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Executive Summary

This summary is to show that the author of this report can analytically identify the appropriate evidence to underpin a strategic vision that outlines the opportunities for the Unilever to generate a better functionality through knowledgeable access to products or services and coordination of their resources. 
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Introduction

Unilever is a multinational corporation that sells consumer goods that consists of foods, beverages, cleaning agents and personal care products. Unilever has procured over 400 brands that are household names under their control such as Ben & Jerry’s, PG Tips, Dove, Lynx, Persil, and Surf etc…  Unilever’s brand names are located in over 190 countries around the world, they are a global company with a global purpose. They also have 13 brands with sales that are over £1 billion in 2020, 81% of their brands are top two in their market category and Unilever also have 14 brands in Kantar’s top 50 global brands. Unilever’s global purpose is to make sustainable living a commonplace (Unilever, 2022).

With Unilever’s existing strategy for sustainability and their purpose of making sustainable living a commonplace as well as their target of creating sustainable growth, the practices that they do to participate with their existing strategy for sustainability are climate action, protect and regenerate nature, waste free world, improve people’s health, confidence, and wellbeing and to influence a fairer, more socially inclusive world (Unilever, 2022). For a business or an organisation to change from how they would normally do business to beginning to break into the new sustainability business game a business or organisation would have to adhere to the 4 rules of sustainability which are:

1. To eradicate people’s involvement towards the continuous build-up of materials that are extracted from the Earth’s crust.
2. To eradicate people’s involvement towards the continuous build-up of chemicals and compounds produced by society.
3. To eradicate people’s involvement towards the continuous physical degradation and devastation of nature and natural processes.
4. To eradicate people’s involvement towards the circumstances that demoralises people’s capacity to meet their basic human needs (Milton, 2011).

The way that Unilever has followed the rule of to eradicate people’s involvement towards the continuous build-up of materials that are extracted from the earth’s crust is to reduce the impact of raw materials by changing product formulas, use different raw materials instead mining for palm oil and to have better supplier innovation partnerships (Unilever, 2022). Unilever has followed the 2nd rule of eradicating people’s involvement towards the continuous build of chemicals and compounds produced by society by decarbonising the business which consists of eliminating fossil fuels completely and switching to renewable energy and they have done this by investing in new technologies such as hydrogen, increasing energy efficiency and switching to renewable energy sources. Currently they have switched from using fossil fuel based energy systems such as coal and gas to clean energy alternatives such as wind, solar and biomass, which has made Unilever in past year to generate almost 3 percent of their total electricity from Unilever using their renewable sources that they have on their site (Unilever, 2022). Unilever are also following the 2nd rule of sustainability by using a concept called the carbon rainbow (see appendix 1) and by tackling emissions form logistics and transport such as reforming transport routes to reduce distance travelled, use a mix of road, rail and for smarter transport and they are also looking into hydrogen fuel cell and battery electric vehicle technologies for long haul, heavy duty, and short haul transport (Unilever, 2022).

Unilever has followed the rule of eradicating people’s involvement towards the continuous physical degradation and devastation of nature and natural processes by ending deforestation and regenerating nature because by protecting and restoring forests globally, humanity can reach 18 percent of the emissions cuts needed by 2030 to prevent catastrophic climate change, at COP 26 Unilever put together The Forest Data Partnership which monitors the progress in reducing deforestation and degraded land (see appendix 2) (Unilever, 2022). Finally, Unilever has followed the rule of eradicating people’s involvement towards the circumstances that demoralises people’s capacity to meet their basic human needs by building a positive future for people and nature, which consists of giving the farmers and growers in Unilever’s supply chain the support of a secure living income and the right tools and resources so that they can have an important role in the protection of the planet (Unilever, 2022).

Challenges for sustainability

Due to Unilever being the largest buyer of palm oil because it had major consequences such as reducing the amounts of palm oil in the area of Kalimantan, which slowly depleted the habitat of the Orangutans, which are an endangered species that lived almost everywhere in the rainforest of Kalimantan. This resulted in the extinction of the Orangutan species in the Kalimantan area. Also, it was affecting the rainforests as well as two million acres of the rainforests were being cut down annually, which then lead to a severe climate change. Upon these actions that has happened Unilever was criticised by Greenpeace UK. Therefore, the change that Unilever has made is to sustainably source palm oil (Alumni, 2016).

