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1. [bookmark: _TOC_250008]Introduction

Strategic management refers to the overall development and deployment of plans to help a business accomplish its goals or objectives (Rothaermel, 2019). The procedure involves formulating strategies, planning the entire organizational structure, and resource allocation. It could also lead various change initiatives and control every process and resource accordingly. A clear and dynamic procedure is utilized to formulate every vital step and deployment. Sustainable growth and development can be identified in the process so that negative impacts are eradicated.
An efficient organizational performance can be observed, and it can lead to manageable growth. It also ensures that strategic planning and analytical thinking aspects are focused as a priority so that the existing risks and issues are reduced (Henry, 2021). As a result, organizational sustainability is enhanced, and maximum efficiency is gained without any complexities. This report provides a brief discussion of the strategic analysis of Unilever PLC with relevant tools and techniques.
2. [bookmark: _TOC_250007]Organizational Background

Unilever PLC is a leading and successful British multinational fast-moving consumer products organization that has been operational since 1929. The organization has its headquarters in London and has been successful in ensuring maximum efficiency and effectiveness. The organization's most significant products include beauty products, cleaning agents, energy drinks, instant coffee, pharmaceuticals, soft drinks, ice cream, hygiene and healthcare products, and many more (Unilever.co.uk. 2024). The organization has ensured that the products are available in more than 190 countries, and the largest brands include Ben & Jerry’s, Knorr, Sunsilk, Sunlight, Magnum and many more. The organization is segmented into different business groups that include beauty and wellbeing, ice cream, nutrition, home care and personal care. The

organizational revenue recorded in 2023 was 59.604 billion euros, and the operating income was 9.758 billion euros. At present, more than 127000 individuals are working in the organization, and they have been considering proper strategies to deal with the changes and aspects accordingly.
3. [bookmark: _TOC_250006]Discussion

3.1 [bookmark: _TOC_250005]Identifying Key Business and Corporate Strategies

Unilever has been successful in its business procedures and operations to ensure that maximum efficiency and effectiveness are gained. The main purpose of the organizational strategy is to make sustainable living commonplace and even ensure that the most exceptional performance would be inspired under every circumstance (Business Strategy of Unilever. 2024). The organizational management has ensured that they have successfully integrated the global strategies with every local community so that they are successful in attracting all consumers who are attracted to the products or services accordingly. The business has better success attributes that eventually capitalize on the overall power of data and technology. Moreover, consumer needs have shifted, and this could be considered responsible for tackling every major challenge of social inequality and climate change (Corporate Strategy of Unilever. 2024).
i) Porter’s generic strategies are responsible for describing the process of a business pursuing competitive benefit within the market scope. There are four distinctive strategies: cost leadership, differentiation, cost focus, and differentiation focus (Hunger, 2020). The generic strategy mainly considers the selection of a narrow competitive scope in the industry. These strategies also detail the interaction within cost minimization strategies, market focus strategies and product differentiation strategies. For Unilever, it is identified that competitive benefit is based on product development approaches. This specific aspect is responsible for integrating research to address every major market need in the business procedure or operation. Moreover, the

organization also maintains growth through a proper combination of different growth strategies. Unilever has been shifting the overall prioritization of intensive growth strategies based on the consumer goods market (Fuertes et al., 2020). Such an entire combination of generic competitive strategies as well as intensive growth strategies also ensures that there will be continued success within global operations.
Unilever has been using broad differentiation as the main generic strategy to gain competitive benefits in the market. The main focus of this specific competitive strategy is to improve or enhance new features or characteristics that could make the organizational consumer goods different from other competitors (Hill, Schilling and Jones, 2020). An example would be Unilever, which produces personal care products, such as Dove Cream Bars, to satisfy the requirements and needs of every consumer for soap that is not harsh. Despite such high selling prices, Unilever products are extremely competitive as they are differentiated from various soaps.
As a result, the product is extremely successful and is extremely popular among consumers with the differentiated product. The vision and mission statement of the organization would increase vitality within consumers' lives so that global sustainability would be supported. A strategic objective has been identified to focus on the intensive efforts for product development. The objective emphasizes the overall development of products that stand out from the high competition (Mintzberg, Ahlstrand and Lampel, 2020). A financial objective related to the generic strategy is the organization's growing revenues in every developing country.
ii) The second major technique in organizational strategic analysis is the Ansoff matrix.

