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In the evolving world of business, strategic planning plays a vital role in maintaining a competitive edge and fostering sustainable growth. This present essay is offering an evaluation of Unilever plc, a British multinational company in the consumer goods sector that is listed on the London Stock Exchange. (Unilever, 2024)
Being a player in the moving consumer goods (FMCG) industry, Unilever has adeptly maneuvered through intricate market landscapes by utilizing its corporate and business strategies to bolster its market position, profitability and shareholder value.
The primary objective of this assessment is to analyze the efficacy of Unilever’s decisions and assess the implementation of these strategies focusing on their impact on organizational performance and market competitiveness.
The examination will delve into Unilever’s overarching strategy encompassing aspects like sustainability practices, mergers and acquisitions and geographical expansion. It will also scrutinize its business strategy, which includes elements such as positioning, product innovation and management of brand portfolios. (Patton and Holstius, 2015)
Furthermore, this report will investigate how effectively these strategies have been executed by evaluating the alignment, between objectives and actual outcomes.
Through an analysis of indicators evolution of market share trends and operational performance assessments; this report aims to present a comprehensive overview of how successfully Unilever has translated its strategic initiatives into tangible achievements.
The strategic assessment seeks to showcase Unilever’s achievements while also pinpointing any shortcomings and opportunities, for enhancement. The findings obtained will shape suggestions, for pathways guaranteeing Unilever’s resilience and competitiveness in a constantly changing market landscape.

[bookmark: _Toc174871809]2. UNILEVER’S STRATEGIC CHOICES: CORPORATE AND BUSINESS STRATEGIES IN ACTION

Unilever plc, a player, in the consumer goods industry has crafted a comprehensive array of business and corporate tactics that resonate with its vision of sustainable expansion and dominance in the fast paced consumer goods sector. 
These strategies play a role, in Unilever’s quest to uphold its edge in a competitive market. This section delves into Unilever’s business and corporate strategies, supported by strategic models.

[bookmark: _Toc174871810]2.1. CORPORATE STRATEGY: FOCUS ON SUSTAINABILITY AND PORTFOLIO MANAGEMENT

Unilever places an emphasis on sustainability within its strategy, which is integrated into its business approach through the implementation of the "Unilever Sustainable Living Plan" (USLP). (Lawrence et al., 2018).
Launched in 2010, this plan set goals to reduce the company’s impact and boost its positive social contributions by 2020. The success of this plan led to its transformation into the "Unilever Compass," which continues to guide the company’s mission of promoting living practices. 
This approach aligns with the principles of the Ansoff Matrix (Ansoff, 1957) as Unilever has pursued product innovation and diversification to meet evolving consumer preferences for ethically sourced products. 
By introducing items and expanding its brand range while entering new markets especially in emerging regions Unilever demonstrates a strategic blend of product and market development strategies within the framework of the Ansoff Matrix.
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Fig. 1. Ansoff Matrix
Furthermore, Unilever’s sustainability focus complements its strategy of portfolio management. The company has optimized its portfolio by divesting underperforming or non-core brands exemplified by the sale of its tea business, Ekaterra, in 2021. 
This divestment strategy mirrors concepts, from the Boston Consulting Group (BCG) Matrix model, where Unilever prioritizes nurturing performing "Stars" and Cash Cows" while letting go of less successful "Dogs" to maximize resource allocation and improve overall profitability.
[image: ]
Fig. 2. BCG Matrix
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Unilever’s approach at the business level is centered on setting its brands and reaching into various markets. With an array of, over 400 brands like Dove, Knorr and Lipton Unilever utilizes its portfolio to address the diverse needs of consumers worldwide. 
This strategy of differentiation is backed by a commitment to innovation with investments in research and development (R&D). In the year 2022 Unilever allocated around €900 million towards R&D for creating products and enhancing existing ones ensuring that its brands stay current and competitive. (Unilever, 2024).
The market expansion strategy of Unilever is apparent in its efforts to strengthen its presence, in emerging markets. By 2023 60% of Unilever’s earnings are generated from these emerging markets, where the company has established distribution channels and adapted its products to align with local consumer preferences. 
This approach aligns with Porter’s Generic Strategies model, as Unilever pursues a differentiation strategy to gain an advantage through offering unique products across various markets. (Wadström, 2019).

