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[bookmark: _Toc227461165]1. Organisational Context and Overview
[bookmark: _Toc227461166]1.1 Introduction to Unilever UK
Unilever UK is a fast-moving consumer goods company that is a subset of a larger company, Unilever, which is one of the largest consumer goods companies in the world. Unilever in the UK and Ireland boasts a history of over 90 years in the industry, over 20 brands in the market, is present in 95% of homes in the UK and has over 5000 employees holding its factories and offices (Unilever, 2025). Its UK portfolio comprises beauty and wellbeing, personal care, home care, nutrition and some chosen lifestyle-focused categories, which provide it with a highly diversified competitive position across the everyday consumer markets.
[bookmark: _Toc227461167]1.2 Historical Perspective
The history of Unilever’s is based on the merger of massive soap and margarine companies, and brand building, development of new products by scientists, internationalization, and management of the portfolio have been the key factors in the long-term evolution of the company. The company has over time transformed itself into a brand-led, more strategically focused organisation, out of its traditional mass producer of consumer goods. This historical pattern of adaptation is supported by recent developments on a group-level. According to Unilever’s 2025 reporting, it accelerated the growth of volume and gross margin and also finished the process of separating its Ice Cream business in 2025 as part of a wider emphasis on greater focus and more disciplined strategic model (Fernandez, 2025).
To Unilever UK, this historical development is important since it describes the current strategic identity of the company. The UK business is not a domestic subsidiary with market-in-the-country recognition of selling well-known brands, but a component of a more-than-old multinational mechanism that leverages economies of scale, brand building, supply chain integration, and category experiences. This history both provides Unilever UK with reputational capital and organisational experience, but also generates expectations of constant renewal in long-established and highly competitive markets[image: ](Unilever, 2025).
[bookmark: _Toc227461168]1.3 Mission, Vision and Business Model
Unilever’s social responsibility positioning Unilever’s publics focus on developing products used in their daily lives and enhancing business performance by paying attention to focused execution, stronger brands, and further developments on sustainability and social responsibility. There are various interrelated aspects to its business model (Jose, 2021).
Key elements of the business model
· Powerful consumer brands in a variety of categories.
· Studying, invention, and development capacity.
· Mass production and delivery systems.
· Retailer alliance and category management.
· Marketing and demand-creating capacity
· Integration of sustainability and responsible sourcing.
The beauty of this model is that it distributes the risk within the categories with cross learning in the field of innovation, packaging, data, and brand management. It, however, adds complexity as well. Diversification can be resilient, yet it may also water down efforts should the business attempt to win it all at once. The strategic management approach of Unilever UKs model is not only to have a number of brands, but to coordinate them effectively and selectively.
[bookmark: _Toc227461169]1.4 Industry, Competitors and Market Position
Unilever UK is a competitor in the UK FMCG sector and competition is fierce, the bargaining power of retailers is high and the loyalty of consumers is constantly challenged by promotions and home branded products. The company has direct competition with multinational companies like Procter and Gamble, Reckitt, Nestle, and Colgate-Palmolive, and there is an increasing pressure on the company due to supermarket own-label ranges (Ahmad et al., 2022). According to Kantars UK grocery [image: ]data, competition between brands and own label is ongoing and the premium own-label products continue to grow which means that branded manufacturers cannot count on the brand strength (Kantar, 2025).
Unilever UK still enjoys a good position in the market due to its size, brand name and household coverage. Its market is not limited but extensive and that provides it with an upper hand in retailer relevance and consumer familiarity. Despite this, the position of the firms can be considered as strong yet competitive. Size does not guarantee a permanent leadership in the UK market. It needs to be refreshed with innovation, availability, pricing discipline and strategic credibility.
1.5 Competitor comparison and strategic judgement
Critical judgement: Unilever UK enjoys a good but competitive market position. It also has an advantage over smaller competitors due to its brand portfolio and household penetration but this is less than that of P&G and Nestle who are also scale holders, have innovation budgets and trusted brands. Thus, the Unilever’s UK condition should be considered as conditional instead of automatic: only when the company transforms brand equity into price justification, accelerated innovation and improved execution by retailers in the category where own-label substitutes are becoming increasingly popular, the advantage of the company is going to be strategically valuable.
	Comparator
	Relative position in the UK context
	Strategic judgement

	Procter & Gamble
	P&G is a very close competitor in personal care and home care having strong global brands, high marketing and innovation capability.
	Unilever lacks a long-term competitive edge merely because it possesses powerful brands; compared to P&G this is more of a level playing field. Sharp UK execution, retailer relationships and differentiated sustainability claims is an advantage.

