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Introduction 
[bookmark: _Toc163084871][bookmark: _Toc163086297]Micro environmental analysis of a business is necessary to understand its internal environment and success probabilities for the future (Cherunilam, 2021). The evaluation based on microenvironmental aspects of a business or organisation refers to understanding the strategies taken into consideration for revenue generation and corporate sustainability. This report is dedicated to a strategic review for Unilever which is known for its large-scale availability of fast-moving consumer goods (FMCG) products. This organisation is also listed on the London Stock Exchange as being a renowned British PLC company as being originated in the United Kingdom and has business in around 190 countries around the world. The report includes a strategic review of the corporate and business approaches of this organisation along with its competitive advantage over contemporary rivals. The further segments also include an evaluation of the core resources, assets and capabilities of Unilever along with its consideration of corporate social responsibilities (CSR) and sustainability concerns.
Main body 
[bookmark: _Toc163084872][bookmark: _Toc163086298]Evaluation based on Porter’s 5 forces 
It is important to understand the key business and corporate strategies of Unilever by evaluating certain micro-environmental aspects by utilising an authentic model of analysing the internal aspects of a business environment called Porter’s 5 forces. The below-mentioned segments are dedicated to evaluating certain internal factors impacting the strategies of this organisation such as the threat of contemporary organisations and substitutes. 
	Business aspect
	Significance of the factor in corporate strategies of Unilever
	Impact of factor 

	New entrants’ threat 
	Unilever has established a prestigious and remarkable brand value in the industry of fast-moving consumer goods (FMCG) and daily essential products for consumers. However, the threat of new entrants remains potential due to rapidly emerging small and medium-sized enterprises (SMEs) in the retail sector (Oluwatayo, 2022).
	Moderate to high

	Power of bargaining for suppliers 
	Although, the availability of suppliers and the United Kingdom and other countries of business is good; however, Only the large and most established suppliers need to be associated with Unilever which makes their bargaining power relatively higher. Therefore, their bargaining power can be stated as moderate (Shaikat, 2020). 
	Moderate 

	Power of bargaining for buyers 
	Due to the emergence of several small and large enterprises in the retail sector in the United Kingdom (UK) along with other countries, consumers have several options and alternatives. Therefore, their bargaining power is relatively higher for Unilever which needs to be considered while deciding the prices of goods. 
	Relatively higher

	The threat posed by substitutes 
	Observably, the threat posed by substitute products and alternatives is extremely high for Unilever since the portfolio of goods offered is not exclusive and can be replaced with alternative products in the category of daily essential goods and edibles (Iglesias, 2023). 
	Extremely high

	Competitive business rivalry
	Several well-established giant companies in the fast-moving consumer goods sectors have established their exclusive position in this sector such as Nestle. Therefore, competitive rivalry is a potential challenge for the organisation in current and future business operations. 
	Moderate to high


