Q1 External Environment / Five Forces；Competitive Rivalry; Threat of Substitutes; Buyer Power; Supplier Power; Threat of New Entrants   Five Forces = rivalry, entrants, substitutes, supplier/buyer power → analyse competition + profitability. U: P&G/Nestlé rivalry, ESG pressure, changing consumer prefs, sustainable demand. + supports strategic decisions + identifies threats/opps. - static, oversimplifies modern markets. Phrases: “This suggests…”, “As a result…”, “strengthens market position”, “improves competitiveness”, “however…”, “limitation…”.
Q2 Internal Capabilities / RBV-VRIO；Valuable; Rare; Inimitable; Organised
RBV = internal resources create CA. VRIO = valuable, rare, inimitable, organised. U resources: global brands, ESG reputation, supply chain, innovation, marketing capability. + sustainable CA + customer loyalty + market share. - ignores external environment, resources ≠ guaranteed success. Phrases: “valuable resources”, “difficult to imitate”, “supports long-term growth”, “strengthens competitive advantage”, “however…”.
Q3 Customer Value / Marketing
4Ps = product, price, place, promotion. Customer value = trust, ethical consumption, quality, emotional connection. U: Dove campaigns, Ben & Jerry’s, sustainable branding, ethical positioning. + differentiation + loyalty + reputation. - high costs, changing consumer preferences. Phrases: “creates customer value”, “strengthens brand loyalty”, “responds to consumer expectations”, “ethical branding”, “emotional engagement”.
Q4 Sustainability / Stakeholders
Stakeholder Theory = beyond shareholders, wider stakeholder interests, long-term value. U: ESG, ethical sourcing, net zero, plastic reduction, sustainability strategy. + trust + legitimacy + long-term performance. - stakeholder conflict, short-term costs. Phrases: “aligns w/ stakeholder expectations”, “improves organisational reputation”, “balances profitability + responsibility”, “however…”, “difficult to balance interests”.
Universal Analysis / Evaluation
“This is significant because…”, “Consequently…”, “Therefore…”, “This may lead to…”, “Despite these benefits…”, “A major strength is…”, “One limitation is…”, “should not be used in isolation”, “rapidly changing environment”, “long-term competitiveness”, “sustainability increasingly important”.
Essay Flow
Intro → explain theory → apply to Unilever → analyse impact → evaluate strengths/limits → conclusion.
Intro / Conclusion Triggers
“strategic decision-making”, “external/internal factors”, “long-term success”, “critically evaluate”, “Overall…”, “In conclusion…”, “analysis demonstrates…”, “balance profitability + sustainability”.
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