	Nestlé
	Nestle has a greater focus on food, beverages, nutrition and health-related products, whereas Unilever is more spread in the personal care, beauty, home care and nutrition.
	The strength of Unilevers is breadth and household penetration, and Nestle is a formidable contender in nutrition and brand-trust. The threat there is that Unilever will lose its focus when its portfolio gets too diversified.

	Reckitt and supermarket own-label
	Reckitt has a competitive presence in health, hygiene and home-care markets and own-label brands compete on price and shelf space.
	Multinational competition is not the only UK threat that is the most immediate one; the power of retailers and own-label value propositions. This puts pressure on the margins and constrains the capacity of Unilevers to transfer the cost increment.


[image: ]
[bookmark: _Toc227461170]2. External and Internal Environment Analysis
[bookmark: _Toc227461171]2.1 External Environment Analysis: PESTEL
Political Factors
Unilever UK is affected by political conditions in terms of trade, labour regulation, environmental policy, changes in taxation, and regulation associated with packaging. The regulatory divergence after Brexit and ongoing change in labour and compliance costs make planning challenging to large consumer goods companies. Besides this, any [image: ]change in policy that has an impact on wages and business costs can shift margins in production and logistics. In UK market reporting in 2025, there was still an apprehension of the cost pressures that are associated with wages, taxes and the general inflationary climate (Wicaksono and Widjayanti, 2025).
In the case of Unilever UK, there are at least three ways in which political factors influence strategic decisions:
Strategic implications
· They have an impact on the cost base of manufacturing, transport, and labour.
· They augment compliance needs in packaging, labelling, and environmental reporting.
· They favour big companies that are more able to sustain regulatory expenses than smaller ones.
· Political pressure is not the only risk, the strategic implication. It also can reinforce the scale benefits to those firms that have better governance and compliance capacity.
Economic Factors
One of the greatest forces in the current strategic environment of Unilever UK is the economic factors. Recent UK grocery reporting by Kantars indicates that inflationary conditions and the ongoing consumer search of value are still critical attributes of the market with branded and own-label products still vying with each other for share. Simultaneously, the Unilever’s 2025 performance demonstrates underlying sales growth of 3.5 percent, underlying volume growth of 1.5 percent, and underlying operating margin of 20.0 percent, indicating that the broader business has been able to achieve a certain success in pricing, mix, and cost recovery(Unilever PLC, 2026).
The UK market, however, is still economically challenging due to the highly sensitive consumers to perceived value. This poses a strategic conflict between safeguarding margins and safeguarding volumes. By being too pushy on prices, Unilever UK may end up pushing customers to own label. When it takes in excess cost, it becomes [image: ]unprofitable. Economic influences hence affect not only the short term sales, but also the strategic decisions in terms of portfolio focus, pack sizes, innovation, and premiumisation.
Social Factors
The key opportunities that Unilever UK has are based on social trends, particularly in the areas of health, wellbeing, convenience, quality, and sustainability. Consumers are emerging in search of products that reflect their personal identity, lifestyle, ethical choices. Branded products are desirable in product lines where trust, effectiveness and emotional attachment are considered. Kantars data shows that branded products have sometimes trumped own label during certain intervals and premium own-label products have also risen with high levels, indicating that consumers are seeking reassurance and value.
That is, social trends are not straightforward. There are many directions in which consumer preferences are going:
· Greater wellbeing and quality interest.
· Continued price sensitivity
· Increasing interest in sustainability.
· Need to be convenient and experience differentiated.
Unilever UK should thus not think that purpose or premiumisation is sufficient to ensure loyalty. Social trends present opportunity when converted into value propositions that are compelling (Kpoku, 2021).
Technological Factors
The use of technology has affected Unilever UK in terms of digital marketing, demand forecasting, product science, manufacturing efficiency, packaging innovation and data-driven customer insight. The public messages of Unilever’s include focus on science, innovation, productivity, and disciplined execution, and its news updates in the UK also focus on technology-related projects, including smart-home-oriented innovation in laundry.
[image: ]Technology has several influences to strategic decision making:
Key technology effects
· Swift product development and reformulation.
· Even more specific consumer targeting.
· Better retailer collaboration and forecasting.
· Enhanced operations and supply chain management efficiencies.
However, technology does not necessarily bring a competitive advantage. Digital tools add value to large organisations only when they are incorporated in the decision-making process, cross-functional coordination, and commercial execution.
Environmental Factors
