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The concept of strategic management and sustainability is the process of determining sustainable organizational objectives and developing working plans as well as managing resources in such a way that best aligns with meeting business sustainable goals (Blowfield, 2019). In recent days around 67.5% of public limited companies are shifting their strategic management centering around sustainability and approximately one-third of Europe's largest companies have promised to become net zero by 2050 (Erikson, 2022). The following report is going to analyze ways Unilever has maintained its business strategies adhering the sustainability, their current key business strategies and ways these strategies helped them create competitive advantages. It will also discuss the company’s resources and capabilities along with available choices for the company’s strategic direction in the future.  
Unilever is a UK-based multinational public limited consumer goods. It was founded back in 1929 and headquartered in London, England (Unilever Plc, 2023). Unilever provides a diverse range of consumer products that includes, baby and beauty products, healthcare and hygiene products, and other daily used commodities. Unilever operates around the globe and more than 1.48 million people are employed with this company. As of 2022, its recorded net income was £8.230 billion and collected revenue was £60.23 billion with around 25.3% average profit margin (Thompson and Norris, 2021). 
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Strengths
· The Sustainable Living Plan is Unilever’s one of the key business strategies that has enabled them to reduce their carbon footprint and provide products to improve consumer health and well-being (Mulders, 2019).
· Its strategy to invest more in product innovation and development (R&D) helped it stay competitive and meet the changing needs of consumers. 
Weaknesses
· Efficiency and managing cost-effectively are other strategies that include optimizing the supply chain and adopting new technology. However, it demands high investment and employee skills that were not possible in all markets and are associated with high financial risk too (Fisher and Bakker, 2020). 
· Adopting renewable energy at all levels is one of its business strategies but it requires constant maintenance and sufficient resources that Unilever cannot afford in developing countries. 
Opportunities
· Integrating Artificial Intelligence technology with business strategies can boost operational efficiency and save cost (Nalband and Kelabi, 2019).
· Adopting digital marketing and merging with an E-commerce platform can expand its business opportunities and growth globally. 
Threats
· Economical fluctuations in global markets can harm its business strategy of market expansion as Unilever might not get enough consumer response to emerging markets (White, 2021). 
· The emergence of small e-commerce businesses in local markets can act as a barrier to implementing a successful business expansion strategy. 
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Political: The UK has a high taxation policy with an over 11% tax rate that might impact Unilever's product diversification strategy by increasing the overall operational cost (Lynch, 2021). Besides that, the UK has a trade war with other nations which may negatively impact on execution of its Sustainable Living Plan by limiting the global sustainable sourcing options.  
Economical: Persisting economic instability and poor disposal income in the UK may influence its Brand Portfolio management strategy by adjusting the brand portfolio based on customer economic conditions (Johnson, 2021). The high inflation rate in the UK may affect the implementation of Unilever's cost management and efficiency strategy by finding it tough to control production costs and optimize the supply chain simultaneously. 
Social: Almost 87.3% of people in the UK are actively engaged in social media or other digital platforms which might help Unilever to execute its digital marketing strategy and connect with a wide range of customers (Erikson, 2022). besides that, the growing trend of online shopping in the UK can passively impact its strategy collaboration with E-commerce platforms. 
Technological: The UK is generally technologically advanced and the most updated technology is easily available in the UK that Unilever can easily take advantage of to implement its innovation and R&D strategy by integrating modern technology like Automation, Machine Learning or AI at lower investment (Blowfield, 2019). 
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Following Porter’s generic strategy framework, Unilever is following the Differentiation strategy that is logically and strategically supported by other key business strategies. The purpose of a differentiation strategy is to provide products or services that are quite different and attractive from its other market competitors (Thompson and Norris, 2021). Therefore, the Innovation and R&D strategy is pursued as it allows Unilever to design new and improved products that are unique in the market as well as align with sustainability commitment. Product diversification strategy is pursued as it enables Unilever to meet consumers’ different needs that current competitors’ products have failed to meet (Zugay and Zakaria, 2023). The Sustainable Living Plan strategy has been carried out since has allowed Unilever to present sustainable products like renewable or reusable products carrying unique features to its other competitor's products. 
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	Resources and capabilities
	Valuable
	Rare
	Imitable
	Organized
	Competencies

	Financial capabilities
	Yes
	No
	Yes
	Yes
	Competitive parity

	Brand strength
	Yes
	Yes
	No
	Yes
	Competitive advantages

	Technological advancement
	Yes
	Yes
	Yes
	Yes
	Competitive advantages 

	Strong supply chain
	Yes
	No
	Yes
	Yes
	Competitive Parity.

