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[bookmark: _4wxmkwmd022q][bookmark: _Toc227831961]Section-01
[bookmark: _Toc227831962]1. Organisational Context and Overview 
Unilever PLC is one of the most popular British-Dutch multinational consumer goods companies, which manufactures and sells a wide range of goods in categories of personal care, home care, and nutrition (Smith, 2023). Unilever was established in 1930 upon the consolidation of Lever Brothers and Margarine Unite in which the brands of the companies have turned into household names in the world today. Unilever has over time grown and is now one of the most well-known fast-moving consumer goods (FMCG) companies in the world through organic growth and strategic acquisitions (Jones & Patel, 2024).
The mission of Unilever is to fulfil daily nutrition, hygiene, and personal care need using high-quality products and improving social and environmental wellbeing (Lee, 2022). It has a vision to be a purpose-led and sustainable growing entity that makes a difference to society and helps to sustain a positive impact on ecosystems and communities where it functions (Ahmed, 2023). The business strategy of the company is based on the diversified portfolio of the well-known global brands, effective distribution channels, and focus on innovation, sustainability, and consumer insights. Unilever makes revenue under 3 primary segments: Beauty and Personal Care, Foods and Refreshment, or Home Care (Brown and Green, 2024).
[image: ]
[bookmark: _Toc227832008]Figure 1.Unilever Historical Timeline
The environment that Unilever operates in regarding the FMCG industry is very competitive and dynamic, with fast-paced product development, changing tastes and preferences of consumers, and high challenges in pricing (Dawson, 2023). Other macroeconomic factors that affect the industry include inflation, the volatility of the supply chain, and sustainability laws (Nguyen, 2024). Major competitors of Unilever are multinationals like Procter and Gamble, Nestle, Colgate-Palmolive, and L Oréal each of which has large market share in any number of product lines. These rivals put pressure on Unilever to keep innovating, building brand equity, and becoming more efficient (Singh, 2023).
Unilever is relatively stable in the market despite the competition, as it is diversified in terms of products and has a global presence, along with sustainability as a strategic differentiator (Rahman, 2022). In the recent years, the company has managed to restructure its portfolio by disposed of non-core assets and concentrate on high-growth segments to increase profitability and strategic focus (Clark and Zhao, 2024). The focus of Unilever on digital change, data analytics and agile marketing has also facilitated the company in adjusting to the evolving consumer behaviour and enhancing its competitive edge (Patel and Lee, 2025).
The FMCG industry has enabled Unilever to be strategically positioned and this is the case with both strengths and its long term sustainability.
[bookmark: _Toc227831963]2. External & Internal Environment Analysis 
[bookmark: _Toc227831964]2.1 External Environment Analysis
Unilever is influenced by the external environment in its strategy and performance in the long term. Important frameworks include PESTEL and competitive analysis, which are necessary to know the dynamics in the market, regulatory pressure, and socio-economic trends.
[bookmark: _Toc227831965]2.1.1 PESTEL Analysis
· Political Factors: Unilever is in more than 190 countries and it is influenced by the various political environments. The market entry and efficiency of operation are affected by political stability, government policies, trade agreements and policy on taxation (Ahmed, 2022). As an example, Brexit had regulatory and tariff consequences to Unilever in the UK and EU markets (Smith and Patel, 2021).
· Economic Factors: Unilever is affected by economic uncertainty, inflationary prices and the changes in prices of various commodities in the world economy on its cost structure and pricing strategy. To give an example, the cost of palm oil, tea and dairy raw materials directly influences profit margins (Brown, 2023). 
· Sociocultural Factors: The contemporary consumer trends on health, wellness, and ethical consumption have a powerful impact on the product development of Unilever. More brand strategies are being influenced by growing interest in plant-based foods and cruelty-free products and sustainable packaging (Nguyen, 2023). 
· Technological Factors: It is essential to digitise and innovate. Unilever utilizes AI, big data analytics, and online stores to improve the supply chain, marketing, and consumer intelligence (Singh, 2023). 
· Environmental Factors: The Unilever strategy is based on sustainability. There are environmental policies on carbon emissions, water consumption, and garbage disposal that affect the production processes (Rahman, 2022). 
· Legal Factors: It is important to adhere to consumer protection laws, labour laws, intellectual property rights, and food safety standards (Jones and Ahmed, 2024). Failure to comply would lead to litigation, reputational losses and fines.
[bookmark: _Toc225689491]Table 1: PESTEL Summary for Unilever
	Factor
	Key Implications for Unilever
	Strategic Considerations

