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[bookmark: _Toc124361886]1.0 Introduction
During this study, the author will be initiating a study by taking into consideration a company which has its business operations in two separate countries. Thus, the author will be analyzing the background of the company to understand the current position of the company. Not only that but also the external environment of the company will be assessed in order to find out the current level of competition that the company has in terms of their rivals and also to find out the other counter parts of the macro environment of the company itself. Thus, the macro study of the environment will be focused on the two selected countries and the author will be explaining each and every environmental aspect whether it derives a favorable or an unfavorable impact on the company itself. The culture of the both the countries will be used in order to understand the potential affects on the consumer purchasing behavior and the effects of such be behavioral patterns. Thus, for the aforementioned purposes, the author of this study has selected the company Unilever which is a multinational company. In order to compare and contrast the respective concepts along with their factualization, the author will be using the grounds of Sri Lanka and United Kingdom which are two of the countries which the company is currently operating in. 
[bookmark: _Toc124361887]2.0 Background of the company
Unilever is a company which is considered to be one of the largest multinational companies in the world. Unilever is considered to be a British-Dutch multinational which has expertise over manufacturing and sale of fast moving consumer goods (FMCG) (LSE, 2022). There is a global coverage for the company and the company has been able to formulate a winning growth strategy because of the leverage of expertise in various functions within the organization (Unilever, 2022). Food condiments, cleaning agents, fashion and beauty products and personal care material are some of the product segments which Unilever manufactures and sells. The aforementioned product segments are widely sold in both the countries, Sri Lanka and United Kingdom as well. Currently, the company is listed in the London Stock Exchange which has given the company the upper hand to raise funds and then to expedite their expansion processes (LSE, 2022). The company has an annual gross profit around 58 billion US dollars and the company continues to grow with the industry trends which are available (LSE, 2022). 
[bookmark: _Toc124361888]3.0 Macro environment
Macro environment refers to the factors affecting a business which is prevailing in a set of sectors or in an industry. For example, the macro factors include the factors outside the business operation which will have an impact it (Gerard & Brujil, 2018).
[bookmark: _Toc124361889]3.1 Porters five forces
The porters five forces determine the applicable external forces for a company. Porters five forces can determine whether the business has a competitive edge or a competitive advantage over the other rival companies. A company which can combat the five forces have a better position in the market compared to a company which does not have the leverage over the five forces (Gerard & Brujil, 2018). 
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[bookmark: _Toc124361875]Figure 1: Porter's Five Forces Analysis
Source: (Tien, 2019)
3.1.1 Bargaining power of customers
The bargaining power of customers as a whole in both the countries are moderate to low and this is because Unilever is providing fast moving consumer goods for their clientele (Gerard & Brujil, 2018). But comparing the inner factors of Sri Lanka and UK, it can be said that the bargain power of customers is UK is higher than Sri Lanka and this is because of the availability of substitutes and due to the higher purchasing power of the people in UK compared with Sri Lanka (Sur & De Silva, 2018). 
3.1.2 Bargaining power of suppliers
Regardless of the country, the bargaining power of suppliers are low because the company being one of the largest multinational companies (Jayasinghe, 2021). From the perspective of the suppliers, Unilever is one of the biggest revenues generating clients and therefore Unilever will have the bargain over the price factors and the other factors of the suppliers (Sivakumar, 2021). For example, if a supplier doesn’t want to work with Unilever, Unilever has the ability to find another supplier easily which leaves them with a higher bargaining power (Reza, 2020). 
3.1.3 Threats from new entrants
The threats derived from new entrants are low because of the capitalized branding. Even though Unilever products are slightly expensive in Sri Lanka, most of the people who are in the higher to middle income categories tries to comprehend these products (Jayasinghe, 2021). Not only that but also in United Kingdom, Unilever is one of the brands which is capitalized in people’s minds. As they provide goods which are consumed in a daily basis, people would be preferring to buy products which are manufactured at a higher quality. As products of Unilever is reflective of such a quality (Reza, 2020). Considering the implication on the grounds of UK and Sri Lanka, the threats from new entrants are low although the implication on UK is slightly higher than Sri Lanka because relative quality of the products sold in the countries are different and UK has a better quality and a standard in terms of fast moving consumer goods consumption (Unilever, 2022). 