The strategic setting of consumer goods companies is now focused on environmental pressure. Unilever’s Climate Transition Action Plan is an ambition to achieve net zero across the value chain by 2039 and has specific reduction targets by 2030 of emissions (Rijk et al., 2024). The company also attributes sustainability to nature, plastics, long-term resilience, and agriculture. Such promises define activities, sourcing, innovation and reputation.
In the case of Unilever UK, the environmental factors are relevant as they:
· Regulators and retailers are putting greater demands on less impactful products and packaging.
· Climate risk may interfere with sourcing and raise volatility of inputs.
· Credibility of sustainability can contribute to consumer confidence and appeal to employers.
· Reputational risk can be caused by failure to deliver on environmental promises.
Environmental change is thus a threat and strategic driver of innovation.
Legal Factors
[image: ]Some of the legal factors are product safety, labelling, advertising, employment law, environmental disclosure, and competition law. The Unilever’s 2025 annual report contains institutionalised disclosure and assurance of sustainability, which indicates larger institutionalisation of non-financial accountability.
Legal factors are important to Unilever UK as they affect:
· How products are formulated and labelled
· How the claims of sustainability are expressed.
· How the labour and supply chain practices are observed.
· How reputational trust is safeguarded.
Legal compliance is not an administrative burden as such. With branded consumer goods, it is included in strategic legitimacy.
[bookmark: _Toc227461172]2.2 Critical Success Factors and Strategic Challenges in the External Environment
According to the external analysis, the critical success factors of Unilever UKs are as follows:
Critical success factors
· High brand equity and consumer confidence.
· Relationships and shelf relevance between retailers.
· Prudent pricing and marketing mix.
· Product renewal and speed of innovations.
· Supply chain resilience and service quality
· Credible sustainability performance
· Good utilization of information and customer intelligence.
Strategic issues that the business has to deal with are:
Strategic challenges
· Increasing rivalry of own label and high end own label.
· Trading affordability against margin protection
· [image: ]Defending differentiation in full-fledged categories
· Ensuring the sustainability claims is credible.
· Reaction to unpredictable consumer demand and not making the portfolio too complex (Hong, 2025).
These problems indicate that the UK market is not very stable in terms of advantage. It is not about strength but about constant adaption that brings success.
[bookmark: _Toc227461173]2.3 Internal Environment: Resources, Capabilities and Core Competencies
Resources
Unilever UK enjoys a great deal of tangible and intangible resources. Physical assets entail the access to the broader resources financial power, production system, information system, and capital. Intangible resources are most significant and they include brand heritage, consumer trust, retailer relationships, organisational accumulated knowledge and sustainability reputation. The fact that the Unilever’s UK is found in 95% of households and has had a long history of operations indicates that the company has been deeply embedded in the market that would not be easy to be replicated by a small firm (Lieu et al., 2021).
Capabilities
Major capabilities of the company are:
· Brand management of several types.
· Mass demand generation and sales implementation.
· Product development and innovation.
· Customer and retailer management.
· Portfolio management
· Sustainability integration
· Productivity and supply chain coordination in operations.
[image: ]These are strategically significant as they enable the Unilever UK to compete at the same time on quality, consistency, scale, and relevance. They also help the companies to cope with complexity in comparison to smaller or less integrated competitors.
Core Competencies
The combination of assets seems to be the strongest core competencies of Unilever UKs, and not the individual assets. Its most worthy competencies will probably involve:
· Cashing in on a diversified branding.
· Putting consumer knowledge into new products and brand positioning.
· Incorporating sustainability into the normal business activities.
· Organizing size, creativity and implementation at categories.
This composition forms the basis of strong performance in competitive aspects, although only with focus. Prioritisation is necessary because diversification without prioritisation can lead to lack of competence through excessive and widespread dispersion of attention (Hong, 2025).
[bookmark: _Toc227461174]2.4 VRIO Analysis of Strategic Capabilities
Overall VRIO judgement: Unilever UK lacks an unchallenged sustained advantage in all capabilities. It’s most valuable resources are not common, yet there are quite a number of them that are not unique to global competitors of the global FMCG industry. This company can then be termed as one with a bunch of temporary and conditioned benefits. The orchestration strategic priority: integrating brand equity, sustainability, innovation and execution by retailers in a way that is difficult to replicate by P&G, Nestle, Reckitt or own-label in certain categories.
	Capability
	Strategic judgement
	Why this judgement is justified
	UK implication

	Brand portfolio and equity
	Temporary advantage against P&G, Nestle and Reckitt; stronger advantage over smaller firms.
	It is precious and hard to create in the short term, yet not uncommon among the FMCG players of the world, with huge marketing budgets.
	Needs to be transformed to a definite value difference with own-label products in terms of quality, trust and innovation.

