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Executive Summary
This report has given a strategic overview of Unilever PLC, a multinational company in Fast-Moving Consumer Goods (FMCG) industry with approximately 190 plus countries of operation. PESTEL framework helps to examine the external macro-environment and explain some of the key pressures including the inflationary trends, the legislation on sustainability, digitalization, and the evolving preferences of consumers.
Internally, the VRIO framework identifies brand portfolio and sustainability leadership as the origin of competitive advantage in the long-term at Unilever as compared to short-term benefits that supply chain and marketing capabilities offer. To measure the performance on financial, customer, internal process, and learning perspectives, Balanced Scorecard (Kaplan and Norton, 1992) would be used to evaluate the performance.
The Strategic decisions are evaluated based on Porters Generic Strategies that show a hybrid approach of cost leadership and differentiation. The BCG Matrix assists in making decisions about portfolios and categorize segments as Stars and legacy food brands as Dogs. The SWOT analysis will incorporate the internal strengths and external opportunities to facilitate some strategic recommendations which are anchored on the Resource-Based View (RBV) theory.
The reflective section puts into practice the Reflective Cycle by Gibbs (1988) to critically reflect the process of learning that occurred when I undertook this assignment analytically.
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[bookmark: _87np86pzk5jk]Section 1: Strategic Analysis  
[bookmark: _d1kzqhf01uw1]1. Organisational Context and Overview  
[bookmark: _b5cpizankt7k]1.1 Introduction to Unilever
Unilever is a leading Anglo-Dutch multinational company, which operates in the Fast-Moving Consumer Goods (FMCG) sector. The company was incorporated in 1930 through the merger of Lever Brothers and Margarine Unie and in the process it used its strengths on both production of soaps and food so that it could enjoy economies of scale and go international. Unilever today works in more than 190 countries, providing billions of consumers a wide range of brands in a wide portfolio each day (Unilever, 2025). This is because of its size and flourishing distribution network and superb branding, which makes it one of the biggest companies in the world with a good brand knowledge.
[bookmark: _t2f671ltvv0]1.2 Mission, Vision, and Purpose
Unilever has the following mission: to offer a broader selection of nutrition, hygiene and personal care to everyday consumers with a view of enhancing the quality of their lives. It has the vision of sustainable and responsible expansion that concentrates on decoupling of the business expansion with the environmental consideration. The firm's mission, to make sustainable living a new normal, forms the basis of its long-term plan where it leverages both environmental and social factors in its mainstream operations (Unilever , 2026). It is a sustainable plan which talks about the growing stakeholder pressure and regulatory pressures.
[bookmark: _vk45ajh0s89]

1.3 Business Model
[image: ]
Figure 1: Unilever Business Model
(Source: Unilever, 2025b)
Unilever is diversified with three key segments i.e. Beauty and Personal Care, Foods and Refreshment, and Home Care. Its brands of customer goods sold globally via powerful supply chain and distribution networks are revenue generating. In the process of market penetration, the company creates value through innovation, branding and economies of scale based on the quality and mass market products (Unilever, 2025b).
[bookmark: _oh3pd3bphywg]

1.4 Industry Overview
[image: ]
Figure 2: FMCG Market
(Source: Introspective Market Research, 2025)
The FMCG industry is a very sensitive industry with low margin products, stiff competition and high product turnover. The key trends influencing the industry are the sustainability of products needed, the digitalisation of retail (the development of e-commerce), and the increase in consumer awareness of health and wellness. Continuous innovation and adaptability are needed in these trends (Introspective Market Research, 2025).
[bookmark: _3ag53hs5skve]

1.5 Competitive Landscape and Market Position
[image: ]
Figure 3: P&F VS Unilever
(Source: OUK, 2025)
Unilever is based in a competitive environment in which other giants like Procter and Gamble and Nestle also operate. The company is diversified, has a worldwide presence and has put funds on sustainability which makes it maintain a strong market position. The high brand portfolio, with household names in several areas, offers it protection against fluctuations in the market and enhances the competitive advantage (OUK, 2025).


