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[bookmark: _Toc228198399]1. Organisational Context and Overview
[bookmark: _Toc228198400]1.1 Historical Background, Mission, Vision, and Business Model
Unilever is a leading multinational organisation, and it is operating within the fast-moving consumer goods (FMCG) sector. An SBU is an independent unit in a company with its own strategy, competitors, and market environment; thus, this study is specifically concerned about the Unilever Beauty & Wellbeing. This is a UK based company, established in 1929 (Unilever, 2026).  However, now the company has an existence in more than 190 countries and the company has billions of consumers. The global level of operations has an impact on strategic planning, through economies of scale and market diversification, as well as increased risk factors. Therefore, it indicates the historical evolution of Unilever in adapting with the changing consumer expectations and market conditions. 
Mission statement reflects the purpose of an organisation and what direction it takes towards fulfilling that purpose. Sustainability plays a critical role in strategic decisions regarding products, ingredients, packaging, and brands. The mission of the company "make sustainable living common practice" emphasises an important focus for the business by making sure its environmental and social responsibilities are considered in all products sold and activities performed by the business (Unilever, 2026). Vision reflects long-term objectives that help guide the direction for decision-making and investments. In this instance, the vision leads towards investments in sustainable innovations and market positioning. Its vision supports long-term value creation through environmental sustainability, while balancing profit and sustainability goals (Majekodunmi and Adeola-Staveley, 2025). This will strengthen brand reputation and build stakeholder trust by creating barriers for competitor entry. However, the sustainability initiatives will lead to increased costs for the company and oftentimes conflict with the company's short-term financial performance.
Business models reflect value creation and delivery processes. Unilever’s business model is built upon high volume sales of branded products in three primary business segments (binti Tsuraya et al., 2023). The success of this model is dependent upon brand equity, economies of scale and a global distribution network. Collectively, these attributes deliver cost efficiencies to Unilever while continuing to differentiate its products. However, as Unilever is primarily reliant upon high-volume consumption; it is exposed to operating risk from fluctuations in consumption and pricing (Majekodunmi and Adeola-Staveley, 2025).
[bookmark: _Toc228198401]1.2 Industry, Competitors, and Market Position
Unilever is part of an incredibly competitive FMCG industry where there are many competitors vying for market share through aggressive pricing, innovation, and marketing strategies (Wibawa et al., 2025). Furthermore, the increasing emphasis on sustainability and health-related issues is shifting the dynamics of the industry requiring manufacturers to adapt their product offerings accordingly (HD, 2022).
Unilever’s key competitors in the FMCG industry are Procter & Gamble (P&G), Nestlé & Colgate-Palmolive. Due to their formidable assets, these companies are able to compete aggressively through pricing, innovation, and marketing strategies, which puts increased pressure on all industry players (Wibawa et al., 2025). Although Unilever has been able to establish itself as a global leader in the FMCG marketplace, this has been difficult to date due to the tremendous resources of the competitors, making it difficult for Unilever to maintain a definitive competitive advantage. The company registered €59.6 billion as its turnover in 2024 (Unilever, 2024), which proves its presence on the international market; yet, due to the convergence of strategy across competitors, Unilever's competitive advantage is not sustainable.
As a leader in the FMCG industry with a robust presence in both developed and emerging markets, Unilever is positioned for growth given its focus on emerging economies, but faces increased risks due to macroeconomic instability and regulatory uncertainty (HD, 2022). The reason for that is that regulatory pressure such as prohibitions against the use of single-use plastic and EPR legislation is compelling firms to change their packaging solutions and logistics, thus impacting decision-making about production processes (Grand View Research, 2024). Additionally, while Unilever is able to differentiate itself through a focus on sustainability and purpose-driven branding, its effectiveness is diminished by the increasing number of competitors adopting the same strategies. This statement is corroborated by current market trends, as the global market size for sustainable packaging reached a value of USD 272.93 billion in 2023 and is expected to grow to USD 448.53 billion by 2030 at a CAGR of 7.6% (Grand View Research, 2024), reflecting substantial pressure in the industry for companies to invest in sustainable packaging.
[bookmark: _heading=h.v1qd86n38fus][bookmark: _Toc228198402]2.1 Analysis of the External Environment
To strategically apply PESTLE, we must first determine what are the key strategic decisions that Unilever is making. These relate to market entry and growth in developing markets, innovation (especially sustainable innovation), supply chain optimisation, pricing and R&D and digital transformation investments. These decisions are influenced by external environmental factors, which present challenges and opportunities.
Political Factors: Geopolitical factors play an important role in market entry and supply chain decisions. Geopolitical risks, including those from Iran, have contributed to greater oil price variability and global supply chain disruptions, particularly through key supply routes like the Strait of Hormuz. This has caused increased transport and packaging costs, affecting Unilever economically and requiring strategic planning for supplier and production diversification. Furthermore, Brexit and trade policy changes have added to the complexity and cost of logistics and sourcing (Shaoping, 2023).
Additionally, increased environmental regulations (including bans on single-use plastics and extended producer responsibility (EPR) schemes) affect product development and investment. This is evident in market trends where the sustainable packaging market was worth USD 272.93 billion in 2023 and is expected to grow to USD 448.53 billion by 2030 (Grand View Research, 2024). As a result, Unilever needs to invest in sustainable packaging solutions to comply with regulations and avoid fines, making sustainability a business imperative rather than a voluntary endeavour.
