partnership and the larger ecosystem (Unilever.com, 2023). Hence, these value chains in Unilever help to enhance its business operations and handle market forces like consumer purchasing order or threat of competitors.
VRIO Analysis
[Referred to Appendix 1]
Analysis
The VRIO analysis is an effective analytical tool that helps in establishing proper understanding regarding the ability of a company in managing their resources to gain competitive advantages. As commented by Riyanto et al. (2024), a VRIO analysis helps in identifying the key resources that help a company to reach higher market growth and effective functionality in the overall market. In this case, the major resources that have helped Unilever in achieving higher growth are the “technological tools”, “diversified product portfolio” and “human capital”. Among these, the technological tools can be identified as a major advantage for the company in gaining overall advantage in the contemporary world. The company has showcased an overall investment of €949 million in the year 2023 on advancing their technologies in overall operations (Unilever.com, 2024). The company has further stated the inclination towards AI and other advanced technologies to gain better advantages in the market. Additionally, the company has initiated 20000+ technical ideas to stop other brands in imitating them (Unilever.com, 2024). Hence, it can be concluded that the company has effectively managed their technological resources for gaining advantages. 
The second most important resources that the brand has developed in the diverse portfolio that provides an all round cover to the sustainability vans longevity of the brand. Agustian et al. (2023) have opined that having a diverse product portfolio can be one of the key assets and resources that can help companies in attaining higher market growth and competitive advantages. In this case, Unilever has diversified their product portfolio into “personal care”, “beauty and wellbeing”, “home care” “nutrition” and many more segments to get an overall safety coverage in the market (Unilever.com, 2024). This unique resource of the company managed well by the company has provided a competitive advantage to the overall company’s agility and development. Moreover, the company currently operates with more than 128,000 people around the world who are extensively trained to meet the business criteria of the company (Unilever.com, 2024). The company has focused on developing their employed force through constant training and integration programmes. Hence, it can be concluded that Unilever has managed this resource extensively to gain competitive advantage and corporate excellence in the contemporary market. 
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Application of SAF model to access Unilever’s strategies
SAF Matrix 	Waste management strategies 	Product differentiations 	Strategic marketing operations 
Suitability 	7	6	8
Acceptability	8	7	9
Feasibility	9	7	8
Total 	24	20	25

Table 2: SAF Matrix
(Source: Developed by author)
Analysis 
SAF matrix is a strategic framework to identify optimal strategic options and to evaluate possible new strategic initiatives for resolving business challenges. Unilever primarily reduces its product wastage through implementing tackling manufacturing waste operations to reduce its plastic waste by 40% in 2028 (Unilever.com, 2024). These strategic initiatives can help this company to reduce operational cost and get competitive advantage against its rivals. Based on these reasons, the feasibility score of this strategy stands at 9 in the SAF matrix. However, product differentiations in Unilever also help to target a wider consumer segment and enhance its business sustainability in the UK market. For instance, around 30 Power Brands like Dove and Close-Up with 190 countries help Unilever to compete with emerging consumer goods companies and retain a strong consumer engagement (Unilever.com, 2021). Moreover, strategic marketing operations like digital marketing, billboard, AI-generated content marketing drive Unilever to retain its brand reputation and introduce its new products in the market. For instance, Unilever invests around 8.5 billion dollars in their marketing and advertising operations to get competitive advantage against its competitors in the UK. Hence, these strategic operations in SAF matrix help Unilever to handle market competitions and retain brand reputations in the UK.
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Unilever has adopted several sustainability and environment measures to increase its brand awareness along with engaging the global community in the highly competitive market environment. In the following section, sustainability and environment measures adopted by the Unilever Group are going to be discussed.
Renewable energy consumption target and Carbon footprint reduction within 2025
Unilever Plc is switching their energy consumption towards renewable sources. For example, on a global scale, approximately 86% of the overall electricity of Unilever is generated from renewable energy resources (Unilever.com, 2022). Furthermore, as per the “Climate Transition Action Plan”, Unilever targets to completely utilise renewable energy resources within 2030. Therefore, consideration of renewable energy resources can reduce its carbon footprint that can portray a positive brand image towards the global community. By reducing carbon footprint, Unilever can enhance its performance efficiency along with increasing employee engagement. Based on the “Climate Transition Action Plan” of Unilever, this organisation aims to reduce greenhouse gas emission from purchased upstream transport, “goods and services”, packaging and distribution (Unilever.com, 2024). Thus, by reducing carbon and other harmful element emission, the chosen organisation can develop its performance along with attaining more competitiveness.
[bookmark: _Toc174973960]Recommendations on sustainability practices for Unilever’s strategic direction in the future
Recommendation: Implement waste management operation to enhance business sustainability 
Poor business sustainably and operation are the cause of financial burden and also disrupted business operation in future. Based on the view of Tang et al. (2022), waste management practices help business organisations to enhance their sustainability practices and reduce operational cost. In that case, Unilever is highly recommended to implement waste management practices like refuse, reduce, reuse, repurpose, and recycle to reduce food wastage and excessive product manufacturing issues. This strategic approach can be applied through route optimization, real-time tracking, and reporting functionalities in the manufacturing department of Unilever to control product wastage issues. On the other hand, Abubakar et al. (2022) has argued that changing consumer needs and buying behaviour reduce the effectiveness of waste management practices. Hence, it has been reviewed that waste management practice can help Unilever to reduce its operational cost and enhance its business sustainability in the market.
[bookmark: _Toc174973961]Conclusion 
From the above discussion, it can be concluded that business sustainability and strategic management help business organisations to get competitive advantage and create strong brand values in the market. However, the increasing market competition and market inflation have negatively influenced its consumer engagement that reduced the sales volume of Unilever in the market. Hence, it has been reviewed that strategic business operation and business sustainability help Unilever to operate a productive work culture and enhance its business network across the global countries.
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	Resources 
	Valuable 
	Rare
	Imitable 
	Organised 
	Impact

	Technological tools 
	Yes 
	No
	No 
	Yes 
	Technological advantages 

	Diverse Product portfolio
	Yes 
	Yes
	Yes
	Yes 
	Market competitive Advantage 

	Human Capital 
	Yes 
	Yes
	Yes 
	Yes 
	Operational agility


(Source: Developed by Author)
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