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[bookmark: _Toc224817280]Section 1
[bookmark: _Toc224817281]1. Organisational Context and Overview
Unilever is a large multinational operating in FMCG industry dealing in food, home care and personal care products and its products are consumed by its billion consumers in over 190 countries. The diversification of product lines of Unilever within the main business segments can be also demonstrated in Appendices A. The company also has a good international presence and diversification of its portfolio was noted in 2024 when the company registered 60.8 billion of turnover (Unilever, 2024). The mission of Unilever is to add value to everyday life, and this is achieved through high-quality and affordable and sustainable products that satisfy the needs of consumers and create a positive social and environmental impact. The vision of the company is to create a business that produces long-term value by means of responsible growth, innovation and sustainability with the aim of creating a business that benefits consumers, society and the environment (Unilever, 2025). It is responsive and innovative to the market, with a business model which is based on category-centred structure operating across Beauty and Wellbeing, Personal Care, Home Care and Foods (Unilever, 2025). Further, the strong competitive advantage of Unilever is supported by the fact that the company operates in the emerging markets, particularly, through its subsidiary Hindustan Unilever Limited (HUL) where products are accessible in most of the Indian households (HUL, 2025). This extensive geographic coverage and brand portfolio helps in providing it with some economies of scale and market leader in the market. 
Strategically, Unilever goes through transformation with its model of Desire at Scale, which has been keen on the aspects of premiumisation, digital integration and efficiency in its operations (Unilever, 2025). The company gradually becomes more and more technologically and AI-driven to support marketing performance and automate the processes, which correspond to the changes in consumer expectations in the digital era (Unilever.com, 2025). In addition, innovation will continue to be a major driver of the evolution in the FMCG business as businesses will be required to continuously redefine the products and processes to retain the competitive edge (Arvind and Mutegi, 2025). Unilever is a manufacturer in a very competitive FMCG sector with intense competition amongst the international firms such as Procter & Gamble, Nestle and L'Oreal that compete with the company in related product lines and competing in the international market (Euromonitor, 2025). Besides expansion plans, sustainability is included in the strategy of Unilever, where responsible sourcing and social impact, climate action are promised to impact its value creation in the long-term (HUL, 2025). 
[bookmark: _Toc224817282]2. External and Internal Environment Analysis
[bookmark: _Toc224817283]2.1 External Environment (PESTEL Analysis)
[bookmark: _Toc224762827][bookmark: _Toc224817104][bookmark: _Toc224817265]Table 1: PESTEL Analysis on Unilever
	Political Factors
	Unilever exists in the industry that is highly regulated in the world markets, and the issues of political stability and changes in policies have a direct impact on strategic decisions. Supply chains and sourcing strategies can be disrupted by trade policies, tariffs and geopolitical tensions especially in the major regions like Asia and Europe. The IMF states that the world economy is stable but influenced by policy risks and trade relations, which may have an impact on the work of multinationals as referred in figure 1 (IMF, 2026). The further introduction of non-tariff trade barriers makes global supply chains even more complex to multinational firms (see Appendices C). Moreover, the regulation frameworks concerning the sustainability and the environmental regulations are getting tighter, which is aligned with the world development priorities (World Bank, 2025). In the case of Unilever, it poses constraints and opportunities at the same time compliance raises the costs of operations, but it also enhances legitimacy and brand trust. 

[image: ]
[bookmark: _Toc224762783]Figure 1: Global Trade Tariff Trends
(Source: IMF, 2026)

	Economic Factors
	Consumer purchasing behaviour in the FMCG industry is largely influenced by the economic conditions. Although the global growth is expected to stand at around 3.3 percent in 2026, inflationary trends and the uneven performance of the different regions still affect the demand trends (IMF, 2026). Unilever has been struggling with the slowdown of growth in the already mature markets as suggested by the latest reports on the market (Reuters, 2026). Meanwhile, the emerging markets like India continue to be the primary drivers of growth since the disposable income and population are increasing, and they are aided by robust presence in the country via HUL (HUL, 2025). The growth of the market has also been reported with predictions in the industry that the total amount of FMCG sales in the world is going to be close to 7 trillion dollars (Euromonitor, 2025). These economic forces necessitate Unilever to strike a balance in the pricing strategies, cost effectiveness and growth in market to maintain profitability.

