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[bookmark: _Toc7479]Executive Summary
This report provides a comprehensive strategic analysis of Unilever, focusing on its current market position, internal strengths, external challenges, and sustainability initiatives. Unilever, a leading multinational FMCG company, is renowned for its strong brand portfolio, global reach, and commitment to sustainability. Using frameworks like PESTEL Analysis and Porter’s Five Forces, the report examines external factors affecting the company, such as regulatory pressures, shifting consumer preferences, technological advancements, and intense competition.
Internally, the Resource-Based View (RBV) and Value Chain Analysis reveal Unilever’s key resources, including its extensive manufacturing network, financial strength, brand equity, and operational efficiency. Through SWOT analysis, the report identifies Unilever’s strengths in innovation, supply chain management, and sustainability leadership, while recognizing weaknesses like dependency on traditional retail and challenges in plastic waste reduction.
Strategically, Unilever is positioned using Porter’s differentiation strategy, offering premium, eco-friendly, and health-focused products. Growth strategies recommended through Ansoff’s Matrix include market penetration, development in emerging markets, product innovation, and diversification. Past M&A activities like the acquisitions of Horlicks and The Vegetarian Butcher further support its growth.
[bookmark: _Toc16243]To enhance sustainability and competitiveness, recommendations include deepening circular economy initiatives, leveraging digital technologies for supply chain transparency, expanding plant-based offerings, and strengthening local partnerships. Overall, the report emphasizes the importance of integrating strategic management with sustainable business practices to ensure Unilever’s long-term success.
[bookmark: _Toc12747]1. Introduction
Unilever is a British-Dutch multinational consumer goods company specializing in food, beverages, personal care, and household products. Founded in 1929, it operates in over 190 countries, with a portfolio of more than 400 brands, including Dove, Knorr, Lipton, and Ben & Jerry’s. As one of the world's largest Fast-Moving Consumer Goods (FMCG) companies, Unilever serves billions of consumers globally and plays a significant role in shaping industry trends(lieu et al,2021).
Unilever is crucial for strategic analysis due to its expansive global presence, diverse product portfolio, and commitment to sustainability. Economic challenges that Unilever faces include rising costs of raw materials, energy, and logistics impact profit margins leads to inflation and cost pressures.Global supply chain issues, including delays and shortages, affect production efficiency leads to supply chain disruptions.Operating in multiple markets exposes Unilever to foreign exchange risks leads to currency fluctuations(Iglesias et al,2023).
Strategic challenges that Unilever faces include increasing regulatory and consumer expectations for ethical sourcing and environmental impact cause challenge to sustainability and ESG compliance.Shifting towards e-commerce and direct-to-consumer channels amid changing shopping habits cause challenge to digital transformation.The demand for healthier, organic, and eco-friendly products requires continuous innovation cause challenge to evolves consumers’preferences.Growing pressure from global competitors and private-label brands challenges market share leads to intense competition(Tien,2019).
[bookmark: _Toc24653]2.External Analysis  
2.1 [bookmark: _Toc21013]PESTEL Analysis on Fast-Moving Consumer Goods (FMCG)
2.1.1 [bookmark: _Toc6910]Political Factors
For regulatory policies,governments impose regulations on product safety, advertising, and labeling (e.g.,FDA regulations in the U.S).For trade policies and tariffs,international trade restrictions, tariffs, and import or export regulations impact supply chains.For government stability,political instability in key markets can disrupt operations and investment decisions.For taxation and subsidies,changes in corporate tax rates or government incentives affect FMCG pricing and profitability(Reza,2020).
2.1.2 [bookmark: _Toc25330]Economic Factors
Rising costs of raw materials, energy, and transportation affect profit margins,it means inflation and cost pressures.Multinational FMCG firms face currency risks impacting pricing and revenues.Economic downturns reduce disposable income, affecting demand for premium FMCG products.For interest rates,high-interest rates may limit consumer spending and increase borrowing costs for companies(Chandra and Jatmika,2022).
2.1.3 [bookmark: _Toc27323]Social Factors
For changing consumer preferences,consumers may increase demand for organic, healthy, and sustainable products.For demographic shifts,aging populations, urbanization, and changing household structures influence product demand.For cultural influences,regional preferences impact product acceptance and marketing strategies.For lifestyle changes,Growth of health-conscious and convenience-seeking consumers affects product innovation(Daryanto,Dewanti and Farras, 2020).
