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INTRODUCTION
The process of managing resources within an organisation to maintain and obtain the accomplishment of business goals and objectives is known as strategic management. Company undergoes a number of stages in the organised processes of strategic management, consisting of inspecting the market competition and evaluating internal capabilities Fuertes, (Alfaro, Vargas, Gutierrez, Ternero, and Sabattin, 2020). The report will identify the key business and corporate strategies of the Unilever organisation. The report will also discuss the capabilities and resources of the organisation. Additionally, the report will analyse that how successful the company has been in implementing the corporate strategies to compete in the market. Furthermore, the report will evaluate the competitiveness of the organisation considering sustainability and the environment. Lastly the report will discuss about the organisation’s strategic direction in the future.
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Key corporate and business strategies are practiced with the goals of satisfying a competitive advantage and encouraging growth. Business strategies that can be adopted to maintain a competitive position in the market are identified as Porter generic strategies. Differentiation, cost leadership, and focus are the three different Porter generic strategies. Unilever can attract customers who are significantly attracted and personalised with the help of this strategy. Unilever sustains its competitive edge in the market by constantly meeting customer needs and demands by emphasising on the Porter generic strategies (Hernandez, and Menon, 2021). Businesses decide their strategies based on their resources and capabilities. Example, Unilever is a producer of personal care products like Lux. Even after the pricing strategy for this product is been raised in comparison of other products in the market, Unilever's commodities are still competitive because of the good quality and value that the company has earned. 
On the other hand, businesses use the Ansoff matrix, which is a market expansion framework, to plan and estimate their growth strategies. The four strategies that the Ansoff matrix contains are product development, market development, market penetration, and diversification. Market penetration is a strategy utilised by businesses to struggle and get a higher share of the current market. This is accomplished with the help of low cost product offerings, aggressive marketing techniques to captivate the consumers. Unilever focuses completely on broad differentiation, which is accomplished by effectively meeting market demands and product enhancement. Market development is the process of looking for new markets whereas discover product development is the process by which organisations appear to introduce new products into their current markets and lastly, diversification is the process by which company find to explore new markets with new product offerings. Hence, Unilever's growth strategy aims primarily on market penetration. To achieve this, the company adopts a variety of strategies to boost sales and revenues in its current operating markets. Since Unilever has an extensive global approach, the company benefits to a great extent from being able to advance its sales in several different markets.
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Value Chain Model assist in determining the activities that assist the company to create value for its customers. It includes primary and supportive activities that leads from production, its transportation and supporting activities that contributes to effective functioning (Wu and et.al, 2023).
Unilever relies on its resource and capabilities to maintain its competitive edge. The company is majorly focussed on innovation. The Value chain assist in identifying the activities that adds value to its system and offers competitive advantage. Its strategic plans are focussed on creating a value that products offered are better than competitors. Its major resources comprises of financial resource, technological, human etc. The company allocates the resources to create a competitive advantage and enhance market share.
Financial Resource- Company has focussed on investing the finance for its operational growth. The organisation has strategically invested the 949 billion revenue of 2023 towards Product innovation, Research and Development, promotions, sustainable initiatives etc. (Unilever, 2024). It has allocated major portion towards digital technology for improving its operational process and customer’s engagement with the brand.
Human Resources- Unilever employee a huge workforce of around 150000 employees spread over various geographical locations to operate its functions (Statista, 2024). It focus on breeding own talents along with the diversification and innovation for enhanced performance. It also focuses on development of future leaders and safety and security employees. By the strategic allocation, it targets to appeal the top talents from job market and offering them opportunity for career growth.
Physical Resources- It has also made allocation for improvement of manufacturing centre, offices, production unit and distribution centres. Unilever with a motive to enhance its supply chain and eliminate the environmental impacts, it has initiated to optimise the supply chain. With the investment in logistic technologies, the company is able to fulfil demands along with attaining the sustainability goals of reducing carbon footprints and managing waste (Maharani and et.al, 2022).
Technological Resources- Unilever has amplified its investment in technology for transformation to digitalisation. It has implemented data analytics, AI, Block chain to enhance its operations like product development, market insight, consumer behaviour history, and price and supply chain optimisations. The technology has also enabled in strengthening the marketing to enhance the consumer engagement and customer loyalty to compete with rivals.
Research and Development- The investment in R&D foster product innovation, sustainability and develop the customer oriented solutions. With this, the company aim to develop the product which is favourable for environment, caters to customer preferences and improves the living standards of people (Reza, 2020). It also aims to confront and mitigate the challenges like climate changes, inappropriate usage of resources which the industry is being targeted for.
Strategic Partnership- Company has also strategically allocated its resource for forming partnership with supplier, local business, and distributors etc. which ensure smoother operation of business. The partnership are focussed with a view to expand market share, innovative products, sustainable initiatives etc.
VRIO Analysis
	Resources
	Value
	Rare
	Imitable 
	Organised
	Competitive advantage 