	Social Factors
	One of the greatest contributors to strategic decisions is changing consumer preferences. There is an increasing awareness of the consumers regarding health and sustainability and ethical consumption because these ideas comply with the general global development goals (UN SDG REPORT, 2025). Unilever has invested in purpose brands and sustainable product innovation as a result of this change. Also, digital lifestyles and generational changes are transforming the consumption trends with younger consumers requiring more information and interaction. As Deloitte (2026) emphasizes, consumers are quickly moving to the adoption of digital technologies and trying to gain overwhelming control over their data and trust in brands. In the case of Unilever, it puts pressure on the need to remain authentic when it comes to innovation in marketing and product development. Social expectations are consequently a growth opportunity as well reputational risk otherwise.

	Technological Factors
	FMCG industry is changing with technologies, especially with the help of digital marketing, e-commerce and artificial intelligence. Unilever has been working actively on AI and data-driven capabilities to improve the efficiency of its operations and consumer interactions (Unilever, 2025). The high rate of implementing generative AI and online platforms is transforming the interaction of companies with customers and the supply chain management (Deloitte, 2026). Moreover, technological innovation positions it at a stronger competitive advantage as it is able to innovate products faster and has better distribution systems. But the rate at which technology is changing also demands a constant investment and organisational restructuring and makes operations more complex. 

	Environmental Factors
	The issue of environmental sustainability has been integrated into the corporate strategy of the FMCG industry. The tightening of environmental laws and expectations of the stakeholders are due to global issues including climate change, the lack of resources and waste disposal (UN SDG REPORT, 2025). Unilever has incorporated sustainability in its business model which is founded on the climate action, responsible sourcing and circular economy (HUL, 2025). Such efforts are useful in enhancing brand image and the sustainability of the business in the long run but are costly and require significant investments. The environmental factors thus shape both the operations and priorities of the strategic direction that Unilever has been compelled to move towards sustainable innovation. As per figure 2 the company handles greenhouse gas emissions over periods.
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[bookmark: _Toc224762784]Figure 2: Unilever Gas Emissions CO2 Overview
(Source: UN SDG REPORT, 2025)

	Legal Factors
	The legal systems on product safety, environmental standards and corporate governance have a great impact on the operations of Unilever. The international regulations involve adhering to the set regulations and this necessitates frequent monitoring and adjustment in various markets. Quality, safety and governance standards are vital in instilling trust and competitiveness in the international markets (World Bank, 2025). Also, data protection regulations are gaining prominence with the uptake of digital technologies by companies. In the case of Unilever, the elements of the law would require that the company has a well-developed system of compliance, risk management, so that the operations of the company do not contradict the expectations of the global regulation and are effective.


[bookmark: _Toc224817284]2.2 Critical Success Factors and Strategic Challenges
The achievements of Unilever in the FMCG industry are based on a number of crucial aspects. First, its position in the world and its robust brand base allows it to enjoy economies of scale and leadership in the market. Second, innovation capability is significant in maintaining competitiveness because the direct stage in the growth and market share is product and process innovation (Arvind and Mutegi, 2025). Third, the supply chain management and distribution systems are effective to promote the availability of products to various markets, especially in the emerging economies.
Nevertheless, there are also some strategic challenges of the firm. Profitability can be influenced by intense competition, sensitive prices in emerging markets and economic vagaries (Zaheer, 2025). Also, the requirement to strike the balance between sustainability promises and cost-saving adds operational complexity. The pressure on strategy is further enhanced by the rapid technological change and the changing customer expectations. These are challenges in the sense that they need constant adaptability and strategic responsiveness to keep at par with competition.
[bookmark: _Toc224817285]2.3 Internal Environment Analysis
The internal environment of Unilever is described as one that has powerful resources and capabilities which facilitate its strategic goals. The large range of brand portfolio, worldwide supply chain and robust research and development give the company an opportunity to develop. The category-based divisions that form its organisational structure enable it to make efficient decisions and provide targeted innovation (Unilever, 2025). Also, its local reaction and market penetration in major markets is stronger due to its presence, which is represented by subsidiaries like HUL (HUL, 2025).
Moreover, the concepts of sustainability and digital transformation are also incorporated in the internal capabilities of the company. The investments in AI and technology would allow to be more efficient in their operations, as well as, in their marketing (Unilever.com, 2025). Meanwhile, sustainability projects enhance the bond between stakeholders and the creation of value in the long term. 
[bookmark: _Toc224817286]2.4 VRIO Analysis
[bookmark: _Toc224762828][bookmark: _Toc224817105][bookmark: _Toc224817266]Table 2: VRIO Analyis on Unilever
	Resource/Capability
	Value
	Rarity
	Inimitability
	Organization
	Competitive Implication