	Political
	Trade regulations, tariffs, Brexit impact
	Strengthen lobbying, diversify markets

	Economic
	Inflation, commodity price volatility
	Hedging, cost management, pricing strategy

	Sociocultural
	Health trends, ethical consumption
	Product innovation, CSR alignment

	Technological
	AI, digital supply chain, e-commerce
	Invest in digital platforms, R&D

	Environmental
	Climate change, carbon regulations
	Sustainable sourcing, eco-packaging

	Legal
	Labour, consumer protection, IP rights
	Compliance monitoring, legal audits



[bookmark: _Toc227831966]2.1.2 Critical Success Factors (CSFs)
Critical Success Factors (CSFs) are the key factors that help an organisation to attain its strategic goals and competitiveness. 
· Brand Equity and Reputation: The key basis of competitive advantage lies in Unilever having a collection of well known, strong brands across the world, such as Dove, Lipton, Knorr, and Rexona. Strong brand equity generates consumer confidence, brand allegiance, and lessens price elasticity, which enables high prices and market share maintenance (Ahmed, 2023).
· Innovation and Product Development: Unilever has been successful in continuous investment in research and development. The company also uses innovation to create products that satisfy the changing consumer demands including plant-based foods, natural ingredients in their personal care products, and greener packaging solutions. The pipeline of innovation will be responsive to new trends and regulatory demands (Lee, 2022).
· Sustainability and Corporate Social Responsibility (CSR): Sustainability programs, including the Unilever Sustainable Living Plan, would add to business resiliency in the long-term. (Patel and Lee, 2025).
· Global Supply Chain and Distribution Network: The superior supply chains of Unilever deliver product supply in 190+ countries at high efficiency with a cost-controlling measure. The strategic sourcing and logistics allow quick response to the changes in the market demand, maintain the operation continuity, and customer satisfaction (Brown and Green, 2024).
· Marketing and Consumer Insights: Evidence-based marketing and consumer intuition will enable Unilever to segment the market and maximise the brand image. The use of digital platforms and AI analytics can facilitate interaction, retention, and competitive advantage (Nguyen, 2023).
Combined, these CSFs help Unilever to continue growing, increasing its market penetration as well as having the competitive advantage in the extremely dynamic FMCG industry.
[bookmark: _Toc227831967]2.1.3 Strategic Challenges
Unilever is suffering a row of strategic issues that might affect its developmental path and market positioning in the world of FMCG.
· High Competition: The company has to deal with highly competitive markets with multinational corporations like Procter and Gamble, Nestle and L’Oréal companies, and local and regional firms. (Smith and Patel, 2021).
· Increasing Cost of raw materials: Unilever is dependent on commodities such as palm oil, dairy, tea and packaging materials. Climate change, geopolitical tensions, and global supply chain disruptions cause price volatility that has a direct impact on the production costs and profit margins (Brown, 2023).
· Complexity in Regulatory Environment: Unilever works in various countries and as a result, it is exposed to various regulatory environments such as food safety, environmental regulations as well as labour regulations. Failure to comply may attract fines, legal measures, and negative PR (Jones and Ahmed, 2024).
· Shifting Consumer Tastes: Due to the growing demand among consumers, sustainable, ethical and health-conscious items are requested. The inability to react in time to these changes can lead to the loss of a market share and the diminishing of the brand loyalty (Clark and Zhao, 2022).
· Pressures of Digital Transformation: The fast implementation of e-commerce and online marketing needs a lot of technological investment. The issue is to combine digital solutions and remain efficient in the traditional retail channels (Singh, 2023).
· Supply Chain Vulnerabilities: Global disruptions, such as pandemics and political instability, create vulnerabilities in sourcing and logistics networks, and demonstrate the necessity of resilient and flexible operations (Rahman, 2022).
The solution to these challenges is essential in ensuring Unilever is going to achieve sustainable growth, capture the market leadership, and strengthen its competitive edge in the ever-changing global FMCG market.
