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[bookmark: _Toc228287912]Section 1: Report 
[bookmark: _8yui2wctiux1][bookmark: _Toc228287913]1. Organisational Context and Overview
[bookmark: _qrkkuy9ks016][bookmark: _Toc228287914]1.1 Summary of Unilever
Unilever is a multinational fast-moving consumer goods (FMCG) enterprise founded in 1930 as a result of a merger of Margarine Unie (Netherlands) and Lever Brothers (UK). The organisation has grown to be one of the largest consumer goods companies in the world, with more than 190 countries and a varied portfolio of consumer brands including Dove, Lifebuoy, and Knorr (Unilever, 2026). Unilever has a strong sense of environmental and social responsibility; in this regard, the company aims to make sustainable living a normal practice. It has a vision of creating long-term value through sustainable growth and combating global issues like climate change and health. The business model of the company is multi-brand, which focuses on various segments of consumers in terms of food, personal care, and home care. This model facilitates economies of scale, high brand equity, and entering the global markets, and incorporates sustainability in the core processes and value creation.
[bookmark: _1xn0ehaxe7tq][bookmark: _Toc228287915]1.2 Discussion of the industry in which the organisation operates, its key competitors, and its market position
Unilever competes in the FMCG industry, which is highly competitive with low product differentiation, high volume sales, and fierce rivalry in terms of prices. The sector is informed by the quick consumer need shifts, innovation, and rising levels of sustainability and ethical sourcing. The major competitors have been Procter and Gamble, Nestle, and Reckitt, which have been competing in the same category of products and markets worldwide. Unilever can sustain a competitive position in the market owing to the large number of its brands, worldwide distribution base, and the differentiation strategy based on sustainability (Unilever, 2024). It is, however, under pressure of both premium brands and low-cost home brands. Its strategic orientation towards the emerging markets and intentional branding has enhanced consumer trust, but the critics suggest that increasing profitability and sustainability promise balancing are important issues in maintaining a long-term competitive advantage.
[bookmark: _rwearw7wgl0b][bookmark: _Toc228287916]2. External and Internal Environment Analysis 
[bookmark: _oevxzi406z3i][bookmark: _Toc228287917]2.1 Critical discussion on external factors (PESTEL) impact on Unilever's strategic decisions
Political Factors 
Political risks also play a major role in the strategic decisions of Unilever, as it operates in various markets in different countries. The Global Economy (2024) indicates that the United Kingdom had a political stability score of about 0.51, which implies a moderate sense of stability, whereas Switzerland had a score of about 1.07, which means that it is a highly stable business environment. Comparatively, Russia achieved approximately -0.71 and Ukraine -1.14, which shows a deep political instability and risks associated with conflicts (The Global Economy, 2024). Such differences impact market entry, sourcing, and investment choices of Unilever in different territories.
The Russia-Ukraine war has not only broken the chain of world trade but also escalated the cost of fuel and other transportation and provoked low supplies of farm goods and energy-based products. In another instance, Unilever sold its Russian business in October 2024 following numerous complaints by campaigners and stakeholders following months of sustained pressure (The Guardian, 2024).  It proves that geopolitical matters can directly push the strategic divestment choices.
Moreover, Unilever might have to pay up to $1.5 billion (£1.1 billion) a year in new US tariffs, which might compel additional moves towards price increases in addition to the 1% rise in the first quarter of 2025 (The Guardian, 2025). This can force Unilever to change its pricing, sourcing, and market strategies to be profitable.
Economic Factors 
Unilever has a strong dependence on economic factors in its strategic pricing and profitability in the global markets. As per Statista (2026), the global inflation rate was about 5.8 percent in 2024, which is far higher than the long-term average, raising the cost of raw materials, packaging and transportation.  This will need Unilever to increase the prices as well as cost-cutting measures.
[image: ]
Figure 1: Worldwide average inflation rate
(Source: Statista, 2026)
Inflation has been very high in certain markets, as an example Argentina measured inflation of over 200% and Turkey registered over 50% in 2025 (Yahoo Finance, 2025). This could decreases the consumer buying power and might force Unilever to launch smaller and cheaper products formats.
In addition, the currencies of the emerging markets have fallen about 4% on average by year end, despite the partial recuperation, against the US dollar which will lead to rising importation expenses and decreased earnings once converted to the more stable currencies (IMF.org, 2024). Thus, Unilever needs to insure currency risks and geographical diversification in order to remain profitable.
Social Factors 