	Customer network
	Yes 	
	Yes
	It is imitable
	It depends on loyalty and consumer preferences
	Medium to short term

	Product portfolio
	Yes
	Yes
	Yes 
	Yes 
	Short term advantage as it requires consistent innovation.

	Skilled workforce
	Yes
	Highly rare
	Not imitable
	Yes
	Strong long term advantages

	Supply chain
	Yes 
	Yes
	Yes 
	Yes 
	Long term advantages
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The company’s growth has been credited to the effective strategies that is utilised for its aims of corporate growth as well as for achieving the advantage over the competitors in different regions of its operations. The foremost strategy identified is the differentiation strategy by which is able to obtain the various competitive advantages. This has assisted the company to maintain a distinct brand image amongst its competitors (Zhao and et.al, 2020). This enable the company to focus on features of the product by which goods are distinctive from other rivals. It is able to differentiate its products as the strategy is inclined towards the product innovation in which the company heavily allocates its investments. Although this reliance on innovation leads to cost disadvantages for the company as once but with the creative abilities and innovative minds of its product researcher, the company has able to develop products which are different than competitors and offers long term competitive advantage in market.
For the purpose of growth the, company follows the market penetration. In this it focusses on expanding the market share in existing market. This strategy relies on aggressive marketing to target the customers and appealing them towards the brand through exciting offers to appeal large audience. This focus on existing market allows the company to navigate the risk that potentially comes with extend to another unpenetrated market and utilise its presence and brand value to grow its market share. The market penetration is equipped by company due to its recognition as low risk and higher gains in form of market share and revenue. Its implementation by Unilever shows its commitment to stabilising its share in global market and getting the benefits of competitive edge, while ensuring sustainable growth. This strategy by Unilever boost the market share but also lead to increased loyal customer base. This strategy entails that the company is actively striving for growth, profitability and revenue even in the face of increased competition in retail environment.
SAF Criteria
		
	Differentiation
	Market penetration 

	Suitability 
	Differentiation strategy assist the brand in developing reputation in market. It suites the Unilever because with this approach the company is able to develop the distinctive and exclusive products which are easily recognised by its core audience. This help in differentiate its product in term of quality and application and satisfaction. The technological advancement and R&D helps the brand to innovate its products.
	Market Penetration strategy ensure lower risk and high advantage of increased market share (Kalogiannidis and Mavratzas, 2020). This strategy is useful to enhance market share in existing market. Through its resources and capabilities like product portfolio, brand image, customer loyalty etc. the firm can penetrate the market successfully.

	Acceptability
	This is acceptable because of lower risk and high return in the form of competitive advantage. This is also evident from the company’ commitment to allocation of finance, technological resources in delivering the distinct product from other retailers. 
	This strategy is acceptable due to the concern that it do not involve major investment which is associated with the expansion of operation in completely new market. This strategy comprise of initiatives like increased promotions, customer preferences tailored campaigns, product lines etc. that is advantageous for company.