	Retailer relationships and distribution
	Competitive parity to temporary advantage.
	Big competitors, too, possess good retailer access, yet the breadth of Unilever’s categories enhances negotiating levels of relevance.
	The UK grocery chains are based on availability, promotion discipline and category insight as an advantage.

	Innovation capability
	Temporary advantage.
	Innovation is worth something yet with time competitors can repeat an effective format and reformulations.
	Pricing should focus on the sensitive UK consumers with low prices to ensure product development, high end products and eco-friendly packaging.

	Sustainability capability
	Potential sustained advantage if measurable; otherwise only parity.
	There are numerous FMCG companies which engage in ESG claims at this point, thus rarity hinges on believable delivery as opposed to communication.
	The sustainability should mitigate the risk, enhance efficiency and consumer trust as UK regulation and pressure by the retailers.


[image: ]
· Brand Portfolio and Brand Equity
The brand portfolio of Unilever UKs is evidently worthwhile since it promotes consumer recognition, repeat purchase, and retailer significance. It is merely partially scarce, since [image: ]key competitors also boast of strong brands. It cannot be easily copied as brand equity can be gained through years of investment and experience by the consumer. The company is properly structured to capitalise on this ability by using marketing, data and distribution systems (Dang Khanh, 2024).
Judgement: It is a good source of value, not a monopoly source of sustained value, since major competitors can be as strong in brand strength as this.
· Distribution and Retailer Relationships
This is a useful and strategically significant capability in the UK since the bargaining power of retailers is high. It is not as rare as brand heritage in that other multinational FMCG companies are also endowed with good retail relationships. But it is the breadth of Unilever’s categories that makes it particularly relevant to retailers.
Judgement: This skill generates competitive edge and strategic pertinence, yet predominantly alongside brands and quality of execution.
· Innovation Capability
The focus of Unilever’s on science, innovation, and productivity indicates a good potential in product renewal and development of operations. It is semi-uncommon and semi-challenging to replicate since competitors have been investing in research and innovation, although not necessarily on the same scale.
Judgement: Innovation is a major competitive advantage, yet its value hinges on the pace of commercialisation and the suitability to consumer requirements.
· Sustainability Capability
Unilever is relatively well developed sustainability platform, such as long-term climate pledges, reporting framework, and sourcing and operations integration. It is useful and it is getting more and more significant to stakeholders. It is becoming less unique due to the increasing number of large companies addressing such promises, but the depth of implementation is more difficult to emulate than mere public communication (Lawrence et al., 2018).
[image: ]Judgement: Sustainability capability has the potential to facilitate differentiation and legitimacy, but only in cases where it generates operational and commercial results.
[bookmark: _Toc227461175]2.5 Internal Strengths and Competitive Advantage
The internal strengths of Unilever UKs have a number of interrelated impacts on competitive advantage. Trust and visibility are backed by brand strength. Breadth in portfolios enhances relevance in retailers. Innovation aids in category renewal. Legitimacy is enhanced by sustainability capability. The scale of operations promotes productivity and resiliency. A combination of these strengths forms a strong strategic platform.
But it is also true that internal strength does not necessarily equate to sustained competitive advantage as the analysis reveals. The FMCG markets have numerous big competitors with similar resources. Orchestration: the capacity to align brands, data, retailer relationships, innovation, and sustainability better than competitors is the actual strength of Unilever UKs. This is why the recent focus on being sharper and executing in a disciplined manner is strategic to the companies.
[bookmark: _Toc227461176]3. CSR and Sustainability Objectives
The CSR and sustainability agenda of Unilever’s is directly linked with its broader business strategy. The 2025 reporting and climate planning of the company demonstrate that the company does not consider sustainability as a side activity that is a charity to the company. As an alternative, it associates sustainability with reduction of emissions, resilience of value-chain, responsible sourcing, packaging, and creation of long-term value (Chandra and Jatmika, 2022).
3.1 CSR Strategy
The Unilever’s CSR agenda seems to be based on the strategic logic of four objectives:
· Maintaining stakeholder legitimacy
· Promoting brand loyalty and employee appeal.
· Mitigating operational and supply chain risk in the long term.
· Promoting more sustainable and healthy business practices.	
[image: ]3.2 Alignment with Business Objectives
The CSR strategy is consistent with the business goals when it:
· Enhances brand loyalty among consumers.
· Enhances the relationship with retailers, regulators and investors.
· Minimizes the environmental and supply risks.
· Invents new ways of packaging and sourcing.
But not all the categories have the full alignment. Sustainability projects may raise the short-term expenses particularly in price-sensitive markets where consumers still value affordability. Moreover, the strategic worth of CSR is undermined when external stakeholders feel that there is a discrepancy between the aspiration and provision.
3.3 Critical Evaluation
There is a critical evaluation that the sustainability strategy at Unilever’s is most effective when it is integrated in both core operations and category management instead of being primarily a form of corporate communication. That is, CSR is most valuable in enhancing resilience, efficiency, and competitive credibility. It contributes the least value being symbolic. In the case of Unilever UK the question is to make sustainability commercially viable and ethically attractive.
[bookmark: _Toc227461177]4. Comprehensive and Holistic View of the Organisation: Balanced Scorecard
