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[bookmark: _Toc15157573]Executive Summary
The key purpose of the assignment is to evaluate the strategies of Unilever and propose steps to increase the efficiency and effectiveness of its strategy. Different strategic analysis models including SWOT analysis, Ansoff’s matrix, PEST, and other tools important to conduct the strategic analysis of business are utilized and recommend the necessary measures. The analysis suggests that Unilever has a strategy focused on the satisfaction of all stakeholders while ensuring its growth at the same time. It is concluded that the competitive strategy of Unilever is differentiation. The application of strategic management models suggests that there are ample opportunities for Unilever to grow but it will need to manage the weaknesses and threats in the meantime. Unilever employs market penetration and product development as its primary and secondary strategy respectively. Lastly, it is concluded that the strategic choices and vision of Unilever are completely aligned despite the focus on multiple areas at the same time. Also, the recommendations to Unilever based on this analysis are presented at the end of the report.
[bookmark: _Toc15157574]
Introduction
The assignment aims at analyzing the strategies of Unilever and proposes steps to increase the efficiency and effectiveness of its strategy. Different strategic analysis models including SWOT analysis, Ansoff matrix, PEST, and other tools important to conduct the strategic analysis of business are utilized. The company selected for this assignment i.e. Unilever is a British-Dutch multinational Fast-Moving Consumer Goods (FMCG) company having its headquarters in both London, UK and Rotterdam, Netherlands. (Unilever UK & Ireland, 2019a). The company was founded in 1929 by the merger of Lever Brothers and Margarine Unie (Unilever UK & Ireland, 2019a). It offers a wide range of products including cleaning agents, food, beverages, personal care among numerous others. It is the seventh most valuable brand of Europe and one of the oldest multinational companies operating in around 190 countries (Unilever UK & Ireland, 2019a). The company recorded a revenue of €50,982 billion in 2018 and a net income of €9,808 billion during the same period (Morningstar, 2019). Also, the company employs over 155,000 employees across the globe highlighting its significance in the global FMCG market (Unilever UK & Ireland, 2019a). 
[bookmark: _Toc14902385][bookmark: _Toc15157575]Corporate and Competitive Strategy of Unilever
In the view of Thompson, Strickland and Gamble (2015), the corporate strategy is the highest level of strategy for any business as it highlights the direction the business intends to achieve. Unilever is keenly focused on building a strategy to help the world become sustainable in the long run. In a bid to achieve sustainability for the world, Unilever aims at ensuring the satisfaction of the interests of all stakeholders of the company. As evident from the vision of Unilever, the strategy of the company focuses on improvement in multiple areas including the growth of the company, health and well-being, the overall livelihoods and the environment around the globe. The discussion highlights that Unilever’s corporate strategy is focused on company growth and satisfaction of stakeholders as a whole (Unilever UK & Ireland, 2019b; Johnson, Whittington and Scholes, 2011). As highlighted in my response to activity 6.1, in the view of Johnson et al. (2011), each level of strategy is important for the businesses around the globe. Similarly, the corporate strategy carries equal importance for my company as well. It is noted that Kinder Morgan Canada's corporate-level strategy plays a key role in determining its business-level strategies and also maintain the relationship with key stakeholders. Therefore, in the case of my organization, the corporate level strategy is critically important and it is supported by Welford (2014) as well.
In the view of Rugman and Verbeke (2017), the competitive strategy helps the business beat the competition in the industry. There are four generic competitive strategies, which include low-cost leadership, differentiation, focused low-cost and focused differentiation. Each of the strategies utilizes different means to overcome the competition in the industry. The low-cost leadership strategy refers to a business approach where the ultimate objective of the business is to gain market share by offering lower prices than the competitors. On the other hand, the focused low-cost leadership strategy is focused on a narrow or niche market as opposed to a broader target market in the case of low-cost leadership. As evident from the competitive strategy of Unilever, these two strategies are irrelevant as the company does not target the customers through overcoming the competition by lowering prices (Bowonder et al., 2010). 