[image: ]
[bookmark: _Toc227832009]Figure 2: Strategic Challenges vs External Drivers
[bookmark: _Toc227831968]2.2 Internal Environment Analysis
Internal analysis deals with the resources, capabilities and core competencies of Unilever in order to evaluate the competitive advantage.
[bookmark: _Toc227831969]2.2.1 Resources
Resources refer to the assets that Unilever uses in an attempt to generate value and ensure that it stays competitive. They may be categorized as tangible and intangible resources.
Tangible Resources:
· International Production and distribution centres: Unilever has more than 400 manufacturing plants and a well-developed distribution network in more than 190 countries. It enables the scaling of production, cost-efficiency, and speedy availability of the products (Smith, 2023).
· Financial Strength: Unilever has a good financial standing due to a stable income of about 60 billion in the year 2024. This will make possible investment in innovation, marketing, and sustainability projects, strategic flexibility, and resilience (Brown, 2023).
Intangible Resources:
· Brand Portfolio and Loyalty: Dove, Lipton, and Knorr are globally known brands possessed by Unilever. These brands have high consumer loyalty and trust and enable them to charge premium and retain market share (Rahman, 2022).
· Intellectual Property: Patents, product formulae and proprietary technologies offer a competitive advantage and law over very competitive markets.
· Corporate Culture: A culture of sustainability, innovation, and social responsibility fosters employee engagement and orients the operations practices to the changing consumer expectations (Clark and Zhao, 2022).
All these resources are the keystones of the capabilities of Unilever to struggle successfully in the FMCG market, allowing both efficiency of operations and market segmentation.
[bookmark: _Toc227831970]2.2.2 Capabilities
Capabilities are the capabilities of Unilever to make good use of resources in order to accomplish strategic objectives.
· Innovation Capability: Unilever is constantly creating innovations that reflect the evolving consumer trends, such as vegetarian meals, natural health care products, and environmentally friendly packaging (Lee, 2022).
· Supply Chain Agility: Hi-tech sourcing policies, logistics optimization and inventory management can enable Unilever to react to market changes promptly and remain cost-effective (Brown and Green, 2024).
· Marketing Skills: Regional marketing campaigns embraced by Unilever across the globe provide a strong brand focus and consumer loyalty. Digital marketing and data analytics also help to optimize targeting and make campaigns more efficient (Nguyen, 2023).
These competencies allow Unilever to remain ahead of competition, keep up with unstable market environments and seize new opportunities in both the developed and new markets.
[bookmark: _Toc227831971]2.2.3 Core Competencies
The core competencies are strategic integration of the resources and capabilities of Unilever, which creates its unique strengths that go beyond them to establish a lasting competitive advantage.
· Brand Management: Well-developed experience in the management and development of global brands is a guarantee of high recognition, trust, and loyalty.
· Sustainability-Driven Innovation: Incorporation of sustainability in the product development and operations makes Unilever stand out among the competitors and it is consistent with the emerging consumer values (Patel and Lee, 2025).
· Flexibility in Global Markets: Unilever is flexible in the product, marketing, and distribution of its products across different geographical areas and regions, which improves access and sensitivity (Rahman, 2022).
With the combination of operational efficiency, innovation and consumer-focused strategies, these core competencies allow Unilever to generate unique customer value, competitive positioning, and long-term profitability.
[bookmark: _Toc227831972]2.2.4 VRIO Analysis
[bookmark: _Toc225689492]Table 2.VRIO Analysis
	Resource/Capability
	Valuable?
	Rare?
	Inimitable?
	Organised?
	Competitive Implication

	Global Brand Portfolio
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Sustainable Innovation
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Supply Chain Network
	Yes
	No
	Yes
	Yes
	Temporary advantage