Balanced Scorecard provides a helpful model to evaluate Unilever UK since both financial and non-financial performance is critical in determining the success of the company on a strategic level.
[bookmark: _Toc227461178]4.1 Financial Perspective
Objectives
· Achieve profitable growth
· Defend margins and promote volume.
· Enhance efficiency and cash flows.
[image: ]KPIs
· Underlying sales growth
· Volume growth
· Operating margin
· Cost cutting and productivity improvements.
In 2025, Unilever recorded underlying sales growth of 3.5% and volume growth of 1.5% and underlying operating margin of 20.0% (Unilever PLC, 2026). These signs point to the further emphasis on the top-line growth and profitability and reinvestment.
Targets
· Consistent volume-led growth
· Gross margin improvement
· Reinvestment-funding productivity gains.
Initiatives
· Portfolio simplification
· Sharper execution
· Pricing discipline
· Investment in Power Brands
[bookmark: _Toc227461179]4.2 Customer Perspective
Objectives
· Nurture trust and brand relevancy.
· Strengthen category penetration
· Improve perceived value
· Protect against self brand.
KPIs
· Household penetration
· Market share trends
· [image: ]Brand equity measures
· Indicators of repeat purchase and consumer loyalty.
Targets
· Continued importance of major categories.
· Better performance in branded competition.
· Enhanced perception of value in low end segments.
Initiatives
· Targeted brand communication
· Product innovation
· Premium and value tiered products.
· Retailer collaboration
This is a necessary point of view since the market data of Kantar indicates that there is still a high competition between brands and own label, i.e., brand relevance has to be defended all the time (Michalski, 2024).
[bookmark: _Toc227461180]4.3 Internal Business Process Perspective
Objectives
· Enhance resilience of supply chain.
· Accelerate the innovation and commercialization.
· Lesson wastes and inefficiency.
· Enhance predictive and service effectiveness.
KPIs
· On-time delivery
· Inventory turnover
· Launch cycle time
· Packaging, waste measurements.
· Efficiency indicators
[image: ]Targets
· Fewer supply disruptions
· Faster product launches
· Stronger operational consistency
· Better productivity outcomes
Initiatives
· Productivity programme
· Process simplification
· Greater cross-functional co-ordination.
· Technology-enabled forecasting
This point of view is significant as even good brands can be ruined in the short run due to operational deficiencies (Michalski, 2024).
[bookmark: _Toc227461181]4.4 Learning and Growth Perspective
Objectives
· Develop digital and analytical capability.
· Develop leadership agility
· Strengthen innovation culture
· Embed sustainability knowledge
KPIs
· Employee engagement
· Capability development measures
· Training participation
· Indicators of leadership and diversity.
Targets
· Improved internal agility
· Stronger cross-functional collaboration
· [image: ]More preparedness towards market and regulatory change.
Initiatives
· Leadership development
· Sustainability capability building
· Innovation collaboration
· Digital skill development
There is no detailed assessment of the balanced scorecard in detail.
The Balanced Scorecard indicates that customer trust, quality of internal processes, and organisational learning are some of the key drivers of the financial performance of Unilever UK. This validates the fact that implementation of the strategy should be seen as a system and not a purely financial problem.
[bookmark: _Toc227461182]5. Strategic Choices and Implementation
[bookmark: _Toc227461183]5.1 Business-Level Strategic Choices
Cost leadership, differentiation and focus are the three primary strategic choices at the business level.
· Differentiation
This best suits Unilever UK. Brand strength, quality, innovation, and reputation are the main competitors that the company can compete with as compared to being the lowest cost provider (Ye et al., 2018). This is supported by its wide branded portfolio.
· Cost Leadership
Pure cost leadership is not so appropriate as the supermarket own-label products tend to compete more on price. Nevertheless, cost discipline is necessary to protect the margins and to be competitive.
· Focus Strategy
[image: ]The approach can be a particular focus in the non-mass markets, in specific high-value segments, particularly in beauty, wellbeing, or specialist markets.
[bookmark: _Toc227461184]5.2 Recommended Business-Level Choice
Differentiation with the assistance of cost discipline is the most appropriate option. This will allow Unilever UK to protect branded value at the same time be commercially viable in a price-sensitive market.
· Corporate-Level Strategic Choices
Corporately, there are the alternatives of diversification, portfolio rationalisation, selective expansion and more powerful category focus. The recent decanting of Ice Cream and attention to productivity that Unilever has recently engaged in points to increased strategic discipline and streamlining.
Recommended Corporate-Level Choice: Portfolio focus and selective investment is the best corporate-level option. Instead of adding complexity, Unilever UK needs to focus on categories and brands in which it can attain more differentiation, growth, and synergies (Narikiyo et al., 2025).
· Change Management and Strategic Implementation
Simplification of the portfolio and strengthening the execution discipline seem to have been proactive strategic change management at Unilever. Its recent messages reiterate on concentration, change and improved performance.
The more difficult task is implementation, however. Some of the risks that change in big multinationals can bring about include:
· Internal uncertainty
· Slower decision-making
· Inter-functional coordination issues.
· Immediate need to demonstrate performance.
In the case of Unilever UK, change management effectiveness should, however, not be measured only by whether or not restructuring occurred, but whether or not it enhanced [image: ]category decisions, customer execution, and innovation performance. The data is that the company is heading in the right direction but the test of time would be whether simplification can be translated into long-term competitive advantages.
[bookmark: _Toc227461185]6. Strategic Evaluation and Recommendations
[bookmark: _Toc227461186]6.1 SWOT Analysis
	SWOT Element
	Analysis