Economic Factors: The economy impacts pricing, cost structures and entry into new markets. Increasing inflation and other input costs, as discussed in the Unilever (2024), have required Unilever to increase prices, potentially leading to price sensitivity and loss of market share. This poses a dilemma between preserving profitability and market share.
Fluctuating exchange rates affect global operations, especially in emerging markets, impacting market entry and investment strategies. Economic recessions affect consumer behaviour, with customers' switching to lower-priced substitutes, causing competition to increase and for companies to pursue strategies of cost and efficiency management (Dhenabayu et al., 2022).
Social Factors: Social factors have a significant impact on innovation and marketing strategies. The growing consumer preference for sustainable, ethical and healthy products necessitates product reformulation and innovation (Fatyandri and Lie, 2023). This is in line with Unilever's sustainability ambitions, but it increases the cost of operations and research and development (R&D).
Urbanisation and a growing middle class in emerging markets provide opportunities for growth strategies. But these social shifts create higher reputational risks, as companies that fail to meet social and environmental standards risk losing customer trust and market share (Ghial et al., 2025).
Technological Factors: Technology, especially the use of artificial intelligence (AI), plays a critical role in R&D, supply chain management, and marketing strategies. AI facilitates sophisticated forecasting, targeted marketing and dynamic supply chain management, enhancing efficiency and responsiveness to market trends (Wicaksono and Widjayani, 2025).
Additionally, e-commerce has shifted distribution channels, necessitating investment in online platforms and logistics systems. But the rate of technological advancement requires ongoing investment, driving up costs and forcing companies to constantly upgrade their capabilities to compete effectively.
Legal Factors: Laws and regulations impact compliance, product development and data governance. Laws like the UK Companies Act 2006 and GDPR mandate rigorous governance and data privacy procedures, affecting Unilever's corporate reporting and data handling practices (Fatyandri and Lie, 2023).
Further environmental regulations like REACH regulate product ingredients and processes (Shaoping, 2023). These regulations raise costs, but encourage innovation towards safer, more sustainable products, affecting long-term investment strategies.
Environmental Factors: Environmental factors play a pivotal role in sustainability investments and long-term strategies. International climate policies, such as the Paris Accord, mandate emissions reduction and sustainable environmental practices. This is in line with Unilever's strategy to attain net-zero emissions and plastic reduction.
But sustainability practices are costly and present a dilemma between long-term sustainability goals and short-term profitability (Ghial et al., 2025). Sustainable practices being adopted across the industry mean they are increasingly a source of parity and not sustainable competitive advantage which calls for firms to effectively embed sustainability into their business model.
[bookmark: _Toc228198403]2.2 Strategic Challenges and Critical Success Factors
In analysis of the PESTEL, there are some critical success factors (CSFs). Critical Success Factors (CSFs) are the key areas of activity that must be performed effectively for an organisation. This helps to achieve its strategic objectives and maintain competitive performance.  Good brand equity is a prerequisite in product differentiation in an extremely competitive FMCG market. Second, there is a need to be innovative to respond to the changing needs of consumers, especially to sustainable and health products (Dhenabayu et al., 2022). Thirdly, there is a need to have efficient global supply chain management to manage the costs and maintain the availability of the products. Finally, it is essential to be flexible to regulatory and environmental changes to achieve long-term sustainability.
Unilever has serious strategic challenges, even with these factors of success. Growing international competition by international players like Procter and Gamble and Nestle increases pricing and innovation pressures (Shaoping, 2023). The escalating price of sustainability projects brings a conflict between the long-term environment objectives and short-term financial performance. The complexity of regulations in various markets makes matters difficult. Furthermore, shifting consumer behaviour, especially the turnover to the use of own-label and local brands, is a threat to the market share (Dhenabayu et al., 2022).
[bookmark: _Toc228198404]2.3 Internal Environment Analysis
Key Resources
Unilever has a lot of tangible and intangible resources. It has tangible resources such as its world production facilities and a wide distribution network that allows it to run large-scale operations (Unilever, 2026). Brand equity (e.g. Dove, Lifebuoy and Ben and Jerry) and intellectual property and corporate reputation are intangible resources that are especially valuable. Fatyandri and Lie (2023) argue that one of the most significant resources of Unilever is its brand portfolio, which helps customers to be loyal to the company, as well as to penetrate the market.
Capabilities
Unilever has excellent organisational skills, such as innovation, marketing skills, and supply chain management. One of its main capabilities is the flexibility to customise products to fit the local markets with global consistency (Majekodunmi and Adeola-Staveley, 2025). It invests in research and development, which helps it sustain product innovation, especially sustainability and health-oriented products markets.
Core Competencies
The business capabilities of Unilever are the management of brands, international market penetration, and sustainability (Unilever, 2026). Its capacity to make sustainability part of its business strategy, as compared to other businesses, makes it stand out among its competitors and improves its corporate image. Moreover, the economies of scale enable it to offer cost-effectiveness that aids in its competitive pricing strategies (Dhenabayu et al., 2022).
[bookmark: _Toc228198405]2.4 VRIO Framework Analysis