However, the challenge for sustainability that Unilever are facing is that it is not possible to stop the use of palm oil as it could cause problems elsewhere. As palm oil supplies 35% of the worlds vegetable oil on just 10% of the land. To get the same amount of oil from other sources like soybean or coconut, you would need to have between 4 and 10 times more land. Therefore, to have Unilever still connected to the palm oil industry and help their issues rather than shift them elsewhere. Unilever are committed to set target interactions between people and nature by securing a sustainable supply of palm oil that is both positive for people and nature (Unilever, 2022).
Changing consumer behaviour could potentially lead to a challenge for sustainability as it is getting people to change their habits in what they would normally buy. As Unilever found out by conducting research in consumer views so that they could track their opinions against their purchasing behaviour. Only a third of the people were really intrigued in purchasing sustainable products. Whereas the other 25 percent would be intrigued in purchasing sustainable products if they had more information about the sustainability of the products and if the company they are buying from are trustworthy and the sustainable products are providing a purpose (Sustainable Brands, 2018). This challenge for sustainability is something that I personally found hard to get people to understand when I did my interviews for my dissertation, as the people that I interviewed were saying the same sort of things as what was said above.

One of the most occurring challenges for sustainability that businesses face with is climate change. Climate change is a change in the usual weather found in a place. Which basically means a change in how much rain a place usually gets annually, or it could mean a change in a place’s usual temperature for a month or a season. Climate change is can quite often be caused because of the fossil fuels that are being burnt up to produce energy which then produces greenhouse gas emissions that then go into the Earth’s atmosphere (NASA, 2014). But climate change is not only a challenge for sustainability because of the change of the weather or the greenhouse gases being emitted into the Earth’s atmosphere. It is also a challenge because climate change is violence as it is causing wars and people to join terrorist groups because they have no choice due to drought, scarcity and conflict as people are fighting for oil and water (Talks, 2016).

Unilever have contested the challenge of climate change by launching its Freedom to Breathe campaign that is led by a partnership brand Blueair with having a goal of making clean air a right under the United Nations Convention on the Rights of the Child (UNCRC). This campaign strengthened the voices of children around the world. For example, a nine year old child was upset by the unfairness oof some children having clean air whilst other children don’t have clean air and people listened to the thousands of children just like the nine year old and the UN has acknowledged that clean air should be the right of every child (Unilever, 2021).

Why a business case for sustainability should become a focus for Unilever

A business case for sustainability should become a focus for Unilever because it can be a much more profitable business for Unilever to change into a more sustainable business model, as this will help Unilever to acknowledge that by addressing the environmental and social issues, that they can then accomplish better growth and cost savings (International Finance Corporation, 2011). For example, Unilever have generated almost 3 percent of their total electricity from them using their renewable sources that they have on their site in the past year. Having a business case for sustainability would be beneficial for Unilever as it will improve its reputation and its brand value by having Unilever prove to its stakeholders that Unilever is driven by formidable sustainable policies, which will make Unilever a better company as it is showing that they are resilient and responsive to employees, customers, and society in general and this will also boost stakeholder relations (Winston, 2018).

However, a business case for sustainability could fail as Unilever may not give enough clear evidence towards the benefits of the business case of sustainability. Also, sustainability leaders may not connect to Unilever’s overall strategy and goals that they want to achieve therefore, Unilever would then not take the opportunities to promote the business plan in ways that could be relevant, timely and persuasive towards the business case for sustainability (Sustainability exchange, 2022).

Shown below is PESTLE analysis of Unilever:


	Political

· Regulations
· Legislations
· Local and regional laws
· Import restrictions
	Economic

· Competition
· Consumer demand
· Reduced consumer wealth
	Social

· A strong corporate reputation
· Unilever is socially responsible company
· Marketing
· 

	Technological

· Development of e-business
· High level of automation
· Advanced technologies could become a threat as it is easy for competition to copy
	Legal

· Laws and legalities
· Copyright
· International and regional taxes
	Environmental

· Unilever encourages sustainable and renewable resources
· Eco friendly materials from packaging to design
· Unilever’s products are designed to be safe for consumers


(Case Study, 2019)

Positioning Unilever around its strengths and weaknesses to meet the challenges

Shown below is a SWOT analysis of Unilever:

	Strengths

· They have a diverse range of products under their name
· They are known for their sustainable leadership
· It has a very large global presence
· They have really good marketing capabilities
	Weaknesses

· They use too much plastic in their packaging
· They do not sell directly to consumers
· They depend on currency exchange which can cause a negative impact on financial results due to a devaluation of currency exchange

	Opportunities
· Growth in emerging markets
· They can obtain new product categories
· Ecommerce
	Threats
· Competition
· Covid 19
· Consumers continuously changing their preferences
· Political uncertainty


(Unilever, 2020)

The way that Unilever can utilise their strengths and weaknesses to meet the challenges is by them being recognised for their sustainable leadership and having really good marketing skills would then begin to change consumer’s behaviour towards them changing their ways and go into purchasing alternative sustainable products. Unilever can tackle climate change through not using too much plastic in their packaging or have 100 percent recycled plastic in their packaging.

