

NAVIGATING GLOBAL BUSINESS CHALLENGES: UNILEVER'S JOURNEY FROM INCEPTION TO MODERN-DAY SUCCESS




[bookmark: _Toc186558731]Executive Summary 

This paper delves into how Unilever, a resilient global entity, adapts its strategy in response to macro and microeconomic conditions, trade restrictions, political dynamics, and unexpected occurrences. It also details the steps taken to fortify the company's profitability. Unilever, a leading force in the global market, operates in over 190 countries and specialises in a diverse range of fast-moving consumer goods (FMCG), personal care, beauty, home care, and food and beverage products. The company's portfolio boasts well-known brands such as Dove, Knorr, Vaseline, Persil, Ben & Jerry's ice cream, Magnum, Rexona, and Cif. Unilever faces competition from Procter & Gamble, as well as challenges like inflation, Brexit, and substitute products, which led to the implementation of a PESTEL analysis.
Furthermore, this paper underscores the resilience of Unilever's supply chain in ensuring the organisation's efficient operation and discusses brand extension, economies of scale, and diversification strategies that enhance brand visibility, broaden audience appeal, and increase revenue. Unilever's Sustainable Living Plan aims to reduce its environmental footprint while improving social welfare, appealing to consumers who support companies with a strong social mission. The analysis revealed that, despite various challenges, Unilever demonstrates remarkable resilience due to its management's strategic choices and financial resources. The study recommends that Unilever should persist in acquiring successful, established businesses that align with its strategic goals and continue investing in research and development, e-commerce, and digital marketing while also keeping a close eye on consumer preferences to develop products that meet their needs. 
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Introduction 

Unilever stands as a prominent leader in the fast-moving consumer goods (FMCG) sector, operating across more than 190 countries and making a positive impact on the daily lives of 3.4 billion consumers. The company boasts a diverse portfolio that encompasses personal care, beauty, home care, and food and beverage products (Unilever, 2024).
In September 1929, Unilever took a significant step toward its official establishment in January 1930 with the historic merger of Lever Brothers and Margarine Unie. This merger played a crucial role in shaping both the company and the industry, coinciding with the entry of its primary competitor, Procter & Gamble, into the UK market (Unilever, 2024).
Over the years, the London-based headquarters of Unilever has undergone considerable changes, adapting to major events such as the Great Depression and World War II while pursuing international expansion. In 1942, the company introduced a territorial adaptation framework known as 'ization,' which involved replacing English or Dutch representatives with local counterparts, such as 'Indianization' (Alonso, 2023).
By strategically curating its portfolio through acquisitions and divestitures and maintaining a strong focus on consumer needs, Unilever has successfully leveraged these strategies to strengthen its market position and respond effectively to the evolving demands of consumers (Unilever Annual Report and Accounts, 2023).
A different approach that has proven effective involves focusing more on well-known brands and allocating resources to their promotion and support, such as Dove soap. At Unilever, leveraging cutting-edge technology means creating innovative products or solutions and actively marketing their distribution and efficacy to encourage wider acceptance, drive market expansion, and secure long-term success (Unilever Annual Report and Accounts, 2023).
Innovation is at the core of Unilever's operations, a testament to the company's commitment to offering products that enhance customers' lives while being environmentally sustainable (Unilever, 2024). In terms of environmental responsibilities, Unilever follows the Sustainable Living Plan, aiming to positively influence the environment by developing non-polluting packaging, utilising renewable thermal energy, supporting farmers in adopting regenerative agriculture, ensuring supply chains avoid deforestation, and re-evaluating their product offerings (Unilever, 2024). Digital marketing has shown to be a powerful asset for driving profits, enhancing brand equity, and fostering transformation, as stated by Jetvic and Milovanovic (2023). Unilever has dealt with several challenges, including wars, inflation, trade barriers, and claims of discriminatory practices. Still, the company's flexibility has allowed it to succeed since 1929, with profits reaching around 60 billion in 2022 and 2023(Petruzzi, 2024; Unilever Annual Report and Accounts, 2023,Fig.2).