	Strengths
	Unilever UK enjoys good brand equity, broad penetration of households, diversified categories, a high marketing capacity and an established sustainability reputation. These strengths help in building confidence among customers, relevance among the retailers, and stability in the changing market conditions.

	Weaknesses
	Despite these strengths, the company faces the complexities in portfolios, imbalanced pricing pressures by category, dependency on large box retailers, and the possibility of over relying on old brand equity. These weaknesses may slacken strategic focus and decrease flexibility.

	Opportunities
	Unilever UK can capitalize on the wellbeing, high-end personal care, sustainable packaging, data-driven marketing, and product innovation growth. It may also reinforce the value levels to appeal to price-sensitive customers and safeguard differentiated branding (Cheng, 2021).

	Threats
	Key risks are the growth of private-label, high-end own-label competition, inflationary, unstable input prices, regulatory, and stakeholder doubts about ESG assertions. These threats can go to the extent of undermining margins, escalating competition, and provoking long-term competitive advantage.



[image: ]Overall Strategic Implication:The general trend in the matrix is that the strategic position of Unilever UKs is strong but competitive. The company has considerable internal capabilities, but the external stress requires a greater focus, tougher implementation, and a more business-based sustainability. It will rely on how the brand strength and innovation can be translated into consumer, retailer and broader stakeholder value over time and remain profitable, agile, resilient and credible in the ever-changing UK FMCG markets today in a sustainable manner.
[bookmark: _Toc227461187]6.2 Ansoff’s Matrix
	Ansoff Strategy
	Application to Unilever UK

	Market Penetration
	The strategy is very relevant since Unilever UK is already well-penetrated in the households and has relationships with retailers. The firm has an opportunity to expand by boosting share in established categories by making sharper promotions, improving shelf availability, enhancing brand communication, and boosting value perception in price-sensitive segments.