	Good international brand base
	Yes
	Yes
	Difficult
	Yes
	Long term competitive advantage

	Network of distribution on a global scale
	Yes
	Moderate
	Difficult
	Yes
	Temporary to long run benefit

	Innovation and R&D strength
	Yes
	Moderate
	Moderate
	Yes
	Parity to benefit competitively

	Sustainability capabilities
	Yes
	Increasingly rare
	Difficult
	Yes
	Potential long-term benefit

	Digital and AI capabilities
	Yes
	Emerging
	Moderate
	Yes
	Temporary advantage



The VRIO analysis shows that the brand portfolio and international presence of Unilever is the strongest competitive advantage. These assets are rich in nature, cannot be easily copied and highly organised to offer long lasting competitive advantage. Whereas innovation and digital capabilities are significant, they are easier to copy by other competitors, and their short-term benefits can be achieved. As regulatory and consumer pressures are mounting, sustainability capabilities are becoming more important to provide potential differentiation in the long term.
[bookmark: _Toc224817287]2.5 Internal Strengths and Competitive Advantage
The internal strengths of Unilever have a role to play in its competitive edge (CHEPKORIR, 2025). Its robust brand equity and international size allow leadership in the market and customer retention. The company possesses innovation capabilities that assist in retaining the product development (as the preferences of the consumers shift). Besides, its sustainability enhances the brand image and belief in the stakeholders and creates value in the long term.
These advantages, however, have to be matched with efficiency in operations and cost management. Expansionary sustainability and technology investment can influence the short-term profitability, and it may turn organisations less agile because of organisational complexity (Osiyevskyy, Biloshapka and Sorochynskiy, 2025). 
In general, the analysis demonstrates that resources, capabilities and strategic priorities are intertwined to guarantee the constant competitive advantage, and the external forces and internal strengths interact to affect strategic decision-making in Unilever. Its long-term competitiveness in the FMCG industry across the globe will depend on its capacity to capitalize on strengths as it tries to overcome challenges.
[bookmark: _Toc224817288]3. CSR and Sustainability Objectives
[bookmark: _Toc224817289]3.1 CSR Strategy Overview
The CSR approach adopted by Unilever does not assume a peripheral status but is integrated into its core strategic approach, which means that the company has changed compliance-based CSR to value-based sustainability. Other quantitative sustainability indicators used to justify these initiatives will be presented in appendices B. The company focuses on climate action, the circular economy and responsible sourcing (HUL, 2025), which have a direct impact on the company operations and supply chain choices. According to the international sustainability standards, companies that become oriented towards the larger development priorities have high chances of improving the sustainability and legitimacy in the long run as referred in Figure 3 (UN SDG REPORT, 2025). In this regard, the strategy of Unilever enhances the trust and brand equity of stakeholders. But more importantly, the implementation of sustainability in all operations raise costs and complexity levels, especially sourcing and production, which begs the question of short-term financial trade off.
[image: ]
[bookmark: _Toc224762785]Figure 3: UN Sustainable Goals
(Source: UN SDG REPORT, 2025)
[bookmark: _Toc224817290]3.2 Alignment with Business Objectives
The CSR objectives of Unilever are also strategically correlated with its growth and differentiation strategy especially in a highly competitive FMCG industry (Modreanu et al., 2022). Euromonitor (2025) notes that the growing demand in the market to favour sustainable and ethical products is transforming the demand in the market forcing companies to consider sustainability in the development of their products. According to this trend, Unilever is using sustainability as a competitive strategy to further brand positioning and exploit the new market opportunities. Moreover, the innovation built around sustainability contributes to the efficiency of operations and reduction of risks, particularly in the sphere of supply chain management. Nonetheless, crucially, it will be difficult to balance sustainability investments and profitability because too much attention to the ESG activities can affect the margins. 
[bookmark: _Toc224817291]4. Comprehensive and holistic view of the organisation
Balanced Scorecard (Kaplan and Norton, 1992) is a method to achieve a systematic alignment of the strategy with the performance measurement of the Unilever both on financial and non-financial fronts (Michalski, 2024). Under the current strategic approach of the Unilever company, the company integrates its performance system on growth, sustainability, and operational effectiveness, both of which ensure the generation of long-term value and financial outcomes in the short term (Unilever, 2025).
[bookmark: _Toc224762829][bookmark: _Toc224817106][bookmark: _Toc224817267]Table 3: Balanced Scorecard Perspectives (Kaplan and Norton Model)
	Perspective 
	Strategic Focus
	Critical Analysis