[bookmark: _Toc163084873][bookmark: _Toc163086299]Unilever’s key business and corporate strategies 
Based on the above evaluation of Unilever related to the microenvironmental aspects affecting its business and corporate strategies, there are certain initiatives and approaches adopted by this company to attain a competitive advantage over rivals and substitutes. These observable strategies of Unilever are presented in the below segment. 
· Establishing E-commerce platforms: The presence of products and brands offered by Unilever is prominently available on several e-commerce and online platforms on which convenience of purchasing is highly appreciated by the potential consumer bases. E-commerce platforms and sales related to them are also accountable for ensuring an omnichannel presence of the institution (Bettencourt, 2021). 
· Acclaiming environmental sustainability: Making public claims of environmentally sustainable manufacturing processes and supply chain operations has turned out to be an advantageous strategy to win the confidence of consumers and retain them. Corporate social responsibilities (CSR) and their sustainability consideration are also highly appealing to Millennials and Gen-Z consumers (Prado Perez, 2020).
· Consistent expansion of portfolio: The consistent expansion of its portfolio by Unilever has turned out to be one of its most beneficial strategies to generate return on investment (ROI) and considerable revenue every year. As depicted in the below graph, Unilever earned a major proportion of revenue by selling a certain category of products in the year 2022 Including cosmetic products and edibles (Gabrielli and Baghi, 2020).
[image: ]
Figure 1. Most profitable products portfolio of Unilever in 2022
Source: (Statista, 2022)
[bookmark: _Toc163084874][bookmark: _Toc163086300]Resources and capabilities of Unilever 
Understanding the resources and assets acquired by Unilever can be important to understanding its business inclinations and the feasibility of strategies that it has decided to implement in the routine operations. The resources and capabilities of a business organisation refer to both tangible and non-tangible assets acquired by it to sustain the routine operations. The below mentioned segments are dedicated to evaluate the alignment of these resources and capabilities for Unilever in the FMCG and retail market. 
[bookmark: _Toc163084875][bookmark: _Toc163086301]Resources acquired by company
· Diversified range of portfolio: One of the most crucial and beneficial assets acquired by Unilever is its large range of products that are associated with well-known brands in the sector of cosmetics edibles and daily essential products related to nutrition and home care. Brands of edible products such as Knorr and Lipton I have been associated with Unilever for considerably long time (Binti-Tsuraya, et al, 2023). 
· Interconnected network on global scale: The network of stakeholders associated with Unilever is interconnected and well maintained on a global scale with a concrete command chain of supplying manufacturing and distribution. This interconnected network allows the organisation to reach to the most potential consumers and segment them according to the convenience of market expansion. 
[bookmark: _Toc163084876][bookmark: _Toc163086302]Unilever’s capabilities in current scenario 
· Unconventional customer acquisition: Unilever has adopted several traditional and unconventional strategies for acquiring and retaining the consumers which includes alluring them emotionally and segmenting them on the parameters of geographical and demographic background. Brand endorsement by influencers is also one of the most effective strategies for customer acquisition adopted by Unilever (Reza, 2020).
· Displaying CSR and sustainable approaches: following the parameter of environmental sustainability and carbon footprint, Unilever is able to claim its considerations of environment friendly manufacturing and transportation. The approaches of environment friendly business operations are also appreciated by millennials and Gen-Z consumers who are targeted by the company. 
The strategies of the company for aligning the current business environment with potential resources and capabilities are commendable. Multiple streams of generating revenue and return on investment (ROI) are accountable for making the financial balance of concrete and stable (Oluwatayo, 2022). With the diversified portfolio and affiliation with the most renowned brands in daily essential goods on retail sector, the organisation has considerably large base of potential consumers. 
[bookmark: _Toc163084877][bookmark: _Toc163086303]Success rate of Unilever based on competitive position 
Along with internal aspects and operational environment of a business institution, there are also several macro environmental factors such as competitive rivalry that shape the success rate of an institution. Utilisation of VRIO model has been done in the further segments To comprehend the competitive position of Unilever by evaluating the rarity, value and limitability of products offered by this institution. 
	Strategies 
	Valuable
	Rarity
	Imitability
	Organisation

	Appealing brand portfolio 
	The portfolio based on diversification services is quite valuable and highly appreciated by consumers.
	Having a large portfolio and retail industry is not a rare characteristic in the current scenario as many retail institutions (Cheng, 2021).
	This strategy is not feasible for small or medium size enterprises but commendable for large corporations.
	This characteristic is a unique selling point in itself and defines the vision and mission of the Unilever.

	Vast supply chain and network
	Having a large network of suppliers and stakeholders is not only valuable but essential for a renowned retail corporation.
	Such vast network of transportation and manufacturers is moderately rare in the retail sector and FMCG institutions over the world. 
	Due to the excessively high requirement of monitoring investment, this characteristic is not imitable for SMEs.
	The larger scale supplier has become a necessity for the routine operations of Unilever in the retail market.

	Affiliation with renowned brands and stakeholders 
	Providing the services of most trustable brands is a unique value proposition of Unilever which gives profitability 
	Collectively providing such a large and diverse range of products offered by big brands is rare in the retail sector 
	The imitability of this characteristic of is remarkably low for contemporary organisations. 
	Affiliating with the well-known brands in edible and cosmetic sectors give it an exclusive image in the market. 


