2




Table of Contents
Introduction	2
Key business and corporate strategies	2
Identification and Analysis of Business Strategies	2
Identification and Analysis of Corporate Strategies	4
Porter’s Generic strategy	5
Ansoff matrix	6
Frameworks Used for Analysis	8
Alignment of resources and capabilities to its current business	8
Value Chain	9
VRIO analysis	10
Evaluation of strategy implementation	11
Competitiveness and sustainability	12
SAF Framework	12
Future strategic directions	13
Recommendations for Future Sustainability Practices	13
Conclusion	14
References	14
Appendix	15




[bookmark: _Toc164845835]Introduction 
In the contemporary world of business sustainability has become the most crucial factor in the development of business at an international level. Sustainable strategies take time in implementation, but it reflects effective progress.  Unilever PLC is the chosen organization which is a multinational company and headquarters of the organization is situated in London, United Kingdom. The organization was founded by William lever, 1st Viscount Leverhulme in the year 1929.  Unilever is organized into five business groups such beauty &wellbeing, personal care, home care, nutrition, (Unilever PLC, 2024b)and ice cream. The organization offers goods and services in 190 countries across the globe. Unilever contains various brands like Dove, Lipton, Ben & Jerry and Knorr among others. Additionally, the organization is committed towards the maintenance of sustainable business   practices with the motive of reducing environmental impacts effectively and efficiently. In the retail industry Unilever is one of the prominent players in the retail industry and fulfilling the demand of the various demographics effectively and efficiently (Unilever PLC, 2024b). 
The main purpose of this report is to conduct a strategic review and examination of the corporate and business strategies of the organization. Additionally, this report will critically evaluate the effectiveness implemented strategies of the organization effectively (Iglesias et al., 2023). This analysis will seek to identify the competitive positioning of the organization in the competitive market. Furthermore, this report will identify the key business and corporate strategies of the organization along with the evaluation of strategy. This report will examine competitiveness and sustainability, as well as explore the future strategic directions and conclusion. 
[bookmark: _Toc164845836]Key business and corporate strategies 
[bookmark: _Toc164845837]Identification and Analysis of Business Strategies 
In the retail industry Unilever Plc is leading the market by implementing different strategies for maintaining competitive advantage and attaining growth effectively and efficiently. The organization is implementing various strategies for sustaining the growth, but the organization has adapted product diversification as the main strategy (Whittington, et al., 2020).  In this the organization is offering a wide range of products and services to the consumers including food, beverages, home care, and personal care. While on the other hand the organization is reducing its dependence on the single market segment by offering different products to the consumers which is differentiating the organization from other businesses and helping the organization in mitigating fluctuations in consumer demand and economic conditions effectively. This approach of the organization is allowing the organization in reducing the dependence on the business as well as it is leading them to capitalize on the opportunities of fulfilling different needs and preferences of the consumers effectively and efficiently. 
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Source: (Unilever PLC, 2023)
Additionally, the organization gives more emphasis on innovations because it is the key driver of the business therefore the organization is continuously investing in the research and development program to manufacture new products and enhance the existing ones (Iglesias et al., 2023). This investment of the organization is helping in gaining the competitive edge of its brand which is deriving the growth by capturing market share which is increasing the customer base of the organization effectively and efficiently. While on the other hand, the commitment of the organization towards sustainability and eco-friendly products is increasing the demand of the consumers regarding conscious choices effectively.  
[bookmark: _Toc164845838]Identification and Analysis of Corporate Strategies
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Unilever Plc is using various strategies for driving success and sustainable growth at corporate level, which is also improving the value of shareholders (Reza, 2020). The organization is following the stage acquisitions strategy as a key aspect for deriving the success and expanding the business by entering the new markets. It is also helping the organization in attracting more consumers; Stage acquisition strategy is providing strength and the competitive position to Unilever Plc effectively and efficiently. In stage acquisition Unilever take strategic approach by acquiring dollar shave club as seventh generation. This reflects the strategic intent of the organization in diversifying consumer trends like growing demand for natural and sustainable products. 
The organization is giving more importance to strategic partnership and alliances for increasing complementary strength and resources. Additionally effective collaboration with the other organization is helping the organization in gaining the access of new market, distribution channels, new suppliers, raw materials, and technologies; this is further leading the organization to enhance business growth effectively and efficiently (Whittington, et al., 2020). Hence, Unilever can improve their competitive strength and advantage, stakeholder value to increase the contribution increase the effectiveness of initiatives and sustainability goals efficiently. 
Unilever Plc is giving more emphasis to operational activities and cost management as key components of the implemented corporate strategy. While on the other hand the organization is continuously searching for opportunities to optimize the supply chain, streamlining operations to develop productivity and manufacturing facilities and profitability. Unilever Plc can minimize costs and enhance profitability by reinvesting in strategic initiatives and support as well as aid in the development of long-term growth and sustainability objectives effectively and efficiently. 
[bookmark: _Toc164845839]Porter’s Generic strategy 
These strategies were introduced by Michael Porter, they are the ways companies can use to get a competitive advantage over their industry rivals. There are three generic strategies: cost leadership, differentiation, and niche (Whittington, et al., 2020). The cost leadership involves being the lowest cost producer in the market, whereas differentiation means offering products or services that are unique and are appreciated by the consumers.