[bookmark: _6gcq2trsg95c]2. External and Internal Environment Analysis  
[bookmark: _6m3vwlefb07u]2.1 PESTEL Analysis (External Environment)
[image: ]
Figure 4: Effective Tariff Rates
(Source: Singh Bhaisora, 2025)
Political Factors:  Unilever has a presence in 190+ countries, which means that it is very vulnerable to geopolitics and trade regulations (Unilever, 2025). In 2025 more than three-quarters of global trade flows had been influenced by regional trade agreements and tariffs, which raised the compliance costs. The increasing complexity of operation in the EU due to post-Brexit regulatory divergence and tougher ESG disclosure requirements has increased (Singh Bhaisora, 2025). 
[image: ]
Figure 5: Economic Inflation
(Source: Oecd.org, 2025)
Economic Factors: By 2025, the global inflation rate stood at a high of 4.13% and inflation in food in the emerging markets was over 7% (Statista, 2025). The fluctuating price of the currency, particularly in the emerging economies, has impacted on the level of profits in which the exchange rates have reduced the profits of the multinational firms by an average of 3 to 5% yearly. Nevertheless, the strong consumer demand in Asia helped achieve a 5-6% point growth rate in the FMCG sector, which helped Unilever to maintain its revenues (Oecd.org, 2025).
[image: ]Figure 6: Dietary Supplement Market
(Source: Technavio, 2025)
Social Factors: There is a change in consumer preference towards health and sustainability. On the whole, 72% of the world consumers in 2025 claimed they were willing to pay a premium in order to acquire sustainable products (PWC, 2024). 60% of them shunned brands that lacked transparency. Plant and health-oriented products were on the rise by over 8% per annum, demanding Unilever to expand its sustainable lines of products (Technavio, 2025).
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Figure 7: E Commerce market
(Source: Mordor Intelligence, 2025)
Technological Factors: The digital transformation is transforming the way FMCG operations are conducted. There has also been a 15% decrease in logistics cost due to the use of AI driven supply chains and predictive analytics has increased the efficiency of operations by up to 20-30% in demand forecasting accuracy (Mordor Intelligence, 2025).
Environmental Factors: The issue of climate change is escalating and more than 40% of consumers are focusing on environmentally conscious brands. The new regulation systems have required companies to reduce carbon emissions, some of which are seeking a net-zero by 2039-50 (Schenkman, 2025).  
Legal Factors: Strict global regulations on such issues as safety, the labeling of goods and products and morally responsible sourcing has increased compliance costs by approximately 10-12%. The law on plastic waste and human rights in the supply networks are constantly revised and supervised, particularly in the EU and North America (Vinayak and Chauhan, 2026).
Output from external analysis
Key Opportunities: Unilever enjoys rising demand worldwide in sustainable and health-focused goods as 72 percent of consumers are ready to pay more, and plant-based markets are growing at an average rate of over 8 percent/year (PWC, 2024; Technavio, 2025). Asience FMCG growth in Asia, which accounts for 56% growth in the sector, is beneficial in the stability of revenues (Oecd.org, 2025). Furthermore, the use of AI-based supply chains, which have enhanced operational proficiency by 15 percent and accuracy of the forecast by 20-30 percent, has lowered logistics expenses by 15 percent, and upsurge prediction quality (Mordor Intelligence, 2025).
Key Threats: Unilever is also experiencing escalating geopolitical risks, tariffs, and more difficult to meet regulatory demands in 190+ markets, raise compliance costs (Unilever, 2025; Singh Bhaisora, 2025). The global inflation of 4.13% and currency volatility decrease profits by 3 to 5 percent per year (Statista, 2025). Moreover, increased environmental and legal controls, such as carbon-cutting quotas, ethical sourcing requirements, and more, bring financial and operational burdens (Schenkman, 2025; Vinayak and Chauhan, 2026).
[bookmark: _lx38x6nsbjtr]