[bookmark: _Toc174871812]3. LEVERAGING RESOURCES AND CAPABILITIES FOR STRATEGIC SUCCESS: UNILEVER’S APPROACH

Unilever Plc., one of the world's leading consumer goods companies, has developed a comprehensive array of resources and capabilities that are critical to its success in executing its business and corporate strategies. 
This chapter will identify these resources and capabilities and analyze how effectively Unilever has aligned them with its strategic objectives, using SWOT and PESTEL frameworks.

[bookmark: _Toc174871813]3.1. RESOURCES AND CAPABILITIES

Unilever's resources can be categorized into tangible, intangible, and human resources. Tangibly, Unilever boasts a global supply chain and extensive distribution networks, which are crucial for maintaining its presence in over 190 countries. 
The company’s significant investment in research and development (R&D), approximately €1 billion in 2022, showcases its commitment to innovation, a vital capability in product differentiation.
Intangible resources, include Unilever's strong brand equity, with globally recognized brands such as Dove, Knorr, and Magnum. Additionally, Unilever's sustainability initiatives under the Unilever Compass strategy demonstrate its commitment to ethical business practices, which enhance its brand reputation. (Nazarova, 2015).
Human resources are another critical capability, with a workforce of almost 150000 employees globally, equipped with the skills and expertise to drive the company's innovation and market strategies.

[bookmark: _Toc174871814]3.2. ALIGNMENT WITH BUSINESS/CORPORATE STRATEGIES

Unilever has strategically aligned its resources and capabilities with its corporate and business strategies, as evidenced by the company’s consistent focus on sustainability and innovation. (Walker et al., 2015)
The company's strong global supply chain and distribution capabilities enable effective market penetration, particularly in emerging markets, where it derives around 60% of its revenue. This alignment supports Unilever’s market development and product diversification strategies, as highlighted in the Ansoff Matrix.

[bookmark: _Toc174871815]3.3. SWOT ANALYSIS

STRENGTHS - Unilever has a lineup of known brands, like Dove, Knorr and Magnum which gives them a competitive edge in the market and fosters customer loyalty in line with their unique strategy.
- The companys dedication to sustainability as seen through initiatives like the Unilever Compass, not boosts its reputation. Also meets the increasing consumer demand for ethical products.
WEAKNESSES - Unilever is susceptible to fluctuations in raw material prices potentially affecting its profitability and ability to uphold pricing.
OPPORTUNITIES - With the rising consumer emphasis on sustainability Unilever stands to benefit from this trend given its existing practices.
THREATS - The FMCG sectors fierce competition demands innovation and differentiation for Unilever to maintain its market standing amidst changes, in the industry.
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Political: - Global Regulatory Compliance: Unilever’s global presence requires adherence to diverse regulatory environments, which the company effectively manages through strong legal and compliance frameworks. (Peng and Nunes, 2007)
Economic: - Focus on Emerging Markets: With around 60% of revenue derived from emerging markets, Unilever benefits from higher growth rates in these regions, supporting its market development strategy.
Social: - Alignment with Consumer Demand for Ethical Products: Unilever’s emphasis on sustainability resonates with the increasing consumer preference for ethical and socially responsible brands.
Technological: - Investment in Innovation: Substantial R&D investments, approximately €900 million in 2022, underpin Unilever’s product differentiation strategy, enabling the company to stay ahead of market trends. (Iguchi and Hayashi, 2009)
Environmental: - Sustainability Initiatives: Unilever’s commitment to reducing its environmental footprint, as seen in the Unilever Compass, aligns with global trends toward environmental responsibility and enhances its brand image.
Legal: - Robust Compliance Frameworks: Unilever’s ability to navigate complex legal environments across various countries supports its global operations and mitigates legal risks.