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Based upon the workings of Porter’s Generic Strategy Framework, the company’s ‘superior’ strategy is based on picking a generic strategy, ‘Differentiation,’ which, in the long run, allows it to pick up profits within the industry. In said strategy, the institution’s currents aim is in line with building a competitive advantage as it meets the needs of consumers. Currently, the company uses broad differentiation where the sole focus of the institution is to build upon it’s attributes and distinctions which makes its products stand out from its competitors (Unilever PLC, 2023).
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[bookmark: _Toc164845840]Ansoff matrix 
Ansoff matrix is named after the renowned Igor Ansoff and its purpose is to assist businesses with deciding their product and market growth strategy plan. It consists of four quadrants: in the marketplace where you have a lot of customers, the main strategy is market penetration (selling more products to the current customers), market development (coming into the new markets with the old products), product development (introducing new products to old markets), and diversification (entering the new markets with new products) (Whittington, et al., 2020).
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Market penetration: the organization has adapted a Market development strategy to cultivate the path for success. The organization launches the products to penetrate the market and it does not only focus on selling the product in one market and then moving on to the other they understand the economies of scale.  Currently there are 3.4 billion customers purchasing items from the organization, which reflects its market development strategy (Unilever PLC, 2024a).
Product development:  Unilever improves the products or comes with the new product to offer the customers and they effectively understand the product lines. Theo organization keeps on cultivating new products for attracting the customers which is their major strategy (Unilever PLC, 2024a).
Market development: Unilever uses a market development strategy to enter the new geographical markets to extend its business operation across the boundaries. 
Diversification: the organization incorporates diversification strategy in every condition.  The authority of leadership of different subsidiaries is done with the motive of having disconnected diversification by the organization. For example, Tatcha LLC, Dermologica and seventh generation are the unrelated diversification of the company. The organization is doing consistent diversification in their products (Khankasi, 2020). 
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[bookmark: _Toc164845841][bookmark: _Toc163666295]Frameworks Used for Analysis
[bookmark: _Toc163666296][bookmark: _Toc164845842]Alignment of resources and capabilities to its current business
The organization has strategically aligned their strategies and capabilities with the current objectives of their business which is helping them in maintaining the competitive advantage globally. The aligned strategies are helping the organization in attaining the sustainable growth effectively and efficiently. The portfolio of Unilever includes food and beverages, home care and personal care products; the organization is doing regular and effective research and development capabilities which is helping the organization in gaining more consumers by tapping different markets effectively. The organization is utilizing and implementing effective strategies to leverage innovation in product development. This approach provides effective insights about the changing preferences of the customers (Lynch, 2018).
The organization has developed different strategies related to market engagement and brand visibility across the global markets. The organization gives more importance to operational excellence and cost efficiency which is leveraging the improvement in the supply chain and the capabilities to optimize product differentiation (Reza, 2020). Additionally, the commitment of the organization towards sustainability and responsibility is helping them in increasing the demands of the consumers by promoting environmentally friendly products. Ultimately, the alignment of strategies and resources of the organization is enhancing the capabilities in guiding the market dynamics effectively and efficiently. This approach of the organization is deriving the sustainable success and the competitiveness of the organization. 
[bookmark: _Toc164845843]Value Chain 
The chain of value explains the grouping of ventures within an organisation which, when put together, create a product or resource. Most institutions are also a part of a larger value system, the inner workings of the links between organisations and the said relationships that are needed to create a product or service. The two are practical in having an understanding on the strategic position of an institution and where important means and capabilities reside.
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[bookmark: _Toc164845844]VRIO analysis
VRIO stands for the framework that enables the analysis of rivalry of a company’s resources and capabilities. It means Value, Rarity, Imitability, and Organization (Whittington, et al., 2020). Resources and capabilities if aligned around these, can make a sustained competitive advantage.
Valuable: strong brand portfolio, global distribution networks and extensive research and development capabilities are the valuable resources of Unilever. The organization is well known, and the research and development efforts of the organization help to address the evolving preferences of the customers effectively. 
Rare: the brand portfolio of the organization including Dove, Lipton and Knorr are considered rare in the industry of goods. The global distribution network and supply chain management strategy of the organization is irreplaceable. 
Inimitable: the strong history of the organization is making them strong competitors in the market and the organization the organization concentrates on sustainable and ethical practices which are deeply ingrained in their culture. 
Organized to exploit: the organization effectively utilized its resources and maintained competitive advantage. The organization is imposing its strong brand image and global presence for penetrating the diverse markets of different consumer segments. 
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[bookmark: _Toc164845845]Evaluation of strategy implementation