This strategic planning tool provides a framework to help marketers, senior managers, and executives devise strategies for business growth or development. The four quadrants of the Ansoff matrix are market penetration, product development, market development, and diversification.

a) The first strategy is market penetration, and Unilever has applied this specific strategy for its primary intensive growth strategy (Barney and Hesterly, 2019). The organization has been enhancing its sales volume to enhance overall revenues and business growth. It has also been identified that Unilever has been selling its products in existing markets like Canada and the United States. Unilever has applied an intensive growth strategy to make its products more attractive and competitive. The strategic objective is linked to the intensive strategy so that they gain success in the consumer goods market.
b) Product development is the second strategy of the matrix that ensures that the organization is applying the intensive growth strategy. Unilever has introduced new products to address every consumer need. Innovative personal care products have been released over time to enhance and maintain organizational market shares (Steiss, 2019). The organization has considered proper product development so that uniqueness is identified and competitive benefits are gained.
c) The next aspect of the Ansoff matrix is diversification, and Unilever has been using this specific strategy to support its intensive growth strategy. To ensure that they would be diversified in the sector, the organizational management has considered mergers and acquisitions, in which they have acquired other businesses. The main target was attracting new consumers from the acquired businesses and getting a vast segment of customers.
d) The final quadrant is market development, which acts as a supporting strategy for Unilever (Teece, 2019). The organization has grown after entering new market segments, and it has been considering marketing the current products as new solutions so that every unaddressed requirement in a consumer goods market is fulfilled.

3.2 [bookmark: _TOC_250004]Analyzing Resources and Capabilities

Unilever's organizational resources and capabilities have been extremely distinctive and effective. These resources and capabilities have ensured that the organization gains maximum efficiency and competitive benefits in the existing market. Unilever has five strategic choices, and these include winning with the brands as a major force for good, developing the portfolio into high-growth spaces, accelerating the growth in the US, China and India, leading in the future channels and building a purpose-led, future-fit organization as well as growth culture (Five Strategic Choices of Unilever. 2022).
i) The organizational resource allocation can be evaluated to identify its alignment with business strategies and operations. Such evaluation can be done using value chain and value system analysis. The organization has been spending most of its resources on the successful execution and sustaining of research and development activities to manufacture various high-quality products and diversify the products and market (Ferlie and Ongaro, 2022). Moreover, the organization has also emphasized market leadership to provide scope to several brands.
Unilever has successfully implemented and considered five primary Value chain activities: inbound logistics, outbound logistics, operations, marketing, sales, and service.
a) The organization has considered inbound logistics so that inputs, like raw materials with resources, are purchased, and they have also included third-party logistics services to deliver the products. Unilever has been successful in inventory management with inbound logistics so that maximum efficiency is gained and competitive benefits are enhanced.
b) The second primary activity is outbound logistics, and Unilever has implemented material handling and warehousing approaches. Being a part of the consumer goods industry,

Unilever has been transporting the received products within the facility and even preparing them for future use. Warehousing and storage have been considered for fulfilling demand in the continued sales with the surplus of products within storage.
c) Unilever has considered proper operations to ensure maximum effectiveness. They have been simplifying, speeding up, and becoming more agile, as well as focusing on different categories so that better empowerment and accountability are identified. These operations include providing a vast category of products, including food, beverages, beauty and personal care products, home care products, and minerals.
d) These resources are also used for marketing and sales, for which Unilever has considered aspects of advertisements and promotion to reach several consumers in the market (Ketchen Jr. and Craighead, 2020). Advertisements have helped individuals gain knowledge of the benefits of the products or innovations. Moreover, Unilever has focused on data-driven marketing, and as a result, they deliver personalized experiences and run targeted campaigns (Advertising and Marketing of Unilever, 2024).
e) The final primary activity is service, which Unilever has considered to ensure that better results and effectiveness are gained. The organization has implemented a customer complaint service and help center to ensure that customers can lodge their complaints regarding any product or service. As a result, the negative impacts can be reduced and managed without any complexities.
The second aspect of the organizational value chain is secondary activity. Four secondary activities are identified in this aspect, and these include procurement, research and development or technology development, human resource management, and firm infrastructure.

a) Unilever has considered investing its resources heavily in research and development.

