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This research investigates Unilever PLC's strategic decisions, their impact on competitive positioning and long-term growth. Utilizing frameworks like Ansoff Matrix, Porter's Generic Strategies, Value Chain, and VRIO analysis, evaluate Unilever's strategy orientation and resource allocation (Islami et al., 2020). Criteria include appropriateness, acceptability, and feasibility.
Additionally, scrutinize Unilever's sustainability initiatives for alignment with its business plan, covering historical performance and suggesting future directions with a focus on sustainability and environmental factors. This document lays the foundation for a comprehensive examination of Unilever's strategic environment and its role in maintaining competitiveness in a dynamic market.
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Founded in 1930 through the merger of Margarine Unie and Lever Brothers, Unilever is a major player in the consumer products sector. Dual-listed on Euronext Amsterdam and the London Stock Exchange, with headquarters in Rotterdam and London, it operates globally (Zoe Wood, 2020).
A key player in Fast-Moving Consumer Goods (FMCG), Unilever offers diverse products in food, drink, personal care, and household care, with brands like Lipton, Dove, and Knorr. With a presence in over 190 countries, Unilever is a leading global consumer products firm (Emma Bedford & 19, 2023).
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Figure 1:  Vast and diverse product portfolio of Unilever


Unilever's strong commitment to sustainability aligns with global eco-conscious trends, earning praise. Combined with constant innovation and adaptability to consumer preferences, Unilever stands out in the consumer products industry. Examining its sustainability approach and strategic decisions highlights their crucial role in market relevance and competitive performance (Lawrence et al., 2018).
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Unilever emphasizes organic growth, entering developing markets, and innovation in order to achieve sustainable growth above short-term benefits. The company's dedication to social, economic, and environmental sustainability is in line with this goal. From 2007 to 2020, Unilever's sales increased at a steady 2.5% yearly average growth rate (Amdur, 2021).
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Figure 2: Unilever revenue Growth Rate


Innovation-Driven Growth: Unilever invests significantly in research and development (R&D), allocating approximately 2% of its annual turnover. This investment fuels the creation of novel products, services, and business models, enabling Unilever to stand out and thrive in a competitive market (Amdur, 2021).
The company's focus on emerging economies, driven by expanding middle classes and increased disposable income, is realized through strategic partnerships, local manufacturing, and acquisitions. With over 57% of total sales attributed to rapid expansion in Asia, Africa, and Latin America, Unilever strategically capitalizes on growth opportunities in developing markets (Rasche et al., 2018).
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Figure 3: Expansion into emerging Markets of Unilever


Building and Managing Brands: Unilever, with brands like Ben & Jerry's, Lipton, and Dove, prioritizes investments in brand development to maintain and attract consumer loyalty. Employing cost-optimization strategies, the company enhances profit margins and overall financial results. By streamlining supply chains, improving production processes, and reducing administrative costs, Unilever ensures financial viability and supports ongoing expansion projects (Moolchandani, 2021).
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Unilever integrates sustainability into its core strategy to reduce environmental impact, enhance social well-being, and create shared value. This approach appeals to environmentally conscious consumers, bolstering the company's reputation. Unilever sets ambitious goals, including achieving net zero greenhouse gas emissions by 2039 and ensuring all packaging is recyclable, reusable, or compostable by 2025 (Moolchandani, 2021).
Unilever adopts a leadership style that prioritizes financial objectives over social and environmental responsibilities, attracting employees who align with its values. The company integrates its mission statement into its corporate strategy and governance framework. Sustainability commitments, outlined in the Unilever Sustainable Living Plan, are guided by the Unilever Sustainable Business Leadership Council (Zoe Wood, 2020).
Unilever collaborates with NGOs, suppliers, and local communities to address social and environmental challenges, leveraging collective resources and expertise. Partnerships with organizations like the Global Alliance for Improved Nutrition, Conservation International, and the Rainforest Alliance aid Unilever in tackling issues such as deforestation, climate change, and hunger. The company fosters trust and addresses concerns through transparent communication with various stakeholders, including communities, workers, and shareholders (Unilever PLC, 2023). 
