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[bookmark: _Toc24694806]Executive Summary
Unilever is a consumer goods firm located in London selling its goods in over 200 nations. Nonetheless, the company is not the leading company in this industry, since it has aggressively competitive competitors. Recently, new company management has brought about changes, which include a mission and vision. Such changes contributed to an improved public image, more positive relations with customers, and a growing presence in developing nations. Conversely, this Unilever’s strategic analysis reveals imminent threats which could harm the business’s profit margin and an international stake in the consumer goods market. Increasing competition, new brands, and increasing environmental regulations are increasing barriers to the company’s continued success. To overcome these challenges, the company needs to continue with its research and development, product innovation, and product diversification to maintain its competitive position in its market environment. 


[bookmark: _Toc24694807]1.0 Introduction
[bookmark: _Toc24694808]1.1 Company Background
Unilever is an Anglo-Dutch corporation comprising of over 400 brands “focused on health and wellbeing” The company sells its commodities in over 200 nations. Unilever is the second leading packaged consumer products company after Proctor and Gamble (P&G) (Keys, Malnight & Van Der Graaf, 2009). Also, Unilever is among the largest food firms behind Nestle and Kraft Foods.  Although the company is headquartered in London, it trades personal care, home, and food items in all main world regions (Murphy & Murphy, 2018). The company was founded in 1930 from a merger between Margarine Unie, the Dutch margarine corporation and the British soapmaker Lever Brothers (Jansen, 2018). The two firms chose to merge due to frequent competition for similar raw materials for making their goods.  
[bookmark: _Toc24694809]1.2 Objectives of the Report
[bookmark: _GoBack]This report presents a strategic analysis of Unilever. Strategic analysis explores a firm to recognize its competitive positioning in the industry and its future trajectory or better comprehend its best potential pursuits (Socia Rothaermel, (2017). According to Scholes & Johnson (2001), “a strategy is the direction and scope of an organisation over the long term: which achieves advantage for the organisation through its configuration of resources within a changing environment, to meet the needs of markets and to fulfil stakeholder expectations.” 
[bookmark: _Toc24694810]2.0 Main Findings
[bookmark: _Toc24694811]2.1 General Overview of Unilever’s Business Strategy
As a leading company in the consumer goods market with multiple prosperous brands, the company is presented with an opportunity of expanding into new overseas markets, to attract more consumers globally. Supported by the strengths of its global brands, Unilever initially expanded to the international market to participate globally by expanding to only one or specific few international marketplaces (Spulber, 2007). After effectively introducing its products in different markets, the company expanded its successful brands to various markets and started competing internationally. 
In expanding to and competing in the international landscape for its toiletries and cosmetics foods, the company uses a global strategy named “think-global and act-global strategy” (Spulber, 2007).The approach, which uses primarily a similar competitive approach in all global marketplaces in which the firm operates, sells almost similar goods everywhere, tries to build international brands, and organizes its operations globally.  According to Spulber (2007), the global strategy which Unilever uses is better than localized tactics as the company can further streamline its processes and concentrate on creating a brand reputation and image that is even in all countries of operation. The global approach also allows the company to coordinate its distribution, marketing, and operations globally. Unilever is intensifying its attempts to capitalize on its long-founded local foundations in emerging markets. Using its deep-rooted distribution system in conventional and contemporary retail channels and with an excellent capability to acclimatize effective brand models to fit local marketplaces, the company has a unique position to build on the growth projection in the emerging markets. 
To win customers over competitors and boost its sales in different markets, the company employs cross-market subsidization. Ideally, such aggressive approach is fitting for the company to compete in various nation markets with numerous products and multiple brands. Additionally, when entering developing markets, the company prepares to compete based on low prices (Spulber, 2007). Unilever uses this tactic since consumers in developing marketplaces focus mainly on price, which may provide low-cost local competitors with the advantage lest businesses may find techniques of attracting customers with better products and bargain rates. 