[bookmark: _Toc186558732]PESTEL Analysis 

Various macro-environmental factors shape Unilever's performance, creating potential opportunities or challenges for the company. It is crucial for Unilever to utilise PESTEL analysis, a powerful tool that allows the company to examine its environment and refine its strategies to adapt to the changing market dynamics.
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Unilever, a major global brand, operates in nearly 190 countries, with Europe being a significant market (Unilever, 2024). The UK's decision to leave the EU and implement new regulations has led to a return of trade volumes to pre-pandemic levels, but many argue that Brexit has had negative consequences (Times, 2023). This has posed significant challenges for Unilever, as evidenced by the strong opposition from investors, particularly those in the UK, to the proposed relocation of its headquarters to the Netherlands. These investors feared that such a move could force them to divest and potentially lead to their removal from the FTSE 100 index (Wood, 2020).
Unilever, deeply concerned about the potential impact of this event on its supply chain and immediate financial resources (Naik, 2020), faced significant risks. To protect its profits amid the pound sterling's decline against the US dollar, the company opted to raise retail prices by 10%. However, Tesco opposed this move and threatened to pull Unilever's products from their shelves (Larner, 2017). Additionally, in light of the pound's depreciation due to Brexit and rising raw material costs, Unilever chose to reduce its advertising budget to safeguard the company's profits (Gideon, 2017). 
To safeguard against supply chain disruptions like those caused by Brexit, Unilever developed proactive strategies that ensure seamless operations. These strategies, which are designed with a high degree of flexibility, allow for the relocation or sharing of production across multiple manufacturing facilities and provide the flexibility to integrate alternative materials into their product formulations and recipes (Annual Financial Report Announcement, 2023). To reduce the risk of supply chain disruptions, Unilever chose direct dispatch as a strategy, allowing for direct delivery of products to customers or retailers, thereby decreasing dependence on intermediaries and streamlining logistics (Unilever, 2024).
Engaging in international trade with a multitude of nations presents a significant challenge once again, as the Trump administration fervently promotes an increase in protectionist measures within U.S. trade policy, which could potentially have detrimental effects on both economies involved (Reuters, 2024). The United Kingdom has not yet completed the necessary Free Trade Agreements (FTAs) with both China and the United States, and this predicament is expected to continue due to the domestic policies that the United States has enacted. In the meantime, Unilever's ice cream sales in China, although surpassing initial expectations, have unfortunately seen a minor decline in their overall value, necessitating Unilever's management team to urgently reconsider their current sales strategy (Speed and Sugiura, 2024; Kane, 2023).
Unilever recently sold its operations in Russia after Ukraine accused the company of providing indirect support for the war (Conti, 2024). In Norway, Unilever faced a legal dispute with the owner of the GIF brand, which caused confusion with the CIF product. The court ruled that Unilever could maintain its brand identity but could not utilise it (Kaasin and Eriksen, 2022). 
On the topic of climate regulations, Unilever stresses the importance of collective action, asserting that external policies and regulations must receive government support to facilitate rapid progress toward net zero emissions (Unilever, 2024).

[bookmark: _Toc186558734]Economic 

Due to the war between Russia and Ukraine, 2022 proved to be a tumultuous year for Unilever. The conflict led to a significant increase in raw material prices and inflation levels not witnessed since 1980. Although consumers found themselves in a difficult situation, price hikes became necessary (Unilever Annual Report, 2022).
To address external challenges, Unilever focused on enhancing work performance metrics, resulting in savings of over 1.5 billion, which they reinvested into brand development and research and development (Unilever Annual Report and Accounts 2023). Despite facing high inflation and the depreciation of the Turkish lira, Unilever achieved business success in Turkey by implementing established strategies such as cost optimisation and offering a diverse product range. In 2023, sales rose by 7%, primarily driven by price hikes due to inflation, although their total revenue decreased by 0.8 compared to the previous year, impacted by currency fluctuations and assets liquidation (Unilever Annual Report and Accounts 2023).
The UK's GDP experienced a 1% increase during July and August of 2024 compared to the same period last year, indicating a rise in wages and profits, which in turn enhances consumers' purchasing power (Gov. UK, 2024; Office for National Statistics 2024). Following a profit decline in 2020, Unilever has reported significant profits globally, demonstrating its resilience and adaptability in regions such as South America, Africa, Asia, and the Middle East (Tsuraya et al., 2023).
Unilever's impact on the UK economy is substantial. Through its local manufacturing, research, and job creation, the company significantly boosts economic activity and tax revenue. Unilever's factories and innovation centers provide thousands of jobs and foster collaboration with local businesses, resulting in a diverse range of consumer products. In 2020, Unilever UK's contribution to the UK's GDP was an impressive £ 643 million (Unilever, 2022).