3.1.4 Threats from substitutes
The threats from substitutes are high in UK than in Sri Lanka. This is because, the fast moving consumer goods segment of UK is comparatively larger than the fast moving consumer goods market of Sri Lanka and the number of products which are present in the UK market is significantly higher than the market in Sri Lanka (Sivakumar, 2021). Therefore, when the market capacity is higher in UK, there is always a vast choice for the consumers. Thus, there would be a higher threat from substitutions in UK compared to the threats derived in Sri Lanka (Sivakumar, 2021). 
3.1.5 Existing rivalry
Facilitating the current market position of the fast-moving consumer goods segment in UK, it is evident that there is a massive competition in the market (Reza, 2020). Further reiterating, it can be said that the position that the clients are having is inseparable from these companies (Sivakumar, 2021). Fr example, companies such as Reckitt Benckiser, Nestle and other large multinational companies are competing hand to hand with Unilever. The existing rivalry in Sri Lanka is comparatively low compared with UK and that is because lesser number of businesses acting within the waters of Sri Lanka (Sur & De Silva, 2018). 
[bookmark: _Toc124361890]3.2 Social and cultural forces
The model of Hofstede will be used by the author of this study to elaborate on the counter parts of both the countries; Sri Lanka and United Kingdom. 
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[bookmark: _Toc124361876]Figure 2: Hofstede Model
Source: (Reza, 2020)
3.2.1 Power distance
The score of power distance for Sri Lanka is comparatively high and this elaborates that the people in Sri Lanka does accept the inequality in the power distance in the country. The power distance of UK is lower than Sri Lanka (Lingard , 2006). Thus, Unilever will have leverage in both the countries as their product categories are fast moving consumer goods. This is because, the products itself doe does not require a power distance factor to be consumed as these products are essential for daily use (Doubleday, 2004). 
3.2.2 Individualism vs collectivism
Sri Lanka can be considered as a country with higher collectivism than UK and it derives that the Unilever will have to engage in more third-party CSR activities in order to gain the market leverage compared with the actions in UK (Jayasinghe, 2021). This is because, as people are thinking about others in Sri Lanka, Unilever need to anchor themselves in the minds of the consumers as a brand which helps people. But in UK such measures are not compulsory to be undertaken in terms of the individualization and collectivism concepts (Lingard , 2006). 
3.2.3 Masculinity vs femininity
Considering the masculinity and the femininity concepts within the countries, Sri Lanka is more feminine as the culture is adapted to work to live (Reza, 2020). Thus, the culture of Sri Lanka is driven through equality and the quality in their working life. As people prefer free time, excess working hours are not preferred by the people. Unilever on the other should understand these implications and then provide the aforementioned requirements to their employees in UK and Sri Lanka (Unilever, 2022). 
3.2.4 Uncertainty avoidance
Both the countries are equally avoiding uncertainties. Thus, the product mix of Unilever is manufactured in a way in which it is definitive and also in a way in which the product mix is carried out without any uncertainties. Thus, Unilever provides products which are of higher quality to avoid any uncertainties considering the products (Sur & De Silva, 2018). 
[bookmark: _Toc124361891]3.2.5 Long term vs short term orientation 
The said cultural offerings of both the countries are moderate in terms of long-term orientation. Thus, Unilever will have no specified impact as they will be providing fast moving consumer goods to the people (Jayasinghe, 2021). 

3.2.6 Indulgence 
Sri Lanka has no to low level of indulgence unlike United Kingdom. This is primarily because of the fact that people in Sri Lanka does not have a firm position when it come self-satisfaction as it is driven by various factors (Clay, 2005). But most of the people in UK are tilted towards a satisfactory clause because of the fact that they tend to appreciate even the smaller thing they do. This does not have a direct implication on the products sold by Unilever (Boyle, 2005). 