	Financial Strength
	Yes
	No
	No
	Yes
	Competitive parity


The VRIO analysis supports the idea that the brand portfolio and the innovation based on sustainability is the source of the sustained competitive advantage of Unilever whereas other resources are the sources of temporary or moderate competitive advantage.
[bookmark: _Toc227831973]2.2.5 Contribution to Competitive Advantage.
Internal strengths can be applied in competitive advantage by:
· Brand Loyalty: The high price and low price sensitivity of global brands are as a result of consumer trust in global brands (Lee, 2024).
· Innovation and research and development: Unique products in the health, personal care, and sustainable product are some of the ways Unilever outperforms its competitors (Patel and Lee, 2025).
· Sustainable Practices: CSR activities increase the reputation of corporations and stakeholder interactions, which affects purchases (Ahmed, 2023).
· Operational Efficiency: Co-ordinated supply chain and distribution networks lower expenses and provide access anywhere in the world (Brown and Green, 2024).
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[bookmark: _Toc227832010]Figure 3: Unilever Internal Strengths vs Competitive Advantage
[bookmark: _Toc225689493]Table 3: Summary of Key Internal Resources & Capabilities
	Resource/Capability
	Type
	Strategic Impact

	Brand Portfolio
	Intangible
	Market differentiation, customer loyalty

	Sustainable Innovation
	Capability
	Differentiation, CSR alignment

	Supply Chain Network
	Capability
	Operational efficiency, global reach

	Financial Strength
	Tangible
	Investment in growth and acquisitions



[bookmark: _Toc227831974]3. CSR & Sustainability
Corporate social responsibility (CSR) and sustainability is something that Unilever has long placed as a central part of its business plan. Its CSR programs are based on protecting the environment, social equity, and ethical business conduct, which are combined with its main mission to make sustainable living a normal practice (Unilever, 2024). Such initiatives are not only coming in accordance to the business goals of the company, but sustainability efforts should not only increase societal impact but also lead to long-term profitability.
This alignment can be portrayed through the Sustainable Living Plan of the company that has three key pillars, namely, improving health and well-being, reducing environmental impact, as well as improving livelihoods along the value chain (Patel and Lee, 2025). Indicatively, Unilever has invested in the reduction of greenhouse gas emission in its production plants and procurement of raw materials that are sustainably certified to produce its brands like Lipton and Dove. (Smith, 2023).
Brand equity and employee engagement are also achieved through social responsibility activities. Empowerment programs to support women, decent wages within the supply network, and programs that support community health help in improving the reputation of Unilever and align better with its stakeholders (Brown and Green, 2024). 
To conclude, the CSR and sustainability strategy of Unilever is strongly embedded in the company operations, which provides a synergy between social contribution and success. This not only enhances the brand and consumer loyalty of the company but also offers a competitive advantage over the long term since it can predict and respond to regulatory trends by responding to the expectations of the stakeholders and facilitating the innovation of sustainable products (Rahman, 2022). 






[bookmark: _Toc227831975]4. Holistic Organisational View.
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[bookmark: _Toc227832011]Figure 4. Balanced Scorecard Framework. Adapted from Kaplan & Norton (1992).
The Balanced Scorecard (BSC) is a multidimensional tool that was created by Kaplan and Norton (1992) to evaluate the performance of organisations other than through financial criteria. Using the framework to interpret the situation of Unilever allows one to have a comprehensive perspective on its strategic goals, key performance indicators (KPIs), goals, and initiatives in four lenses Financial, Customer, Internal Processes, and Learning and Growth.
[bookmark: _Toc225689494]Table 4: Unilever Balanced Scorecard
	Perspective
	Strategic Objectives
	KPIs
	Targets
	Key Initiatives

	Financial
	Revenue growth, profitability, cost efficiency
	Net profit margin, ROI, Cost-to-revenue ratio
	Double-digit revenue growth in emerging markets; 5% cost reduction
	Lean manufacturing programs; digital supply chain optimisation; high-margin product portfolio expansion

	Customer
	Brand loyalty, satisfaction, market share
	Brand equity scores, customer satisfaction index, repeat purchase rate
	Top-tier global brand recognition; increase sustainable product engagement
	Personalised marketing campaigns; multi-channel distribution; eco-friendly product innovation

	Internal Processes
	Operational efficiency, quality, innovation
	Production cycle time, supply chain lead time, defect rates, innovation pipeline throughput
	10% reduction in production waste; 15% faster product-to-market cycle
	Industry 4.0 adoption; advanced analytics for inventory; cross-functional collaboration