	VRIO Dimension
	Definition
	Application to Unilever
	Strategic Implication

	Value
	Resources and capabilities are valuable if they enable a firm to exploit opportunities or mitigate external threats.
	The resources and capabilities of Unilever are very important because they can help the company to capitalise on the market opportunities and mitigate the external threats (Wibawa et al., 2025). As an example, its strong brand portfolio enables premium pricing and high customer loyalty.
	This supports competitive advantage by allowing differentiation and margin protection, particularly in highly competitive FMCG markets.

	Rarity
	A resource is rare if it is not widely possessed by competitors.
	Although certain resources such as global distribution networks are common across competitors, Unilever has been relatively unique in integrating sustainability into its core strategy (Unilever, 2026), aligning with increasing consumer demand for ethical products.
	This provides temporary competitive advantage, although it is being eroded as competitors increasingly adopt similar sustainability strategies.

	Imitability
	Resources are inimitable if they are difficult or costly for competitors to replicate.
	Capabilities such as brand reputation and organisational culture are difficult to imitate as they are developed over time and embedded within the firm’s history. However, product innovation can be replicated by competitors, reducing uniqueness over time.
	This suggests that only certain capabilities (e.g., brand equity) provide sustained competitive advantage, while others offer short-term benefits.

	Organisation
	The firm must be organised effectively to exploit its valuable, rare, and inimitable resources.
	Unilever is organised to leverage its resources through a combination of decentralised operations for local responsiveness and centralised strategic control to ensure global alignment (Fatyandri and Lie, 2023).
	This enables the firm to fully exploit its capabilities, supporting sustained competitive advantage through efficient execution and strategic consistency.