[bookmark: _Toc124361892]4.0 SWOT Analysis
[bookmark: _Toc124361893]4.1 Strengths
Unilever is a multinational company and there are many strengths evident within the business and its operations (Doubleday, 2004). The company is consisting of a talented resource pool which has been able to guide other resources to obtain a competitive advantage within the market. Also on the other hand, the supply chain of Unilever is one of the most comprehensive supply chains which can be seen in a fast-moving consumer goods market segment (Lingard , 2006). Also on the other hand, the company has the leverage of tapping into markets with the exposure that they have. For example, the management of the company always tries to capitalize the Prescence in the market by product development and market developments (Sivakumar, 2021). Thus, the backbone for such is the internal strength and the competence which is mentioned in the aforementioned parties. The global footprint of the company which is achieved by the operation of 190 countries with brands which are mind recalling is one of the main internal strengths of the company itself. The investment risk of the company is well managed internally so that the stakeholders will have definitive returns from the company annually (Sur & De Silva, 2018). Further reiterating, then company has diversified investments in terms of the products although they are in the fast-moving consumer goods segments. For example, the supply chain of one product is completely different than the other products and therefore, the internal risk management procedures within the company are also a strength for Unilever (Sur & De Silva, 2018). Thus, the prices of Unilever can be flexibly controlled within a given window and this has allowed the company to internally control the prices so that the prices of the Unilever products can be sold appropriately in par with the competition or even below the competitor pricing models (Gerard & Brujil, 2018). Although this technique is primarily used in UK, this methodology of controlling the prices is used for a different purpose in Sri Lanka. Due to the current economic recession of Sri Lanka, there is a large amount of taxes imposed on the imported products and Unilever is one such multinational company which is being affected. Thus, the products of Unilever would have been less competitive if the company did not have the leverage over controlled the pretax price per unit (Lingard , 2006). Thus, Unilever is controlled the prices by even lowering the margins temporary to retain the market share in Sri Lanka. By the adjusted pricing mechanism, Unilever has been able to get down their prices after import taxes, so that the product portfolio of Unilever would not been to be highly expensive after the imposed taxes (Reza, 2020). The manufacturing facilities of the company allows Unilever to reduce the distribution and the transportation costs significantly (Jayasinghe, 2021). There are over 270 manufacturing locations, and this has allowed the company to be competitive in both Sri Lanka and United Kingdom. As discussed earlier, the fast-moving consumer goods market segment is highly active in both the countries and especially in UK, and therefore, Unilever has been able to cater the required demand effectively due to the just in time concept followed. Along with the concept, the company has intended to reduce the lead time during the manufacturing process, and this has allowed the company to manufacture and distribute at a higher rate (Clay, 2005). Not only that but also to cover the larger land extent area of United Kingdom, Unilever is using their 270 plus manufacturing sites. This is also one of the strengths as to how the company has been able to control the cost of the products by decreasing the distribution and the travelling costs in terms of both raw materials and final products. Last but not least, one of the crucial strengths of Unilever is the deliverance of a local flavor although the company is having an international branding (Tien, 2019). This is evident in the countries selected. This is because, considering the operations of Unilever in Sri Lanka, and UK, Sri Lanka is a country where it has an Asian culture and a separate set of cultural implications and so does the UK (Tien, 2019). Therefore, the product of Unilever is catering to both the countries by focusing on the locality and the internality of the countries. For example, it is evident that the people in Sri Lanka are highly price competitive and therefore, the products with higher pricing are not being sold mostly in Sri Lanka but is sold in UK. This ability to cater differently is an internal strength that the company has used to capitalize the Unilever brand in both the markets (Mostert, 2007). 
[bookmark: _Toc124361894]4.2 Weaknesses
One of the main weaknesses of Unilever is the ability of the consumers to replace its products with other substitutes in the market. This has allowed the company not to meet the required demand targets in each of the countries (Murphy, 2019). Although the pricing is partly adjusted in Sri Lanka, most of the people are in preferring the local brands due to the price difference between the products manufactured by Unilever and other local Sri Lankan brands. The substitution is high in UK, and therefore this leaves a backdrop for the company itself (Mostert, 2007). 