2.1.4 [bookmark: _Toc7521]Technological Factors
Facing e-commerce’s growth,FMCG brands must invest in online sales channels and digital marketing.The development of automation & ai improves supply chain efficiency and customer engagement through personalized marketing.For product’s innovation,advancements in packaging, preservation, and alternative ingredients drive new product development.The development of big data & analytics enhances consumer insights, demand forecasting, and targeted advertising(Chiedu,Long and Ashar,2022).
2.1.5 [bookmark: _Toc11424]Environmental Factors
Sustainability concerns rises pressure to use eco-friendly packaging and sustainable sourcing.For climate change impact,weather disruptions affect agricultural supply chains and raw material availability.For waste management regulations,governments enforce recycling and waste reduction policies affecting production processes.For carbon footprint reduction,FMCG firms invest in renewable energy and carbon-neutral initiatives to meet ESG goals(De Bruin et al,2020).
2.1.6 [bookmark: _Toc14782]Legal Factors
For consumer protection laws,regulations on labeling, advertising, and health claims affect product positioning.For employment laws,labor laws impact wages, working conditions, and supply chain management.For intellectual property rights,protecting trademarks and innovations is crucial to maintaining competitive advantage.For data protection and privacy,stricter regulations on consumer data usage impact digital marketing strategies(Jevtić and Milovanović,2020).
[bookmark: _Toc4224]2.2 Porter’s Five Forces’ analysis of Fast-Moving Consumer Goods (FMCG)
[bookmark: _Toc17877]2.2.1 Competitive Rivalry
The competitive rivalry of Fast-Moving Consumer Goods (FMCG) is high.The FMCG sector is highly competitive, with major global players like Unilever, Procter & Gamble, Nestlé, and local brands fighting for market share.Low product differentiation in categories like household goods and food leads to intense price wars.Brand loyalty and strong marketing strategies help leading brands maintain dominance, but private labels and new entrants increase competition.Frequent innovation in product formulations, packaging, and marketing strategies intensifies rivalry(Purnama and Yani,2023).
[bookmark: _Toc7477]2.2.2 Threat of New Entrants
The threat of new entrants of Fast-Moving Consumer Goods (FMCG) is moderate to high.Low barriers to entry in some segments (e.g., organic and niche FMCG products) encourage new players.However, high initial investment in branding, distribution networks, and regulatory compliance makes it challenging for new entrants to compete with established firms.Established brands benefit from economies of scale, making it harder for newcomers to compete on price and efficiency(Almutairi,2023).
[bookmark: _Toc1130]2.2.3 Bargaining Power of Suppliers
The bargaining power of suppliers of Fast-Moving Consumer Goods (FMCG) is low to moderate.Large FMCG companies source raw materials from multiple suppliers, reducing supplier power.Some suppliers of unique ingredients (e.g., sustainable palm oil, organic cocoa) may have moderate power due to high demand for ethical sourcing.Supply chain disruptions (e.g., inflation, logistics issues) can temporarily increase supplier influence(Magagan and Ngugi,2021).
[bookmark: _Toc19578]2.2.4 Bargaining Power of Buyers
The bargaining power of buyers of Fast-Moving Consumer Goods (FMCG) is high.Consumers have access to multiple brands and substitutes, increasing their bargaining power.Retailers and supermarkets exert significant pressure on FMCG companies by demanding better pricing, promotions, and exclusive products.The rise of e-commerce allows consumers to compare prices and reviews, making brand loyalty more challenging to maintain(Dzuhrina,2023).
[bookmark: _Toc27183]2.2.5 Threat of Substitutes
The threat of substitutes is moderate to high.Private-label brands and generic alternatives often offer similar products at lower prices, posing a strong threat.Shifts toward healthier, eco-friendly, or DIY (do-it-yourself) solutions impact demand for traditional FMCG products.Innovation in new product categories (e.g., plant-based foods, sustainable packaging) helps mitigate substitution risks(Baragiola and Mauri,2021).
