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Figure 1: Ansoff matrix
Market Penetration
Markets penetration remains the frequent method Unilever uses to gain more sales for its products that are already existing in present markets (Lieu et al., 2021). By pursuing massive advertisement and promotions campaigns, opening an extensive distribution network as well as pushing products to emerge markets, Unilever targets to get more share of the consumer goods market. Including the company spends a large part of its budget on common add and promotional activity like Dove, Knorr and Lipton to keep and strengthen its reputation (Oluwatayo, 2022).
Market Development
Unilever by pursuing the market development strategies has its existing product portfolio launched in the new geographic markets (Lieu et al., 2021). In adopting a strategy of identifying fast growing markets where products can be suitably adjusted to meet consumers' local needs and preferences, Unilever widens its market and multiple revenue streams For example, the company has expanded into markets in Asia Africa, and Latin America specifically through introducing products that are adapted to different cultural and demographic groups (Kang, Lee and Choi, 2023).
Product Development
The development of a new product catering to new markets and sometimes variants to existing ones remains familiar with Unilever (Arunachalam et al., 2019). Research and development investment plays a pivotal role in Unilever creations of customer-friendly products while adjusting to the ever-changing consumer market needs. One the of examples is the company introduce continuously new formulation, flavors and package design of its personal care, food, and home care products to build and maintain consumers’ interests and drive sales growth (Martins and Marto, 2023).
Diversification
As opposed to Unilever which promotes market penetration, market development, and product development strategies, it deliberately chases separate diversification initiatives to get into new products or industries as well. In the same way, Unilever is venturing into the wellness and health sector through the acquisition of companies such as Dollar Shave Club and Seventh Generation (Pijl, Lokitz and Wijnen, 2020). 
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Cost Leadership
Unilever has applied cost leadership by investing in its production processes and efficacy of the supply chain at scale using economies of scale (Götz and Jankowska, 2020). Unilever can reach cost savings in such areas as product manufacturing, distribution, and procurement, therefore, their consumer goods products will be offered to customers at fairly competitive prices as it will attract the price-sensitive consumers.
Differentiation
Innovation, branding and marketing strategies are the predominant activities that clients or consumers are looking for and this makes Unilever to stand out in the market (Bader Ismaeel and Wael Alsariera, 2023). The business makes an emphasis on their research and development to produce entirely new formula, packaging, packaging’s designs and features which sets their products apart from the competitors. 
Focus
While Unilever mostly target retail group of customers with large shared of goods and product brands, it, however, does adopt specialized strategy for specific market or segments. As instance, Unilever's acquisitions of premium skincare brands as Dermalogica and Murad help it to address the pampering needs at the end of the day of the segment of consumers who look for specialty skincare answers. 
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Sustainable Living Plan
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Figure 2: Sustainable Development Goals (SDGs) 
(Source: Shayan et al., 2022)
Unilever made the Sustainable Living Plan as a mainstay of strategic activities and settled it as a comprehensive base (Pucik et al., 2023). This plan shows the pathways with daring objectives and objectives which are thought to mend the environmental and social problems and contribute to the sustainable economic growth. The Sustainable Living Plan embodies the following core areas: to lessen the environmental impact of Unilever's operations, to promote the health and well being of consumers and to improve the lives of the people across Unilever's value chain (Modreanu et al., 2022). 
Portfolio Management
Through Unilever's brand management program, the company is able to carry out annual check-ups to ensure its strategic emphasis and resources allocation are on track (Gasmi, 2020). By means of acquisitions, divestments, and strategic partnerships, on the one hand, Unilever attempts to optimize its competitive standing in essential marketplaces and product lines, while, on the other hand, it tries to dispose off non-core or underperforming assets. 
Innovation and Research