[bookmark: _Toc24694812]2.3 SWOT Analysis of Unilever
Unilever is a leader in the consumer goods international marketplace.  SWOT analysis of Unilever identifies corporate strengths that guarantee long-standing success. The SWOT analysis framework categorizes the related internal strategic factors (strengths and weaknesses) and external strategic elements (opportunities and threats) (Leigh & Pershing, 2006). The company’s SWOT analysis highlights considerable opportunities that Unilever could use for further global expansion and growth.  The company’s strong competitive position can allow it to overcome the threats, but it should consider each factor discussed in the SWOT analysis for guiding strategic design for international activities.  
[bookmark: _Toc24694813]2.3.1 Strengths
A key strength of Unilever is its strong brands in the market. The business has extremely strong brands in the market, which allows the firm to enter markets and efficiently compete with industry players. The wide-ranging product mix is also a significant strength for the company. The wide-ranging product mix demonstrates the level of the company’s business development (Zisa, 2011). The corporation, for example, has over the years expanded its product portfolio through merging with and acquiring other small industry-related businesses, resulting in business growth and corresponding growth in profits.  Contrariwise, economies of scale as a company’s strength reinforce production efficiency crucial for competitive pricing strategies. Also, through years of global expansion, Unilever has developed its market existence, a strength which supports brand reputation. 
[bookmark: _Toc24694814]2.3.2 Weaknesses
In spite of Unilever’s strong market positioning, the company has flaws which restrict its prospective growth.  As stated by Zisa (2011), one of the company’s weaknesses is its products’ imitable nature. For example, while theorganization hugely spends in its product development practice, other companies may mimic Rexona and Dove goods. Besides, despite the business’s wide-ranging product mix, it is weak due to restricted business diversification beyond its market. Moreover, the company lacks a strong direct consumer influence because its retailers which directly deal with consumers (Gürel & Tat, 2017). Therefore, from the internal strategic issues, the flaws stress the significance of innovation, product and market diversification, and improved promotion strategies.
[bookmark: _Toc24694815]2.3.3 Opportunities
Unilever ought to exploit the global consumer good’s market growth. The company has business diversification opportunities through the expansion of its businesses beyond the consumer commodity market.  Diversification minimizes market-related threats and enhances business resilience (Zisa, 2011). Another opportunity is product innovation for health, in which the company’s products appeal by meeting the desires of progressively health-conscious customers. Additionally, the business can take advantage of market growth to expand its trade through mounting profits from trading its existing products in new market segments (Mwololo, 2018). The company, for example, could make its food products health drinks for customers who have special diets. Further, Unilever has the opportunity of making its business more ecologically friendly and sustainable to retain and attract environmentally conscious customers. 
[bookmark: _Toc24694816]2.3.4 Threats
Various external factors affect business performance.  A major threat to Unilever is a stiff competitive rivalry. The company is faced with fierce competition, which presents a threat based on industry competitors’ strengths.  Rivals threaten to minimize the firm’s market stake and resultant financial performance. Likewise, a significant risk is product imitation against Unilever (Nikolaou, Ierapetritis & Tsagarakis, 2011).  For example, local businesses may create products hugely parallel to those of Unilever. Besides, retailers inflict a risk through the sale of their own products called generic brands, store brands or house brands. For example, Wal-Mart has house brands which impose direct rivalry against Unilever’s goods. From the external strategic issues, the company should concentrate on enhancing its competitive edge.
[bookmark: _Toc24694817]2.4.0 PESTLE Analysis
Unilever’s capacity to deal with macro-environment’s external factors results in business success in the international consumer commodities industry The PESTLE analysis framework is a tool that the management uses to comprehend how the external situation influences a business’s external environment (Gillespie, 2007). For Unilever, the external elements vary considerably, considering the company’s global business scope. Conversely, the firm ought to put more attention on the maximization of corporate performance. The company could attain better commercial performance using strategies which overwhelm the main risks and take advantage of the significant market opportunities, as discussed in this PESTLE analysis.