The differentiation strategy focuses on outperforming the competition by novel or differentiated products while targeting a broader market whereas the narrow target market is approached when the business uses focused differentiation strategy. In the case of Unilever, it can be noted that the company has always tried to add value to customers’ lives by adding value to the products. This value addition is usually performed to differentiate Unilever’s products from the rest of the companies. As the company targets a broad consumer market, its competitive strategy can fall under the umbrella of differentiation as evident from the definition of differentiation strategy. 
Overall, the discussion in the section helps highlight the corporate and competitive strategy of Unilever and suggests that the company focuses on the satisfaction of all stakeholders through differentiation.
[bookmark: _Toc14902386][bookmark: _Toc15157576]Application of Strategic Management Models
Three strategic models namely SWOT analysis, Ansoff’s matrix, and PEST analysis are applied to Unilever in this section so that both internal and external environment can be analyzed comprehensively. 
[bookmark: _Toc14902387][bookmark: _Toc15157577]SWOT Analysis of Unilever
In the view of David (2013), the SWOT analysis is conducted to evaluate the internal and external environment of a business. The strengths and weaknesses are analyzed to conduct internal analysis and opportunities and threats are analyzed to conduct external analysis related to business. The SWOT analysis of Unilever UK is conducted below:


· Strengths
· [bookmark: _GoBack]With operations across 190 countries, Unilever has a strong brand name across the globe (Unilever UK & Ireland, 2019a).
· Unilever has a broad portfolio of brands with a diversified range of products, which helps the company effectively tap the consumer goods market. 
· The company spends a high amount on Research & Development (R&D), which links to its competitive strategy i.e. differentiation. The R&D helps Unilever improve its offerings from time to time and stay competitive in the FMCG industry. 
· Unilever has a competitive edge over its closest competitor i.e. Proctor & Gamble (P&G) due to a flexible pricing strategy and stronger distribution network, particularly in the developing countries. It is noted that Unilever’s positioning and distribution are stronger than P&G in developing countries in particular (Jones, 2005).
· The company has a multifocal and strong vision that sets the direction for management on what they intend to achieve by strategic choices selected by the company already. 
· The ability to execute global thinking with local touch forms a major strength of Unilever. This helps cater to the target market in a more effective manner (Jones, 2005). 
· Weaknesses 
· The availability of numerous products in some countries is one of the major weaknesses of Unilever especially in the presence of world giant competitors like P&G and Nestlé. 
· The lack of focus towards reducing costs is another weakness of Unilever as it can be noted that the reduction in costs is essential to beat the competition in an era of high competition in the FMCG industry (Hasan, 2015).
· Opportunities
· Due to globalization and widespread media across the globe, the population of emerging countries is desiring to use Western products. This presents a massive opportunity for Unilever to market its products sold in Western countries to that in emerging countries. It will help Unilever effectively satisfy customers and other stakeholders. 
· Two main emerging markets i.e. China and India have huge potential for the consumption of consumer goods. Unilever can tap these markets in a better way by designing specialized products for these countries as per the needs of the target market (Hasan, 2015). 
· As argued by Kriwy and Mecking (2012), the number of health-conscious people around the world is multiplying every year. This gives rise to the target market of Unilever’s health segment such as lifebuoy soap, which aims to save individuals from germs’ attack. Moreover, Unilever can further develop its product base for this specific market in the years to come. 
· As evident from the corporate strategy of Unilever, the company has a specific focus on environmental sustainability. Also, it is noted that the individuals across the globe are intending to consume products that are manufactured in an environment-friendly factory. Therefore, this presents Unilever with an opportunity to achieve the goals of its corporate strategy and gain customers at the same time (Kriwy and Mecking, 2012).
· Threats
· The rate of growth of global income levels has declined over the last 10 years eventually leading to a decline in consumption levels. This has affected the organic growth level of Unilever, as well as the organic growth in sales in 2018, which was only 2% (Unilever, 2019). 
