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[bookmark: _i5gnwhx54xcq]1. Introduction
The present report attempts to conduct a strategic assessment of Unilever's potential expansion into the Syrian market through the use of advanced strategic management frameworks, which will be employed to evaluate the viability and decision-making process of the said expansion. Given the contemporary international environment characterised by geopolitical volatility, changing consumer patterns and aggressive competitive pressures, the entry in an emerging and conflict affected economy requires rigorous analysis. Unilever's global capabilities, established brand architecture and operational resiliency serve as a strong base from which to explore opportunities in the reconstructing consumer goods sector in Syria. Accordingly, the analysis combines the following elements: macro-environment scanning, industry appraisal, internal capability appraisal and entry-mode formulation, all culminating in an integrated and evidence-based international expansion strategy for sustainable competitive advantage.
[bookmark: _jkps0jdc6kdc]2. Selection of organisation and target market
[bookmark: _bilhrj3na8il]2.1 Overview of Unilever
Unilever is one of the world's leading fast-moving consumer goods corporations, with operations in much of the world's 190 countries, and a diversified portfolio, with a focus on home care, beauty and wellbeing and nutrition (Unilever, 2025b). Its globally recognised brands - including Dove, Lifebuoy, Lux, Sunsilk, Surf Excel and Knorr - allow the organisation to reach over three billion customers every day, indicating an outstanding extent of market reach. Unilever's business model is supported by the following: Large-scale manufacturing capability; Broad distribution capabilities and a deeply embedded commitment to sustainability as defined through its Compass Strategy (Unilever, 2025a). The strategic strength in this company is that they can use global efficiencies along with local responsiveness, backed by sophisticated marketing systems, research and development based on innovation, and long-standing supplier relationships. This combination of tangible and intangible assets gives Unilever the sustainable competitive advantage, thus allowing Unilever to enter into complex and emerging markets with relative agility. Is resilience, brand equity and operational sophistication which collectively justifies its choice for an international expansion strategy.
[bookmark: _f4iidla3obww]2.2 Rationale for Selecting Syria
Syria will offer a unique yet important opportunity in particular for Unilever, as the country progresses further into reconstruction and economic re-stabilisation (UN News, 2025). Despite continuing geopolitical volatility, however, Syria will continue to show high levels of consumer demand for affordable hygiene, home care and nutrition products - sectors in which Unilever will be able to tap into substantial global knowledge. The dominance of informal markets and the low penetration of multinational FMCG companies will help Unilever gain early mover advantage and create brand positioning over the long term. Infrastructure improvements with better distribution and retail access will continue through reconstruction. From a strategic management standpoint, Syria will provide opportunities in line with key internationalisation drivers - unmet consumer needs, cost efficiencies through local partnerships and favourable demographic trends (Enab Baladi, 2025). Furthermore, by entering Syria, it will allow the company to support Unilever's purpose driven agenda as it will allow future contribution in hygiene awareness and sustainable consumption. Even though the risks will be considerable, the emerging opportunities will make Syria a worthwhile and high-potential expansion destination.
[bookmark: _w2zs2mwg709f]3. Comprehensive strategic analysis
[bookmark: _kdpcsqr671a9]3.1 Macro-environmental analysis
[image: ]
Figure 1: Macro environment (PESTLE) analysis
(Self-developed)
A strong impact will be felt on Unilever's expansion plan in Syria because of the prevailing political environment. The current sanctions and institutional modelling and disintegration through fragmentation of regulations will keep on augmenting operation risks and expense of compliance in Syria (Raynor, 2022). Nevertheless, normalisation on a regional basis and humanitarian exemptions of trade will permit essential consumer goods to enter the market on legal basis, especially the hygiene and food products. In the case of Unilever, that will involve careful involvement in terms of compliant mode of entry and direct coordination with the international regulations, which will directly influence the pace of market penetration and governance frameworks (Shaoping, 2023).