	Financial
	Growth in revenues, improvement in margin and cost-efficiency.
	The financial performance of Unilever is still good, yet it continues to make trade-offs with margins reducing by making strategic sustainability investments, according to Unilever (2024).

	Customer
	Brand loyalty, product excellence and value based on sustainability.
	According to Statista (2025), the loyalty of the strong brand portfolio of Unilever is supported, but consumer expectations are changing, which demands constant innovation.

	Internal Business Processes
	Efficiency in the supply chain, innovation and digital transformation.
	According to Unilever.com (2025), there is an emphasis on the improvement of operations, but global supply chains are becoming more complex and raise execution risk.

	Learning and Growth
	Digital capability, innovation culture and talent development.
	Deloitte (2026) recommends building capabilities to be critical, yet with delayed payoff that has to be invested in continuously.



Critical Evaluation: Kaplan and Norton (1992) claim that the success of the Balanced Scorecard lies in the ability of organisations to harmonise strategic priorities in all perspectives. The framework in the case of Unilever represents a sustainable development and integration of financial performance and the goals of sustainability as well as innovation. Nonetheless, according to Unilever (2024), conflict arises between cost effectiveness and long-term investing especially in digital transformation and sustainability. This shows that although strategic clarity is supported by the model, there is still complexity in the execution in a dynamic FMCG environment. As per figure 4, it indicates Unilever’s financial growth performance over time.
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[bookmark: _Toc224762786]Figure 4: Hindustan Unilever Financial Performance Trend
(Source: HUL, 2025)
[bookmark: _Toc224762830][bookmark: _Toc224817107][bookmark: _Toc224817268]Table 4: KPIs, Objectives, Targets and Initiatives
	Perspective 
	Objectives
	KPIs 
	Targets
	Initiatives
	Analysis

	Financial
	Attain steady and lucrative development.
	Growth rate of revenue and operating margin.
	Stable growth of revenue and stability of margin.
	Portfolio restructuring as well as cost optimisation.
	According to Reuters (2026), there is growth pressure that arises because of macroeconomic slowdown which has impacted margins.

	Customer
	Increase brand loyalty and customer satisfaction.
	Customer satisfaction level, brand equity.
	More retention and intervention.
	Marketing, sustainable product innovation.
	Following Euromonitor (2025), sustainability has an impact on the demand, reinforcing competition.

	Internal Processes
	Increase operational effectiveness and innovation.
	Efficiency in the supply chain, rate of product innovation.
	Shorter time-to-market and cost-saving.
	Digital transformation, the use of AI.
	Grows competitiveness, becomes more reliant on technology in its operations (Unilever.com, 2025).

	Learning and Growth
	Empower human resource and creativity.
	Employee interest, ability growth scores.
	Increased productivity, and output of innovations.
	Leadership Training, development.
	HUL (2025) lays emphasis on building of capabilities, but it imposes cost strain in the short run.