The Unilever strategic decisions are increasingly influenced by social factors in a world where people expect sustainable, ethical, and healthier products. PwC (2024) reveals that consumers are prepared to bear sustainability premium of an average 9.7% despite inflation and pressure on the cost-of-living. This motivates Unilever to build on sustainable product-line of premium products and purpose-driven branding.
Sustainable packaging continues to gain demand in the world as there is more awareness about the environment. A larger portion of consumers (64% in India) believe that eco-friendly packaging is important to consumers, as opposed to 57% in Brazil, 56 in China, and 52 in the United Kingdom (GlobeNewswire, 2025). 
[image: ]
Figure 2: Populairty of eco-friendly packaging among global customers
(Source:GlobeNewswire, 2025). 

This puts a strain on Unilever in modifying packaging and sustainability solutions to local markets. As such, Unilever needs to keep on producing sustainable products and packaging solution to keep customers loyal and remain up to date through its competitiveness in the long-term.
Technological Factors 
Distribution, marketing and operations of Unilever are also strategically influenced by technological advances.As reported by Euromonitor International (2025), sales of FMCG e-commerce increased by 11% in 2024, representing a significant move towards online retailing channels. Specifically, e-commerce sales were most popular with beauty and personal care, which are estimated to be USD 118 billion throughout the world in 2024. This prompts Unilever to enhance digital marketing and online retailing. In addition, using artificial intelligence within the FMCG industry enhances the demand forecasting, inventory management, and optimisation of the supply chain (Jayawardana, 2025). This can assist Unilever to cut down on the cost of operations and enhance efficiency.
Hence, Unilever should not stop its investment in AI, automation, and digital commerce features in order to keep up with the demand in a technologically oriented environment.
Environmental Factors 
Unilever is experiencing increasing pressure in its long-term strategic priorities due to environmental pressure. United Nations Environment Programme reports that the planet produces more than 400 million tonnes of plastic waste each year, pushing the FMCG companies to implement sustainable packaging strategies (UNEP.org, 2026). This adds to the need to minimize plastic use and invest on circular economy by Unilever.
By 2030, Unilever has set a 100-per cent target of reducing absolute operational greenhouse gas emissions (Scope 1 and 2) upon a 2015 baseline and by 2026, has already cut its greenhouse gas emissions by a 77-per cent (Unilever, 2026a). This is an indication of a high environmental commitment and impacts investment in renewable energy and sustainable operation. Thus, climate change and environmental policies drive Unilever toward ensuring sustainability is a central aspect of its strategy.
Legal Factors 
Unilever is a company with huge influence on legal and regulatory factors which affect the governance and compliance strategies. The European Union Green Deal has put more pressure on companies to enhance ESG reporting and disclosure of sustainability (Dănilă et al., 2022). This can necessitate the reinforcement of reporting systems and governance frameworks by Unilever.
Also, there are carbon taxes and plastic fees to decrease environmental degradation and can raise the costs of operations of FMCG manufacturers (Kopyściańska, 2024).  This could compel Unilever to redesign their packages and lessen the carbon-intensive manufacturing. Thus, the changing laws in the areas of environmental and consumer protections would mean that Unilever must be more dynamic in its legal adherence to avoid economic and reputational costs.
[bookmark: _y9dtn1fhyu9q][bookmark: _Toc228287918]2.2 Identification of the critical success factors and strategic challenges faced by Unilever in external environment.
Critical Success Factors
Key success factors of Unilever are its high global brand recognition, good pricing plans and enduring sustainable and health focused innovative products. It enhances competitiveness and customer loyalty by investing in e-commerce, artificial intelligence-powered supply chains, and sustainability.
Strategic Challenges
The strategic factors that pose a challenge to Unilever include political instabilities, inflation, currency devaluation, pressure of tariffs as well as tougher environmental policies. Operation and investment pressure are as well heightened by rapid technological changes as well as growing consumer demands towards sustainability.
These issues demand nimble strategic approaches in order to continue to make a profit and be competitive in the market.
[bookmark: _8op78dcl1mo4][bookmark: _Toc228287919]2.3 Assessment of Unilever’s internal environment (VRIO)
The VRIO framework can successfully be used to analyse the internal environment of Unilever and determine whether or not the major resources and capabilities of the company provide long-term competitive advantage. 