2.2 Critical Success Factors
[image: ]
Figure 8: Unilever Annual Revenue
(Source: Investing.com, 2026)
Definition
As per the Dictionary of Cambridge (2026), Critical Success Factors (CSFs) are the key areas or capabilities that an organisation must excel in to meet its goals and thereby achieve competitive advantage and sustained performance. 
Identification of CSF
In the case of Unilever, brand strength is one of the main sources of performance, as its top 30 brands will bring more than three-quarters of overall revenue in 2025 and achieve growth rates of 6-8%/year. Good brand equity offers it a chance to charge more, and purpose-led brands have increased 1.5x more than the rest of the portfolio (Investing.com, 2026). The efficiency of the supply chain is also essential; in 2025-26, AI-based logistics and network optimization would save the operations costs about 12-15%, keeping the service rates over 95% of the time (Rahaman et al., 2025). Another vital consideration is sustainability leadership, with 70%+ of consumers in 2026 seeking environmentally responsible brands, and which drives Unilever to be strategic in sustainable sourcing and packaging (MatrixBCG, 2026).
[bookmark: _poeuuigga9vx]2.3 Strategic Challenges
[image: ]
Figure 9: Rising Cost in the FMCG Sector
(Source: Mangalam Maloo, 2026)
These challenges in the example of Unilever indicate that the need to determine the drivers of change that will translate the macro-environmental forces into industry level actions is essential. Another factor of competitive strategy is the growth of the FMCGs being slower 4-5 percent in 2026 due to the growing competition of Procter and Gamble, Nestle as well. A further impact on operational decisions is an increase in the input and energy costs (810%), and regulatory pressures (12% compliance costs) (Mangalam Maloo, 2026; Lah and Kotnik, 2025). In addition, emerging innovations (65-72 percent demand sustainability) are caused by evolving consumer preferences (Martins, 2024). The recognition of these drivers will assist Unilever in minimising the risks and exploiting new opportunities.
[bookmark: _nzi72sykfyjm]2.4 Internal Environment Analysis
[image: ]
Figure 10: Unilever Key Facts
(Source: Unilever, 2025b)
Resources: Unilever possesses robust physical and virtual resources, which aid its global business. Physically, in the year 2025 the company has over 280 manufacturing facilities in 70 or more countries around the world and a distribution network that spans 190 markets serving an average population of 3.4 billion consumers on a daily basis (Unilever, 2025b). The brand equity of Unilever is a major asset on an intangible level, as it has over 400 brands, and top 30 of them would produce about 70-78% of total revenue in 2025 (Unilever, 2025b).  
Capabilities: Unilever marketing skills are also evident in its data-driven strategies, in which in 2025, over 45% of the total advertising budget will be digital and consumer experience would be improved by one-fifth (Unilever PLC, 2025). The consumption from approximately 1 billion per annum (c. 2-3% of the revenue) is also spent on research and development which will enable the company to maintain product innovation at all times which will contribute 30% of the sales growth on new products in 2025 (Unilever, 2025d).
[image: ]
Figure 11: Unilever Growth
(Source: Unilever, 2025c)
Core Competencies: Strong brand portfolio, integration of sustainability and global adaptability are the key competencies of Unilever. On purpose, brands went up 1.5 times in 2025 and sustainable products made over 60% of the portfolio. Its localisation policy in its products in different markets has enabled it to increase its revenues on a stable 5-6% in the developing economies, establishing a competitive advantage in the longer term (Unilever, 2025c).
[bookmark: _l8e4i9mrcwxd]2.5 VRIO Analysis
	Resource 
	Valuable (V)
	Rare (R)
	Inimitable (I)
	Organised (O)
	Competitive Implication

	Brand Portfolio
	Yes 
	Yes
	Yes – built over decades
	Yes
	Sustained competitive advantage