As depicted by Jain et al., (2021) Innovation is a core tenet of Unilever’s corporate vision designed to stop its competitors and to help it achieve sustainable growth. Unilever is known to bring lion's share in research and manufacturing processes to create new products, improve existing ones and to be anticipatory consumer trends. Unilever has promoted a culture of innovation and helped new technologies, new formulations, and new packaging to be developed which in turn infuse into the numerous product categories of the company (Dionisio and de Vargas, 2019). 
Global Expansion
Unilever seeks a policy of global growth specifically to exploit development markets and business opportunities outside the domestic ones (Lieu et al., 2021). The company covers operation in more than 190 member countries across the globe, does business in both the major and emerging markets. By applying the existing market penetration and growth-through-acquisition strategies, the company is able to expand its business activities into new markets, grab more shares and create new revenue streams. 
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Human Resources
Value: Human resource is part of Unilever's strengths which consequently helps it in terms of innovation, brand management, and sustainability efforts (Modreanu et al., 2022). The skills, knowledge and expertise of the people in the workforce guarantee Unilever in equitable franchise marketing.
Rarity: The talent that Unilever values most has an internal character, a certain way of doing business that is reflected in the company's focus on talent development, diversity, and inclusiveness (Martins and Marto, 2023). The distinctively impressive and assorted workforce, which is the result of combined workforce capabilities and cultures, becomes the competitive advantage.
Imitability: Some elements of human resources system in Unilever such a training programs can be copied, but culture corporate and staff development which are rare key factors in human resources system of the company, are not easy to be stolen by competitors (Pucik et al., 2023).
Organization: Unilever captures and plays a major role in this aspect that involves human resources by implementing strategic initiatives and simultaneous integration of the employees into corporate goals through performance management, leadership development, and creation of cross functional collaboration (Van Tulder et al., 2021).
Brand Portfolio
Value: Unilever has achieved a brand portfolio that is a very valuable asset created out of global brands that consumers all over the world are familiar with and trust. In addition to that, these brands fetched considerable revenue for Unilever and they led to its market supremacy in different categories.
Rarity: However, individual brands within Unilever Group, as well as, the aggregated strengths and diversity of a portfolio are equally powerful force that Unilever has on its markets. Unilever probably has none of its competitors providing comparably wide range and depth of brand portfolio (Czinkota et al., 2021).
Imitability: Replication of Unilever's brand diversity is very difficult because of factors like brand heritage, consumer faithfulness and big marketing expenditure which is spread across various brands governed. To mimic a vital investment portfolio would take significant time and resources.
Organization: Unilever designs its brand portfolio in a wise manner, ensuring that the company makes a profit from core brands while investment in non-generating brands is stopped to use resources effectively (Czinkota et al., 2021). Consequently, the company practices strong brand management in that each brand promotes the overall corporate objectives rather than endangering it.
Innovation
Value: Through managing Unilever's innovation capabilities consumers obtain differentiated products, they can have more markets and at the same time, natural resources sustainability. As a company, there is considerable investment in research and development which in turn leads to the creation of better products which could meet the demands and still keep customers interested in the product or service (Götz and Jankowska, 2020).
Rarity: Innovation acumen of Unilever is demonstrated by the history of releasing enhanced products and novel technologies for the consumers'empathy. The firm has unique innovation and collective work culture that marks it different from other competitors (Bader Ismaeel and Wael Alsariera, 2023).
Imitability: While the opponents try to copy Unilever on exploration and development, it is difficult to imitate its innovative culture and capabilities. The firm's culture, built with creativity, ingenuity, and willingness to take risks makes an attractive atmosphere spurring experimentation.
Organisation: Unilever ensures that its innovation activities are managed as a systematic process through specialized teams and all resources that are directed towards research and development. The corporation propels teamwork among functions and regions to guarantee that the innovations are harmonised with the business strategies and the market wills.
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Threat of New Entrants
Unilever is no doubt confronted by the barrier of only moderate threat of new entrants because of the entry barriers which are high in the array of consumer goods. These barriers include the big large-scale scale, strong brand loyalty, channels of distribution and regulatory necessities.
