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[bookmark: _Toc29995]Executive summary
This report explored Unilever's strategic position in the FMCG industry. The key aim was to help the company reshape its strategy and gain a sustainable competitive advantage. The strategic analysis showed that Unilever is exposed to various threats and opportunities. For example, the company faces subdued economic growth, increased competition, slow population growth, and increasing acceptance of sustainable living. The company must leverage industry opportunities and address challenges to ensure its long-term survival. It should leverage the increased acceptance of sustainability by embedding sustainability into its corporate strategy. The analysis also showed that the company's core competencies and resources do not offer sustainable competitive advantages. For example, the company's strong logistics system is common, meaning that it cannot deliver superior performance in the future. In addition, the adopted differentiation strategy is quite expensive since it requires heavy investment. The strategy has also not helped the company deliver superior performance. Sales volumes have risen by an average of 1% between 2018 and 2021. This means that the pursuance of the product differentiation strategy does not guarantee high sales volumes. The company should therefore develop and implement other innovative strategies to gain a sustainable competitive advantage. In particular, the company should leverage technology to streamline operations and deliver products at competitively low prices. Such a strategy would enhance performance and reposition the company as a cost leader in the FMCG industry. This is specifically important since subdued economic growth is likely to reduce the consumption of high-priced products. In addition, the company should deliver hyper-personalised customer service. This is because a vast majority of customers commit to brands that offer personalised services. Therefore, the provision of hyper-personalised customer services would provide Unilever with an opportunity to reduce buyer power and consequently enhance its competitiveness in the FMCG industry. 

1. [bookmark: _Toc28012]Introduction
Today, firms conduct strategic analysis to understand the key forces that could influence their long-term growth (Henry, 2021). The analysis is often carried out from both corporate and long-term perspectives. From a corporate perspective, strategic analysis allows firms to gain insights that inform strategic decision-making. For example, strategic analysis allows firms to determine their strengths and weaknesses in relation to the industry (Henry, 2021). The analysis also reveals possible opportunities and threats that need to be considered in decision-making. The analysis is particularly important for firms that seek to improve their competitiveness in the industry. Therefore, a company like Unilever can leverage strategic analysis to reshape its strategic direction and gain a sustainable competitive advantage. This report aims to help the company position itself as a customer-centric brand that delivers innovative customer care. The report conducts both internal and external analysis to determine the company's strategic options for more personalised customer care.






2. [bookmark: _Toc12111]Company background
Unilever plc. is a consumer goods multinational headquartered in London, UK. The company was established in 1929 through a merger of two companies: Margarine Unie and Lever Brothers (Unilever, 2022). Since the merger, the company has grown to become a diversified brand. It engages in the manufacture, marketing, and sale of fast-moving consumer goods including beauty products, washing products, and skin care (Reuters, 2022). The firm operates through three segments: home care, beauty & personal care, and foods & refreshments. The beauty and personal care segment is responsible for the sales of hair care, deodorising, skin care, and skin cleansing products. The home care and foods & refreshment segments are engaged in the provision of fabric care, cleaning products, ice cream, savoury, dressings, and tea (Unilever, 2022). The company generates much of its revenue from the beauty & personal care and food & refreshment segments. For example, the beauty and personal care segment generated €21,901 million (or 42%) of the total revenue for 2021 (Yahoo finance, 2022). The company should, however, focus on improving its performance in the long term. This is because overall performance has been dismal over the last five years. In particular, the sales growth rate has averaged 1% in the last four years (Yahoo finance, 2022). This report will assist the firm gain a competitive edge and enhance its performance. 