	Global Supply Chain
	Yes 
	No
	Moderate
	Yes
	Temporary advantage

	Sustainability Leadership
	Yes 
	Yes
	No
	Yes
	Sustained advantage

	R&D & Innovation
	Yes 
	No
	Moderate
	Yes
	Competitive parity to advantage

	Marketing Capability
	Yes 
	No
	Moderate
	Yes
	Temporary advantage


Table 1: VRIO Analysis
(Source: Self Created)
It is a powerful VRIO source in the case of Unilever brand portfolio since it is predicted to generate around 78% of the revenue by 2025 and will generate its long-term competitive advantage due to the lack of anything of this kind, produced through a long period of time (Fernandez, 2025). It is not an exception: the glocalized global supply chain, over 95 per cent effective, gets a source of operational power but a temporary business competitive advantage because of its short-lasting character (Solvoyo, 2025). Sustainability leadership is an excellent competitive advantage as more than half of consumers would prefer environmentally friendly brands. It's competitive, but is easily replicable, with about 30% of its sales being on new products (Flexcon.com, 2024).  
[bookmark: _k40oi73886n9]2.6 Competitive Advantage
[image: ]
Figure 12: Power of Brands
(Source: Unilever, 2025b)
Strengths: Unilever employs its high internal competences in order to sustain its competitiveness in the FMCG sector. This is thanks to its strong brand portfolio whose leading brands contribute nearly 78% of revenues (2025), which develops high customer loyalty and pricing power. Unilever Underlying sales growth was 3.5%, compared to 4.2% in 2024 (FoodNavigator.com, 2026).  The scale and market penetration through the cost control and responsiveness is also occasioned by the global supply chain of Unilever where the service efficiency is over 95% (Unilever, 2025b).
[image: ]
Figure 13: Unilever Environmental sourcing
(AIM2Flourish, 2025)
Weaknesses: However, these benefits do not have everything. Sustainability and innovation are costly, and compliance and ESG activity costs increase by about 10-12% in the year 2025. In addition, big brand portfolios can turn out to be cumbersome decision-making. Despite the advantages of scale in the supply chain it increases vulnerability to incidents throughout the globe and is arguably less competitive in the short-term (AIM2Flourish, 2025).


[bookmark: _i45mc1hn7mu]3. CSR and Sustainability Objectives 
[bookmark: _bsgdp963evmf]3.1 Overview of CSR Strategy
Sustainability has been placed at the heart of Unilever strategy with the Unilever Sustainable Living Plan (USLP) which has been evolved into its more general ESG agenda. The company claimed that more than 65% of its product line has been oriented towards sustainability in 2025, such as fewer plastics and ethically sourced materials. It also noted a 30% reduction in Scope 1 and 2 emissions (compared to 2015 base), in the ethos of its net-zero ambitions by 2039 (Unilever, 2025d).
[bookmark: _hu251n54zx65]3.2 Alignment with Business Objectives
[image: ]
Figure 14: Sustainability and Unilever
(Source: Unilever, 2025b)
The CSR strategy of Unilever is directly related to profitability and long-term growth. Purpose-led brands grew 1.5x rate as compared to the rest of the portfolio in 2025 which contributed over 70% of the total growth. In India Hindustan Unilever 58.2% of crops are sustainability sourced. This shows that sustainability is not an ethical only concept but also economically rewarding (Unilever, 2025b).
[bookmark: _5hqk7lw01e3q]3.3 Critical Evaluation
The evaluation in the case of Unilever involves the concept of a green strategy and sustainability wherein scientific and societal responsibility is involved into the core business decision making to determine the long term value. One of the benefits is increased brand trust, as over three-quarters of consumers prefer responsible brands, which are a source of competitive advantages and stakeholder engagement (Unilever, 2025f). Green strategies do have trade-offs however. Such an increase in costs of ESG compliance, operating costs increased to 1012 percent, and ongoing transparency issues, such as 55 percent recyclable packaging, highlights the implementation difficulty (Naseer, Guo and Zhu, 2025). This is accompanied by improvement in reputation and the administration of financial and operational stresses as a result of sustainability.