[bookmark: _Toc228198406]2.5 Strengths and Competitive Advantage Internally
A competitive advantage is defined as the ability for a business entity to be better than others through superior value creation and/or lower costs. To analyse how Unilever creates such competitive advantage, one should differentiate between resources (for example, brands), capabilities (the capacity to use resources), and competencies (developed capabilities).
The main source of Unilever’s competitive advantage lies in its high-quality brand portfolio, which serves as an excellent resource that facilitates product differentiation and brand loyalty in the highly competitive FMCG industry, in which switching costs are low (Shaoping, 2023). Moreover, its marketing skills are another element of competency that makes it possible to set premium prices and establish market position. Economies of scale can be regarded as resources and capabilities as well, since they enable cost leadership. Nevertheless, this type of competitive advantage is not exclusive to Unilever; other companies such as P&G and Nestlé benefit from economies of scale as well.
The innovation prowess of Unilever makes it possible for it to adapt to the changes in the customer demands, especially where sustainability and health-related goods are concerned, making it relevant in the market. The firm also benefits from its international standing in promoting growth, reducing risks and opening up markets in developing nations (Unilever, 2026). Sustainability efforts, on the other hand, improve the reputation of the firm. These strengths must be developed continuously since competitors will begin adopting similar practices and there is the issue of sustainability costs.
[bookmark: _Toc228198407]3. CSR and Sustainability Objectives 
Unilever has three main ideas that form their Corporate Social Responsibility (CSR): The Environment, Society and the Economy. Unilever's goal is to have a net-zero carbon footprint by 2039 and be environmentally friendly by reducing the amount of carbon emissions and plastic use in their products. Unilever supports responsible sourcing of raw materials including: palm oil, tea, and cocoa (Unilever, 2026). The Corporate Social Responsibility (CSR) policy of Unilever is not seen as a fringe process but rather as part of its business strategy which is firstly via its sustainability agenda and long-term value-creation model. The CSR strategy of the company is anchored on several pillars like climate action, plastic reduction, nature protection, and improving livelihoods, which reflects the comprehensive approach to environmental and social objectives and commercial interests.
Other quantifiable goals set by Unilever to make its supply chain more resilient and efficient, according to annual and sustainability reports, include net-zero emissions, increased sustainable sourcing, and bettering supplier living standards, which directly increase supply chain resilience and efficiency (Unilever, 2024). This overlap is the manifestation of the point made by Modreanu et al. (2022), according to which CSR may be a strategic instrument of sustainable value-generation, as opposed to a reputation show.
Moreover, the CSR policy of Unilever helps to differentiate the brands and boost consumer confidence, especially in those markets where ethical consumption is on the rise. According to Chandra and Jatmika (2022), these initiatives enhance environmental sustainability and enhance corporate legitimacy. Nonetheless, a major shortcoming is that sustainability programs can be characterised by high implementation expenses and can come at the expense of profitability in the short run. Moreover, as the rival companies emerge with the same type of CSR, the originality of the strategy of Unilever may be undermined (Kusuma et al., 2024). On the whole, Unilever proves to be highly aligned in its business goals and CSR, which still needs constant innovations to maintain the competitive edge.
[bookmark: _Toc228198408]4. Holistic and Comprehensive View: Balanced Scorecard 
Balanced Scorecard Model created by Kaplan and Norton (1992) allows a full analysis of the organisational performance as it combines both financial and non-financial indicators. The framework in the case of Unilever indicates that the company has a high degree of correspondence between its sustainability-based mission and the execution of the operations.
[bookmark: _Toc228198409]4.1 Financial Perspective
Goal: To experience sustainable and profitable growth and at the same time be cost effective.
KPIs: Growth in underlying sales, operating margins, return on capital employed, and the free cash flow.
Targets: Achieve predictable long-term shareholder value and remain competitive in profitability.
Programmes: Portfolio optimisation, pricing, and cost saving programs.
The Unilever (2024) reports that financial performance is closely connected with the sustainability outcomes, which is demonstrated by the activity of introducing sustainability measurements in executive remuneration. This reflects a strategic management process of creating values in the long run as opposed to maximising profit in the short run. But the margin stability remains challenged by the inflationary pressures on the one hand as well as the sustainability investments on the other hand. In order to achieve its financial objectives, Unilever has set a number of goals related to their global portfolio of consumer goods brands. These include increasing revenue growth from core brands (Dove, Knorr, and Lifebuoy) as well as improving operating margins and ensuring long-term profitability through efficient cost management (Unilever, 2024). Further, the company will continue to pursue a focus on achieving consistent sales growth while maximising productivity and reducing operational costs through supply chain efficiency via digital transformation.
[bookmark: _Toc228198410]4.2 Customer Perspective
Goal: Their mission is to provide sustainable and innovative products to customers and ensure their satisfaction and loyalty to the company.
KPIs: Customer satisfaction, sustainable product segments growth, market share, and brand equity.
Targets: Intensify the popularity of purpose-driven brands and increase its presence in the new markets.
Activities: Product innovation, sustainable packaging and online marketing.