3. [bookmark: _Toc5794]Environmental analysis
Environmental analysis is a strategic tool used to determine the external and internal factors affecting a company (Wheelen et al., 2017). It assists firms in evaluating the potential opportunities and threats in their industry. It also assists firms in increasing their effectiveness and predicting and planning for the future. Therefore, the analysis will help Unilever determine how it should position itself to gain a sustained competitive advantage. Below is a review of the consumer goods market. The review is targeted at helping Unilever identify the key opportunities, threats, weaknesses, and strengths.
[bookmark: _Toc4835]3.1 External analysis
The external strategic analysis is an objective assessment of the changes in an organisation's industry (Wheelen et al., 2017). It seeks to identify the broader factors that impact a business's operations. It entails examining an industry as a whole to identify factors that positively or negatively impact an organisation. The analysis uses different models and frameworks, including Porter's five forces, PESTEL analysis, and SWOT analysis. This report examines Unilever's industry forces using the PESTEL and Porter's five forces.







4. [bookmark: _Toc7138]PESTEL Analysis
Unilever is a consumer goods brand. It focuses on fast-moving consumer goods such as beauty products. Therefore, the firm can be said to operate in the FMCG industry, which is currently valued at $15.40 billion. The market is projected to register a CAGR of 5.4% between 2018 and 2025 (Allied Market Research, 2022). The key drivers of growth include population growth, changing consumer habits & lifestyles, increased consumer demand, increasing diffusion of e-commerce, and rising disposable income (Allied Market Research, 2022). Each of these factors is likely to boost the demand for consumer goods. For example, rising disposable income will drive the consumption of consumer goods and result in higher industry sales. However, firms need to consider other factors that could adversely influence performance, including the covid-19 pandemic, slow economic growth, and inflation. The PESTLE analysis below assists determines the positive and negative forces influencing the FMCG market.
4.1 Political Factors 
The outstanding political forces influencing the FMCG industry include trade relations, political stability, and political issues. Each of these factors presents an opportunity or a threat to Unilever's long-term success. For example, political stability in the UK represents an opportunity for the company to grow without political interference. However, Brexit and the Russia-Ukraine war represent a threat to the company (Korn & Stemmler, 2022). The two forces are likely to increase the cost of doing business. For example, Russia-Ukraine will increase the price of supplies, making it difficult for Unilever to operate profitably (Korn & Stemmler, 2022). The Brexit uncertainty is also likely to slow down private investment, which is critical to business growth (Pettifor, 2017). Therefore, Unilever needs to leverage its strengths to address the threats posed by Brexit and political issues in Eastern Europe. 
4.2 Economic Factors
Economic growth is essential to the success of any given company. It encourages private investment and consumption. However, the global economy is facing subdued growth post-Covid. In particular, most economies are experiencing low GDP growth rates. The UK real GDP growth rate, for example, is anticipated to reduce from 7.44% in 2021 to 1.2% in 2023 (O'Neill, 2022). This means that the economy will expand by a slower margin in 2023 than in 2021. The subdued economic growth will reduce consumer confidence and consequently reduce Unilever's sales growth rate. The inflation rate is, however, anticipated to decline from 7.41% in 2022 to 2.6% in 2024 (O'Neill, 2022). The reduction will assist lower the cost of doing business making it possible for consumer goods brands to generate profits. Increasing wages in developing economies such as Brazil and India also represents an opportunity for Unilever. The rise in wages will allow the company to sell more of its products as its target consumers' disposable incomes rise. However, the company’s payroll costs are likely to rise as the demand for high wages soars. The company is also likely to find it expensive to attract and retain top talent. Therefore, rising wages represent both a threat and an opportunity for Unilever. 
4.3 Socio-Cultural Factors