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Figure 4: Unilever Sustainable living Plan


By striking a balance between financial success and social and environmental impact, Unilever aims to create long-term value for its shareholders. This tactic draws in long-term investors and guarantees the company's viability. With an average yearly total shareholder return of 10% from 2016 to 2021, Unilever has a proven track record of generating long-term value (Eccles, 2022).
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Unilever's approach is in line with differentiation, emphasising the development of distinctive goods and services that appeal to customers looking for cutting-edge and sustainable solutions. To gain a competitive edge, the corporation prioritises focused marketing, brand distinctiveness, and product innovation (Young, 2023).
Unilever strategically combines elements of cost leadership, differentiation, and focus to maintain a competitive position in the global consumer goods market:
1. Cost Leadership: Unilever has a strong emphasis on operational efficiency and cost management. The company's scale and global presence contribute to cost advantages. For example, Unilever's Sustainable Living Brands grew 69% faster than the rest of the business, demonstrating how sustainability initiatives can be aligned with cost leadership.
2. Differentiation: Unilever differentiates itself through sustainability efforts. The Sustainable Living Plan outlines ambitious goals for reducing environmental impact and enhancing social well-being. For instance, Unilever's commitment to using sustainable sourcing for its agricultural raw materials is a unique selling proposition that differentiates its products.
3. Focus: While Unilever operates across a broad range of consumer goods, it focuses on specific markets and consumer needs. The company tailors products to local preferences, acknowledging the importance of cultural nuances. This is evident in the regional customization of products such as skincare items to match diverse beauty standards.
Porter's five forces model analyzes its competitive environment, considering factors like rivals, suppliers, new entrants, substitutes, and customers. According to Madar (2018), Unilever faces highly competitive rivalry in the UK market due to many low-fare businesses. European market ease has intensified competition, prompting Unilever to focus on cost reduction and fleet size advantage.
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Certainly, let's provide specific examples for each quadrant of the Ansoff Matrix tailored to Unilever PLC:
1. Market penetration: Unilever continually penetrates existing markets by introducing new variants and improving existing products. For example, launching healthier or more sustainable versions of popular brands, like introducing plant-based alternatives within the food category, aims to capture a larger share of existing markets.
2. Product Development: Unilever places a strong emphasis on innovation and product development. The introduction of new products, such as sustainable packaging innovations and eco-friendly formulations, showcases the company's commitment to staying at the forefront of consumer trends and preferences.
3. Market Development: Unilever actively pursues market development strategies by expanding into emerging markets. The company recognizes the potential for growth in regions like Asia and Africa. For instance, the acquisition of local brands and the adaptation of products to suit regional tastes demonstrate a commitment to entering new markets.
4. Diversification: Unilever has diversified its product portfolio to include a wide range of consumer goods. An example is the acquisition of health-focused brands, showing a strategic move into areas beyond traditional fast-moving consumer goods. The diversification strategy helps Unilever mitigate risks associated with dependency on a single market or product category.
These examples illustrate how Unilever could implement Ansoff's strategies to adapt to market dynamics and foster sustainable growth (Karthikeyan, 2023).
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The international consumer products corporation Unilever PLC has a wide range of resources and competencies that allow it to carry out its strategic goals and experience long-term growth. These assets and proficiencies cover a range of areas related to the business's activities, such as supply chain management, human resources, worldwide reach, research and development skills, and portfolio of brands (Lawrence et al., 2018).