[bookmark: _mowf4v9za0jq]4. Comprehensive and Holistic View: Balanced Scorecard 
[bookmark: _ems009z3bae3]4.1 Introduction to Balanced Scorecard (Kaplan & Norton, 1992)
Balanced Scorecard was created by Robert S. Kaplan and David P. Norton, and presents a systematic framework, which makes strategy measurable in terms of performance indicators. 
Why balance scorecard is needed
The model assists the organisation in monitoring both the short run financial performance and long run value creation in the form of customer satisfaction and organisational learning and operational effectiveness (Madsen, 2025).
Its relation with analysis
A Balanced Scorecard is crucial to Unilever because it links the financial performance with customer value, internal effectiveness, and creativity. It assists in the translation of the strategy into action, tracks KPIs, and balances the short-term profit and the long-term sustainability, to ensure that decisions are coordinated and some overall organisational performance is enhanced. 
[bookmark: _xmb0l6elb9au]4.2 Financial Perspective
Objectives
· The company has a target of attaining stable growth in revenue and high profitability.
· The organisation targets the rising price concerning inflation and sustainability investments.
KPIs
· The growth in revenue is kept at about 5-6% per year in 2025-2026.
· Prices are being squeezed and the firm is operating at 16-18 operating margin.
Targets
· The company is geared towards a growth above the global average of 4-5% of FMCG.
· Digital transformation will contribute to the organisation reducing the costs of operations by 10-15%.
Initiatives
· The company enhances its operations in emerging markets that contribute over 58% of the revenues.
· The organisation employs AI based supply chain systems to improve its efficiency.
· The company concentrates on the brands with high margin and rapid growth in order to enhance profitability (Mansikkamäki, 2023).
[bookmark: _bivsdl67uvu9]4.3 Customer Perspective
Objectives
· The company aims to boost customer loyalty and brand trust.
· The organisation aims at improving its image as a sustainability-oriented brand.
KPIs
· In 2025, the top brands will be able to create approximately 78% of all the revenues.
· Customer satisfaction and continuity is continuously being quantified.
· About 65% of the product offerings are sustainable products.
Targets
· The company will also aim at capturing market share in key categories across the globe.
· The organisation targets improving the online points of sale and contacts.
Initiatives
· The company is investing in purpose-led brands, which are expanding 1.5 times faster than others (Unilever, 2025f).
· Over 45% of the advertising in the company is done in digital marketing.
[bookmark: _xclr0yylz8h9]4.4 Internal Business Processes Perspective
Objectives
· The company concentrates on enhancing operational efficiency and supply chain resiliency.
· The organisation believes in raising the degree of innovation and reducing the environmental impact.
KPIs
· Level of supply chain service is above 95% on time performance.
· The accuracy of the forecasts can be enhanced by about 25% thanks to AI technologies.
Targets
· Automation will enable the company to reduce its operational lead times by 20%.
· The aim of the organisation is to realise complete sustainable sourcing of the important materials.
Initiatives
· The company uses predictive analytics as an optimisation approach in production and logistics (Unilever PLC, 2025b).
· The organisation has green sourcing and waste minimisation programmes.
[bookmark: _64f7d7he0r5n]4.5 Learning and Growth Perspective
Objectives
· The company will strive to educate employees and promote innovation.
· The organisation is geared towards improved digital and sustainability capabilities.
KPIs
· Engagement and productivity of employees are gauged on a regular basis.
· The use and engagement in training is being monitored globally digitally.
· In 2025, the new products generate about 30% of the sales.
Targets
· The company is making efforts to educate its staff in AI, data analytics and sustainability practices (Unilever PLC, 2025a).
· The organisation targets increasing the contribution of innovation to the revenue.
Initiatives
· The firm devotes an average of one billion Euros every year in research and development.
· The organisation has leadership development and never ending learning programmes (Unilever, 2025g).
· Sustainability and innovation are integrated into organisational culture by the business.