[bookmark: _Toc124361895]4.3 Opportunities
The company intends to innovate and therefore, they have committed themselves to large research and development activities in the market (Sivakumar, 2021). This is because, as Unilever is manufacturing fast moving consumer goods which are mostly identical in UK grounds and partly identical in Sri Lankan grounds, it is important that they engage in research and development to increase the product attributes continuously. The impact on this is different in both the countries (Murphy, 2019). Further elaborating, UK is a higher income categorized country and Sri Lanka can be considered as a middle income categorized country, thus, the impact of research and development which are done at the company level is well effective in the grounds of UK than in Sri Lanka (Jayasinghe, 2021). This is because, the management of Unilever states that, when the company is engaging in research and development to improve product attributes and to find new products, ultimately what happens is that the cost of the unit sold would be increased by the incurred research and development cost and even though there is a price escalation, it is negligeable at the UK level, but it will become a considerable price escalation at the Sri Lankan level (Bonanno , 2000). In terms of the supply chain and the value chain of the business itself, it can be said that Unilever has the competitive advantage when it comes to the pricing strategies internally as well. This is because Unilever has better leverage in terms of the supply chain than their competitors; Proctor and Gamble, Reckitt Benckiser, and Nestle (Lingard , 2006).
[bookmark: _Toc124361896]4.4 Threats 
One of the main threats for the company and its product portfolio is reflective of the product portfolio of UK (Reza, 2020). The products of Unilever which are in UK are in the matured stage of the product Lifecyle which will be elaborated in the next sections. Thus, the company will sooner or later will face a decline in the revenue generated by key products in UK (Murphy, 2019). 
The rivalry in UK and Sri Lanka can be also stated as main threats for the company if Unilever does not capitalize their resources to gain a competitive advantage by either differentiation or diversifying the products. 
[bookmark: _Toc124361897]5.0 Segmentation, targeting and positioning 
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[bookmark: _Toc124361877]Figure 3: STP of Unilever
Source: Author (2022)
The segmentation strategy of Unilever is different in both UK and Sri Lanka. In UK, Unilever targets the market participants who are in the middle to higher income segments. In Sri Lanka also, the company follows the same segmentation strategy, but additionally, the moderately lower income categories are also being targeted by the same time as well. Also on the other hand, the geographic segmentation of placing their products in UK and Sri Lanka is being supported by the psychographic segmentation strategies adopted by Unilever (Doubleday, 2004). Further elaborating, the company has been using a market participants point of view to figure out the opportunist measures in both the markets. Specially those who are within the age categories of 25 and above are being targeted by Unilever in both the countries (Murphy, 2019). This is because, the company is in a position that people who are above the of 30 are more susceptible to purchase fast moving consumer goods for their households. These segmentations are being targeted by Unilever constantly because the company is in the view that if the company capitalize and target these segments, they will be able to have a constant market share within. Also, in terms of the positioning strategy, it can be said that the company positions their products in the high quality and moderate to high price category (Wubs, 2008). 
[bookmark: _Toc124361898]6.0 4 Ps marketing strategy
[bookmark: _Toc124361899]6.1 Product
The products of Unilever are reflecting a higher quality and Unilever is naming products to make sure that the products do have a connection with the branding of Unilever as well. This is prominent in the goods sold in UK (Wubs, 2008). When it comes to Sri Lanka, Unilever follows the same strategy, but the products are tailored to fit the local context (Tien, 2019). For example, the materials and raw materials used in some of the products are included to make the consumption easier and comfortable. These different brand names in UK and Sri Lanka have made Unilever to sell their products easily for their captive market (Sur & De Silva, 2018). For example, some of the Unilever products in Sri Lanka are known by their name even though people do not have a position that the product is reflective of the branding of Unilever. Brand extension is one of the key product strategies followed by Unilever and this is more evident in UK than Sri Lanka (Reza, 2020). 