Unilever has historically had a strong brand positioning and a loyal customer base, which is also a hurdle for new entrants to the market get that market share away (Jain et al., 2021). Through the use of a well-established distribution network that creates cost savings in production, new entrance to the market is hindered.
Bargaining Power of Suppliers
Unilever is in a moderate position because of the power suppliers have over it, not as a result of its large size and global spread (Unilever, 2024). While few manufacturers have much sway in the raw material markets in which they are active, magnitude of Unilever gives the company the chance to negotiate favourable prices and place its orders with multiple suppliers.
However, in addition, Unilever focuses on the development of sustainable and equitable supplier relationships and practices for fair and stable sourcing (Unilever, 2024). Through these efforts demand is directed to the low-cost supply chains which subsequently is diminishing the bargaining power of individual suppliers and increases Unilever's resilience to supply chain disruptions.
Bargaining Power of Buyers
In addition to this, the company is confronted by a medium to high bargaining power of buyers, mainly in respect of the first segments of consumers (Miroslava Marinova, 2024). In many cases, shoppers can count on many alternatives and could be easily given up to an option they felt comfortable with regarding the pricing, quality, and availability.
On the contrary, the brand strength of Unilever and its product differentiation, alongside of the marketing tools intensify the buyer’s bargaining power (Gasmi, 2020). The company allocates its capital to brand-building initiatives, product innovation and customer engagement in order to maintain the customers' feeling of loyalty to the brand and product disappearing their preferences.
Threat of Substitutes
Substitutes presents Unilever a degree of losses to the market share since there are diverse choices for the consumers in the consumer goods market. Alternatives will change to privately-owned labels, specialty brands, or alternative categories of product.
Nevertheless, Unilever is able to draw in customers through the impressive range of brands it has, the degree to which it diversifies its products, and its innovation capabilities, which contribute to thwarting potential substitutes (Martins and Marto, 2023). The enterprise systematically launches new products and choice to keep up with consumers and qualitative change expectations, and to set trends (Oluwatayo, 2022).
Competitive Rivalry
One of the most challenging aspects for Uniliver as a consumer goods entrepreneur is faced to rivalry of consumers. Its competitors include Proctor& Gamble, Nestle and Coca Cola Company. Competition is inherent in markets and specific products as it is determined by factors like quality of goods, branding, innovation, pricing and distribution. But Unilever’s strong company concentration on innovative R&D, sustainability, and brand equity allows it to remain on top in competition with its rivals. The organisation dedicates itself to research and development, gain brand awareness, and supply chain management by adopting new strategy to differentiate its offerings and improve its market share.
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Figure 3: Triple Bottom Line (TBL) framework
(Source: Dalibozhko and Krakovetskaya, 2018)
The Triple Bottom Line (TBL) framework assesses business performance based on three dimensions: economic, societal and environmental.
Economic Dimension
The Unilever company has created a model that integrates sustainability into its business functions so that economic value is achieved, with the environment impact minimized (Dalibozhko and Krakovetskaya, 2018). One illustration is the Sustainable Living Plan, in which the company has set a goal of improving resource utilisation, reducing waste, and optimising its operations, among other objectives.  The case of Unilever's annual reports mentioned examples of employing the sustainability initiatives process that leads to cost savings. Liquid error: invalid character value: These cost savings support raising the margins and make the business competitive.
Social Dimension
Effectively, Unilever takes its social responsibility seriously with a view to make health and well-being as well as inclusive growth its mission. Unilever also takes care of communities in the value chain. The Sustainable Living Plan of the company has the initiatives to improve people’s incomes, build women and ensure that the difference is acceptable (Unilever, 2024) Unilever’s social impact initiatives including the Dove Self-Esteem Project and the Unilever Foundation are a true testimony of where its ethical behavior intersects with its drive for social responsibility; this creates upliftment of social conditions in tandem with upholding brand reputation and consumers trust (Unilever, 2024). Through these activities, you will establish the place of the brand in the market and you will have the advantage against the competitors with the customers.