[bookmark: _b0k0r4usjj8g]5. Strategic Choices and Implementation 
[bookmark: _80sx99e5zqzy]5.1 Business-Level Strategy
Unilever has a hybrid business-level strategy, which incorporates both cost leadership and differentiation. On the cost, the firm will be able to access its economies of scale in its 280+ manufacturing facilities and cross-country supply chain, and will achieve 12-15% cost savings through AI enhanced supply chain logistics in 2025-2026 (Unilever, 2026). However it is not primarily cost leadership that it is founded on. Unilever, in its turn, separates by reference to high brand equity, sustainability and product innovations. 
[image: ]
Figure 15: Unilever Sustainability Goals
(Source: Unilever, 2025g)
In 2025, its brands with a purpose leaped 1.5x compared to the rest of its brands, marking over 70% overall growth. Moreover, approximately 65% of its product range is connected to the sustainability qualities, which enables it to charge higher prices and evoke improved customer retention (Unilever, 2025g). It is in this highly ambivalent position that Unilever has managed to find the right balance between efficiency and value creation that can be used to sustain competitive advantage against an over-saturated FMCG market (MatrixBCG Team, 2026).
[bookmark: _sxzxl3b4upxb]5.2 Corporate-Level Strategy
The company Unilever is both diversified at corporate level and internationalizing. To reduce risk: portfolio diversification the company operates with three major segments- Beauty and personal care, foods and refreshment and home care. These segments are projected to generate consistent growth in revenue of about 5-6% a year in 2025, in spite of economic instability (Ünal, 2026). The global growth has been a major growth catalyst as emerging markets will contribute more than 58% of total revenues in 2025-26. Asia and Africa have witnessed growth of over 7%, something that has been helped by the rise in consumption by the middle-class. This implies that this geographic diversification will not be geographic-sensitive but rather will enable one to penetrate the long-term market.
[bookmark: _ptwy2dk84kg5]5.3 Strategic Recommendations
Such strategic suggestions would be quite comparable to the Balanced Scorecard outlooks in the instance of Unilever. With regard to finances, Artificial Intelligence (AI) and automation can reduce costs by 12-17% to increase its margins amid the inflation (Unilever, 2026a). The shift in plant-based and health-focused products (100% year over year) is a customer strategy and the reaction to the shifting demand of the consumer population and creates brand loyalty. During internal processes, portfolio rationalisation generates an operationally-oriented portfolio around currently strong performing brands (78% of revenue) and digital transformation enhances supply chain effectiveness and the pace of change. In the area of learning and growth, R&D and sustainability generate long-term competencies, as well as investing in digital capabilities. All of these initiatives bring a strategic alignment, profitability, innovation, and sustainability balance and aid in ensuring long-term improvement and competitive advantage (Unilever, 2024).
[bookmark: _h0gv5c4y1b26]5.4 Change Management and Implementation
[image: ]
Figure 16: Underlying Profit margin
(Source: Fernandez and Phatak, 2026)
Unilever has proactively dealt with strategic change, especially in terms of restructuring and integrating sustainability. Other recent activities, such as streamlining its organisational structure and shedding off non-performing brands helped it to increase operating margins to around 16-18% in 2025 (Fernandez and Phatak, 2026). The project related to digital transformation, including AI-driven supply chains, contributed to increasing the accuracy of forecasts by 25% and reaching above 95 service levels. Implementation of the changes has however increased the short term costs and the cost of ESG and restructuring has increased by 10-12% (Unilever, 2025d). However the implication of such challenges have been in the long run positive in the sense that Unilever has not only been able to entrench itself in its own market as well as increase operational efficiency but also align its strategy to global sustainability expectations.
[bookmark: _hi7lynq3ha0o]6. Strategic Evaluation and Recommendations 
[bookmark: _dwv6493c3qbi]6.1 SWOT Analysis
[image: ]
Figure 17: Unilever care business
(Source: FE Report , 2025)
Strengths: Unilever is also very diversified with the top 50 of the company bringing in more than 80% of revenue in 2025 and the company will thus be resilient in the market (FE Report , 2025). The lack of innovation in the company has been compensated by its global presence, hence, aimed at reaching out to the 2.8 billion consumers on a daily basis (Unilever PLC, 2026).
Weaknesses: There is still the issue of operational complexity, where the management of more than 400 brands around the world makes the yearly administrative and marketing expenses go up about 9%. Moreover, in 2025, the premium pricing will lead to the loss of 1-2% of the volumes in price-sensitive markets in premium pricing plans (WORLD ECONOMIC FORUM, 2022).
[image: ]
Figure 18: Sustainability Materials Market
(Source: Precedence Research, 2025)
Opportunities: The sustainable goods market world-over grew by 9.2% in 2025 and there is a possibility of increased growth. The penetration of digital commerce in FMCG was positioned at 24% around the world, with the opportunities of the development of direct-to-consumer. FMCG growth is expected to tap 65% in the emerging markets by 2026 (Precedence Research, 2025).
Threats: These were compounded by the high cost of inputs due to increase in the price of raw materials, which would contribute to high input cost of 11% in 2025, and the increase of market share of the brands bearing the label of the company almost 22% in all continents, impeding competition further (Mrabet et al., 2024).
[bookmark: _y2httwn6uw3i]6.2 Application of Strategic Frameworks
[image: ]
Figure 19: Beauty and Wellness Product marke
(Source: Market.us, 2026)
	Category
	Details

	Stars
	The Beauty & Wellbeing industry segment depicts good performance and has a projected future market growth of about 6.1% in 2035 with high market share which means it needs consistent investments and innovation so as to maintain its dominance in the market (Market.us, 2026).