The involvement of R&D has been responsible for supporting innovation for the products or services. They have established different centralized facilities in different countries like the Netherlands, the US and the UK and several smaller laboratories are also included to maintain an alignment with the business strategy to become successful in the respective market (Bogers et al., 2019). It also implies that the organizational management has ensured they are integrating technology in R&D activities to gain competitive benefits and utilize resources to accomplish business goals.
b) Procurement at Unilever has been prioritized, and the organization has invested 33 billion pounds in maintaining a diversified portfolio of suppliers (Suppliers of Unilever. 2024). This has also helped them ensure that the suppliers are from different parts of the world and can provide services to their customers under every circumstance.
c) Unilever's HRM has been committed to providing employees with skills fit for staff responsibilities (Strategy and Goals of Unilever, 2024). The HR department has invested resources in conducting training programs and practices to improve these skills. As a result, talent development and retention will be facilitated, and competitive benefits will be enhanced.
d) The organizational infrastructure provides a centralized approach to the staff so that real estate and personal property are improved. Machinery and equipment are implemented and focused with a proper result and efficiency. As a result, the decisions are undertaken accordingly, and they provide value for their competitive benefits.
ii) The organizational resources and capabilities can be evaluated using the VRIO analysis.

These resources and capabilities are responsible for ensuring that they are valuable, rare,

inimitable, and organized (Wang et al., 2019). VRIO analysis is also required to ensure that the organizational resources are contributing to the market position accordingly. A detailed VRIO analysis of Unilever’s resources and capabilities is provided below:

	Resources and
Capabilities
	Valuable
	Rare
	Imitable
	Organization
	Competitive Benefits

	Intellectual property

rights
	Yes
	Yes
	No
	Yes
	Strong competitive

benefits

	Customer support
	Yes
	Yes
	No
	No
	Strong competitive

benefits

	Competitiveness
	Yes
	No
	Yes
	Yes
	Medium competitive

benefits

	Access to critical

raw materials
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive

benefits

	Brand awareness
	Yes
	Yes
	No
	No
	Sustainable competitive

benefits

	Pricing strategy
	Yes
	No
	Yes
	Yes
	Low and temporary

competitive benefits

	Brand positioning
	Yes
	No
	Yes
	Yes
	Temporary competitive

benefits


Table 1: VRIO Analysis of Unilever

(Source: Created by the Author in MS Word)

The above table has shortlisted seven significant Unilever resources and capabilities that have been providing strong, medium, low, and temporary competitive benefits to the organization. They have ensured that management focuses on the requirements of such resources and capabilities so that the existing business procedures and operations can be improved under every circumstance.
3.3 [bookmark: _TOC_250003]Evaluating Strategy in Action

The overall success of the organization can be evaluated by implementing the business and corporate strategies in the business procedures and operations. They have been competing in the existing market and creating competitive benefits over their competitors. The SAF framework or suitability, acceptability and feasibility framework can be applied to evaluate the overall effectiveness of the organizational strategies (Wenzel, Stanske and Lieberman, 2020). The organizational business strategy is to make sustainable living commonplace so that the overall performance will be exceptional and more effective. The corporate strategy is striving to do better for society and the world so that limited harm would be done to the entire society. Social and environmental issues would be acted on that would be facing the world, and the overall lives of all consumers would be enhanced with innovative, high-quality and sustainable products. As a result, an agile business would be identified, and maximum efficiency would be achieved.
i) SAF for the business strategy can be evaluated to ensure that better results would be gained. Suitability analysis has assessed that Unilever has been successful in exploiting every key opportunity and avoiding threats in the market. As the strategy is to set priorities, they have been successful in identifying every key strategic issue. Hence, they have considered a core focus on the operations to ensure that a sustainable commonplace would be made for the individuals or consumers (Johnson et al., 2020). The second vital aspect is acceptability, which is mainly concerned with the process of strategic analysis to be maintained by stakeholders.