· P&G and Nestlé are competing for head to head and are also focused on Corporate Social Responsibility to grasp the market share. The high competition in the FMCG industry poses a significant threat to Unilever. Also, the local brands also compete with low pricing strategies to cut the market share of global companies. 
· Unilever has to comply with the laws of different countries due to its vast operations. The conflicting laws in different countries pose a challenge for multinational businesses across the globe (Hasan, 2015). 
These are a few of the strengths, weaknesses, opportunities, and threats experienced by Unilever. The analysis helps understand that there are numerous positives for Unilever to assist its growth in the years to come but the path is not risk-free as highlighted by weaknesses and threats. However, the company is recommended to overcome its weaknesses while avoiding the threats at the same time as it can be done using the core competencies of the company itself. 
[bookmark: _Toc14902388][bookmark: _Toc15157578]Intensive Growth Strategies at Unilever
In the view of Freeman (2010), there are four common growth strategies utilized by businesses as proposed in the Ansoff matrix (studied in activity 6.2 of the module), which include market penetration, market development, product development and diversification as illustrated in the figure below. 
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Figure 1 - Ansoff Matrix
(Source: Hooley, Piercy and Nicoulaud, 2012).
The first of the four strategies proposed in Ansoff matrix is market penetration, which refers to growing by marketing the existing products in existing markets. As analyzed from the current strategy of Unilever, the market penetration is used as a primary strategy by the company as the core objective of the business is to position and sell current products in the markets, where Unilever is already operating. It has been noted that Unilever differentiates its products from the competition by adding different attributes or features to the existing product range rather than solely relying on the new products through product development (Porter, 1998). 
As per Hayes (2010), product development is used when a business develops new products and sells them in the existing market. In the specific case of Unilever, product development is used as the secondary strategy for the company. As a part of differentiation as the competitive strategy of Unilever, the company develops new products from time to time as per the changing needs of the target market. For example, Unilever is expanding its health category in different countries in a bid to meet the increasing needs of consumers in this regard. The market development strategy refers to launching the existing products in the new markets. These markets can be geographic, demographic or social (Hussain et al., 2013). In the case of Unilever, market development is used as a supportive strategy as Unilever expands its market on a need basis. Otherwise, the core focus of Unilever is to increase the penetration in current markets and gain market share resultantly. 
The last strategy referred to in the Ansoff matrix is diversification; it is utilized when the new product is launched in the new market. Similar to market development, Unilever uses this strategy as a supportive strategy as well. Unilever has rarely launched a new product directly into the new market as the company philosophy is to introduce new products in existing markets first. Overall, the discussion in this section highlights that Unilever’s primary strategy in the view of the Ansoff matrix is market penetration and the secondary strategy is product development. The company used market development and diversification as support strategies i.e. they are used on a business need basis. 
[bookmark: _Toc14902389][bookmark: _Toc15157579]PEST Analysis
As prescribed by Gupta (2013), the PEST model is an important one to evaluate the external environment and factors that can affect the strategy and growth of a particular business. The term PEST stands for Political, Economic, Social and Technological and includes all common external factors that can affect the strategy of a business.
Political
· As Unilever is also headquartered in the UK, the first political factor affecting the business is Brexit as it is a politico-economic decision likely to affect almost every business having operations in the UK. Brexit will impact the transfer of inputs and final products to and from European countries to a significant extent.
· Given the operations of Unilever are expanded over 190 countries, it suggests that the company will be affected if there is an adverse political scenario in any of the countries. This suggests a high political risk for Unilever, as it has to comply with changing political scenarios and regulations of all 190 countries. However, if political stability around the globe is considered broadly, it can be noted that it has improved over the recent years presenting an opportunity for multinational businesses like Unilever (Hasan, 2015).
· In the view of Dur, Baccini and Elsig (2014), the free trade agreements are growing around the globe making the trade and doing business easier. Being a multinational company, Unilever can benefit greatly from these free trade agreements as it will allow Unilever to be mobile. However, the competition can rise significantly due to increasing free trade agreements and it can halt the market share of Unilever in existing markets. 