	Resource / Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Strong global brand portfolio (e.g., Dove, Lifebuoy, Knorr)
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Global distribution network in 190+ countries
	Yes
	Yes
	Moderate
	Yes
	Temporary to sustained advantage

	Sustainability leadership and climate initiatives
	Yes
	Moderate
	Moderate
	Yes
	Temporary competitive advantage

	AI and digital innovation capabilities
	Yes
	Moderate
	Moderate
	Yes
	Temporary competitive advantage

	R&D and innovation capability
	Yes
	Yes
	Moderate
	Yes
	Temporary competitive advantage

	Financial resources and economies of scale
	Yes
	No
	No
	Yes
	Competitive parity



Table 1 : VRIO for Unilever
(Source: Self-developed)
The internal environment is backed by a good resources, capability and core competencies that contribute to competitive advantage in Unilever. Global distribution channel and a strong brand reach have enabled the company to provide its services to 3.4 billion people every day working with more than 190 countries (Unilever, 2026). This augments market penetration and economies of scale worldwide.
It has a large brand portfolio which has a broad customer loyalty and market power due to its globally recognised products like dove and knorr. Financial capability and resilience In 2025, Unilever reported a revenue of around €50 billion, though the sales was impacted significantly by the sale of its Ice Cream business, and hence it is clear that it can effectively manage all financial risks (Statista, 2026a).  This enhances its capability to invest in innovation and strategic development.
Another strategic success factor of Unilever is its sustainability ability. Since 2015, the company has decreased its Scope 1 and 2 greenhouse gas emissions by 77% and is planning to achieve a reduction by 100% by 2030 (Unilever, 2026a). This enhances the compliance and reputation of the companies.
Moreover, AI and innovation empower Unilever to enhance its efficiency in operations and marketing performance. AI is enabling the generation of digital assets as fast as 30% of the current speed, enhancing speed and productivity in marketing activities (Unilever, 2025). This enhances quicker decision-making and closer customer interaction.
[bookmark: _25grc7hu8z3e][bookmark: _Toc228287920]2.4 Internal strengths contribute to Unilever competitive advantage
The internal strengths of Unilever play a key role in its competitive advantage as they help in achieving efficiency, innovation and leadership in the market. As an illustration, its robust world-wide brand portfolio including: dove, Knorr and lifebuoy infuse a sense of high customer loyalty and recognition in the market in different lines of products. This helps Unilever to sustain the premium pricing and stable market share in intensely competitive markets.
Its wide distribution network in more than 190 countries and reaching 3.4 billion customers a day creates economies of scale and high market penetration. This enables them to be able to be ready with the products rapidly and cost effectively than the small competitors.
Strategic flexibility is also backed by financial strength. As an example, Unilever recorded a revenue of about 50 billion Euros in the year 2025 albeit selling its Ice Cream business.  This shows power and the reinvestment capacity in innovation and sustainability.
Additionally, AI-driven innovation and the sustainability leadership increase differentiation. As an illustration, the company has achieved a 77% decrease in Scope 1 and 2 emission since 2015, where AI allows digital asset generation 30% faster as compared to its original pace. These strengths enhance the working efficiency, brand reputation and generate competitive edge that is enduring at internationalities level.
[bookmark: _53ad72gloxec][bookmark: _Toc228287921]3. CSR and Sustainability objectives
[bookmark: _zew07x9rgzpb][bookmark: _Toc228287922]3.1 CSR Strategy and Strategic Integration
Unilever Plc has had a highly integrated CSR policy where sustainability is based on its business model as opposed to being peripheral. Its “Corporate Purpose” and “Code of Business Principles” indicate being aligned to Carroll's CSR Pyramid, with a balance in the economic and ethical responsibilities (Chandra & Jatmika, 2022). The company has associated value creation with impact on society through consumer well-being, environmental stewardship and inclusive employment. There is, however, tension in this integration with profitability pressures in competitive, highly fast-moving consumer goods markets, potentially limiting long-term CSR investments. 
[image: ]
Figure 3: CSR Pyramid of Carroll
(Source: Springer Nature, 2026)
[bookmark: _dzw3p7o77nic][bookmark: _Toc228287923]3.2 Value Chain Impact and Stakeholder Orientation
The CSR policy also operates on a stakeholder theory approach, as it takes care of a wide range of stakeholders such as employees, suppliers, and local communities. The company, with the investment of about 1% of its pre-tax profits into community programmes, demonstrates quantifiable commitment, albeit at a relatively small scale within the company by virtue of its global nature (Unilever, 2026c). Its attempts to get rid of underage labour and enhance workplace safety measures meet international norms that reinforce its legitimacy in the international market. Value chain approach improves the indirect social impact, although it puts the firm at reputational risk when suppliers do not deliver sustainability.
[bookmark: _t8yfhfth14e4][bookmark: _Toc228287924]3.3 Competitive Advantage: Sustainability
Unilever uses sustainability as a source of competitive advantage in a strategic manner to strengthen differentiation by using ethical brands and consumer trust. Its market positioning is backed by recognition through the sustainability indices, but the sustainability indices might cover up trade-offs within its operations (Unilever, 2026b). Although CSR programs are relevant to the long-term brand equity and stakeholder loyalty, their efficacy requires uniform application all over the globe and quantifiable results. On balance, the CSR strategy of Unilever supports business goals, yet needs more robust accountability measures to promote its long-term strategic change.
[bookmark: _wyq4ty9fu6dc][bookmark: _Toc228287925]4. Comprehensive and holistic view of the organisation
The Balanced Scorecard framework is an efficient tool to conduct a thorough assessment of Unilever, leveraging both financial and non-financial performance indicators to align strategy with execution.
Financially, Unilever is geared towards a steady growth in revenues, improved margin and cost containment. The major goals are to generate sustainable profits even as well as create shareholder value. Operating margin, return on invested capital and the sales growth are all relevant KPIs; portfolio optimisation and the cost saving programmes are some of the campaigns that help in achieving these goals (Ma & Hu, 2020). But there continues to be a pressure on financial resources in terms of balancing profitability and sustainability investments.
	Perspective
	Objectives
	Key Performance Indicators (KPIs)
	Targets
	Strategic Initiatives