[bookmark: _Toc8853]2.3 Internal Analysis of Unilever
[bookmark: _Toc11071]2.3.1 Resource-Based View (RBV)
Unilever’s resources and capabilities play a crucial role in maintaining its competitive advantage. According to the VRIO framework, valuable, rare, inimitable, and organized resources ensure sustained success.tangible resources includes global manufacturing network,Unilever operates over 300 factories worldwide, providing economies of scale and cost efficiency;Its robust financial health supports continuous investment in R&D, acquisitions, and sustainability initiatives.;Extensive and reliable supply chains enable global product distribution.Intangible resources includes wide brand portfolio Unilever owns more than 400 brands, including iconic names like Dove, Knorr, and Magnum, ensuring strong brand equity and customer loyalty;Unilever’s commitment to its Sustainable Living Plan enhances its brand image and meets growing ESG expectations;Decades of consistent product quality and ethical practices have built a positive global reputation(Nahar and Zayed, 2019).
[bookmark: _Toc2144]2.3.2 Value Chain Analysis
Unilever’s value chain activities demonstrate high operational efficiency and strategic integration.Primary activities includes inbound logistics,Unilever effectively manages procurement from sustainable sources, ensuring ethical and efficient raw material supply;Unilever use of advanced manufacturing technology, lean production techniques, and automation enhances productivity and cost control;Strong relationships with global retailers, wholesalers, and e-commerce platforms ensure smooth product distribution;Unilever’s significant investment in advertising and digital platforms maintains brand visibility and consumer loyalty;Customer feedback mechanisms and after-sales support systems are well-developed to retain customers and enhance satisfaction.Support activities includes technology development,Unilever makes investment in AI, data analytics, and digital tools improves demand forecasting, supply chain management, and personalized marketing;Ethical sourcing and supplier partnerships support sustainable practices and cost efficiency;Strong focus on leadership development, diversity, and employee engagement enhances workforce capabilities;Effective governance structures and sustainability-focused corporate strategies ensure long-term stability(Faria and Cunha,2022).
[bookmark: _Toc9618]2.4 SWOT Analysis of Unilever
Strengths:Strong brand recognition and customer loyalty.Economies of scale leading to cost efficiency.Well-established distribution and supply chain networks.Continuous innovation and R&D investment.
Weaknesses:High dependency on traditional retail channels, making adaptation to e-commerce slower.Vulnerability to raw material price fluctuations.Challenges in reducing plastic waste and meeting sustainability targets.
Opportunities:Growth in e-commerce and direct-to-consumer sales.Increasing demand for health-conscious and sustainable products.Expansion into emerging markets with growing middle-class consumers.
Threats:Intense competition from global brands and private-label products.Changing consumer preferences toward niche and local brands.Regulatory pressure regarding sustainability, plastic usage, and sugar content in food products(Cheng,2021).
[bookmark: _Toc8809]2.5 Strategy Formulation & Competitive Positioning of Unilever
[bookmark: _Toc6161]2.5.1 Current Strategic Positioning: Porter’s Generic Strategies
Unilever’s current strategic positioning can be effectively explained using Porter’s Generic Strategies, particularly focusing on a differentiation strategy. Unilever operates in highly competitive FMCG markets and distinguishes itself through its strong emphasis on brand equity, product innovation, and sustainability leadership. The company offers premium-quality, health-conscious, and environmentally sustainable products, differentiating itself from cost-leaders and private-label competitors.
Unilever's commitment to sustainability—evident through initiatives like the Unilever Sustainable Living Plan (USLP)—and its investment in ethical sourcing, eco-friendly packaging, and social responsibility enhances its brand image and allows it to command premium pricing. This differentiation is further reinforced by a diverse global brand portfolio, including Dove, Ben & Jerry’s, and Hellmann’s, tailored to meet the preferences of local and global markets alike(Stanley et al,2022).
[bookmark: _Toc30273]2.5.2 Potential Growth Strategies: Ansoff’s Matrix
Unilever’s potential growth strategies can be explored using Ansoff’s Matrix, which provides four avenues:Market penetration,market development,product development and diversification.For market penetration,Unilever continues to strengthen its position in existing markets by increasing market share through aggressive marketing, promotional campaigns, and competitive pricing, especially in core categories like personal care and food products.For market development,Unilever actively targets emerging markets (e.g., India, Southeast Asia, and Africa), where rising middle-class incomes and urbanization present substantial growth opportunities. The company adapts products and pricing strategies to local preferences and economic conditions.For diversification,while primarily focused on core FMCG areas, Unilever has cautiously diversified into adjacent sectors like health and wellness, including acquiring brands that align with emerging consumer trends(Damayanti and Halimah,2023).