[bookmark: _Toc124361900]6.2 Pricing
The pricing strategy of Unilever is comparatively different in both the countries, and this is mainly because of the ability for the people to purchase goods. Considering the grounds of Sri Lanka, the purchasing power of the people is relatively low than UK and therefore, the pricing adopted is different (Munasinghe, 2019). But the pricing strategy adapted is different from brand to brand. For example, the product “dove” is priced at a premium level, and it is evident in both the markets. But in other instances, Unilever uses competitor pricing and penetration pricing. For example, the prices at which the products are sold in Sri Lanka is low compared to par products in Sri Lanka (Bandara, 2011). This is because, Unilever targets to have higher quantities and then to increase their revenue with it. But considering the implications of prices in UK, most of the products are priced at a pricing which is slightly higher to reflect the premium in the products. Thus, the exponential revenue growth is expected from the price not the quantity (Boyle, 2005). 
Not only that but also within the Sri Lankan context, Unilever was incorporating a lower price in the grounds of Sri Lanka when they entered Sri Lanka. This is because the company undercut the prices in order to achieve a larger market share (Nhi, 2019). As Unilever is a company which is a large multinational company, the company at that time also had the financial strength to bear up the losses which are generating at the gross profit level. Post achieving the market share in Sri Lanka the market prices were set in par with the consumers. But considering the grounds of UK, such undercutting of prices was not implemented as it will be a definitive unsuccess within the grounds of UK as the dynamics in UK is completely different than that of Sri Lanka (Laursen, 2016). 
[bookmark: _Toc124361901]6.3 Place
In terms of the distribution channels, Unilever uses direct distribution channels which are which uses retailers and supermarket chains to reach their customers. For example, Unilever has agreements with Tesco, and Saintsbury in United Kingdom and Unilever also has agreements with Keels, Spar and other supermarkets in Sri Lanka (Clay, 2005). These modern trade product distribution methods are being used by the company in order to reach their target markets (Doubleday, 2004). Apart from the foreminded channels, the company also uses intensive distribution channels in both the countries. For example, there are not selected outlets or places where Unilever products are sold but each and every retail store in both the countries can partner up with Unilever to sell their products (Tien, 2019). 
[bookmark: _Toc124361902]6.4 Market entry modes
A market entry mode is important for a company as it will define the characteristics of a certain company. Further reiterating, Unilever has established a wholly owned subsidiary to enter into Sri Lanka and this is because, the company believes that it is much easier for them to operate when the entire brand is under their control. But the manufacturing process in Sir Lanka is done by contract manufacturing. Thus, Unilever has selected contract manufacturers who have the right to manufacture the goods of Unilever and then the company labels the products and ells in the market itself. The methods of licensing, franchising, and joint ventures are not being used to penetrate into Sri Lanka but the aforementioned methods (Wubs, 2008). The main advantage of establishing a wholly owned subsidiary is the ability for the business to leverage its business across the country and the main disadvantage is that the company will be liable for higher tax rates (Boyle, 2005). 
[bookmark: _Toc124361903]6.5 Promotion
Specially in UK, Unilever uses promotional strategies by using billboards and other kiosks. Also in UK, social media is being extensive as the digital media penetration is high in UK. But considering Sri Lanka, advertising is used by means of television media. This is because, the digital penetration is comparatively low in rural areas of the country and therefore the promotional measure by television is effective (Boyle, 2005). Not only that but also sales promotions given by the company and this strategy is heavily seen in Sri Lanka than UK. Soap bars and other soap related products are sold in bundles as a promotional strategy as well (Sur & De Silva, 2018). 
A directional strategy helps a company to focus its path in a strategic direction whilst growing the generated revenue from the deliverables. 
[bookmark: _Toc124361904]7.0 Ansoff Matrix
The author has used the Ansoff matrix to analyze the potential market opportunities and the current position of the in relation to the products and the markets that the company is currently delivering to both UK and Sri Lanka (Bandara, 2011). 