	Financial
	Achieve sustainable revenue growth and improve profitability while balancing ESG investments
	Revenue growth rate, operating margin, return on invested capital (ROIC), cost savings
	Consistent annual sales growth and margin improvement
	Portfolio optimisation (focus on high-growth brands), cost-efficiency programmes, pricing strategies

	Customer
	Strengthen brand loyalty and expand market share through purpose-driven branding
	Brand equity score, customer satisfaction index, market share, customer retention rate
	Increase market penetration, especially in emerging markets
	Digital marketing campaigns, sustainability-led branding (e.g., eco-friendly products), customer engagement strategies

	Internal Business Processes
	Improve operational efficiency and enhance sustainable supply chain performance
	Carbon emission reduction, supply chain efficiency, production costs, innovation rate
	Reduce environmental footprint and improve operational productivity
	Responsible sourcing, supply chain digitalisation, waste reduction initiatives, product innovation

	Learning & Growth
	Develop employee capabilities and foster an innovation-driven organisational culture
	Employee engagement score, training hours per employee, innovation output, leadership development metrics
	Enhance workforce productivity and innovation capacity
	Investment in employee training, leadership development programmes, digital capability building, and a sustainability-focused culture


Table 2: Balanced Scorecard
(Source: Self-developed)
On the consumer side, Unilever focuses on developing a high brand loyalty by focusing on purpose-making advertisements and products that are of high quality. Goals include improving customer satisfaction and market share, especially in the emerging markets (Chishty, 2023). Important KPIs include the scores of brand equity, customer retention, and market penetration. Strategies such as digital marketing and branding of a responsible nature are planned, which will enhance consumer trust, yet could raise expenses (Riad et al. 2024).
Internal business processes perspective is concerned with the operational efficiency and sustainable supply chain management. The reduction in the environmental impact and the enhancement in productivity are the goals. Central are KPIs which are carbon emission reduction, supply chain efficiency, and innovation rates (Kang et al. 2023). The responsibilities of sourcing and digitalization of the operations have been implemented, but the complexity of getting everything working across global markets is challenging.
Lastly, the learning and growth viewpoints emphasises on innovation, ability of employees and organisational culture. Goals are the development of a sustainability mindset and improvement of workforce competences (Setyadi et al. 2025). KPIs encompass employee empowerment, employee training and productivity, and contributions to innovation. Leadership development and digital capabilities go towards long-term strategic flexibility in which Unilever is able to stay competitive in a rapidly changing global market.
[bookmark: _urcik3kkfi6u][bookmark: _Toc228287926]5. Strategic Choices and Implementation 
[bookmark: _dr2l4inar8ui][bookmark: _Toc228287927]5.1 Strategic Choices at Business and Corporate Levels
This table below equally examines the business and corporate level strategic decisions made by Unilever, evaluating their efficacy, congruency in competitive advantage, and suggesting the best viable solutions to the organisation in the long-term of sustaining performance.
	Level
	Strategic Option
	Evaluation
	Recommendation

	Business Level
	Cost Leadership
	Global operations also allow Unilever to enjoy economies of scale, which facilitate cost-efficiency in production and distribution. (Iglesias et al., 2023) However, the extreme price competition in emerging markets decreases margin sustainability. 
	Not prioritised as a standalone strategy, due to erosion risks and limited differentiation potential.

	Business Level