	Product Development
	One of the most appropriate alternatives that Unilever UK can take is product development. The company will be able to launch reformulated products, sustainable packaging, higher-end versions and wellness-oriented innovations (Dawes, 2018). This will enable it to renew the mature categories and to address evolving consumer needs without having to rely on price battle alone.

	Market Development
	Market development is not so central but comes in handy in a few select cases. The Unilever UK can grow by introducing new distribution channels, online trade, and improved targeting of the new demographic groups. But since the business is already nationally wide-ranged, the growth potential of the business here is lower than in the case of product development.

	Diversification
	Diversification must be done with care. Expanding into new markets or new categories may add unwanted complexity and dilute strategic focus. Since Unilever’s new focus is on portfolio simplification, broad diversification does not seem to be a proper approach compared to selective category investment.


[image: ]Overall Evaluation:	In general, the most suited strategic path that Unilever UK can take is a blend of market penetration and product development, since these two strategies would leverage on the existing strengths, and encourage targeted, commercially viable growth, and long term competitiveness.
[bookmark: _Toc227461188]6.3 Recommendations
· Recommendation 1: Focus investment on fewer, stronger brands and categories.
How to implement:  Unilever UK needs to apply the category profitability, growth rate, and retailer support and brand-equity data to prioritise the brands into priority groups. Investment needs to be made in areas where the company has the greatest differentiation, and in areas where substitution under their own label is not as appealing. Less important brands are to be tighter in cost control or they should be rationalised (Nguyen et al., 2025).
Expected impact: This would simplify portfolio, enhance the efficiency of marketing and enhance performance in execution. A more vivid competitive edge is an advantageous position on the strategic level in comparison to P&G and Nestle which are also highly brand investment disciplined.
· Recommendation 2: Build clearer value tiers to defend against own-label.
How to implement: The company can come up with pack sizes, price points and promotion plans that ensure that the cost is not too high yet the brand quality is not compromised. Consumers who are interested in the quality and sustainability of their product may be served using premium ranges, and those interested in value formats can be used to safeguard the volume in the price-sensitive households.
Expected impact: This would lessen the chances of the consumers permanently switching to own-label products of the supermarkets. It would also help it to withstand volume without necessarily compelling Unilever to compete purely on price.
· [image: ]Recommendation 3: Convert sustainability into measurable consumer and operational benefits.
How to implement:  Sustainability assertions ought to be associated with observable product enhancements, like decreased packaging, the option of refills, lesser waste types, accountable sourcing and manufacturing that is energy efficient. Some of the KPIs should be packaging, emissions, cost, consumer trust and retailer acceptance.
Expected impact:  This would render CSR a credible exercise as opposed to a symbolic gesture. It has the ability to enhance retailer relationships, decrease reputational risk and generate differentiation in areas where consumers and regulators are increasingly imposing greater pressure on environmental performance.
· Recommendation 4: Strengthen data-led retailer execution.
How to implement: To enhance shelf availability, the timing and assortment of promotions, and shopper data and retailer collaboration, Unilever UK ought to rely on demand forecasting. This ought to be associated with category managers who have definite responsibility towards sales, availability and margin performances.
Expected impact:Improved performance would enhance sales conversion and less lost sales due to poor availability. It would also bring Unilever nearer to the retailers and this would help in safeguarding it against the P&G, Reckitt and own-label substitutes that would give up a shelf space.
· Recommendation 5: Protect innovation while pursuing productivity.
How to implement: Cost-saving programmes must be made in a manner that they finance innovation and not just to increase short-term margins. There should be a set percentage of productivity savings that will be reinvested in product development, sustainable packaging, digital marketing and consumer insight.
Expected impact:This would offset efficiency and long-term differentiation. It minimizes the risk that cost reduction will undermine the brands that offer the [image: ]competitive advantage that forms the primary source of competitive advantage of Unilever (Chandra and Jatmika, 2022).
Strategic priority: The development of value tiers is the most pressing suggestion as the rivalry on the basis of the value and the rivalry between own-label and UK price sensitivity pose a direct threat to the volume and brand loyalty. But this should be done together with targeted investment and quantified sustainability in such a way that Unilever will be competing on value, trust and innovation and not just on price alone.
[bookmark: _Toc227461189]6.4 Overall Strategic Conclusion
Unilever UK is strategically well, yet with a very challenging environment. It will rely less on mere scale and more on disciplined differentiation, concentrated portfolio choices, commercially based sustainability and excellent execution in the future to give it a competitive advantage. The company is endowed with resources and capabilities to stay on the front line, and it will need selective and not diffuse strategy to be successful.