[bookmark: _Toc186558735]Social 

Unilever's product strategy has a profound impact on consumer behaviour, responding to social factors by tailoring its products to meet the financial capabilities of customers in different countries. For instance, in India, where many consumers find premium brands unaffordable, Unilever introduced low-cost alternatives and individual sachets to cater to diverse needs (FitzGerald, 1999). 
Recently, a portion of the population has turned to veganism or plant-based diets due to health issues and concerns about the environmental effects of meat consumption (Piia et al., 2018). In response to consumer preferences, Unilever has launched dairy-free ice cream, a range of meat alternatives called "The Vegetarian Butcher," and plant-based mayonnaise that consumers find not just acceptable, but truly enjoyable and satisfying (Unilever, 2024). This high level of consumer satisfaction reassures the company about the quality and taste of these plant-based products. 
However, major corporations face their share of controversies, demonstrating that they do not always achieve their desired results. In 2017, Dove, the famous Unilever brand, sparked outrage when its advertisement was perceived as racially insensitive, leading to its withdrawal and a formal apology from company representatives (Slawson, 2017).

[bookmark: _Toc186558736]Technologic 

Unilever leverages artificial intelligence to transform food development by launching new offerings from Knorr and Hellmann, predicting product shelf life, and gathering data to anticipate consumer needs and preferences. This approach accelerates the new product creation process while necessitating human expertise (Doering, 2024).
Unilever leverages blockchain technology to track the path of a commodity, ensuring it meets sustainability criteria. The integration of Google Cloud, satellite imagery, and machine learning plays a crucial role in enabling the company to gain a clear understanding of its supply chain, particularly in the initial phases. This advanced technology enhances oversight of farms and mills, supporting more informed decision-making and ensuring the accuracy and reliability of the process (Unilever, 2022).
Unilever, a company with a history of both successes and failures, launched the innovative Persil Power in 1994. This detergent, designed with a patented formula to effectively remove stains, initially outperformed its competitors, sparking hope for its potential. However, it also had an unintended consequence-it caused damage to clothing (Haig, 2005).

[bookmark: _Toc186558737]Environmental 

The topic of climate change has reached a critical juncture, with the situation becoming increasingly urgent. Unilever is committed to motivating governments worldwide to take immediate action that mitigates climate change effects and aligns with a 1.5°C temperature increase limit (Goddard, 2024; Unilever 2024). At the COP 29 meeting this year, Unilever proposed several essential measures, including the need for each nation to expedite the shift to renewable energy, safeguard forests, and support sustainable (Unilever, 2024).
Unilever, a global consumer goods company, has announced a significant step towards environmental sustainability. The company plans to allocate a substantial €1 billion to its Climate & Nature Fund program, with waste reduction being a key focus. This significant investment underscores Unilever's commitment to environmental sustainability. Unilever's environmental initiatives include promoting the use of refillable and reusable containers and developing natural, biodegradable body care products that incorporate ingredients designed to lower greenhouse gas emissions. However, these efforts have not escaped criticism. Greenpeace, a leading environmental organisation, has raised concerns about Unilever's practices. In January 2023, the company reportedly 'produced 53 billion plastic sachets' that cannot be recycled and will either be incinerated or 'discarded in the environment.' Greenpeace argues that while Unilever acknowledges the issue, it has failed to take effective action, with the situation deteriorating significantly in recent years (Greenpeace, 2024).