[bookmark: _Toc174871817]4. ASSESSING UNILEVER’S COMPETITIVE SUCCESS THROUGH STRATEGIC IMPLEMENTATION 

Unilever plc has shown achievements, in executing its business and corporate tactics resulting in lasting edges, in the fast moving consumer goods (FMCG) sector. The business’ emphasis on sustainability, creativity and market expansion has not just bolstered its market stance. Also set it apart from competitors. (Sakellariou et al., 2013)

[bookmark: _Toc174871818]4.1. SUSTAINABILITY AS A COMPETITIVE ADVANTAGE

Unilever’s strong focus on sustainability has always been an element of its business approach playing a role in keeping it ahead in the market. The Unilever Sustainable Living Plan (USLP) and its follow up the Unilever Compass have seamlessly integrated sustainability into every facet of the company’s operations. (Gowan et al., 2022).
This approach has struck a chord with consumers who are increasingly seeking produced goods. For instance, in 2021 Unilever revealed that its conscious brands like Dove and Hellmann’s experienced a 69% growth rate compared to other brands within the company and contributed to 75% of its overall growth. 
This evident connection, between sustainability efforts and financial success demonstrates how Unilever has effectively used its business strategy to enhance consumer preference and brand loyalty distinguishing itself from competitors.

[bookmark: _Toc174871819]4.2. INNOVATION AND PRODUCT DIFFERENTIATION

Unilever’s business strategy revolves around innovation especially when it comes to differentiating its products. As it was presented in the previous chapters, with a research and development investment of, around €900 million Unilever consistently improves its product range to align with changing consumer preferences. 
For instance, Unilever’s launch of plant based product varieties, like vegan Magnum ice cream and Hellmann’s mayonnaise reflects the increasing popularity of plant based diets. These new offerings not target markets but also enable Unilever to attract fresh consumer demographics helping it stay competitive in the competitive FMCG industry.
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Unilever has been a successful business in expanding its market presence in developing regions by tailoring products to preferences and establishing robust distribution channels. 
In 2023, 60% of Unilever’s earnings originated from emerging markets showcasing the effectiveness of this approach. This broad international footprint allows Unilever to generate revenue from sources lessening reliance on any one market and safeguarding, against ups and downs.

[bookmark: _Toc174871821]5. SUSTAINABILITY AS A COMPETITIVE LEVER: UNILEVER’S ENVIRONMENTAL COMMITMENT

Unilever has strategically positioned itself as a leader, in sustainability by taking steps to improve its competitiveness while addressing issues. The company’s focus on sustainability goes beyond just meeting regulations; it is deeply ingrained in its business strategy contributing to both its market differentiation and operational efficiency.

[bookmark: _Toc174871822]5.1. COMMITMENT TO SUSTAINABLE SOURCING
A particular aspect of Unilever’s efforts to enhance competitiveness with a sustainable approach is its dedication to sustainable sourcing. By the year 2020, Unilever successfully met its goal of sourcing all palm oil through certification programs like the Roundtable on Sustainable Palm Oil (RSPO). (Liang et al., 2022).
This initiative not helps mitigate the impact connected with palm oil production, such as deforestation and biodiversity loss but also resonates with environmentally conscious consumers. Such commitment sets Unilever apart from eco competitors boosting brand loyalty and expanding its market presence.



[bookmark: _Toc174871823]5.2. REDUCING CARBON FOOTPRINT

In addition to focusing on sourcing, Unilever has been proactive in reducing its carbon footprint by setting targets to achieve net zero emissions throughout its value chain by 2039. 
To support this goal, the company has made investments, in energy and energy efficiency across all operations. (Jaehn, 2016). By 2020 Unilever had successfully transitioned to using 100% grid electricity for its operations.
The decrease, in carbon emissions not supports worldwide objectives but also trims down long term operational expenses helping Unilever become more competitive in terms of cost effectiveness. Additionally it positions Unilever as a favored partner for stakeholders who prioritize sustainability. (Jakob et al., 2014). 
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In response to mounting concerns regarding waste, Unilever has embraced the principles of an economy. The company has pledged to ensure that all its plastic packaging is recyclable, reusable or compostable by 2025. 
Unilever has already made strides toward this target with several of its brands like Hellmann’s and Dove adopting packaging solutions that minimize plastic usage. 
These endeavors not lessen harm but also cater to the rising consumer demand, for eco-friendly products bolstering Unilever’s competitive standing.