The branding strategy of sustainability-based branding of Unilever is similar to the emerging trend of consumer preferences towards ethical consumption. The Sustainability Report (2024) emphasises that customer value creation should be supported by evidence of CSR as environmentally responsible products are helping to gain revenues significantly. This helps to back up Kusuma et al. (2024), who opine that CSR helps in strengthening corporate branding and consumer perceptions. Unilever has undertaken numerous projects aimed at creating new products and enhancing existing product lines; this includes efforts to improve sustainability of all of our brands. Many of these projects include investing heavily in digital media to better understand consumer behavior and develop long-term loyalty with our customers.
[bookmark: _Toc228198411]4.3 Internal Business Processes Perspective
Goal: To enhance operational effectiveness and inculcate sustainability throughout the value chain.
KPIs: The number of carbon emissions (scope 1, 2, and 3), sustainable sourcing rates, supply chain performance, and waste minimisation.
Targets: Net-zero emissions by 2039 and greater sustainability in the usage of materials.
Action plan: Climate Transition Action Plan, Supplier Climate Programme and waste reduction.
The internal processes of Unilever are well aligned with the environmental objectives. The company presents good news about the emission decrease and higher sustainable sourcing as the company is concerned with operational sustainability (Unilever, 2024). Modreanu et al. (2022) highlight the importance of such an integration as increasing the effectiveness and minimising risks in the long-term competitiveness. Unilever has undertaken various actions to enhance its enterprise by introducing digital technology, automating plants, and sourcing raw agricultural commodities more sustainably, including palm oil and cocoa (Kusuma et al., 2024). The investment towards operational improvement internally will help to improve business results, while at the same time, maintain the sustainable element and efficient aspect as priorities in their strategic approach to running the business.
[bookmark: _Toc228198412]4.4 Learning and Growth Perspective
Goal: To build the competencies of the employees and create a culture of innovation and sustainability.
KPIs: Employee engagement, training and development, output of innovations, and safety at the workplace.
Targets: Create a competent and motivated workforce that is aligned with the objectives of sustainability.
Programmes: leadership development schemes, employee welfare initiatives and incentives based on sustainability.
Unilever has a great investment in employee development and organisational culture. Wellbeing programmes and performance incentives based on sustainability features are mentioned in the Sustainability Report (2024) and improve employee engagement and productivity. According to Chandra and Jatmika (2022), these practices enhance the organisational commitment towards the CSR goals. Through their commitment to employee development and organisational learning, Unilever has built its ability to innovate and adapt, leading to greater operational performance and Sustainability in Long Term Business Growth.
[bookmark: _Toc228198413]5. Strategic Choices and Implementation 
[bookmark: _Toc228198414]5.1 Business-Level Strategies
The business level strategy of Unilever is hybrid with differentiation and some components of cost leadership. Sustainability, innovation, and good brand identity are the main determinants of the differentiation strategy of Unilever (Harris et al., 2025). The customer loyalty and the premium prices are gained by its purpose-driven brands and environmentally-conscious products. Meanwhile, the company takes advantage of economies of scale, effective global sourcing, and supply chain optimisation to be cost competitive in price-elastic markets (Harris et al., 2025).
[bookmark: _Toc228198415]5.2 Corporate-Level Strategies
Unilever embraces similar diversification and global expansion at the corporate level. Its diversification through personal care, home care and food products minimises risks and balances revenues. In addition, its internationalisation in more than 190 countries will give it access to high-growth emerging markets (Unilever, 2026). Adaptive portfolio management and strategic flexibility are reflected in strategic actions like selling non-performing brands and investing in growing ones (i.e., plant-based and wellness products) (Sushil and Dhir, 2024).
[bookmark: _Toc228198416]5.3 Strategic Choices that are recommended
Unilever needs to enhance several aspects for better performance.
Differentiation through innovation based on investing in digital technologies, AI-oriented consumer insights, and personalised products to develop harder to copy benefits (Unilever, 2026).
Diversification with concentration towards high-margin products including health, wellness, and sustainable consumption in line with changing consumer preferences.
Such decisions are suggested because they will help maintain the long-term competitive advantage and deal with the growing competitive imitation in sustainability practices.
[bookmark: _Toc228198417]5.4 Change Management and Strategic Implementation
Unilever has been found to be capable of handling the strategic change, especially with its shift to the sustainability-made and digitally-enabled corporate model. The incorporation of sustainability in the operations is an indication of the proactive response to the external forces like regulation and the evolving consumer behaviour.
Nevertheless, the efforts to implement such changes at a global level have some challenges such as organisational resistance, higher operational expenses and difficulty in meeting local market demands using global strategies. Nonetheless, the relatively successful implementation has been enabled by the well organised governance, performance control mechanisms, and the dedication of the leadership by Unilever.
Importantly, though the company has managed to make sustainability part of the strategy, the need to remain agile and strike the right balance between costs is a continued challenge. Adaptation should be the continuous one to make sure that strategic changes can be converted into long-term competitive advantage (Turkyilmaz and Atalay, 2026). Moreover, Unilever is committed to sustainability, which has required a total overhaul of the company's structure. With appropriate change management and strategic execution help, Unilever has been successful in adapting the way it does business to meet new marketplace needs while maintaining its current level of global competitiveness than prior to these significant shifts in its operations.
[bookmark: _Toc228198418]6. Strategic Evaluation and Recommendations
[bookmark: _Toc228198419]6.1 SWOT Analysis
	Strengths
	Weaknesses