The propositions for value creation through sustainability

	Stage 1 – Viewing Compliance as Opportunity
	Stage 2 – Making Value Chains Sustainable
	Stage 3 – Designing Sustainable Products and Services
	Stage 4 – Developing New Business Models
	Stage 5 – Creating Next – Practice Platforms

	Central Challenge

To deliver long term compounding growth and sustainable value creation 
	Central Challenge

To increase efficiencies throughout the value chain
	Central Challenge

To develop renewable and non-renewable ingredients in their products to become eco friendly
	Central Challenge

To make sustainable living commonplace
	Central Challenge

To find out how to change to a sustainable business

	Competencies Needed

Winning brands and innovation

Winning in the market place

Winning through continuous improvement
	Competencies Needed

To have talented people who contribute their skills and purpose to the business

Relationships with governments and other organisations to drive towards a sustainable system change
	Competencies Needed

Working towards to halve the environmental footprint of the making and the use of the products

The skills to know which products are not eco friendly
	Competencies Needed

Ensure the health and wellbeing of their staff and customers

To deliver consistent, competitive, profitable, and responsible growth

	Competencies Needed

To know what global challenges are affecting the business

To learn business model growth in emerging markets of sustainability

To have the expertise to synthesize sustainable technologies throughout the factories

	Innovation Opportunity

Obtain new product categories

E commerce
	Innovation Opportunity

Utilisation of renewable energy sources

Develop sustainable sources of raw materials and components
	Innovation Opportunity

To make eco-friendly packaging

Apply ingredients that less harmful to the environment
	Innovation Opportunity

Enhance livelihoods for millions of people

To sell products that help people feel good, look good and get more out of life
	Innovation Opportunity

Develop new technologies to that will tackle global challenges

To continuously have the products that have growth in emerging markets 




Stakeholder consideration

Unilever have many stakeholders and they are:

· Employees – these consist of employees in offices, factories, R&D laboratories, and tea estates. 
· Consumers – They are considering what products are highly effective, with ingredients that are good for themselves and good for the environment. Unilever’s Consumer and Marketing Insights function is accountable for finding out consumer research so that they can inform their innovation and marketing activities.
· Shareholders – The shareholders are the people who go through their quarterly results broadcasts, conference presentations, meetings and calls about the characteristics of their business performance and consumer trends.
· Government/Regulators/Legislators – They assist in improving the laws and regulations that may affect their business. For example, climate change and product safety standards.
· Suppliers – Unilever’s suppliers source materials and provide critical services for them. They also work with strategic suppliers that create new products, formats, and ingredients.
· Customers – Unilever have many customers that vary form hypermarkets, supermarkets, e-commerce platforms and out of home services
· Scientists – The scientists are dedicated to invest in science and scientific research to advance their understanding of how their products can benefit public health and wellbeing, environmental, societal, and economic impact
· NGO’s – They drive scale through new business models, digital technologies, and external financing. They also partner with other stakeholders through platforms such as the World Economic Forum, UN Global Compact and World Business Council for Sustainable Development.
· Communities – Unilever form a direct and indirect employment, pay taxes to governments for reinvestment in infrastructure and communities. They follow a number of policies and standards to ensure the communities are adequately protected.
· Peer companies – These peer companies implement change. For example, implementing sustainable business strategies and drive policy agenda which contribute to systems change.
· Trade associations – They assist in keeping up to date with the best practices and trends, as well as engaging on policy topics.
(Unilever, 2022)

Conclusion

I think my argument for Unilever towards sustainability makes a good strategic vision as it is showing how Unilever is following the four rules of sustainability and how Unilever has overcome some of their challenges for sustainability such as Unilever decreasing the amount of palm oil they are collecting from rainforests and eradicating deforestation and beginning to regenerate the forests that they have cut for the gathering of palm oil and to look forward towards a strategic vision for this challenge they are now using alternative raw materials and sustainable palm oil. My argument towards sustainability makes a good strategic vision as I have analysed the external environmental challenges and opportunities by using PESTLE analysis and have positioned Unilever through its strengths and weaknesses by using a SWOT analysis. I also think my argument makes a good strategic vision as I have stated the propositions for value creations through sustainability and have stated the stakeholders that are important to make a good strategic vision.