	Cash Cows
	The Home Care segment is in the mature market with growth of 3-4% and it has a high market share and that the cash flows in the segment are stable.

	Question Marks
	The plant-based foods segment has a ton potential growth of about 10-12% in 2025 yet moderate market share (Good Food Institute, 2025).

	Dogs
	Nearly one out of every four legacy food brands has low growth of 1-2% and low market share, and could be restructured, repositioned, or even divested.


Table 2: BCG framework
(Source: Self Created)
[bookmark: _hbqqkim5h8sv]6.3 Strategic Recommendations
Unilever needs to enhance its competitive edge by ramping up digital transformation, sustainability innovation, and portfolio optimisation. The potential of e-commerce can be formed - it is believed that by 2026 this market will occupy 30% of FMCG sales- this can result in an increased direct work with consumers and reduced mediation. The company should also invest in biodegradable packaging and a circular economy as by 2026 with governments pushing against plastics, there is a likelihood of the cost of compliance increasing by 15% (Unilever, 2024b). Furthermore, focusing on high-growth categories such as health, wellness, and plant-based products—growing at over 10% annually—will improve revenue diversification. Streamlining underperforming brands can reduce operational inefficiencies and improve margins. These actionable improvements align with evolving consumer preferences and technological advancements (Unilever, 2025b).
[bookmark: _s321uamwsing]

6.4 Justification of Recommendations
[image: ]
Figure 20: Underlying sales growth (USG)
(Source: Unilever PLC, 2026a)
The strategic management theories and practical trends justify the recommendations. The resource-based perspective emphasizes that sustainable advantage is gained with the help of valuable and rare abilities including sustainability expertise and digital capabilities of Unilever (Bocken and Geradts, 2020). The generic strategies of Porter focus on differentiation, which is consistent with the specialisation in the Unilever products on the high-end and sustainable basis (EBSCO, 2025). Moreover, game theory is used to understand how companies react to the actions of their rivals strategically; the investment in digital transformation and innovation enables Unilever to predict the actions of competitors and stay in the competitive position. It has been proven that these investments have resulted in the increase in operational efficiency by up to 20% in 2025, which proves the importance of proactive decision-making (Unilever PLC, 2026a).