Economically, Syria will continue to be a low-income, inflationary economy considering that the World Bank once estimated that more than 90 percent of the population lives below the poverty threshold (Trading Economics, 2025). Though this will limit the purchasing power it will also result in heightened demand of low-unit-price FMCG necessities (Alemayehu Hido et al., 2025). This means that Unilever will be forced to consider value pricing and mini-packing approaches in a bid to reach volume-based growth, where the cost efficiency will be regarded as a decisive factor of profitability. Socially, the Syrian population of some 22 million people will display high demand in terms of basic hygiene, nutrition and household products, as they have high family sizes, and increased awareness on health issues (Wardeh and Marques, 2023). When familiarised with soap, detergents and packaged food culture, the already established product categories at Unilever will be favoured and this will have a positive influence on brand acceptance and repeat purchase behaviour.
There will still be an uneven technological situation, where internet penetration is at a level of below 40 percent, and e-commerce infrastructure is limited (Wang, Wang and Yuan, 2021). As such, Unilever will depend on conventional distribution methods with local distributors and wholesalers at the local level, and implement mobile-based marketing over time to access urban consumers. The environmental aspects will have a greater impact on operational choices, since waste processing and the lack of water will remain a national problem. This will improve the legitimacy of the brands based on sustainable preservation of packaging and water efficiency in manufacturing, as these factors align with the regulations at Unilever. Laws There will be changing import controls and licensing policies that will need flexible compliance responses. In general, the PESTLE factors will influence the careful, regionally sensitive development strategy with the direct reference to the risk management, cost structure, and long-term market sustainability.
[bookmark: _ugk5aslmmcp7]3.2 Industry analysis
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Figure 2: Porter’s 5 forces for industry analysis
(Self-developed)
The industry of fast-moving consumer goods in Syria will be in terms of moderate but not balanced competitive rivalry, characterised mostly by fragmented local manufacturers and informal-market players and not of established multinational rivals. Although the competition of prices in the market will be stiff in the basic product categories, minimal brand differentiation and low-quality consistency among the domestic companies will see Unilever use its global brand recognition to be able to have a competitive positioning. This means rivalry will have an impact on margins, but will also offer space to drive leaders in the market with a brand. Formal segments of the industry will have relatively low threat of new entrants. Even though large foreign companies might be divided by entry obstacles like capital demands and regulatory risk, informal manufacturers will persist in providing products with very little scale and technological advancement. In the case of Unilever, it will diminish the immediate competition posed by well-funded entrants, although this will require them to be careful of low budget imitated products (Formica, 2020).
The bargaining power of purchasers will be high because of the prevalence of price sensitivity and the low switching costs. Affordability and availability will become the main concerns of consumers, forcing Unilever to implement the competitive pricing policy and smaller packaging. The buyer power will have a direct impact on flexibility of pricing and profit margins. Supplier power will also be moderate, where Unilever would first rely on local distributors, logistics providers and raw material suppliers who will be in unstable economic situations. Nevertheless, the global procurement excellence and long-term supplier management experience of Unilever will reduce the impact of changes in costs and supply instability in the long run. The risk of substitutes will be moderate, as the traditional substitutes, as well as goods produced locally in non-brand forms are the causes. However, the risk of substitution will be mitigated by the focus of Unilever to enhance product quality, hygiene measures and authentic branding. All in all, the Five Forces environment will create an environment of a carefully measured though manageable industry that Unilever must be able to compete based on cost reasons, dependability and brand loyalty to gain entrance into the market sustainably.
[bookmark: _p8dwasayr8s3]3.3 Internal analysis of Unilever
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Figure 3: VRIO analysis
(Self-developed)
According to the VRIO analysis, Unilever will have a high and sustainable strategic position to promote its intended expansion in Syria. The global brand portfolio, vast supply chain/procurement chain, and previous experience in new markets and emerging markets (high-risk markets) meet all the four VRIO criteria. Such strengths will be beneficial in supporting key consumer demands, as is unusual in the Syrian FMCG environment, hard to copy by local rivals, and is wholly sponsored by the organisational structures of Unilever (Bateh, 2024). Thereby, these will produce competitive advantage that is long term and Unilever will beat institutional uncertainty, create consumer trust and command early market leadership.