	Learning & Growth
	Employee engagement, talent development, innovation capability
	Employee retention rate, training hours per employee, number of new products launched
	Increase workforce competency; launch 20 sustainable products annually
	Leadership programs; digital skill training; innovation incentives


[bookmark: _Toc227831976]


4.1 Financial Perspective
The financial view measures the ability of Unilever to create shareholder value. The important targets are expansion of revenues, profitability, and cost-efficiency. Unilever has been experiencing steady growth globally with revenues of about 60 billion Euros in 2024 (Brown, 2023). KPIs involve the net profit margin, the ROI, and the ratio of cost to revenue. The goals are to sustain over-10 percent growth in revenue in the emerging markets and increase operational efficiency by 5 percent per year.
[bookmark: _Toc227831977]4.2 Customer Perspective
Customer-based goals aim at improving the market share, satisfaction as well as brand loyalty. KPIs would consist of brand equity scores, customer satisfaction indices and repeat purchase rates. Unilever aims to reach the highest level of brand awareness in the major markets in the world and gain more consumer interest in its sustainable product categories. (Nguyen, 2023).
[bookmark: _Toc227831978]4.3 Internal Processes Perspective.
The internal processes perspective evaluates the effectiveness and efficiency of the operations of Unilever. The important goals are the streamlining of production, optimisation of supply chains and quality control. KPIs are production cycle time, Supply chain lead time, defect rates and innovation pipeline throughput. Targets include the 10 percent reduction in waste in the production process and an increase in the product-to-market cycle by 15 percent. (Smith, 2023).
[bookmark: _Toc227831979]4.4 Learning & Growth Perspective 
 The learner might experience contradiction and unfair treatment because of the few connections with the members of his or her community.
Learning & growth is interested in human capital, organisational culture and innovation capacities development. The objectives will be staff involvement, talent, and a culture of continuous improvement. KPIs include employee retention levels, number of hours spent on training employees and new product launches. The goals include enhancing the competency of the workforce via constant learning alternations and spur creativity by introducing over 20 new sustainable products each year. The major programs are leadership development programs, training in digital skills and incentives of innovative projects (Rahman, 2022).
[bookmark: _Toc227831980]4.5 Strategic Integration
Unilever combines these four perspectives to make operations performance in line with the strategic objectives. Efficient internal processes lead to better customer experiences and loyalty as well as financial performance. Workforce competency through learning and development efforts is the ability to support the sustenance of innovation and adaptability to market trends, and this strengthens competitiveness in the long-term. 
To sum up, the implementation of the Balanced Scorecard provides an integrated perspective on the organisational performance of Unilever linking strategic goals with quantifiable results. It makes sure that financial gains are reinforced with healthy customer relations, effective running of processes and organisational learning. This combination strategy enhances the capability of Unilever to continue taking the lead globally in the market, as well as ensuring sustainable development and innovation.
[bookmark: _Toc227831981]5. Strategic Choices & Implementation
[bookmark: _Toc225689495]Table 5: Unilever’s Business-Level and Corporate-Level Strategies
	Strategy Type
	Approach
	Key Actions / Initiatives
	KPIs / Measures
	Impact on Competitive Advantage

	Business-Level
	Cost Leadership
	• Operational efficiency across 100+ production sites• Regional sourcing to reduce costs• Scale economies
	• Production cost per unit• Operating margin
	Lowers costs, maintains price competitiveness, supports profitability

	Business-Level
	Differentiation
	• Innovation in products (plant-based, biodegradable)• Strong brand portfolio (Dove, Lipton)• Marketing campaigns tailored to local markets
	• Brand loyalty metrics• Market share growth• Customer satisfaction
	Builds strong brand equity, customer loyalty, and sustainable differentiation

	Corporate-Level
	International Expansion
	• Presence in 190+ countries• Localized product adaptations• Strategic acquisitions in emerging markets
	• Revenue by region• Market penetration rate
	Expands market reach, captures high-growth regions, diversifies risk

	Corporate-Level
	Related Diversification
	• Focus on FMCG categories: Food, Home & Personal Care• Cross-brand synergies
	• Revenue contribution by category• Product portfolio performance
	Reduces dependence on single segment, enhances resilience and innovation opportunities