	Feasibility
	It is feasible because the company offers varied range of products. It also consistently working for improvement through innovations and research. This gives the company assured advantage of distinction from competitions. The risk linked is also variable as it depends on the innovative idea.
	It is also feasible strategy for the brand. This is due to resource capabilities of Unilever. The brand has valuations, brand image, skilled and proficient workforce, the infrastructure and the technology which leads the company towards growth in feasible manner without having major negative implications.
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Unilever has implemented several sustainability measures and decision that aims to protect environment. The company has diverted its orientation form shareholders to positive influence on environment by introducing the USLP in 2010. With this practice, the company showed massive reduction of up to 32% in greenhouse gas emissions since the launch. Under this the company defined the various targets (greennetwork.asia, 2021). It also emphasis of sustainable sourcing by launching Sustainable Agriculture Programme in which it collaborates with local farmer, suppliers to encourage implementation of sustainable practices. Through this program, it aims to conserve the natural habit, forests and diversity of the planet. This program has resulted in advantages for small farmers with generating profits from their crops and also assisted in conservation of forest up to 700000 hectares (Unilever, 2023). It has entered into alliance with Rainforest Alliance for palm oil sourcing. The company also used the technological resources to decrease the carbon footprints in environment. It has made commitment to complete elimination of greenhouse emissions from its plant by 2030. To achieve sustainability in its manufacturing process, the company has used water management technology along with renewable energy in manufacturing operations. It has also planned to transform its plastic waste from packaging to completely reusable and recyclable by 2025. For this purpose it has invested in the development of innovative solutions that minimise the waste. It has also started the Looped initiatives that utilise the reusable packaging for products. The organisation is also concerned with the ethical marketing initiatives to develop trustful relationship with customers (greenbiz.com, 2023). In product promotions and marketing, it ensures the following the ethics and ensure transparency in information in advertisements, protect the customer information and protect children as well. For its ethical marketing practices, the organisation was acknowledged by World Federation of Advertisers. With the campaigns like Real Beauty, the company promotes the self-acceptance and disregard the unrealistic beauty standards (campaignlive.co.uk, 2023). The company also utilises its global brand name for raising awareness of the environment and social concerns. The organisation has collaborated with Global Plastic Action to create awareness about the sustainable practices and the challenges being faced by environment.
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For more focussed sustainable approach for competitive advantage in future, the organisation can undertake several initiatives. It can implement circular economy principles in operations. Under this, such products can be designed by renewable material that can be recycled. This will eliminate the waste linked with product cycle. It should also utilise the loop model across its products packaging that will enhance profitability and positive environment impact due to low cost and reusable material. It should also focus on transforming its entire operations to be powered thorough renewable energy like solar and wind energy. This will lead to meeting its carbon emission goals easier and also gives cost advantages. This will also lead to bringing the environmental conscious people closer to the brand. The brand already source its palm oil through sustainable sourcing, however it should extend the sourcing of more raw material like soy, paper, oils from producers who use sustainable practices. This will remove the risk of environment loss concerns. It should offer certification to suppliers for collaborating with the brand and get long term relationship advantage with global brand. To strengthen the brand reputation among the community, the company should focus on enhancing the employee experience by making sure that the employee’s concerns regarding the safety, security, equality in the workplace is considered priority. It can also enhance the community support by organising the programs that are for societal benefits like raising funds for cause, women empowerment etc. Such initiative can offer unique identity to brand amongst competitors.
The company should continuously engage in market research, analyse customer preferences, trends, behaviour and sustainable techniques to make innovative products that meets the customers as well as environmental needs. This can be using complete overhaul of packaging by switching to paper based packaging, biodegradable packaging etc. It should also make aware the customers about the various initiatives, ethical practices, the sustainable procedure, technologies it takes with clear communication, so that the customer’s assurance with the brand can be increased. This results in fostering large and loyal customer base for long term. The company should focus on cost effective sustainable measures which leads to the improvements like optimum resource utilisation, energy usage, water utilisation, waste reduction. This will ensure the advantage of profitability from operations and eliminate the risk of huge investment in situations of technological or regulation changes.
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The report was about the strategic planning. The report detailed about the Unilever’s key business and corporate strategies by using the Porter and Ansoff Matrix. The report also discussed about the resource and capabilities of the company by using Value chain analysis and its alignment with strategies. It also described the implementation of strategies has contributed in competition and advantage over the competitors in market. Further, it has detailed about the sustainability initiative taken by company that assisted to compete further. Moreover, it detailed about the future strategic choices by implementing the sustainability practices and recommendation to have competition advantage.
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