The essential resources of Unilever are essential to its performance on a worldwide scale and competitiveness. Its extensive brand portfolio, featuring popular names like Dove, Lipton, Ben & Jerry's, and Knorr, generates over 60% of annual sales. With a customer base of 2.5 billion across 180+ countries, Unilever leverages its vast reach for local market adaptation and economies of scale, contributing to over 50% of yearly income. Robust R&D capabilities, backed by substantial investment and a network of centers, ensure continuous innovation. Efficient supply chain management emphasizes sustainability and cost-effectiveness, handling millions of tonnes annually. The diverse and skilled workforce of over 150,000 fosters a culture of innovation, contributing to over 80% of yearly value creation. Together, these resources sustain Unilever's competitive edge, positioning it as a global leader in consumer products (Rasche et al., 2018).
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In order to connect its present strategic position with its business and corporate ambitions, Unilever has wisely deployed its resources and competencies. The company's global reach makes it easier to enter new markets, and its robust portfolio of brands reinforces its emphasis on managing and growing brands. In line with its innovation-driven growth strategy, Unilever's R&D capabilities stimulate innovation and new product development. The company's experienced and diversified staff makes it possible to execute a variety of strategies across numerous business units and countries, and its effective supply chain management promotes cost optimization and improves operational efficiency (Unilever PLC, 2023).
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The distribution of resources at Unilever is in line with its value system and value chain. To develop unique goods and services, the corporation has made investments in upstream resources such strong brand portfolios and R&D skills. 
Primary Activities:
1. Inbound Logistics: Unilever emphasizes sustainable sourcing, as seen in its commitment to responsibly source raw materials, such as sustainable palm oil.
2. Operations: Unilever invests in advanced manufacturing technologies, exemplified by the implementation of Industry 4.0 in its production plants.
3. Outbound Logistics: Unilever's extensive distribution network is optimized for efficiency and sustainability, reflecting a commitment to reducing environmental impact.
4. Marketing and Sales: Unilever's marketing campaigns focus on sustainability and social responsibility, as demonstrated by the Dove Real Beauty campaign.
5. Service: Unilever prioritizes customer service through feedback mechanisms, quality guarantees, and responsive customer support channels.
In order to deliver goods to customers effectively and keep a competitive advantage, Unilever has also optimized its downstream resources, such as supply chain management and human resources (Unilever PLC, 2023).
Support Activities:
1. Procurement: Unilever's procurement strategy aligns with sustainability goals, as indicated by collaborations with suppliers for responsible sourcing.
2. Technology Development: Unilever invests in research and development, evident in innovations like sustainable packaging solutions and eco-friendly product formulations.
3. Human Resource Management: Unilever prioritizes employee well-being and development, with a focus on diversity, inclusion, and ongoing skills enhancement.
4. Firm Infrastructure: Unilever's commitment to sustainability is deeply integrated into its corporate culture and governance, demonstrated through dedicated Sustainable Business teams and transparent reporting.
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According to Unilever's VRIO research, the following assets and competencies have the potential to provide long-term competitive advantages:
· Valuable: Important elements that set Unilever apart from its rivals include its robust portfolio of brands, worldwide reach, and R&D capacities.
· Rare: Unilever possesses unique resources that are difficult for other businesses to imitate, such as its extensive worldwide reach and R&D experience.
· Inimitable: Unilever's strengths are tough to replicate because to its lengthy history of innovation and dedication to sustainability (Lawrence et al., 2018).
· Organized: Unilever has maximized the value and competitive advantage of its resources and capabilities by efficiently organizing
· them to achieve its strategic objectives.

The company's long-term performance and sustainable expansion have been facilitated by these resources and competencies, as well as Unilever's efficient allocation and strategy alignment (Park & Park, 2021).
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Unilever effectively translates its corporate and commercial strategies into market success, gaining a competitive edge. Notably, the company's achievements in sustainability, market share growth, and financial performance underscore the efficacy of its strategies. With an annual sales growth averaging over 4% in the last five years, Unilever reported a net profit of €6.2 billion and €50.2 billion in sales in 2022. Jyoti and Khanna (2023) attribute Unilever's financial success to its strategic focus on innovation-driven growth, brand management, and cost optimization.