Unilever is also influenced by social-cultural trends and issues. For example, population growth is likely to determine how much the company makes in sales. Usually, a higher population is necessary to achieve high sales growth. However, the global population is anticipated to grow at a slow rate of 0.84% relative to the 1.08% achieved in 2019 (Worldometers, 2022). The slow population growth rate implies that it could be difficult for Unilever to gain new customers. The company will also be affected by the rising health consciousness among consumers. Such a factor suggests that the company should offer healthy products. In particular, the company should provide foods & refreshments that are safe, nutritious, and 100% organic. This is because a vast majority of customers are seeking organic and toxic-free food products. The company must also consider the rising sustainability concerns among consumers. It should leverage such opportunities by engaging in ethical and sustainable operations. For example, the company should source its supplies from fair trade-certified suppliers. Such suppliers produce their foods and other supplies in a sustainable manner. Lastly, the company will have to address the need for hyper-personalised customer care. McKinsey & Company (2020) indicate that modern customers expect firms to offer highly personalised services. Therefore, providing such a service can allow Unilever to gain a competitive advantage and deepen consumer trust and loyalty (McKinsey & Company, 2020). 
4.4 Technological Factors
Technology is a key determinant of success (Lee et al., 2019). Firms leverage advanced technologies such as predictive analytics and machine learning to streamline their processes and enhance their profitability. Rising business automation presents an opportunity for Unilever to streamline its business processes (Lee et al., 2019). The company can also leverage business automation to reduce costs and enhance its profit margins. However, the same factor can be considered a threat since it can increase the level of competition in the FMCG sector. On the other hand, the availability of advanced technologies such as IoT presents an opportunity for the company to improve its performance. For example, the company can use predictive and prescriptive analytics to predict customer needs and find effective ways of addressing them before they occur (Lee et al., 2019). Therefore, available advanced technologies and innovations can help Unilever gain customer insights and improve its competitiveness by offering personalised customer service. However, rising investment in research and development can be a threat to the company. In particular, firms investing in research and development are likely to gain a competitive edge over Unilever. Therefore, the company needs to fund and support its R&D team to assist in countering competitive forces in the FMCG market. 
4.5 Ecological/Environmental Factors
The main ecological conditions and trends likely to influence Unilever include rising interest in environmentalism, increasing complexity of environmental programs, climate change, and increasing sustainability concerns (Szabo & Webster, 2021). Each of these factors represents either an opportunity or a threat to Unilever. For example, increasing investment in sustainability represents an opportunity for the company to position itself as a sustainable brand. In doing so, the firm should integrate sustainability into everything it does. However, concerns about greenwashing are likely to threaten the company's performance. Notably, the firm is likely to be accused of greenwashing if it fails to switch completely to sustainable products (Szabo & Webster, 2021). The increased uptake of business environmentalism represents the company an opportunity to attract more customers. The company only needs to implement programs that preserve biodiversity and reduce climate change to incentivise customers to purchase its customers. Business Wire (2021) indicates that 85% of modern customers consider environmental focus when making purchase decisions. The report adds that more than a third of customers are willing to pay more for sustainability. Such insights suggest that firms can grow their sales volumes and customer loyalty by engaging in environmentalism and sustainability.  
4.6 Legal/regulatory factors
The legal environment in the FMCG sector is uncertain. New laws and regulations are enacted every day to regulate the FMCG industry. For example, the high fat, salt, and sugar (HFSS) law was introduced in 2022 to restrict advertisements of certain foods and drinks considered to be less healthy (Gov.UK, 2022). The law implies that firms such as Unilever should be on the lookout to ensure compliance. This is because noncompliance can result in fines and penalties as well as reputation damage. In addition, the company needs to consider strengthening international patent laws and consumer rights laws as opportunities. For example, the company should leverage strengthening consumer rights laws by improving its customer service quality and product quality. Overall, Unilever should take measures to leverage industry opportunities and minimise threats in the industry.