Environmental Dimension
Unilever attempts to have a sustainable environment through lowering its carbon footprints, conserving natural resources and going for circular economies’ principles. The company's Sustainable Living Plan has set targets which are intended to achieve high emissions reduction, water utilization, and sustainable sourcing (Unilever, 2024). Unilever's investments in renewable power generation, waste reduction, as well as in sustainable supply chain management indicates to the people outside the company that it engages with the environment by controlling its impact on it (Unilever, 2024). Such as, the company has reached 100% of zero waste to landfill across several manufacturing sites, and has growth in its recycled packaging (Unilever, 2024).
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· Expansion into Emerging Markets
The process can be achieved with Unilever's extension into developing countries of the markets, with the aim of further increasing demand for products and the utilization of the existing opportunities that have not yet been utilized (Dana et al., 2022). As a strategic direction, it is an issue of market penetration, distribution networks, localised product types and other choices to match the different consumer preferences.
· Enhanced Digital Transformation
Digital technology and e-commerce platforms provide Unilever with an opportunity to expand her core customer base, better customer bonding, and optimization of the company's operations (Marcus, 2021). To pursue this strategic path, I would go for investments in digital marketing, data analytics and concurrent streamlining of supply chain to achieve higher levels of agility and efficacy.
· Attention to Health and Wellness Patterns
One lever that Unilever could then use to promote health products are to offer nutrition and sustainable products (Baragiola, 2022). This vision would support the approach of creating new product variations, running marketing campaigns at which the role of products in keeping the health is emphasized, and establishing alliances with health-oriented organizations.
· Further Sustainability Integration
Unilever could become more active in sustainability through setting more ambitious goals, integrating sustainability in its business to all levels, building partnerships for collaboration. Consequently, this strategic direction would be aimed at the expansion of renewable energy, waste elimination, sustainable sourcing and transparency in supply chains (Iglesias et al., 2023).
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· Innovative Product Offerings
Unilever can launch new products (such as sustainable water usage or package recycling) that solve the problems of sustainability and at the same time, provide goods that consumers want. 
· Efficient Resource Management
Adopting resource-efficient practices as part of the supply chain can create cost savings and grant a competitive edge too. Unilever is required to allocate the funds for the introduction of technologies that will be used to cover energy and water efficiency (Vinay Kandpal et al., 2024), waste reduction and implementation of circular economy approach that will lower negative consequences on the environment and give optimal usage to the available resources.
· Supply Chain Transparency and Traceability
Unilever can promote more open supply chains that allow enhanced traceability to the benefit of consumers and supply chains (Fabio and Scarcelli, 2024). Through such awareness creation, consumers are able to distinguish between brands in terms of sourcing practices, production process, and social and environmental impacts.
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	Resource/Capability
	Value
	Rarity
	Imitability
	Organization

	Human Resources
	Yes
	Yes
	Partially
	Yes

	Brand Portfolio
	Yes
	Yes
	Partially
	Yes

	Innovation Capabilities
	Yes
	Yes
	Partially
	Yes

	Supply Chain
	Yes
	No
	Partially
	Yes
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	Porter's Five Forces
	Analysis

	Threat of New Entrants
	Moderate - High: High barriers to entry due to economies of scale, brand loyalty, and distribution networks. Unilever's strong brand presence and scale deter new entrants.

	Bargaining Power of Suppliers
	Moderate: Unilever's size and global reach provide leverage in supplier negotiations. Sustainable sourcing practices reduce supplier power and enhance supply chain resilience.

	Bargaining Power of Buyers
	Moderate - High: Buyers have choices and can switch based on price and quality. Unilever's brand portfolio and innovation efforts mitigate buyer power by fostering loyalty.

	Threat of Substitutes
	Moderate: Substitutes exist in private-label products and niche brands. Unilever's diverse portfolio, innovation, and brand equity reduce the attractiveness of substitutes.

	Competitive Rivalry
	Intense: Competitors include Procter & Gamble, Nestlé, and Coca-Cola. Unilever's focus on innovation, sustainability, and brand equity helps maintain a competitive edge.
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