	Differentiation
	A good brand portfolio with high-end products can be differentiated based on quality, sustainability, and innovation. This upholds the pricing strength and buyer loyalty within the competition (Modreanu et al., 2022). 
	Recommended as the primary strategy, as it aligns with brand equity and CSR integration.

	Corporate Level
	Diversification
	Risk is diversified by historic diversification in food and personal care. Nonetheless, excessive diversification may blur strategic focus and operational effectiveness (Kang, Lee & Choi, 2023). 
	Selective diversification advised, focusing on high-growth and sustainable product categories.

	Corporate Level
	International Expansion
	 Availability in more than 150 nations enhances the market penetration and diversification of revenues. Nonetheless, decentralisation presents issues with uniform implementations of strategies (Narikiyo, Harris & Elmassri, 2025).
	Continued expansion recommended, but with tighter strategic coordination and standardisation.



Table 3: Strategic Choices at Business and Corporate Levels
(Source: Self-developed)
The strategic positioning of Unilever will indicate hybrid strategic positioning, but differentiation provides the best way of maintaining competitive advantages. The skills with which the company introduces sustainability into the product innovation allow it to enhance its differentiation power, especially in the high-end and ethically sensitive markets (Agnihotri & Bhattacharya, 2026). Cost leadership, which is mostly satisfied by scale, is no longer a dominant strategy because of increasing input costs and competition. On a corporate level, globalisation has been very successful but needs greater integration strategies to prevent disintegration.
[bookmark: _ixeo23o3555q][bookmark: _Toc228287928]5.2 Evolutionary and strategic execution
Unilever has shown itself to be proactive in how they have addressed organisational change, especially via restructuring efforts and through portfolio rationalisation. The shift towards specialisation on 400 top brands is also an intentional effort to make operations simpler and more strategic (Unilever, 2026b). This fits in the Change Management Model by Kotter, especially in setting a clear vision and facilitating alignment of organisations. The problems of execution, however, remain because the company is decentralised and may slow down the decision process and introduce contradictions within the markets. The transition of the company to the sustainability-based strategy exemplifies the adaptability change ability, as the company incorporated CSR into the main running processes and did not regard it as a separate, auxiliary task (O’Hara, 2025, p.93). This has enhanced trust among the stakeholders and has established long-term strategic positioning. However, the use of internal evaluation structures narrows the objectivity of performance evaluation, which may undermine the effectiveness of implementation.
[image: ]
Figure 4: Kotter Change Model
(Source: Expert Program Management, 2026)
Fostering a more efficient organisation through operational restructuring, such as technological innovation resulting in drastic declines in the number of staff members, has positively influenced efficiency at the expense of employee morale and the organisational culture (Mouazen et al., 2024). With productivity improvements being realised, the social aspects of changes pose tensions with the company's CSR commitments. On the whole, Unilever has been a strategic change agent, yet the complexity of structures and lack of accountability limit its efficiency. A better central coordination, transparency of performance metrics and homogenous execution on a global basis are needed to execute strategic aims in totality to maintain competitive advantage.
[bookmark: _duka4lmnmy4h][bookmark: _Toc228287929]6. Strategic Evaluation and Recommendations 
[bookmark: _r5wqlerwydb3][bookmark: _Toc228287930]6.1 Strategic Evaluation using SWOT Framework
	SWOT Element
	Critical Evaluation