Concluding Unilever’s competitive advantage over the contemporary organisations using the VRIO model, it can be stated that some of its approaches are rare and not imitable by rivals. Although, the characteristics of this institution such as having a vast supply chain network and affiliating with the renowned brands is feasible to be meditated by giant retail and fast-moving consumer goods companies (Ullah, 2021). However, these strategies are not feasible for small and medium sized enterprises (SMEs), which shows that they do not pose any considerable threat to Unilever’s business model. 
[bookmark: _Toc163084878][bookmark: _Toc163086304]Considering sustainability and environmental CSR 
The manufacturing and transportation processes of retail and fast-moving consumer goods sector is often accused for contributing in carbon footprint index and deteriorating environmental sustainability. Along with that, a lack of infrastructure for managing the waste is also often absorbed to contribute at this sector being responsible for natural resources’ pollution and over consumption. However, there are numerous claims made by Unilever to successfully counterattack these environment pollution related accusations on a global level (Modreanu, et al, 2021). The below mentioned segments are dedicated to evaluate these initiatives are taken by Unilever to claim the considerations of corporate social responsibilities (CSR) for gaining trust of consumers and retaining them for long term. 
· Decreasing pollutant emissions: It is one of the future objectives in the action plan of Unilever to reduce the pollutants and carbon-based emissions to a negligible extent by the year 2039. Utilisation of energy resources that are renewable and elimination of fuels that cannot be replenished on earth’s crust are the strategies that are planned to be implemented in the future operations (Raj, 2023). These energy resources are expected to be utilised in both manufacturing and transportation operations of Unilever.
· Managing operational waste: Cultivation of wastage is one of the most significant problems of corporate sector industries that are based on tangible products especially the daily essential goods that are wrapped in non-biodegradable packaging. These non-biodegradable packaging are made of plastic and polymer products that creates a drastic impact on environmental sustainability and balance in the long run. Only by the year 2015, Unilever aims to decrease the utilisation of such plastic packaging by half. 
· Mitigating agricultural deteriorations: There are certain daily use and FMCG products that are obtained by massive surge of deforestation and unethical practises of agricultural deteriorations (Sabtika, 2021). Unilever claims to only affiliate with brands that are not involved in such activities and only support the edible products that are grown organically without causing any harm to agricultural properties. Suppliers being liable for damaging the natural habitats is an issue addressed by Unilever.
The above-mentioned initiatives are claimed to be taken into consideration by Unilever in its manufacturing and transport related operations. These initiatives also provide a competitive advantage to this organisation since it is appreciated by environmental conscious consumers (Chernobay, et al, 2020). However, majority of claims made by Unilever are still in implementation stage and are not accomplished completely till the date. Therefore, not being able to achieve these objectives in the future can also negatively impact the brand image of this organisation. It also needs to be in the consideration of the higher authorities that these claims are not just marketing gimmicks to attract environmental conscious consumers. Lack of transparency in the statistics related to environmentally friendly practises and corporate social responsibility (CSR) approaches can also lead to decreasing trust of consumers. 
[bookmark: _Toc163084879][bookmark: _Toc163086305]Strategic direction for Unilever in future 
A well classified action plan for the future operations of Unilever can turn out to be beneficial for mitigating the prospective risks related to different macro environmental aspects and influences. The below mentioned segments are dedicated to give strategic directions to this organisation by utilising the PESTLE model of analysis. 
	Factors
	Action plan based on micro-environmental factor

	Political 
	The rules and regulations determined for packaging and labelling the daily essential products can change depending on changing governance in different countries where Unilever operates. Therefore, addressing these criteria of policies is essential for Unilever to maintain brand image

	Environmental 
	Unilever meet to adhere by the claims it has made for environmental sustainability initiatives such as endeavouring for reducing the carbon emission and transportation and supplier chain processes. Waste management is also an issue which is not resolved (Pardo Perez, 2020). 

	Socio-cultural 
	Socio cultural concerns are impactful for the consumer segmentation of different criteria such as geographic and demographic parameters to understand the scalability of products offered by the organisation. These concerns are also important to understand their buying behaviour.

	Technological 
	The organisation needs to continue addressing the adaptation of technological aspects for establishing a potential market on online platforms and portals. E commerce has proven to be essential for ensuring the convenience of consumers while purchasing (Laursen, 2023)

	Legal 
	Unilever needs to assure that the organisation is not making any falsified claims regarding their initiatives and endeavours for mitigating the environmental sustainability challenges. Lack of transparency in such information can lead the organisation to indulge in legal challenges.

	Economical 
	Increasing prices of renewable energy resource investment can be a potential challenge for the organisation in its future operations. 


[bookmark: _Toc163084880][bookmark: _Toc163086306]Conclusion and recommendations 
By understanding the current competitive position and corporate strategies of Unilever, It can be concluded that the approaches of customer acquisition and gaining the trust of large consumer bases are commendable. However, the organisation needs to ensure that its claims regarding environmental sustainability and corporate social responsibilities (CSR) are not falsified or partially transparent. Furthermore, the enhancing prices of both renewable and non-renewable energy resources can also pose a potential challenge for Unilever in the future operations. For the future action plans, a detail-oriented evaluation of stakeholders and supply chains is recommended for the institution to sustain its diverse and large product portfolio. 
Recommendations 
Based on the current position and future action plans of Unilever, Certain recommendations can be offered as described below.
· Emphasising reusing and recycling: Reusing and recycling are appreciated by environmental conscious consumers and specially millennials and Gen-Z customers Which can be considered to magnify its brand image.
· Avoiding misleading claims and information: The organisation should avoid making the claims that are not feasible in near future in the context of environmental sustainability and carbon pollution mitigation. 
· [bookmark: _Toc163086307]Magnifying online presence: Being already established in supermarkets and offline platforms, Unilever should now emphasise more on being available on online portals and E-commerce channels to ensure the convenience of consumers. 
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PESTLE model of macro environmental analysis 
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Porter’s five forces model 
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VRIO model to analyse competitive position 
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