Unilever showcases competitive strength through consistent market share growth in various product categories. Notably, the Knorr brand's dominance in the savory sauces category has strengthened Unilever's global standing in the food and beverage sector. Jyoti and Khanna (2023) attribute this success to Unilever's ability to create innovative products, adapt to evolving consumer preferences, and execute effective marketing strategies.
Unilever has achieved noteworthy strides in its sustainability initiative, including ecological and societal factors into its fundamental business functions. Since 2005, the corporation has cut its trash production by 58%, water usage by 44%, and greenhouse gas emissions by 41%. more addition to improving its brand and drawing more environmentally sensitive customers, Unilever's sustainability accomplishments have also reduced costs and improved operational effectiveness (Owen-Burge, 2021).
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The tactics employed by Unilever are a good fit for the company's external environment and internal strengths. The company's emphasis on innovation, growth into new markets, and sustainability leadership are in line with its strong brand portfolio, worldwide presence, and R&D capabilities. The main constituencies of Unilever, including shareholders, workers, consumers, and communities, are in agreement with the company's strategies. These stakeholders are drawn to the company's dedication to sustainability and innovation, and its strong financial results guarantee shareholder value. Considering the company's resources and skills, Unilever's strategies are doable and attainable. The business has made significant investments in the required knowledge and infrastructure and has a track record of effective implementation (Lawrence et al., 2018).
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In recent years, Unilever's portfolio of well-known brands has demonstrated noteworthy triumphs and adaptable methods. Dove, the most popular beauty soap in the world, made headlines in 2022 with its amazing global expansion and over €3 billion in revenue. The brand's emphasis on genuine beauty and self-worth resonated with women all over the world (Fromm, 2021). By reducing packaging waste and providing help to tea producers, the tea brand Lipton was able to improve its reputation, save money, and sell over 200 billion tea bags worldwide by the year 2022 (van Driel, 2019). The socially conscious ice cream company Ben & Jerry's has stayed committed to its social objective, drawing in a devoted following of like-minded consumers, enhancing its reputation, and making over €1 billion in revenue by 2022 (Benmelech, 2022). Even though price sensitivity and fierce competition have presented challenges for Unilever in some markets, the company has been able to effectively address these issues thanks to its adaptability and investment in local market insights. Examples of these efforts include the introduction of smaller, more affordable product packs and the customization of marketing campaigns to suit local preferences (Unilever PLC, 2023).
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Unilever highlights sustainability initiatives in annual reports, policies, and programs. The Sustainable Living Plan, in effect from 2010 to 2020, has been succeeded by the "Future Foods" program introduced in 2021. This new initiative aims to boost plant-based food production, aligning with growing consumer interest in sustainable and healthy eating choices (Unilever PLC, 2023).
Unilever is committed to explicit sustainability targets, aiming for a net-zero carbon impact by 2039. In 2020, the company achieved a significant milestone, reducing carbon emissions per ton of output by 76% compared to the 2008 baseline (Unilever PLC, 2023).
Unilever aligns its business strategy with sustainability goals by integrating environmental and social considerations throughout its value chain. This includes minimizing plastic waste, engaging ethical suppliers, and fostering positive social impact. The commitment to responsibly sourcing all agricultural raw materials exemplifies the integration of environmental and social sustainability into business strategy. Unilever's focus on sustainable living brands, like Ben & Jerry's and Dove, further demonstrates the successful synergy between corporate strategy and sustainability, with these brands consistently outperforming non-sustainable counterparts in terms of growth (Unilever PLC, 2023).
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Figure 5: Sustainable living
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In conclusion, Unilever PLC's strategic analysis highlights its commitment to sustainability, evident in initiatives like the Sustainable Living Plan and "Future Foods".
The company's broad differentiation strategy, backed by globally recognized brands, establishes it as a consumer products leader. Successful market expansion and Sustainable Living brand growth affirm the strategy's effectiveness.
The alignment of resources and capabilities, assessed through Value Chain and VRIO, has sustained Unilever's competitive edge and achieved sustainability targets. However, ongoing innovation remains pivotal in facing industry challenges.
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