[bookmark: _Toc24694818]2.4.1 Political
The political landscape impacts the company’s performance. The political stability of various countries gives the company a growth opportunity in such markets.  The US political stability, for example, helps in minimizing threats in the firm’s strategic operations in the nation. Conversely, the political concerns in the European Union are a possible risk against the company’s processes in the region’s market (Nikolaou, Ierapetritis & Tsagarakis, 2011).  However, the firm has an opportunity for international growth using the increasing free trade dealings, mainly those which involve emerging states. 
[bookmark: _Toc24694819]2.4.2 Economic
Unilever’s corporate performance is reliant on the state of global markets. The rising wages in emerging nations offer opportunities for the business to gain more profit from higher prospective sales since customers get greater disposable incomes. Still, this could be a threat due to increasing costs, since the firm has multiple production facilities situated in emerging countries. But the company may anticipate business development, as these nations develop based on value and size of the consumer goods market (Zisa, 2011). For instance, China offers critical growth opportunities for Unilever. Besides, the economic stability of industrialized economies cushions the corporation from threats in developing countries and facilitates steady and gradual growth.
[bookmark: _Toc24694820]2.4.3 Socio-cultural
Sociocultural concerns and trends influence Unilever’s corporate performance, as well as the macro-environment.  These factors include increasing health consciousness, growing environmentalist behaviours, and the gradually shrinking gender divide. The company could develop through goods which directly fulfil consumer’s growing attention on healthy goods. Also, the snowballing environmentalist behaviours provide an opportunity for Unilever to attract more clients through improving its environmental effect (Zisa, 2011). Unilever could, for instance, reduce its energy consumption through the adoption of new technologies which are more energy-efficient. Likewise, the firm can develop through greater sales by increasing incomes among women customers globally. 
[bookmark: _Toc24694821]2.4.4 Technological
Unilever relies on existing technologies for supporting its consumer goods business. Some technological factors affecting the firm are increasing business automation, increasing research and development investment, and reducing transportation costs through technological efficiencies. An opportunity for the company is rising business automation, which could help it augment operational efficiency (Chebiego & Kariuki, 2018).  New business processing equipment could, for instance, improve inventory monitoring for supporting efficiencies in supply chain and distribution networks. However, business automation could be a threat as it intensifies other firms’ competitiveness. Contrariwise, increasing investments in R&D threatens the business as it as well raises the competitive edge of other players in the industry (Chebiego & Kariuki, 2018). Still, reducing transportation costs results in reduced operating expenses that promote business growth. Nonetheless, reducing operating costs is a threat since it enhances other businesses’ competitiveness. 
[bookmark: _Toc24694822]2.4.5 Environmental
Environmental conditions and trends affect Unilever’s macro-environment. Some of the ecological factors influencing the company’s macro-environment are increasing business environmentalism interests, rising business sustainability efforts, and the growing environmental programs complexity (Dockalikova & Klozikova, 2014). The increasing corporate environmentalism interest is an opening for the firm to enhance its environmental policies and initiatives to entice environmentally-conscious buyers. Similarly, Unilever could boost its sustainability policies to reinforce its attractiveness and competitiveness against other players. The company’s corporate social responsibility approach should efficiently these programs across the corporation (Mwololo, 2018).  The strategy should put into consideration internal company processes as well as product innovation to further minimize business ecological impact (Johnson, Scholes & Whittington, 2008). Also, such efforts must reinforce Unilever’s capability to meet progressively multifaceted ecological programs. This presents Unilever with an opportunity to strengthen its competitive edge through CR. 
[bookmark: _Toc24694823]2.4.6 Legal
Unilever should fulfil regulations to reduce obstacles to its consumer goods business. Some legal factors influencing Unilever include increasingly stronger consumer rights laws, improving international patent regulations, and growing complexity in environmental laws.  The corporation has an opportunity of improving its corporate image through mating its CSR policy with environmental laws (Mwololo, 2018). Additionally, better international patent regulations could enable the firm’s growth. For example, new patent regulations in emerging markets could aid in reducing patent-linked problems the company witnesses in its macro-environment. Moreover, according to Gillespie (2007), resilient consumer rights regulations provide a chance for the firm to enrich its consumer service’s value, together with the standards for commodity quality. Such determinations may raise the corporation’s brand appeal in the industry. 