Unilever operates in the highly competitive fast-moving consumer goods (FMCG) sector, which demands a combination of cost efficiency, innovation, and global reach. To maintain market leadership, Unilever has adopted both business-level and corporate-level strategies.
[bookmark: _Toc227831982]5.1 Business-Level Strategies
At the business level, Unilever follows a hybrid strategy combining cost leadership and differentiation. Cost leadership is achieved through operational efficiencies in manufacturing, supply chain optimisation, and scale economies across its global network of over 100 production facilities (Smith, 2023). By leveraging advanced production technologies and regional sourcing strategies, Unilever reduces unit costs while maintaining product quality.
Differentiation, on the other hand, focuses on product innovation, brand equity, and sustainability. Unilever’s strong portfolio of brands such as Dove, Ben & Jerry’s, and Lipton allows it to target diverse consumer segments with premium and value offerings (Brown, 2023). Recent initiatives like the launch of biodegradable packaging and plant-based product lines reflect the company’s commitment to sustainable differentiation, enhancing customer loyalty and supporting long-term competitiveness (Nguyen, 2023).
[bookmark: _Toc227831983]5.2 Corporate-Level Strategies
Unilever pursues several corporate-level strategies, primarily international expansion and related diversification. Operating in over 190 countries, the company tailors’ products to local consumer preferences while maintaining global brand consistency (Rahman, 2022). Its related diversification strategy focuses on complementary FMCG segments, including food, personal care, and home care products. This approach reduces risk by spreading revenue streams across markets and categories, allowing the firm to capitalize on cross-brand synergies and marketing capabilities.
International expansion has been accompanied by strategic acquisitions in emerging markets, enabling Unilever to penetrate high-growth regions with established local brands (Brown, 2023). 
[bookmark: _Toc227831984]5.3 Recommended Strategies
To sustain growth and competitive advantage, Unilever should continue a focused differentiation strategy combined with digital transformation. Expanding direct-to-consumer channels, leveraging AI-driven analytics for personalized marketing, and increasing investment in sustainable packaging and product innovation are critical for long-term differentiation. At the corporate level, targeted acquisitions in emerging markets and strategic partnerships in health and wellness segments can strengthen its market position while enhancing resilience against global economic volatility.
[bookmark: _Toc227831985]5.4 Change Management and Implementation Effectiveness
Unilever’s effectiveness in implementing strategic changes is largely supported by its robust change management framework. Initiatives such as the Unilever Sustainable Living Plan and agile product development processes have demonstrated adaptability to evolving consumer preferences (Nguyen, 2023). Leadership commitment, employee engagement, and cross-functional collaboration are central to executing transformation successfully. 
To improve change management, Unilever could adopt enhanced communication strategies, performance-based incentives, and digital project management tools to align global teams and accelerate execution. Additionally, continuous monitoring of KPIs related to sustainability, innovation, and market share will ensure that strategic initiatives deliver measurable results.
In conclusion, Unilever’s combination of cost leadership, differentiation, international expansion, and related diversification positions it well for sustainable growth. By reinforcing change management practices and investing in digital and sustainable initiatives, the company can maintain competitive advantage while navigating dynamic global markets.
[bookmark: _Toc227831986]6. Strategic Evaluation & Recommendations
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[bookmark: _Toc227832012]Figure 5: Strategic Implementation Framework
[bookmark: _Toc227831987]6.1 Evaluation of Current Strategy
Unilever’s strategy combines cost leadership, differentiation, and international expansion, supported by its strong brand portfolio and innovation capabilities. To critically evaluate these strategies, established strategic frameworks such as SWOT Analysis, Ansoff Matrix, and BCG Matrix can be applied.
[bookmark: _Toc227831988]6.2 SWOT Analysis:
· Strengths: Unilever has strong brand equity (Dove, Lipton, Axe), extensive global presence (190+ countries), and robust R&D capabilities driving sustainable product innovation (Rahman, 2022). Its financial stability (~€60 billion revenue in 2024) enables investment in marketing and expansion (Brown, 2023).
· Weaknesses: Dependence on mature markets in Europe and North America makes growth slower in saturated regions. Some product lines face reputational risk from environmental concerns (Smith, 2023).
· Opportunities: Rising demand for sustainable and plant-based products provides avenues for product diversification. Emerging markets in Asia and Africa offer growth potential due to rising middle-class consumption (Nguyen, 2023).