[bookmark: _Toc186558738]Legal 

The Organisation for Economic Cooperation and Development (OECD) Guidelines provide a framework for ethical business practices. Although these guidelines do not carry legal weight, it is of utmost importance that multinational enterprises should follow them, particularly in regions where they are incorporated into national laws. The OECD recommends that companies disclose information, respect human rights, fulfil tax obligations, engage in fair competition, and avoid corruption (OECD, no data). 
In Europe, Unilever must adhere to EU regulations when marketing pre-packaged foods, which require the inclusion of the food name, date markings, a list of ingredients, and allergen information (European Union, 2024). As the future president of the United States, Donald Trump is anticipated to reintroduce tariffs on imported goods, following his previous term's approach, and may retreat from the free trade agreement with Canada and Mexico, potentially affecting Unilever because of its reliance on materials from Mexico (Biscotti, 2024).
In 2012, employees at the Purfleet factory initiated a strike in response to discontinuing a defined benefit pension plan, with thousands voicing their dissatisfaction. The management claimed that this decision better aligns with their objectives and makes the company more appealing to investors (Gosney, 2012).
Disputes are not uncommon in the corporate world, and they can have significant implications. In November 2024, Ben & Jerry's, a subsidiary of Unilever, took a bold step by filing a lawsuit against its parent company. The lawsuit alleges that Unilever delayed expressing support for Palestinian refugees and attempted to disrupt the unity of its board while pursuing legal action against its members on this matter (Reuters, 2024). 

[bookmark: _Toc186558739]Business strategies 
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Successfully entering a new market, businesses need to carry out a thorough analysis that evaluates both the potential opportunities and the challenges they may face. They should consider critical questions, including which strategy to deploy, the optimal timing for entry, and the objectives they aim to achieve (Goyat and Nain, 2016). Although entering a new market requires considerable time and resources, it can yield advantages such as enhanced influence, increased financial returns, and a positive impact on the local economy. Additionally, this process grants companies greater control over their advertising, promotional activities, manufacturing processes, operations, and raw material sourcing strategies (Goyat and Nain, 2016)
Exporting stands out as one of the most prevalent entry strategies, but it presents challenges like logistical expenses and trade restrictions. Franchising, licensing agreements, partnerships, joint ventures, and the creation of wholly owned subsidiaries are also viable options (Whittington et al., 2020). Unilever, a global leader, has successfully utilised several of these strategies. Its financial report showcases joint ventures such as "Unilever FIMA LDA in Portugal, Binzagr Unilever Distribution in the Middle East, the Pepsi Lipton Tea Partnership in the US, and Pepsi Lipton International Ltd globally" (Unilever Annual Report and Accounts 2023, p. 200).
Unilever has achieved significant success in global markets, particularly in India, where its subsidiary, Hindustan Unilever Limited (HUL), plays a vital role. With an astounding nine out of ten households in India using its products, HUL has not just emerged, but firmly established itself as a dominant player in the region (Unilever, 2023). The company's investments have been instrumental in improving local infrastructure, which has contributed to its growth in India (Kuzey et al., 2021). In a similar vein, Unilever encountered challenges when attempting to enter the Chinese market in 1923 due to the political situation but continued its efforts. By 1986, after a change in political leadership, the company successfully established 14 joint ventures in China, marking a key achievement in its international growth (Sivakumar, 2021).
In 2022, Unilever attempted to strategically acquire GSK’s consumer healthcare division, but after its fourth offer of £50 billion was rejected, the company decided to withdraw. Shareholders responded negatively to this decision, expressing a preference for Unilever to invest those funds back into its existing operations (Sweney, 2022). However, Unilever's recent partnership with Alibaba presents a promising opportunity. This collaboration, which concentrates on expanding Unilever’s product offerings on Tmall Global, enhancing digital advertising through data processing, improving customer verification via QR codes, and optimising supply chain and distribution processes, could pave the way for significant growth in the Chinese market (Business Wire, 2015).