	Strong global brand portfolio (e.g., Dove, Lifebuoy)  (Unilever, 2026).
	High sustainability and operational costs

	Extensive global distribution network.
	Dependence on high-volume consumption model

	Strong CSR and sustainability positioning  (Unilever, 2026).
	Complexity in global operations   (Shaoping, 2023).

	Economies of scale and innovation capabilities
	Slower response to niche/local competitors



	Opportunities
	Threats

	Growing demand for sustainable and health-focused products.
	Intense competition (e.g., P&G, Nestlé)

	Expansion in emerging markets  (Wibawa et al., 2025). 
	Inflation and price sensitivity   (Shaoping, 2023).

	Digital transformation and e-commerce growth.
	Regulatory and environmental pressures  (Wibawa et al., 2025). 

	Premiumisation and product innovation.
	Rise of private-label brands



As indicated by the SWOT analysis, Unilever is uniquely situated in the FMCG marketplace on a global basis. To that end, Unilever possesses many recognized strengths, such as strong brands including Dove and Lifebuoy, a vast global distribution network, and a strong commitment to both environmental sustainability and corporate social responsibility (Unilever, 2026). Furthermore, Unilever faces challenges including extremely high operational costs associated with sustainability efforts and managing a complex global network of operations  (Shaoping, 2023).
There is a fair amount of potential opportunity for Unilever's business due to the increasing demand for healthier and environmentally friendly products, continued economic growth in many developing countries and the growth of digital retail  (Wibawa et al., 2025). Conversely, Unilever is facing a number of threats from major competitors including Procter & Gamble and Nestlé, inflationary pressures on produce costs, increased regulatory scrutiny, and the overall increase in popularity of private label goods.
[bookmark: _Toc228198420]6.2 Ansoff’s Matrix Analysis
	No.
	Strategy Type
	Application to Unilever
	Evaluation

	1
	Market Penetration
	Increasing sales of existing products through pricing and promotion strategies
	Limited growth due to market saturation and competition

	2
	Product Development
	Launch of sustainable and health-focused products
	Strong alignment with trends but easily imitated