The organization includes various matrices for the evaluation of strategies the key performance indicator of the organization includes financial metrics like revenue growth and profit margins. The financial analysis of the organization is providing information about revenue growth and profit margins and profitability of the organization. The other major and significant indicators of performance and progress of the organization is market share and brand equity.  These indicators help the organization in gaining success and staying ahead of other competitors in the global markets. Furthermore, this strategy aids the organization in gaining the attention of target markets. While on the other hand the customer satisfaction metrics containing the customer retentions rates helps in measuring the rate of meeting the expectation of the consumers effectively and efficiently. Additionally, sustainability metrics helps in measuring carbon reduction level and waste reduction level of the organization (Lynch, 2018).
The organization attained success after the implementation of the strategies in the operations of business. Moreover, the concentration of the organization on innovation and product development helps the organization in launching new products and extending the market effectively and efficiently (Iglesias, et al., 2023). The organization has adapted sustainable strategies like eco-friendly packaging, product formulations and environmental initiatives. It aids the organization in attracting environmental conscious consumers effectively and efficiently. The organization has strong distribution networks and marketing campaigns has promoted its growth and expanded the business of the organization while increasing the brand image and visibility of the organization. The commitment of the organization towards sustainability and corporate social responsibility enhances the brand reputation and stakeholder relationships. 
[bookmark: _Toc164845846]Competitiveness and sustainability
The organization has gained the several competitive advantages because of the sustainable practice’s initiatives. The brand image of the organization in enhanced because of the prioritization of the sustainability practices. it helps the organization in attracting environmental conscious consumers as well as differentiation strategies helps the organization in offering wide range of products and services to the customers (Whittington, et al., 2020). The organization has executed sustainability across its business operations, and it increases the sourcing of raw materials (Uniliver PLC, 2021).
[bookmark: _Toc164845847]SAF Framework
SAF (Suitability, Acceptability, and Feasibility) Framework: This approach involves appraising the feasibility of the possible strategic alternatives. This principle addresses the question of whether a strategy addresses the key strategic issues of the company. Acceptability implies the fulfillment of requirements from relevant stakeholders. Feasibility studies provide evidence that the organization has enough resources and capabilities to implement the strategy effectively (Lynch, 2018).
Suitability: the organization used a diverse range of products from personal care to home care which blends with the needs of customers effectively. The organization is innovating to meet the demands of the customers as well as the organization has extended its reach by tapping in global markets (Lynch, 2018).
Acceptability: the organization has established a strong brand reputation and commitment towards ethical practices which established a high (Lynch, 2018)level of trust between customer and company. Additionally, the organization incorporated sustainability efforts and initiatives along with boosting CSR. (Lynch, 2018)
[bookmark: _Toc163666301]Feasibility:  the effective production process and supply chain management along with the measures of cost control certified the feasibility of the organization in the market. Effective resources allocation and financial performance is representing the feasibility of the organization effectively (Lynch, 2018). 
[bookmark: _Toc164845848]Future strategic directions 
Evaluating Sustainability Efforts includes examining the environmental, social, and economic impacts of the company's activities to establish the depth of its sustainability interventions. The assessment may cover factors such as the carbon footprint, social responsibility initiatives, and financial performance measurement that relate to sustainability objectives.
[bookmark: _Toc163666302]For the future, Unilever Inc. must make some strategic decisions to secure its position of competitiveness. It ensures its development in an ever-changing consumer goods industry. One of the strategic directions would be the additional market penetration into emerging markets. In this strategic direction, there is an increment in disposable income (Lynch, 2018). The changing consumer preferences offer numerous opportunities for market incision and portfolio diversification. Furthermore, Unilever might diversify the company into the digitalization and e-commerce fields to take advantage of the increasing rate of online shopping and expand interactivity with customers (Lynch, 2018). 
[bookmark: _Toc164845849]Recommendations for Future Sustainability Practices 
[bookmark: _Toc163666303]To strengthen its overall sustainability approach, Unilever PLC should put efforts into activities that help in solving major environmental and societal issues (Uniliver PLC, 2021).  Unilever needs to support its sustainable sourcing strategy by scaling up the certified materials and incorporating regenerative agriculture practices. It aids in contributing to soil healthiness and biodiversity conservation. Moreover, Unilever should keep investing in renewable energy sources and energy efficiency measures. It will target a reduction in its carbon footprint and minimize the impacts of climate change. The last thing Unilever can do to be more effective is to use technology and data analysis techniques to increase supply chain transparency and traceability. It allows better management of both environmental and social risks in the extended chain of values. 
[bookmark: _Toc164845850]Conclusion 
In essence, Unilever PLC is the chosen organization which is a multinational company and headquarters of the organization is situated in London, United Kingdom. Unilever is organized into five business groups such beauty &wellbeing, personal care, home care, nutrition, and ice cream. In this the organization is offering a wide range of products and services to the consumers including food, beverages, home care, and personal care. The organization is utilizing and implementing effective strategies to leverage innovation in product development. The organization is doing regular and effective research and development capabilities which is helping the organization in gaining more consumers by tapping different markets effectively. The organization is utilizing and implementing effective strategies to leverage innovation in product development. This approach provides effective insights into the changing preferences of the customers. The changing consumer preferences offer numerous opportunities for market incision and portfolio diversification. It promotes sustainability and responsible practices. Adopting the suggested tactics, Unilever can provide further brand differentiation.
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Our Growth Action Plan