	Strengths
	· Unilever has robust global brands and a widespread network of distribution, which aids the penetration of the market and broad reach. 
· The fact that it incorporates sustainability in its operations boosts brand equity and corresponds with expectations of the stakeholders (Yang, 2023). 
· Nevertheless, dependence on old brands could limit nimbleness in fast-changing consumer markets. 

	Weaknesses
	· The decentralised organisational structure brings about irregularities in strategic implementation in regions, hence restricting operational effectiveness. 
· Moreover, reliance on the self-evaluated CSR models decreases transparency and undermines third-party credibility (Boateng et al., 2025). 
· Large complexities in its operation are also costly and slow down the decision-making processes.

	Opportunities
	· The increase in the need for sustainable and ethical products is an opportunity to differentiate and use higher-pricing strategies. 
· Growth in the developing markets will provide the potential for expansion in revenue, as the disposable wealth increases and urbanisation is on the increase (Farag, 2025). 
· Digital transformation can also be used as an opportunity to improve consumer engagement and supply chain efficiency. 

	Threats
	· The high rivalry between international and domestic companies strains margins and market share, especially in price-sensitive areas. 
· Inconsistency in the cost of raw materials and regulatory measures associated with sustainability augment operational risks (Hartono, 2025). 
· Moreover, supply chain reputational risks may compromise stakeholder trust and position in the long run. 



Table 4: SWOT Analysis
(Source: Created by the learner)
The SWOT analysis reveals that Unilever has broadly a strategy aligned to differentiation and sustainability goals, but structural inefficiency and external pressures limit the effectiveness of the strategy.
[bookmark: _qul9p0fpspga][bookmark: _Toc228287931]6.2 Strategic Recommendations
· Improving Standardisation and Globalisation
In order to minimise fragmentation of operations in different regions, Unilever needs to enhance centralised coordination mechanisms. Given Porter’s Generic Strategies, the differentiation advantage must be maintained by consistent performance (Dixit, 2024). As evidenced by companies like Procter and Gamble, global standardisation enhances efficiency and does not compromise brand consistency. This strategy would minimise the duplication of resources and enhance the strategic alignment across markets.
· Accelerating Data-Driven Strategy and Digital Transformation
The organisation ought to invest more in the digital capabilities that will improve consumer insights and efficiency in its operations. The Resource-Based View (RBV) indicates that data analytics capabilities may become an imitable and valuable resource (Kariv et al., 2024). As an example, Nestlé uses digital tools to perfect supply chains and customise marketing promotions. This would help Unilever to react better to the evolving consumer preferences.
· Empowering Supply Chain Visibility and Responsibility
Unilever needs to incorporate independent auditing systems in its chain of values to enhance the credibility of CSR. Stakeholder Theory emphasises the roles of trust and accountability in ensuring legitimacy (Mahajan et al., 2023). Companies like Patagonia have increased their brand loyalty with the transparency of supply chain practices. This would help reduce reputational risks and strengthen sustainability positioning by Unilever.
· Dwelling on the High-Growth Sustainable Product Segments
Investment in sustainable and premium product categories should be given priority by the company in order to better the profitability. The Matrix process proposed by Ansoff aids in product development in the current markets, thus leading to growth (Zugay & Zakaria, 2023). Danone has managed to grow in health-targeted markets, gaining high market differentiation. This would enable Unilever to be able to exploit the changing consumer demand and still stay competitive.
[bookmark: _1b9z684q9nl2][bookmark: _Toc228287932]6.3 Justification of Recommendations
The recommendations are in accordance with past strategic management theories and industry practices. In order to improve the internal inefficiencies detected through the SWOT analysis, the integration will increase the resource capabilities proposed through RBV, and the digital transformation will help in strengthening the resource capabilities (Zupic et al., 2025). Enhanced supply chain responsibility contributes to stakeholder engagement and the minimisation of external risks directly. Lastly, emphasis on sustainable product innovations strengthens the differentiation approach, which will guarantee long-term value-generation in competitive global markets.

