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Introduction: 
As a strategic planner for Unilever, a renowned British public limited company listed on the London Stock Exchange, I am doing a thorough evaluation of our corporate and business plans. This research examines the strategic decisions taken by Unilever and assesses the effectiveness of their execution. The aim is to assess the company's achievement in matching its operations with its strategic vision, guaranteeing long-term development and a competitive edge. The purpose of this research is to provide significant insights that will guide future strategic choices and enhance Unilever's ongoing success in the global market.

Company Background
Unilever is a multinational corporation that produces a diverse array of consumer goods, including food, soap, and cleaning supplies. It was established in the distant past when two smaller enterprises agreed to collaborate. Currently, its goods are distributed in almost every nation worldwide. Chances are, you have used some of its renowned labels such as Dove soap. 

What distinguishes Unilever is its emphasis on promoting environmental and social well-being. The company initiated a strategy known as the Sustainable Living Plan with the objective of reducing its ecological footprint and supporting local communities. Unilever actively stays abreast of people's desires and requirements, constantly developing novel concepts and sometimes acquiring other firms to enhance its commercial prowess. Unilever's success in the consumer products market may be attributed to its combination of concern for both people and the earth, along with its commitment to innovation. 










SWOT Analysis of Unilever:


Unilever may use its advantages, overcome its disadvantages, take advantage of favourable circumstances, and reduce the impact of potential risks in order to maintain its competitive advantage and promote expansion.

Identifying Key Business and Corporate Strategies (Strategic Choice)
1. Product Diversification: Unilever has implemented a strategy of diversification by broadening its range of products across many areas. Unilever's expansion into new areas and consumer sectors is evident via its purchase of brands such as Ben & Jerry's ice cream and Dollar Shave Club.
2. Sustainability Focus: Unilever has implemented a company strategy that focuses on sustainability and social responsibility. The devotion is shown by the establishment of the Sustainable Living Plan in 2010. Unilever's objective with this strategy is to decrease its impact on the environment, improve the quality of life for individuals, and have a good impact on society. Unilever's commitment to sustainable sourcing procedures is shown by its aim to procure all of its agricultural raw materials responsibly by 2020.
3. Global Expansion: Unilever has implemented a strategy of worldwide growth in order to take advantage of developing markets and broaden its sources of income. 
The great prevalence of this phenomenon is seen in places such as Asia, Africa, and Latin America, where it has successfully created production facilities and distribution networks to meet the demands of local customers.

Porter’s Five Forces Model
1. Competitive rivalry: Unilever faces intense rivalry in the sector due to the presence of other businesses offering identical goods. Additionally, the corporation is vulnerable to the prospect of customers easily moving to competitors due to the fierce competition in the market. Nestle and P&G are significant adversaries in the market.
2. Bargaining power of consumers: Unilever benefits from strong consumer bargaining power due to the availability of alternative goods from rivals and the cheap cost of switching. The corporation considers the availability of information about other items to be a potential threat to its business.
3. Bargaining power of suppliers: The suppliers' power is a bit modest since the limited supply of suppliers prevents them from exerting significant influence. Unilever's partner-to-win approach exemplifies its dominance inside the supplier network.
4. Substitution threat: The cost element poses a danger to Unilever in terms of replacement, however, the limited availability of alternative goods has a significant influence on the corporation. The subpar performance and inadequate consumer satisfaction of alternative items heighten the likelihood of the firm establishing a strong brand presence.
5. New entry threat: Unilever has a minimal danger of new competitors entering the market due to the high cost of brand creation. Unilever benefits from significant economies of scale and a strong competitive edge in the market, which puts emerging competitors at a disadvantage.

Porter’s Generic Strategies: Unilever employs a blend of differentiation and cost leadership techniques to establish its market position. The company distinguishes its goods based on its brand recognition, quality, and innovation, as shown by brands such as Dove and Knorr. Unilever aims to create operational efficiency and cost savings by using economies of scale and optimising its supply chain. This allows the company to provide competitive pricing to customers while still preserving profitability.

Ansoff Matrix Analysis:
1. Market Penetration: Unilever consistently aims to expand its presence in established areas by enhancing its market share and boosting sales of its existing items. As an example, it allocates resources towards marketing campaigns and product improvements in order to sustain customer interest and loyalty in well-established brands such as Axe and Hellmann's.
2. Product Development: Unilever investigates possibilities for product expansion via the introduction of new items or variations within established markets. This approach is seen in its implementation of environmentally friendly packaging for products like as Sunsilk shampoo and its development of plant-based alternatives in response to changing customer desires for healthier and more sustainable choices.
3. Market Development: Unilever enters new geographic areas by modifying its current goods to align with local tastes and customs. For example, it customises its skincare products to cater to the particular requirements of customers in growing regions such as India and China, thereby accessing untapped client groups and fostering expansion.
4. Diversification: Unilever expands its company by venturing into other markets or sectors. This is seen in Unilever's purchase of firms such as Dollar Shave Club, which enabled Unilever to penetrate the male grooming market and expand its range of products outside its usual areas of concentration.