[bookmark: _Toc24694824]2.5.0 Porter’s Five Forces
Unilever successfully participates in the international customer commodity industry.  The company’s Porter’s Five Forces Analysis demonstrates the necessity to strategically emphasize on the buyers’ bargaining power and competition in the market environment. Michael Porter’s Five Forces Analysis framework is a mechanism used by the management to recognize the effects of external influences in the industry’s environment (Porter, 1991). For Unilever, competitive rivalry is perceived as among the most influential external forces, as well as the consumers’ bargaining power. For Unilever to achieve long-standing success, it should deal with the issues associated with these forces. The company’s organizational strengths and market position are enough to deal with these forces. 
[bookmark: _Toc24694825]2.5.1 Competitive Rivalry 
The rivalry is a compelling force in the company’s market environment. Many companies operate in this industry, and the existence of many firms inflicts a potent force on the company.  Moreover, these companies are mostly aggressive, further intensifying the competition. Besides, Unilever experiences stiff competition due to low switching costs (Mwololo, 2018).  For instance, consumers may quickly switch between businesses. Therefore, the fierce competition highlights the necessity to view competitive rivalry as a strong force in Unilever’s business setting.
[bookmark: _Toc24694826]2.5.2 Bargaining Power of Consumers
The corporation’s business situation relies on the consumer response to its goods. Consumers can easily switch from the products of Unilever to other firm’s products due to the small switching costs. In turn, this intensifies the buyers’ bargaining power. Further, Mwololo (2018) states that consumers can access high-quality information about customer products that makes it even easier to shift to other businesses. However, the small size of individual buyers minimally affects the company’s profitability – although the high-quality information and low switching costs outweigh this factor. Thus, the consumers’ bargaining power is among the most potent forces which affect the company’s business. 
[bookmark: _Toc24694827]2.5.3 Bargaining Power of Suppliers 
Although Unilever relies on big suppliers such as international companies which supply oil and paper, the typical supplier’s size is moderate. This exerts a modest force on the market. Besides, the modest supplier population lets them to exert considerable but narrow impact on companies such as Unilever (Qasim, 2015). Likewise, the overall supplier power is moderate, adding to this significant but limited supplier influence. The change in the production level of a supplier creates a substantial but limited change in raw materials’ availability Unilever uses in its business. Consequently, the suppliers’ bargaining power is a significant yet moderate force in the market. 
[bookmark: _Toc24694828]2.5.4The threat of Substitutes 
Substitutes may contribute to a decline in revenues and a firm’s strength in the market.  The low switching costs permit buyers to purchase substitutes for Unilever’s commodities easily.  This strongly influences Unilever and the overall market. Nevertheless, the threat of substitution is generally weak as a result of substitutes’ availability. For example, consumers can quickly obtain Unilever’s Deodorants from retail shops compared to accessing substitute deodorant products (Hasan, 2015). Similarly, many alternatives have a low performance with isignficant cost different in comparison to customer products freely accessible in the market. Such situation makes the goods of Unilever more appealing compared to substitutes, which further weakens the threat of substitution intensity.
[bookmark: _Toc24694829]2.5.5 The threat of New Entry 
Unilever’s competitors are both new and established companies. New entrants can strongly impact Unilever due to the low switching costs. For instance, buyers may easily choose to try new goods from new companies. But, it is pricy to create strong brands such as those of Unilever. This makes the new entrants’ threat weak. Further, according to Hasan (2015), Unilever has the advantage of massive economies of scale that reinforce high organizational efficiencies and competitive pricing which new companies generally lack.  Consequently, Unilever stays strong in spite of new entrants; thus, the risk of new entry remains weak for Unilever. 