[bookmark: _6xfomd35ez93]

[bookmark: _ooxkkqnaj549][bookmark: _Toc228287933]Section 2: Reflection using Gibbs
1. Description
In this assignment, the critical strategic analysis of Unilever was conducted using the main strategic management approaches like the PESTEL framework, the VRIO framework, the Balanced Scorecard framework, and the SWOT framework. This involved a lot of research on the internal capabilities of Unilever, the new environment, and strategic positioning of the company in the FMCG industry. To be credible and relevant, I collected the data on such sources as academic journals, company reports, and publications in the industry. It was also the task of aligning models with practice, and that is understanding what Unilever does to deploy sustainability and competitive strategies in a worldwide market. The whole procedure was organized on the basis of dividing each part of the assignment into digestible parts and analytically examining each one of the elements then recombining them together into a coherent report.
2. Feelings
However, when I was starting the assignment, I was sure that I had a theoretical knowledge of strategic management but was unsure of how to put the theories into practice in a large and complicated organisation such as Unilever. The scope of its operation and the presence in the world had made the analysis overwhelming in the first place. But as I went further it became more comfortable to me to work with large deposits of data and extract pertinent strategic insights. Another feeling I had during the process of critically assessing the sustainability initiatives of Unilever, was the challenge as I had to think deeper to be able to differentiate between true strategic advantage and corporate positioning. After the process, I was more confident in my critical, but not descriptive application of theoretical frameworks, which also boosted my academic and analytical strengths.
3. Evaluation
The ability to utilize strategic frameworks systematically to structure the analysis was one of the strengths of my approach. The use of models like PESTEL and VRIO has helped me to systematise the complicated data and pinpoint strategic concerns as well. Also, the application of the authoritative and current literature enhances the academic value of my work. Nonetheless, the drawbacks were also present. Sometimes, I was often overemphasizing detailing the strategies employed by Unilever instead of critically analyzing them. The other issue was the consistency within the various areas and especially when relating the internal capabilities with the outside environmental circumstances. It also needed to manage time as time was of the essence in the scenario of having to do proper research and at the same time, reduce the information in a concise manner within the scope of starting and ending words.
4. Analysis
The exercise demonstrated the significance of critical thinking in strategic management. The analysis of strategic legacy based on the application of practical frameworks, including VRIO, revealed that not every asset in Unilever would be terms of strategic sustained competitive advantages, and this argument did not correspond to my initial assumptions that big companies are inherently good strategically. On the same note, Balanced Scorecard analysis indicated conflicts between financial goals and sustainability goals, which supports the fact that various priorities are hard to control in global organisations. This is in line with scholarly articles, which indicate that companies that are on the pursuit of sustainability strategies have to reconcile the needs of the stakeholders and profits. In addition, by working through different frameworks, I enhanced my synthesis skills with regard to information integration and building a holistic perspective towards the organisational strategy, not a component one.
5. Conclusion
In general, this assignment has helped me to learn much about strategic management in practice. I gained better analytical background and especially in terms of application and evaluation of theoretical models in a practical setting. The experience had also enhanced my skills of critically reviewing strategies of the organisation instead of taking them as is. Nevertheless, I understand that my critical review might be efficiently enhanced through the more intensive comparative analysis with competitors and wider involvement in academic discussions. The procedure has proved the need to move past description to justify and evidence-based arguments in postgraduate level writing.
6. Action Plan
In future tasks, I will be more systematic about critical analysis by clearly connecting each framework to strategic implications and outcomes. I will also better my time management whereby I will set certain time limits to conduct research, analysis, and writing in order to prevent this problem of last-minute rush. I will also also get increasingly involved in scholarly literature to become more theory-based and consider comparative analysis in different organisations to become more profound. These skills will allow me to create a higher quality, distinction-level production, as well as use the process of strategic thinking more efficiently in both academic and professional tasks.
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