5. [bookmark: _Toc2643]Porter’s Five Forces Analysis
Porter's five forces model is used to determine the competitive forces in the FMCG industry. The model was developed to assist firms in determining the attractiveness of their industries. The model comprises five factors, namely, buyer power, supplier power, the threat of new entrants, level of substitution, and industry rivalry. Each of these factors is analysed below to determine the profitability of the FMCG industry.  
5.1 Threat of New Entry
Unilever competes with established industry players in the FMCG industry. However, the threat can be high if new firms enter the highly saturated market. The threat of such an entry is relatively low due to existing barriers such as high economies of scale, high capital requirements, and the need for a strong distribution network (Hasan, 2015). Existing players take advantage of their economies of scale to reduce costs and bar new entrants. This works because consumer goods brands are profit-oriented and cannot enter or continue operating in a loss-making industry. In addition, brands in the FMCG market require a strong distribution network to succeed (Hasan, 2015). Such a network acts as a barrier for new entrants into the market. However, new firms are leveraging technology to overcome the distribution hurdle. For example, small firms are providing selling goods via eCommerce websites. Improved transportation and communication sectors across the EU drive the eCommerce business model. Besides, the FMCG industry is characterised by low switching costs (Hasan, 2015). This means that consumers can easily switch to new brands that cater to their needs. Therefore, Unilever needs to leverage technology and innovation to personalise its offers and contain the threat of new entrants. 
5.2 Threat of Substitution
The availability of substitutes reduces a company’s revenue. This is because customers tend to switch to substitutes, especially when a substitutable product becomes expensive or unreliable (Hasan, 2015). In Unilever’s case, the company products have few substitutes. In particular, customers can substitute the company’s toothpaste with homemade organic dentifrice. However, it is easier for a customer to obtain close-up toothpaste than to make an organic alternative (Hasan, 2015). In addition, the substitute products are low quality when compared to Unilever’s products (Sar, 2018). Therefore, the threat of substitutes is low. However, Unilever does not need to relax since there are low switching costs in the FMCG industry. Therefore, consumers can easily switch from Unilever to competitor brands. The company should leverage its innovative capabilities to differentiate its products to counter the threat of substitution. 
5.3 Bargaining Power of Suppliers
Unilever depends on a number of suppliers. For instance, it depends on farmers to provide high-quality foods and refreshments (Sar, 2018). The suppliers do not, however, have a strong power since they are many. In addition, the suppliers are usually small in size, meaning that they cannot influence prices. However, the focus on sustainability means that Unilever has to work closely with suppliers to offer sustainable products. In particular, the need to become a sustainable brand gives suppliers a significant influence over Unilever. The company has to meet supplier demands for it to achieve its sustainability ambitions. For example, the company has to pay high prices and ensure that the suppliers integrate sustainability into their corporate strategies. This implies that supplier power is moderate for Unilever.  
5.4 Bargaining Power of Buyers
Buyers in the FMCG industry include retailers, wholesalers, and end consumers. The buyers can exert pressure on prices by demanding quality and low-priced consumer goods (Bruijl & Gerard, 2018). Their power is particularly high because of low switching costs and the presence of high-quality information. The low switching cost makes it easy for a buyer to switch between brands, while the presence of high-quality information makes it easy for customers to determine competitors selling at low costs. For example, buyers can use the internet to search for consumer goods brands offering high-quality products at low prices. This makes it difficult for Unilever to increase its prices or lower quality to improve margins. Therefore, buyer power is quite high in the FMCG industry. Unilever will thus need to understand its customers, differentiate its products, and cater to the customers’ needs to remain competitive in the industry.   
5.5 Industry Rivalry
The level of rivalry in the FMCG industry is quite high. This is due to a high number of firms, low switching costs, high aggressiveness of firms, and moderate market growth rate (Bruijl & Gerard, 2018). The major competitors include Colgate Palmolive, Proctor & Gamble, Edgewell Personal Care, Johnson & Johnson, L'OREAL, and Nestle, Mondelez International. Each of these competitors competes for the same customers. For example, Colgate Palmolive markets and promotes its toothpaste as being the best. This means that Unilever has to position itself in a distinct manner to compete against the company. Failure to do so can be disadvantageous since switching costs are low. The competitive forces are summarised in the diagram shown below. 