Critical Evaluation: PwC (2024) provides the evidence that the financial and non-financial metrics integrity enhances the strategic alignment as well as organisational performance. The Balanced Scorecard is very effective in linking sustainability and innovation as well as profitability in the case of Unilever. However, the incompatibility between cost control and long-term investments, particularly in the field of the development of sustainability and capabilities, also exists. This is why there is the need to maintain all the four perspectives in order to be competitive in a dynamic FMCG situation.
[bookmark: _Toc224817292]5. Strategic Choices and Implementation
[bookmark: _Toc224817293]5.1 Business-Level Strategy (Cost Leadership VS Differentiation)
Following Obi (2024), the main approach that Unilever diversifies is a hybrid strategy, which incorporates the aspects of both differentiation and selected cost efficiency. Arvind and Mutegi (2025) document that product innovation and brand positioning are important sources of competitive advantage in FMCG industry. To this end, Unilever is geared towards premiumisation, innovation that is driven by sustainability, and brand equity in its category of personal care and nutrition. The differentiation strategy helps the company to address the changing consumer preferences especially those that relate to health, sustainability as well as ethical consumption.
Nevertheless, the issue of cost pressure is high. Inflation and economic uncertainty around the world have impacted the consumer behaviour of the population, compelling companies such as Unilever to juggle between high-end and affordable products, as noted in IMF (2026) and World Bank (2025). Although, the current approach of the firm does not focus on cost leadership, efficiency gains in supply chain and operations are needed to maintain margins. Thus, what Unilever, at the business-level, is based on is a trade-off, between value creation and cost control, and not strategic about positioning.
[bookmark: _Toc224817294]5.2 Corporate-Level Strategy (Diversification and International Expansion)
At the corporate level, as per Akter (2025), Unilever follows the strategy of related diversification and worldwide growth. The existence of numerous products and numerous markets in the different geographical locations is a source of diversification such that reliance on a single source of revenue is minimized. According to Lieu et al. (2021), the diversified portfolio of Unilever also attests to the fact that the company can become more resilient and enable the company to achieve the synergies between brands and markets. The company portfolio transformation strategy of Core, Future Core and Market Makers emphasises how the company has been moving towards premiumisation and growth-oriented segments (see Appendices D).
Also, development in the new market is still a priority. According to World Development Report (2025), the opportunities of growth are becoming increasingly focused on the developing economies where the increasing incomes and urbanisation stimulate the FMCG demand. This strategic direction is represented by Unilever investing in such markets as India. But as per Shedge and Mishra (2024), diversification also brings complexity in the operations management, regulatory settings, cultural variances which also may affect strategic coherence and implementation.
[bookmark: _Toc224817295]5.3 Recommended Strategic Choice
[bookmark: _Toc224817108][bookmark: _Toc224817269]Table 5: SFA Matrix for Recommended Strategy (Unilever)
	Criteria
	Evaluation

	Suitability
	The sustainability differentiation strategy is extremely appropriate since it is aligned with the emerging trends in the consumer preferences and global sustainability challenges, which have reinforced the competitive positioning of Unilever in the long run (van Heurn, 2025).

	Feasibility
	The plan is workable considering that Unilever has a good financial performance, set global supply chain, and has innovation abilities that facilitate effective execution without any notable resource limitation.

	Acceptability
	The strategy is also reasonable because it satisfies both profitability and sustainability objectives, satisfying the stakeholders and guaranteeing the long-term value formation and reduction of risks.


[bookmark: _Toc224817296]5.4 Change Management and Strategic Implementation
Unilever has had a mixed performance with regard to strategic change. On the one hand, the company has been flexible in terms of digital transformation and integration of sustainability. Conversely, the constant restructuring and portfolio changes show that there are continuous problems in the alignment of strategy and execution. Unilever (2023) explains that the purpose of organisational restructuring is to enhance agility but, in the process, it introduces short-term disruption.
More significant is the fact that the calculated risk that is obtained by achieving equilibrium between business strategy and stability is the change management. Unilever has already taken some steps on the direction of sustainability and innovation as a strategic priority, still, there are some threats, which are related to the realization, and the situation is more unstable in the global context. Consequently, internal alignment and building capacity is a key success factor in strategic implementation.
[bookmark: _Toc224817297]6. Strategic Evaluation and Recommendations 
[bookmark: _Toc224817270]Table 6: SWOT Analysis
	Strengths 
	Weaknesses
	Opportunities
	Threats

	Strong presence in the market and powerful global brand portfolio in any of the FMCG categories (Statista, 2025).
	Complicated nature of operation due to global nature (Unilever, 2024).
	Growth of the emerging markets in terms of urbanisation and growth of income (World Bank, 2025).
	High level of competition by global players in the FMCG.