	3
	Market Development
	Expansion into emerging markets (Asia, Africa)
	High growth potential but involves risk

	4
	Diversification
	Entry into plant-based, wellness, and premium segments
	High potential returns but higher risk



Market penetration is primarily about building volume sales of a company's current products by utilising pricing and promotion techniques designed to improve brand awareness. However, due to increased competition and market saturation, future growth through market penetration will probably be relatively limited (Hüsam et al., 2022).
Product development is primarily about launching sustainable and healthy products, which are very well aligned with changing consumer preferences; however, many of these types of products can be easily replicated by competitors (Harris et al., 2025).
Market development is primarily concerned with growing into emerging markets like Asia and Africa, both of which offer a good opportunity for growth even when factoring in the operational risks associated with entering a new country (Hüsam et al., 2022).
Lastly, Unilever's efforts to enter into markets for plant based foods, wellness and premium products reflect the company's desire to grow within these segments of the industry due to their potential for very high returns on investment; however, as a result of a great number of options available, these types of investments are considered very high risk from a strategic standpoint.
[bookmark: _Toc228198421]6.3 Recommendations
Unilever must intensify (4) diversification by further investing in high-growth segments like the health, wellness, and plant-based ones that have greater future demand and margins.
Secondly, digital innovation and data analytics will upgrade (2) Product Development to make differentiated products and sustain a competitive edge in an oversaturated market (Harris et al., 2025).
Thirdly, the cost efficiency of the company needs to be enhanced in order to offset the financial burden of the sustainability investments especially in terms of supply chain optimisation and strategic alliance.
Lastly, there is a need to continue paying attention to (3) Market Development, but with more localisation policies to get familiar with the local preferences of consumers and minimise risks in the markets.
[bookmark: _Toc228198422]Section 2: Reflection Account Using Gibbs Reflective Cycle 
[bookmark: _Toc228198423]Description
This evaluation involved a critical evaluation of the strategic management practices of Unilever, its external and internal environment, CSR strategy, and strategic positioning. The process entailed a lot of research in the form of academic literature and industry reports in addition to the annual and sustainability reports of Unilever. The first step that I have taken was to identify the appropriate sources, such as journal articles and company reports, to create a solid theoretical and empirical base. I went ahead to organise the analysis into major sections like PESTEL, VRIO, Balanced Scorecard, and such strategic tools as SWOT and the Matrix of Ansoff.
[image: ]
Figure 1. Gibbs Reflective Model
(Source: Graham Gibbs, 1988)
The research process involved critical choice of relevant and recent sources after which the information was synthesised into a consistent argument. I needed to make sure that the analysis would be critical and not descriptive in connecting theory with business practices in the real world. The process allowed me to gain a better insight into the processes of implementing strategic management theories in practice (Sushil and Dhir, 2024).
[bookmark: _Toc228198424]Feelings
The start of the assignment made me feel a little overwhelmed as I did not have a clear picture of how complicated the task was and I had to combine various strategic frameworks. The task was not easy due to the necessity to critically review the strategies of Unilever and apply suitable academic sources. Nevertheless, my confidence increased with the progression of the research and the subsequent process of organising my ideas.
The subject matter interested me especially in the review of the manner in which Unilever incorporates sustainability into its DNA. This was what made the assignment interesting and more applicable to the business problems in real life. Nevertheless, I had a problem with mixing theory and practice because it demanded a higher degree of critical thinking (Turkyilmaz and Atalay, 2026).
[bookmark: _Toc228198425]Evaluation
The application of the broad variety of academic sources and company reports was one of the advantages of my approach and increased the validity of the analysis. PESTEL, VRIO, and the Balanced Scorecard helped use a systematic and a holistic analysis of the strategy of Unilever. The incorporation of CSR and sustainability in the analysis gave an overview of the organisation in a holistic manner.
Nevertheless, some limitations were present. Occasionally, I was unable to critically analyse information instead of describing it. It was hard to ensure that every part had relevant in-text citations and at the same time to ensure that it was coherent. Moreover, it was not only necessary to organise the amount of words but to select the most important points and focus on them (Wicaksono and Widjayanti, 2025).
[bookmark: _Toc228198426]Analysis
This assignment activity has made me realise the significance of strategic management theories in the study of organisational performance. As an example, the application of SWOT and the Matrix provided by Ansoff showed the way organisations can find growth opportunities and control risks. Likewise, the VRIO model was used to analyse the internal strengths of Unilever and their role in creating a competitive advantage.
I understood that strategy is dynamic and it needs constant adjustment to external factors like technology and changes in tastes and preferences of consumers. The sustainability that Unilever adopts depicts how organisations can integrate social responsibility with business goals to generate long term value. This is in line with the idea of strategic flexibility, which highlights the importance of organisations being dynamic (Sushil and Dhir, 2024).
Further, the homework enhanced my skills in the critical analysis of business strategies since it connected theoretical issues with practical cases. It has helped me improve my research capabilities especially in finding applicable academic sources as well as interpreting company reports.
[bookmark: _Toc228198427]Conclusion
I have gained research, critical analysis, and academic writing skills, which are necessary in future research and progression in the profession.
Although I managed to use a range of frameworks productively, I identify the need to work on it, creating more profound arguments and making a more integrated approach toward the theory and practice. The experience has helped to make time management and planning an essential step to the successful completion of complex assignments (Harris et al., 2025).
[bookmark: _Toc228198428]Action Plan
Next time I am being assigned work, I will be more systematic in conducting research and analysis. To begin with, I will spend more time critically analysing sources, as opposed to summarising them. Second, I will work on enhancing my capacities of building more robust arguments through connecting theory and practice to a greater extent.
I am going to improve my academic writing by training to be more precise and economical. I will consult peers and tutors to understand aspects of improvement. Lastly, I will keep enhancing my knowledge on concepts of strategic management to put them into practical applications in the real world.
[bookmark: _heading=h.hej7nrwf5gnw]These strategies will help me become a better worker in the future and approach the study of strategic management with more criticality and analyticism (Turkyilmaz and Atalay, 2026).
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