Economic 
· Similar to political factors, Brexit is also an economic factor that is likely to affect the strategy of Unilever for its operations in Europe. This can be either an economic opportunity or threat. Brexit can be a threat because of the limitations on the mobility of goods and human capital to and from other European countries. On the other hand, it is an opportunity as the goods produced within the UK are likely to be sold in the country giving Unilever an advantage. 
· The enhancing labor and employment laws in the UK including the minimum wage regulation also affect the strategy of Unilever. For example, as the government raises the minimum wage, it directly affects the cost of operations of Unilever and the strategy of the business is changed accordingly. The wages are increasing around the globe, which presents both an opportunity and a threat to Unilever. It is an opportunity for Unilever being a consumer company as the additional wages are likely to boost consumption in the economies. However, it can be a threat as it gives rise to the operational costs of Unilever (Mwololo, 2018).
· As Unilever has its operations spread across the developing countries, which are growing at a steady rate such as India, this growth presents an economic opportunity for Unilever. 
· Further, the developed economies have become stable again after absorbing the impacts of the global financial crisis. The demand for consumer goods has increased due to the stabilization of economies and this presents an opportunity for Unilever to grow (Mwololo, 2018).
Social
· One of the social trends that can be observed easily is the increase in health consciousness among consumers. As Unilever’s product range includes a segment on health products, this presents a huge opportunity and Unilever can exploit it through product development or diversification. 
· Secondly, it has been observed that the environmentalists’ behavior is increasing steadily, and Unilever has already stated environmental sustainability in its vision. This relation between the social trend and vision creates an opportunity for Unilever while pursuing environmental sustainability. 
· The differences between the status of male and female and their choices have reduced over the recent years, which presents an opportunity for the consumer goods companies like Unilever as it will be easier to target different segments of the society. 
Technological
· The business automation has increased across the industries, which can be treated as both the opportunity and threat for Unilever. It can be treated as an opportunity considering the operational efficiency resulting from it. On the other hand, it can be a threat if the competitors utilize it more effectively and efficiently. 
· R&D investments have increased for the FMCG as a whole and it poses a threat to Unilever because heavy R&D by competitors can increase their competitiveness in the periods to come. 
Overall, the analysis of Unilever’s strategic position using the models namely SWOT analysis, PEST, and Ansoff matrix suggests a strong position of Unilever with ample opportunities present to grow in the future. However, the company will need significant efforts to avoid potential threats as highlighted in the discussion above. 
[bookmark: _Toc14902390][bookmark: _Toc15157580]Long-term Strategic Choices at Unilever
The section highlights the long-term strategic choices that Unilever aims to undertake and how these choices are likely to help the company capitalize on opportunities present. As evident from the corporate website of Unilever UK & Ireland (2019b), these choices firstly include the portfolio choices as the company aims to manage its product portfolio actively in the long run. Besides, Unilever’s category choices and building of a prestige company also fall under the same category. While considering the portfolio choices, Unilever needs to consider opportunities highlighted in SWOT and PEST analysis as the company needs to undertake steps to introduce products to cater to the health-related needs of individuals. Unilever can also innovate its product packaging in a bid to become environmentally friendly. 
The second category of strategic choices opted by Unilever is related to branding and innovation. The company has decided to take a focused approach towards innovation, drive efficiency and margins and increase the investment in digital marketing. This suggests that the company is keen to undergo innovative measures to maintain its brand equity in an era of high competition (Unilever UK & Ireland, 2019b). As discussed earlier in the competitive strategy, the differentiation itself requires the business to focus on enhancing the branding and innovate the products regularly. Unilever has also opted for market development as identified by a major growth strategy in the Ansoff matrix. The company aims to go for market development by means of identifying routes to approach new markets, enhance the focus on emerging markets that have huge potential for consumption and develop the e-commerce marketplace as a need of the current era. This helps illustrate that the company has focused on market development in recent times, unlike past years when it used to be a supportive strategy only (Unilever UK & Ireland, 2019b). 