BUYER POWER-QUITE HIGH
· Low switching costs (low)
· High quality of information(high)
· Small-size individual buyers (low)



SUPPLIER POWER-MODERATE
· Small sized suppliers
· A large number of suppliers
· A low number of sustainability-focused suppliers

THREAT OF SUBSTITUTION-LOW
· Few substitutes 
· Low switching cost
· Low performance of substitutes 

INDUSTRY RIVALRY-QUITE HIGH
· A large number of competitors (low)
· Low switching cost (high)
· Moderate industry growth (moderate)



THREAT OF ENTRY-LOW
· Low switching costs
· Need for a strong distribution network 
· High economies of scale
· High capital requirement




The presented diagram summarises the competitive forces in the FMCG industry. It shows that buyer power and industry rivalry are quite high. This implies that Unilever may not sustain its profit-generating capacity if it does not differentiate itself. The diagram also shows that supplier power is moderate due to the low number of sustainability-conscious suppliers. Therefore, the company needs to empower its suppliers to embrace sustainability. Such an action would help improve the company's image as a sustainable brand. Overall, the five forces analysis suggests that Unilever needs to offer innovative and differentiated products and services to gain a competitive edge in the FMCG industry. 











6. [bookmark: _Toc23207]Internal analysis
Internal strategic analysis is the process of examining an organisation's internal components, such as capabilities, characteristics, assets, resources, and competitive advantage (Hitt et al., 2016). It assists highlights an organisation's weaknesses and strengths. The internal analysis can be evaluated using several tools, such as VRIO analysis, Porter's generic strategies, SWOT analysis, and Bowman's Strategy Clock (Hitt et al., 2016). The internal analysis of Unilever is evaluated using the VRIO analysis and Porter’s generic strategies. The aim is to determine the company’s key competencies, resources, and strategies. 
[bookmark: _Toc12001]6.1 VRIO analysis of Unilever
The resource-based theory (RBT) suggests that an organisation's resources are critical to achieving sustainable competitive advantage (Alvarez & Barney, 2017). This means that Unilever can only achieve a sustainable competitive advantage if it develops key resources and capabilities. The diagram below summarises the company's core competencies and resources. 

	Key resources/capabilities 
	Is the key resource/capability___?
	Is the company well___?
	What is the result?

	
	Value?
	Rare?
	Imitable? 
	Organised?
	Competitive superiority, parity or disadvantage? 