References
Alumni, E. (2016, November 04). Hearing the Cry of the Orangutans: Unilever and Sustainable Palm Oil. Retrieved from https://digital.hbs.edu/: https://digital.hbs.edu/platform-rctom/submission/hearing-the-cry-of-the-orangutans-unilever-and-sustainable-palm-oil/
Case Study. (2019). PESTLE Analysis of Unilever. Retrieved from https://acasestudy.com/: https://acasestudy.com/pestle-analysis-of-unilever/
International Finance Corporation. (2011). The Business Case for Sustainability. Retrieved from https://www.cbd.int/: https://www.cbd.int/financial/mainstream/ifc-businesscase.pdf#:~:text=The%20business%20case%20for%20sustainability%20is%20also%20connected,value%20can%20be%20affected%20by%20poor%20sustainability%20policies.
Milton, C. (2011, June 08). The Four Principles of Sustainability. Retrieved from https://www.corporate-eye.com/: https://www.corporate-eye.com/main/four-principles-sustainability/
NASA. (2014, May 14). What Is Climate Change? Retrieved from https://www.nasa.gov/: https://www.nasa.gov/audience/forstudents/k-4/stories/nasa-knows/what-is-climate-change-k4.html
Sustainability exchange. (2022). Making the Business Case for Sustainability. Retrieved from https://www.sustainabilityexchange.ac.uk/: https://www.sustainabilityexchange.ac.uk/making_the_business_case_for_sustainability#:~:text=Business%20cases%20often%20fall%20down%20because%20they%20don%E2%80%99t,in%20ways%20that%20are%20relevant%2C%20timely%20and%20persuasive.
Sustainable Brands. (2018). Unilever: Consumer Behavior Remains the Elusive Key to Sustainability. News Deeply, 1.
Talks, T. x. (Director). (2016). Forget climate Apocalypse. There's hope for our warming planet [Motion Picture].
Unilever. (2020). Annual Report and Accounts 2020. London: Unilever Communications.
Unilever. (2021, December 17). Change is in the air. Retrieved from https://www.unilever.com/: https://www.unilever.com/news/news-search/2021/change-is-in-the-air/
Unilever. (2022). About - Purpose - Our Company. Retrieved from https://www.unilever.co.uk/: https://www.unilever.co.uk/our-company/
Unilever. (2022). Decarbonising our business. Retrieved from https://www.unilever.com/: https://www.unilever.com/planet-and-society/climate-action/decarbonising-our-business/
Unilever. (2022). Engaging with stakeholders. Retrieved from https://www.unilever.com/: https://www.unilever.com/planet-and-society/responsible-business/engaging-with-stakeholders/
Unilever. (2022). Partnering with supplers to deliver net zero. Retrieved from https://www.unilever.com/: https://www.unilever.com/planet-and-society/climate-action/partnering-with-suppliers-to-deliver-net-zero/
Unilever. (2022). Strategy and Goals. Retrieved from https://www.unilever.com/: https://www.unilever.com/planet-and-society/protect-and-regenerate-nature/strategy-and-goals/
Unilever. (2022). Sustainability - Planet & Society. Retrieved from https://www.unilever.co.uk/: https://www.unilever.co.uk/planet-and-society/
Unilever. (2022). Sustainable palm oil. Retrieved from https://www.unilever.com/: https://www.unilever.com/planet-and-society/protect-and-regenerate-nature/sustainable-palm-oil/
Unilever. (2022). Zero deforestation. Retrieved from https://www.unilever.com/: https://www.unilever.com/planet-and-society/protect-and-regenerate-nature/zero-deforestation/
Winston, A. (2018). Explaining the Business Case for Sustainability Again … and Again … and Again. MIT Sloan Management Review, 1.































Appendix


Appendix 1
[image: Diagram

Description automatically generated]



















Appendix 2
[image: Graphical user interface

Description automatically generated]
















image1.png
The carbon rainbow

We're exploring renewable and recycled ingredients for cleaning products
using the ‘carbon rainbow’ concept. This means diversifying the carbon
sources we use - taking carbon from plants (green carbon), the atmosphere
(purple carbon), marine sources such as algae (blue carbon), and waste
materials like plastic (grey carbon) instead of from fossil fuels.
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The Forest Data Partnership

At COP26, Unilever, together with the United States
Agency for International Development (USAID), United
Nations Food and Agriculture Organization (FAO), World
Resources Institute (WRI), NASA and Google, announced
the creation of the Forest Data Partnership.

Itwill allow everyone access to consistent, open-source
and validated geospatial data to monitor, verify and
close progress in reducing deforestation and restoring
degraded land. The new data ecosystem will focus on the
‘Amazon Basin, South East Asia and West Africa.