3.0 Stakeholder Analysis and Corporate Social Responsibility (CSR) of Unilever 
The CSR of Unilever contributes to the brand’s strength in the consumer goods industry. Archie Carroll’s theory states that firms are socially responsible to their stakeholders. Accordingly, stakeholders considerably influence business performance (Carroll, 1999). For Unilever, the stakeholders comprise employees, customers, suppliers, communities and investors. The organization’s social responsibility and corporate citizenship approach arranges the stakeholders based on their significance to the company (Ditlev-Simonsen & Wenstop, 2013). Being a big company in the international consumer commodities industry, Unilever uses its CSR strategy for supporting and maintaining its industry position as well as corporate sustainability.
Unilever adopts a systematic approach to meet its CSR. This tactic reinforces the firm’s corporate citizenship principles, particularly fulfilling the interests and expectations of customers as stakeholders. Also, the company maintains business sustainability through the CSR strategy (Lingard, 2006). The CSR strategy deals with the interests of the company’s stakeholder groups which includes customers, employees, investors, suppliers and communities.  The stakeholders, as per their priority, are presented in the table below:
	Stakeholder 
	Expectations/Needs 

	Consumers (Highest priority)
	Product price and quality, and environmental impact of the company. Satisfaction of consumer needs is attained through delivery of value-for money goods. 

	Employees 
	Interested in holistic job development and competitive compensation.  For instance, appropriate HR strategies for work-life balance aid in fulfilling employee needs. Unilever fulfils this through high compensation which successfully competes with other companies in the workforce industry. 

	Investors 
	Overall performance of the company. Higher revenues and profits intensify the satisfaction and trust of the investors on the company. The company fulfils these interests through continued global expansion. 

	Suppliers 
	Profitable business with the firm. Suppliers significantly affect the business through availing raw materials for the company. 

	Communities 
	Interested in community development and environmental protection. The company uses its corporate citizenship strategy to meet the community interests through community involvement. 


[bookmark: _Toc24694830]4.0 Conclusion
Unilever’s strategic analysis reveals that the corporation has a healthy and strong competitive position overall.  Thus, this offers high abilities to the firm and provides various opportunities for Unilever to compete in international markets. From the analysis, the company enters new international markets to access more customers across the globe. The company uses a global strategy to expand in new markets, and through its effective growth strategy, the company continues building on its strengths and creating potent ways for further growth in various countries.  Overall, this strategic analysis shows that Unilever’s strategic positioning is strong enough for it to overcome the external environment’s threats and that the Company could attain better business performance using strategies which overcome the key risks and take advantage of the significant prospects in the market.
[bookmark: _Toc24694831]5.0 Recommendations
Unilever’s SWOT analysis identifies various external and internal strategic factors which the management should take into consideration in developing its strategy.  For instance, the shortcomings of the imitable nature of goods, as well as, restricted trade diversification are essential as they influence the corporation’s stability and performance.  Thus, it is recommended that the company should diversify business via mergers and acquisitions of interrelated business, not in the consumer goods sector. Similarly, the company should consider product development and innovation for promoting corporate performance. Therefore, a recommendation is that Unilever employs its strengths such as for product innovation and resolve the imitation and force competition threats.
The PESTLE analysis highlights various opportunities and threats which the company focuses on in its global expansion and growth strategies in its market. It is thus recommended that, in its approach, Unilever must include the increasing health-consciousness amongst consumers.  The company may consider this factor as a prospect to enhance its food items. Further, another recommendation is that Unilever should enhance its sustainability programs to seize opportunities concerning corporate sustainability. Furthermore, the company should take consider the increasing business automation as a major threat which empowers its rivals, notably smaller businesses in local markets. Based on these factors, Unilever needs to strategize on international growth through business sustainability and innovation.
The Porter’s Five Forces analysis identifies the bargaining power of customers and competitive rivalry to be the factors with the greatest intensity influencing Unilever. Also, the suppliers’ bargaining power is vital but has an insignificant effect on the firm. The threats of new entry and substitution have a marginal impact on the company and the overall market. Thus, Unilever’s strategic action should prioritize buyers’ bargaining power and competition.  A suggestion is that the firm should strengthen its competitive edge further through product innovation.  
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