[bookmark: _Toc227461190][image: ]Section 2
[bookmark: _Toc227461191]Reflective Account Using Gibbs’ Reflective Cycle
[bookmark: _Toc227461192]1. Description
When developing this report, I undertook a systematic research and analysis procedure aimed at developing an insight into the strategic position of Unilever UK. I have started by looking at the assessment requirements and finding that it was necessary to relate theory to a real organisation. I have then chosen Unilever UK as it is a large, visible company and the business is in a competitive sector with good publicity (Markkanen et al., 2020). The process of my research included reading the company materials, performance reports, sustainability reports, and market analysis, and then structuring the results in accordance with the needed models: PESTEL, VRIO, Balanced Scorecard, SWOT, and Ansoff.
[bookmark: _Toc227461193]2. Feelings
Initially, I was confident as Unilever is a famous company, and I thought that the research will be easy. I was more careful as I went on though. The amount of information at hand was so excessive that it was hard to determine what was most pertinent. I also realised that information produced by the company is also valuable but of course presents the organisation in a positive light. This got me concerned that my work could be either too descriptive or one-sided in case I failed to assess the evidence critically.
[bookmark: _Toc227461194]3. Evaluation
The good part of my process was that I did more than just a company description and began to pinpoint the more strategic issues that are plaguing Unilever UK. As an illustration, rather than merely enumerating strengths, I assessed whether these strengths actually generate long-term benefit in a market which has strong competitors, and own-label products which perform well as well. I also found the use of models useful as they offered my research a path and avoided that the report would be disorganised.
[image: ]One of my weaknesses in the process was that my initial view of the models was as a checklist. My initial PESTEL/VRIO notes were too mechanical. I was listing factors and resources, but not necessarily elaborating why that was a strategic consideration. After making this realisation, I made amendments to make the piece more oriented towards judgement and linking between sections.
[bookmark: _Toc227461195]4. Analysis
The key learning experience of this process was that evidence, theory, and judgement are the most effective when combined to achieve strategic analysis. In one instance, PESTEL enabled me to determine the pressures on Unilever UK but not on its own to determine whether the company was in a good position to respond. That necessitated internal analysis in terms of resources, capabilities and VRIO. Likewise, Balanced Scorecard proved helpful as it demonstrated that the financial performance cannot be comprehended in a vacuum. Unilever UK is a company that relies on the trust of their customers, the implementation of operations and learning in the organisation simultaneously.
The next valuable lesson was that description and critique are the two most vital aspects at postgraduate level. It is not hard to argue that Unilever has good brands, sustainability agenda, and the wide market presence. A far more difficult, and more academic question is whether these strengths are not becoming rarer, whether they are being aped, whether they are being transduced into competitive results (Praveena et al., 2025). This was more so in the sustainability section. Initially, I had a tendency to consider sustainability as an undoubted strength. Reflectively, I came to realise that sustainability can only be strategic advantage as long as it enhances trust, resilience, innovation or efficiency.
It also helped me in gaining knowledge about incomplete information. A lot of information is known about Unilever worldwide, but about our business in the UK there is not much information in the public. This required I to make prudent inference. I got to know that good academic work is not necessarily based on ideal data. It relies on the careful use of the best evidence available and the transparent and justified conclusions.
[bookmark: _Toc227461196][image: ]5. Conclusion
On the whole, the experience of research and writing enabled me to become more critical and systematic in analysis of strategic management. I have learned that frameworks are best applied selectively and analytically and not in a mechanical manner. I also knew that a good report should develop a focal argument. The main point of this case was that Unilever UK is still a strategy-strong company, whose future competitive edge would be determined by focus and execution, as well as the commercial viability of its sustainability strategy.
[bookmark: _Toc227461197]6. Action Plan
I would also do things differently in future tasks in five ways:
Action points
· Start with an outline of the main point, and gather lots of data.
· Utilize a greater amount of scholarly journal material in the initial stages.
· More closely compare the selected company with one or two leading companies.
· Shift to a more evaluative note-taking earlier.
· Reserve some time at the end to perfect flow, sign-posting and academic style.
This experience has not only enhanced my confidence, but also my judgement. Today I have a better idea of the fact that strategic analysis of management is not about demonstrating that a company is successful. It is concerned with analysing the conformity of its resources, decisions and implementation with the facts of its external environment.
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