[bookmark: _e9sved3ucexi]Section 2: Reflective Account
[bookmark: _h7in5mdnfcov]1. Reflective Practice Using Gibbs’ Reflective Cycle
Gibbs Reflective Cycle is a sequential mind map that was developed by Graham Gibbs in 1988 to promote experiential learning and a continuous improvement. The model is broken down into six stages that include description, feelings, evaluation, analysis, conclusion and plan of action. It assists individuals to reminisce about the events methodically, interpret the emotional responses, and critically examine the outcomes to enhance the future performance. This model is commonly applied in an academic context to develop critical thinking, self-awareness, and problem-solving skills. Studying this assignment through a cycle of Gibbs could help learn more about the learning process or help in personal and professional development (The University of Edinburgh, 2024).
[bookmark: _olfa7aaquxox]1.1 Description
During this assignment, a complete-fledged strategic analysis of Unilever based on the two business objects of knowledge needed to be done. To come up with a solid contextual foundation, I began by researching the company history, its mission, vision and business model. Then, I studied the external environment following the PESTEL model approach and the analysis was completed by the internal analysis in the framework of the resources, capabilities and core competencies that were supported by the VRIO model (Appinio Research, 2024). 
Further, I evaluated the sustainability activities and CSR strategy of Unilever and aligned them with the business objectives. The performance was measured using Balanced Scorecard to measure both the financial and non-financial performances. Finally, but not the least, I wanted to find some strategic options and conducted SWOT analysis and BCG as well as designed some recommendations on the basis of theory and real-life data (Hong, 2025).
[bookmark: _r3g3isv2qed4]1.2 Feelings
First, I found myself somewhat confused by the assignment due to the level of frameworks and the need of integrating both qualitative and quantitative data. This was complex as it was required to add recent statistics of 2025-26 which implied that both data had to be selected and interpreted evenly (Usman Tariq, 2025). I was more confident though in outlining the report and applying strategic models as I got further on. The process, too, was an intellectually stimulating experience, at least to connect theory and the real-life organisation practices. I have gained a better understanding about strategic management in the global context and ultimately I felt that I have achieved something, as the assignment provided me with an occasion to look at the notion of strategic management in the global context (Schaedler, Vlachy and König, 2021).
[bookmark: _gy8g5geb55e7]1.3 Evaluation
This assignment allowed me to become more skilled at integrating and practical use of strategic frameworks. The PESTEL, VRIO and SWOT models have allowed me to get a better grasp of how external and internal elements relate to performance of organisations. The addition of relevant statistics gave me confidence and strength as a critical thinker in supporting arguments (Simamora and Siallagan, 2025). The part of Balanced Scorecard proved to be most beneficial though, as I was able to connect strategy and deliverable to be measured and the different viewpoints to each other. I had challenges, though, on being very consistent in the sections especially in bringing together the outside analysis with the inside capabilities and recommendations. I also developed time awareness since priority and systematic thinking needed to be applied to reduce the imposing amount of information into succinct information (Shepard and Rose, 2025).
[bookmark: _wwr56b6b1tiv]1.4 Analysis
Through completing this assignment, I have found a more practical, and in-depth understanding of how the theoretical knowledge is translated into the real business decision making. I learned that it is not only a question of application of models but that it is a question of the critical interpretation of the interaction of the various factors. Here is the example that even though PESTEL signaled external forces such as sustainability and regulation, the VRIO framework helped me to understand how internal capabilities could solve the challenges (Marinković et al., 2022). This also prepared me in terms of formulating a connection among the multiple tools of analysis rather than perceiving them separately. I also became more data literate, as I referred to more recent statistics which were more realistic and enabled me to make my argument. It is important to note that I also realized that strategy is not static and should be changing according to the changing consumer trends, the technological trends and the market environment especially when the firm has a global market like Unilever (Muslima Begum Riipa et al., 2025).
[bookmark: _s3sma3irazm5]

1.5 Conclusion
I would be more concentration and planning-oriented at the first phase in the future in case I were to tackle this task. In spite of the comprehensive final report, there were aspects which should have been revised in such a way that they would be aligned to the main argument. Another thing I would strive to do irrespective of whether I bring on board or otherwise is further critical thinking particularly comparing the strategy used by Unilever to that of the competitors in order to have a further analysis (Iglesias et al., 2023). In addition, I would spend more time working on the work of an academic writer and ensure the overall report is clear and concise.
[bookmark: _qvu50x7dmxek]1.6 Action Plan
In a bid to improve my future work, I will practice better management of my time and also carry out research. I will also enable myself to begin work earlier on assignments and create an elaborated outline to ensure the logical flow and logicality. Improving on my critical source evaluation skills will also be a priority as it will enable me to choose the most increasing and credible data (Kang, 2023). My other academic writing area I will work on is to refine my writing in regard to succinct argumentation and more effective incorporation of theory into practice. Enhancing a more perfect skill of analysis particularly on linking of a different framework would also enhance my work. Finally, I am going to be sensitive to the improvement of my competencies to be able to understand quantitative data and apply it effectively to ensure that the further tasks are analytically strong and supported (Promma et al., 2025).
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How we are organised

Unitever operates through four cotegory-focused buiness groups.
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Expert Opinions

o Morningstar: "P&G remains a
defensive stronghold with | limited
downside."

« Barclays: "Unilever's exposure to
fast-growing economies could ul-
nlock value if inffation eases”"

o CNBC: 2024 forecast. Exppected
to grow earnings per share by 6=
8% annually."
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