The research and development can only be considered as worth retaining and hard to replicate because of the technological expertise and innovation processes. Nevertheless, since these capabilities are not unique to the multinational firms, they will provide an intense though possibly transient competitive edge. The success of their use in Syria will be based on the capacity of the firm to convert the products to the local low-cost and consumption trends and not the level of technology (Sonebi et al., 2022). The financial strengths, sustainability and CSR frameworks, and the decentralised organisational structure will also be useful and well managed and will ease the investment capacity, stakeholder legitimacy and flexibility to operate. However, no one will find these resources unusual and unique because other multinational companies can, in theory, implement such assets. Consequently, they will mainly guarantee competitive equality as opposed to long term dominance. Comprehensively, the VRIO analysis shows that the strengths of Unilever are centred around the brand equity, integrating its supply chains and gaining an experience of complex markets. They will play a central role in reducing risks, overcoming the local competition and helping in sustaining a sound and strategically viable entry into the Syrian market.
[bookmark: _axckagkmy7b2]4. Strategy development and formulation
[bookmark: _mj2pzy3m3a7z]4.1 Ansoff matrix
The Matrix by Ansoff will offer a systematic approach in analysing the strategic growth alternative of Unilever as it attempts to implement its expansion strategy in Syria. In the given matrix, market development which occurs when Unilever will carry its current portfolio of fast-moving consumer goods into a new geographic market will be the most suitable strategic option (Tsey, Boachie-Mensah and Agyapong, 2023). The strategy will enable the company to ride on the already established product lines, which include hygiene, home care and basic nutrition whilst reducing the risk of the product in a new setting.
Market penetration will fall out of relevance, since Unilever is not currently operating in Syria and thus cannot count on rising share of an existing market. The development of products will also not be appropriate during the first phase of entry, as the unpredictability of consumer buying power and the lack of infrastructure base will demand un-innovative, less expensive goods instead of goods that demand high levels of innovation. The riskiest strategy will be diversification, which will not be applicable in the risk management priorities of Unilever in a conflict-affected economy.
Unilever, through a market development strategy, will be in a position to utilise available brand equity, manufacturing scalability and underlying supply chain efficiencies and adjust pricing, packaging sizes and distribution channel to local circumstances (Moshood, 2025). This strategic option will help Unilever to balance opportunity and risk to commit resources gradual in line with the improvement of the market stability. As such, the Matrix designed by Ansoff will facilitate a prudent but ambitious course of expansion that suits the long-term internationalisation goals and strength foundation of Unilever.
[bookmark: _lcfydx8wm1ue]4.2 Porter’s generic strategy choice
The analysis of the Syrian fast-moving consumer goods market using Porters Generic Strategies will present a critical basis through which Unilever needs to compete in the market. Considering the current economic conditions, the competitive environment that is characterised by high price sensitivity and discontinuity, the pure differentiation approach will not be feasible at the entry point (Obradovits and Philipp Plaickner, 2023). Similarly the tight focus of cost leadership approach will put the firm at risk of shrinking margins hence a result of inflationary pressure, logistical inefficiency and exchange rate instability. As a result, the hybrid strategy will be the most suitable strategic decision as it will be a combination of cost efficiency and selective differentiation. In this strategy, Unilever will focus on cost leadership in the core product lines like soaps, detergents and basic food stuffs through the economies of scales, global purchase scale and simplification of product formulations (Hul, 2024). This will afford the firm to provide low pricing and reduced pack sizes that will be in line with decreasing consumer buying power hence precipitating volume driven demand and market penetration. Efficiency of costs shall be a determining element in attaining competitiveness in the face of low price local and informal producers.