[bookmark: _Toc174871825]6. STRATEGIC DIRECTION FOR UNILEVER’S FUTURE

As Unilever continues to navigate the complexities of the market the company is faced with important decisions that could influence its future direction. One key choice revolves around enhancing its sustainability efforts, an aspect of Unilever’s strategy and a notable differentiator, in the moving consumer goods (FMCG) industry. 
The options on the table for Unilever include integrating sustainability into its product lineup expanding its presence in emerging markets and prioritizing transformation to improve consumer engagement and operational efficiency. (Biermann et al., 2017).

- Strengthening sustainability commitment - Unilever has the opportunity to deepen its dedication to sustainability by broadening its range of eco products like plant based foods and conscious home care items. This strategic move would cater to increasing consumer preferences for environmentally friendly products ultimately boosting brand loyalty and market share. Moreover Unilever could take the lead in driving industry initiatives to promote practices solidifying its reputation as a pioneer in this field. (Boiral et al., 2019).
- Expansion in emerging markets - given that a substantial portion of its revenue comes from emerging markets Unilever could further concentrate on these regions by developing products tailored to demands and preferences. This plan aims to use its reputation, for sustainability to attract the growing number of customers in these regions thus boosting sales and setting itself apart from other companies. (Doukas and Kan, 2006)
- Emphasizing digital transformation - With the rise of online shopping and digital interaction among consumers Unilever may consider investing in transformation. This could involve improving shopping features using data analysis, for marketing and adopting cutting edge supply chain technologies to enhance productivity and minimize environmental harm.

RECOMMENDATIONS FOR ENHANCING COMPETITIVE ADVANTAGE THROUGH SUSTAINABILITY

To gain an edge through sustainability, Unilever should consider the strategies:

- Embrace circular economy initiatives - leading the way, in adopting circular economy approaches, such as increasing the use of recycled materials and promoting product reusability can benefit both the environment and meet consumer expectations for sustainable goods.
- Improve transparency and reporting - continuously enhancing its sustainability reporting to offer clear and comprehensive insights into its environmental and social impacts will help build trust with consumers and set Unilever apart from competitors with less transparent practices.
- Foster collaborations for innovation - partnering with technology companies, NGOs and government entities can drive innovation in sustainable practices across Unilever’s operations encompassing supply chain enhancements to cutting edge product advancements that position the company as a leader, in industry developments.
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Unilever’s focus on sustainability and actively managing its portfolio along, with strategies to differentiate its brands and expand into markets has established the company as a frontrunner in the FMCG industry. 
By using to strategic frameworks like the Ansoff and BCG Matrix, additional to SWOT and PESTLE analyses, Unilever has successfully navigated the complexities of the global market, ensuring long-term growth and resilience in an increasingly competitive environment
The company has aligned its resources and capabilities with its objectives and business strategies giving it a competitive advantage in the global FMCG sector. Through targeted investments in innovation, sustainability practices and maintaining a presence Unilever is well positioned to seize emerging opportunities while mitigating risks for future growth and stability. 
Unilever’s strategic emphasis on sustainability, innovation and market expansion has played a role in gaining edges over competitors. These approaches have not fueled growth. 
Also, solidified Unilever’s dominance in the FMCG field paving the way for long term success amid fierce competition. By incorporating sustainability, into its business framework Unilever has bolstered its position by aligning with consumer preferences cutting expenses and adhering to regulatory standards.
Unilever has established itself as a sustainability leader by focusing on sourcing lowering its carbon footprint and promoting circular economy efforts. By persisting with these approaches Unilever can uphold its position, as a sustainability frontrunner driving growth and competitiveness, in the market.
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