[bookmark: _Toc186558741]Acquisitions and sales 

Unilever is currently in the midst of a significant transformation, spearheaded by its new CEO, Hein Schumacher. His strategic shift, which prioritises volume growth over price increases, is aimed at bolstering the company's market share and attracting a larger customer base. Despite challenges such as subdued demand in China and the USA, price reductions in India, and boycotts in Indonesia due to the Gaza conflict, Unilever's overall performance remains stable, reflecting the company's strategic direction under Schumacher's leadership (Afanasieva, 2024).
Prioritising profits without considering the interests of broader stakeholders, including consumers, employees, and creditors, can pose significant risks (Sloman et al., 2019). This approach differs from Unilever's recent strategic changes, which resulted in the restructuring of 7,500 jobs globally (Mattinson, 2024). While this restructuring may present immediate difficulties, it also holds the potential to significantly improve the company's long-term performance and sustainability, instilling hope for the future.
Unilever is in the process of divesting its ice cream division, home to renowned brands like Magnum and Ben & Jerry’s. The company is shifting its focus towards higher-margin areas such as home care and beauty products (Mattinson, 2024). This strategic transition is aimed at streamlining its portfolio, enhancing profitability, and providing investors with improved performance visibility. Despite the ice cream division being the largest and fastest-growing segment, Unilever has decided to split-off  due to slow growth, rising costs, heightened competition, and political issues with Ben & Jerry’s. The company expects to complete the separation by late 2025  (Mattinson, 2024). In response to this news, Unilever’s stock surged by over 20%, indicating strong investor confidence in the company's commitment to enhancing profitability (Mattinson, 2024).
Unilever's strategy fundamentally revolves around acquiring and divesting assets. For instance, on 1 November 2024, the company revealed its decision to sell Pureit, its water purification division. This approach supports Unilever's primary goal to concentrate on markets offering better sustainable growth opportunities (Unilever, 2024). Unilever plans to prioritise homecare and beauty products, yet it strategically decided to divest Elida Beauty on 1 June 2024. This move arose from recognising that, despite its iconic reputation, the Elida Beauty brand no longer aligned with its evolving emphasis on innovation and brand excellence. To replace such legacy brands, Unilever chose to invest in groundbreaking hair products from K18, a newer brand acquired in early 2024, which have garnered positive feedback from professionals and consumers (Unilever, 2024).

[bookmark: _Toc186558742]Supply chain 

The supply chain plays a crucial role in the effective operation of an organisation. Any challenges, such as those experienced during the pandemic—where production slowed, transportation faced challenges, and demand decreased—can lead to significant repercussions (Morrison, 2023). Unilever follows its Sustainable Living Plan, which focuses on ensuring that its products do not harm the environment. The company promotes sustainable agriculture and responsible sourcing while collaborating with suppliers and NGOs and supporting individuals within its value chain to ensure they are valued and get equitable pay (Unilever, no date; Aronow et al., 2018). Unilever's forward-thinking culture is evident in its heavy investment in digitising its supply chain and exploring advanced technologies like AI and Robotic Process Automation (RPA). RPA, in particular, improves customer service and sales processes through the use of automated virtual assistants (Aronow et al., 2018).
Unilever, with a long-term vision, plans to invest 150 million to enhance its European operations, which have struggled in recent years, and to attract new younger customers. The company aims to develop new manufacturing plants and warehouses while increasing production capacity, a process expected to last until 2026. By the end of 2025, Unilever will reduce a third of its offices in Europe to improve profitability (Naidu, 2024). 
Nevertheless, the global supply chain sometimes reveals ethical or sustainability challenges (Morrison, 2023). This was evident in 2023 when allegations of sexual abuse emerged from a plantation in Kenya, managed in partnership with another firm. Unilever faced difficulties in 2023 when these allegations came to light, prompting the company to sell its operations after the BBC conducted undercover filming. This incident was not unique, as the company had faced similar accusations over a decade ago (BBC News, 2023).

[bookmark: _Toc186558743]Brand Extension 

Unilever implemented a strategy that streamlined its portfolio from 1,600 brands to 400, aiming to concentrate on 40 premium offerings. The goal was for these products to recapture the profits of the original brands (Taylor, 2006). This led to the concept of brand extension, where variations emerge from the main brand; for instance, Dove soap expanded into Dove Men + Care, Dove Moisturiser, and Dove Shower Gel. In China, 70% of successful products are brand extensions rather than entirely new items (Wang, 2022; Unilever Annual Report and Accounts, 2023). 
Nevertheless, brand extension carries risks and does not ensure success, as it can harm both the new product and the parent brand (Juda, no date). The case of Persil Power, which damaged clothing, and the unsuccessful "Lost the Pot" noodles in 2020, linked to the "Pot Noodle" brand, illustrate this. After reviewing negative feedback, the team regrouped in 2021, enhanced the noodle flavour, relaunched the product, and achieved a 20% sales increase (Unilever, 2022).