	Talented and dedicated workforce
	Yes
	No
	Yes
	Yes
	Competitive parity 

	Efficient inbound logistics system
	Yes 
	No
	Yes
	Yes
	Competitive parity 

	Product innovation
	Yes
	Yes 
	Yes
	Yes
	Competitive advantage 

	Strong distribution network
	Yes
	No 
	Yes 
	Yes
	Competitive parity 

	Unique brand image
	Yes
	No  
	Yes
	Yes
	Competitive parity 

	Strong ability to raise capital
	Yes
	No
	Yes
	Yes
	Competitive parity 


The above table summarises Unilever’s core competencies and resources. It shows that the company has a talented and dedicated workforce, an efficient inbound logistics system, a strong ability to innovate, a strong distribution network, a unique brand image, and a strong ability to raise capital. For example, the company has a lean inbound logistics system that increases cost-effectiveness, efficiency, and standardisation. Such a resource is necessary for achieving cost leadership and sustained competitive advantage. The company is also highly innovative in its product offerings. It has invested heavily in research and innovation to deliver innovative products. For example, the company spends over €1 billion in R&D to help identify opportunities, evolving science-based trends, and deliver strong growth (Unilever, 2022). Such a capacity can allow the company to differentiate its products and services and compete effectively in the FMCG industry. However, most of the company’s core competencies and resources are not rare. For example, a strong distribution network is not rare. Competitor firm such as Procter and Gamble and Johnson and Johnson can leverage their strengths to strengthen their distribution systems. This means that Unilever is unlikely to sustain its competitive position in the FMCG industry. 
[bookmark: _Toc23037]6.2Porter’s generic strategies
Porter's generic strategies are a four-strategy framework that determines the strategies pursued by the firm (Islami et al., 2020). The framework is depicted below. 
[image: ]
The above diagram shows that firms can achieve competitive advantage by pursuing three strategies: focus, cost leadership, and differentiation. The focus strategy has two variants, namely, the differentiation focus and the cost focus (Islami et al., 2020). Firms may choose to pursue one or more of the generic strategies. However, Unilever has been pursuing a broad differentiation strategy. The strategy entails developing products that stand out against the competition (Zehir et al., 2015). For instance, the company produces unique personal care products such as Dove Cream Bars. The products stand out in that they meet customers' needs for innovative products. The company is also investing in research and development to strengthen its product differentiation strategy. However, intense competition from rivals is likely to threaten the company’s survival. In particular, more firms are adopting product differentiation as a key strategic option. This means that the company must continue investing in innovations to gain a sustainable competitive advantage. Such investment can strain resources and increase operating costs (Block et al., 2015). In particular, pursuing product differentiation can put a burden on the product manufacturers, R&D teams, and profit margins (Zehir et al., 2015). Therefore, the company should leverage technology and innovation to drive down costs and improve profitability. In addition, product differentiation does not guarantee revenue growth. This is shown by the fact that the company’s revenue growth rate has remained relatively stable over the last five years. The revenue has grown by an average of 1% between 2018 and 2021 (Yahoo finance, 2022). This means that the pursuance of the product differentiation strategy does not guarantee high sales volumes. The company should therefore develop and implement other innovative strategies to gain a sustainable competitive advantage. For example, the firm should focus on service innovation since personalised service is critical to gaining a loyal customer base (McKinsey & Company, 2020).  









7. [bookmark: _Toc15097]Conclusions
This report examined Unilever's strategic position in the FMCG industry. The key aim was to help the company reshape its strategy and gain a sustainable competitive advantage by delivering exceptional customer experience. The strategic analysis employed different strategic frameworks to understand the key opportunities, threats, weaknesses, and strengths of the company. For example, porter's five forces analysis was used to determine the level of competition in the FMCG industry. The results of the analysis showed that the FMCG industry presents various threats and opportunities to Unilever. For example, subdued economic growth in the UK represents a threat to Unilever's performance. Such a factor is likely to reduce consumer confidence and consequently reduce sales. However, increased acceptance of eCommerce and sustainability offers the company an opportunity to enhance its performance and reputation. The company must, however, integrate sustainability into its corporate strategy to succeed as a sustainable brand. The analysis also showed that technology is a major determinant of success. In particular, the company can leverage advanced technologies and innovations to streamline its operations and improve profit margins.
The analysis porter's five forces analysis indicated that the FMCG industry is somewhat attractive. The industry is characterised by a low threat of substitution, low threat of new entry, moderate supplier power, high buyer power, and intense industry rivalry. The industry players compete aggressively due to the low switching costs and moderate industry growth rate. Unilever has been making money by suppressing buyer power. It does this by differentiating its products and offering a diverse product portfolio. However, product differentiation is not a sustainable strategy. This is because the strategy places a heavy burden on manufacturing and R&D teams as well as profit margins. The review of Unilever's internal environment indicated that the company has several core competencies. These include a lean inbound logistics system that increases cost-effectiveness, efficiency, and standardisation. The core competencies and resources allow the company to build a strong position in the FMCG market. For example, the company is highly innovative in its product offerings. Such resources have been developed through heavy investment in research and innovation to deliver innovative products. For example, the company spends over €1 billion in R&D to help identify opportunities, evolving science-based trends, and deliver strong growth. Such a capacity can allow the company to differentiate its products and services and compete effectively in the FMCG industry. However, most of the company's core competencies and resources are not rare. For example, a strong distribution network is not rare. The capacity can be imitated by competitor firms such as Procter and Gamble and Johnson and Johnson. Therefore, Unilever is unlikely to sustain its competitive position in the FMCG industry if it does not develop new and valuable core competencies and resources. Lastly, the analysis showed that Unilever relies heavily on the differentiation strategy. The strategy entails the development of products that stand out against the competition. The strategy enables the firm to develop unique products that align with customer needs. However, the company must continue investing in innovations to gain a sustainable competitive advantage.  