	Diversification of the products reduces the dependence on a single segment (Lieu et al., 2021).
	Sustainability and cost of inputs pressure increases (IMF, 2026).
	The increased demand to make sustainable and ethical products (Euromonitor, 2025).
	The economic situation of uncertainty in terms of consumer spending (IMF, 2026).

	Innovation to add value to the brand through sustainability (Unilever, 2025).
	It is overly dependent on the new markets to expand.
	Digital revolution and AI to improve performance (Deloitte, 2026).
	Threats in geopolitics and disruptions in the supply chain.

	Huge supply chain and distribution network.
	Internal instability achieved by means of regular reorganisation (Unilever, 2023).
	As a competitive advantage, innovation through products (Arvind and Mutegi, 2025).
	Regulatory pressure as far as sustainability and compliance (UN SDG REPORT, 2025).



[bookmark: _Toc224817271]Table 7: Ansoff Matrix Analysis
	Strategy
	Description
	Application to Unilever
	Critical Insight

	Market Penetration
	Gain more market share in existing markets.
	Improving the pricing strategy and major brands.
	Low growth potential and productive market being saturated.

	Product Development
	Introduce new products in the old markets.
	Sustainable and healthy product invention.
	Prefers differentiation, but is very high in terms of R&D.

	Market Development
	Penetrate new geographical markets.
	Focus on the upcoming markets such as India.
	Existence of intense growth potential but having regulatory and cultural risks.

	Diversification
	Enter new product lines or markets.
	New portfolio segmentation and restructuring.
	Less risky and more complicated and challenging to implement.


[bookmark: _Toc224817298]6.1 Critical Evaluation of Current Strategy
The current strategy of Unilever is the balanced strategy in terms of differentiation, sustainability and globalisation. Unilever (2025) defines the application of the sustainability in the core business as an empowerment of the long-term value-generation. However, as Reuters (2026) notes as well, recent performance pressures also indicate that it is not that an easy task to maintain steady growth despite economic unpredictable conditions. Even though diversification and expansion generate resilience, it generates more complexity and execution risk to the organisation. This is why; the effectiveness of the current strategy is the harmony between the growth targets and the effectiveness of the operations of Unilever.
[bookmark: _Toc224817299]6.2 Strategic Recommendations
Firstly, Unilever must become even more innovation-oriented, which means sustainability-based and affordable innovation. This will be as the consumer preferences change and improve on the competitive positioning in the FMCG industry (Euromonitor, 2025).
Second, instead of being overly dependent on diversification the firm needs to target the emerging markets with high growth potential by undertaking targeted expansion. WDR (2025) projects that there is a high potential of long-term demand in these markets in the long run.
Third, there is an urgent need to improve the operational performance through digital transformation and optimisation of the supply chains. Deloitte (2026) reveals that technology application can be used to enhance productivity and decision-making.
[bookmark: _Toc224817300]6.3 Justification of Recommendations
These suggestions have been pegged on the principles of strategic management that aim at aligning the external opportunities and the internal capabilities. The issues of cost and complexity can be resolved at the expense of Unilever leveraging its strengths in innovation and brand equity and using the competitive advantage (Yang, 2023). For example, the recent investment of Unilever in its Indian business is an indication that the company pays attention to the high-growth emerging markets (Reuters, 2026). Equally, the approach of product innovation based on the sustainability concept within the company shows how the concept of differentiation can be put into use (Unilever, 2025). Moreover, such strategy as strain integration will ensure the possibility of remaining relevant in the rapidly evolving business environment as it is consistent with the expectations of the global sustainability (UN SDG REPORT, 2025).