[bookmark: _Toc186558744]Pink Tax 

The Pink Tax embodies a pricing strategy and a moral challenge within business decision-making. This issue, particularly prevalent in the personal care industry, arises from gender-based pricing that undermines women's purchasing power and reinforces stereotypes. Companies like Unilever contribute to this problem through their targeted marketing tactics and product variations, influenced by consumer preferences, especially among women. To address the Pink Tax effectively, businesses must adopt a pricing strategy that emphasises fairness, which could play a crucial role in their management approach (Wishart et al., 2024).

[bookmark: _Toc186558745]Trade theories 
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Unilever benefits from Indonesia's rich palm oil resources, which allow for efficient oleochemical production and provide a competitive edge in raw material sourcing. The country's lower labour costs enable Unilever to minimise production expenses and enhance profit margins, solidifying its position in the global market (Matupalesa et al., 2019; Unilever Oleochemical Indonesia, 2024). Indonesia's strategic location also simplifies exports to 42 key markets, optimising Unilever's supply chain. Furthermore, Unilever's dedication to sustainability in Indonesia, including initiatives to reduce carbon footprint and promote responsible land use, aligns with global objectives, enhancing its environmental reputation and comparative advantage (Matupalesa et al., 2019; Unilever, 2024).

[bookmark: _Toc186558747]Economy of Scale 

Unilever's recent investment in its Brazilian factory is expected to yield significant benefits. The Pouso Alegre facility, known for its sustainable practices and use of eco-friendly thermal energy, will see improvements in operational performance, machinery, and data collection techniques, thanks to the new funding. The integration of self-learning algorithms and AI is expected to boost efficiency, leading to increased production volumes and reduced unit manufacturing costs. This strategic move not only meets the rising demand for Hellmann's products but also positions the factory for long-term success (Unilever 2024; Whittington et al., 2020). 
Despite the potential for comparative advantages and economies of scale, various obstacles can undermine these benefits, including extra tariffs, regulatory requirements, and challenges from local economies or political systems (Whittington et al., 2020). For instance, Unilever faces risks from the tariffs on Mexico that Trump has threatened (Naidu, 2024). 
However, there is a promising development. The UK signed the Comprehensive and Progressive Agreement for Trans-Pacific Partnership (CPTPP) in December 2024, which offers lower trade barriers and eliminates taxes on palm oil imports. This is expected to significantly reduce production costs for Unilever, opening up new opportunities for the company (UK Parliament, 2024). China applied but faced rejection due to criticism over its human rights record and international conduct, which reflects a political choice (UK Parliament, 2024; Craymer and Cash, 2023). It is uncertain what steps China will take next, especially since it ranks as Unilever's third-largest market (Jawa, 2021). 

[bookmark: _Toc186558748]SWOT Analysis 

Unilever, a prominent global brand, boasts a diverse range of more than 400 products. However, it's not without its challenges. One significant threat is the availability of substitutes. Consumers can easily opt for alternative products from local stores, which not only offer lower prices but also greater accessibility, posing an immediate threat to Unilever's market position (Yang, 2023).
One of the most significant challenges for the company is its online presence, which currently does not adequately reflect its global reputation and recognition. This is evident from the fact that online sales contribute only 9% to the total revenue, highlighting the urgent need for improvements in this area (Yang, 2023). Moreover, the company is facing another obstacle with the termination of royal warrants by His Majesty in 2024, following the sale of its Russian operations in October 2024. The potential impact of these developments on sales and brand reputation is currently uncertain (Picheta, 2024). 
The UK anticipates a tough start to 2025, as many companies expect a downturn in the first quarter, a situation that could prompt them to raise prices or reduce expenses. This potential impact underscores the urgency of the situation. It is uncertain whether consumers will shift to local products or continue their loyalty to Unilever products (Meyerhans, 2024). Below, a table highlights various positive and negative factors influencing the organisation's growth.
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	STRENGTHS
	WEAKNESSES

	Brand awareness
Worldwide reach
Sustainability
Cost advantage
Diverse product catalogue
Experienced strategists with a global approach
Consistent demand
Robust financial health
Influential marketing campaigns
Strong intellectual property portfolio (e.g., numerous patents)
	Significant risk of alternative solutions
Dependency on supply chain partners
Online presence
The environmental footprint of supply chain practices (e.g palm oil) 