Strong fundamentals and a
focused action plan to unlock
potential and deliver consistent
value creation:

= Faster growth: driving
unmissable brand superiority,
innovation and investment
behind our 30 Power Brands.

» Productivity & simplicity: building
back gross margin and leveraging
the full benefits of our organisation.

» Performance culture: dialling
up our performance edge and
rewarding out-performance.

(a) See pages 116 to 153 for details on TSR.
(b) Key markets and categories determined by the
growth potential in each of our Business Groups.
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Figure 7.1 Business strategy and models: three main themes
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Figure 7.2 Three generic strategies
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Unilever’s Value chain Analysis

other systems in place to enable the company to make business decisions.

Human resource management — Unilever is one of the popular companies to work

around the world. The company’s inclusive culture attracts the best talent.

Procurement — Unilever’s procurement teams purchase from a wide supplier network
spanning many countries. The suppliers’ services are a crucial part of company’s vast
commercial operations.

Technology — Product development, technology and science are key aspects of Unilever’s
plans to provide products that improves the lives of consumers and have a positive impact
on society and environment.

Inbound
Logistics

The company
used software
provided by
Lean Logistics
to manage the
entire inbound
system.

Operations

Unilever
maintains high
productivity
across the
different brands
by taking proper
care of
efficiency in
various aspects
of daily
operations.

Outbound

Logistics The
company’s
products are
available in 190
countries and
used by 3.4
billion per day

Marketing and
Sales

Unilever is the
second largest
advertiser in the
world in terms
of media spends

Service

In 2023, the
company has
more than 4
million
interactions
with end
consumers
through the
consumer
carelines using
various
channels.
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SWOT Analysis

Unilever Pic. (Unilever or ‘the company’) is an FMCG company that offers personal care, household and food products. The group's key focus on innovation could help it in rolling out new products each year, much
ahead of its competitors. Diversified product portfolio, product innovation capabilities, and operational capabilities are the company's major strengths, even as increasing trade receivables remains a cause for
concern. Positive outlook for global beauty and make-up market, demand for personal hygiene products in US, collaborations, and launch of new products are likely to provide growth opportunities for the
‘company. However, risk of foreign currency fluctuations, counterfeit goods market and competitive environment could affect its business operations.
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Diversified product portfolio