At the same time, Unilever will follow selective differentiation by means of assurance of quality and hygiene of the product and trusted branding. Brand credibility and perceived safety will be significant areas of differentiation in a market where unstable standards and the seemingly ubiquitous presence of counterfeit goods are the norm (Calboli and Ginsburg, 2020). Lifebuoy and Lux among other products shall enable Unilever to demand relatively small price points in urban and semi-urban regions without compromising accessibility. Flexibility will also be aided by the hybrid strategy, which will enable Unilever to change competitive focus as the market conditions change. The increase in economic stability will allow the firm to add to the differentiation in an incremental fashion by offering sustainability commitment and value-added features. Comprehensively, the Porters Generic Strategy framework will steer Unilever in the creation of balanced competitive positioning that will reduce the risk factor, respond to local realities as well as create a platform of sustainable long-term benefits in the Syrian FMCG market.
[bookmark: _3i6wmtuoja7l]4.3 International strategy selection
The approach to a suitable international strategy will play a crucial role in the proposed expansion of Unilever to Syria as it will define between the pace of global integration and local responsiveness. There are four international strategies that a company uses in an international business in the literature; these include international, global, multidomestic and transnational. The international strategy is based on the transfer of home-country capabilities with the minimum adaptation whereas the global strategy focuses on high-standardisation and centralised control to reach the cost efficiencies. In comparison, a multidomestic approach focuses on high levels of localisation to suit the country-specific consumer preferences, usually to the compromise of economies of scale. The transnational strategy aims at combining the strengths of both global and local responsiveness, but it is operationally complicated.
The global strategy in Syrian situation will be unsuitable because of the high level of socio-economic disparity, lack of regulatory certainty and adaptation of pricing, packaging and distribution. Canned commodities and marketing strategies will not cater to local buying capacity and consumption behaviour. Equally, a stripped international policy will provide low responsiveness, and can limit the capacity of Unilever to adapt to the changing institutional environment. Although a multidomestic approach would permit profound localization, it would decrease operational effectiveness and augment coordination expenses, which might not prove to be enduring in a dangerously exposed and resource-noisy market.
Therefore, the optimal international strategy that would suit the expansion of Unilever in Syria is transnational. Such strategy will enable the firm to maintain the global connection in terms of product design, procurement and brand governance and at the same time have the local affinity in terms of the pricing structures, packaging sizes, distribution alliances and marketing communications. This dual orientation will be achieved through the current decentralised organisational model of Unilever and its emerging market experience. Furthermore, the transnational approach will increase organisational learning so that experience in Syria will be used to drive similar markets. Altogether, the transnational strategy will give Unilever the strategic flexibility, risk reduction and potential to scale over time, which makes it the best strategic international strategy to address the complex and dynamic business environment in Syria.
[bookmark: _uh31dufyy5fw]4.4 Entry mode decision
The chosen entry mode will be a vital strategic move to the proposed expansion into Syria by Unilever since it will determine the degree of control, level of risk exposure and investment. According to the literature of international business, there are multiple major modes of entry namely exporting, licensing or franchising, joint ventures with wholly owned subsidiaries through acquisition or green field investment (Fuchs, 2022). Exporting is the best option that needs a minimum investment but has a low capability of control and sensitivity to domestic market dynamics (Gutiérrez et al., 2023). Franchising and licensing minimise capital risk, but limit the quality control and strategic integration. Wholly owned subsidiaries offer the greatest control and retention of profits but they come at a high cost in terms of financial accessibility and considerable risk of politics and operations, especially in volatile locations (Petersen and Benito, 2024). Joint ventures are a shared ownership arrangement that is both risk equalising and control and local market equalising.