	OPPORTUNITIES
	THREATS

	Demographic expansion
Expanding into new markets
Corporate acquisitions
Room for expanding patent protection on new technologies/products
Growing consumer interest in health and wellness products offers expansion potential
Digital innovation
	Economic fluctuation
Global political tensions and wars affecting business operations
Changes in raw material prices
Market rivalry
Volatility in currency exchange rates
Logistical disruptions
Risks from evolving trade agreements and regulatory changes
Adverse publicity
Global warming





[bookmark: _Toc186558749]Conclusion

Research indicates that every decision made by Unilever impacts the organisation. The company has sought to adjust to various events, including Brexit, by exploring solutions that maintain productivity, such as relocating factories or utilising alternative materials (Annual Financial Report Announcement, 2023). One of the strategies implemented was direct dispatch, which offered several advantages, including uninterrupted logistics and a reduced carbon footprint (Unilever, 2024). Furthermore, Unilever's choice to maintain its operations in Russia following the onset of the war, despite facing criticism, resulted in the withdrawal of royal warrants from His Majesty, a move that could potentially tarnish the company's reputation in the future (Picheta, 2024).
Unilever has shown its ability to respond to market demands by introducing dairy-free ice cream and offering low-cost alternatives that cater to financially constrained consumers, thereby expanding its market reach and potential revenue (Unilever, 2024; FitzGerald, 1999). 
Environmentally, Unilever actively works to minimise its carbon footprint by reducing waste and utilising biodegradable materials (Unilever, 2024). Under new leadership, Unilever is strategically focusing on acquisitions and divestitures, having sold Pureit, the water purification brand, and Elida Beauty, while acquiring K18, a line of innovative hair care products (Unilever, 2024).
Unilever's strategy, built on brand diversification and comparative advantage, is a powerful tool that bolsters the company's market position, facilitates entry into new segments, and sets it apart from competitors. By leveraging its vast portfolio and unique strengths, Unilever not only tackles market challenges but also promotes sustainable growth and responds to the evolving demands of global consumers. In the face of geopolitical shifts, increasing inflation, and global financial instability, Unilever has adeptly adjusted its strategies and refreshed its product offerings, demonstrating an impressive ability to respond to global challenges and recover (Tsuraya et al., 2023). 

[bookmark: _Toc186558750]Recommendations 

Currently, Unilever faces the challenging task of balancing profitability while pursuing its net-zero goals and navigating a complex, competitive, and rapidly evolving market. This is why digital marketing serves as a valuable tool for the company to boost profits, enhance brand strength, and foster positive change (Jetvic and Milovanovic, 2023). The Dove soap ads, a powerful example of an emotional advertising strategy, effectively utilised emotional resonance by featuring real individuals without filters. This strategy should inspire everyone to embrace their identity and exude confidence (Dove, 2024). Such communication strategies are essential for capturing public attention and should be prioritised.
Unilever places significant importance on R&D, as it frequently needs to modify products or processes to suit local conditions (Grosse, 2019). The company is progressing well and is currently developing its own line of perfumes, impressively leveraging digital technology and AI, while also being advised to tailor these products to fit regional preferences and trends (Unilever, 2024). With a growing number of consumers opting for sustainable products, Unilever should persist with its sustainability initiatives and use its influence to educate and motivate consumers (Tighe, 2024).
A further suggestion involves forming collaborations that benefit the community and the environment. Unilever is progressing by partnering with Co-op and FareShare to donate products to individuals with limited resources (Unilever, 2023).
Unilever actively gathers insights from customer feedback and its database to develop products that meet the needs, desires, and preferences of its consumers (Unilever, 2020; Maynes and Rawson, 2016). Additionally, the company should respond to external shifts, such as the election of a new American president, and comply with global legal standards. By leveraging free trade, Unilever can continue to merge with and acquire businesses that enhance its competitive edge and foster sustainable solutions (Morrison, 2023). Importantly, Unilever must be dedicated to its ethical and social responsibilities, positively impacting the world (Morrison, 2023).
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