The company offers a diversified product across the world, which enables it to mitigate risks by reducing its dependence on any particular product segment. Unilever
classifies its business operation into three reportable segments, including beauty and personal care, foods and refreshment, and home care. Under beauty and personal
care segment, the company offers hair care and skincare products, deodorants, cleansing products, and other oral care products. Through foods and refreshment
segment, Unilever offers bouillons, soups, savoury snacks, tea products, ice cream and dressing products. The home care segment comprises sales of home care
products, such as powders, liquids and capsules, soap bars and a wide range of cleaning products.

Operational capabilities

Unilever has a broad network, which helps it gain operational synergy and serve its customers efficiently. Strong operational facilties enable the company to enhance its
business opportunities and expansion plans. This also helps it to ensure the steady supply of inputs and manage its supply risks, price variations, and complexities. The
company offers products under more than 400 brands and serves around 25 million customer orders globally, including approximately 3.4 billion customers in more than
190 countries. The company manages approximately 500 logistics warehouses, and 280 factories. It primarily operates across Asia-Pacific, the Americas, Africa, Europe
and the Middle East.

Product innovation capabilities

Unilever focuses on product-oriented research and development (R&D) related to the development of new or improved machines, engines and major components. The
company strives to offer products according to the needs and characteristics of its customers in particular regions. The R&D team of the company focuses on improving
existing products and develop new products through implementing new technology. It collaborates with leading institutions worldwide, experts, scientists, specialist
businesses, academic institutions, and suppliers. Such strategic collaboration allows Unilever to launch new and innovative products in several sectors, such as hygiene,
nutrition, home care and personal care categories. As of December 2022, it had approximately 5,000 experts and professionals to identify innovations and techniques
and conduct clinical testing prior to deliver these products to customers. In FY2022, the company holds and manages 20,000 patents and patent ap| ns. Moreover,
it operates R&D centers i the UK, India, China, the Netherlands, and the US. Every year, it invests approximately EURB50 million on R&D. In FY2022, Unilever spent
EUR908 million on R&D, which accounted for 1.5% of the company’s revenue.
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Unilever has reported increasing trend in its trade receivables for the past two years. Increasing trade receivables could adversely affect the company’s cash fiows. The
company’s trade receivables stood at EUR4,544.0 million in FY2022, and EUR3582.0 million in FY2021, reffecting an increase of 26.8% over previous year. The company
maintains a substantial amount of current assets in the form of receivables. In the FY2022, the company's trade receivables accounted for 23.7% of its current assets.

Collaborations

Strong business partnerships can help companies to benefit from synergy and support the sharing of best practice, reduce expenses and ensure that contract deadlines
are met. Unilever has collaborated with several companies to support its development. In December 2023, Unilever entered into a partnership with UEFA as an official
sponsor of UEFA EURD 2024. In the same month, Unilever and Accenture entered into a partnership to explore new applications to scale generative Al. In November
2023, Unilever entered into a partnership with TikTok for the second phase of its global #CleanTok. In September 2023, Unilever along with In Kind Direct entered into a
partnership with Kimberly-Clark, Essity and Haleon for personal care items donations campaign in Tesco. In August 2023, Unilever s Dirt Is Good laundry brand entered
into a partnership with Arsenal to become an official partner of Arsenal men's and women's teams. In May 2023, Unilever's subsidiary Hindustan Unilever and HSBC India
announced the launch of five more Suvidha Centres in Mumbai in partnership with the Brihanmumbai Municipal Corporation. In March 2023, Unilever's brand Cif entered
into a partnership with Scrub Daddy for marketing and distribution of Cif Cream co-branded products.

Launch of New Products

The launch of new and improved products at regular intervals could help Unilever retain and attract new customers. In November 2023, Baby Dove launched Baby Dove
Caring by Nature Collection and Baby Dove Ultra Gentle Foaming Wash Collection. In September 2023, Vaseline launched The Radiant X, a new skin range for darker skin.
In May 2023, Unilever and Arzeda developed new enzymes with increased stability, performance and sustainability benefits for cleaning and laundry products. In May
2023, Unilever and Arzeda developed new enzymes with increased stability, performance and sustainability benefits for cleaning and laundry products. In March 2023,
Unilever 's Dove deodorant brand launched new range with Dove Advanced Care and Dove Men+Care Advanced. Such product launches are expected to serve the
changing needs of Unilever's customers and in turn attract a new customer base.