	Skilled and experienced workforce 
	Yes
	No
	No
	Yes
	Competitive advantages


Unilever being the largest organization, has strong financial capabilities and a solid supply chain network around the globe which are both valuable and well-organized but it's not rare as other largest organization like P&G or MARS has these resources which altogether gives Unilever even more competitiveness in the market (Wells, 2020). However, Unilever has resources or capabilities that are rare and, in some cases, not imitable like its skilled and experienced workforce and strong Brand presence around the globe. These resources and capabilities keep Unilever ahead of its similar competitors and let the company enjoy competitive advantages in the global market. 
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In many ways, the above-discussed resources are well aligned with its core business strategies that allow Unilever to reach its business objectives. For example, to successfully implement the Sustainable Living Plan strategy and meet the environmental objectives the company needs large-scale financial investment. Therefore, through high financial capabilities, Unilever has managed to invest in sustainable activities like installing renewable energy plants, environmentally friendly packaging or other social campaign. This alignment of financial resources with a sustainability strategy has allowed Unilever to boost its brand image and meet customers' growing sustainable needs (Unilever Plc, 2023). The strong brand image aligns with its core strategy of global market expansion as using a high brand image and portfolio Unilever could easily enter into a new market and make a decent initial market position. Resources like technological advancement are aligned with its innovation and R&D strategy because Unilever uses modern technologies and devices to modify or develop new products which eventually lets the company meet its business objectives of delivering sustainable unique products to its customers (Mulders, 2019). Resources like a skilled and experienced workforce are aligned with efficiency and cost management strategy as a skilled and expert workforce allows Unilever to streamline business operations while committing fewer errors and time. 
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Threats of new entries- Medium: In the UK, the Government offers flexible business policies along with schemes for start-ups or new business ventures which makes it easy for any consumer goods business to make an entry into the UK market (Johnson, 2021). However, operating a business on a large scale with a diverse portfolio like Unilever at the emerging stage is tough for any new comments which makes the threats of new entries medium.  
Competition in the industry- High: In the UK there are already several large established consumer goods brands like P&G, MARS, Nestle, and Cesar with a large loyal customer pool that makes high industry competition (Cordell and Thompson, 2019). 
Customer’s bargaining power- High: Customer possess high bargaining power in the UK consumer goods market as there are plenty of brands in the market to choose from that offers quality products and has different price range as well. 
Suppliers' bargaining power- Low: There are so many suppliers with sustainable distribution channel with high-quality raw materials in the UK that prevents consumer goods brand from relying on limited numbers of suppliers (Timlon and Zakaria, 2023). Besides that, Unilever can focus on local sourcing options that also lessen suppliers' bargaining power. 
Threats of substitutes- Medium: There are plenty of other brands that customers can select as alternative options and local brands are available as well but the quality and diverse portfolio Unilever offers is quite rare that makes threats of substitutes medium. 
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Primary Activities 
Unilever has successfully implemented its Sustainable Living Plan business strategy in its Inbound logistic activities by partnering with eco-friendly supply chain companies to source raw materials. Unilever's annual report indicates that it has managed to reduce its carbon footprint by 46% in 2022 (Unilever Plc, 2023). Besides that, in operation activities, Unilever has successfully achieved zero non-harmful waste in landfills during its manufacturing process. This step lets the company minimize environmental impact and create a positive perception among consumers resulting in highly competitive advantages. In marketing and Sales activities, Unilever has successfully executed digital marketing and E-commerce strategy as a report suggested that, Unilever has reached almost 87.4% of their total expected customer numbers through this online platform and digital marketing tools (White, 2021). 
Supportive activities
In Technology development activities, the business has effectively implemented its innovation and R&D strategies by developing The Vegetarian Butcher products which are plant-based products that received a huge market response by making 1.2 million sales in just the first 3 months (Taxen, 2019). In the Human Resources part of Supportive activities, the HR team has managed to hire quality employees and developed motivational offers and policies that made Unilever successfully implement its efficiency and cost management strategy. Skilled and adopted motivational measures boost employee performance as Unilever's annual report shows that, its per-unit production numbers and quality increased by 23.4% in the last two years (Lynch, 2021). 