8. Recommendations
The strategic analysis indicated that Unilever needs to create a sustainable competitive advantage. This is because its core resources and competencies are not rare. In addition, the company is facing strong buyer power in the FMCG industry. The company should focus on enhancing customer services to reduce buyer power and increase switching costs. In doing so, the firm needs to invest in advanced technologies and innovation. This is because technology helps streamline operations and reduce costs. Therefore, the company would be able to reduce operational costs and offer its products at low costs. This is critical to enhancing sales performance, especially at a time when economic growth is declining. However, technology is not limited to reducing costs. It can help the company enhance several aspects. For example, the use of predictive and prescriptive analytics can assist the company in identifying problems before they materialise. Such technologies can also recommend solutions to help the firm effectively address the identified issues. For example, prescriptive analytics allows firms to examine historical customer data and identify solutions to future customer issues. Therefore, Unilever should invest in advanced technologies to help predict and address customer issues before they occur. The company should, however, focus on developing its own technologies and innovations to gain a competitive advantage. This is because all firms have access to technologies such as big data, IoT, and predictive analytics, which are readily available. Developing in-house technologies and innovations would allow the firm an opportunity to keep competition at bay. The technologies would, however, need to be protected through a patent or copyright.  
McKinsey & Company (2020) predict that hyper-personalised customer care will be a major determinant of success by 2025. Such a prediction is premised on the fact that customers remain loyal to brands that show care for them. In particular, nearly three out of five customers report that good customer service makes them commit to a brand (American, 2022). Therefore, the company should offer good customer service to increase customer loyalty and sales. In particular, the company should consider delivering hyper-personalised customer care. Such type of care requires the company to do more than what it has currently been doing. It needs to first understand its target customers. This is because the company can only deliver personalised care if it understands customer needs, pains, and concerns. The company should invest in technologies that aggregate customer data and provide insights from the data. For example, it should consider advanced CRM tools to assist in understanding customer behaviours, attributes, and past interactions. Such information would allow the company to engage more effectively with the target customers. Second, the company must consider reacting to the target customers before they need help. It should use data and analytics to ensure that its call centres can predict and provide opportunities that delight customers and pre-emptively address concerns based on personalised needs (McKinsey & Company, 2020). Thirdly, the firm should consider delivering a seamless customer experience throughout the customer purchase journey. This would require the firm to focus on ensuring that the interaction with the target customers is started in one channel and picked up in the next. Therefore, the firm must ensure collaboration and alignment of customer care, operations, marketing, and product development functions (McKinsey & Company, 2020). The firms should also implement real-time agent tools to eliminate the barriers that stand in the way of addressing customer issues. Real-time agents should be freed and motivated to show empathy and make decisions while interacting with customers. Put simply, Unilever should consider delivering hyper-personalised customer care to enhance its competitive position in the FMCG market. 
Unilever should reimage its contact centre. It should do so by hiring top talent for the contact centre functions. This is because top talent is able to effectively handle customer issues. The company should first understand what skills, experiences, and knowledge is needed to deliver satisfactory customer service. It should then hire people and motivate top talent to ensure that the contact centre roles are effectively discharged. The main advantage of top talent is that it enhances an organisation's efficiency. This is because talented people are more productive and effective when compared to less talented people. Most importantly, the company should create an innovative workplace culture. Such culture includes recognising and rewarding innovative behaviours from employees. The main advantage of an innovative culture is that it allows firms to develop novel ideas and innovations that improve their competitive advantage. Therefore, creating and nurturing an innovative culture would provide Unilever with an opportunity to deliver innovative and differentiated products. In other words, an innovative culture would enable Unilever to stand out through differentiation. Overall, Unilever should enhance its competitive position by leveraging technology and innovation. The company should also hire top talent and deliver hyper-personalised customer care to stand out from the competition. 
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