In addition to the areas highlighted above, Unilever has a special focus towards agility and cost as the company aims to cut operational costs by effective budgeting and use of technology so that it is more efficient as compared to the competitors. The company can achieve this objective through automation and this will help the technological factors stay as an opportunity for Unilever. The strategic choices of Unilever are also focused on people as employees are key stakeholders of the company and the company aims to manage the people in an effective way. The strategy focuses on attracting, recruiting and retaining the talent as a whole. Moreover, the vision of the company implies environmental sustainability as a key area of focus as well. The company aims to ensure that it contributes positively to the environment, which will help Unilever retain its market share as well because the consumers around the globe are increasingly becoming environmentally concerned. Overall, the discussion in this section suggests that the strategic choices and vision of Unilever are completely aligned and can help the company capitalize on several opportunities highlighted in SWOT and PEST analysis. 
[bookmark: _Toc14902391][bookmark: _Toc15157581]Management of Change at Unilever
As it can be highlighted from the discussion in this section, several strategic choices opted by Unilever require change management as studied in week 7 of the module. In the view of Gupta (2011), the change is bound to happen at every organization if it aims to survive in the long run. Similarly, Unilever has opted strategies that will change the organizational practices as can be exemplified by a focus on environmental sustainability. This focus will require Unilever to innovate persistently and ensure that the company practices are changed in a manner that support the environment. However, as the responses of several participants in the activity 7.5 imply that the resistance to change is evident in the case of every change at organizations, the changes selected by Unilever as a part of their strategic choices are desired by its workforce as well. This is why there is no resistance to change at Unilever as long as the strategic choices are concerned. 
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The strategic report formulated on Unilever can lead to several conclusions. Firstly, it is concluded that the corporate strategy of Unilever is focused on business growth and satisfaction of all stakeholders. Moreover, the competitive strategy utilized by Unilever is differentiation. The SWOT analysis helps understand that there are numerous positives for Unilever to assist its growth in the years to come but the path is not risk-free as highlighted by weaknesses and threats. The analysis with respect to the Ansoff matrix highlights that Unilever’s primary strategy is market penetration and the second strategy is product development. The company used market development and diversification as support strategies i.e. they are used on a business need basis. The PEST analysis highlights that there are numerous opportunities available to Unilever especially in the areas relating to social and economic factors. However, there are several threats to be countered by the company as well. It is also concluded from the report that the strategic choices and vision of Unilever are completely aligned despite the focus on multiple areas at the same time. This alignment can help the company capitalize on several opportunities highlighted in the SWOT and PEST analysis. Overall, it can be drawn that the strategic position of Unilever is stable in the FMCG industry but needs to be sustained by measures focused on improvement. 
[bookmark: _Toc14902393][bookmark: _Toc15157583]Recommendations 
On the basis of conclusions drawn from the discussion, the following are the recommendations for Unilever. 
· Unilever is recommended to sustain differentiation as its business strategy given the nature of the FMCG industry. 
· Based on SWOT analysis, the company is recommended to focus towards reducing operational costs to overcome one major weakness of business and fulfil the strategic choice of agility and cost.
· The company is also recommended to invest strongly in automation and R&D so that it can sustain high competition in the FMCG industry.
· The company is recommended to establish its operations in other EU countries as well because after Brexit is effective, the mobility from Europe to the UK may not be easy.
· Unilever is also recommended to utilize market development and diversification as the secondary strategies to expand its operations to new areas in an era of globalization.
· Lastly, Unilever is recommended to stick to their strategic choices as these are likely to impact the company positively in the long run and also affect other stakeholders positively. 
Overall, it is believed that Unilever has formulated an effective strategy to sustain its market share. However, if due consideration is paid to these recommendations and strategy is implemented effectively, the chances of success are likely to improve over the years to come. 
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