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The Unilever company has managed to enjoy competitive advantages by implementing initiatives addressing sustainability and environmental needs (Thompson and Norris, 2021). As an Economic responsibility, it has used renewable energy sources in its majority manufacturing and distribution process which has helped it to reduce 62% of total carbon emissions while saving energy costs by 32.4% annually (Fisher and Bakker, 2020). It has tried to become more competitive operating business ethically like it has made transparent reporting by regularly updating on the USLP’s achievements and challenges. It gives investors clear ideas and with demonstrating accountability Unilever has enhanced its commitment to consumer values and enjoys competitive advantages over rivals. As a Philanthropic responsibility, Unilever has also donated around 2.1% of its total profit share in social and environmental programs like Preventing Deforestation initiatives or promoting girls' education rights (Blowfield, 2019).
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Unilever has tried to become more competitive by addressing the Social, People and Planet well-being. For example, Unilever has focused on developing fair wages for its employees depending regardless of their gender, age or ethnicity. Besides that, it has provided a safe and healthy working environment at all working levels increasing employee well-being (Wells, 2020). These initiatives enhance its brand acceptance and gain competitive advantages over rivals. To ensure people's well-being, Unilever runs a sustainable sourcing program by financially supporting smallholder farmers and suppliers. In the last 3 years, Unilever has financially endorsed around 210 local farmers and fully empowered around 53 local suppliers (White, 2021). Valuing the planet's well-being, Unilever has invested in manufacturing environmentally friendly products like Dove and refillable beauty products to reduce packaging waste. Unilever has invested around £1.3 million in recent years on environmental awareness and human rights campaigns that enhanced their brand identity and sales numbers subsequently the high revenue collection (Unilever Plc, 2023).  
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Following the Ansoff Matrix model, Unilever has various strategic options that it can take into consideration for the future to stay sustainable while gaining market competitive advantages.
Market penetration: Unilever has the option to expand its business in other markets where there is less strong competition but has high customer demands. With this strategy, Unilever can launch in a new market with existing product lines (Erikson, 2022). Through this strategy in the new marketplace, Unilever can boost its marketing efforts and collaborate with local sustainable distribution channels. It can also acquire a healthy food or consumer goods brand in the same market. 
Market development: Another option Unilever has is going into new markets with similar products but targeting new customer segments or demographics (Cordell and Thompson, 2019). Unilever can consider moving into new domestic and foreign markets where they can focus on innovative marketing processes to draw new customer attention. 
Product development: This option is associated with R&D where Unilever need to invest more in developing completely new products or modifying the existing products in the current marketplace (Mulders, 2019). Here, Unilever can use sustainable product packaging to reduce waste in landfills.
Diversification: Unilever has a diversification strategical option where it can jump into a completely new market with new products. It can adopt either a related diversification option or an Unrelated diversification option. 
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· [bookmark: _Hlk152692788]Unilever should integrate renewable energy sources on a large scale like wind or water power manufacturing and should use energy-efficient technology to reduce energy consumption (Timlon and Zakaria, 2023). This will save Unilever's overall operational cost and create positive customer perception resulting in better competitive advantages. 
· [bookmark: _Hlk152692800]It should design products for longevity and make products recyclable or repurpose used products and merge with local sustainable supply chain organizations. 
· Unilever needs to invest more in biodegradable packaging materials and focus more on reducing packaging waste and carbon footprint (Blowfield, 2019). 
· It should interest modern technology like AI, Automation and machine-learned apps or devices in business operations to enhance performance efficiency and enjoy competitive advantages.
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The above-discussed report has shed light on strategic management and sustainability concepts along with its various strategies and applications based on Unilever plc company. it is seen that a sustainable Living Plan, product innovation and development digital marketing and merging with an E-commerce are some of the key business strategies of Unilever. High taxes can increase operational risk where economic instability affects implementation cost management and efficiency strategy. Unilever is following the Differentiation strategy that is logically and strategically supported by other key business strategies. Brand strength and a Skilled and experienced workforce are the resources giving competitive advantages to Unilever. Unilever has successfully achieved zero non-harmful waste in landfills during its manufacturing process, Skilled and adopted motivational measures boost employee performance. Unilever ensures CSR by using renewable energy and financially endorsing local farmers. Unilever should integrate renewable energy and use energy-efficient technology as well as merge with local sustainable supply chain organizations to reduce carbon footprint.
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