Positive outlook for global beauty and make-up market

The company stands to benefit from the growing global beauty market. Changing lifestyle and increasing disposable income are leading to growth in the cosmetics and
personal grooming market. Increasing demand for events and parties and increased number of beauty conscious customers, social status and emergence of e-
commerce are aiding market growth. According to in-house research, the global beauty and make-up market is forecast to reach US$61.044.9 million in 2024, Category
wise, face make-up is the largest segment, accounting for 38% of the market, followed by eye make-up (27.4%). lip make-up (23.2%), and nail make-up (11.4%) in 2019.
Asia-Pacific accounted for 33% of the global make-up market in 2019, followed by the US (26.1%), Europe (25.8%) and Middle East (2.9%). Health and Beauty Stores form
the leading distribution channel in the global make-up market, accounted for 21% the market. Unilever offers a wide range of beauty products including skin care and
hair care products under Dove, Lux, Rexona, Sunsilk, Axe, Pond’s and Lifebuoy, among other brands.
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Demand for personal hygiene products in US

The company is likely to benefit from the growing demand for personal hygiene products in the US. Awareness of cleanliness, hygiene and health promotion initiatives
through governments and large organizations are the reasons behind the market growth. Increasing disposable income among users and the increasing willingness to
spend on personal care are some of the major factors that could augment market growth. According to in-house research, the personal hygiene market in the US is
forecast to reach US$15,357.5 million in 2025. In terms of category, anti-perspirants and deodorants was the largest segment of the personal hygiene market in the US,
accounting for 36.1% of the market, followed by bath and shower products (34.6%) and soap (29.3%). The US accounts for 22.5% of the global personal hygiene market
value. Unilever offers several personal hygiene products such as deodorants, and other personal care products that may take advantage of growing global personal care
market.

Competitive environment

The company operates in a highly competitive in FMCG sector. The factors that determine competition in the industry include service performance, price, and sales and
distribution capabilities. Unilever faces competition from L'Oreal S.A., Procter & Gamble Company, ConAgra Foods Inc, Coty Inc., General Mills, Inc., Danone SA, Nestle SA,
and Colgate-Palmolive Company. Apart from established players in developed countries, players from emerging countries are also competing hard to garner greater
market share. Many of its rivals have a longer operating history, more brand recognition, established contacts with customers and suppliers, and more financial
resources. These advantages may enable them to develop innovative products and expand their businesses through acquisitions. The market also experienced
consolidation with mergers and acquisitions while its big competitors launched expansion initiatives to keep up with the growth pace.

Counterfeit goods market

The huge influx of counterfeit products could affect the company's business operations. The counterfeit merchandise that floods the market could reduce the
company's sales and affect its profit margins. Customers could mistakenly purchase counterfeit products bearing fake labels, containing low quality products, which
affect consumer confidence and hamper the brand image of the genuine company. According to the International Chamber of Commerce (ICC), counterfeiting and piracy
are estimated to cost 620 countries over US$125 billion every year. It is also estimated that approximately 2.5 million jobs could be destroyed by counterfeiting and
piracy. Being priced low, counterfeits could affect the company's financial performance and brand image.

Risk of foreign currency fluctuations

Unilever is an enterprise with worldwide operations. The company reports financials in the Euro (EUR) and its revenue is reported to the volatility of the EUR against other
functional currencies. Unilever conducts business operations in more than 190 countries throughout the world, including in Europe, the Americas, Asia, and Africa. A
major part of its revenue is denominated in foreign currencies such as US Dollar, Swiss Franc, GBP Pound, Russian Ruble, and Indian Rupee among others. Since a
significant portion of Unilever's revenues is generated outside the Euro currency region, the currency risk is an extremely important factor for its earnings. The effect of
changes in demand and refinancing conditions, and fiuctuations in exchange rates can have a significant impact on the group's earnings. The value of the group's equity
investment in foreign countries may fluctuate based upon changes in foreign currency exchange rates. Unilever reported a loss of EUR614 million in FY2022 from foreign
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