Analysing Resources and Capabilities (Alignment with Strategy)
As stated by Peteraf (1993), resources refer to the many inputs used by a company in its production process, including both physical and non-physical assets. Resources may be classified into four categories: physical, human, organisational, and intangible assets. Each of these categories plays a role in enhancing a firm's competitive edge. Prahalad and Hamel (1990) highlight the significance of talents in driving competitive advantage. Capabilities are defined as the organization's capacity to effectively coordinate and use its resources and competences in order to generate value for customers. 
Resources and Capabilities of Unilever:
1. Brands: Unilever has a collection of internationally renowned brands such as Dove, Lipton, and Hellmann's, which have a significant following of dedicated consumers and a strong presence in the market.
2. Research and Development: Unilever allocates significant resources to research and development in order to create new and improved goods and to provide sustainable solutions. This strategy helps Unilever maintain a competitive advantage and meet the changing needs of consumers.
3. Supply Chain: Unilever has a vast supply chain network that allows for efficient sourcing, production, and distribution of its goods on a global scale.
4. Human Capital: Unilever cultivates a varied and skilled staff specialising in marketing, innovation, and sustainability, which propels its strategic ambitions.
Unilever utilises its resources and capabilities to sustain its strategic position as a frontrunner in the consumer products market. Unilever uses Value Chain analysis to streamline its supply chain, aiming to reduce expenses while ensuring the delivery of top-notch goods to customers. Furthermore, it allocates resources towards marketing and product development in order to improve brand value and distinguish itself from competitors, so strengthening its competitive edge.
Unilever's resource allocation is apparent at every stage of its value chain, starting with the sustainable procurement of raw materials to the delivery of goods to end customers. Every individual operation enhances the worth of the end product, hence adding to Unilever's market standing and financial gain. Unilever's emphasis on innovation and marketing improves the value proposition of its brands, while effective supply chain management lowers costs and guarantees prompt delivery.
VRIO Analysis:
1. Brands: Unilever's brands reflect VRIO attributes, since they are valuable, unusual, and difficult to replicate, resulting in a long-lasting competitive advantage. For instance, the strong brand value and customer confidence in Dove play a significant role in Unilever's dominant position in the personal care goods industry.
2. R&D: Unilever's research and development (R&D) talents provide them a competitive edge by allowing them to create new and inventive goods as well as sustainable solutions. Unilever's valuable, uncommon, and difficult-to-replicate qualities position it as an industry pioneer.
3. Supply Chain: Unilever's supply chain management is efficient and profitable, but it is not necessarily unique or difficult to replicate, since other organisations may also build comparable skills. Thus, while significant, this element alone may not provide a lasting competitive advantage.
4. Human Capital: Unilever has a valuable and varied workforce, which is not necessarily unique or difficult to duplicate in isolation. Nevertheless, when integrated with Unilever's robust corporate culture and focus on sustainability, it enhances a distinctive competitive edge.

Evaluating Strategy in Action  
Unilever has had significant success in executing its chosen business and corporate strategies, establishing itself as a strong competitor in the consumer products industry and developing long-lasting competitive advantages over its competitors.

SAF (Suitability, acceptability and Feasibility) framework 

1. Suitability: Unilever's focus on product diversification and sustainability resonates with market trends and consumer preferences, as indicated by (Prajogo & McDermott 2014). This alignment suggests that Unilever's strategies are well-suited to capitalize on emerging opportunities and reinforce its competitive position in the industry. Additionally, Gupta et al. (2020) emphasize the suitability of Unilever's sustainability initiatives in creating long-term value and differentiation.
2. Acceptability: Unilever's strategy decisions are generally acknowledged by stakeholders, with customers expressing appreciation for its sustainability initiatives, resulting in increased brand loyalty (Gupta et al., 2020). Investors see Unilever's strategy favourably, as shown by its steady financial success and the trust they have in the company (Prajogo & McDermott, 2014).
3. Feasibility: Unilever's strategy decisions are backed by its strong resources, competencies, and organisational infrastructure, allowing for efficient execution. The company's investments in research and development, supply chain management, and human resources serve as the essential basis for effectively implementing its strategy (Barney, 1991; Prahalad & Hamel, 1990). This feasibility assessment guarantees that Unilever can effectively convert its strategic vision into concrete actions and results, therefore maintaining its competitive edge in the market.
Here are a few examples when Unilever has effectively implemented its strategy and faced challenges:

1. Successful Execution:

Product Diversification and Innovation: 
· Evidence: The purchase of Dollar Shave Club by Unilever in 2016 demonstrates the effective implementation of Unilever's plan to diversify its product offerings. Unilever was able to penetrate the male grooming industry and expand its range of products beyond conventional personal care goods as a result of this purchase.
· Exemple: Dollar Shave Club changed the market by introducing a subscription-based business model and selling directly to consumers. Unilever used this inventive business concept to strengthen its position in the expanding market for male grooming goods.
Sustainability Initiatives:
· Evidence: Unilever's Sustainable Living Plan, initiated in 2010, showcases its dedication to sustainability and social responsibility. This programme comprises a range of objectives, which include minimising the negative effects on the environment and enhancing the well-being of society at every stage of its production and distribution process.
· Exemple: Unilever has achieved substantial advancements in reaching its sustainability objectives, including the target of sustainably obtaining 100% of its agricultural raw materials by 2020. The firm has received recognition for its efforts, such as being designated as the leading sustainability leader in the Dow Jones Sustainability Index.
2. Challenges Faced:
Market Competition:
· Evidence: Unilever operates in a very competitive market where margins are under pressure owing to reasons such as intense price rivalry and increasing input costs. This presents difficulties in sustaining profitability while simultaneously investing in expansion and innovation.
· Exemple: Unilever encounters strong competition from established competitors as well as emerging players across several product segments. In the personal care industry, it faces competition from large international companies like as Procter & Gamble, as well as smaller companies that specialise in natural or organic products.
Evaluating Sustainability Efforts 
Unilever's commitment to sustainability, as shown in its annual reports, corporate sustainability reports, and official policies, is firmly integrated into its strategic framework. The company's Sustainable Living Plan (SLP), initiated in 2010, acts as a fundamental basis for its sustainability objectives, including a range of aims from minimising environmental impact to improving social well-being across the value chain.

Gupta et al. (2020) conducted study that found Unilever's sustainability objectives are deeply integrated into its corporate strategy, demonstrating a dedication to ethical and responsible business practices. This connection not only strengthens Unilever's brand image but also promotes the production of long-term value for both stakeholders and shareholders.

Unilever's objective is to include sustainability into its fundamental operations in order to reduce the potential dangers linked to environmental deterioration and social inequity, while also taking advantage of growing prospects in the green economy. The concept of strategic alignment is reinforced by the Resource-Based View (RBV) approach, which suggests that durable competitive advantages arise from resources and skills that are valued, scarce, and cannot be easily replaced (Barney, 1991).
Unilever demonstrates its commitment to attaining sustainability objectives and promoting innovation and development by proactive monitoring, reporting, and engaging with stakeholders. Unilever's strategic incorporation of sustainability highlights its role as a pioneer in sustainable business practices, which enhances its competitive edge and long-term durability in the ever-changing consumer products industry.




Conclusion
The research focuses on Unilever's strategic decisions, the actions taken to execute them, and their impact on the market. Unilever has implemented a comprehensive plan that encompasses product diversification, innovation, and sustainability activities. Unilever has broadened its range of products and improved its brand image by acquiring companies such as Dollar Shave Club and prioritising sustainable sourcing. The effective implementation of these strategies is seen in Unilever's continued financial performance and dominant position in the consumer sector.

Unilever has effectively integrated its environmental aims with its business strategy, taking advantage of evolving consumer trends and social expectations. Nevertheless, there are ongoing difficulties, namely in the intricacies of implementing sustainability and the rivalry within the industry. Nevertheless, Unilever's ability to quickly adapt and its strong dedication to introducing new ideas have allowed it to successfully overcome these obstacles.

Unilever's strategic decisions and actions have established it as a frontrunner in sustainable business practices, resulting in both financial success and beneficial social influence. Unilever's ability to consistently adjust to changes in the market and use its key advantages puts it in a strong position for long-term success in the highly competitive consumer products industry
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1. Strong brand portofolio
2.Innovation driven
3.Global presence
4.Sustainability leadership


Strenghs


1. Emerging markets expansion
2. E- commerce growth
3. Health and wellness trends
4. Strategic acquisitions


Opportunities


1. Intense competition
2. regulatory compliance complexities
3. Economic uncertainly
4. Changing consumer preferences


Threats


1. Overrliance on ature markets
2. Complex supply chain
3. Brand dilution risks
4. Cost structure challenges
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