[bookmark: _Toc21289]2.5.3 Mergers & Acquisitions (M&A) Assessment
Unilever has pursued selective M&A activities to strengthen its brand portfolio and expand into high-growth segments. Notable past acquisitions include Vegetarian Butcher (2018)and Horlicks (2019).Vegetarian Butcher (2018): This acquisition aligned with the rising demand for plant-based protein products and supported Unilever’s sustainability and health goals.Horlicks (2019): Unilever acquired Horlicks and other GSK consumer health brands to enhance its presence in the Indian market and expand in the health-focused beverages segment(Lukman,2021).
[bookmark: _Toc30525]2.6 Sustainability & Strategic Recommendations for Unilever
[bookmark: _Toc14092]2.6.1 Evaluation of Sustainability Initiatives and Strategic Implications
Unilever has long been recognized as a leader in corporate sustainability, primarily through its Unilever Sustainable Living Plan (USLP) and its evolved compass strategy. These initiatives focus on key areas such as reducing carbon emissions, sustainable sourcing, waste reduction, water stewardship, and promoting social inclusion. Unilever has committed to achieving net-zero emissions by 2039, making all its plastic packaging reusable, recyclable, or compostable by 2025, and ensuring fair wages across its value chain(Michael, Raharjo and Resnawaty,2019).
Strategically, these sustainability efforts strengthen Unilever’s differentiation strategy by aligning the brand with growing consumer demand for ethical, eco-friendly, and socially responsible products. Sustainability leadership also enhances brand equity, builds customer loyalty, mitigates regulatory risks, and attracts sustainability-conscious investors. However, meeting ambitious sustainability targets requires continuous innovation, significant investment, and close collaboration with suppliers, which may affect operational costs and supply chain complexities in the short term(Hu,2023).
[bookmark: _Toc7725]2.6.2 Strategic Recommendations for Improved Sustainability and Positioning
Unilever should deepen circular economy initiatives.While Unilever is progressing in plastic reduction and recycling, it should further invest in closed-loop systems by scaling up refillable packaging solutions and partnering with governments and NGOs to build effective recycling infrastructure in emerging markets. This not only addresses environmental concerns but also strengthens brand loyalty through innovative customer engagement models(Maharani et al,2020).
Unilever should accelerate digitalization for sustainability.Unilever should leverage AI and blockchain technology to increase transparency and traceability in its supply chain, ensuring ethical sourcing and reducing environmental impacts. Digital tools can help monitor carbon emissions, resource usage, and supplier compliance more effectively, enhancing both sustainability outcomes and operational efficiency(Shrestha,2019).
Unilever should expand in health & wellness and plant-based markets.Aligning with long-term health and sustainability trends, Unilever should prioritize the growth of its plant-based and wellness product lines, particularly in high-growth international markets. Expanding brands like The Vegetarian Butcher can address consumer shifts toward plant-based diets, supporting both environmental goals and revenue diversification(Khatun,2021).
3. [bookmark: _Toc13581]Conclusion
This report has analyzed Unilever’s strategic positioning and sustainability efforts in detail. Unilever’s strong global brand portfolio, commitment to innovation, and leadership in sustainability are key strengths that support its differentiation strategy in the competitive FMCG industry. Through internal analysis, the company's operational efficiency, brand equity, and extensive supply chain capabilities have been highlighted as critical resources. Externally, factors such as rising consumer demand for sustainable products, technological advancements, and intense market competition pose both opportunities and challenges. Strategic frameworks like Porter’s Generic Strategies, Ansoff’s Matrix, and SWOT have been applied to recommend growth strategies such as expanding in emerging markets, advancing digital transformation, and investing further in sustainable innovation.
The importance of strategic management in a sustainable business environment cannot be overstated. As global consumers and regulators increasingly prioritize ethical, social, and environmental responsibility, firms like Unilever must integrate sustainability into their core strategy. Strategic management enables businesses to align long-term goals with sustainability objectives, ensuring competitiveness, regulatory compliance, and stakeholder trust. By continuously evolving its strategic approach, Unilever can secure its market leadership, contribute positively to society, and drive sustainable value creation for all stakeholders in the future.
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