According to the above macro-environmental, industry and internal capability analysis, joint venture shall be the most suitable entry mode by which Unilever will expand into Syria. The political uncertainty of a country, the changing regulatory and compliance factors related to sanctions will highly increase risks of full ownership. Therefore, greenfield investment or acquisition would subject Unilever to too many financial and reputational risks whilst exporting would restrict market penetration and responsiveness in a price-sensitive FMCG environment. The entered joint venture with a well-known local partner will help the Unilever company not only to distribute the financial risk but also use the knowledge of the local market, operating channels and regulatory experience. This will come in handy especially when going through informal retail structures and administration difficulties. Strategically speaking, the joint venture mode is quite related to the Unilever transnational strategy in that it enables global integration of the brand management, procurement and product standard as well as channel management, and enables the local responsiveness of pricing, packaging and channel management. Besides, VRIO analysis shows that the principal competitive strengths of Unilever like brand equity, supply chain experience and expertise in high-risk markets could be utilised efficiently in the environment of a collaborative structure without the need to acquire full ownership.
Seemingly, not all is well in joint ventures, as there are also chances of misalignment of the goals and issues governing its management. Nevertheless, the rich history of Unilever in the management of partnerships at the emerging markets will prevent these risks with well-developed governance models and established performance indicators. Generally, the joint venture entry mode will offer a balanced mechanism between strategic control, corporate adaptability and risk monitoring thus best suited in entering the Syrian market by Unilever.
[bookmark: _df2tgxe3h9ql]4.5 SAFe evaluation
	SAFe Criteria
	Evaluation Dimension
	Assessment in the Context of Unilever’s Expansion into Syria
	Overall Judgement

	Suitability
	Strategic fit with external environment
	The proposed expansion strategy will align with Syria’s unmet demand for affordable hygiene, home care and nutrition products. The hybrid competitive strategy and transnational international strategy will allow Unilever to respond effectively to economic constraints, fragmented competition and institutional volatility (Sun et al., 2021).
	Suitable

	
	Alignment with internal capabilities
	Unilever’s brand equity, global supply chain and experience in complex emerging markets will directly support the proposed strategy, enabling exploitation of identified opportunities while mitigating external threats.
	Suitable

	Acceptability
	Risk profile
	Political instability, sanctions compliance and currency volatility will present considerable risks. However, these will be partially mitigated through a joint venture entry mode, reducing financial exposure and operational uncertainty (Aliasghar and Rose, 2023).
	Acceptable with managed risk

	
	Expected returns and stakeholder reaction
	While short-term financial returns may remain modest, long-term growth potential and reputational benefits from operating in an underserved market will align with shareholder and stakeholder expectations (DesJardine, Zhang and Shi, 2022).
	Acceptable

	Feasibility
	Resource availability
	Unilever will possess sufficient financial, managerial and operational resources to implement the strategy without compromising its global operations.
	Feasible

	
	Organisational capability
	The firm’s decentralised structure, established governance systems and partner-management experience will enable effective execution and coordination within Syria.
	Feasible


Table 1: SAFe analysis
(Self-developed)
The SAFe analysis shows that the expansion plan that Unilever is going to execute into Syria will be strategically appropriate, risk acceptable in a controlled environment, and operationally viable. The strategy will fulfil all three specifications of SAFe when evaluated as a whole, which will help promote it as an internally consistent and justifiable plan of international expansion.