[bookmark: _Toc224817301]Section 2
[bookmark: _Toc224817302]Reflective Account (Kolb’s Reflective Cycle)
Concrete Experience: Throughout the process of completing Section 1 of this assessment, I conducted a lot of research and analysis of the strategic position of Unilever through the help of a mix of academic sources, industry reports and company reports. My initial strategy was more of an exploratory one where I would work on getting as many pertinent sources as I could such as annual reports, market insights and global economic data. This enabled me to develop a background knowledge about the business model of Unilever, its competitive environment and its strategic direction.
But as I went on further, I realised that gathering information was not the only task, but it was the critical choice and application of the information towards the assessment requirements. By way of illustration, during the process of conducting PESTEL analysis, I was required to assess the most pertinent external factors and their impact on strategic decision-making. Correspondingly, in implementing the VRIO framework, I had to go beyond enumerating the resources and analyse their role in generating a competitive advantage.
The other important experience was the ability to apply several frameworks into one analysis. At first it did not seem easy to me to relate various parts of the report logically, however, as time went by, I found myself more capable of maintaining a sense of coherence in the report. The procedure involved in this had to be keen on referencing as well whereby all sources should be worthy, current and well fitted to the arguments being presented. On the whole, the given stage assisted me in considering the intricacy of the strategic analysis and the necessity of implementation of theoretical knowledge in a systematic and significant manner (Hong, 2025).
Reflective Observation: Considering my general style, I have to say that my perception of the task was formed very gradually as I was immersed in the material. My writing was descriptive in nature where I would overly depend on information provided by companies without critically analysing it in early stages. Although these resources were helpful in learning about the operations of Unilever, they did not always allow an objective point of view.
As I proceeded with my work, I realised that to add the analysis strength, it is necessary to use the outside and academic sources. This transition enabled me to contrast various positions and come up with more well-balanced arguments. As an example, integrating company data with industry reports allowed me to better evaluate opportunities and challenges to which the Unilever has to deal with. I also learned to be more conscious of how I matched my analysis with the marking criteria especially in regard to critical thinking and theory application.
The other critical observation was in the area of structure and organisation. First, I had issues in the ability to make a clear distinction between various areas like external and internal analysis. Nevertheless, after going back to the short and improving my strategy, I was able to better structure the content. This made my arguments clearer and each section of the paper focused on the necessary learning outcomes. This step made me understand the value of reflection in enhancing the quality of academic work as well as its coherence (Riaz et al., 2025).
Abstract Conceptualisation: Through this experience, I learnt to have a better idea of how theories of strategic management can be implemented in the real world. PESTEL, VRIO and the Balanced Scorecard were also examples of frameworks that allowed analysing various elements of the Unilever strategy in a systematic way. I got to know that these models are not merely theories but practical tools that assist in the assessment of organisational performance and decision-making.
I also learned the dynamic nature of strategy where organisations need to be ready to change with the external environment that includes economic changes, changes in technology and consumer changes. This further supported the concept that strategic choices are by trade-offs. Indicatively, though sustainability initiatives have the potential of enhancing brand reputation and long-term value, they can also drive up the costs of operation and affect the short-term profitability.
Moreover, I learned that the efficient strategic analysis needs to be integrated with various points of views, such as financial, operating and environmental (Cheng et al., 2025). The theories were a valuable guide in the way to structure this analysis, and in the sense of their implementation to concrete business circumstances. This step assisted me to shift my mere comprehension of concepts to their critical and analytical applications in my practice.
Active Experimentation: Considering the experience acquired during this assignment, I will be more organized and critical in further academic assignments. Among the main enhancements that I am planning, the research strategy should be mentioned. I will not gather as many sources as possible and will concentrate on the choice of the high-quality and relevant materials that will directly contribute to my analysis. This will aid in enhancing efficiency and level of insight.
I am also seeking to improve my skills in combining theory and practical evidence. When preparing future assignments, I will make sure that all theoretical concepts are provided with a practical illustration to ensure the analysis becomes stronger and more valid. Also, I will be more careful of achieving the balance of description and critical analysis, so that my works will have increased academic standards (Khan and Saint Pasteur, 2026).
Another aspect that I intend to work on is time management. Due to the time, I will dedicate to planning, writing and reading, I will be able to polish my arguments and improve its suitability to the assessment requirements. All in all, this experience has honed both my analytical and researching skills. This reflection brings out how my perception of strategic analysis has developed based on organized structures and interpretation of real data. It is also an expression of my critical linking theory to practice and in identifying areas where further analysis and greater support can be applied in future work.
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