It also considers the support level of those impacted, and every risk would be involved to ensure that the negative impacts would be resolved. For example, Unilever has invested additional resources to ensure that the business strategy is successful and that major returns are anticipated. The outcomes would be aligned with the expectations and values of the stakeholders. The final aspect is feasibility, which successfully examines the practicality of deploying the major strategy. Unilever has ensured that there will be proper finances, personnel, and technology to support the organizational strategic development (Teece, 2019).
ii) The second aspect of SAF is Unilever's corporate strategy. They have considered new social and environmental issues to ensure that maximum competitive benefits are gained without any complexities. The strategy is extremely suitable as the management has focused on new attributes to ensure that there would be an alignment with the organizational core capabilities, such as brand positioning and customer segment. The suitability of the organization ensures that proper usage of every existing client relationship is maintained (Barney and Hesterly, 2019). As a result, the existing risks related to the new product development are reduced.
The corporate strategy of Unilever can be considered acceptable as the management did not face any challenges in implementing the procedures and operations to address business and market demands without any complexities. Competitive differentiation has also been identified in business operations so that the major capabilities can be enhanced. Unilever has also considered strategic acquisitions to develop every new service (Hunger, 2020). The corporate strategy is also feasible as they have gained support from all personnel to execute the business procedures and operations. Moreover, the investors have provided additional finances to ensure that the organizational existing processes are improved.

3.4 [bookmark: _TOC_250002]Evaluating Sustainability Efforts

Unilever’s sustainability efforts can be examined with the consideration of organizational policies and actions. They are determined to prove that there would be a purpose-led and future- fit business model. This specific model is responsible for superior performance, and the organizational management has ensured that they are delivering growth that is competitive, responsible, profitable, and consistent. A major sustainability effort that Unilever has identified is climate action (Sustainability Efforts of Unilever. 2024). They have been considering providing scope and opportunities to the community to take action and focus on new brands.
It has also been identified that management has been protecting and regenerating nature so that an ecological balance is maintained. They are on a mission to reverse natural loss to gain better results and efficiency. A waste-free world is also maintained with lean operations in Unilever so that waste management is considered. The other major sustainability efforts include positive nutrition, health and wellbeing, raising living standards, equity, diversity and inclusion, and finally, respecting human rights so that exploitation and unfairness are eradicated (Sustainability Efforts of Unilever. 2024).
According to the organization's annual report, Unilever has prioritized gender equality and focused on CSR activities. As per the data of 2023, the organizational management contains 55% female and 45% male candidates (Annual Report of Unilever. 2023). Hence, the performance culture is developed with a new transformational agenda. In 2023, the organization relaunched its people strategy to focus on several positives of the new category-focused company, even requiring further work procedures. They have set the goal of focusing on the planet and society in 2024, and they will be embedding sustainability into the business procedures. Four key priorities are considered: climate, livelihoods, plastics, and nature (Annual Report of Unilever. 2023). It has

been identified that there has been a reduction of greenhouse gas or GHG emissions in the operations of -74% in 2023. Moreover, there had been scope 3 GHG emission for net zero carbon emission of 52.13. Unilever has also focused on a deforestation-free supply chain of 97.5% and a reduction of virgin plastic by -18% (Annual Report of Unilever. 2023).
4. [bookmark: _TOC_250001]Conclusion

Hence, it could be concluded that Unilever has implemented different strategies and plans to ensure its success in gaining maximum competitive benefits and efficiency. Setting a roadmap and an actionable plan for the business processes and operations will fulfill every future goal. Seven major factors of strategic management include strategy, systems, staff, style, shared values and structure. The most distinctive core elements of strategic management and sustainability in Unilever include customers, channels, communication, coordination, cost, competitors and capabilities. Business and corporate strategies have been identified for Unilever, and resources and capabilities have been analyzed. Moreover, the strategy in action is evaluated using the SAF framework. This report provides a detailed discussion of Unilever's strategic management analysis with relevant descriptions.
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