· Threats: Intense competition from Nestlé, P&G, and regional FMCG brands, coupled with fluctuating commodity prices and regulatory changes, poses challenges to cost efficiency and profitability.
[bookmark: _Toc227831989]6.3 Ansoff Matrix:
Unilever’s current strategy reflects both market penetration and product development. It penetrates existing markets through brand loyalty campaigns and pricing strategies while innovating with plant-based products and sustainable packaging. Market development is seen in emerging markets, and diversification occurs via related FMCG products (home and personal care). This balanced approach mitigates risks while promoting growth (Brown, 2023).
[bookmark: _Toc227831990]6.4 BCG Matrix:
Unilever’s product portfolio demonstrates a clear mix of Stars, Cash Cows, and Question Marks. For example, Dove and Lipton are Stars due to high growth and market share, while long-established brands like Surf operate as Cash Cows, generating stable revenue with lower investment. Strategic investment in emerging brands ensures long-term market positioning (Rahman, 2022).
[bookmark: _Toc227831991]6.5 Recommendations
· Enhance Sustainable Innovation: Unilever should accelerate R&D in eco-friendly and plant-based products. Studies show sustainability-focused innovation improves brand loyalty and supports differentiation (Nguyen, 2023). For instance, expanding biodegradable packaging and low-carbon production processes will strengthen environmental credentials.
· Focus on Emerging Markets: Unilever must increase market penetration in Asia and Africa through localized products and distribution partnerships. Companies like Nestlé have successfully leveraged local consumer insights to drive growth in similar markets, suggesting this as a viable strategy.
· Digital Transformation and E-Commerce Expansion: Investing in AI-driven supply chain management, online sales platforms, and personalized marketing campaigns will enhance operational efficiency and customer engagement, aligning with global trends in FMCG retail.
· Portfolio Optimization: Regularly review low-performing product lines and either revamp or divest them. Using BCG insights, resources can be reallocated to high-potential brands, ensuring sustainable revenue growth and competitiveness.
· Strengthen Corporate Social Responsibility (CSR) Initiatives: While Unilever has a strong CSR profile, further integrating sustainability KPIs into business strategy—such as linking executive bonuses to carbon reduction targets—can reinforce the brand’s market positioning and attract socially conscious consumers.
By leveraging its strong brand portfolio, global presence, and innovation capabilities, Unilever can sustain its competitive advantage. 
[bookmark: _Toc227831992]Section 2: Reflective Account
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[bookmark: _Toc227832013]Figure 6.Gibbs’ Reflective Cycle Diagram
[bookmark: _Toc227831993]1. Description 
In the preparation of Section 1, I have based my analysis of Unilever on its organizational background, internal and external environment, strategic capabilities and CSR activities. I was required to collect information about Unilever background, mission, vision, business model, and its operations in the global market. I investigated its external environment with the help of PESTEL, discovered the key success factors and discussed strategic issues. On the internal front, I have discussed the tangible and intangible resources, capabilities, and core competencies of Unilever and was able to evaluate its competitive advantages using the VRIO framework. Also, I appraised CSR policies and sustainability practices, which were related to business goals. The existing strategic position and possible recommendations of Unilever were evaluated using SWOT, Ansoff, and BCG. This involved the synthesis of the information published in recent years (20202025), which has to be critically analysed, and the translation of the theory into the real-life information about Unilever.
[bookmark: _Toc227831994]2. Feelings 
Initially, I was excited and a little overpowered. The scope of the information available on the global activities of Unilever and the scope needed to conduct a strategic analysis appeared tough. The major issue that I had was guaranteeing the quality of the recent data (20202025) and preventing outdated materials. As I went on, I was gaining more confidence in using such strategic models as SWOT, VRIO and BCG to a practical multinational corporation. The CSR analysis was also interesting to me, as it enabled me to relate the corporate strategy to the sustainability goals. Sometimes, I became frustrated as I tried to reconcile the various points of view of the academic journals and industry reports particularly when trying to find strengths of Unilever and its strategic issues. On the whole, the reflective process helped me to realise the complexity of the analysis of large multinational, as well as, to strengthen my interest in the field of corporate strategy and practices of sustainability.
[bookmark: _Toc227831995]3. Evaluation 