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[bookmark: _Toc124361878]Figure 4: Ansoff Matrix
Source: (Gerard & Brujil, 2018)
The company currently is in the first segment of the Ansoff Matrix. This is strategy of market penetration has been the main contributor in terms of pertaining the current level of success of the company (Gerard & Brujil, 2018). Further elaborating, Unilever makes sure that the existing products of company is being marketed properly so that these products are constantly being penetrated into the market. Also on the other hand, Unilever makes sure that the products are penetrated well into the market in both Sri Lanka and UK. For example, products which are sold in UK are not sold to specific number of customers but is sold in the mass market through the modern trade and other segments (Sivakumar, 2021). Not only that but also this strategy of market penetration has been one of the most successful strategies in Sri Lanka because the company was able to achieve economies of scale within the country. But it is harder for a company to achieve economies of scale in UK because most of the top tier fast moving consumer goods manufactures are engaging in the operations in UK (Sivakumar, 2021). But considering the dynamics in Sri Lanka, most of the local companies which re engaged in the fast-moving consumer goods are having difficulties in conducting businesses at lower costs because of the lower technologies embedded within the manufacturing and production process. But Unilever on the other hand, has the required capacity, the required strength and also the required resources to lower the production costs in Sri Lanka, so that the products can be sold at a lower price (Sivakumar, 2021). 
In terms of product development, it can be said that Unilever has a separate team which is engaged in research and development activities. The research and development of Unilever is broadly carried out in UK and lesser consideration of research and development is given in Sri Lanka (Wubs, 2008). This is because, when new products are manufactured and tailored through research and development, the product cost would rise, and this might affect the economics within the context of Sri Lanka. Also on the other hand, there are two ways in which Unilever develops products (Bonanno , 2000). One such method is that the existing efficiencies of the existing products are improved so that the usage of such products are well tailored for the consumer needs or else the cost per product is significantly reduced. The second method is that Unilever comes up with newer products which are sold in the current market. These products are new products which were extensions for the previous products. Products which are developed to decrease costs are primarily developed to sell in Sri Lanka and other countries with lower per capita income and the products which have different and new attributes are manufactured to be sold within the grounds of UK (Boyle, 2005). 
Even though market development strategies are applicable to Unilever, the geographical market penetration will not be discussed within this study due to scope limitations. Diversification is one of the key strategies which has allowed Unilever to diversify the risks relating to a specific industry segment (Bonanno , 2000). Unilever has established other companies within the same group of companies to evade the unsystematic risk which is rising in the industry itself. An unrelated diversification is seen from Unilever special in UK. The business has diversified it operations by moving into cosmetics and other cosmetics related products by establishing a company named Tatcha. The company has not made any specified diversification in Sri Lanka either by concentric diversification or by unrelated diversification (Gerard & Brujil, 2018). 
Not only that but also Unilever is backward integrating their business operations to make sure that they have a good position in terms of the market itself. When the companies are backward integrated, the companies will be engaging in the initial stages of the supply chain to the latter stages of the supply chain. Thus, moving upward the stream will position a business to have an effect on the prices and on the cost elements. Backward integration for some of the product lines in the fast-moving consumer goods segment has allowed Unilever to capitalize themselves specially in UK (Jayasinghe, 2021). 
[bookmark: _Toc124361905]8.0 Product lifecycle
The product Lifecyle of the products which are manufactured by Unilever in both UK and Sri Lanka is highly positioned in both the countries. Considering the placement of the products in the lifecycle in each of the country, it can be said that the product of Unilever is in the maturity stage in UK and the product of Unilever is positioned in the growth stage in Sri Lanka (Boyle, 2005). This is because, Unilever products are well known among the UK community. Due to this, the company use extended use strategies for the products. Further elaborating, when the products are in the maturity stage of the product Lifecyle, the products will soon or later face the declining stage which will stagger the revenue derived or generated from such products. This is the reason as to why Unilever is engaging in extensive research and development activities for the product which are sold in UK because when the products are removed with additional attributes, the duration for which the products can persist within the grounds of UK would also be high (Doubleday, 2004). On the other hand, by embedding various attributes for the existing products, the penetration will also increase. Further explaining, when the existing products are improved constantly the customer preference would also increase and then there would be additional customers purchasing the products of Unilever (Gerard & Brujil, 2018). This will increase the penetration and will borrow more and more time for the products to sustain in UK. This can be also known as a flank attack because, the changes and the embedded products attributes will have an unexpected effect on the consumers. Thus, additional marketing strategies including promotional activities will be needed for the brand to penetrate into the consumers (Munasinghe, 2019). 