[bookmark: _smwm2n6rrpka]5. Performance evaluation framework
[bookmark: _oeb3xj59cifq]5.1 Balanced scorecard for Unilever Syria
	Perspective
	Strategic Objectives
	Key Performance Indicators (KPIs)
	Strategic Rationale

	Financial
	Achieve sustainable revenue growth while controlling risk
	Market entry revenue growth rate; operating margin; cost-to-sales ratio
	Financial metrics will assess whether the expansion delivers acceptable returns under constrained economic conditions while maintaining cost efficiency in a price-sensitive market

	Customer
	Build brand trust and increase market penetration
	Brand awareness levels; customer retention rate; market share in core FMCG categories
	Customer-based indicators will evaluate Unilever’s ability to establish credibility, ensure product acceptance and secure repeat purchases in a fragmented and informal retail environment

	Internal Business Processes
	Ensure efficient supply chain and distribution performance
	Product availability rate; distribution coverage; supply-chain disruption frequency
	These measures will monitor operational reliability, logistics efficiency and responsiveness to infrastructure limitations within the Syrian market

	Learning and Growth
	Develop local capabilities and organisational learning
	Employee training hours; local talent retention rate; process improvement initiatives
	Learning metrics will support long-term sustainability by strengthening human capital, enhancing local market knowledge and enabling continuous operational improvement


Table 2: Balance score card
(Self-developed)
The Balanced Scorecard analysis shows that the Unilever proposal of venturing into Syria will be measured using a broad and balanced performance model. Financial indicators will allow the organisation to track the increase in revenues and cost-efficiency and deal with vulnerability to economic fluctuations and the limited consumer buying power (Liu and Zhang, 2024). Brand acceptance, trust, and market penetration customer-based measures will be evaluated to play a vital role in a fragmented FMCG environment typified by informal and low switching costs (Ali and Müller, 2023). Measures of internal processes will make operational reliability where coverage of distribution, availability of products and stability of supply-chain will be monitored which will have direct impact on the continuity of the services and customer satisfaction. Effective learning and growth indicators will aid long term sustainability in the sense that it will enhance the local capabilities by increasing the organisational learning and eliminating the reliance on the expatriate knowledge (Das et al., 2025). Altogether, the Balanced Scorecard is going to help Unilever to match strategic goals and the measurable results and enables continuous control and consistent strategic changes. This combination will also make sure that the short-term performance goals do not compromise the sustainability of the competitive position and organisational stability in the Syrian market over the long term.
[bookmark: _8ttidlxfsp84]5.2 Triple Bottom Line
[image: ]
Figure 4: TBL framework of Unilever for Syria expansion
(Self-developed)
The Triple Bottom Line model will also offer a critical perspective whereby the proposed expansion by Unilever into Syria can be assessed as not only financial but also economical, social and environmental in the context (Sheykhan et al., 2024). Economically, the growth will focus on long term value creation and not on short term profitability. With the limited purchasing power of Syria, short-term financial benefits will be low; however, Unilever will focus on pursuing volume-based growth by providing low-cost essential products, hence acquiring early market share and potential revenue in the future (Effect of Product Standardization on Performance of Multinational Corporations, 2025). Although the strategy will enhance market strength and stability, it will also create pressure on margins so that the issue of financial sustainability is raised in case macroeconomic recovery is slow. In turn, the close cost control and gradual investment will be a crucial challenge to remain economical.
In social terms, the venture by Unilever will also create significant social good in the society because the company will enhance the accessibility of hygiene, food and home care products in what is otherwise a poorly served market. Local collaborations and skills enhancement in provision of employment opportunities will have a positive impact on social stability and human capital building. Nonetheless, one of the crucial issues will be to make sure that corporate social responsibility projects are not symbolic or reputation-based (Binu Raj, N. and A.K., 2022). Unilever will have to ensure that its social programmes are consistent with real needs in the community without dependence or distortion of the market in a weak socio-political context. Lack of balancing this might have drawn ethical criticism or scepticism by the stakeholders.
From an environmental perspective, the sustainability commitments of Unilever will have a daunting implementation process. Efforts towards environmental conservation will be limited by the weak waste-management systems, scarcity of water and recycling infrastructure (Roy et al., 2024). Although sustainable packaging and use of water-friendly processes will be beneficial on environmental stewardship and brand legitimacy, their influence may be minor unless they are supported by broader institutional policy. In addition, the other activities of production and distribution are likely to create more environmental pressures to the environment unless properly controlled. In general, the analysis of the Triple Bottom Line shows that there are certain trade-offs between economic viability and social responsibility and environmental responsibility. In the case of Unilever, sustainability, to be achieved over the long-term in Syria, will be governed by its capacity to incorporate sustainability within its main operations and not as a so-called add-on strategy (Unilever Plc, 2025).