A few of the aspects of the research and analysis were effective. Application of well-organized frameworks such as PESTEL and VRIO allowed me to structure my thoughts and allowed me to have a clear picture in my evaluation of the external and internal environment of Unilever. The practical relevance of the report was enhanced with the combination of the CSR evaluation and the business objectives. To have access to current literature (20202025), the information provided enhanced the validity of the analysis. Nonetheless, there were certain difficulties. The line between core competencies and capabilities was to be interpreted carefully and at some point, it slackened the progress as large amounts of data were being synthesized. Also, the original set of financial and operation data had to be cross-referenced with various sources, which established accuracy. Nevertheless, these difficulties have helped me to master the skills of analysis and critical thinking, which has strengthened the complexity and consistency of Section 1.
[bookmark: _Toc227831996]4. Analysis 
There are a number of lessons that were learned in the research process. First, the consideration of the theoretical frameworks in the context of the real world (Unilever) enhanced my perception of the relationship between strategy and the operational performance. As an illustration, the application of VRIO revealed the role of concrete resources such as manufacturing plants, and abstract resources such as brand equity to sustainable competitive advantage. Second, the business prism assessment of CSR has shown that strategic consistency between the social responsibility and the core business enhances customer loyalty and brand value. Third, it was demonstrated that different analytical tools (SWOT, Ansoff, BCG) are essential in assessing business strategy holistically. In addition, the experience also taught that being able to combine qualitative information (brand reputation, corporate culture) with quantitative data (revenue, market share) gives us the holistic picture of the strategic position of a firm. This discussion demonstrated the importance of organized systems, rational thinking, and interdisciplinary thinking in strategic management.
[bookmark: _Toc227831997]5. Conclusion 
To sum up, the study and analysis procedure of the Section 1 was very informative. It has strengthened the significance of systematic structures in conceptualising a complicated multinational such as Unilever. I also found out that sustainable competitive advantage is powered by internal resources, capabilities, and core competencies properly aligned to the strategic objectives and CSR initiatives. The combination of theoretical frameworks and practical information helped me become a better critic of the business strategies and to be able to make practical recommendations. Moreover, the consideration of the issues like data validation and synthesis showed some areas of improvement, especially the time management and prioritization of the key information. On the whole, the experience made me more confident about the importance of strategic analysis and increased my understanding of the multidimensional aspects it is influenced by when making corporate decisions in a global FMCG environment.
[bookmark: _Toc227831998]6. Action Plan 
To continue, I will upgrade my research and analytical abilities in order to make my work more effective and profound. I will pay attention to such main areas:
· Time Management: I will strive to create a more organized research, data collection, and analysis time. When I manage to determine a certain time block dedicated to each phase of the project, I will be able to make sure that every single task will be paid enough attention to and will not be to do. The identification of credible sources and the use of strategic frameworks as some of the critical tasks will assist me in prioritising workloads to maintain a steady pace in the project.
· Data validation: To make sure that information will be reliable and accurate, I will use more extensive cross-referencing of the various reliable sources. This encompasses academic journals, industry reports and publications of the company. Through cross validation of data of various viewpoints, I am likely to minimize chances of inaccuracy and enhance the plausibility of my analysis. Also, to ensure the quality of research, I will use a checklist to assess the relevance, timeliness, and authority of sources.
· Reflective Practice: I will also apply structured reflective models, including the Gibbs cycle or the Kolb cycle, to frequently appraise my learning experience. This will enable me to be critical in evaluating what strategies have worked effectively, areas where the strategy can be improved, and coming up with actionable knowledge that can be applied in future projects. The reflection will also assist me in connecting theoretical with practical knowledge increasing my analytical ability and power to solve problems.
· CSR Insights application: I intend to further develop my knowledge on how sustainability and CSR programs are consistent with corporate strategy. This entails the review of practical case studies and their effects on the performance of a business. In so doing, I will be able to suggest more knowledgeable and practical recommendations in future studies.
Through the proposed plan, I will be able to improve the quality of my strategic assessment, become a more critical and systematic researcher, and develop more profound and evidence-based conclusions that can be used in academia and professional business settings.
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