Considering the context of Sri Lanka, the products are still in a growth stage. Although the economic crisis in Sri Lanka has slowed down the growth of the products of Unilever this particular macro economic condition is common to all the companies within the industry itself (Jayasinghe, 2021). Within the grounds of Sri Lanka, Unilever uses a confrontation strategy to mitigate the rivalry and the negative effects of the rivalry arising from the competitors of Unilever (Tien, 2019). For example, the pricing strategy will be amended to look more affordable in the local market. Additional corporate socially responsible activities are conducted to improve the brand and product Prescence and also to win the minds and hearts of the consumers (Reza, 2020). A position defense strategy is also being used by Unilever in Sri Lanka. This is because, the products of Unilever have passed introduction stage in Sri Lanka and the company carries a significant brand reputation as of now. This position needs to be protected by the company by accompanying a strong brand perception throughout. This will help the company to gain what is lost and the company will also have a better position and a better brand equity in Sri Lanka (Nhi, 2019). 
[bookmark: _Toc124361906]9.0 Recommendations
Considering the market positioning of the company in Sri Lanka and UK, it was evident that the strengths of the companies surpass the internal weaknesses of the company due to the self-risk management framework of the company (Reza, 2020). This has allowed the company to use a Maximax strategy specially in Sri Lanka. Further elaborating with the economies of scales achieved by the company is a strength and this strength can be coupled up with the market driven factors and the company can use a Maximax strategy. Currently Unilever is not using a leapfrog strategy (Tien, 2019). A leapfrog strategy will allow a company to use the latest available technology in the markets and then to embed them into the business operations of the company. The aforementioned leapfrog strategy is applicable to the company because it enables the company to have a position and the inclusiveness of internal resources and competence within Unilever will allow the company to use the external opportunity collectively with the internal strength as well (Sur & De Silva, 2018). For Sri Lanka it is recommended that the company follows a maxi mini strategy by countering the threats of the rivalry and the pricing competition of the rivalry against the internal strength of ability to shift the prices whenever and wherever necessary. Also on the other hand, diversification should be a key consideration when it comes to the waters of Sri Lanka as well (Tien, 2019). This is because, Unilever currently does not engage in any diversification particularly for Sri Lanka. Diversification can be an option to be considered in Sri Lanka because of the current economic conditions in Sri Lanka. Even though there is an economic crisis, the investment will cost much lower due to the currency difference (Bonanno , 2000). Thus, the Unilever can diversify in Sri Lanka by above means. In the short run, there would be a maxi mini strategy where the company would have to use the parental support to establish its presence, but in the long terms, the odds derived from the macro-economic factors will turn in favor for the company and then the company can use the maxi max strategy (Bandara, 2011). 
[bookmark: _Toc124361907]10.0 Conclusion
Concluding the study, it can be said that Unilever is a company which is of a higher value and this value is derived from the internal competence and factoring of external opportunities. Unilever has gone a successful journey in Uk, and the company is yet to reveal its maximum potential in Sri Lanka. Currently the company is moving on a strategic path which has allowed them to market their presence in UK and also in Sri Lanka. It was seen that the management of Unilever has made decisions to capture most of the market opportunities and the management is still thriving the growth of the company to maximize the value of the company for all the stakeholders. Further to the aforementioned, it is evident that there are strategies yet to be utilized in both Sri Lanka and UK in order for the company to move towards the next step. Thus, the author of this study has also analyzed the business operations of Unilever in both Sri Lanka and UK in order to place value added strategies for the company which will determine the future and the outlook of the company. 
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