[bookmark: _c34eu4rgylrr]6. Strategic recommendations
The proposed expansion in Syria by Unilever would necessitate a series of well thought strategies to make the venture strategically viable and in every case keep in mind the limitations inherent in a weak and risk environment in which the business will be operating (for, 2025).
To begin with, Unilever must consider a slow market entry and investment approach. Primarily, the first operations must initially be used to test the market responsiveness using the basic product categories like hygiene and basic home care as they would reduce the financial risks. This strategy will allow the gradual process of learning and adjustment but it will limit the growth of revenues in the short term and the time to scale. The weakness is that there are chances of slow growth, which would enable the informal rivals to stabilise their status before Unilever reaches the ultimate market penetration (Laursen and Andersen, 2022).
Second, Unilever needs to focus on good local relations in the form of a joint venture to improve distribution penetration and regulatory manoeuvring. Local partners will supply important market rich information, informal sales channel access, and administration knowledge (Pino et al., 2016). However, using local partners can diminish strategic control and cause governance issues especially where the interests of the partners are not in line with Unilever long-term priorities. Strong contractual preventives and performance cheques will thus be mandatory.
Thirdly, intense pricing should be adopted as it is backed by small-pack formats, which will be made by the company in pursuit of low consumer purchasing power. Such an approach will ease affordability and volume demand, but it will also squeeze the profit margins and make the processes of packaging and logistics more complex. The cost discipline will be a long-lasting struggle, particularly in times of inflationary pressures and in times of disruption in supply-chains (Al-amin et al., 2025).
Last but not least, to facilitate sustainability and social responsibility, Unilever needs to incorporate these activities in the system through the support of hygiene consciousness, water- and package-saving. As much as these efforts will enhance legitimacy and brand trust, it is the inability of public infrastructure and limited environmental regulation that will limit such efforts. The lack of systemic support can make sustainability results small, and Unilever will have to control the expectations of the stakeholders (Hu and Zeng, 2024). All four of these strategic suggestions focus on prudent expansion, domestic sensitivity and capability development. Although each proposal has obvious drawbacks, their integration will help Unilever to better deal with risk, gain legitimacy and establish a sustainable competitive advantage in the Syrian market (Miklian and Katsos, 2024).
[bookmark: _mnke0ghnmbau]7. Conclusion
The analytical report has formulated a detailed organisational expansion plan upon proposed entry to the Syrian market by Unilever using sophisticated strategic management models to determine feasibility of the venture, risk and potential of investments. Using a methodical evaluation of the macro-environment, industry structure and internal competency, the analysis has confirmed that Syria presents as a high risk, but a strategically compelling growth opportunity, especially in key segments of fast-moving consumer goods that are necessities. The Five Forces and PESTLE analyses have shown huge political and economic restrictions, besides demonstrating unmet consumer demand and small multinational rivalry.
The internal VRIO analysis has established that the brand equity Unilever enjoys, supply chain sophistication and experience in complex markets, will be able to offer sustained competitive advantages that will be able to counter the uncertainties that exist in the environment. Based on these observations, the strategic formulation has validated a market development strategy of the hybrid competitive strategy and transnational international orientation. A joint venture entry mode has also been selected, which has augmented balancing the strategic control and risk-sharing and local responsiveness. The use of performance assessment models such as the Balanced Scorecard and Triple Bottom Line have supported the need to enhance a combination of financial discipline and social responsibility coupled with environmental stewardship.
In general, the expansion plan acknowledges that the success in Syria will not be quick and safe. Rather, the long-term competitiveness of Unilever will be missioned by gradual investment, agile governance and perpetual learning. The proposed expansion strategy presents a viable, justifiable and sustained route of worldwide expansion of Unilever by balancing its strategic ambition with a realistic strategic approach.
[bookmark: _ommzp296fncc]
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